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Introduction 

 Agriculture is described as a key sector for economic growth of most developing countries 
(Venkat, 2012), while organic agricultural production (both land use and demand for products) 
represent fastest growing market in a world (Morgera, Caro, & Durán, 2012; Willer & Lernoud, 
2016). 
 

 Bosnia and Herzegovina is considered as the suitable one, and organic farming has been 
indicated as competitive advantage of this country (FMPVŠ, 2015). 

 Organic sector still remain small. – why?? 
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 Agriculture and food industry experience 
fierce competition of the global markets, 
while new market result with new 
opportunities, but also with a new 
dimension of uncertainties and risks 
(Ritchie and Brindley, 2000).  

Part of PhD thesis – Impact of Public Policies 
on the Quality of the Organic Farmers 
Business in Bosnia and Herzegovina - 
Organic Production of Medicinal and 
Aromatic Plants Case Study  



Introduction 

Radical changes 

Transactions move from the domestic 
sphere to the supermarkets  

Quick market evolution 

Growing information asymmetry  

Food system  

Understanding the 
consumers’ behavior and 

expectations  

Communication with 
consumers  

Certification schemes 
Problem arise when the 

market is still 
undeveloped 

Risk mitigation 

Key factor for future 
development 4 

Successful certification 
schemes  

Marketing 
management 



Research Objective 

(i) 

To analyse efficiency of eco-
labels as a tool for marketing 

risk mitigation  

(ii) 

To analyse the factors that 
influence consumer 

behaviour toward organic 
and traditional products in 

developing countries. 
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Research method 

Socio- demographic factors 

Other factors 

Descriptive 
statistics: 

Chi-square test 

Inferential statistics: 
Reliability analysis; 

Factor analysis; 
Structural Equation 

Modeling; 

Data collection 

Primary data 

Literature review 

Secondary data 

Questionnaire 

Adapted Food Choice Questionnaire  

(FCQ) (Steptoe et al., 1995); 

7-point Likert scale;  
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Figure 1. Overall recognition of organic and traditional sign 
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Pearson Chi-Square Tests 

  
eco_sig_recognitio

n 

trad_sign_recogniti

on 

Age 

Chi-square 6.718 1.498 

df 3 3 

Sig. .081 .683 

1 less then 25 years 

2 from 26-35 years 

3 from 36-55 years 

4 over 55 years 

Figure 2. Influence of Age on organic and traditional signs recognition 

Table 1. Results of Chi-square test for Age  
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Pearson Chi-Square Tests 

  eco_sig_recognition trad_sign_recognition 

Gender 

Chi-square 1.076 1.022 

df 1 1 

Sig. .300 .312 

0,00

10,00

20,00

30,00

40,00

50,00

60,00

70,00

80,00

90,00

100,00

total eco_sign_recognition trad_sign_recognition

Serie1 Serie2female male 

Table 2. Results of Chi-square test for Gender 
Figure 3. Influence of Gender on organic and traditional signs recognition 
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Pearson Chi-Square Tests 

  eco_sig_recognition trad_sign_recognition 

Education 

Chi-square 4.884 7.501 

df 4 4 

Sig. .299a,b .112a,b 
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Figure 4. Influence of Education on organic and traditional signs recognition 

Table 3. Results of Chi-square test for Education  
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Pearson Chi-Square Tests 

  eco_sig_recognition 
trad_sign_recognitio

n 

Employment 

Chi-

square 
16.721 7.668 

df 5 5 

Sig. .005* .175 
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Figure 5. Influence of Employment on organic and traditional signs recognition 

Table 4. Results of Chi-square test for Employment  
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Pearson Chi-Square Tests 

  
eco_sig_recognit

ion 

trad_sign_recog

nition 

Household_size 

Chi-square 8.527 3.643 

df 5 5 

Sig. .130 .602 
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Figure 6. Influence of Household size on organic and traditional signs recognition 
Table 5. Results of Chi-square test for Household size 
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Pearson Chi-Square Tests 

  
eco_sig_recogni

tion 

trad_sign_recog

nition 

Buying_frequ

ency 

Chi-square 12.122 3.101 

df 5 5 

Sig. .033* .684 
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Figure 7. Influence of Buying frequency on organic and traditional signs recognition 

Table 6. Results of Chi-square test for Buying frequency 
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Pearson Chi-Square Tests 

  
eco_sig_recognitio

n 

trad_sign_recogniti

on 

Income 

Chi-

square 
1.812 1.713 

df 5 5 

Sig. .875 .887 
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Figure 8. Influence of Income on organic and traditional signs recognition 

Table 7. Results of Chi-square test for Income 
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Figure 10. Crombach α reliability analysis 

Results and discussion 
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Results and discussion 

Structural equation modeling - SEM 
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Conclusion 

 In this paper we address issue of effectiveness of organic and traditional labels and their role 
as an instrument of direct aid in purchase decisions. 
 

 In order to mitigate marketing risk by targeting more efficiently consumers, we need to 
provide a more precise and useful profile of organic food consumers, who they are, what they 
eat, how they buy, where they buy, and why they eat organic. 
 

 In order to achieve maximum labeling efficiency it is necessary to conduct public information 
campaigns on organic logos used in that country, and these campaigns should be carried out 
both by governments and by economic agents (farmers, distributors, retailers, processors, 
certification organizations, etc.) involved in the market of organic food products (Atănăsoaie, 
2013).  
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Risk management strategies have to include the integrated 
approach to decrease possible losses from one or few types of 
risks or their combination.  
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Thank you for your attention! 


