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CONSUMERS" WILLINGNESS TO
PAY MORE FOR ORGANIC FOOD
IN CROATIA

ABSTRACT

Taking into consideration growing concerns about conventional agricultural practices, food safety, human
health, animal welfare and the environment, the main goal of this paper is to identify the predictors of
consumers’ willingness to buy organic food and to pay a premium price for it. The research was conducted
on a representative sample of respondents in the Republic of Croatia, a growing organic food market, using
a highly structured questionnaire. Research results indicate that respondents in Croatia perceive organic
food as more expensive, healthier and tastier than conventional food; also, they believe that the origin of or-
ganic food is strictly controlled. The results of hierarchical regression analysis indicate that higher monthly
household income predicts a greater willingness to pay (WTP) a higher price for organic food compared
to conventional food. Also, perception of organic food as healthier and tastier than conventional food pre-
dicts a greater WTP a higher price for organic food compared to conventional products. It is expected that
research results will be useful for food retailers in their market communication strategies towards further
development and overall growth of the organic food market in Croatia. This research is one of its kind as
it captures WTP a premium price for organic food and identifies the main factors influencing WTP a pre-
mium price for organic food on the growing Croatian market.

Keywords: Organic food, willingness to pay, premium price, consumer behaviour, survey research, Croatia

1. Introduction food to have less synthetic chemical contaminants)
and to contain more nutrients, including vitamins
and minerals, than conventionally produced food

(Hoefkens et al., 2009). ‘Organic food is the product

There is the claim that organically grown food is
healthier than conventional food (Krissoff, 1998).
As the term and identification sign ,Organics” for

most users are associated with the issues in both
social and environmental aspects (Browne et al.,
2000), consumers perceive organic food to be safer
than conventional food (i.e. they perceive organic

of a farming system which avoids the use of man-
made fertilisers, pesticides; growth regulators and
livestock feed additives”. Besides human health and
food safety, Makatouni (2002) and Bonti-Ankomah
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and Yiridoe (2006) add product characteristics such
as taste, freshness, appearance, and other sensory
characteristics to influence consumer preferences
towards organic produce. Growing interest for or-
ganic food emerged mainly out of health and envi-
ronmental concerns (Gil et al., 2000; Tsakiridou et
al., 2008; Yiridoe et al., 2005), and organic farming
has become one of the fastest growing sectors in
agriculture (Willer, Youssefi, 2007). However, as Ro-
ininen et al. (2006) noticed, its growth has declined
since the start of the financial crisis in 2008. This
may be explained by higher prices for organic food,
which means they are no longer affordable to some
consumers.

The main purpose of this paper is to address the
question: is the perception of organic food such that
it results in the willingness of consumers to pay a
higher price for it.

Laroche et al. (2001) and Mohamad et al. (2014)
note that an increase in consumer awareness of
their health and the nutritional values of food have
contributed to increased demand for functional
food, organic food, green food and natural food;
thus increasing consumer WTP more for organic
food. This is in line with Bhavsar et al. (2016) who
state that consumers are willing to pay more for
food they believe will prevent them from getting
sick. However, a number of works (De Pelsmacker
etal.,, 2005; Govindasamy et al., 2006; Govindasamy,
Italia, 1999; Maguire et al., 2004) point out that al-
though consumers are concerned about their health
and prefer to consume health foods and functional
foods, they are willing to pay more for organic food
only to a certain degree. In other words, consum-
ers may be concerned about quality characteristics
of organic food products, but the reality shows that
these general concerns are often not translated into
actual behaviour when it comes to spending their
own money (Hughner, 2007; Padel, Foster, 2005).
Krystallis and Chryssohoidis (2005) identified sev-
eral direct purchase barriers towards the consump-
tion of organic food such as relatively higher prices,
lack of availability, lack of awareness of the organic
concept and uncertainty over the truthfulness of or-
ganic food claims.

In order to provide theoretical insight into consum-
ers’ willingness to pay a premium price for organic
food the paper begins with a literature review on
the current status of knowledge about the investi-
gated topic. The aim of the paper is to identify the
predictors of consumers’ buying behaviour related

to organic food. Methodology includes primary re-
search conducted through face-to-face interviews
on a sample of Croatian citizens, with the research
instrument consisting of questions aimed to exam-
ine the perception of the respondents about organic
food, the reasons for not buying organic food, the
willingness to pay the higher prices of organic over
conventional food, and the factors that influence
consumers to pay higher prices of organic food over
conventional food. The methodology section also
includes the characteristics of respondents. Next
comes the presentation of research results, which
are related to respondents’ familiarity with organic
food, their perception of organic food in relation
to conventional food, organic food purchase and
predictors of organic food purchase, followed by re-
search limitations and recommendations for future
research. The paper ends with concluding remarks.

2. Literature review

The question of the price of organic food, that is
WTP the higher price of organic food is often a
topic of discussion in international scientific com-
munity (Akaichi et al., 2012; Aryal et al., 2009; Batte
et al,, 2007; Gil, Soler, 2006; Gil et al., 2000). Sev-
eral studies evaluate consumers’ willingness to pay,
most often based on interviews (Wier, Calverley,
2002). Researchers often emphasize the existence of
the partial information about the price of organic
food (Canavari et al.,, 2011). Such higher prices of
organic food are often stated as the greatest obsta-
cle for further development of organic food market
and are among main motives for non-purchase of
organic food (Xie et al., 2015; Zakowska-Biemans,
2011; Magnusson et al., 2001; Fotopoulos, Krystal-
lis, 2002; Chinnici et al., 2002).

The premium price consumers are ready to pay for
organic food when compared to conventional food
depends on many factors, primarily on market sup-
ply and market demand. In terms of balanced sup-
ply and demand of organic food, prices of organic
food are on average more than 50% higher than
the prices of conventional food. However, prices of
organic food vary significantly with respect to the
country of production of organic food, the type of
organic product, as well as the length of the supply
chain. According to notions from Wier and Calver-
ley (2002), a price reduction of organic food encour-
ages its purchase, and the authors believe that the
significant fall in prices would increase the demand
for organic food. So far, researchers mainly investi-
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gated the willingness of consumers to pay a higher
price for organic food, as well as WTP for a particu-
lar product category or a particular organic food
product. This is in line with Krystallis and Chrysso-
hoidis (2005) who conclude that the premiums that
consumers are willing to pay vary regarding specific
food product categories.

Overall, there have been many attempts to identify
consumers’ WTP for premium organic food. Bon-
ti-Ankomah and Yiridoe (2006) suggest that most
consumers are not willing to pay a price premium
higher than 10-20%. Turco (2002) reported organic
price premiums ranging from 10% to as high as
100% depending on the country. For example, price
premiums in Turkey range from 43% for pickled
vine leaf, to as high as 468% for mixed dried fruits
(Kenanoglu, Karahan, 2002). Fotopoulos and Krys-
tallis (2002) identified the relevant premiums paid
by consumers: +50-100% for vegetables, +30-50%
for cereals, +25-50% for fruits, +25-50% for olives/
olive oil and +20-60% for wine.

There is a body of research in international and do-
mestic literature regarding consumers’ WTP higher
prices for food products that are considered safer,
of higher quality and more environmentally friendly
(Fu et al., 1999; Gil et al., 2000; Corsi, Novelli, 2003;
Angulo et al,, 2003; etc.). For example, Fu et al.
(1999) estimated the price premium associated with
organic baby food and parents’ preferences regard-
ing the reduction of their baby’s exposure to health
risks. Angulo et al. (2003) and Corsi and Novelli
(2003) discussed the price consumers are willing
to pay for organic meat and pointed out the impor-
tance of consumer confidence in and use of food la-
bels, and the experience with the product. Aryal et
al. (2009) consider awareness and knowledge about
organically produced foods critical in the consumer
WTP more for the product. Namely, consumers feel
that the price of organic food becomes the cost of
investment in “good health” (Aryal, 2008; Aryal et
al., 2009; Menon, 2008; Sandalidou et al., 2002).

There is some evidence that heavy organic food
consumers are on average willing to pay higher
price premiums for organic food than medium and
light users but the relationship is not so unambigu-
ous and seems to be dependent on specific intrinsic
product qualities (Wier et al., 2008). Regarding the
socio-demographic profile of the organic food con-
sumer, a slight difference between men and women
is observed, women being those who would pay
more compared to men. The age factor does not
seem to play an important role either, with younger

consumers slightly more willing to buy (more ex-
pensive products) due to the greater environmental
consciousness, which, however, does not translate
into the demand due to the lower purchasing power
of young consumers (Fotopoulos, Krystallis, 2002).
Also, Urena et al. (2008) suggest that the willingness
to accept higher prices for organic food depends on
the frequency of purchase and the gender of con-
sumers. However, research results indicate that
regular consumers and men would pay a higher
price for organic foods but the margins are prod-
uct dependent. With the respect of the county data,
Dutch and German studies are the most optimistic
in their evaluation of the tendency to buy at premi-
ums over 30%. On the other hand, the Scandinavian
and British studies are more pessimistic, expecting
only 5-15% of all consumers to buy organic food at
these premiums (Wier, Calverley, 2002).

Govindasamy and Italia (1999) constructed a pro-
file of the households most likely to purchase or-
ganically grown produce at a premium price. They
found out that smaller, higher-earning households,
particularly, younger households in which women
do the majority of food purchasing, are more likely
to pay a premium for organic produce. Wier and
Smed (2000) apply the data for actual organic food
purchases. Their research results indicate that the
demand for organic foods is more sensitive to price
changes than the demand for conventional foods.
With respect to their and previous research, it ap-
pears that lower price premiums induce a consid-
erable proportion of consumers to buy organic
products. ‘In this light the development of market for
organic products is extremely interesting, since a sig-
nificant fall of prices would increase demand’ (Wier,
Calverley, 2002: 50-51).

The reasons for the higher price of organic food over
conventional food can be explained with respect to
different points of view. Some experts state that or-
ganic food is not too expensive, but that conventional
food is too cheap because the price of the product
does not include indirect ecological, social and other
costs. Furthermore, experts believe that for the re-
duction in price of organic food the supply chain
should be better organised. The spatial distance of or-
ganic producers and the limited amount of available
products cause additional costs in the supply chain,
primarily the transportation costs, which significant-
ly burden the final price of organic food.

With respect to all the above-mentioned points,
it is evident that the WTP the price premium is a
well-established research field. Previous empirical
organic food research in Croatia mostly focused
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on consumer consumption and buying behaviour
(Brci¢-Stipcevid, Petljak, 2011; Radman, 2005), anal-
yses of development of organic food market from
organic producer perspective (Petljak, 2011; Renko,
Bosnjak, 2009), analysis of organic food category
availability among leading Croatian food retailers
(Petljak, 2010) and analysis of distribution channels
of organic food in Croatia (Petljak, 2013). Overall,
domestic literature (Radman, 2005; Stefani¢ et al.,
2001; Znaor, 1996) confirmed Croatian consumers’
perception of organic food as more healthy and safe,
but more expensive than conventional food. Znaor
(1996) points out the general view that an ordinary
citizens cannot afford the price premiums for or-
ganic food.

3. Research methodology

In order to investigate consumers’ willingness to
buy organic products and to pay the premium price
for them, as part of the scientific project “Distribu-
tion Channel Modelling for Organic Food and Con-
sumer Protection in Croatia” (2009-2011), primary
research was conducted. The research was conduct-

Table 1 Respondent representation by region

ed through personal interviews in households using
a highly structured questionnaire, with individu-
als in charge of food purchases in the household.
Croatian organic food market is underdeveloped
(Petljak, 2013), but the number of organic farms is
growing rapidly as consumers are becoming more
concerned about their nutrition and health, follow-
ing consumer behaviour in other EU countries. Ac-
cording to the latest available data from the Minis-
try of Agriculture, there is 50 054 ha under organic
production in Croatia, which represents only 4.03%
of overall agriculture area.’

Primary research was conducted through face-to-
face interviews in households, on a sample of Croa-
tian citizens older than 15 years. Sources of the data
for defining the framework for a sample selection
were the results of the Croatian census. Respond-
ents were selected according to a randomised pro-
portionate stratified sampling method. The strati-
fication was two-dimensional and was conducted
according to the following stratification variables:
(1) six traditional regions defined as a set of existing
counties (Table 1) and (2) four settlement sizes (Ta-
ble 2). Altogether, 24 stratums were created.

Region number of respondents % of respondents
Zagreb and surroundings 249 24.9
Northern Croatia 180 18.0
Slavonia 174 17.4
Lika, Kordun and Banovina 88 8.8
Istra, Primorje and Gorski Kotar 119 11.9
Dalmatia 190 19.0
TOTAL 1000 100.0

Source: Authors’ research

Table 2 Respondent representation by settlement size

Settlement size number of respondents % of respondents

up to 2,000 inhabitants 400 40.0
from 2,001 to

153 15.3
10,000 inhabitants
from 10,001 to 100,000 inhabitants 212 21.2
more than 100,001 inhabitants 235 23.5
TOTAL 1000 100.0

Source: Authors’ research
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Professional market research agency’s network of
field operatives was used only for survey dissemina-
tion. Research results were analysed with methods
of descriptive and inferential statistics in statistical
package for social sciences (SPSS). Afterwards, re-
gression analysis was conducted, which helped in
defining predictors of consumers’ WTP a higher
price of organic food over conventional food in the
Republic of Croatia.

Table 3 Respondent characteristics

3.1 Sample

Table 3 shows socio-demographic characteristics of
the sample — gender, age, education, employment
status, profession, marital status, place of residence,
household status, number of household members,
number of children up to 18 years old, personal
monthly income of the respondent, monthly house-
hold income and source of income of respondent.
52.9% of the sample were women, which comes as
no surprise, as they are still the main food purchase
decision-makers in Croatian households.

n %

Gender
male 471 47.1
female 529 52.9
Age
15-17 28 2.8
18-24 136 13.6
25-34 158 15.8
35-44 178 17.8
45-54 170 17.0
55-64 135 13.5
more than 65 195 19.5
Education level
no elementary school 63 6.3
elementary school 163 16.3
high school (3 years) 196 19.6
high school (4 years) 442 44.2
college or higher education 136 13.6
Employment status
full-time employment 384 38.4
temporary employment 53 5.3
part-time employment 25 2.5
not registered 9 0.9
self-employment 16 1.6
Occupation
senior manager 60 6.0
manager 26 2.6
officer 152 15.2
skilled worker 167 16.7
non-skilled worker 28 2.8
farmer 0 0.0
entrepreneur 35 35
other paid occupation 5 0.5
unemployed 93 9.3
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n %
retired person 274 27.4
housewife 61 6.1
student 100 10.0
Source of income
non-agricultural activities 907 90.7
agriculture & non-agricultural activities 83 8.3
agriculture 11 11
Marital status
single 297 29.7
married 531 53.1
divorced/widowed 172 17.2
Place of residence
house 650 65.0
flat 350 35.0
Number of household members
1 member 192 19.2
2 members 278 27.8
3 members 224 22.4
4 members 195 19.5
5 members and more 111 11.1
Number of children under the age of 18
children under the age of 6 127 12.7
children between 7 and 14 156 15.6
children between 15 and 18 102 10.2
no children under the age of 18 615 61.5
Personal monthly income
less than 150 € 73 7.3
from 151 to 250 € 142 14.2
from 251 to 450 € 215 21.5
from 451 to 750 € 197 19.7
from 751 to 1,000 € 51 5.1
from 1,000 to 1,200 € 15 1.5
more than 1,200 € 15 1.5
no monthly personal income 173 17.3
no answer 119 11.9
Monthly household income
less than 250 € 78 7.8
from 251 to 500 € 169 16.9
from 501 to 750 € 137 13.7
from 751 to 1,100 € 171 17.1
from 1,100 to 1,500 € 135 13.5
more than 1,500 € 89 8.9
no answer 221 22.1
Household status
worse than average 90 9.0
below average 149 14.9
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n %
on average 673 67.3
better than average 80 8.0
much better than average 8 0.8

Source: Authors’ research

3.2 Research instrument

Research instrument was a highly structured ques-
tionnaire, which was designed based on the previ-
ous research already mentioned in the literature
review, which offered a valuable insight for its de-
velopment (Yiridoe et al., 2005; Bonti-Ankomah,
Yiridoe, 2006; Gracia, de Magistris, 2007). The aims
of the conducted empirical research were to exam-
ine the perception of the respondents about the or-
ganic food (measured with five-point Likert agree-
ment scale) with the statements about the origin of
the product, product labelling, taste, price, impact
of organic food on health and the protection of con-
sumer rights; examine whether respondents buy or-
ganic food, and the reasons for not buying organic
food; examine the willingness of consumers to pay
the higher price of organic food over conventional
food and identify the factors that influence the will-
ingness of consumers to pay the higher price of or-
ganic food over conventional food in the Republic
of Croatia.

4. Results

4.1 Respondents’ perceptions about organic food

Most respondents (n=766) are familiar with the def-
inition of organic food. Respondents’ perceptions
of organic food were measured using the Likert
scale that measures the degree of agreement with
the statement, with 1 signifying ‘strongly disagree’
and 5 ‘strongly agree’ with the statement. Research
results of the respondents’ perceptions (n=766)
showed that the majority of respondents (53.2%)
partially or completely agreed with the statement

that conventional food is the food without the ‘or-
ganic origin’ label, whereas 21.7% of respondents
partially or fully disagreed with the same statement.

Most respondents (46.2%) partially or completely
agreed with the statement that organic food tastes
better than conventional food, while with this
statement partially or completely disagreed 28.8%
of respondents. The vast majority of respondents
(83.1%) partially or completely agreed with the
statement that organic food is more expensive than
conventional food, while with this statement par-
tially or completely disagreed only 6.7% of respond-
ents. With the claim that organic food is healthier
for them and their families than conventional food
partly or fully agreed 72.1% of respondents, where-
as 84% of respondents partially or completely
disagreed with this statement. Most respondents
(56.0%) partially or completely agreed with the
statement that organic food with the eco-label is
safer to consume than the food without it, whereas
15.3% of respondents partially or completely disa-
greed with this statement. Furthermore, 53.1% of
the respondents partially or completely agreed
with the statement that certification, implementa-
tion, monitoring and control of organic food pro-
ducers protect consumer rights, whereas 15.9% of
respondents partially or completely disagreed with
this statement. With the claim that organic food is
food of strictly controlled origin, unlike convention-
al food, partly or fully agreed 52.6% of respondents,
while 19.1% of respondents partially of completely
disagreed with that statement.

Table 4 shows descriptive indicators (mean and
standard deviation) of research results for the vari-
ables related to the perception of organic food.

Table 4 Descriptive indicators of research results for the variables related to the perception of organic food

Statement M sd
Conventional food is the food without the ,organic origin‘ label. 3.44 1.145
Organic food is tastier than conventional food. 3.26 1.177
Organic food is more expensive than conventional food. 4.24 0.939
Organic food is healthier for me and my family than conventional food. 3.94 0.992
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Statement M sd
Organic food with the eco-label is safer for consumption than the food without it. 3.58 1.027
Certification, implementation, monitoring and control of producers of organic food 3.49 1007
protects my consumer rights.
Organic food is food of strictly controlled origin, unlike conventional food. 3.47 1.030

Note: M — mean, sd — standard deviation
Source: Authors’ research

4.2 Willingness-to-pay a higher price for organic
food compared to conventional food

In order to test the willingness of consumers to pay
the higher price of organic food over conventional
food, respondents were asked to answer how much
more they are willing to pay for organic food over
conventional food (similarly to Radman (2005)).
Research results showed that 40.2% of respond-
ents would be willing to pay a 10% higher price for
organic food over conventional food, 14.6% of re-
spondents would be willing to pay 11-20% higher
price for organic food, 3.9% of respondents would
be willing to pay 21-30% higher price for organic
food and the smallest number of respondents (2.4%)

would pay more than 30% higher price for organic
food in relation to conventional food. As many as
38.8% of respondents are not prepared to pay more
for organic food as compared to conventional food
(Figure 1). These research results are not consistent
with previous research by Radman (2005) conduct-
ed in Croatia, where most of the consumers (46%)
stated they were willing to pay the 11-20% premium
for organic food. However, we should take into con-
sideration that previous research was conducted
only on consumers living in the city of Zagreb and
due to that, the results of the present study give bet-
ter representation of WTP a higher price for organ-
ic food compared to conventional food.

Figure 1 Willingness to pay an extra price for organic food

no price premium

\ | 38.8
more than 30%
[ ] 24
21-30%
I X
11-20%
\ | 14.6
up to 10%
\ | 40.2

Source: Authors’ research

20 25 30 35 40 45

%)
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For the analysis of the WTP, only respondents who
stated they buy organic food were analysed, regard-
less of the frequency (regularly, often, rarely) of or-
ganic food purchase (n=420). Table 5 shows correla-
tions between variables related to the perception of
organic food and socio-demographic variables with
the willingness of consumers to pay a higher price of
organic food compared to conventionally food.

The willingness of consumers to pay the higher
price of organic food compared to conventional
food is significantly positively associated with the
following socio-demographic variables: personal
monthly income (r = 0.102, p<0.05), monthly house-
hold income (r=0.151, p<0.01) and household size
(r=0.087, p<0.01). Respondents with larger personal
monthly income, higher monthly household income
and a bigger number of household members are will-
ing to pay the higher price for organic food over con-
ventional food.

The willingness of consumers to pay the higher
price for organic food compared to conventional
food is significantly positively associated with all the
variables related to the perception of organic food:
organic food is the food identified by the ecological
origin (r=0.135, p<0.01), organic food is tastier than
conventional food (r=0.292, p<0.01), organic food
is more expensive than conventional food (r=0.092,
p<0.05), organic food is healthier for me and my
family than conventional food (r=0.368, p<0.01),
organic food with the eco-label is safer for consump-
tion (r=0.252, p<0.01), organic food is the food under
controlled production (r=0.201, p<0.01) and organic
food is the food of strictly controlled origin (r=0.210,

p<0.01). Respondents who believe that organic food
is the food which can be identified by the ecological
origin, more expensive than conventional food, bet-
ter than conventional food, healthier than conven-
tional food, safer for consumption than conventional
food, of controlled production and of strictly con-
trolled origin, are willing to pay the higher price for
organic food compared to conventional food.

In order to determine the factors that affect the
willingness of consumers to pay the higher price for
organic food over conventional food, a hierarchical
regression analysis was conducted. The criterion
(dependent) variable was the willingness of con-
sumers to pay the higher price of organic food over
conventional food. Hierarchical regression analy-
sis was conducted based on the inclusion of a new
single variable or set of variables in the regression
equation according to a predetermined order. After
each step, a new percentage of explained variance
tests the unique contribution of a variable or set of
variables listed in a specific step by testing the sig-
nificance of changes in the percentage of explained
variance criteria (AR2). In the first step of the analy-
sis as predictors (independent variables) were in-
cluded socio-demographic variables (gender, age,
education, personal monthly income, monthly
household income, household size, whether there
are children up to age 18 in the household), and in
the second step, variables related to the perception
of organic food. Results of hierarchical regression
analysis for prediction of WTP higher price for
organic food compared to conventional food are
shown in Table 5.

Table 5 Results of hierarchical regression analysis for prediction of WTP higher price for organic food

compared to conventional food

WTP higher price for organic food compared to conventional food
PREDICTORS B t B t r
gender 0.001 0.016 -0.002 -0.045 -0.017
age 0.159 2.727** 0.107 1.970* 0.039
education 0.063 1.031 0.076 1.346 0.080
personal monthly income -0.023 -0.308 -0.029 -0.423 0.102*
household monthly income 0.182 2.277* 0.204 2.723** 0.151**
number of household members -0.005 -0.062 0.018 0.262 0.087*
children up to 18 years of age 0.076 1.152 0.041 0.677 0.071
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W TP higher price for organic food compared to conventional food

PREDICTORS B t B t r
Conve'ntlorbla.l f‘ood is the food without the 0.077 1606 0.135%
,organic origin‘ label.
Organic food is tastier than conventional 0.168 3.111% 0292
food.
Orgamc‘food is more expensive than 0.009 0.193 0.092*
conventional food.
Org'amc food is heal'thler for me and my 0.259 4.478% 0.368"
family than conventional food.
Organic food‘w1th the eco-label is safer ‘ 0,015 -0.232 0252
for consumption than the food without it.
Certification, implementation, monitor-
ing and control of producers of organic 0.010 0.165 0.201**
food protects my consumer rights.
The origin of organic food is strictly
controlled, unlike the origin of conven- 0.043 0.730 0.210**
tional food.
AR2 AR2=0.025% AR2=0.144**
Total R R=0.453
Total R2 R2=0.205**

Legend:** p<0.01, * p<0.05

Note: r — correlation coefficient,  — standardized partial regression coefficient, R — multiple correlation coefficient, R2 —
coefficient of determination, AR2 — change of coefficient of determination

Source: Authors’ research

Socio-demographic variables and variables relat-
ed to the perception of organic food can explain
20.5% of the variance of willingness of consumers
to pay the higher price for organic food over con-
ventional food (R2=0.205, p<0.01). As statistically
significant predictors of consumers’ WTP higher
price for organic food over conventional food
(final solution) among socio-demographic vari-
ables appear monthly household income ($=0.204,
p<0.01) and age (f=0.107, p<0.05), and among the
variables related to the perception of organic food
significant are: healthier than conventional food
(B=0.259, p<0.01) and tastier than conventional
food ($=0.168, p<0.01). Due to the fact that variable
age is not significantly correlated (Table 5) with cri-
teria variable (paying higher prices of organic food),
in regression analysis it appears as a suppressor
variable (a variable that is not correlated with the
criterion, but in the correlation with the predictors
contributing prediction). As the results of the hier-
archical regression analysis indicate, all investigated
characteristics have a statistically significant contri-

bution to explaining the variance of willingness of
consumers to pay higher prices of organic food over
conventional food. The socio-demographic vari-
ables involved can explain 2.5% of the variance, and
variables related to the perception of organic food
14.4% of the variance of willingness of consumers to
pay higher prices of organic food over conventional
food. Thus, the higher monthly household income
predicts a greater willingness of consumers to pay
higher prices of organic food over conventional food.
The perception of organic food as healthier than con-
ventional food and tastier than conventional food
predicts a greater willingness of consumers to pay the
higher price of organic food over conventional food.

5. Conclusion

This paper attempts to identify the willingness-
to-pay premium prices for organic food and offers
more insights on the factors that predict such buy-
ing behaviour on the Croatian market, where WTP
has not been addressed so far in previous research.
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In this sense, the paper contributes to domestic and
international literature about consumer preferences
and their WTP for several organic food products on
the growing organic food market. The findings of
the study among Croatian customers propose some
suggestions that food retailers can use as references
while creating their communication strategies to-
wards further development and overall growth of
the organic food market in Croatia. Firstly, the study
shows that Croatian consumers are not prepared to
pay substantially higher price mark-ups, which is
not fully consistent with the existing studies on con-
sumer WTP for organic food, especially for various
food groups (Bonti-Ankomabh, Yiridoe, 2006). Sec-
ondly, the research results imply that Croatian citi-
zens with larger personal monthly income, higher
monthly household income and a larger number of
household members are willing to pay higher prices
for organic food over conventional food. This is not
completely in line with empirical literature on con-
sumer surveys which reveal that consumers’ socio-
economic characteristics such as age, gender, level
of education, income level, household size as well as
the level of consumers’ awareness and perceptions,
product price, taste, size, freshness and cleanness
tend to influence consumers’ WTP for organic food
products (Owusu, Anifori, 2013). Thirdly, consum-
ers who place a higher value on organic food attrib-
utes (such as that organic food is the food which can
be identified by the ecological origin, more expen-
sive than conventional food, better than convention-
al food, healthier than conventional food, safer for
consumption than conventional food, of controlled
production and of strictly controlled origin), are
willing to pay higher prices for organic food com-

pared to conventional food. Price premiums paid
for the characteristics of organic foods suggest that
consumers place a higher value on the attributes
compared to conventionally-produced alternatives
and can signal differences in food product charac-
teristics in favour of organic food. Lastly, the results
show that although consumers are concerned about
their health and safety and quality characteristics of
their food, there is a maximum price level they are
willing to pay for organic food.

In analysing the results of this research it is impor-
tant to note that it has certain limitations, such as
the methods of assessing the perception of organic
food as well as the assessment of the prices consum-
ers would be willing to pay for organic food over
conventional food, which are based on the subjec-
tive assessment of respondents. Comparison of re-
sults of the price premiums consumers are willing
to pay with other studies carried internationally is
difficult because respondents were asked to indicate
a general estimate of how much they would be will-
ing to pay for organic food over conventional food.
When compared to research conducted in Croatia,
in other studies respondents were asked to state
their WTP higher prices for a particular product
category or specific organic product. Admittedly,
earlier studies have demonstrated that respond-
ents often overestimate how much they are willing
to pay for organic food, therefore, future empirical
researches should examine the actual willingness
of consumers to pay a higher price for a particular
product category or specific organic product. The
authors would also recommend conducting longi-
tudinal research which would follow the develop-
ment of organic food market in Croatia.
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SPREMNOST POTROSACA NA PLACANJE
VISE CIJENE ZA EKOLOSKE PREHRAMBENE
PROIZVODE U HRVATSKO]J

SAZETAK

Uzimajudi u obzir sve vecu zabrinutost potrosaca zbog konvencionalnih poljoprivrednih praksi, sigurnosti
hrane, ljudskog zdravlja, dobrobiti Zivotinja i okolisa, cilj je ovog rada utvrditi prediktore spremnosti pla-
¢anja vise cijene za kupovinu ekoloskih prehrambenih proizvoda. Istrazivanje je provedeno na reprezen-
tativnom uzorku ispitanika u Republici Hrvatskoj, rastu¢em trzistu ekoloskih prehrambenih proizvoda,
koristenjem visoko strukturiranoga upitnika. Rezultati istrazivanja ukazuju na to da ispitanici u Republici
Hrvatskoj percipiraju ekoloske prehrambene proizvode kao skuplje, zdravije i ukusnije od konvencionalnih
proizvoda, a vjeruju da je podrijetlo ekoloskih prehrambenih proizvoda strogo kontrolirano. Rezultati hi-
jerarhijske regresijske analize pokazuju da ve¢i mjesecni prihod kucanstva predvida ve¢u spremnost placa-
nja vise cijene za ekoloske prehrambene proizvode u usporedbi s konvencionalnim proizvodima. Takoder,
percepcija ekoloskih prehrambenih proizvoda kao zdravijih i ukusnijih od konvencionalnih prehrambenih
proizvoda predvida ve¢u spremnost placanja vise cijene za ekoloske prehrambene proizvode, u usporedbi
s konvencionalnim proizvodima. Ocekuje se da Ce rezultati istrazivanja biti korisni za trgovce hranom,
posebice za njihove marketinske strategije s ciljem daljnjega razvoja i rasta trzista ekoloskih prehrambenih
proizvoda. Provedeno je istrazivanje jedinstveno istrazivanje takve vrste jer se njime istrazuje spremnost
pladanja vise cijene za ekoloske prehrambene proizvode te se utvrduju prediktori koji utje¢u na njih na
rastu¢em hrvatskome trzistu.

Kljucne rijeci: ekoloski prehrambeni proizvodi, spremnost placanja, premijska cijena, ponasanje potrosa-
¢a, anketno ispitivanje, Republika Hrvatska
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