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Health gains importance when it comes to important social and personal values. In 

addition to physical activity, people are becoming aware that the food they consume 

has a great impact on their health and are increasingly paying attention to the 

benefits of leading and maintaining a healthier lifestyle. This study examines the 

consumption of organic and functional foods, highlighting the growing interest in 

these products due to their perceived health benefits. Organic foods are produced 

through environmentally sustainable practices, free from synthetic chemicals, while 

functional foods are enriched with bioactive ingredients that promote health beyond 

basic nutritional needs. The study focused on the consumption of organic and 

functional food among Serbian residents concerning sociodemographic 

characteristics. The results show that organic food is consumed more frequently 

than functional food. Differences in consumption were tested based on 

sociodemographic characteristics, revealing that gender and age do not 

significantly influence consumption patterns. However, education level and income 

were identified as significant factors influencing the consumption of organic food, 

whereas they did not play a substantial role in the consumption of functional food. 

These findings suggest that higher education and income levels contribute to a 

greater preference for organic products, while functional food consumption 

remains consistent across different demographic groups. 
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S a ž e t a k  
 

Zdravlje postaje sve važnije kada su u pitanju važne društvene i lične vrednosti. Pored fizičke aktivnosti, ljudi postaju svesniji da 

hrana koju konzumiraju ima veliki uticaj na njihovo zdravlje i sve više obraćaju pažnju na prednosti vođenja i održavanja zdravijeg 

načina života. Ova studija istražuje konzumaciju organske i funkcionalne hrane, ističući rastuće interesovanje za ove proizvode 

zbog njihovih percipiranih zdravstvenih koristi. Organska hrana se proizvodi kroz ekološki održive prakse, bez sintetičkih 

hemikalija, dok je funkcionalna hrana obogaćena bioaktivnim sastojcima koji pružaju zdravstvene koristi iznad osnovnih nutritivnih 

potreba. Istraživanje se fokusiralo na konzumaciju organske i funkcionalne hrane među stanovnicima Srbije u odnosu na njihove 

sociodemografske karakteristike. Rezultati pokazuju da se organska hrana konzumira učestalije nego funkcionalna hrana. Razlike 

u konzumaciji testirane su na osnovu sociodemografskih karakteristika, i utvrđeno je da pol i starost ne utiču značajno na 

konzumaciju. Međutim, nivo obrazovanja i prihodi identifikovani su kao značajni faktori koji utiču na konzumaciju organske hrane, 

dok nisu imali značajan uticaj na konzumaciju funkcionalne hrane. Ovi nalazi sugerišu da viši nivo obrazovanja i prihoda doprinosi 

većoj sklonosti ka organskim proizvodima, dok konzumacija funkcionalne hrane ostaje dosledna među različitim demografskim 

grupama. 

Ključne reči: organska hrana, funkcionalna hrana, konzumacija, demografske karakteristike 

 

 
1. Introduction 

 

Recent trends in food consumption show a significant 

change in the understanding of food. Traditional role of 

food is providing essential nutrients and satisfying hunger, 
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but in modern era food is increasingly seen as an 

important factor in maintaining health, promoting psycho-

physical well-being, and preventing certain diseases. 

Considering the enormous expences associated with 

medical treatments, the prevention of health problems is 
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becoming a priority. Healthy lifestyle choices have the 

potential to reduce a great number of health issues that are 

linked to lifestyle factors. As part of their efforts to 

maintain a healthy lifestyle, consumers are paying more 

attention to the health-promoting qualities of food as they 

become more conscious of the possible effects their 

dietary choices may have on their health (Bachl, 2007; 

Chrysochou, 2010; Pech-Lopatta, 2007). 

 

There is a significant relationship between consumption 

of organic and functional food and various health benefits. 

Functional foods (fruits, vegetables, cereals, meat, fish, 

and dairy) include bioactive compounds that have a 

significant function in maintaining health and reducing 

disease risk factors (Essa et al., 2021). According to 

Goetzke et al. (2014), people who consume organic and 

functional foods tend to have better overall health and 

well-being.  

 

Organic food is a type of food that is considered healthier 

and meeting the "better for me" standard (Pech-Lopatta, 

2007). According to numerous studies (e.g., Hughner et 

al., 2007; Lea & Worsley, 2005; Torjusen et al., 2001), 

environmental concerns and animal welfare are among the 

primary factors of organic food consumption. 

Furthermore, consuming more organic food, including 

dairy and fresh products such as vegetables, fruits, bread, 

and eggs, is important for health maintenance (Nagy-

Pércsi & Fogarassy, 2019; Wu et al., 2019). Health and 

food safety are also among the most significant factors 

influencing consumer attitudes toward organic food, 

according to numerous studies (e.g., Çelik & Gül, 2023; 

Hemmerling et al., 2015; Pino et al., 2012).  

 

Functional food is described as food that has a positive 

influence on body functions and reducing the risk of 

diseases (Diplock et al., 1999). Considering that 

functional food promises consumers specific health 

benefits, it is reasonable to assume that health is the 

primary factor for purchasing these products. Several 

studies have focused on explaining the association 

between health orientation and the consumption of 

functional food, but results have been inconsistent (Kaur 

& Singh, 2017). 

 

The purpose of this study is to determine the degree of 

consumption of organic and functional foods among 

Serbian population. Study investigates whether there are 

evident consumption patterns based on respondents' 

sociodemographic characteristics. Understanding these 

relationships will provide insights into Serbian consumer 

behavior and potential market trends. 

 

2. Consumption of organic and functional foods 

according to demographic profiles 

 

The adoption of functional food is significantly influenced 

by consumer characteristics, such as demographic 

background and personal motivation for engaging in 

health-related activities. According to many studies (e.g., 

Dagevos, 2005; de Jong et al., 2003; Brečić et al., 2014; 

Büyükkaragöz et al., 2014), sociodemographic 

characteristics of consumers, such as gender, education 

level, and age, are the most significant factors that 

contribute to the acceptance of functional food. In addition 

to that, it is crucial to regularly assess consumer behavior 

and environmental awareness because they are dynamic 

and always changing (Wojciechowska-Solis & Barska 

2021).  

 

Consumers are frequently exposed to various examples 

demonstrating women’s preference for healthier eating 

habits. According to Sobal (2005), consumers indeed 

associate healthy food with femininity, while unhealthy 

food is linked to masculinity. Women are more likely than 

men to exhibit more pro-environmental attitudes and 

behaviors (Zelezny et al., 2000), and they are more likely 

to buy pesticide-free products (Hunter et al., 2004). 

Regular exposure to such instances creates a cognitive 

association between femininity and organic selection and 

other pro-environmental choices. People do associate pro-

environmental behavior with femininity, regardless of 

their own gender (Brough et al., 2016). Several studies 

have found that women generally exhibit a more favorable 

attitude toward purchasing and consuming organic and 

functional foods compared to men. For example, studies 

conducted by Gundala et al. (2022) and Rosyid et al. 

(2023) found that women are more likely to consume 

organic food than men. Also, the findings of Ureña et al. 

(2008) indicate that although men are more likely to pay a 

premium for organic food than women, women have a 

more positive attitude toward buying and consuming 

organic food.  

 

Recent food industry trends have showed that functional 

food is gaining increasing popularity worldwide and is 

becoming an essential part of daily diets (Kaur & Singh, 

2017). Küster-Boluda & Vidal-Capilla, (2017) found 

gender-related differences in dietary preferences (e.g., 

Küster-Boluda & Vidal-Capilla, 2017). This could be due 

to the increased focus of women on body weight 

management and their stronger interest in healthy eating 

habits (Küster-Boluda & Vidal-Capilla, 2017). Numerous 

studies (e.g., Brečić et al., 2014; Verneau et al., 2019; 

Büyükkaragöz et al., 2014; Çakiroğlu & Uçar, 2018) have 

demonstrated that women are more inclined to consume 

functional food compared to men. On the other hand, 

Szczepanska et al. (2024) did not reveal statistically 

significant differences in the frequency of consumption of 

functional products according to gender. Based on that, H1 

is set:  

 

H1: There are differences in consumption of organic and 

functional food according to gender of respondents. 

 

Many studies identified age as significant factor that 

influences consumers' attitudes and behaviors toward 

organic and functional food (e.g., Siegrist et al., 2015; 

Bruschi et al., 2015; Annunziata et al., 2015; Kranjac et 

al., 2017; Kljusurić et al., 2015; Aertsens et al., 2009). The 

relationship between age and organic food consumption 

varies across studies. Magnusson et al. (2001) and 

Dettmann and Dimitri (2009) found that younger 

consumers show greater interest in organic foods, while 

older adults do not purchase them consistently. In the 

similar vein, Kranjac et al. (2017) reported that young 
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people buy organic foods more frequently than older 

people. On the other hand, some studies identified older 

people as organic food consumers (Mintel, 2000; Xie et 

al., 2015). 

 

Previous research, like the one conducted by Poulsen 

(1999) found that women and older respondents have 

more favorable attitudes toward functional food when 

compared to other consumer groups. Many studies 

identified that older people are the most frequent 

consumers of funcional food (e.g., Verneau et al., 2019; 

Büyükkaragöz et al., 2014). According to Prodanović & 

Lazović (2015) older consumers are more likely to accept 

functional foods, even if these products may have a less 

appealing taste compared to regular foods. On the other 

hand, young people are less interested in functional foods, 

often prioritizing taste and convenience (Urala & 

Lähteenmäki, 2007). 

 

H2: There are differences in consumption of organic and 

functional food according to age of respondents. 

 

In the United States and Europe, the main consumers of 

functional foods are those with greater incomes and levels 

of education (Siro et al. 2008). According to Stolz et al. 

(2011), people with higher incomes prefer purchasing 

organic food. In similar vein, Gracia and Magistris (2008) 

discovered that in southern Italy, consumers’ income has 

a significant impact on their choice of organic food, with 

lower-income consumers being less likely to choose 

organic products. Dettmann and Dimitri (2007) 

discovered that people with higher levels of education are 

more likely to buy organic foods than those with lower 

level of education. Similarly, Korkmaz et al. (2014) 

evaluated how education affects preferences for buying 

organic fresh vegetables and fruits and concluded that 

higher level of education is associated with an increased 

tendency to select organic options. On the other hand, 

Martins et al. (2020) found no significant relationship 

between purchase of organic food and education level. 

 

Education also has an impact on the consumption of 

functional food or food that provides additional health 

benefits beyond basic nutrition. Increased knowledge and 

awareness, which are frequently associated with higher 

levels of education, have been identified as elements that 

would encourage the consumption of functional foods, 

according to a study that examined perceptions and 

awareness of functional foods (Vella et al., 2014). 

According to Baker et al. (2022), consumers' knowledge 

of functional foods is influenced by demographic factors, 

such as level of education, and this in turn influences their 

consumption habits. Based on that, the following 

hypothesis is set:  

 

H3: There are differences in consumption of organic and 

functional food according to level of education of 

respondents. 

 

Income is one of the demographic factors that is known to 

have a significant impact on consumers' decisions to buy 

organic food. For example, Loureiro et al. (2001) found 

that people who earn more are more likely to buy organic 

food. Likewise, Voon et al. (2011) found that income and 

the purchase of organic products were positively 

correlated. Higher income quality has a positive impact on 

environmental values, perceived consumer effectiveness, 

and the intention to buy organic food (Zheng et al., 2023). 

The consumption of different organic foods, including 

vegetables, legumes, nuts, cereal products, meat, fish, 

eggs, bread, potatoes, dairy products, and butter, is also 

strongly correlated with household income (Lafram et al., 

2024). As stated by Gundala & Singh (2021), purchasing 

organic food is directly correlated with income. However, 

a study by Korkmaz et al. (2014) found that income level 

has no effect on the preference for organic products.  

 

According to Vorage et al. (2020) there is a greater 

willingnes and ability of higher socioeconomic groups to 

pay premium prices for functional food. Similarly, Baker 

et al. (2022) discovered that higher income levels are 

frequently correlated with higher intentions to buy 

functional food. Safraid et al. (2024) found that positive 

perceptions of functional foods are directly correlated 

with income, particularly among middle-aged adults 

whose monthly family income was more than four times 

the minimum wage. Based on that, the following 

hypothesis is set: 

 

H4: There are differences in consumption of organic and 

functional food according to income level of respondents. 

 

3. Methodology  

 

For the research on the consumption of organic and 

functional food, two scales were used, which were 

adopted from the model of Goetzke et al. (2014). The 

study was conducted on the territory of the Republic of 

Serbia, both face-to-face and online, from August to 

November 2024. The face-to-face survey was conducted 

using a randomly selected sample, ensuring a diverse 

group of respondents. On the other hand, the online survey 

was shared in various social media groups related to food, 

health, and lifestyle, allowing for a broader reach. The 

questionnaire consisted of two parts. The first part 

included four questions related to the sociodemographic 

characteristics of the respondents: gender, age, level of 

education, and income. The second part of the 

questionnaire consisted of 20 items related to the 

frequency of consumption of organic and functional food 

(8 items related to consumption of organic food and 12 

related to consumption of functional food). To answer the 

question of how often they consumed these products in the 

past six months, a five-point Likert scale was used (1 – 

never, 2 – rarely, 3 – sometimes, 4 – often, 5 – always). 

The purpose of the conducted study was to answer the 

question of whether gender has an impact on the 

consumption of organic and functional food. 

 

4. Results  

 

Sample description  

 

The demographic composition of the sample is presented 

in Table 1, detailing gender, age, education level, and 

income distribution. The sample comprises a relatively 
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balanced gender distribution, with 53.2% of respondents 

identifying as female and 46.8% as male. Regarding age 

distribution, most respondents (57.7%) fall within the 21–

40 age category, indicating a predominance of young to 

middle-aged individuals in the sample. The 41–60 age 

group constitutes 29.4%, while older individuals (61+ 

years) account for 8.7%. The lowest representation is 

found in the youngest category (≤20 years), comprising 

only 4.2% of the respondents.  In terms of education, the 

largest proportion of respondents (50.2%) holds a 

graduate degree, followed by those with a master’s degree 

(27.2%) and high school education (19.6%). The smallest 

category consists of PhD holders (3.0%). This indicates a 

relatively highly educated sample, which may influence 

perceptions and consumption patterns related to the 

study's focus, as previous research suggests that higher 

education levels are associated with greater awareness and 

acceptance of scientific and health-related information 

(Lusk & Briggeman, 2009). 

  

Table 1. Sociodemographic characteristics of 

respondents 
 Frequency Percentage 

Gender   

Male 124 46.8 

Female 141 53.2 

Age   

Up to 20 years 11 4.2 

21 – 40 years 153 57.7 

41 – 60 years 78 29.4 

Over 61 years 23 8.7 

Education level   

High school 52 19.6 

Graduate degree 133 50.2 

Master’s degree 72 27.2 

PhD 8 3.0 

Income   

Do 50.000 RSD 80 30.2 

50.001 – 75.000 RSD 90 34.0 

75.001 – 100.000 RSD 74 27.9 

Over 100.000 RSD 21 7.9 

Source: Prepared by the authors based on analysis in SPSS 
 

 

Descriptive statistical analysis  

 

The results of the descriptive statistical analysis indicate 

that respondents generally prefer organic products such as 

vegetables and salads (M=3.22), which may suggest 

greater awareness of healthier dietary practices. This 

preference could be linked to the perception of organically 

grown products as more natural and less industrially 

processed, as well as their greater availability in the 

market. Vegetables and salads are staple food items often 

widely available in stores, while the marketing of 

organically grown products frequently emphasizes their 

naturalness, health benefits, and environmental 

advantages, further contributing to their popularity. On the 

other hand, the lower average value for “Organic cereals“ 

(M=2.30) may indicate that these products are not as 

commonly included in respondents' daily diets, are 

perceived as more expensive and less of a priority, or that 

marketing efforts for these products are insufficient. 

 

Regarding functional food, the highest value for the item 

“Dairy products with probiotics“ (M=3.40) suggests that 

respondents are relatively aware of the importance of 

reducing sugar intake in their daily diets. This could 

reflect global trends and nutritional recommendations 

about the negative health impacts of excessive sugar 

consumption. Conversely, the lowest value for 

"Cholesterol-lowering oil" (M=1.78) may signal the lower 

market presence of these products, their cost, or a lack of 

information about their health benefits among consumers. 

 

Using Cronbach's alpha coefficient of reliability for the 

scales, it was determined that both identified factors fall 

within the domain of high reliability (Organic food 

consumption α = .913, Functional food consumption α = 

.809). The reliability values of both scales exceed the 

recommended threshold of 0.7 (Kaiser, 1974). 

 

Table 2. Results of descriptive statistical analysis 
Items M SD 
Organic vegetables/salad  3.22 1.096 
Organic fruits 3.15 1.085 
Generally, organically grown products 3.08 1.038 
Organic milk and milk products 2.64 1.287 
Organic bread and bakery products 2.62 1.280 
Organic meat and sausages 2.80 1.289 
Organic cereals (e.g., musli) 2.30 1.200 
Organic eggs  3.25 1.337 
Generally functional food 2.99 1.035 
Dairy products with probiotics 3.40 1.144 
ACE drinks (drinks with vitamins A, C, E) 2.72 1.227 
Wellness water 1.87 1.042 
Wellness flakes/musli 2.24 1.25 
Chewing gum for oral protection 2.44 1.42 
Bread with vitamins/supplements 2.09 1.20 
Energy drinks 1.93 1.14 
Low fat content products 2.83 1.09 
Low sugar content products 3.09 1.044 
Salt enriched with fluoride and folic acid 2.14 1.044 
Cholesterol-lowering oil 1.78 1.061 
Source: Prepared by the authors based on analysis in SPSS 

 

T-test according to gender  

 

To determine whether there are statistically significant 

differences in the consumption of organic and functional 

food based on the gender of the respondents, an 

independent samples t-test was conducted (Table 3). The 

test revealed no statistically significant differences in the 

consumption of organic food (p = .715) or functional food 

(p = .419) with respect to gender. The lack of statistically 

significant differences in the consumption of organic and 

functional food based on gender suggests that factors 

other than gender may be influencing dietary choices. This 

could reflect an increasing awareness of health benefits 

among both men and women, leading to similar 

consumption patterns. The results of this analysis did not 

confirm Hypothesis 1. 

 

 

 

 



 Organic and functional food consumption: a sociodemographic perspective  
 

BizInfo (Blace), 2025, Volume X, Number X, pp. X-XX 5 

Table 3. – t-test according to gender 

Type of food 
Gender 

t-value p 
Male (N=98) Female (N=119) 

Organic food consumption 2.84 2.79 .366 .715 

Functional food consumption 2.34 2.42 -.809 .419 

Source: Prepared by the authors based on analysis in SPSS 

 

Analysis of variance ANOVA  

 

To test whether there are differences in the consumption 

of organic and functional foods among different 

respondent groups, ANOVA (Analysis of Variance) was 

used. Sociodemographic characteristics of the 

respondents (age, education, and income) were used as 

independent variables. 

 

Using ANOVA, it was tested whether there are 

differences in the consumption of organic and functional 

foods based on the age of the respondents (Table 4). The 

results of the analysis showed that there were no 

statistically significant differences based on age, so the 

LSD post-hoc test was not applied. A potential 

explanation for the results, which show no statistically 

significant differences in the consumption of organic and 

functional foods in Serbia based on age, could be that 

awareness about health and nutrition is widespread across 

all age groups. It is possible that information about the 

benefits of organic and functional foods has become 

accessible throughout society, and people of all ages are 

gradually adopting healthier eating habits. Additionally, 

factors such as socio-economic status, education, or even 

product marketing strategies may play a more significant 

role in decision-making regarding the consumption of 

these types of foods than the age of the respondents. In 

some cases, older generations may be influenced by 

traditions and habits that have been present for longer, 

while younger generations may be more exposed to new 

trends through social media and the media. However, if 

these factors are similar across all age groups, this could 

explain why age did not have a statistically significant 

impact on the consumption of organic and functional 

foods in this study. Obtained results did not provide 

support for H2.

 

Table 4. ANOVA according to age 

Type of food  

Age  

F p 
LSD post-

hoc test 
Up to 20 

years (N=9) 

21-40 years 

(N=173) 

41 – 60 years 

(N=31) 

Over 61 

years (N=4) 

Organic food consumption 3.3977 2.8056 2.8942 3.1087 1.909 .128 - 

Functional food consumption 2.4463 2.4668 2.5932 2.5296 .735 .532 - 

Source: Prepared by the authors based on analysis in SPSS 

 

Using ANOVA, it was tested whether there are 

differences in the consumption of organic and functional 

foods based on the education level of the respondents 

(Table 5). The results of the analysis revealed statistically 

significant differences between certain groups in the 

consumption of organic food (F = 3.070, p = 0.028), and 

the LSD post-hoc test was applied to identify the specific 

groups showing these differences. The test showed that 

respondents with a high school diploma consume organic 

food more than those with a university degree or a master's 

degree. A possible explanation for why individuals with 

only a high school education consume organic food more 

than those with higher education levels could lie in the fact 

that lower levels of education do not necessarily equate to 

a lack of health awareness. These individuals may be more 

inclined to seek natural and simple options that organic 

food offers. Additionally, lower socio-economic status, 

which is often associated with a high school education, 

may drive a greater focus on health and nutrition as a 

means of maintaining well-being and preventing illness. 

In contrast, individuals with higher education levels might 

have more access to alternative and specialized 

information, making them more likely to experiment with 

different diets or prioritize factors such as price, taste, or 

convenience over organic options. Thus, H3 is partially 

supported.

 

Table 5. ANOVA according to education lever 

Type of food  

Education level  

F p 
LSD post-

hoc test 
High school 

(N=52) 

Graduate 

degree 

(N=133) 

Master's 

degree 

 (N=72) 

PhD  

(N=8) 

Organic food consumption 3.2019 2.8449 2.6892 2.7656 3.070 .028 1>2.3 

Functional food consumption 2.5401 2.4459 2.3819 2.4377 1.155 .327 - 

Source: Prepared by the authors based on analysis in SPSS 

 

ANOVA was used for determining whether there are 

differences in the consumption of organic and functional 

food based on the income level of the respondents (Table 

6). The LSD post-hoc test showed that there are 

statistically significant differences in the consumption of 

organic food among different income groups. 

Specifically, participants with the lowest income levels 

reported a higher level of organic food consumption 

compared to those with higher incomes. This finding may 

seem surprising, as it is often assumed that individuals 

with higher incomes have greater access to and 

willingness to purchase organic food due to its higher 

prices. However, this outcome could be explained by a 

variety of factors. First, people with lover income levels 

may place a higher value on nutrition and health, which 

may motivate them to spend more on organic food despite 
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their smaller budget. Also, they might think that organic 

food is healthier and better quality, which makes it a better 

choice even if it costs more. Geographical factors and the 

availability of organic food might also change depending 

on location. In some areas, organic products may be easier 

for people with lower incomes to afford because they are 

easier to get or because they are subsidized. This result 

shows how complicated the factors that affect consumer 

behavior are, suggesting that socio-economic factors 

affect food choices in ways that need more research. 

Obtained results partially confirmed H4.

 

Table 6. ANOVA according to income lever 

Type of food  

Income level  

F p 
LSD post-

hoc test 
Up to 50.000 

RSD (N=52) 

50.001 – 

75.000 RSD 

(N=133) 

75.001 – 

100.000 RSD 

(N=72) 

Over 

100.000 RSD 

(N=8) 

Organic food consumption 3.2019 2.8449 2.6892 2.7656 3.070 .028 1>2.3 

Functional food consumption 2.5401 2.4459 2.3819 2.4377 1.155 .327 - 

Source: Prepared by the authors based on analysis in SPSS 

 

5. Discussion and conclusion 

 

This research aimed to examine the extent to which 

Serbian population consumes organic and functional 

foods, with the goal of gaining insight into consumer 

habits and attitudes toward these types of food. Organic 

food, which is distinguished by its production methods 

that avoid pesticides and synthetic fertilizers, is gaining 

popularity among consumers seeking a healthier lifestyle. 

Conversely, functional foods are also becoming more 

popular in the market since they provide extra health 

advantages like boosting immunity or controlling 

digestion. The consumption of organic and functional 

foods has the potential to increase in Serbia; however, to 

fully achieve this potential, efforts must concentrate on 

increasing consumer awareness, resolving affordability 

difficulties connected to income, and enhancing product 

availability. Despite the growing interest in these kinds of 

products, consumer choices are influenced by several 

factors, including costs, accessibility, as well as 

understanding of their advantages. To better understand 

the consumption patterns, sociodemographic traits were 

examined to determine which particular groups are more 

prone to eat these foods.  

 

The results of this study showed that gender is not 

significant factor in the consumption of organic and 

functional food (Organic t=.366, p=.715; Functional t=-

.809, p=.419). Regarding organic food consumption, 

these findings are in accordance with the study by 

Gundala and Singh (2021), which suggested that gender 

does not influence the purchase of organic food. Likewise, 

in the context of functional food consumption, Vella et al. 

(2014) found no significant effect of gender, which is 

consistent with the results obtained in this study. 

Therefore, the findings do not support H1. 

 

Previous studies highlighted the influence of age on 

attitudes towards consumption of organic and functional 

food (e.g., Kljusurić et al., 2015; Bruschi et al., 2015; 

Kranjac et al., 2017). Our study did not find a significant 

influence of age on organic food consumption, which 

aligns with the findings of Aertsens et al. (2009). Their 

study found that age does not significantly influence 

consumers’ decisions to buy organic food. Hese findings 

imply that consumers’ decisions to eat organic food may 

be strongly influenced by other variables. The results of 

this study do not indicate a significant association between 

age and consumption of functional foods, even though 

numerous studies found that older persons show stronger 

acceptance of functional foods (e.g., Prodanović & 

Lazović, 2015; Poulsen, 1999). Given that younger people 

are increasingly aware of the advantages of functional 

foods, it's probable that attitudes toward nutrition and 

health are becoming more similar across generations. 

According to Urala and Lähteenmäki (2004), younger 

consumers are becoming more health-conscious, 

including the use of functional foods, as they gain access 

to greater understanding about their benefits. Obtained 

results did not support H2.  

 

Education level was found to have a significant effect on 

the consumption of organic food, but not on the 

consumption of functional foods. This is consistent with 

previous research showing that people who have a higher 

education are more willing to buy organic food (Dettmann 

& Dimitri, 2007; Korkmaz et al., 2014), while some 

studies do not support this finding (Martins et al., 2020). 

Although education has been associated with increased 

knowledge and awareness of functional foods (Vella et al., 

2014; Baker et al., 2022), our findings failed to support 

the idea that education has a direct effect on the 

consumption of functional foods. Therefore, H3 was 

partially confirmed.  

 

Loureiro et al. (2001), Voon et al. (2011), and Zheng et al. 

(2023) have shown that income has a substantial impact 

on the consumption of organic food, with higher income 

levels being positively associated with increased 

purchases.  

 

Lafram et al. (2024) and Gundala & Singh (2021) have r

eported that people with a higher income are more likely 

to buy organic items. This study's findings are consistent 

with those of other studies, indicating a similar strong 

impact of income on organic food consumption. However, 

unlike Vorage et al. (2020), Baker et al. (2022), and 

Safraid et al. (2024), income appears to have no 

substantial effect on the consumption of functional foods. 

Hence, H4 is partially confirmed.  

 

The results of this study show that organic food is 

consumed slightly more than functional food. This shows 

that consumers are more likely to prefer organic products, 

which should be investigated further in future studies. 

Some studies (e.g., Grochowska-Niedworok et al., 2017; 
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Topolska et al., 2021) have found that associating an 

unpleasant taste with functional foods is a significant 

factor contributing to their avoidance by consumers. This 

could potentially explain the lower consumption of 

functional food in Serbia, as consumers may be less 

inclined to purchase these products due to negative 

perceptions about their taste. Additionally, a lack of 

awareness about what functional foods are may further 

hinder their consumption, as individuals may not fully 

understand the health benefits they offer or the differences 

between functional and regular food. Providing additional 

information about the benefits of organic food products 

may help convince consumers to make the purchase. This 

study will be helpful to retailers to segment their 

consumers based on their demographics. The study will 

also help retailers understand the factors that are likely to 

influence consumers’ organic food purchases and design 

strategies to increase their sales. Since availability is one 

factor in buying decisions, retailers should reach out to 

local shops/areas to enhance market coverage. As 

subjective norms are another significant factor, marketers 

should promote organic food consumption through 

family, celebrities, and society. The results obtained in 

this study indicate an insufficiently developed consumer 

awareness of both organic and functional food. The 

market for organic and functional food remains limited, 

although research suggests that organic producers tend to 

experience growth in terms of profitability indicators 

(Mitić & Čolović, 2022). It is essential to expand the 

product range in organic production and the food industry, 

ensure continuous supply, and, above all, implement 

appropriate marketing activities. One way to increase 

consumption is by informing and educating consumers 

about organic and functional food. 

 

A limitation of this study is the lack of sample diversity, 

as most participants were young. Future research should 

aim to include a more diverse demographic to better 

reflect the general population's consumption habits. 

Additionally, as dietary habits vary across cultures 

(Kapelari et al., 2020; Nemeth et al., 2019), future studies 

should incorporate cultural norms and marketing contexts 

to explain the discrepancies in findings. 

 
Acknowledgment 

The authors gratefully acknowledge the financial support of the 

Ministry of Science, Technological Development and 

Innovation of the Republic of Serbia (Grants No. 451-03-

66/2024-03/ 200125 & 451-03-65/2024-03-200125). 

 

References 
 

Aertsens, J., Verbeke, W., Mondelaers, K., & Van 

Huylenbroeck, G. (2009). Personal determinants of 

organic food consumption: a review. British food 

journal, 111(10), 1140-1167. 

https://doi.org/10.1108/00070700910992961  

Annunziata, A., Vecchio, R., & Kraus, A. (2015). Awareness 

and preference for functional foods: The perspective of 

older Italian consumers. International Journal of 

Consumer Studies, 39(4), 352-361. 

https://doi.org/10.1111/ijcs.12202  

Bachl, T. (2007). Wellness trend benefits markets. Consumers’ 

Choice ‘07. Berlin: BVE, 9-12.  

Baker, M. T., Lu, P., Parrella, J. A., & Leggette, H. R. (2022). 

Investigating the effect of consumers’ knowledge on 

their acceptance of functional foods: A systematic 

review and meta-analysis. Foods, 11(8), 1135. 

https://doi.org/10.3390/foods11081135  

Brečić, R., Gorton, M. & Barjolle, D. (2014). Understanding 

variations in the consumption of functional foods – 

evidence from Croatia. British Food Journal, 116(4), 

662-675. https://doi.org/10.1108/BFJ-05-2012-0133  

Brough, A. R., Wilkie, J. E., Ma, J., Isaac, M. S., & Gal, D. 

(2016). Is eco-friendly unmanly? The green-feminine 

stereotype and its effect on sustainable consumption. 

Journal of Consumer Research, 43(4), 567-582. 

https://doi.org/10.1093/jcr/ucw044  

Bruschi, V., Teuber, R., & Dolgopolova, I. (2015). Acceptance 

and willingness to pay for health-enhancing bakery 

products–Empirical evidence for young urban Russian 

consumers. Food Quality and Preference, 46, 79-91. 

https://doi.org/10.1016/j.foodqual.2015.07.008  

Büyükkaragöz, A., Bas, M., Sağlam, D. & Cengiz, Ş.E. (2014). 

Consumers’ awareness, acceptance and attitudes 

towards functional foods in Turkey. International 

Journal of Consumer Studies, 38(6), 628-635. 

https://doi.org/10.1111/ijcs.12134  

Çakiroğlu, F.P. & Uçar, A. (2018). Consumer attitudes towards 

purchasing functional products. Progress in Nutrition, 

20, 257–262. https://doi.org/10.23751/pn.v20i2.5859 

Çelik, H., & Gül, A. (2023). Consumer Perceptions and Purchase 

Intentions towards Organic Foods: Evidence from 

Eastern Mediterranean Region of Türkiye. Asian 

Journal of Agricultural Extension, Economics & 

Sociology, 41(11), 275-291. 

https://doi.org/10.9734/ajaees/2023/v41i112285  

Chrysochou, P. (2010). Food health branding: The role of 

marketing mix elements and public discourse in 

conveying a healthy brand image. Journal of Marketing 

Communications, 16(1-2), 69-85. 

https://doi.org/10.1080/13527260903342787  

Dagevos, H. (2005). Consumers as four-faced creatures. 

Looking at food consumption from the perspective of 

contemporary consumers. Appetite, 45(1), 32-39. 

https://doi.org/10.1016/j.appet.2005.03.006   

De Jong, N., Ocké, M.C., Branderhorst, H.A.C. & Friele, R. 

(2003). Demographic and lifestyle characteristics of 

functional food consumers and dietary supplement users. 

British Journal of Nutrition, 89(2), 273-281. 

https://doi.org/10.1079/BJN2002772  

Dettmann R, & Dimitri C. (2007). Dettmann, R. L., & Dimitri, 

C. (2007). Organic consumers: A demographic 

portrayal of organic vegetable consumption within the 

United States. In  

European Association of Agricultural Economists 

(EAAE) 105th Seminar, (March 8-10, 2007, Bologna, 

Italy), pp. 453 – 463. 

http://dx.doi.org/10.22004/ag.econ.7899  

Dettmann, R. L., & Dimitri, C. (2009). Who's buying organic 

vegetables? Demographic characteristics of US 

consumers. Journal of food products marketing, 16(1), 

79-91. https://doi.org/10.1080/10454440903415709  

Diplock., A.T., & Action, E. C. (1999). Scientific concepts of 

functional foods in Europe: consensus document. British 

journal of nutrition, 81(1), S1 - S27. DOI: 

https://doi.org/10.1017/S0007114599000471  

Essa, M. M., Bishir, M., Bhat, A., Chidambaram, S. B., Al-

Balushi, B., Hamdan, H., ... & Qoronfleh, M. W. (2021). 

Functional foods and their impact on health. Journal of 

Food Science and Technology, 1-15. 

https://doi.org/10.1007/s13197-021-05193-3  

Gajdoš Kljusuric, J., Čačić, J., Misir, A., & Čačić, D. (2015). 

Geographical region as a factor influencing consumers’ 

https://doi.org/10.1108/00070700910992961
https://doi.org/10.1111/ijcs.12202
https://doi.org/10.3390/foods11081135
https://doi.org/10.1108/BFJ-05-2012-0133
https://doi.org/10.1093/jcr/ucw044
https://doi.org/10.1016/j.foodqual.2015.07.008
https://doi.org/10.1111/ijcs.12134
https://doi.org/10.9734/ajaees/2023/v41i112285
https://doi.org/10.1080/13527260903342787
https://doi.org/10.1016/j.appet.2005.03.006
https://doi.org/10.1079/BJN2002772
http://dx.doi.org/10.22004/ag.econ.7899
https://doi.org/10.1080/10454440903415709
https://doi.org/10.1017/S0007114599000471
https://doi.org/10.1007/s13197-021-05193-3


Jelena Tepavčević, Ivana Blešić, Milorad Todorović & Teodora Petković 

BizInfo (Blace), 2025, volumen X, broj X, str. X-XX 8 

perception of functional food–case of Croatia. British 

Food Journal, 117(3), 1017-1031. 

https://doi.org/10.1108/BFJ-12-2013-0282  

Goetzke, B., Nitzko, S., Spiller, A. (2014). Consumption of 

organic and functional food. A matter of well-being and 

health? Appetite, 77C, 94-103. 

https://doi.org/10.1016/j.appet.2014.02.012  

Gracia, A, De Magistris, T. (2008). The demand for organic 

foods in the South of Italy: A discrete choice model. 

Food Policy, 33, 386–396. 

https://doi.org/10.1016/j.foodpol.2007.12.002  

Grochowska-Niedworok, E., Brukało, K., & Kardas, M. (2017). 

Consumer choice determinants in context of functional 

food. International Journal of Nutrition and Food 

Engineering, 11(8), 605-608.  

Gundala, R. R., & Singh, A. (2021). What motivates consumers 

to buy organic foods? Results of an empirical study in 

the United States. Plos one, 16(9), e0257288. 

https://doi.org/10.1371/journal.pone.0257288  

Gundala, R. R., Nawaz, N., RM, H., Boobalan, K., & 

Gajenderan, V. K. (2022). Does gender moderate the 

purchase intention of organic foods? Theory of reasoned 

action. Heliyon, 8 (9), e10478. 

https://doi.org/10.1016/j.heliyon.2022.e10478  

Hemmerling, S., Hamm, U., & Spiller, A. (2015). Consumption 

behaviour regarding organic food from a marketing 

perspective—a literature review. Organic 

Agriculture, 5, 277-313. 

https://doi.org/10.1007/s13165-015-0109-3  

Hughner, R. S., McDonagh, P., Prothero, A., Shultz, C. J., & 

Stanton, J. (2007). Who are organic food consumers? A 

compilation and review of why people purchase organic 

food. Journal of Consumer Behaviour: An International 

Research Review, 6(2‐3), 94-110. 

https://doi.org/10.1002/cb.210  

Hunter, L. M., Hatch, A., & Johnson, A. (2004). Cross‐national 

gender variation in environmental behaviors. Social 

science quarterly, 85(3), 677-694. 

https://doi.org/10.1111/j.0038-4941.2004.00239.x  

Kaiser, H. F. (1974). An Index of Factorial Simplicity. 

Psychometrika, 39(1), 31-36. 

https://doi.org/10.1007/BF02291575  

Kapelari, S., Alexopoulos, G., Moussouri, T., Sagmeister, K. J., 

& Stampfer, F. (2020). Food heritage makes a 

difference: The importance of cultural knowledge for 

improving education for sustainable food 

choices. Sustainability, 12(4), 1509. 

https://doi.org/10.3390/su12041509  

Kaur, N., & Singh, D. P. (2017). RETRACTED: Deciphering the 

consumer behaviour facets of functional foods: A 

literature review. Appetite, 112, 167-187. 

https://doi.org/10.1016/j.appet.2017.01.033  

Korkmaz, M., Alacahan, N. D., & Ataseven, Y. (2014). Testing 

of the impact of education level on the organic product 

buying preferences. Eur. J. Exp. Biol, 4, 680-690. 

Kranjac, M., Vapa-Tankosic, J., & Knežević, M. (2017). Profile 

of organic food consumers. Economics of 

agriculture, 64(2), 497-514. 

https://doi.org/10.5937/ekoPolj1702497K  

Küster-Boluda, I., & Vidal-Capilla, I. (2017). Consumer 

attitudes in the election of functional foods. Spanish 

Journal of Marketing-ESIC, 21, 65-79. 

https://doi.org/10.1016/j.sjme.2017.05.002  

Lafram, A., Belfakira, C., Hindi, Z., Bikri, S., Benayad, A., El 

Bilali, H., ... & Aboussaleh, Y. (2024). Organic food 

consumption in Kenitra, Morocco: attitudes, 

motivations, and barriers. Frontiers in Sustainable Food 

Systems, 8, 1413498. 

https://doi.org/10.3389/fsufs.2024.1413498  

Lea, E., & Worsley, T. (2005). Australians' organic food beliefs, 

demographics and values. British food journal, 107(11), 

855-869. https://doi.org/10.1108/00070700510629797  

Loureiro, M. L., McCluskey, J. J., & Mittelhammer, R. C. 

(2001). Assessing consumer preferences for organic, 

eco-labeled, and regular apples. Journal of agricultural 

and resource economics, 404-416. 

https://www.jstor.org/stable/40987117  

Lusk, J. L., & Briggeman, B. C. (2009). Food values. American 

Journal of Agricultural Economics, 91(1), 184-196. 

https://doi.org/10.1111/j.1467-8276.2008.01175.x  

Magnusson, M. K., Arvola, A., Hursti, U. K. K., Åberg, L., & 

Sjödén, P. O. (2001). Attitudes towards organic foods 

among Swedish consumers. British food 

journal, 103(3), 209-227. 

https://doi.org/10.1108/00070700110386755  

Martins, A. P. D. O., Bezerra, M. D. F., Marques Junior, S., 

Brito, A. F. D., Urbano, S. A., Borba, L. H. F., ... & 

Rangel, A. H. D. N. (2020). Factors affecting the 

consumption of organic and functional foods in 

Brazil. Food Science and Technology, 41, 938-943. 

https://doi.org/10.1590/fst.26820  

Mintel, (2000). Organic Food and Drink Retailing. Market 

Intelligence Unit of the UK Economic Intelligence Unit, 

London. Qual. Prefer, 9, 119–133. 

Mitić, V., & Čolović, M. (2022). Economic indicators of 

profitability in the production of organic and 

conventional food and psychological ways of 

overcoming the crisis in managers due to the possible 

decline of business during the COVID-19 

pandemic. BizInfo Blace, 13(2), 99-107. 

https://doi.org/10.5937/bizinfo2202099M  

Nagy-Pércsi, K., & Fogarassy, C. (2019). Important influencing 

and decision factors in organic food purchasing in 

Hungary. Sustainability, 11(21), 6075. 

https://doi.org/10.3390/su11216075  

Nemeth, N., Rudnak, I., Ymeri, P., & Fogarassy, C. (2019). The 

role of cultural factors in sustainable food 

consumption—An investigation of the consumption 

habits among international students in 

Hungary. Sustainability, 11(11), 3052. 

https://doi.org/10.3390/su11113052  

Pech-Lopatta, D. (2007). ‘Wellfood’–healthy 

pleasures. Consumers’ Choice, 7, 23-34. 

Pino, G., Peluso, A. M., & Guido, G. (2012). Determinants of 

regular and occasional consumers' intentions to buy 

organic food. Journal of Consumer Affairs, 46(1), 157-

169. https://doi.org/10.1111/j.1745-6606.2012.01223.x  

Poulsen, J. (1999). Danish consumers’ attitudes towards 

functional foods (No. 62). University of Aarhus, Aarhus 

School of Business, The MAPP Centre. 

Prodanović, R., & Lazović, K. (2015). Percepcije i profil 

potrošača funkcionalne hrane. Ekonomija: teorija i 

praksa, 8, 65-85. https://doi.org/10.5937/etp1504065P  

Rosyid, A. H. A., Cahyasita, D., & Hilmi, Y. S. (2023). Gender 

Differences and Perceived Quality Influence on Organic 

Food Consumption in Indonesia. In BIO Web of 

Conferences (Vol. 69, p. 04027). EDP Sciences. 

https://doi.org/10.1051/bioconf/20236904027  

Safraid, G. F., Portes, C. Z., Dantas, R. M., & Batista, Â. G. 

(2024). Perception of functional food consumption by 

adults: Is there any difference between 

generations?. Brazilian Journal of Food Technology, 27, 

e2023095. https://doi.org/10.1590/1981-6723.09523  

Siegrist, M., Jing, S., Giusto, A. & Hartmann, Ch. (2015). World 

apart. Consumer acceptance of functional foods and 

beverages in Germany and China. Appetite, 92, 87-93. 

https://doi.org/10.1016/j.appet.2015.05.017  

Siro, I., Kapolna, E., Kapolna, B., & Lugasi, A. (2008). 

Functional food. Product development, marketing and 

https://doi.org/10.1108/BFJ-12-2013-0282
https://doi.org/10.1016/j.appet.2014.02.012
https://doi.org/10.1016/j.foodpol.2007.12.002
https://doi.org/10.1371/journal.pone.0257288
https://doi.org/10.1016/j.heliyon.2022.e10478
https://doi.org/10.1007/s13165-015-0109-3
https://doi.org/10.1002/cb.210
https://doi.org/10.1111/j.0038-4941.2004.00239.x
https://doi.org/10.1007/BF02291575
https://doi.org/10.3390/su12041509
https://doi.org/10.1016/j.appet.2017.01.033
https://doi.org/10.5937/ekoPolj1702497K
https://doi.org/10.1016/j.sjme.2017.05.002
https://doi.org/10.3389/fsufs.2024.1413498
https://doi.org/10.1108/00070700510629797
https://www.jstor.org/stable/40987117
https://doi.org/10.1111/j.1467-8276.2008.01175.x
https://doi.org/10.1108/00070700110386755
https://doi.org/10.1590/fst.26820
https://doi.org/10.5937/bizinfo2202099M
https://doi.org/10.3390/su11216075
https://doi.org/10.3390/su11113052
https://doi.org/10.1111/j.1745-6606.2012.01223.x
https://doi.org/10.5937/etp1504065P
https://doi.org/10.1051/bioconf/20236904027
https://doi.org/10.1590/1981-6723.09523
https://doi.org/10.1016/j.appet.2015.05.017


 Organic and functional food consumption: a sociodemographic perspective  
 

BizInfo (Blace), 2025, Volume X, Number X, pp. X-XX 9 

consumer acceptance-A review. Appetite, 51(3), 456-

467. https://doi.org/10.1016/j.appet.2008.05.060  

Sobal, J. (2005). Men, meat, and marriage: Models of 

masculinity. Food and Foodways, 13(1-2), 135-158. 

https://doi.org/10.1080/07409710590915409  

Stolz, H., Stolze, M., Janssen, M., & Hamm, U. (2011). 

Preferences and determinants for organic, conventional 

and conventional-plus products—The case of occasional 

organic consumers. Food Quality Preference, 22, 72–

779. https://doi.org/10.1016/j.foodqual.2011.06.011  

Szczepanska, E., Liedtka, A., & Czech, E. (2024). Knowledge 

and eating habits regarding functional food among 

adults. Roczniki Państwowego Zakładu Higieny, 75(1), 

35-44. https://doi.org/10.32394/rpzh.2024.0290  

Topolska, K., Florkiewicz, A., & Filipiak-Florkiewicz, A. 

(2021). Functional food: Consumer motivations and 

expectations. International Journal of Environmental 

Research and Public Health, 18(10), 5327. 

https://doi.org/10.3390/ijerph18105327  

Torjusen, H., Lieblein, G., Wandel, M., & Francis, C. A. (2001). 

Food system orientation and quality perception among 

consumers and producers of organic food in Hedmark 

County, Norway. Food quality and preference, 12(3), 

207-216. https://doi.org/10.1016/S0950-

3293(00)00047-1  

Urala, N., & Lähteenmäki, L. (2004). Attitudes behind 

consumers' willingness to use functional foods. Food 

quality and preference, 15(7-8), 793-803. 

https://doi.org/10.1016/j.foodqual.2004.02.008  

Ureña, F., Bernabéu, R., & Olmeda, M. (2008). Women, men 

and organic food: differences in their attitudes and 

willingness to pay. A Spanish case study. international 

Journal of consumer Studies, 32(1), 18-26. 

https://doi.org/10.1111/j.1470-6431.2007.00637.x  

Vella, M. N., Stratton, L. M., Sheeshka, J., & Duncan, A. M. 

(2014). Functional food awareness and perceptions in 

relation to information sources in older adults. Nutrition 

journal, 13, 1-12. https://doi.org/10.1186/1475-2891-

13-44 

Verneau, F., La Barbera, F., & Furno, M. (2019). The role of 

health information in consumers’ willingness to pay for 

canned crushed tomatoes enriched with 

Lycopene. Nutrients, 11, 2173. 

https://doi.org/10.3390/nu11092173  

Voon, J.P., Ngui, K.S., & Agrawal A. (2011). Determinants of 

willingness to purchase organic food: An exploratory 

study using structural equation modeling. International 

Food and Agribusiness Management Review, 14(2), 

103–120.  

Vorage, L., Wiseman, N., Graca, J., & Harris, N. (2020). The 

association of demographic characteristics and food 

choice motives with the consumption of functional foods 

in emerging adults. Nutrients, 12(9), 2582. 

https://doi.org/10.3390/nu12092582  

Wojciechowska-Solis, J., & Barska, A. (2021). Exploring the 

preferences of consumers’ organic products in aspects of 

sustainable consumption: The case of the Polish 

consumer. Agriculture, 11(2), 138. 

https://doi.org/10.3390/agriculture11020138  

Wu, X., Xiong, J., Li, H., & Wu, H. (2019). The myth of retail 

pricing policy for developing organic vegetable 

markets. Journal of Retailing and Consumer 

Services, 51, 8-13. 

https://doi.org/10.1016/j.jretconser.2019.02.013   

Xie, B., Wang, L., Yang, H., Wang, Y., & Zhang, M. (2015). 

Consumer perceptions and attitudes of organic food 

products in Eastern China. British food journal, 117(3), 

1105-1121. https://doi.org/10.1108/BFJ-09-2013-0255  

Xie, X., Huang, L., Li, J., & Zhu, H. (2020). Generational 

differences in perceptions of food health/risk and 

attitudes toward organic food and game meat: The case 

of the COVID-19 crisis in China. International journal 

of environmental research and public health, 17(9), 

3148. https://doi.org/10.3390/ijerph17093148  

Zelezny, L. C., Chua, P. P., & Aldrich, C. (2000). New ways of 

thinking about environmentalism: Elaborating on gender 

differences in environmentalism. Journal of Social 

issues, 56(3), 443-457. https://doi.org/10.1111/0022-

4537.00177  

Zheng, Q., Wen, X., Xiu, X., & Chen, Q. (2023). Income Quality 

and Organic Food Purchase Intention: The Chain 

Mediating Role of Environmental Value, Perceived 

Consumer Effectiveness. SAGE Open, 13(4), 

21582440231218974. 

https://doi.org/10.1177/21582440231218974   

  

 

  

https://doi.org/10.1016/j.appet.2008.05.060
https://doi.org/10.1080/07409710590915409
https://doi.org/10.1016/j.foodqual.2011.06.011
https://doi.org/10.32394/rpzh.2024.0290
https://doi.org/10.3390/ijerph18105327
https://doi.org/10.1016/S0950-3293(00)00047-1
https://doi.org/10.1016/S0950-3293(00)00047-1
https://doi.org/10.1016/j.foodqual.2004.02.008
https://doi.org/10.1111/j.1470-6431.2007.00637.x
https://doi.org/10.3390/nu11092173
https://doi.org/10.3390/nu12092582
https://doi.org/10.3390/agriculture11020138
https://doi.org/10.1016/j.jretconser.2019.02.013
https://doi.org/10.1108/BFJ-09-2013-0255
https://doi.org/10.3390/ijerph17093148
https://doi.org/10.1111/0022-4537.00177
https://doi.org/10.1111/0022-4537.00177
https://doi.org/10.1177/21582440231218974


Jelena Tepavčević, Ivana Blešić, Milorad Todorović & Teodora Petković 

BizInfo (Blace), 2025, volumen X, broj X, str. X-XX 2 

 


