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The aim of the study was to investigate the extent of consumption and assessment of organic
food by adult residents of Vilnius, Lithuania.

Methods. The target city of our research was Vilnius, the capital of Lithuania. It is the largest
Lithuanian city hosting diverse nationalities with a variety of lifestyles and nutritional habits.
The survey was conducted in largest supermarkets of Vilnius, by using anonymous question-
naires, from March to August 2008. The total amount of questionnaires circulated was 521, and
514 responses were received (response rate 98.7%). Residents of Vilnius were surveyed by using
anonymous questionnairies. The questionnaire included enquiries about views on organic food,
reasons for its consumption non-consumption, availability and access to the information.

Data analysis was performed with SPSS 14.0 software. The Mann-Whitney rank sum crite-
rion (U) was used to evaluate statistically significant differences among the groups. A chi square
(x?) statistics was used to identify the association of qualitative features, and the number of the
degrees of freedom was calculated (df). A p value less than 0.05 was considered to indicate a
statistically significant difference (p < 0.05).

Results. Organic food was consumed by 82.1% of respondents (88.2% of women and 71.2%
of men). In terms of frequency, Vilnius residents are rare consumers of organic food. Consum-
ers with two or three times a week comprise 37.2% of the respondents, while the rest are even
less frequent. The number of females who consume organic food is significantly greater than
that of males (p < 0.05). However, men are found to be more frequent consumers. Also, organic
food is consumed by a significantly greater amount of younger residents (p < 0.05). A signifi-
cant association was observed among age groups and consumption (p = 0.009): subjects aged
18-34 were more frequent consumers. Those with university and vocational education showed
a significantly higher consumption rate (p = 0.029), and 97.5% of the respondents would buy
organic food products if they were less expensive. The prevailing reasons for choosing organic
food were their (27.3%), healthiness (90.0%) and good taste (38.9%). The prevailing reasons
for the absence of consumption: too expensive (53.3%), not tasty (5.4%), shorter expiry period
(21.7%), inability to distinguish between organic and conventionally produced food (28.3%).
Most frequently are purchased organic fruit, berries and vegetables (71.8%), dairy products,
bread and other bakery products (49.3%), teas (42.9%), and meat products (29.9%). Com-
pared to men, women buy significantly greater amounts of organic fruit, berries and vegetables
(p =0.010), eggs (p = 0.002), spices (p = 0.022), whereas men prefer bread and other bakery
products (p = 0.002). In most cases consumers buy organic foods at supermarkets (83.6%), less
frequently at farmers’ markets (34.1%), food fairs (11.8%), other places, e. g., specialised stores
(14.9%). As 3.1% of our respondents have indicated that they do not purchase organic food but
are organic food consumers, we assume that they grow organic food themselves.

Conclusions. Residents of Vilnius consume organic food because it is regarded to be
healthy, and cite higher prices of organic food as the main prohibitive factor. Women and
younger respondents are significantly more frequent consumers of organic food. The majority
of residents when purchasing organic food at supermarkets are able to distinguish organic from
conventionally produced food; however, they feel a lack of information on it.

According to our findings, higher prices of organic food remain the major prohibitive fac-
tor for its non-comsumption.
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INTRODUCTION

The steady improvement in the industrial development, sop-
histicated technologies, an alarming amount of cars and che-
mical substances used in our environment contribute to the
increasingly growing air pollution, water and soil contamina-
tion. People continuously inhale polluted air, consume conta-
minated food and drink unsafe water, which results in their
weakened immune system or an increased risk of diseases
and allergies. Naturally, in recent years people have started
focusing on organic foods. Such products have proven to be
at an advantage compared to those most commonly consu-
med. Furthermore, organic foods are beneficial to both hu-
mans and the environment. In terms of nature protection and
natural balance, organic food growth, production and proces-
sing procedures are secure and protective (Hamm et al., 2002;
Hermansen, 2003; Kouba, 2003; Minou, 2006; Rosati, Aumai-
tre, 2004; Kriau¢ioniené et al., 2007; Chmieliauskaité et al.,
2009).

Organic foods are defined as certified agricultural and
food products grown, processed, branded and distributed in
accordance with the regulations of organic agriculture stan-
dards (Lietuvos Respublikos... No. 375, 2000; Lietuvos Res-
publikos... No. IX-987, 2002). They are nutritious and taste
good. Organic foods are grown without using any pesticides,
genetically modified organisms, hormones or antibiotics
(Stukas, 2007; Schmid, 2005). Plenty of numerous chemi-
cal substances quite unfamiliar to the human organism are
being used by food industry nationally and worldwide. These
products are unfavourable to human health. Currently, the
significance of healthy nutrition and the benefit of healthy
food consumption are receiving a growing interest (Willer,
Kilcher, 2009; Zanoli, 2000). It is traditional in Lithuania
to breed stock and grow plenty of agricultural products. In
terms of health, it is important to promote organic farming
so that more healthy products were grown that may suggest
more favourable sustainable food consumption conditions
(Rutkoviené, Garliauskiené, 2007).

Since organic food is highly beneficial to our health,
its promotion should be continuous to raise the awareness
of general public and promote consumption. Even though
organic foods are labelled, our study aimed to identify the
people’s awareness of organic food and its health benefits,
the frequency of organic food consumption, the reasons for
its consumption or non-consumption, the availability and
assessment of organic foods, people’s ability to distinguish
them from other foods, the sufficiency of information and
its sources, and their consumption dependence on reduced
prices.

Organic food is a comparatively new category of food
products on the Lithuanian market. It was around 1993 that
organic farming ideas reached Lithuania. Earlier organic
food had not been distinguished as a separate category. So
far, on the national scale, little research has been conducted
on organic food consumption or organic food consumers’

views. Consequently, the results of this study will be useful
in preparing a wide range of national health improvement
programmes or promotional programmes of healthy nutri-
tion and healthy lifestyle as well as enhancing organic food
consumption. The imbalance observed in the consumption
of organic food is also influenced by sociodemographic
factors. The aim of our research was determined by the
above-mentioned range of factors. We focused on Vilnius,
the capital of Lithuania, which is our largest city hosting
diverse nationalities with a variety of lifestyles and nutri-
tional habits.

The aim of our study was to investigate the extent of con-
sumption and assessment of organic food by adult residents
of Vilnius (Lithuania).

MATERIALS AND METHODS

An anonymous questionnaire survey was conducted from
March to August 2008 in the largest supermarkets of Viln-
ius. The total amount of questionnaires circulated was 521,
and 514 responses were received (response rate 98.7%); 514
adult residents of Vilnius aged 18-78 were surveyed by using
a 21-item questionnaire on the people’s awareness of organic
foods and their health benefits, the frequency of organic food
consumption, reasons for their consumption or its absence,
the availability and assessment of organic food, people’s abili-
ty to distinguish them from other foods, the sufficiency of in-
formation and its sources, and the consumption dependence
on prices. A number of options were offered to our respond-
ents in answering questionnaire items on what products they
purchased, the reasons why / why not they consumed them,
whether they were able to distinguish organic food from con-
ventionally prepared products, where they purchased organic
food, where they found information on it, etc. Respondents
indicated their age, sex, education and income.

Data analysis was performed with SPSS 14.0 software.
The Mann-Whitney rank sum criterion (U) was used to eva-
luate statistically significant differences among the groups. A
chi square ()?) statistics was used to identify the associati-
on of qualitative features, and the number of the degrees of
freedom was calculated (df). A p value of less than 0.05 was
considered to indicate a statistically significant difference
(p <0.05).

Among the surveyed 514 adult residents of Vilnius, aged
18 to 78, women covered comprised 64.2% and men 35.8%.
The distribution of the respondents might have been inf-
luenced by the Lithuanian tradition that women purchase
food for the family. The subjects were divided into three age
groups: group 1 — aged 18-34, group 2 — aged 35-49, group
3 - aged 50-78. Among our respondents there were no peo-
ple over the age of 78 years. We assume that younger people
purchase food for them. The respondents’ education was as
follows: university degree 41.6%, college education 15.8%,
vocational education 7.8%, secondary 33.5%, basic 1.0%, and
primary 0.4%.
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The majority of respondents (40.9%) indicated their
monthly income from 1001 to 1500 Lt (1 Euro = 3.5 Lt),
whereas the minority (4.1%) claimed <500 Lt of monthly
income.

RESULTS AND DISCUSSION

Incidence and frequency of organic food consumption
According to our study, organic food was consumed by 82.1%
of respondents (by 88.2% of women and 71.2% of men). The
number of females who consumed organic food was signifi-
cantly greater than that of males (p < 0.05). However, all of
them consumed organic food comparatively rarely.

The highest frequency of organic food consumption by
our respondents was 2-3 times per week (37.2% of respon-
dents) and the lowest once a month (62%) (Fig. 1). To com-
pare, in France organic foods were consumed once a month
by 43%, once a week by 23% and daily, by 7% of respondents
(Centre for Agricultural Information..., 2008).

Men showed a statistically significant frequency in orga-
nic food consumption, i. e. 2-3 times per week 42.7% and
daily 31.3%, whereas women were more frequent consumers
once a week (25.1%) and once a month (7.2%) (p = 0.000,
¥ = 11.090, df = 4) (Fig. 2).

People aged 50-78 were found to be more frequent daily
organic food consumers (36.6%), whereas the frequency in
younger age respondents was 2-3 times per week: in those
aged 18-34 years — 37.9%, 35-49 years — 38.5%; however,
the difference was not statistically significant (p = 0.389,
x> = 8.467,df = 8).

Furthermore, no statistically relevant correlation was
found between the frequency of organic food consumption
and education (p = 0.716, x* = 16.010, df = 20). However, dai-
ly consumption of organic foods was more frequent in res-

pondents with vocational education (31.3%), 2-3 times per
week — with vocational (42.9%) and secondary (41.0%), once
a week — with college education (25.5%), once a month - in
respondents with secondary education (6.7%).

Respondents with monthly incomes over 1500 Lt
(1 Euro = 3.5 Lt) showed a 2-3 times higher weekly frequ-
ency in the consumption of organic foods (41.1%) than tho-
se with monthly incomes lower than 500 Lt — once a week
(38.9%). However, no statistically significant correlation bet-
ween the frequency of consumption and incomes was deter-
mined (p = 0.259, y* = 14.686, df = 12).

The organic food market has been investigated in various
approaches by world as well as national scientists. According
to Hartmann group’s findings, more than half of Americans
(54%) more or less frequently consume organic food, every
tenth of them at least once a week (Organic Food & Beverage
Trends, 2004).

A survey carried out in 2006 in Lithuania has revealed
that organic products are purchased by consumers with aver-
age or higher than average incomes. Over 87% of the con-
sumers were likely to purchase in supermarkets and required
both a wider range of these products and their presentation.

Over the last years, a number of nation-wide investiga-
tions have been conducted on the organic food market, cus-
tomer awareness and consumption habits. The studies have
revealed that 34% of the respondents are familiar with or-
ganic food, i. e. they have bought or consumed it (Ciukiené,
2006).

Rutkoviené and Abraityté (2006) investigated the con-
sumers’ attitude to organic food in Lithuania and surveyed
610 respondents at organic food purchase places. Their study
revealed the largest organic food consumer groups: aged un-
der 21-33% and those aged 21-30 covered 47% of the re-
spondents. Even 73% of the surveyed purchased organic food
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(mostly vegetables, fruit and berries): 1/5 of them every day,
1/3 once or several times a week. The consumers are aware of
the benefits of organic food and are ready to pay more: 80%
of the respondents will pay more by 1/4 and 18% even more
by 50% (Rutkoviené, Abraityte, 2006).

A study conducted in Lithuania in 2007 showed that 90%
of the surveyed Lithuanian residents aged 15-74 claimed to
be more or less frequent consumers of organic food, either
purchased or home-grown. However, 7% of Lithuanian resi-
dents do not consume organic food. Among all the respond-
ents, a slightly higher frequency in organic food consump-
tion was found in females — 54%, middle-aged residents
(35-64 years) — 48%, employed — 55%, rural residents — 35%.
Organic food was not consumed by 64% of men, younger
(15-34 years) — 50% and urban residents of largest Lithua-
nian cities — 52% (Skulskis, Girgzdiené, 2009).

Results of a survey conducted in Lithuania in 2007 has
shown that consumption of organic products is directly re-
lated to incomes. Most of these products were consumed by
families with an average income of 900 Lt per one family
member. Even 76% of Lithuanian residents consume pur-
chased organic food, 1/3 of them (32%) consume organic
food on a regular basis or frequently and about 35% rarely.
Home-grown organic food was consumed by 75% of the re-
spondents. Half of them (47%) have claimed that they con-
sume these products regularly or frequently, and about 1/4 of
them (23%) — only during the season (Skulskis, Girgzdiené,
2009).

Places of purchasing organic food

Most commonly our respondents buy organic food products
at supermarkets (83.6%), fewer at farmers’ markets (34.1%)
or food fairs (11.8%), or at other places (e. g., specialised
stores) (14.9%) (Ciukiené, 2006). The questionnaire included
a few options for the respondents to indicate a number of
places where they purchase organic food.

Of the surveyed organic food comsumers, 3.1% do not
buy these products at all. Assumingly, they consume their
own home-grown organic food. With reference to a survey
conducted from 2004 to 2006, 67% of the respondents pur-
chased organic food at shopping malls and 27% at markets
(Rutkoviené, Garliauskiené, 2007). Likewise, in France the
majority of people also bought organic foods at supermarkets
(75%), fewer at farmers’ markets (37%), specialised stores
(30%), organic farms (23%) (Centre for Agricultural Infor-
mation..., 2008).

Men were significantly more frequent buyers of organic
foods at supermarkets (p = 0.017, x* = 5.737, df = 1), far-
mers markets (p = 0.003, x* = 8.709, df = 1) and food fairs
(p = 0.000, * = 13.965, df = 1), whereas women statistically
significantly more frequently purchased them at other places
(p=0.026,%*=4.978,df = 1). Younger respondents were more
frequent buyers at supermarkets; however, the difference was
not statistically significant relevant (p = 0.583, x* = 1.079,
df = 2). Yet, statistically significant frequency in purchasing

organic foods was observed in the 50-78-year group - they
purchased at the market (p =0.004, x*=11.131,df =2) and at
food fairs (p = 0.000, x* = 20.188, df = 2). Respondents aged
35-49 were more frequent buyers at other sites, however, no
significant associations were found (p = 0.179, x* = 3.438,
df = 2). Respondents with university (16.3%) and colle-
ge (15.2%) education bought more frequently at food fairs.
Those with university education (22.7%) showed a greater
frequency in buying at other places; however, the differen-
ce was statistically irrelevant (p = 0.068, x* = 10.285, df = 5).
Respondents bought equally frequently at both supermarkets
and farmers’ markets, nevertheless, no significant correlation
between the two was observed.

Respondents with higher incomes were more frequent
purchasers of organic foods at food fairs (21.6%) and showed
a statistically significant difference (p = 0.000, x* = 24.061,
df = 3).No relevant correlation was found between those with
lower incomes and the place of purchase of organic foods.
An equal purchasing frequency was found in respondents at
shopping malls (p = 0.798, x> = 1.015, df = 3), whereas those
with lowest incomes were least frequent buyers at markets
(p=0.191,)* = 4.749, df = 3).

According to our study, 47.5% of the surveyed reported
a limited availability of organic food. Namely, nearly half of
the respondents would appreciate a wider range of organic
foods to satisfy their needs. The difference between fema-
les (55.5%) and males (33.2%) in this respect was statisti-
cally significant (p = 0.000, > = 23.564, df = 1). The most
frequently mentioned shortage was that of vegetables, fruit,
meat and dairy products. Similar findings were obtained in
former studies (Rutkoviené, Garliauskiené, 2007). The Net-
herlands, for instance, are short of organic milk (Centre for
Agricultural Information...,2008). The respondents empha-
sized a narrow range of available organic foods (Ciukiené,
2006). People aged 18 to 34 (51.1%) mentioned a statisti-
cally insignificant increase in the shortage of organic food
(p=0.103, x> = 4.550, df = 2). Respondents with higher and
high education (52.8% and 48.1%, respectively) indicated a
more frequent shortage of organic foods rather than those
with other type of education; however, the correlation was
statistically insignificant (p = 0.252, x* = 6.600, df = 5). Ove-
rall, the findings revealed that the most shortage of orga-
nic foods was found in respondents with highest incomes
(52.8%).

Even though the trade in organic food in Lithuania is
widespread in food fairs and farmers markets, 67% of the
respondents are likely to purchase in supermarkets due to a
wider range of products, better choice facilities and conven-
ience (Rutkoviené, Garliauskiené, 2007).

Ramanauskiené and Gargasas (2008) researched the or-
ganic food market supply, sale possibilities and prospects in
Lithuania. According to their findings, direct sale of organic
food to customers prevails in food fairs and farmers’ markets:
75% of eggs, 73% of vegetables, 63% of poultry, 59% of fruit
are sold there (Ramanauskiené, Gargasas, 2008).
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Awareness and assessment of organic foods

Our survey revealed the respondents to be well aware of or-
ganic foods: 87.4% of the respondents were aware of organic
food labelling, whereas in 2004-2006 only 60% of the consu-
mers were aware of organic food (Rutkoviené, Garliauskiené,
2007; Alboroviené, 2005); 21.4% of the consumers reported
the taste to be a distinctive feature, 16.3% indicated appea-
rance and 9.7% flavour; 86.7% of females and 88.6% of males
distinguished organic foods by label; however, the difference
was statistically insignificant (p = 0.530, x> = 0.394, df = 1).
Respondents with university education (91.6%) showed a
higher frequency in distinguishing organic foods by label,
though the difference was statistically irrelevant (p = 0.085,
¥ = 9.660, df = 5).

In 2006, Lithuanian Consumer Institute analysed the resi-
dents’ awareness and knowledge of organic food and its con-
sumption. The research focused on the distinctive features
that enabled the residents with different social background,
age, education, income and residential place to identify or-
ganic foods. The findings revealed that organic food products
were consumed by 59% of the respondents; (the majority of
them were aged under 39), university degree holders, peo-
ple with a higher income, residents of larger cities. A great
number of respondents were able to identify and distinguish
organic food products (Ekologisky produkty..., 2006).

Similar results have been presented by other authors.
Skulskis and Girgzdiené (2009) revealed that alongside with
the increasing level of education, the interest in organic food
also grows: even 69.2% of people with university education
exhibit their interest in organic food. Close relatives, friends,
acquaintances, family members were among the most frequ-
ent information providers: 65% of the respondents were
informed by these people. The second most frequent sour-
ce of information was product labels, mentioned by 58% of
respondents. It was followed by the national and commerci-
al TV (respectively 57% and 56% of respondents). A similar
number of respondents (54%) indicated that they had recei-
ve information in supermarkets and other shopping places.
About 1/4 of respondents were provided with information by
the Internet, whereas 13% had been informed at seminars,
conferences or food fairs (Skulskis, Girgzdiené, 2009).

Our findings revealed an increasing number of people
aware of organic foods and able to distinguish them from
other food products.

Table 1. Reasons for organic food consumption with respect to sex

Demand for information on organic food

Even though a great majority of the surveyed were able to
identify organic foods, 72.6% of respondents expressed a lack
of information on organic foods; 27.4% found the informa-
tion to be sufficient, whereas in a former survey, sufficient
information on organic food was reported only by 8% of
respondents (Ciukiené, 2006). In 2007, 56% of respondents
reported a lack of information on organic foods, their proper-
ties and benefits (Rickuviené, 2007). Women (80.9%) showed
a significantly stronger demand of information on organic
foods than did men (57.6%) (p = 0.000, x* = 32.218,df = 1).
Also, 78.0% of respondents aged 18-35 showed a more fre-
quent demand of information on organic foods than did se-
nior respondents. This difference was statistically significant
(p=0.002, x> =12.980, df = 2). Those with secondary (76.7%)
and college education (75.3%) were more frequent in need
for more information on organic foods; however, the differ-
ence was not statistically significant (p = 0.393, x> = 5.191,
df = 5). The strongest demand for information was expressed
by respondents with average monthly incomes (77.8%); how-
ever, the difference was statistically insignificant (p = 0.343,
X> = 3.337, df = 3). Those with lowest incomes reported to
have sufficient information (33.3%).

With reference to a survey conducted in Lithuania in
2007, 48% of the local respondents claim a sufficient amount
of information on organic food. However, the senior age ca-
tegory of respondents complained about insufficient infor-
mation or a great lack of information on organic food. People
who emphasized insufficient information (a great lack or de-
layed information) in most cases mentioned a lack of infor-
mation on the product manufacturing or growth conditions
(49%), places of saling these products (47%), the composition
of these products (43%). According to our research, urban re-
sidents express a stronger demand of information on organic
food (Skulskis, Girgzdiené, 2009).

Reasons for organic food comsumption

The prevailing reasons for organic food comsumption
are as follows: safety — 27.3%, healthiness — 90.0%, good
taste — 38.9%, other — 3.6%. Men are significantly more fre-
quent consumers because of better taste (p = 0.002). Apart
from that, safety of organic foods was emphasized by a great-
er number of men than women; however, the difference was
not statistically significant (p = 0.210, Table 1).

Sex
Reasons for Women Men P value 2
consumption n=291 n=131 (p <0.05) X df
Abs. No | % Abs. No | %

Security 74 254 41 313 0.210 1.569 1
Healthiness 263 90.4 117 89.3 0.735 0.114 1
Good taste 929 34.0 65 49.6 0.002* 9.250 1

Other 9 3.1 6 4.6 0.445 0.583 1

* Statistically significant difference.
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Respondents aged 35-49 chose organic food products for
their safety, healthiness and good taste more frequently than
those of other age groups; however, the difference was not
statistically significant (p > 0.05). Respondents with high and
very low incomes showed a statistically significant differen-
ce in their more frequent choice of organic foods because of
their security (p = 0.055, x* = 7.611, df = 3), but the differen-
ce as regards their healthiness was statistically insignificant
(p =0.492,x* = 2.407,df = 3). A more frequent choice becau-
se of good taste was observed in respondents with highest
incomes; however, they did not differ significantly (p = 0.733,
x> =1.284,df = 3).

However, there was a statistically significant correlation
between those consuming organic food and their education.
Respondents with vocational and higher education were si-
gnificantly more frequent organic food consumers by healt-
hiness (p = 0.042, x* = 11.531, df = 5). Those with university
education appeared to be more frequent consumers because
organic foods are safer. However, statistically, we observed no
relevant difference (p = 0.072, x* = 10.125, df = 5). Moreo-
ver, there was no significant correlation between education
and a taste-related preference of organic foods (p = 0.404,
X = 5.095,df = 5).

Other scientists have investigated the major motivating
factors in Lithuanian residents who consume organic food,
and found that the main reasons for organic food consump-
tion were caring for their own health and the health of their
family members (85%), a higher content of nutrients and vi-
tamins than in those grown traditionally (80%), better taste
and flavour (56.3%), the questionable quality of several tradi-
tional food products ((43.5%) (Ciukiené, 2006).

Former investigations of organic food market have shown
that the most motivating factors of organic food consumption
were product’s safety, quality, better taste and environmental
protection: 59% of respondents identified these products by
their organic food trademarks (Rutkoviené, Garliauskiené,
2007).

The most frequent motivating factors influencing the
purchase of organic food products were as follows: environ-
mental protection (58%), support for small-scale local farm-
ers (57%), care for one’s own health (54%), better quality of
products (42%) and better taste (32%) (Organic Food & Bev-
erage Trends, 2004). Zanoli et al. (2007), upon conducting a
research in eight European Union countries (Austria, Czech
Republic, Denmark, Italy, the United Kingdom, France, Fin-
land and Germany) noted that organic food has gained a
considerable share in the market of European food products.
In consumers’ opinion, the quality and safety of organic food
products have a direct impact on health, environmental pro-
tection and consumption ethics (Zanoli et al., 2007).

Rosa, Briz and Mili (2008) who had conducted a survey of
milk consumers in the Oport region of Portugal stated that 20%
of the respondents were unaware of organic food, 36% — knew
very little or little and only 8% were able to describe organic
food products. Half of the respondents agreed to pay 10-25%

more for organic milk; however, only 1/4 of them were regular
organic milk consumers. The authors have concluded that the
increasing public education on environmental and lifestyle
quality issues is likely to stimulate a considerable growth in
organic milk consumption (Rosa et al., 2008).

Naspetti, Bracchi and Zanoli have conducted a research in
Italy and revealed that organic food for its regular consum-
ers is associated with health and better wellbeing, whereas
for non-regular consumers it means familiarising with better
quality products. Regular consumers rely on the healthiness
and benefit of organic food products, whereas non-regular
consumers appreciate on only their better taste and better
quality in general (Naspetti, Bracchi, Zanoli, 2008).

Reasons for the absence of organic food consumption

The reasons why some of respondents did not consume or-
ganic food products were as follows: too expensive (53.3%),
not tasty (5.4%), shorter expiry period (21.7%), inability
to distinguish between organic and conventional products
(28.3%), others (13.0%).

Men significantly more frequently do not consume or-
ganic foods because the latter are more expensive (p < 0.05)
and because their expiry period is shorter (p < 0.05). A sta-
tistically significant difference was observed in women who
showed a more frequent abscence of consumption. They were
not sure which foods were organic (p < 0.05).

Respondents with higher education do not consume or-
ganic foods because their expiry period is shorter (p = 0.242,
x* = 6.721,df = 5),and those with secondary and higher edu-
cation show a more frequent abscence of consumption be-
cause they do not know which foods are organic (p = 0.135,
x> = 8.417, df = 5). However, there was no statistically sig-
nificant correlation between education and the abscence of
organic food consumption.

According to findings of other authors, 60% of respond-
ents cite higher prices to be one of the main reasons restrict-
ing the demand of organic foods in Lithuania. Other reasons
preventing customers from consuming these products are
insufficient publicity, limited supply (28% of the respondents
each), misleading branding (21%) (Rutkoviené, Abraityté,
2006).

A survey conducted in 2007 revealed that the consump-
tion of organic food was most commonly limited by too high
prices: 61% of organic food consumers would consume these
products more frequently, 42% of those who did not consume
them would start doing so if the prices of these products were
lower (Skulskis, Girgzdiené, 2009).

According to our findings, higher prices of organic food
products remain to be the major factor limiting its comsump-
tion.

Kinds of purchased organic foods

Respondents purchase the following kinds of organic foods:
fruit, berries, vegetables (71.8%), teas (42.9%), dairy products
(57.6%), cooking oil (24.6%), eggs (28.7%), meat products
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(29.9%), confectionery (9.2%), bread and other bakery pro-
ducts (49.3%), pasta (12.6%), spices (13.3%), other products
(enlisted by respondents) such as honey, medicinal plants,
cereals (7.8%).

Women significantly more often than men purchase fruit,
berries and vegetables (p = 0.010), eggs (p = 0.002), spices
(p = 0.022). Men significantly more frequently buy bread and
other bakery products (p = 0.002) (Table 2).

Respondents aged 50-78 are significantly more frequent
buyers of fruit, berries, vegetables (p = 0.001), bread and
other bakery products (p = 0.007) (Table 3). Eggs are more
frequently purchased by respondents aged 18-34, however,
the difference is statistically not significant (p = 0.329). Peo-
ple aged 35-49 buy insignificantly less fruit, berries, veg-
etables, teas, pasta, spices, confectionery products (p > 0.05)
(Table 3).

Respondents with monthly incomes over 1501 Lt were
significantly more frequent purchasers of bread and other
bakery products (p = 0.043, x* = 8.142, df = 3). Those with
the lowest incomes gave preference to fruit, berries, vegeta-

bles (p = 0.686, x* = 1.484, df = 3), teas (p = 0.523, y* = 2.247,
df = 3), pasta (p = 0.478, x> = 2.486, df = 3); however, no sta-
tistically significant association was observed (Table 4). Mo-
reover, other groups of respondents with other levels of inco-
mes did not differ significantly with respect to the purchase
of organic food. Nevertheless, our findings reveal that those
with incomes of 501-1000 Lt tend to buy spices (p = 0.266,
X>=3.956,df =3),eggs (p=0.961,%*=0.293,df = 3),and tho-
se on incomes over 1501 Lt prefer dairy products (p = 0.354,
X’ = 3.258,df = 3), cooking oil (p = 0.161, x* = 5.149, df = 3),
meat products (p = 0.206, x> = 4.567, df = 3), confectione-
ry (p = 0.184, x* = 4.838, df = 3), other products (p = 0.113,
X' =5.981,df = 3).

Respondents with university and college education si-
gnificantly more frequently buy meat products (p = 0.040,
x> = 11.644, df = 5). People with primary, basic and seconda-
ry education are more frequent purchasers of fruit, berries,
vegetables (p = 0.522, y* = 4.192, df = 5); respondents with
secondary and university education prefer pasta (p = 0.776,
x> = 2.503, df = 5), spices (p = 0.476, > = 4.529, df = 5), with

Table 2. Choice of organic food products with respect to sex

Sex
Purchased products :vi";;? n |\=Ile1n31 p<0.05 X df
Abs. No. | % Abs. No. | %

Fruit, berries, vegetables 220 75.6 83 63.4 0.010% 6.687 1

Teas 124 42.6 57 435 0.863 0.030 1

Dairy products 171 58.8 72 55.0 0.465 0.534 1

Cooking oil 78 26.8 26 19.8 0.125 2.354 1

Eggs 97 333 24 18.3 0.002* 9.955 1

Meat products 84 28.9 42 321 0.507 0.440 1

Confectionery 26 8.9 13 9.9 0.746 0.105 1

Bread and other bakery products 129 443 79 60.3 0.002* 9.224 1

Pasta 40 13.7 13 9.9 0.273 1.202 1

Spices 46 15.8 10 7.6 0.022* 5.244 1

Other 19 6.5 14 10.7 0.141 2.166 1

* Statistically significant difference.
Table 3. Choice of organic foods with respect to age groups
Age groups
Purchased products 18; ?;42y7e7ars 35; 191)'::“ 50_"72 X:ars p <0.05 ¥ df
Abs.No | % | Abs.No | % Abs.No | %

Fruit, berries, vegetables 210 75.8 60 57.7 33 80.5 0.001* 13.954 2
Teas 117 42.2 41 394 23 56.1 0.176 3478 2
Dairy products 160 57.8 62 59.6 21 51.2 0.651 0.859 2
Cooking oil 69 24.9 25 24.0 10 244 0.984 0.032 2
Eggs 86 31.0 25 24.0 10 244 0.329 2.223 2
Meat products 77 27.8 32 30.8 17 41.5 0.198 3.239 2
Confectionery 28 10.1 4 3.8 7 17.1 0.032* 6.856 2
Bread and other bakery products 122 44.0 59 56.7 27 65.9 0.007* 9.855 2
Pasta 36 13.0 9 8.7 8 19.5 0.192 3.297 2
Spices 41 14.8 9 8.7 6 14.6 0.279 2.556 2
Other 18 6.5 8 7.7 7 17.1 0.063 5.544 2

* Statistically significant difference.
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Table 4. Choice of organic foods with respect to income

Incomes
Purchased products <nS£01 :;t 50;;“1)(1)3 . 100:;1157? = :1:(?'11 ;t p<0.05
Abs. No % Abs. No % Abs. No % Abs. No %
Fruit, berries, vegetables 14 77.8 80 67.8 127 73.0 82 73.2 0.686
Teas 10 55.6 51 43.2 69 39.7 51 45.5 0.523
Dairy products 11 61.1 69 58.5 92 529 71 63.4 0.354
Cooking oil 5 27.8 27 229 36 20.7 36 32.1 0.161
Eggs 5 27.8 35 29.7 51 29.3 30 26.8 0.961
Meat products 4 22.2 28 23.7 54 31.0 40 357 0.206
Confectionery 1 5.6 8 6.8 14 8.0 16 14.3 0.184
Bread and other bakery products 9 50.0 53 44.9 78 44.8 68 60.7 0.043*
Pasta 4 22.2 12 10.2 21 121 16 14.3 0.478
Spices 1 5.6 18 15.3 18 10.3 19 17.0 0.266
Other 2 1.1 5 4.2 12 6.9 14 12.5 0.113

* Statistically significant difference.

higher - teas (p = 0.390, x> = 5.221, df = 5), college and uni-
versity — dairy products (p = 0.099, x> = 9.267, df = 5), eggs
(p = 0.554, y*= 3.970, df = 5), university education - coo-
king oil (p = 0.543, x* = 4.048, df = 5), college and university
education and vocation education - confectionery products
(p = 0.949, x* = 1.152, df = 5), vocational education - bread
and other bakery products (p = 0.133,x* = 8.453,df = 5).
Other authors also indicate vegetables, berries and fruit,
diary, corn products and honey to be among the most popu-
lar organic food groups (Rutkoviené, Garliauskiené, 2007).

CONCLUSIONS

1. Organic food products are consumed by 82.1% of the sur-
veyed residents of Vilnius city; however, their consumption
is rare, usually two or three times per week (37.2%), whereas
the rest of the respondents are even less frequent consumers.
Organic food is consumed by more women that men; how-
ever, males are more frequent consumers of organic food.

2.Younger age residents, those with a higher income, with
university or vocational education are significantly more fre-
quent consumers of organic food.

3. Residents consume organic food because it is healthier.
No statistically significant correlation was observed betwe-
en age groups and incomes and the consumption of organic
foods.

4. In most cases, the prevailing reason for the absence of
organic food consumption is its high price.

5. Most frequently bought products are organic fruit, ber-
ries, vegetables, dairy products, bread and other bakery pro-
ducts, teas, whereas, confectionery, pasta, spices, other food
products like honey, cereals, medicinal plants were rated as
least bought.

6. Almost half of respondents feel a lack of availabili-
ty of organic foods; women are significantly higher in their
demand. Among the least available were vegetables, fruit,
berries, meat and dairy products. A more frequent demand

was expressed by respondents with university and college
education.

7. The majority of respondents buy organic foods at su-
permarkets. Elderly people significantly more frequently buy
foods on farmers’ markets, food fairs, whereas younger re-
spondents, insignificantly more often, prefer supermarkets.

8. The majority of respondents are aware that organic
food products can be distinguished from ordinary ones by
a label.

9. Of the respondents, feel 72.6% the lack of informa-
tion on organic food products, and whereas only one third
of them are satisfied with the information. Women (80.9%)
and younger respondents (78.0%) note a significantly more
frequent lack of information on organic food products.
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VILNIAUS MIESTO (LIETUVA) SUAUGUSIU
GYVENTOJU EKOLOGISKU MAISTO PRODUKTU
VARTOJIMO IR POZIURIO ] JUOS TYRIMAS

Santrauka

Ekologisky maisto produkty nauda yra didelé, ta¢iau apie tai turi
bati nuolat kalbama, stengiantis padéti visuomenei suprasti ekolo-
gisky produkty vartojimo svarbg. Nors ekologiski maisto produk-
tai zenklinami etiketése, svarbu i$siaiskinti, kiek Zzmonés Zino apie
ekologiskus produktus, jy nauda organizmui, kaip daznai, dél ku-
riy priezas¢iy juos vartoja (ar nevartoja), kur perka, kaip vertina,
ar pasigenda jy, ar Zino, kaip atskirti ekologiskus maisto produktus
nuo neekologisky, ar lengvai jy randa, ar pakanka informacijos apie
ekologiskus produktus, i§ kur apie juos suzino, ar pirkty daugiau
ekologisky produkty, jeigu jie buty pigesni. Tai ir nulémé masy dar-
bo tikslg - istirti Vilniaus miesto suaugusiy gyventojy ekologisky
maisto produkty vartojimg ir pozitrj i juos.

Nustatéme, kad gyventojai vartoja ekologiSkus maisto pro-
duktus, nes jie yra sveiki, o nevartoja, nes per brangs. Statistiskai
reik§mingai daugiau motery negu vyry vartoja ekologiskus maisto
produktus, ta¢iau vyrai juos vartoja statisti$kai reik§mingai daz-
niau nei moterys. Taip pat statisti$kai reik§mingai daugiau jaunes-
nio amziaus gyventojy vartoja ekologiskus maisto produktus. Daz-
niausiai $iuos produktus gyventojai perka prekybos centruose ir
zino, kaip atskirti ekologiskus maisto produktus, ta¢iau daugumai
gyventojy vis dar traksta informacijos apie ekologiskus produktus.
Kaip rodo miisy tyrimo rezultatai, dazniausia ekologisko maisto
produkty nevartojimo priezastis ir toliau ilieka didelé $iy produk-
ty kaina.

RaktazZodziai: mityba, ekologiski produktai



