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Abstract

Heolth sofety ond environmental domoge due to ogriculturol abuses
have goined o global signifi¢once. Consumers are now concerned
obout the quality ond purity of their intoke food, ond they ore looking
for amore environmentolly friendly onswer to these problems. Orgoni¢
food is Considered as e¢o-friendly ond meets individuals' environment-
relateddesired objectives. The Core objective of this study is to explore
consumers' buying motive and impeding barrier they foce in buying
orgoni¢ food products in Pokiston. For this purpose qualitotive
interviews ond themati¢ onalysis hod been inCorporated. Twenty-five
respondents were interviewed at o fomous shopping mall in the City,
Lohore Pokiston. The shopping moll wos selected due to the
avoilobility of orgemi¢ food products. A ¢oding mechonism had been
devised ond applied to respondents' onswers ond further onalysed to
state their opinions for orgomi¢ food products under each Category.
Hence, four Categories appeared in the exerCise, such os environment
ond health-related worries, morality ond ethicolity, self-identity ond
subjective impeding borriers.

The result showed that olmost oll respondent declored o health ond
pollution free environment motive os their prime drive to buying
orgoni¢ food products. Most interestingly some respondents ottoched
their orgoni¢ food buying with their moral intrinsi¢ motivation ond
self-identity. In terms ofimpeding borriers to buying orgoni¢ food
products, trust, product availobility ond higher pri¢es were proved to
be amojor matter of Concern.

Therefore, orgoni¢ food morketers ore suggested to devise marketing
strategies in more holisti¢ monners by ottoching Consumers' self-
¢oncept, moral ond ethi¢ol dimension with heolth ond environmental
protection objectives. Specifically, promoting moral Concept
hormonized with environment and onimal protection shall produce o
consumer pull. Consequently, it will support the orgomi¢ food
development in the ¢ountry. Further, it is suggested that orgoni¢ food
supply may be chonneled with o trusted brond nome, by doing so the
product ac¢éeptobility sholl be in¢reosed. Surging demond shall invite
more Competition in morket, which resultontly sholl reduce the orgomic
food prices ond in¢rease the Consumers' product affordobility.

This paper Contributes to the marketing knowledge in orgomi¢ food ond
suggests some motivational foctors en¢ouroging the consumers to buy
the environmentally friendly food product ond some time throws light
on impeding foctors thot restrain individuols to buy orgomi¢ food
products.
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Introduction

Current environmental degrodotion ond resultont health-
related issues have roised the importonce ond need of
orgomi¢ food products. The consequences of environmentol
domoge ore global worming, lond erosion, onimal species
extinétion and environmentol degradation (Poul, Modi, &
Patel, 2016). Orgonic¢ food represents ogric¢ultural produces
nurturedby utilisingpure, notural ond eco-friendly
supplements ond methods, without using ony ortificiol
synthesisedfertilisers, poultry feed odditives, livestock
growth regulators ond pesti¢ides (Thogersen, 2015).
Further hondmode producdts, using orgoni¢ products ond
avoidonce of ony synthetic input olso included in this
definition (Ninoetal., 2015).

From on environmentol viewpoint, it is ¢riti¢al to dis€over
new ways to Control ond lessen the negotive effects of
c¢onsumption to achieve sustainoble development goals os
desired by the global community (Steg, Bolderdijk, Keizer,
& Perlaviciute, 2014). A more sustainoble society Con be
achieved through c¢honges in cConsumer consumption
patterns since consumers’ private household Contributes
almost up to 40% of environmental domoge (Barbaro &
Pickett, 2016). Food shores o signifi¢ont part of household
c¢onsumption ond associoted directly with individuals’
health ond overall environment. Hence, moving towaords
more sustainable food shall contribute towords solutions
related to heolth ond environmental problems.

Pokiston is focing formidoble environmental ¢hollenges
(World Bonk, 2010).The significont reoson for this
problem is ¢urrent Consumption potrons in the society ond
extensive use of pesti¢ides in ogriculturol proctices
(Mehmood,Hussain, Foarooq, &Akrom, 2016).Due to
urbomnizotion ond unthoughtful consumption, Pokistonis ore
produc¢ing 20.024 million tons of solid woste onnually
(PRES, 2018), polluting fresh waters with 2000 million
gallons of sewerage woter each day (Pok-SCEA, 2006) and
c¢onsumecontominated food ond water Comse epidemic
diseasesaffecting thousands of people onnuolly (Doudet
al., 2017).The repercussions these trends ore evident in the
form of increosing in the degree of temperoture each yeor
(The Tribune, 2018), loss of humon lives in thousonds
(Doud et al., 2017), infertility of 11.6 million hectors lond
(Azom,Igbol, Inayotulloh, & Moalik,2001), deforestation
(Musa & Bukhtiar, 2015) ond monitory loss of $14 billion
each yeor (World Bonk report, 2010).

In Pokiston, the present environmental situation Colls for
attention. Government, s¢ientists and public¢ are vigilont of
these concerns. In the realisation of this odverse
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¢iréumstances, Government in Pokiston has ¢ome up with
Certain measures like o billion tree projeét in Khyber
Pokhtoon Khuoh province, formulation of poli¢ies to
encourage orgonic ogriculture ond encouroging consumers
to use orgoni¢ food products (Technology Times, 2016).
Now the ossortments of orgoni¢ food olternotives ¢on olso
be visible in the morket with the other Conventional food
products. However, in spite of product availobility, the
market size for notural food produéts in Pokiston is yet ot
initial stages (Khon, 2016; Musa & Bukhtior, 2015). Do the
people understond o difference between orgoni¢ ond
¢hemically grown food productss What ore their basic
motives to buy orgoni¢ food produétss What are the main
impediments they fo¢e while buying orgomi¢ food
products’ Not mony reseorchers have explored these
questions. However, there are few studies in green buying
behaviour in Pokistoni ¢ontext omong which include
Alswidi, Huque, Hofeez, ond Shoriff (2014) ond Asif,
Xuhui, Nosiri, & Ayyub(2018). Nonetheless, these studies
ore quontitotive, ondtheir fo¢us on orgonic food is limited to
theoreticol dimensions followed in these studies.
Moreover, a qualitative study by Khon (2016), explored
buyers ond sellers opinion relevont to prevailing morketing
mix strategies of orgoni¢ food in the Pokistoni Context.
Nevertheless, the focus of this study was geogrophically
ond socially ¢oncentrated to one City, Korachi Pokiston.
Further, the s¢ope was focCused on respondents’ peréeption
regording morketing efforts (4Ps). However, the study did
not investigote the motivotional foctors that encouroge or
disCouroge Consumers ond non-user to buy orgonic¢ food
products.

The objective of the present investigotion is to study
Consumer’s perceptions obout orgoni¢ food products and
explore the motivational factors that encouroge individuols
to purchose pro-environmental orgoni¢ food products in
Pokiston. After the exploratory analysis, this study offers
suggestions for improving the ¢urrent morket situation of
orgoni¢ food products in Pokiston. Moreover, the study
proposes aproctical solution reloting to three broader study
are oS noming environment, ogriculture ond consumer
behoaviour. Thus, the reseorch shall Contribute towords the
knowledge, aowareness ond further development of orgonic
food product morket in Pokiston.

Literature review

This study ¢onceptualises orgoni¢ food as the product that
is considered to be environmentally friendly, grown up
without syntheti¢ chemicol inputs (e.g. urea.ond pestic¢ides)
ond life stock growth regulators olong with minimum
detrimental effect on the biosphere (Lorek et al., 2014).
Whereos the word ‘Consumer’ in this study refers to on
individuol, who protects himself/herself ond the plonet

129



Volume 11 Issue 3, September 2018

through buying ond ¢onsuming environmentolly friendly
orgoni¢ food producéts (Jo & Shin, 2017). Exploring
individuals’ perceptions infers sorting out their opinions
ond views obout the features of orgomi¢ food products ond
the reasons behind their buying these products.

According to the Germon Reseorch Institute of Orgomic
Agriculture (FiBL& IFOAM, 2018) global survey, 179
Countries ore involved in orgoni¢ ogriCultural proctices.
Whereos totol 50.9 million hectors of lond havebeen
utilised under orgomi¢ cultivation globolly (FiBL&
IFOAM, 2018). According to Orgoni¢ Monitor (2017), the
orgonic retoil sales of food and drinks have touched $100
billion worldwide in 2016, with 10% market growth
onnuolly. The 90% of orgomi¢ food products sales ore
generoted by Europe ond North Americo (FiBL& IFOAM,
2018). However, some new ropidly growing regional
morkets in Lotin Americo, Afric¢o ond Asio ore emerging
that have shored the global orgoni€ soles proportionote with
North Americon ond Europeon region (Willer,2017).

Aclording to (FiBL& IFOAM, 2018) statistics, In
Pokistom, 89,919 hectors of lond is dedioted to orgomic
forming. The lond under orgomi¢ forming hod shown a
phenomenal grown with three times higher figure since
2008 when it wos just 22000 hectors (Willer, 2017).
However, londs devoted to orgoni¢ ogri¢ulture acount
only 0.1% of the totol agri¢ulturol area (Orgoni¢ Monitor,
2017). There ore 111 orgomi¢ product producers ond 26
processors registered in Pokiston (FiBL& IFOAM, 2018).
Moreover, Pokiston is amongst few Countries those ore in
process to formulate orgoni¢ ogriculture ond food-related
regulations (Willer,2017).

However, presently, the prevailing forming norms in
Pokiston are relying ¢hiefly on syntheti¢ biochemicalinputs
ond the wvarieties thot produce high yields (Wood,
Rhemtulla, & Coomes, 2007), resultontly; with the possoge
of time; these opplications led formlond to mony problems
such as declining infertility, loss of topsoil, loss of orgonic¢
matter ond diminishing soil potential for ¢rop production
(Khon, 2011). Further, the environmental Costs of existing
ogriculture proctices in Pokiston inc¢lude ground ond
surfoe water Contamination, disc¢horging of greenhouse
goses, pest immunity ogoinst pesticides ond extinction of
biodiversity (Badgley, Moghtader, Quintero, Zokem,
Choppell, Avilés-Vazquez, Somulon, &Perfect,2007).
Same is endorsed by United Nations Educational,
Scientifi¢ ond Culturol Orgonisation (UNESCO) statistics
which says Pokiston is losing 11.6 million hector of lond,
which is around 20% of its fertile londs (Daily Times,
2016). Further, scientifi¢ reseoarch for omolysing soil
fertility in Pokiston reveoled thot omongst different soil
sample, the Corbon Content (orgonic¢ motter) wos found less
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thon 1%, whereaos, for fertile lond ¢orbon in soil should not
be less thon 1.29% (Azometol., 2001).

As for os orgoni¢ food markets are concerned, orgoni¢ food
suppliers sell their goods ot superstores, specialised outlets
ond former morkets in urbon oreos of Pokiston (Khom,
2016). There issome orgoni¢ food suppliers, growers ond
sellers operating in vorious Cities of Pokiston like Korachi,
Lohore and Islomabod, but their main ¢oncentrotion is
observed in the seond lorgest City of the Country; Lohore
(Khon, 2016; Ali,& Ahmed, 2016). The superstores ond
specialised outlets moke vorious kinds of orgomni¢ food
products oavailoble to ¢onsumers including wheat, rice,
pulses, orgomi¢ milk, eggs, ¢hicken, meat, honey, fruits ond
vegetobles (Anjum,Zoda, & Toreen, 2016).

Regoarding orgonic food, few reseorchers have ottempted to
explore the consumers’ oworeness ond motivational foctors
in Pokistoni context (Khon, 2016). However, these studies
(e.g. Alswidiet al., 2014; Asif et ol., 2018) were mostly
quontitotive ond lackedin-depth onolysis of motivational
factors behind the orgoni¢ food purchose decisions. Khon
(2016) did a qualitative study in orgeni¢ food context and
disCovered the buyer ond seller’s ottitude ond belief
regording morketing efforts (4Ps). However, this study did
not investigote the motivationol foctors that encouroge
C¢onsumers ond non-Consumers to buy orgomi¢ food
products.

Hence, people in Pokiston ore now more concerned for their
food intoke, whether it is sofe, naturol without ony synthetic
element ond being friendly with onimals ond overall
environment (Anjum et al., 2016). Further, in the Cose of
buying orgomi¢ food, offordobility ond avoilobility ore
considered os mojor obstocles (Asif et al., 2018). Price of
orgoni¢ products remains neorly two times higher thon
conventional food (Musa& Bukhtiar, 2015; Khon, 2016).

In the s€enario of above-statedreview, it ¢on be ¢oncluded
that Pokiston is fo¢ing immense environmentol problem
due to conventional ogricultural practices. The
consequences ore not only evident in bio spheri¢ ond
monetory losses, but the heolth of millions of people is also
offecting. Orgoni¢ ogriculture ond produces ore the
optimum solutions suggested by scientists, ond some is
realised by the government, industry ond generol public.
However, marketers ore not owore of exoctly the
consumers’ peréeption ond beliefs regording orgomnic food
products. A ¢leor knowledge regording motivationol
foctors behind consumer’s orgoni¢ food buying decision
will ploce marketers in a better position to ¢raft consumer-
oriented morketing strategies. Thiswill ¢reate amarket pull
from Consumer side which will amicobly demond more
orgoni¢ food. Hence, formers will be encouroged to follow
orgoni¢ ogricultural proctices. The result will be less
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dependency upon hoarmful syntheti¢ ogricultural inputs of
forming. Along with this, the present study built on the
qualitative methodology to ochieve the earlier mentioned
objective as dis¢ussed in the next section.

The qualitative interviews were Conducted in this
exploratory study to bring obout views, opinions ond
suggestions of the orgoni¢ food buyers. Respondents'
replies are norrated in their own phroses. Results are then
onolysed by themati¢ evoluation ond discussed later. The
results from this study will provide o thorough
c¢omprehension of prevoiling ¢onsumer peréeption obout
orgomi¢ food products ond their motives to buy it.
Government, industry ond ¢onsumer will find this study
helps to have abetter understonding of the Current situotion
of the orgomi¢ food market. This study will enoble
marketers to obtoin oo more comprehensive idea obout the
Consumers’ perception of buying orgoni¢ food products,
enobling them to moke well-informed decisions obout
product ossortment ond promotion.

Research Methodology

The present investigation hos ottempted to study orgonic
food market in Pokiston, perusing to ¢omprehend the
¢onsumers’ motivational factors and potential
impediments based on which Consumers moke buying
decisions. This research follows on interpretive poradigm
for investigotion (Lindlof& Taylor, 2017), this qualitotive
study utilised semi-structured interviews to provoke
respondents' viewpoints. Whereas semi-structured
interviews oreo quolitative method of inquiry thot
¢ombines o pre-determined set of open questions
(questions that prompt discussion) with the opportunity for
the interviewer to explore parti¢ulor themes or responses
further. A totol of 25 Consumers or prospective customers
(in¢luding non-users) were interviewed until soturotion.
Following Guest,Greg, Bunce, Arwen, Johnson, & Loura,
(2006), 20-25 porti¢iponts’ interviews with o homogenous
group is oll thot is needed to reach saturation. Post reseorch
in orgoni¢ food buying behaviour reports that mostly the
individuals belonging to middle ond upper middle ¢losses
show moreinclinationto be o Consumers or prospect of
orgoni¢ foods products (Khore, 2015; Khon, 2016),
purposive sompling (Chekimacet al., 2017) wos utilized for
selecting consumers (in¢luding non-users) from Hyperstor
shopping moll in Lohore due to the avoilobility of orgoni¢
food products in the mall.

Foce to foce interviews wos conducted in the moll. These
interviews were recorded by the ele¢tri¢ re¢ording device.
Mony respondents spoke around thirty minutes. Non-users
ended up earlier os Compared to users of orgoni¢ food
products. Respondents were asked obout their motivation
behind buying orgoni¢ foods ond the significont reasons
thot refroin them opting for such products.
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Once tronscription wos performed, the respondents' replies
were encoded into Categories that emerged out of this study
(Lindlof & Taylor, 2017).In this study, respondents’ similor
types of replies ore presented together, with most
representotive response quoted word for word to elucidote
Categorical Concept (Brymon & Bell, 2015). It is importont
to point out that interpretotion of respondents’ viewpoint is
qualitative so it depends upon researchers personal views
ond other investigotors may have their understondings ond
methodology. Next, the study presents findings ond
discussion.

Primary Research Findings and Discussion

The following section presents the interview findings from
consumers. The solient motivational ond impeding foctors
ore disCussed os mentioned by the respondents. The
¢oncept ond foctors involved ore elaborated with actual
quotes of the respondents. Also, the responses olso ¢ontoin
some suggestions from respondents. The porti¢iponts'
identities are disguised under alphobetical codes, using 'R’
“the respondents”. Out of twenty-five respondents, twenty
were those who had buying experience of orgomi¢ food
produéts however five interviewees never bought
environmentolly friendly food product ond Cotegories os
non-users. Parti¢ipates were osked o generol question
stated that “whot is their opinion obout orgonic food ond the
reason behind buying or not buying orgoni¢ food
products.” their responses foll into four main Categories
nomely heolth ond environment-related worries, morality
ond ethicality, self-Concept ond impediments.

Health and environment-related Worries

Under this, parti¢iponts were asked to shore their opinion
on their bosi¢ motive of buying orgoni¢ food products.
Almost all respondents osserted insistently thot heolth ond
environment-related worries are the signifi¢ont reosons
behind their motive to buy orgoni¢ food. As respondent R1
delineoted,

R5: “Food grown without fertilisers ond pesti¢ides is very
importont in todoy’s environment. Due to the use of
fertilisers ond pesti¢ides foods have injurious ¢hemicols
leading to concer, kidney level diseases ond joint
problems.”

Similarly, R3 vocalised as

R3:“We have to protect noture ond noturol resources ond
stop buying/using the products thot contain chemicols
which are Cousing detrimental effects on heolth ond global
worming.”

R15: “Heolth ond environmentolly ¢ons¢ious people use
orgoni¢ food products”.

Particulorly, one respondent went a step head ond asserted
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that the orgomic food need to be truly green throughout in its
volue Choin process, storting from row moteriol to end
product ond the concept of being environmentally friendly
should ¢ome from the very Core of sociol volues. As
interviewee R18 eloborated orgomi¢ food in o very
interesting ond different waoy,

R18: Environmentoal friendly orgoni¢ food is Colled green
products. But to me it is not only the products which are
green, there ore rather procedures, mechanisms ond social
hobits in a.society too which ore GREEN or NOT GREEN.
So products, procedures, meChonisms or sociol habits
which are environmental friendly ore called GREEN™.

Likewise, R2, R7, R11, R17, R20 ond R13 opined
environment ond health reloted worries os their ¢hief
motivational for¢e to buy orgoni¢ food.

The obove presented findings of the present study is similor
to previous studies Conducted by using quontitotive
methodology that deposited o signifiCont positive
relationship betweenheolth consc¢iousness (Khare, 2015;
Moser, 2015, Honsen, Sorensen, & Eriksen,2018; Hon,
Hwong, & Lee, 2017; Alswidi et ol., 2014; Asif et al.,
2018), environmentol ¢onsc¢iousness (Honsen et al., 2018;
Shin et ol., 2018; Mognusson, 2003; Rona & Poul, 2017)
ond orgoni¢ food buying intentions/behaviour (Honsen et
al.,2018; Moser, 2015).

Morality and ethicality

Under this, the question for the motivation of buying
orgoni¢ food products, parti¢iponts were osked to shore
their opinion, some respondents expressed orgoni¢ food
buying os their intrinsi¢ responsibility based on their self-
concept ond personoal held values. They are willing to opt
for orgomi¢ food becouse they Consider it the right thing to
do, for that respondents ogree to beor some personal Costs
(e.g. higher prices ond in¢onvenience to find orgonic¢ food).
R1,R3, R 4, R6,R9, R10,R 12, R15, R 18, R190ond R20
occlaimed buying orgomic food as their intrinsi¢ motivation
to sove the environment ond biosphere,R3 ond
R8verbalised in this way,

R3: “As on educated ond awore member of the society, 1
bear the full responsibility thon other in the protection of
the environment through the purc¢hose of orgoni¢ food
products.”

R9: “Some follow the use of green products as they are well
aware of their social responsibilities ond the perks of the
eco-friendly or green environment.”

R19:“We are living in a polluted environment which is
Causing proliferation of many infectious diseoses not in
humon beings but other creotures olso. Orgomi¢ food
enobles ¢on be a drosti¢ shift to the protection of the
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environment ond notural ¢limate from the wholesome
effect of pollution.”

To compare the present findings ond previous studies, it Con
be seen that most of the orgoni¢ food literature is full of
evidenc¢e that Commonly consumers volidate their
environmentolly friendly food buying with heolth ond toste
motives, ond some hos been verified in Pokiston (Alsiwidi
etal., 2014; Asifet ol., 2018) however, the studies focusing
on ethi¢al ond moral motivotion to buy orgomi¢ food
products ore stills scares.Stern et ol., (1999) argues thot
without inCorporating ethical ond morol dimension in
studying the drive behind a porticulor motive, would be
insuffi¢ient to produce o true picture of such behaviour.
Moreover, the morket strotegy prevoiling in Pokistoni
morket to promote orgonic food products ore heavily based
on hedoni¢ motives (e.g. health ond toste) (Khon, 2016). In
this study, although the respondents persist the some
orgument for their orgoni¢ food buying however they olso
have shown a.deeply held ethical ond moral sense attached
with orgoni¢ food buying, this side of their perception is
bosed on their intrinsicolly held volues for the
environmentol preservotion to ¢ome up in line with their
self-Concept. Therefore the marketers should incorporate
the ethi¢al ond moral messoges olong with hedoni¢ motive
in their promotionol compaigns to promote orgonic¢ food.

Theoretically, the intrinsi¢ motivation that en¢ouroges the
individuols to oft in o pro-social way even ot the ¢ost of
personal loss is exploined os “Personal Norms” (Sternet ol.,
1999). Norm Activation theory commonly nomed as Norm
Action Model (NAM) exploins this phenomenon of
selfless behaviour in fovour of so¢ial and Common interests
(Schwartz, 1977). There ore number of studies the
literature thot endorse the formation of pro-social ond
oltruisti¢ behaviour bosed on personal norms (Hon et al.,
2017: Shin et ol., 2018, Steg et ol., 2011; Hon et al., 2016;
Joiremon, 2001; Stern et al., 1999).

Self-Identity

Even some respondents supported this idea thot they use
orgoni¢ food because it is assoCioted with their self-
conCept. For the question of motivational foctors, two
respondents R7 ond R19 opined buying orgeni¢ food os the
port of their self and Consistent with the belief thot whot
they ought to do rightly. As respondentR 19 conferred:

R19: “Well personally I feel myself oll out to purchose the
orgonic¢ food products.”

R7: “We must consume ond support orgoni¢ food products,
definitely it is environmentolly friendly ond importont for
our future generations.”

Self-o¢¢laimed orgoni¢ ¢onsumers are frequent buyers of
orgoni¢ products (Goterslebenet ol., 2014). The idea to
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portray apositive self-identity in on orgomi€ friendly way is
the signific¢ont predictor of orgonic¢ food purchose intention
ond behaviour (Honsen et al., 2018; Schiffmon &Konuk,
1997; Lee, 2008; Dittmer, 2009). A¢cording to von der
Wreff ond Keizer (2013), self-identity is the direct
determinont of intentions to purchose orgoni¢ food even in
the obsence of attitude as amediator.

Earlier discussed findings of the present study ore olike
previous studies conducted by using o quontitotive
methodology that deposited o significont positive
relationship between self-identity ond orgoni¢ food buying
behaviour (Khare, 2015; Moser, 2015;Enzler, 2015:
Honsen et ol.,2018).

Barriers

Under this, porti¢iponts were asked to shore their opinion
on difficulties they are focing when buying orgoni¢ food
products, olong withthis parti¢ipontR1, R4, RS, R6, R11,
R12,R20, R21 ond non-users R8, R23, R25responded that
the barriers that abstoin them buying orgeni¢ food in¢ludes
orgoni¢ food knowledge, oavailobility ond trust. The
foremost obstacle that the mojority had spoken about was
the higher prices. Hence, willingness to pay higher prices
for orgoni¢ food remoained os a significont Catolyst to moke
their opinion of buying or not buying the product.

R25: “T like to purchose the orgoni¢ food products, but
avoilobility, affordobility ond ofcessibility ore mojor
issues. Therefore I am not willing to pay prices for orgonic
food.

R5: “Orgomi¢ food products are availoble in Pokiston, but
the awareness of o Common mon is ot the ebb. If awareness
is there even, the price beComes the main hindronce in
buying.”

R11: “In Pokiston the morketers ¢loim but you ¢onnot trust
moarketers, os they are selling is most of the time different
from whot are claiming in their advertisement.”

R1: “Orgoni¢ food is good, but availobility, offordability
ond ocessibility ore major issues. I have never seen o
separate Counter for orgonic food.”

R23:*“Awareness oand general knowledge of o common mon
for the Conservation of the environment are locking. Lack
of knowledge leaves signifi¢ont population unowore of
what is orgoni¢ food; this ignoronce effects onthe
environment.”

The above presented findings of the present study is similor
to previous studies Conducted by using quontitotive
methodology thot deposited obout the ¢ore impediment
that refroin potentiol orgoni¢ food buyer from purchasing
environmentolly friendly food products, in¢luding lack of
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aworeness (Gliem, 2013; Hidalgo-Boz et al., 2017; Asif et
al., 2018), higher prices (Konuk, 2018; Temperini et ol.,
2017; Moser, 2015), unavailobility of orgemic food (Gliem,
2013) ond lock of trust (Temperini, 2017; Chen & Chong,
2013; Testaetal.,2016).

Regardingexploring individuals’ core motivational factors
behind orgoni¢ food buying in Pokiston, this study finds
thot no doubt health and environmentol drives are the chief
determinonts of orgoni¢ food purchase intention ond
behaviour but Pokistoni individuals olso endorse moral ond
self-identity motives in buying orgoni¢ food products.
Thisfindingsproposes on odditional point of view olong
with os it wos suggested by Asifet ol. (2018) ond Alswidi et
ol. (2014) which reported asignifi¢ant positive relotionship
of rational foctors of decision moking (e.g. ottitude,
subjective norms ond perceived behavioural Control) with
orgoni¢ food purchose intention ond behaviour of Pokistoni
individuaols.Hence, this study highlights the importonce of
moral ond ethicol volues in the study of consumers’
behaviour buying orgeni¢ food in the Pokistoni context.
Whereos, lock of knowledge, availobility ond trust were
found as barriers to buying orgonic food products.

Conclusion

This research investigatesthe Consumer’s response towords
buying motives ond the obstocle they foce in purchasing
orgomi¢ food products in Pokistonby interviewing the
buyers ond non-buyers. It wos observed thot most
individuals were aware of the benefits of ¢hemicol-free
food. However, not all bought it. For some the signifi¢ont
reason for buying the orgoni¢ food was the heolth benefits;
others purchosed os it is environmentolly friendly. Certoin
c¢onsumers were owore of adverse consequences thot
conventional non-organi¢ food brought to the environment
ond biosphere, hence, they Consider it os their intrinsi¢
moral motivotion to buy e¢o-friendly food. However, as for
os obstocles are concerned, respondents showed that higher
prices, limited availobility ond lock of trust in supplier had
made orgoni¢ foods buying more hozordous for them ond it
left no other option but to buy unheolthy conventional food
products. It is thus suggested to orgoni¢ food marketers to
devise morketing strotegies in more holisti¢ monners by
ottaching Consumers’ self-Concept, morol ond ethical
dimension with heolth ond environmentol protection.
Specifically, promoting moral concept attoched to
environment ond onimol protection sholl produce «o
c¢onsumer pull. Consequently, it will support the orgoni¢
food development in the Country. Further, it is suggested to
increase the orgoni¢ food supply with atrusted brond nome,
by doing so the product avoilobility shall increose, the
prices shall deCease,ond Consumers will have more trust in
orgoni¢ food products supplies. Further, it is expecéted that
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this research will provide stokeholders with o more well-
rounded view of ¢onsumers’ peréeption of orgoni¢ foods
products in Pokiston thot will help them moke more
informed decisions about their food ¢hoices ond marketing
strategies.

Limitations and areas for further research

Present study consists of twenty-five interviews with
buyers and non-buyers of orgoni¢ food product that were
¢onducted in Lohore, Pokiston. Other Cities ond social
groups belonging to different areos with o wider somple
might hove a variont ond enriched findings. Further, the
study is limited to qualitative onolysis of the problem.
However, the volidation of the results requires o
quontitotive investigotion to which future reseorc¢hers con
wish to explore.
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