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Executive Summary
Organic food products is a growing trend in the American society. The trend has gained 
momentum because of an increased speculation that pesticides used in typical farming 
practices can be detrimental to a person’s health. Living in a liberal and health-conscious 
city such as Austin provides us with an effective backdrop for our research. With access 
to the flagship store of the Whole Foods Market brand, Central Market, and numerous 
other farmer’s markets located around town, students should be aware of organic products 
available to them no matter what their attitude may be.
 
The main purpose of this study was to study the behaviors of students in relation to organic 
foods using the theory of planned behavior. We explored their attitudes toward organic 
products, subjective norms, perceived behavioral controls, and intent to purchase organic 
products.

We started out by conducting secondary research. We read numerous articles about the 
history of and basis for organic food products, which also included information about the 
current market trends and companies involved in production of the products. From this 
information we formed a basic S.W.O.T. analysis outlining more weaknesses then strengths 
and more threats than opportunities. This result  could be partly because it is still a new 
trend and is not yet widely accepted throughout society. This motivated us to keep going 
with our primary research to further understand what was truly inhibiting the growth of 
organic food throughout the market.

Our primary research consisted of both a focus group and an online survey. Our focus group 
was held with eight University of Texas students from varied backgrounds and majors, and 
we mainly focused on the motivations behind the students’ attitudes toward the products. 
Main findings included distrust between consumers and producers as well as price being one 
of the biggest determining factors when it came time to make a purchase. Our survey was 
distributed online through Qualtrics, and it focused on the Theory of Planned Behavior. We 
measured the concepts attitude towards the behavior, subjective norms, perceived behavioral 
control, and intention with multiple indices. Our results came back extremely reliable, and 
we found that the strongest relationships were between intention and subjective norms as 
well as between intention and attitudes toward the behavior.

Using the findings from both our primary and secondary research, we concluded that 
players in the organic food industry need to make an effort to educate consumers about 
not only the benefits of eating organic, but also about what “being organic” truly means. 
Recommendations included PR campaigns to educate and advertising campaigns to create a 
more positive image.
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Situation Analysis
Organic food is a product category that is rapidly growing, not only in the United States, 
but all over the world. Its popularity has grown congruently with consumer awareness of 
the dangers that pesticides can create. Consumers turn to organic food to avoid chemical 
induced foods. With the rise of organic food’s popularity, conventional farming decreases 
while organic farming increases by 12% each year (Hughner et al, 2007).

The United States saw its first big increase in organic food sales in the 1990’s as the market 
grew annually by 24% (Hughner et al, 2007). Today, sales remain near $8 billion annually and 
are growing exponentially at almost 20% each year (Govindasamy et al, 2005). Organic foods 
are foods that are produced using methods that do not involve modern synthetic inputs 
such as pesticides and chemical fertilizers, do not contain genetically modified organisms, 
and are not processed using irradiation, industrial solvents, or chemical food additives. The 
giant sales figures have been fueled by the changes in consumer beliefs in the quality of 
food, health consciousness, and several food scares that have taken place such as mad cow 
disease and e-coli infected foods.

// Market Analysis

Blooming from within the margins of the economy, it is inevitable that the market size for 
organic foods will continue to rise out of the slum of the recession as consumers become 
increasingly more concerned with their family’s health and well being as well as their own. 
With this growing concern, businesses should accommodate to the growing demand by 
increasing the availability of organic foods and corresponding reductions in price (Finch, 
2005). Big brands like Coco-Cola and Frito-Lay have already segmented their businesses by 
creating a new subdivision in organic products (i.e. Odwalla, Natural Baked Chips). Although 
growth of the market had stalled in 2009, by 2012 it is projected to hit nearly $8 billion in 
FDMC and natural supermarkets (Mintel, 2010). Consumers who temporarily reduced their 
consumption of organic products due to the recession are forecasted to return, as are a 
stream of younger generations who have taken interest in their personal health.

Organic products are purchased for a number of reasons, often depending on one’s 
demographics and moral obligations. In more recent years, environmental awareness has 
impacted most lives, and studies have found that for some the positive environmental impact 
of organic products has been an influence in their purchase of organic products (Arvola et al, 
2007). Environmentalism as well as concern for animal welfare are some factors that have 
caused a rising trend in vegetarianism, with many of these people making the decision to 
only consume organic.
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Situation Analysis - 2 
// Market Analysis - 2

Other factors in the purchasing of organic products include support of local economies, a 
revival of the traditional trend of cooking at home, and recent concerns of contaminated food 
like mad cow disease, hormone laced milk, and e-coli discoveries (Hughner et al, 2007). It is 
assumed that organic farming practices reduce the likelihood of these problems occurring 
in organic food products. Because of these trends, people feel the need to have knowledge 
of how their food products are handled and where they are coming from (Finch, 2005). This 
also goes along with the idea of corporate social responsibility and fair trade agreements 
because many organic consumers trust that organic companies are more morally sound over 
many non-organic companies (Castaldo et al, 2009). Many consumers believe that organic 
food products not only taste better but also are better for one’s health due to a lack of 
hormones and chemicals.

// Competition 

Organic food and beverage products are now being marketed in supermarkets across the 
country, and the industry is benefiting from steady annual growth.  Drastic increases in 
popularity among health conscious consumers have drawn hundreds of manufacturers and 
innovative ideas to the booming organic food market. All this competition means good news 
for consumers as organic products prices have dropped across the board, often to comparable 
levels with standard produce.  Consumers can expect to see the mass marketing of organic 
foods, drinks and other products to continue, especially in everyday supermarkets.

As of now, many of the current manufacturers and innovators are already household names. 
For example, Nature Valley, maker of all-natural granola bars, is the leading brand among 
respondent households that purchase natural/organic products (Mintel, 2010).  Kashi, a 
brand that originated in natural products supermarkets and is now owned by Kellogg, is 
just behind Nature Valley with 50% of respondents indicating usage in the last year (Mintel, 
2010).  Beverage brands like Silk (Dean Foods), Odwalla (Coca-Cola), and Organic Valley all 
rank in the top ten in terms of usage in the past year (Mintel, 2010).  Notably, nearly a third 
of all respondents in households using natural/organic products have used private label or 
store brands, and this percentage will likely increase in the next year as consumers continue 
to seek value options, and retailers expand the breadth of their offerings (Mintel, 2010).
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Situation Analysis - 3 
// Competition - 2 

Supermarkets such as Whole Foods often gain a competitive advantage due to their ethical 
practices and their “green” friendly outlooks.  However, as a happy medium, the local 
foods movement (locavorism) is gaining traction, particularly among organic and natural 
consumers, leading some to seek more affordable non-organic options that still meet ethical 
and environmental concerns (Mintel, 2010).  Also, increases in sales of conventional and all-
natural products may damage growth of the organic foods industry. A new and exhaustive 
British study concluding that organic and non-organic foods are nutritionally similar could 
drive consumers to opt for less expensive options (Mintel, 2010).

Although in many cases the price of organic foods has gone down substantially, all natural, 
non-organic products are still less expensive overall, and now that the nutritional benefits 
may be about the same, consumers may shift for good to all-natural variants.  To compete 
against organic products, some retailers are actively promoting better-for-you, non-organic 
offerings (Mintel, 2010).  Supermarkets accounted for a large chunk of organic sales last year, 
and they’re also eliminating obstacles to wider market penetration such as price, quality and 
distribution.

// Retail channel 

The organic food market is one of the fastest growing and most highly diversified industries 
in the entire world. With many current big name brands as well as smaller privately owned 
labels jostling for position, it is easy to see why the future of the organic market and its major 
retailers is still up in the air. Supermarkets such as Whole Foods often gain a competitive 
advantage due to their ethical practices and their “green” friendly outlooks.  However, as 
a happy medium, the local foods movement (locavorism) is gaining traction, particularly 
among organic and natural consumers, leading some to seek more affordable non-organic 
options that still meet ethical and environmental concerns (Mintel, 2010).  Also, increases 
in sales of conventional and all-natural products may damage growth of the organic foods 
industry. A new and exhaustive British study concluding that organic and non-organic foods 
are nutritionally similar could drive consumers to opt for less expensive options (Mintel, 
2010).

4 



Situation Analysis - 4 

Two-thirds of people that buy organic foods get them from conventional supermarkets while 
one-fourth of organic food sales come from natural supermarkets (Mintel, 2010). This could 
mean that people are loyal to their conventional supermarkets and don’t want to switch or 
that it is just more convenient to have the multitude of conventional supermarkets around 
them compared to the few and far apart natural supermarkets. Natural supermarkets such 
as Whole Foods and Trader Joes are sometimes hard to reach for those in smaller cities, 
suburban and rural areas (Mintel, 2010).

Whole Foods, Central Market, and other Farmers markets specializing in organic produce 
have become increasingly popular in both big and small communities. From 1994 to 2009, 
the number of farmers markets rose steadily from 1755 to 5274 (Wallace, 2010). There 
popularity has grown even more through 2010, reaching more than 6132 operating locations 
(Hevrdejs, 2010). This popularity shows that more Americans are trying to eat healthier, and 
is giving more jobs to people and helping stimulate the economy.

// Retail channel - 2

// Promotion

Because most consumers of organic products are generally middle to higher class, 
advertisements and promotions for organic products are generally not included in newspapers 
and coupon booklets that are more often used by lower income consumers. (Govindasamy 
et al, 2005) Therefore, most advertisements for organic products and companies generally 
appear in magazines, journals, and more niche outlets. Trends that appear in these 
advertisements include focus on brand story, support of local vendors, and family. In this way, 
it seems that the advertisers’ goal is to connect with the public through their love for healthy 
food. As Mintel reports, companies such as Cascadian Farm and Organic Valley are both 
using this “from farm to table” technique, as well as prominently displaying organic stamps 
throughout their ads. The idea of family is also a great trend in organic advertisements, both 
for the family behind the products and the families that own the retail stores such as Whole 
Foods Market (Mintel, 2010).
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Situation Analysis - 5 

The wide range of individuals is a unique aspect of the consumers of organic products. 
It appears to be that consumers are not part of a particular demographic (Hughner et al, 
2007), but share the same values toward their health and well-being. Most are unfamiliar 
with organic farming standards and practices, but have followed the trend of interest in 
organic food. There appears to be a positive correlation between the rise of details of 
the environmental impact of organic products, health concerns, and food safety with the 
population’s reaction toward consumption.  Individuals with values of altruism, ecology, 
universalism, benevolence, spirituality, and self-direction praise organic food as their choice 
in products (Hughner et al, 2007).

However, there lies a discrepancy between attitudes and actual purchase behavior.  
Consumers that purchase organic products focus on functional and social factors, are twice 
as likely to be influenced by their diet, and have a higher of level of education (Finch, 2005).  
The younger generation’s interest with organic products reached a peak when they realized 
they had to take care of their health now to prolong their future, while the older generation 
were more likely purchasers due to the fact that they not only cared for themselves, but for 
their family as well.

// Consumer

// Research Question 

1. How aware are consumers to the true nature of the regulation of organic food and what 
being organic really means?

2. Do the benefits of eating organic outweigh the inflated costs compared to regular food?

3. Do people consider consuming only organic foods and shopping at organic food markets 
think of it as a status symbol in the consumer driven economy?
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Situation Analysis - 6

// Strength

// Opportunity

// Weakness

// threats

-Strong role in the health conscoius 
community
-Positive image to consumers 
espeically with a concern to food 
safety and supporters of the local 
economy
-now being grown in more states than 
any other commodity (Finch, 64)
-Federal label requirement for 
organic product reinforce consumer 
confidence

-Not enough variety 
-Lack of availability
-Taste and nutrition benefits have not 
been proven
-Cosmetic defects in produce
-Insufficient marketing 
-Limitations in certain areas to pur-
chase
-Reflection of prices

-Health and the environment concern 
has become increasingly more 
important 
-Green movement
-Rapidly growing market entices 
more businesses to join the organic 
movement
-Population trends towards cooking 
at home, cleansing the body, and 
focusings on future benefits of eating 
healthy
-Strong role in health comnsoius 
community
-Federal label requirement for organic 
products force consumer confidence

-Skepticism of certification boards and 
organic labels
-Prices between convenience products 
versus organic
-Consumers satisfaction with current 
food source
-The term “organic” has no clear 
meaning for shoppers
-Recession limits consumer’s spending 
power
-Consumer confusion (between 
natural and organic terminology)
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Qualitative ResearchFocus Group

// Research Objectives 

Los Urbanos conducted a focus group to explore the feelings and attitudes of University 
of Texas at Austin’s students associated with organic food. The purpose of this report is 
to thoroughly investigate the selected individuals by describing their characteristics and 
descriptions, analyze the implication of their thoughts and beliefs towards organic products, 
and summarize what they may imply towards the larger group.

Our main research objectives were:

To understand college students’ perception of what “organic” truly means
To learn which organic foods college students preferred, if any

To realize the most contributing factors when it came to the student’s purchasing 
behavior towards organic products

// SAmple Description 

Our sample consisted of eight University of Texas at Austin students -- four male and four 
female. The age range was from 18 to 22 years old and consisted of one freshman who 
lived on-campus, and the rest were juniors and seniors who lived off campus. All were 
from the state of Texas, including Austin, Houston, Sugar Land, and Dallas. The participants’ 
areas of study varied as well, including Chemistry, Middle Eastern studies, Nursing, and 
Communications. Six of the eight participants were Caucasian while the other 2 were of 
Middle Eastern decent. While everyone was giving an opportunity to discuss, there were 
two reserved male individuals and one female who did not speak until asked. However, the 
moderator did her best to include them in the discussion.

These participants were recruited through a process of questions on their knowledge and 
awareness of organic food. Participants had to have some knowledge on what organic foods 
were. Participants were all acquaintances of the researchers; however they were recruited in 
order to have a good balance of males and females as well as some ethnic diversity.
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// Data Collection Procedure 

Qualitative Research -2

Our focus group was conducted on Sunday, February 20 2011 at 7:00 pm in the Waterford 
Apartment complex in West Campus (2401 West Leon Street), and lasted for a little over an 
hour. Participants were greeted into a casual environment by all researchers and were offered 
pizza and water. They were asked to take a seat in the living room with the moderator, while 
other members of the research group listened and took notes from the kitchen table. We 
focused our attention to hold the focus group in a relaxed environment and a friendly tone, 
so the participants would feel openly invited to discuss and to avoid any awkwardness or 
pressure while presenting their thoughts to the group.

The participants were very open with one another right from the beginning, as some of them 
were already friends. As they arrived, they were given consent forms to sign and offered food. 
All the participants chatted and got along with one another before the discussion started. 
The tension between everyone quickly dissolved along with the pizza. The participants were 
transitioned from the dining room to the living room, where the moderator led the discussion 
from the front of the room with the video camera sitting beside her. To keep the consistency 
of the relaxed mood, the moderator introduced herself and allowed everyone to follow suit.

The focus group consisted of many open-ended questions, some specific and some broad. 
Broad questions were along the lines of “When you hear the term ‘organic’, what is the first 
thing that comes to mind?”, while more specific questions were used to get information 
on exactly where they preferred to shop and what kinds of food they preferred to eat. The 
group’s opinions were diverse, and the participants challenged each other at times, which 
made for a very interesting conversation. The moderator stuck to the script for a majority 
of the time but expanded to improvising questions when the discussion led in directions we 
had not previously foreseen. The open discussion allowed the participants to go beyond the 
script, and allowed the answers to become more personal. It allowed other participants to 
discuss their views without the fear of being excluded.
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Qualitative Research -3
//Results
We began our discussion by asking participants what they know about organic food and where 
they get their information from. Most responded that they did not actively seek information 
on organic food and that most of their knowledge of organic products had been gathered 
from simply hearing information from their parents and other everyday sources. Only one 
male participant had a somewhat broad knowledge of organic and natural foods that he had 
learned from a book he had read for his rhetoric class. In general, the participants all agreed 
that “organic” meant that the food products contained no pesticides or preservatives, are 
not mass produced, and that organic meat products come from animals that are free range 
and with little to no hormones.

 Most of the participants did not eat organic food on a regular basis, for example, one male 
participant who claimed to consume only organic milk and eggs, discussed that in order to 
be healthy one simply needed a well balanced diet, and that organic does not necessarily 
mean healthy. Another student purchased organic milk based on her dermatologist’s 
recommendation that the lack of hormones in organic milk would help improve her skin. 
The other students claimed that they could barely differentiate the taste in most organic 
products as compared to non-organic-- aside from the one male participant who affirmed 
that organic milk and meat do have a distinct taste.

One of the students stated “If you’re going to go organic, you have to go all organic for long 
term to get results”. The other students agreed. The students believed that if people were 
going to benefit from the different type of food you had to change your diet for the long 
term, and that it wasn’t a diet that you could go on for 3 weeks and lose weight. This leads us 
to believe that “organic” not only represents the type of food, but also an idea of an eating 
habit that leads to a more health conscious lifestyle. 

The greatest factor in whether or not the participants purchased organic products was 
clearly price. All of the participants described how much more expensive organic food is as 
compared to the food they normally eat. Being college students they found it unrealistic to 
spend so much money on food that they described as no more nutritious or tasteful than 
their normal products. As one student put it, “If I want a burger, why would I pay more for 
an organic one?” When asked if they would purchase organic foods if price were not a factor, 
all agreed they most likely would purchase more organic food if it were accessible. The male 
subjects seemed less sure that they would actually purchase organic food, based on the fact 
that they appeared skeptical about the organic concept and that they enjoyed the food they 
were currently consuming. However, when asked if in the future money were not a factor 
and they had to purchase food for their family, all participants, even the males, agreed that 
if they were in charge of other’s diets, they would be more likely to buy organic products for 
them.
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Qualitative Research -4

// Implications

When asked to describe the average organic product consumer, there seemed to be an 
overwhelming stereotype of the typical “Austin Hippie” -- those who are more environmentally 
aware and health conscious. The participants concluded that these people are the kind that 
is found shopping at places such as Whole Foods and Central Market, which offer a large 
selection of organic and natural products. They also described the older, higher income 
shopper who is also health conscious, and because they have the income, they purchase 
the more expensive organic foods. However, a couple of participants felt that these so called 
“Austin Hippy” and older consumer did not always know exactly what they were purchasing 
with organic products. They concluded that the typical organic shopper does not always do 
the research on what organic means and simply do it because it is a trend in their social circle. 
There was also an overall consensus that the purchasing of organic food was not seen as a 
status symbol. None of the participants felt that buying organic food made them feel of a 
different status in society.

//Results - 2

A major inference taken from this focus group was the lack of trust that the participants felt 
towards most aspects of the food industry. They described food labels as cluttered and said 
they did not know what half of what was on food packaging meant. Although they say they 
had seen the different labels for organic, they didn’t know what each one meant, but at the 
same time they mentioned that they did wish they had more knowledge and information on 
what the labels guarantee and what organic means. Based on these findings, it is clear that 
these consumers are confused, and this confusion is causing distrust towards food producers 
and retailers.

Price was a relatively huge issue for the participants.  With a low budget, the students typically 
bought what they needed, but saw no need to expand their costs to the organic section of the 
grocery store. They all made the statement that if organic was cheaper, or advertised more, 
they would make the purchase accordingly.  The student who resides in the on-campus dorms 
discussed her displeasure toward the lack of proper nutrition offered by the University, but 
at the same time disliked the high prices of the organic option.  This implies that although 
students have an overall idea of some of the benefits of organic, price seems to be a big 
determinant on whether it is purchased or not. Even if the students had more income, they 
still said it would be unlikely that they would purchase organic on a regular basis because the 
perceived nutrition value doesn’t amount to the inflated prices seen between non-organic 
and organic food.
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Qualitative Research -5
// Implications -2

After conducting our focus group, we see a connection between knowledge about organic 
food and organic food consumption. Having a lack of knowledge sometimes leads people to 
believe there are more nutritional benefits to eating organic, and that marketers are using 
this to their benefit. On the other hand, having a good deal of knowledge on the subject 
does not always convince the consumer to purchase organic. A focus group that was primarily 
filled with participants with a greater knowledgeable of organic food or one with a lack of 
knowledge about organic food would give a greater perspective on this subject as to how 
it affects purchasing power for those two categories of organic food shoppers. Also, one 
factor that remained apparent throughout the entirety of the focus group was how minimal 
of a determinant outside social pressure was in whether or not people consumed organic 
food products. The question concerning the presence of social pressures was posed to the 
participants in the focus group and not one individual was vocal about social pressures 
impacting their purchasing intentions. One participant mentioned that her mother would 
buy her organic food products, however she made it evident that she was in no way socially 
obligated to purchase or consume these products. 

Given the nature of the research, the focus group was carried out only once and for one 
hour. With an equal amount of male and female participants, many of which are friends, and 
only two not being Caucasian, this heterogeneous mixture of participants isn’t ideal to truly 
understand the thoughts and feelings of the overall population towards organic food. A focus 
group with a more homogeneous pool of random participants that is held multiple times 
would be able to provide more accurate results.

Focus Group12



Theory of Planned Behavior

Theory of Planned Behavior, based of the description written by Icek Ajzen, is based on the 
concept that human behavior is considered by three types of beliefs: behavioral beliefs, 
normative beliefs, and control beliefs. 

Behavior beliefs are separated into two categories: favorable and unfavorable attitude 
toward the behavior.  Normative beliefs rely on the results of perceived social pressure or 
subjective norm.  Control beliefs focus on the perceived behavior control. All three types of 
beliefs ultimately end to the formation of a behavioral intention, then to the translation of the 
behavior.  Each behavioral belief’s results contributes to the overall intention, which in theory, 
is believed to be the immediate antecedent of behavior.  In this case, perceived behavioral 
control could contribute to the behavior theory. 

Theory of Planned Behavior has been proven necessary for the research due to the fact that 
purchases are the result of behavior.  Organic food products have to distinguish themselves 
from every other food product, and that unique distinction they carry reflect an individuals 
purchase behavior.  As a result, an individual behavior is directly influenced by external 
and internal factors.  We used Theory of Planned Behavior to form our hypothesis because 
the theory helps distinguish what the intention factors are in the purchase of organic food 
products.
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Quantitative ResearchSurvey

// Description of Survey

Our survey questions were intended to incorporate the concepts of the theory of planned 
behavior, and to measure correlations between these concepts, which include attitude, 
subjective norm, perceived behavioral control, and intention. The selection of items were 
based off of previously tested indices and were chosen because they had the greatest reliability.

The survey was divided into four sections. The first section measured intention to purchase 
organic products in the near future using two 7-point scales ranging from extremely unlikely 
to extremely likely with the a neutral option. In the second section, 9 questions measuring 
the affective attitude of the participant toward organic products were measured using a 
7-point ratings (Strongly Disagree, Disagree, Somewhat Disagree, Neither Agree nor Disagree, 
Somewhat Agree, Agree, Strongly Agree). 

The third section measured both subjective norms and perceived behavioral control using two 
7 point ratings for each concept. The two items for subjective norms were “most people who 
are important to me think that I should buy organic food products instead of non-organic food 
products: strongly disagree to strongly agree” and “most people I value would buy organic 
food products instead of non-organic food products: strongly disagree to strongly agree.” The 
two items for perceived behavioral control were “for me to purchase organic food products 
is: extremely difficult to extremely easy” and “if I wanted to, it would be possible for me to 
buy organic food products instead of non-organic food products: strongly disagree strongly 
agree.”

The fourth section recorded demographic information of the participant. This section used 
seven items that measured their gender, age, ethnicity, hometown characteristics, parents’ 
education level, family annual income, and how often the participant grocery shops in a given 
month.

14



Quantitative Research- 2Survey

H1: Attitudes towards buying organic food products positively correlates with intentions for 
buying organic food products.
H2: Attitudes towards organic products positively correlates with subjective norms toward 
buying organic food products.
H3: Attitudes towards buying organic products positively correlates with perceived behavioral 
control toward buying organic food products.
H4: Intentions for buying organic products correlates positively with subjective norms toward 
organic products.
H5: Intentions towards buying organic products positively correlates with perceived behavioral 
control toward buying organic food products.
H6: Subjective norms towards organic products positively correlate with perceived behavioral 
control toward organic products.

// Hypotheses

// methodology

The quantitative study employed a self-administered online survey with conveniently selected 
participants in April 2011. Most of the participants were invited by either Facebook or through 
email. They were then asked to participate and complete the online survey. Qualtrics, an 
online survey software solution, was used in constructing and conducting the online survey.

A total of 188 participants competed the survey. Participants were between the ages of  17 
and 52, with an average age of 21.45.  Male to female ratio was almost even with 47.3% being 
male and 52.7% being female.  60.6% of participants described themselves as Anglo, followed 
by Hispanic American (11.7%), Asian American (9%), and other (18.7%). When describing 
their hometown characteristics, 28.7 % of participants were from a metropolitan area with a 
population of more than 1 million. 27.7% participants were from a city of 50,000 to 1 million, 
and 23.4% were from a city of 5,000 to 50,000. 20.3% of participant were from communities 
of less than 5,000 (2.7% from farm or ranch, 8.0% from the country, and 9.6% from a town of 
less than 5,000).
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Quantitative Research- 3Survey

// Analysis
Concept Item Mean Std.	  Dev. Reliability

Intention I	  intend	  to	  buy	  organic	  food 4.05 2.05 0.97
products	  in	  the	  near	  future.
I	  plan	  to	  buy	  organic	  food	  
products	  in	  the	  near	  future. 3.8 2.06

Attitude Organic	  food	  products	  are	  healthier	   5.22 1.36 0.73
than	  non-‐organic	  food	  products.
Organic	  food	  products	  have	  superior	   5.03 1.41
quality	  to	  non-‐organic	  food	  products.
Organic	  food	  products	  are	  fraud. 5.03 1.32
Organic	  food	  products	  are	  tastier	   3.87 1.54
than	  non-‐organic	  food	  products.
Organic	  food	  products	  are	  worse	   5.52 1.2
than	  non-‐organic	  food	  products.
Organic	  food	  products	  are	   3 1.4
unnecessarily	  expensive.
Organic	  food	  products	  are	  more	  attractive 4.42 1.48
	  than	  non-‐organic	  food	  products.
Organic	  food	  products	  have	  no	  harmful	  effects. 4.05 1.36
Organic	  food	  products	  are	  trendy. 5.43 1.38

Subjective	  Norms Most	  people	  who	  are	  important	  to	  me	  think	  that	  I	   3.15 1.78 0.87
should	  buy	  organic	  food	  products	  instead	  
of	  non-‐organic	  food	  products.
Most	  people	  I	  value	  would	  buy	  organic	  food	  products	   3.05 1.65
instead	  of	  non-‐organic	  food	  products.

Perceived	   For	  me	  to	  purchase	  organic	  food	  is	   4.27 1.59 0.68
Behavioral	  Control (extremely	  difficult	  -‐-‐-‐	  extremely	  easy)

If	  I	  wanted	  to,	  it	  would	  be	  possible	  for	  me	  to 5.2 1.58
	  buy	  organic	  food	  products	  instead	  of	  
non-‐organic	  food	  products.

// Reliability Results 

Attitude towards the behavior was measured using seven items and had a respectable index 
reliability of .73. Subjective norms were measured using two items and had a very good index 
reliability of .87. The reliability of the index for perceived behavioral control was .68, which is re-
spectable, and was measured using two items. The reliability of the index for intention towards 
purchasing organic products was .97, which is excellent, and was also measured using two items.

Our most reliable index was intention towards purchasing organic products, while our least reli-
able, although still respectable, was the index for perceived behavioral control.
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Quantitative Research- 4Survey

Perceived	  
Subjective Behavioral	  

Attitude Intention 	  Norms Control
Attitude 1
Intention 0.57*** 1
Subjective	  Norms 0.48*** 0.59*** 1
Perceived	  Behavioral	  Control 0.11 0.29*** 0.17* 1
*	  P	  <	  .05	  (significant)
**	  P	  <	  .01	  (highly	  significant)
***	  P	  <	  .001	  (extremely	  significant)

// Reliability Results 

From our data, a correlation was conducted between attitudes towards organic food products 
and the intentions towards purchasing those specific products. The results significantly confirm 
that there was a strong positive correlation between attitudes and intent (r = .57, p < .001).

We conducted a correlation from our data between attitudes towards organic products 
and subjective norms. The results significantly confirmed that there was a strong positive 
correlation between attitudes and subjective norms towards organic products (r = .48, p < 
.001).
The correlation that we conducted from our data between attitude towards organic food and 
perceived behavioral control showed a negligible relationship, but the p-value was not low 
enough to deem this significant. These results did not confirm our hypothesis (r = .11, p = 
.119).

From our data, a correlation was conducted between intent to purchase organic food and 
the subjective norms that consumers experience during the purchasing process. The results 
significantly confirm that there was a strong correlation between intent and subjective norms 
(r = .59, p < .001).

We conducted a correlation from our data between perceived behavioral control and intent 
to purchase. The results significantly confirmed that there was a positive correlation between 
perceived behavioral control and intent to purchase (r = .29, p < .001).

From our data, a correlation was conducted between subjective norms and perceived 
behavioral controls when purchasing organic foods. The results significantly confirmed our 
hypothesis that there was a positive correlation between subjective norms and perceived 
behavioral controls because the data showed a weak positive relationship between the 
concepts (r = .17, p < .05).
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Quantitative Research- 5
// Key Survey Findings

Survey

Subjective norms did not seem to affect our survey participants. When asked if people 
important to them think they should purchase organic and if people they value purchased 
organic, their answers hovered more towards the “disagree” interval with means of 3.05 and 
3.15, respectively. Answers did not seem to broaden beyond the mean, with the standard 
deviations being 1.78 and 1.65 respectively. The positive correlation that was measured 
between subjective norms and intention appears to hold true while analyzing the values for 
the intention index -- the measures for intentions cluster around the disagree/neutral range 
with means of 4.05 and 3.80, respectively. The only big difference here is that the responses 
for intentions varied a bit more than for subjective norms, with standard deviations of 2.05 
and 2.06.

Attitudes between respondents seemed to vary. Items that measured respondents’ perceptions 
toward the healthiness and the quality of organic food (“Organic food products are healthier 
than non-organic food products” and “Organic food products have superior quality to non-
organic food products”) were positive and center around the “somewhat agree” mark with 
means of 5.22 and 5.03. While this reflects a positive attitude towards organic food, other 
results contradict it. Items that measured negative attitudes toward organic food (“Organic 
food products are fraud” and “Organic food products are worse than non-organic food 
products”) also hover around the “somewhat agree” mark with means of 5.03 and 5.52.

Unfortunately our research does have llimitations. We were not able to use random selection 
to gather respondents, so we cannot assume that our sample is a representative of the entire 
university population. Because of the nature of the survey and the process of availability 
sampling did not take into account any similarities to a larger population, our results are 
not generalizable to the university population. Because the survey was distributed online 
through social media outlets such as Facebook and email, there is a high chance that we have 
overlooked part of the university’s population that is not on Facebook or does not check their 
email regularly.

Future survey research should inquire about respondents’ level of knowledge about what 
organic terms mean and the organic food industry’s main functions. Correlations between 
knowledge and intent and knowledge and attitude towards the behavior could show how 
much the players in the industry need to focus on educating consumers to increase behaviors 
and intentions in a positive manner. Survey research could also inquire the respondents’ 
lifestyle choices regarding their perceptions of health and exercise. This could help players 
understand who their current market really is and who they need to target more closely.

18



Integrated Findings

One of the most significant findings in our research is that attitudes towards organic food 
was a strong influence to a consumer’s intention to purchase. During our focus group, we 
observed a lack of trust between producers and consumers. The participants expressed that 
they found food labels to be cluttered and uninformative of  the benefits of being “organic”. 
They also expressed they did not know the difference between organic and non-organic 
food products.  The negative attitudes towards the trust of the producers creates an equally 
negative effect on the consumer’s purchasing intent. Our quantitative research also showed 
this same relationship-- proving a strong correlation between the two concepts. 

An attitude that appeared strongly in the focus group as well as the survey was the idea that 
organic food products are trendy and will ultimately fade in the future. Furthermore, our 
focus group believed that vegetarianism is also a trend and that the purchasing of organic 
food products correlated with this trend. The focus group also found this to be a negative 
trend, and that people were purchasing organic products mostly on the basis of social norms.
Our survey results showed that respondents, on average, chose either agree or somewhat 
agree toward the attitude that organic food products are trendy. This may describe why our 
survey results found such a significant correlation between attitudes and subjective norms.

The strongest relationship we found from our indices was between subjective norms and the 
intent to purchase. This suggests that the increase pressure a consumer feels from peers, 
friends or family members, the more likely they were to purchase the products. Our consumer 
analysis showed this in numerous ways: the younger generation’s incline to purchase organic 
because of the benefits to their families well being, while the older generation continues to 
purchase organic because of their history of caring for others and the need to take care of 
their own health. The participants in our focus group reinforced this theory -- stating although 
they may not purchase organic for themselves now, in the future when they are responsible 
for the health of others, they were more likely to purchase organic food products. 

But regardless of the relationship that was found, the basic numerical data showed that 
subjective norms did not pose that much of an issue towards respondents. This may be a 
similar situation that was seen in the focus group, and subjective norms may become more of 
an issue as the respondents get older and are responsible for people other than themselves.
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Integrated Findings - 2

We were surprised to find that the correlation between attitude towards the behavior and 
perceived behavioral control was as weak as it was and deemed insignificant. During our focus 
group, price was one of the main factors expressed that kept the participants from purchasing 
organic. They felt that if they could not afford the products, they were therefore incapable of 
carrying out the behavior. Their incapability of purchasing the product was reflected in their 
negative attitude towards organic foods. 

A huge discrepancy between our focus group participants and our online survey respondents 
was found in regards to students’ perceptions of the price of organic food. Focus group 
participants expressed that they did not think that the perceived nutritional value justified 
the inflated prices of the products and that they bought the groceries they needed without 
having to pay more for organic food. Our survey results contradicted this belief. The item that 
inquired about price (“Organic food products are unnecessarily expensive”) clustered around 
the disagree mark with a mean of 3.00 and responses did not vary too much with a standard 
deviation of 1.40.

The concept that correlated the most with perceived behavioral control was intention. This 
matches our focus group findings that shows that those who had an intent to buy an organic 
product, such as milk or eggs, were more likely to say that they perceived it easy to find these 
products when they wanted them. This shows that those with a greater intent to buy organic 
products are the most likely to recognize the presence and availibility of these products.

Our survey results showed that most people did not see anything holding them back when 
it came to being able to purchase the product. For both perceived behavioral control items, 
the answers clustered around neutral/somewhat agree. This shows that there is something 
else holding them back, because their intentions were still not high. During our focus group, 
participants expressed the same sentiments, and because they were able to give us reasons, 
we learned that it returns to the distrust with the industry and price issues. 
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Recommendations for Players

Food industries need to analyze the the distrust consumers have towards the producers 
because the negative attitudes have a direct correlation with their intent to purchase. The 
higher the distrust level, the more detrimental  the impact it will have on purchases. 

A solid PR campaign would benefit the producers by helping consumers not only understand 
the difference between not only traditionally-grown food products and organic food products, 
but also between organic, “all-natural” and other similar food labels. Right now, the cluttered 
information environment and lack of knowledge does not give off a good image of the 
companies behind these products. Making an effort to educate rather than just sell will show 
consumers that the biggest benefit is for their health, not just the wallets of the producers.

1. Push for an organic food products PR campaign to help consumers understand 
what organic really means.

2.  Use an advertising campaign to create a positive norm about people who pur-
chase organic foods.

Don’t just tell, but also show the consumers how they can benefit from the consumption 
of organic food. Educating society about the benefits of organic products will take time and 
won’t be achieved with just a PR campaign or just an advertising campaign. Showing a visual 
representation of a positive lifestyle influenced by the consumption of organic products will 
reinforce what has been said and may even be more believable. A positive image of these 
people will resonate with consumers, and then they may change their own lifestyle because 
they strive to be like the healthy people they are seeing in the advertisements.

Organic brands could also advertise by acting as sponsors for events that promote healthy 
lifestyles like marathons and triathlons. They will not only be reinforcing the relationship 
they already have with some of those participants, but other people who may not already be 
regularly purchasing organic will be exposed more to the brands and from there will positively 
associate the brand with the healthy lifestyle the event promotes.

By creating this positive norm, there will hopefully be an increase in positive attitudes 
associated with becoming more educated about the benefits of the consumption of organic 
products. This will also transfer over into a higher intent to purchase.
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3. Lower prices to compete with non organic food items. 

The high prices associated with organic foods is one of the biggest detriments to a price-
conscious consumer’s attitude.

Since a lot of organic food products are grown by smaller farms and the cost to produce them 
is higher than traditionally grown food, the price will remain to be higher than normal food. 
This is where the PR campaign can also become a factor. Understanding and increasing the 
awareness of what is organic is important. While that message is being relayed, the insertion 
messages of reduced prices would further increase the consumer’s knowledge of organic food 
products, continue their research, and ultimately try organic food products. With the economy 
in a recession right now, people have become more frugal then they were before. As a result,  
if organic food prices were to be lowered, then farmer’s profits would significantly decrease 
while still having to maintain the same high expenses to produce organic products. There 
would have to be a way to maintain a supply and demand equilibrium and where farmers can 
retain a well stabilized profit. 

Recommendations for Players - 2

4. Grocery Store Guidance

Grocery stores such as HEB and Walmart that carry many organic food products as well as their 
own organic food brand should provide informational pamphlets and hold tutorials in areas 
of their stores that will provide important information about organic food. They can show 
the differences in the production and distribution processes of organically produced products 
and regularly produced products. Showing the consumer in the most important place when 
it comes to food choices engages them in a way that is superior to a commercial and Internet 
ad. They are confronted with information that they have wondered about but have never 
really knew been able to discern what information was correct.

Point-of-purchase displays can also be placed in the store. These do not necessarily have to 
be informational, but rather the reinforcement that is in place for consumers who have been 
exposed to the literature and demonstrations about organic food that the store provides. It 
can also spark the interest of consumers who have yet to be exposed to this knowledge.
Armed with this information, a consumer could have a better appreciation for what it means 
to eat organic. Also, once they have acquired this knowledge on organic products, they can 
spread organic product information through word of mouth.
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Future Research
// More generalizable samples

// Dive into the specifics 

Our focus group was primarily focused on college students, with limited disposable income 
who want to eat healthy, but do not see organic food as being the soundest, most price-
friendly choice. Future focus groups should encompass people from multiple age groups, 
income levels and education levels. This will provide a broader discussion into how the overall 
population feels about organic food, instead of one segment. 

Going even further, when conducting these focus groups, break them up specifically by one or 
two common factors such as age and income.  Having multiple pools of research material to 
compare and contrast will allow us to further understand how different groups of people feel 
about organic food. This will also allow us to have findings that are generalizable to a larger 
population than just college students.

Because our research was driven by the Theory of Planned Behavior, it covered a very broad 
range of concepts that have the ability to drive the motivations of consumers. With more time 
and resources, future research could delve into the specifics of each concept.

For example, price was a major perceived behavioral control that influenced the consumers 
intent to buy. When delving deeper into the topic, you could find out things like what consumers 
find to be a reasonable price, what it would take for them to splurge and spend the money, 
and if price wasn’t an issue, would their intention actually change.

With attitudes and perceptions being the next big factor influencing intentions, researchers 
could find out what it would really take to change the consumers attitudes. They could take 
the recommendation to create an advertising campaign and make it more specific including 
what people would like to see that would change their perceptions.

Knowing exactly where players need to zero in on and make changes could drastically impact 
the image of organic food in society
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Appendix B: Consent Form
CONSENT FORM 2 

 

IRB APPROVED ON: (ORS USE ONLY)     EXPIRES ON: 

 
Title:  Los Urbanos        IRB PROTOCOL # 

Conducted By: Mercedes Pang 

Of The University of Texas at Austin:   Advertising Research Course 344K Telephone: 2103171827 

 

You are being asked to participate in a focus group research study.  This form provides you with 

information about the study.  The person in charge of this research will also describe this study to you and 

answer all of your questions. Please read the information below and ask any questions you might have 

before deciding whether or not to take part. Your participation is entirely voluntary.  You can refuse to 

participate or stop participating at any time without penalty or loss of benefits to which you are otherwise 

entitled.  You can stop your participation at any time and your refusal will not impact current or future 

relationships with UT Austin or participating sites.  To do so simply tell the researcher you wish to stop 

participation.  The researcher will provide you with a copy of this consent for your records. 

 

The purpose of this study is to determine what drives organic sales 

 

It is anticipated that 8 to 12 people will participate in this study. 

 

If you agree to be in this study, we will ask you to do the following things:  

 speak openly about your purchases at the market and opinions of organic food 

 

Total estimated time to participate in study is 1 to 1.5 hours 

 

Risks of being in the study: This focus group may involve risks that are currently unforeseeable. If you 

wish to discuss the information above or any other risks you may experience, you may ask questions now 

or call the Principal Investigator listed on the front page of this form. 

 

Benefits of being in the study: There are no tangible benefits. 

 

Compensation: There is no compensation. 

 

Confidentiality and Privacy Protections: 

• Focus groups will be videotaped. 

• The tapes themselves will not include identifying information. 

• Tapes will be kept in a locked location. 

• The tapes will be used only for research related to this course. 

 

The records of this study will be stored securely and kept confidential. Authorized persons from The 

University of Texas at Austin, members of the Institutional Review Board, and (study sponsors, if any) have 

the legal right to review your research records and will protect the confidentiality of those records to the 

extent permitted by law.  All publications will exclude any information that will make it possible to 

identify you as a subject. Throughout the study, the researchers will notify you of new information that may 

become available and that might affect your decision to remain in the study. 

 

Contacts and Questions: 

 

If you have any questions about the study please ask now.  If you have questions later, want additional 

information, or wish to withdraw your participation call the researchers conducting the study.  Their 

names, phone numbers, and e-mail addresses are at the top of this page.   

 

 

 

 

CONSENT FORM 2 

 

IRB APPROVED ON: (ORS USE ONLY)     EXPIRES ON: 

 
If you would like to obtain information about the research study, have questions, concerns, complaints or 

wish to discuss problems about a research study with someone unaffiliated with the study, please contact 

the IRB Office at (512) 471-8871 or Jody Jensen, Ph.D., Chair, The University of Texas at Austin 

Institutional Review Board for the Protection of Human Subjects at (512) 232-2685. Anonymity, if 

desired, will be protected to the extent possible. As an alternative method of contact, an email may be sent 

to orsc@uts.cc.utexas.edu or a letter sent to IRB Administrator, P.O. Box 7426, Mail Code A 3200, 

Austin, TX 78713. 

You will be given a copy of this information to keep for your records. 

 

 

Statement of Consent: 

 

I have read the above information and have sufficient information to make a decision about participating 

in this study.  I consent to participate in the study. 

 

Signature:___________________________________________ Date: __________________ 

 

 

 

___________________________________________________ Date: ___________________ 

Signature of Person Obtaining Consent 

 

 

Signature of Investigator:__________________________ Date: __________________ 
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Appendix B: Consent Form -2

CONSENT FORM 2 

 

IRB APPROVED ON: (ORS USE ONLY)     EXPIRES ON: 

 
If you would like to obtain information about the research study, have questions, concerns, complaints or 

wish to discuss problems about a research study with someone unaffiliated with the study, please contact 

the IRB Office at (512) 471-8871 or Jody Jensen, Ph.D., Chair, The University of Texas at Austin 

Institutional Review Board for the Protection of Human Subjects at (512) 232-2685. Anonymity, if 

desired, will be protected to the extent possible. As an alternative method of contact, an email may be sent 

to orsc@uts.cc.utexas.edu or a letter sent to IRB Administrator, P.O. Box 7426, Mail Code A 3200, 

Austin, TX 78713. 

You will be given a copy of this information to keep for your records. 

 

 

Statement of Consent: 

 

I have read the above information and have sufficient information to make a decision about participating 

in this study.  I consent to participate in the study. 

 

Signature:___________________________________________ Date: __________________ 

 

 

 

___________________________________________________ Date: ___________________ 

Signature of Person Obtaining Consent 

 

 

Signature of Investigator:__________________________ Date: __________________ 
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Appendix C: Focus Group Script

HI, my name is Mercedes Pang. I’m a junior Advertising student here are UT.  We are in an 
Advertising Research class, and our main focus this evening is to understand the concept of 
organic food products.  Let’s start off with a brief introduction about yourself.  What’s your 
name, major, where you’re from, etc. and we will get started. 

1. When you hear that a certain food is organic, what do you think makes that food different 
from other non-organic foods?
 How did you come to this conclusion?
 Where do you get your information about organic food?

2. Do you eat organic foods on a regular basis? Why or why not?
 If so, what organic foods do you buy?
 Why did you start buying them?
 How do you think they will benefit you?

3. What factors have the biggest impact on whether or not you buy organic food?
 Taste? Cost? Healthiness?
 Is the impact good or bad? How strong is it? Why?
 If bad, what would have to change for your opinion to change?

4. Who has the biggest influence on you when it comes to whether or not you eat organic?
 Does anyone in your family eat organic?
 Do you have any close friends who regularly eat organic foods?
 Has your physician ever discussed it with you?

5. What do you see as benefits of eating organic?
 Which are the most important? Why?

6. Do you believe eating organic foods can better your life? Your health? Why or why not?

7. Do you think that eating organic can be seen as a status symbol in today’s society?
 When you think of organic foods, who do you typically associate with shopping and  
 eating that way?
 If you see it as a status symbol, how does this affect your willingness to buy?

8. How do you feel when you purchase and/or eat organic products?
 Why do you think you feel this way?
 How does this feeling affect your willingness to continue the habit?
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Appendix D: Survey Questions

Section 1
Please read the following statements and indicate the extent to which you agree or disagree 
with them. 

1. I intend to buy organic food products in the near future. 
Extremely Unlikely            Extremely Likely
2.  I plan to buy organic food products in the near future.
Extremely Unlikely          Extremely Likely

Section 2
In this section, we are interested in your opinions about organic food products. Please read 
the following statements and indicate the extent to which you agree or disagree with them. 
StronglyDisagree -Disagree Somewhat-Disagree-Neither Agree nor Disagree- Somewhat 
Agree- Agree -Strongly Agree 

1. Organic food products are healthier than non-organic food products.     
2. Organic food products have superior quality to nonorganic food products. 
3. Organic food products are a fraud.
4. Organic food products are tastier than non-organic food products. 
5. Organic food products are worse than non-organic food products. 
6. Organic food products are unnecessarily expensive. 
7. Organic food products are more attractive than nonorganic food products.. 
8. Organic food products have no harmful effects 
9. Organic food products are trendy. 

Section 3  
In this section, we are interested in your perceptions with respect to organic food products. 
Please indicate the extent which you agree or disagree with following statements. 

1. Most people who are important to me think that I should buy organic food products instead 
of non-organic food products. 
Strongly Disagree Strongly Agree
2. Most people I value would buy organic food products instead of non-organic food products. 
Strongly Disagree Strongly Agree
4. For me to purchase organic food products is   
Extremely Difficult Extremely Easy
5.  If I wanted to, it would be possible for me to buy organic food products instead of non-
organic food products. 
    Strongly Disagree Strongly Agree
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Appendix D: Survey Questions
Section 4
In order for us to analyze the data obtained from this survey, we need to aggregate the data 
along some demographical criteria. Your answers to the following questions will assist us to 
do so. 

1. What is your gender? 
Male Female
 
2. What is your age? 

3. What is your ethnicity? 
Anglo   African American
American Indian Asian American
Hispanic American Multiracial
International  Other (please specify)
 
4. How would you describe your hometown? 
Farm or ranch   Country, but not a farm or ranch
Town of less than 5,000  City of 5,000 to 50,000
City of 50,000 to 1 million  Metropolitan of more than 1 million
 
5. What is the highest level of your parent’s education? 
Less than high school   High school or GED
Some college or two-year degree  4-year college degree
Graduate or professional degree
 
6. What is your family’s annual income? 
less than $20,000 $20,000-39,999
$40,000-59,999 $60,000-79,999
$80,000-99,999 $100,000-149,999
More than $150,000
 
7. How often do you go grocery shopping in a month?  
Never    Once a month
Twice a month  3-4 times a month
5-6 times a month  7-8 times a month
9-10 times a month  More that 10 times a month
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