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 There has been increasing awareness of the benefits of healthy and organic food products as more 
knowledge has been gained on their effects on health, environment, social convenience and sus-
tainable development. Acquiring insight into consumer attitudes is essential for the industry to 
grow. Compared with the rest of the world, the Kurdistan region of Iraq is still in the early stages 
of understanding the importance of healthy and organic food products. The study aim was to inves-
tigate the attitudes of Kurdish consumers concerning healthy and organic food. I administered an 
online survey to 452 respondents, and their responses were analysed by using descriptive statistics 
and performing correlation, linear regression and factor analysis. The findings indicated that health 
concerns were the main reason for healthy and organic food consumption. I also found that quality 
and taste were important factors in purchasing decisions and that consumers were willing to pay a 
premium price if these foods were available. However, there was a general lack of concern about 
food production effects on the environment and animal welfare. This research provides a new in-
sight into the attitudes of Kurdish consumers in Iraq towards healthy and organic food. This popu-
lation has not been covered before, which in turn will add to the literature on this subject. 
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1. Introduction 
 
There has been increasing demand for organic food products by consumers as awareness has increased concerning the quality, 
safety, animal welfare and environmental benefits as well as of the direct effects on personal health, lifestyle and social 
convenience (Oroian et al., 2017). The organic food industry has become a niche industry because of increasing demand 
(Aygen, 2012; Essoussi & Zahaf, 2009) as the consumer perception of food has begun to focus on issues other than simply 
satisfying hunger (Annunziata & Pascale, 2009). To meet this shifting consumer demand, the main providers of organic food 
need more information to better understand consumer attitudes about these products (Schleenbecker & Hamm, 2013). The 
quality attributes of food and nutritional value have become factors in consumers’ consideration of food choices. Food habits 
and sociodemographic factors have important roles in shaping consumer acceptance (Lähteenmäki, 2013; Fernqvist & 
Ekelund, 2014) and include the origin of the foods consumers purchase (Perito et al., 2019; Menapace et al., 2011; Van der 
Lans et al., 2001), access to information and trust in food certification (Hobbs & Goddard, 2015; Russo & Simeone, 2017), 
transparency (Peschel & Aschemann-Witzel, 2020), price range (Asioli et al., 2014; Lusk & Briggeman, 2009; Steenhuis et 
al., 2011; Defrancesco et al., 2017; Nait Mohand et al., 2017) and perception of the health benefits and safety of food products 
(De Pelsmacker et al., 2003), (Boutouis et al., 2018). Therefore, food production objectives involve more than addressing 
food security and must also satisfy consumer preferences and needs by providing products with functional attributes (Hempel 
& Hamm, 2016) and quality features (Defrancesco et al., 2017; Canavari & Coderoni, 2020). Many studies around the world 
have investigated attitudes and perceptions of consumers in Kurdistan region of Iraq in general (Ali, 2020; Demir et al., 2020; 
Ali, 2021), and of consumer perception toward health and organic food products as will be discussed in the literature review, 
but only a few studies have addressed this topic in Iraq in general and the Kurdistan region in particular. Hasan et al. (2019) 
studied consumer perceptions of canned agri-food products in Sulaimani City, whereas Ahmed and Khan (2020) studied 
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market segmentation of the diet nutrition supply for new entrepreneurs in a case study of the Kurdistan region of Iraq. To the 
best of our knowledge, these are the only papers on this comprehensive topic. Therefore, the study aim was to investigate the 
attitudes of Kurdish consumers concerning healthy and organic food with the long-term goal of encouraging consumers to 
increase their consumption of healthy and organic foods. 
 
2. Method 
 
Potential respondents were contacted by e-mail and social media platforms (e.g. Facebook) and invited to participate in an 
online survey about consumption of healthy and organic foods. The individuals who were willing to participate were sent a 
link to the research survey. In total, 452 individuals participated in the survey, which was conducted during the second half 
of 2020. The questionnaire was distributed in the Kurdish language. Simple random sampling was used, the reliability of the 
questionnaire was tested by using Cronbach’s alpha and the validity of the questionnaire was tested by performing correlation 
analysis. The survey responses were analysed by descriptive statistics and correlation, linear regression and factor analysis to 
arrive at final conclusions using likert rating scale. The analysis was performed using the SPSS data analysis package and the 
Amos statistical module 21.0 (IBM SPSS Statistics for Windows, Version 21.0., IBM Corp., Armonk, NY). 
 
3. Results  
 
The gender distribution of the participants in the study showed that out of 452 participants, 324 were male (71.7%) and 128 
were female (28.3%). In the total sample, a majority (55.3%) had bachelor degrees, 27.9% had higher education degrees, 
9.3% had diploma degrees and 0.4% had less than a high-school education. The age distribution of the participants was as 
follows: 41.1% were 31–50, 28.3% were 26–30, 27.4% were 18–25, 2.8% were >50 and 0.40% were <18 years old. The 
monthly income distribution of the respondents showed that 53.1% made <1000 USD, 19.4% made 1000–1500 USD, 12.3% 
made 1051–2000 USD, 8.6% made >2500 USD and 6.6% made 2001–2500 USD. To the question of ‘How healthy do you 
think your food habits are?’, 46.5% responded that they had moderately healthy food habits; 37.2% said that they had healthy 
food habits; 10.1% said that they had very healthy food habits; 6.2% said that they did not have healthy food habits. To the 
question of ‘What do you consider in buying a food product?’, 41.6% of the participants responded that they considered the 
freshness of a food product, 29.2% considered whether or not the food was organic, 11.5% considered the origin of the food, 
9.3% considered price in buying food product and 8.4% considered the nutritional value. To the question ‘How do you acquire 
information about a food product?’, 44.7% of the participants acquired information about food from package labels, 38.1% 
relied on their own information, 7.5% acquired information from family and 4.4% got their information from friends. To the 
question of ‘How much do you think that food is related to a healthy life?’, 52.3% of the respondents answered that food was 
highly related to a healthy life, 39.8% answered that it was related to healthy life, 4.4% answered that it might be related to a 
healthy life and 3.5% answered that it was only slightly related to a healthy life. To the question ‘What drives your choice in 
buying a food product?’, 57.5% of the respondents were driven by quality and 2.2% were driven by price. Thus, price was 
not the primary factor in choosing to buy a food product.  
 
Additionally, 23.5% of the participants were driven by taste, 9.7% were driven by the organic characteristic and 7.1% were 
driven by nutritional content. To the question of ‘What do you consider as healthy food?’, 61.1% mentioned fruits and 
vegetables; 19.9% mentioned fish; 7.5% mentioned nuts and cereals; 7.1% mentioned organic meat and meat products and 
4.4% mentioned dairy products. To the question of ‘Why do you think we should eat healthy food?’, 68.6% answered that it 
led to a healthy life, 14.2% answered that it helped them look fit and good, 10.2% answered that it helped avoid diseases, 
4.9% answered that it would contribute to living a long life and 2.2% did not think about eating healthy food. To the question 
of ‘What do you consider when buying organic products?’, 40.3% of the respondents were concerned about the health 
attributes, 31.9% cared about the origin of the product, 19.8% were concerned about the use of pesticides, 4.9% were 
concerned about the environment and 3.1% were concerned about animal welfare. To the question of ‘How much more would 
you spend to buy healthy food?’, 37.6% of the respondents would spend 20%–30% more, 25.2% would spend 10%–20% 
more, 17.3% would spend 30%–40% more, 11.5% would spend ≥50% more and 8.4% would spend 40%–50% more. In 
assessing the overall satisfaction with the availability of healthy food products in the city, 43.4% of the respondents expressed 
neutral satisfaction, 29.2% were dissatisfied, 10.6% were satisfied, 14.2% were highly dissatisfied and 2.6% were highly 
satisfied, which indicated that overall, the respondents were dissatisfied with the availability of health food products in the 
city.  
 
Furthermore, Table 1 presents the overall attitude towards organic food products. Table 2 presents the rotated factor matrix 
and reliability (Cronbach’s alpha) for all questionnaires. Factor loadings of <0.45 are considered less good and factor loadings 
>0.45 are considered good. After performing the Varimax Rotation method, factor one comprised four items, factor two 
comprised three items, factor three comprised two items, factor four comprised three items and factor five comprised three 
items. The first factor had the highest Cronbach’s alpha, indicating which questions and answers had the greatest effect on 
purchasing healthy and organic foods. The question, ‘I put effort and time into purchasing healthy food products’ was the best 
indicator of purchasing healthy and organic foods. 
 
 



B.J. Ali / Management Science Letters 11 (2021) 2129

Table 1 
Overall attitude towards organic food products 

Overall attitude towards organic food products 
5 4 3 2 1 Severity 

Frequency Frequency Frequency Frequency Frequency Mean S.D  % % % % % 
I prefer organic food products because they are 
healthy to eat 

48 112 194 68 30 3.17 1.03 10.6 24.8 42.9 15.0 6.6 
I can spend more to buy healthy foods because it 
gives value for money 

42 178 180 38 14 3.43 0.88 9.3 39.4 39.8 8.4 3.1 
I put effort and time into purchasing healthy food 
products 

44 216 142 42 8 3.54 0.85 9.7 47.8 31.4 9.3 1.8 
I pay attention to advertisements and promotions 
offering information about food products 

42 226 136 38 10 3.55 0.85 9.3 50.0 30.1 8.4 2.2 
I believe locally produced food products are 
healthier 

86 180 126 42 18 3.60 1.02 19.0 39.8 27.9 9.3 4.0 
I always recommend buying healthy food products 
to others 

108 246 80 8 10 3.96 0.82 23.9 54.4 17.7 1.8 2.2 

Total 370 1158 858 236 90 3.54 0.90 13.6 42.6 31.6 8.7 3.5 
 
Table 2 
Factor loading and Cronbach’s alpha 

Items Loadings Cronbach’s Alpha 
                              Factor one 

Q12 0.554 

0.678 Q13 0.763 
Q14 0.716 
Q16 0.681 

Factor two   
Q1 0.765 

0.602 Q4 0.416 
Q5 0.718 

Factor three   
Q10 0.773 0.635 Q11 0.695 

Factor four   
Q2 0.747 

0.528 Q3 0.578 
Q9 0.547 

Factor five   
Q7 0.535 

0.539 Q8 −0.567 
Q15 0.572 

Factor six   
Q6 0.856 - 

 
It can be seen in Table 3 that customer attitude showed a strong positive correlation with healthy food because the correlation 
coefficient was 0.650, which is <0.5. 
 
Table 3 
Correlation coefficients for the relationship between customer attitude and healthy food 

  Costumer attitude Healthy food 

Costumer attitude 
Pearson Correlation 1 0.650** 

Sig. (2-tailed)   0 
N 452 452 

Healthy food 
Pearson Correlation 0.650** 1 

Sig. (2-tailed) 0   
N 452 452 

**: Correlation is significant at the 0.01 level (two-tailed) 
 
Table 4 shows the association between customer attitude and healthy food. Moreover, the R2 value shows that 42.2% of the 
variance in healthy food could be explained by the customer’s attitude. 

Table 4 
Association between consumer attitude and healthy food 

 Healthy food 
B Std. Error F-test Sig. R2 T-test Sig. 

Constant 2.381 0.157 14.921 0.000 0.422 15.182 0.00 
Customer attitude 0.169 0.044 3.863 0.00 
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Finally, there was a statistically significant association between the customer’s attitude and healthy food because the T-test 
gave a value of 3.863, with a significance value of 0.0, which is less than the common alpha of 0.01. Thus, for all additional 
degrees of customer attitude, the expected number of healthy foods increased by 0.169 on average. 

4. Discussion  

Many studies have examined the main factors affecting consumer decisions about consuming healthy and organic foods. The 
main reasons consumers give for buying organic food concern health issues (Aygen, 2012; Gil et al., 2000; Meixner et al., 
2014). One major trend in the food market is increasing concern about the health aspects of foods (Aschemann-Witzel et al., 
2015), and this issue is intertwined with social and personal value (Goetzke et al., 2014). Currently, consumers are more 
informed about the relationship between food and health because they have acquired more information about the food that 
they consume (Annunziata & Pascale, 2009). In addition, a comparison of French non-organic food consumers with organic 
food consumers showed that there was a difference in their health, with the organic food consumers not being overweight 
since they had a healthier diet (Kesse-Guyot et al., 2013). Another study (Zanoli & Naspetti, 2002) showed that Italian con-
sumers understood the link between organic food and health but also placed high importance on food taste in their food 
selection. The results of this study show that most Kurdish consumers care about their food habits because the majority re-
sponded that they had a moderate to healthy food consumption habit. Moreover, Kurdish consumers considered the freshness 
of the products they buy first, followed by the organic nature of the product, whereas, a study on Belgian consumers (Aertsens 
et al., 2011) found that health, environment, minimal use of pesticides, taste and quality were factors in consumers’ decision 
making regarding organic food. One study (Bryla, 2016) found that health and the high quality of organic food products were 
the main purchasing factors for Polish consumers. However, British and Danish consumers prioritized food taste and freshness 
above health attributes (Wier et al., 2008) and French consumers also generally priorities taste first and health benefits second 
in their organic food purchasing decisions. but it was surprising that price was not an important factor in their decision con-
sidering that the majority of the respondents’ monthly incomes were <1000 USD. The food packaging label was the most 
important source of information to the respondents. We also found it interesting to note the high level of awareness by the 
respondents concerning the effect of food consumption on health and well-being. Additionally, the quality of food products 
was an important factor in the purchasing decision of consumers as was taste, but the nutritional value was not rated as 
important. The respondents considered that consumption of fruits and vegetables was the most important factor in maintaining 
a healthy lifestyle. 
 
Among the factors in consumers’ decisions concerning purchasing organic food, environmental concerns were of low priority, 
as in Sri Lanka (Kapuge, 2016) and Turkey (Aygen, 2012). However, in other countries, environmental concerns were an 
important factor along with food safety and origin, such as in Italy (Perito et al., 2020), Indonesia (Irianto, 2015), Australia 
(Pearson et al., 2013), Thailand (Ueasangkomsate & Santiteerakul, 2016) and (Sangkumchaliang & Huang, 2012). In the 
Czech Republic, consumers gave more weight to health benefits than to environmental concerns (Zagata, 2012). Russian 
consumers prioritized the lack of synthetics and health issues more than environmental concerns as well (Meixner et al., 2014). 
However, in India, consumers cared about quality and the environment (Basha et al., 2015) as well as the effect of organic 
food on health (Yadav & Pathak, 2016). 
 
In studying the ethical attributes of organic food, one study (Zander & Hamm, 2010) found that animal welfare was the most 
important. In Norway, animal rights and environmental concerns were the main factors in consumers’ purchasing decisions 
(Honkanen et al., 2006). Another study (Lee & Yun, 2015) found that hedonic and utilitarian attitudes influence consumer 
purchasing decisions about organic food. Moreover, the use of industrial fertilizers or pesticides was a crucial factor in deter-
mining consumers’ concerns in purchasing organic food, and if these concerns were adequately addressed, consumers pre-
ferred purchasing organic food rather than conventional food (Basha et al., 2015), (Saba and Messina, 2003), (Lucas et al., 
2008). It is important to note that the respondents of Kurdish consumers stated that environmental and animal welfare concerns 
were not very important, but the health attributes of the product and its origin were important, as Kurdish consumers would 
prefer local products versus imported products if available (Ali, 2021). Another important factor in organic food consumption 
is an individual’s income because consumers usually have to pay a premium price. Researchers have shown that unlike high-
income individuals, low-income individuals tend to consume unhealthy products (Dibsdall et al., 2002), and low-income 
individuals in Turkey avoided purchasing organic foods entirely (Aygen, 2012). Interestingly, the majority of the respondents 
of Kurdish consumers were willing to pay a premium price for healthy and organic products. There are also major obstacles 
in purchasing organic food, such as the premium price relative to conventional food prices (Aygen, 2012; Padel & Foster, 
2005; Aertsens et al., 2011; Bryla, 2016; Irianto, 2015; Yadav & Pathak, 2016; Magnusson et al., 2001), trust issues in product 
certification (Van Huylenbroek et al., 2009), lack of awareness (Xie et al., 2015; Stolz et al., 2011) and lack of availability 
(Aygen, 2012; Xie et al., 2015; Aertsens et al., 2009; Toit & Crafford, 2013), whereas in Denmark, the lack of availability 
was overcome by governmental reforms that encouraged organic food consumption (Hjelmar, 2011). However, there are 
institutional barriers in Iran against buying organic food in addition to low quality, cultural barriers and economic obstacles 
(Sadati et al., 2010). However, perceptions about premium pricing of organic foods could be shifted when these foods are 
seen as an investment in human health (Bonti-Ankomah & Yiridoe, 2006). Consumers in the Kurdistan region of Iraq also 
found it difficult to acquire these products because of the lack of availability. Health benefits are the main driver for purchasing 
organic products for consumers in many countries, such as Sri Lanka (Kapuge, 2016), Indonesia (Irianto, 2015), India, (Yadav 
& Pathak, 2016), China (Xie et al., 2015) and Thailand (Ueasangkomsate & Santiteerakul, 2016). However, in Malaysia, 
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researchers found an unexpected result in that although health and safety were important factors to consumers, food quality 
was not (Wee et al., 2014). Another interesting finding was that in Taiwan, purchasing organic food from trusted acquaintances 
was an important factor to Taiwanese consumers (Teng & Wang, 2015). Another study (Al-Swidi et al., 2014) found that 
Pakistani consumers relied on a reference group to guide them in their organic food purchases. Furthermore, there was a 
positive perception about organic products among the Kurdish consumers, and the majority would recommend and encourage 
their acquaintances to consume healthy and organic products. In examining consumers in the United Arab Emirates, one study 
(Muhammad et al., 2016) found that women were less aware of organic products than men. However, in a study (Irianto, 
2015) conducted in Indonesia, the results showed that women were more concerned about health and the environment than 
men, and similar findings were found in Spain (Gil et al., 2000), the United Kingdom (Padel & Foster, 2005) and France 
(Kesse-Guyot et al., 2013). Moreover, having children in the household was an important factor that encouraged the purchase 
of organic food (Aygen, 2012; Dumea & Andrei, 2012; Xie et al., 2015; Sangkumchaliang & Huang, 2012). 
 
Several studies have found that organic food consumers are more likely to be educated and older (Kesse-Guyot et al., 2013; 
Sangkumchaliang & Huang, 2012; Toit & Crafford, 2013; Ramesh & Divya, 2015). However, young respondents and women 
have shown favorable attitudes toward organic food in Sweden (Magnusson et al., 2001). Overall, the attitudes of Kurdish 
consumers were positively and strongly correlated with healthy organic food. 
  
5. Study limitation 
 
The limitation of this study was that it only covered a sample of the Kurdistan region of Iraq. Therefore, future studies may 
consider a more comprehensive framework to examine policy formulation, education, awareness, product availability and 
examine changes in consumer behavior. 
  
6. Conclusion 
 
Food security is an increasing challenge in the world today. In addressing this challenge, conventional farming can be seen as 
a success, but it has negative effects on the ecosystem and environment. Organic farming is a method that reduces the negative 
effects of conventional farming and could be a useful tool worldwide for improving the environment in the present and sus-
taining it in the future. However, it will take more time, effort and research to gain the required knowledge about the best way 
to implement organic farming on a broader scale. The study finds that Kurdish consumers care about their food habits and 
associated health attributes and they also give high importance to freshness of the food products and their organic nature. It 
was also found that there is a high level of awareness on the impact of food on health among Kurdish consumers, which 
resulted in quality of products being the most important factor in their purchasing decision. However, there is a lack of aware-
ness about the environment and animal welfare. An interesting finding is that the majority of Kurdish consumers are willing 
to pay a premium price to acquire healthy organic food but there is a lack of availability in the market. Developing consumer 
awareness of the benefits of organic products requires time and the cost associated with providing that information. Moreover, 
the organic food market needs to grow in order to encourage farmers to enter that market and encourage consumer consump-
tion. Because of the lack of research on the Iraqi market in general and the Kurdistan regional market in particular, this study 
attempted to provide insights into Kurdish consumers’ attitudes toward healthy and organic products. Understanding the sig-
nificance of consumers’ attitudes will help policy makers, market planners, researchers and businesses to expand their per-
ceptions about this field and provide consumers with information, awareness, health benefits, organic food production and 
consumption as well as to support organic farmers. Moreover, it is imperative that the producers and sellers of organic products 
have the necessary information about their consumers’ preferences so that products can be offered that meet the quality and 
price expectations of consumers. 
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