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Abstract: With the growing population, increasing income, and high-speed lifestyle, people pay more attention 
to a healthy diet and nutritional food. Organic food, also regarded as healthy, sustainable, or eco-friendly eating, has 
gained global popularity. This trend has been particularly amplified by  the COVID-19 pandemic, leading to a surge 
in demand for nutritious foods worldwide. Organic food originated in Europe, with the highest development globally. 
Its progress varies by country. China's organic food industry began decades ago, growing rapidly. As globalisation ad-
vances and China's economy accelerates, it is valuable to examine the organic food industries in Hungary and China. 
In order to understand the willingness of consumers to buy organic food, we conducted a survey for a month in 2021 
from 581 respondents in Hungary (185), China (374), and other countries, compared the respondents' demographic 
data, organic food consumption and their buying willingness and attitude to recommend organic food to other con-
sumers. The decision tree analysis was deployed to analyse the statistical data via SPSS software. It showed that organic 
food has a positive demand in both Hungary and China, but some purchase habits are different in these two countries.
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Food remains a  pivotal topic for both markets and 
consumers, with evolving demands and shifting pur-
chasing habits over time. Increased health awareness, 
higher buying power, and intensified work routines 
have made a healthy lifestyle, particularly through diet, 
a  central topic of  interest (Popovics 2024). Organic 
foods represent a  leading green product, with organ-
ic farming hailed as a sustainable agricultural manage-
ment system (FAO 2014; Kowalska et al. 2021). Organic 
agriculture improves the efficiency of land and labour 
compared to conventional agriculture (Baer-Nawrocka 
and Błocisz 2018). It strictly prohibits genetically mod-
ified organisms and antibiotics. For consumers, choos-
ing organic food aligns with values related to  health, 
animal welfare, and environmental care (Shafie and 

Rennie 2012). Initially, due to middle-class behaviour, 
organic food demand has surged, particularly following 
the COVID-19 pandemic. 

Understanding the future direction of  organic food 
and related consumer behaviour is crucial for develop-
ing this market sector. Most studies on  organic food 
consumption are region-specific, limiting compara-
tive insights across nations with diverse market ma-
turity levels. Cross-country comparisons can reveal 
unique consumer behaviours and determinants – such 
as knowledge and health consciousness (Pacho and Ba-
tra 2021) that influence organic market potential (Gr-
zelak and Maciejczak 2013). Research validated across 
multiple countries enhances insights into such behav-
iours (Steenkamp and Baumgartner 1998). This study 
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focused on two distinct countries – Hungary and China 
– representing different stages of organic food adoption. 
Despite the differing stages of development in Hungary 
and China, both countries share a promising outlook for 
the organic food market. Hungary, with its population 
of 9.6 million and strong organic food practices, shows 
promising market growth prospects. Meanwhile, China, 
with its 1.4  billion population, displays a  less mature 
but rapidly expanding organic food sector supported 
by economic growth and ample fertile land (Shafie and 
Rennie 2012; World Bank 2020). 

This study aims to assess and compare the organic food 
market landscape and consumer behaviours in Hunga-
ry and China. We structured our research in two stages: 
a literature review examining the shifts in food demand 
(quantity and quality), industry status in China, Hunga-
ry, and Europe, followed by primary research assessing 
Chinese and Hungarian consumers' willingness to buy 
organic products, recognising that consumer demand 
is the primary driver for this market (Szente et al. 2007). 

Shifts  in food demand  (quantity and quality). 
A sufficient and nutritious diet is a fundamental com-
ponent of national safety and security. Hunger and mal-
nutrition can arise from numerous factors, including 
high food prices, persistent natural disasters, conflict, 
population growth, poverty (Prosekov and Ivanova 
2018), limited natural resources (such as  arable land 
and water), and climate change. Population growth 
is  expected to  drive a  59% to  98% increase in  food 
demand from 2005 to  2050, with the global popula-
tion projected to reach 9.1 billion by 2050 (UN 2005). 
Research has demonstrated that food security may 
be  compromised by  various elements, including glo-
balisation, demographic and security challenges, natu-
ral hazards, health resource constraints, international 
governance systems, environmental issues, biodiver-
sity loss (linked to climate change or extreme weather 
events), and the security of energy and infrastructure 
(Wu et  al.  2023). Additionally, factors such as  future 
agricultural production and demand, challenges in im-
plementing digital agriculture, security issues in  Ag-
riculture 4.0, market fluctuations, and ongoing food 
security concerns (including food loss and waste) fur-
ther exacerbate the crisis in food security. Temporary 
issues, like the COVID-19 pandemic and the Russia–
Ukraine conflict, have also contributed to recent food 
security crises. 

Beyond the rising demand for food quantity, there 
is  also a  noticeable shift toward higher food quality 
(Pilař et al. 2018; Beranová et al. 2020). As population 
numbers and incomes increase (FAO 2018) and fast-

paced lifestyles become more prevalent, dietary hab-
its are evolving, with a growing trend toward healthier 
and more environmentally sustainable diets (Varga and 
Csiszárik-Kocsir 2024). The COVID-19 pandemic has 
further heightened awareness around healthy eating. 
In examining major global crises, including the 2002–
2004 SARS outbreak, the 2011 Christchurch earth-
quake, the 2017 Hurricane Irma, and the COVID-19 
pandemic in China, it is evident that such events nega-
tively impact global economies. Of  these, COVID-19 
has been particularly disruptive, notably altering con-
sumer purchasing behaviours (Djokoto and Pomey-
ie  2018; Loxton et  al.  2020). During the pandemic, 
people increasingly opted to cook at home, prioritised 
staple foods and favoured small local retailers and on-
line shopping. A survey of 5 000 consumers across Aus-
tralia, China, India, Indonesia, Japan, South Korea, and 
Thailand revealed that over 75% of  respondents were 
more focused on health, aiming to improve their well-
being through exercise and healthier eating. Despite 
price fluctuations and concerns about future income, 
consumers appear inclined to  purchase more nutri-
tious and sustainable foods (Borsellino et al. 2020). 

The state of  the Hungarian and Chinese organic 
food market. The organic food market in Hungary was 
established in 1980, with official documentation of or-
ganic and transitioning farmland beginning in  1996 
(Szente et al. 2007). Hungary's organic sector primarily 
comprises arable crops, perennial crops, and vegeta-
bles, with limited emphasis on organic animal husband-
ry (Drexler and Dezseny 2013). Across Europe, the 
organic livestock industry is expanding rapidly (Willer 
and Lernoud 2019). The most popular organic products 
in Hungary are staple foods like milk, dairy products, 
bakery items, vegetables, and fruits. However, high 
prices are a significant barrier to purchasing these prod-
ucts, and there remains a general distrust towards or-
ganic labels. Despite this, Balázs (2012) observed that, 
since 2010, Hungarian consumers have shown a grow-
ing interest in local and organic food, evidenced by the 
development of local food systems. This trend has stim-
ulated further research by  various academic groups 
and institutions, and there has been a notable increase 
in the number of organic farmers in Hungary due to the 
expanding market (Benedek and Balázs 2016). 

Research indicates that health consciousness, envi-
ronmental concerns, ethical awareness, and sustain-
able lifestyles drive organic food purchases more than 
product price, appearance, or brand (Nagy-Pércsi and 
Fogarassy 2019). However, a  2015 survey found that 
for Hungarian consumers, price is  the primary factor 
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influencing organic food purchases, followed by  food 
quality and health benefits (Szente and Torma 2015). 
This study highlighted a potential market demand for 
organic food in  Hungary. According to  recent data 
from Statistics.FiBL.org (FiBL 2020), organic farm-
land, agricultural land share, the number of  organic 
producers, and retail sales are growing across Europe, 
reflecting a similar trend in Hungary. Willer and Ler-
noud  (2019) also noted that European demand for 
organic food is  rising faster than the supply, driven 
by a shift toward healthier lifestyles. As of 2017, Hun-
gary reported 199  684 hectares of  organic farmland, 
accounting for 4.3% of its total farmland, with an addi-
tional 95 200 hectares converted that year, positioning 
Hungary as a leader in organic land conversion.

It was claimed that the organic market in  China 
is  growing due to  rapid social and economic de-
velopment and changing consumption patterns 
(Ye et al. 2019). While there has been an increase in or-
ganic entrepreneurship, the market is  primarily con-
centrated in  the southern and southeastern regions 
of China, including Nanjing and Shanghai. Unlike Eu-
ropean organic consumers, who prioritise food safety 
and health, Chinese organic consumers are mainly in-
fluenced by price and income when making purchas-
ing decisions (Li et al. 2019). China's organic farms are 
small, averaging 0.5 hectares. The government partners 
with companies to enforce strict organic standards, en-
suring food safety and traceability, driving the develop-
ment of organic farming.

China's organic market, though small, is  growing. 
Between 2007 and 2013, retail sales surged from 
EUR  365  million to  EUR  2  430 million, supported 
by  e-commerce. However, organic farmland growth 
has been inconsistent, reaching 1.6  million hectares 
in  2017. The number of  organic producers peaked 
in 2015 and then declined to 6 308 by 2019 (FiBL 2020). 

MATERIAL AND METHODS

This research explores the future of  organic food 
in Hungary and China, both showing promising po-
tential. The  current state of  organic food was ana-
lysed using secondary data and surveys. Our primary 
research involved demographic data collection (age, 
education level, occupation, gender) and consumer 
behaviours, such as purchase motivations and barri-
ers, factors influencing organic food choices (income, 
dietary habits, expenditure, purchase frequency), ef-
fective marketing tools, and willingness to  recom-
mend organic products. Primary data from young 

workers and students were collected in 2021 through 
online questionnaires in Hungarian and Chinese. Us-
ing decision tree analysis, we  explored differences 
in  buying motivation between China and Hungary, 
offering insights for current and future industry 
stakeholders.

Survey design and investigation technique. 
Hungary's population of 9.769 million shows grow-
ing interest in  organic food, especially in  urban 
areas. China, with 1.398 billion people, has a devel-
oping organic market focused in  large cities, show-
ing strong growth potential. All participants had the 
opportunity to review and edit their responses to the 
specific questions. A  pre-test of  the questionnaire 
was conducted to identify any potential errors or un-
reliable information. Once all the authors confirmed 
the reliability and validity of the questions, the online 
questionnaire  was distributed to  the participants. 
The  questionnaire was developed based on  reli-
able literature (An and Kang 2006; Nagy-Pércsi and 
Fogarassy 2019; Pangaribuan et al. 2020). A 14-ques-
tion survey assessed consumer willingness and hab-
its regarding organic food, with 581  respondents 
(374  from China, 185  from Hungary). Though not 
fully representative, the data provide insights into 
consumer preferences. Data were collected from 
581  respondents on  demographics, spending, and 
decision-making. Though the sample is  not repre-
sentative, it forms a solid basis for analysis.

Analytical techniques. Based on  secondary data, 
we  analysed the trends in  organic production and 
consumption using statistical data from both China 
and Hungary and collected the data from the profes-
sional Chinese questionnaire website 'Wen Juan Xing'. 
When creating the questionnaire, we referred to some 
literature (An and Kang 2006; Nagy-Pércsi and Foga-
rassy  2019) as  a  basis. After collecting the primary 
data, descriptive statistics were used for the analysis 
of  the samples using SPSS 26 software. The  demo-
graphic data were analysed and summarised in terms 
of  frequency and percentage. Decision tree analysis 
was used to  clarify the most significant differences 
between the consumers' consumption habits on  or-
ganic food. The Exhaustive CHAID method was used 
as a growing method (Gunduz and Lutfi 2021). Cross-
validation was used and the number of sample folds 
set to 10. The minimum number of cases in the par-
ent node and child node are 30 and 10. The maximum 
tree depth is 6. 

Cluster analysis was unsuitable due to  similar re-
spondent characteristics, so  a  decision tree method 
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was used to better segment the data. The decision tree 
served as  a  segmentation tool (Mai and Tick 2021), 
providing a visual representation of the key questions.

Hypotheses. So far, all of our hypotheses have been 
justified. The hypotheses are summarised below: 
H1: There is  a  significant attitude difference between 

Chinese and Hungarian respondents in  organic 
food from the perspective of  buying willingness 
and recommendation attitude.

H2: The  most significant difference between Chinese 
and Hungarian respondents in buying organic food 
is buying frequency.

H3: Food habits (vegetarian and non-vegetarian) have 
an influence on organic food attitudes.

RESULTS AND DISCUSSION

The study found differences in organic food attitudes 
between Hungarian and Chinese consumers, confirm-
ing the relevance of further analysis.

Demographic analysis. Among the 559  valid re-
sponses, 55.6% were male, most aged 21–30, with 
bachelor's or  master's degrees. Income levels varied, 
with 39.9% earning less than EUR 300 per month, and 
25.6% earning over EUR  700. These features showed 
the same in Chinese and Hungarian respondents sepa-
rately (Table 1).

Attitude to  organic food consumption. Firstly, 
we did two decision tree analyses for all the respons-
es, and we set 'willingness to buy organic food' and 
'recommendation attitude' to  the dependent vari-
able separately, and the independent variables are 
demographics to  see what impacts the willingness 
to  buy the most and the recommendation attitude. 
The  most significant difference of  'buying willing-
ness' (Figure 1) and 'recommendation attitude' (Fig-
ure  2) separately share the same answer, country, 
which means there is a significant attitude difference 
between Chinese and Hungarian respondents in or-
ganic food purchase attitude from the perspective 

Table 1. Demographic statistics of respondents from China and Hungary

Personal profile Category China (%) Hungary (%)

Age

≤ 20 4.81 9.73
21–30 62.30 77.84
31–40 4.28 7.57
41–50 20.50 3.24
> 50 8.56 1.62

Gender
female 36.10 41.08
male 62.83 57.84

prefer not to say 1.07 1.08

Education

secondary school 2.67 1.62
high school 5.61 11.89

college 9.89 7.57
bachelor's degree 48.13 30.27
master's degree 29.41 40.54

Ph.D./higher degree 4.28 8.11

Occupation

student 45.45 74.59
employed 40.37 9.73

unemployed 3.48 2.70
self-employed 4.01 5.41

working while studying 3.21 6.49
retired 3.48 1.08

Monthly income (EUR)

< 300 43.58 32.43
301–500 15.51 21.08
501–700 14.71 22.16

> 700 26.20 24.32
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Figure 1. Buying organic food willingness for all respondents (developed by authors)

of  buying willingness (P  =  0.000) and recommen-
dation attitude (P  =  0.000). This result from the 
Exhaustive CHAID method test and Chi-Square 
is 27.653 (Figure 1) and 27.765 (Figure 2).

A  comparative analysis of  consumer attitudes re-
vealed that Hungarian respondents generally exhibit 
a more positive inclination towards organic food pur-
chases than Chinese respondents. Significant differ-
ences were noted in  occupation (China: P  =  0.003; 
Hungary: P = 0.000) and income (P = 0.001), indicat-
ing the importance of further investigation into how 
these demographic factors affect organic food pur-
chasing behaviours in each country. Survey responses 
revealed that most consumers display a  cautious at-
titude when recommending organic food to  others, 
often indicating they are 'not sure'. The decision tree 

analysis concluded at  the initial level for Hungarian 
respondents and extended to the third level for Chi-
nese respondents. For  Chinese consumers, attitudes 
toward education and gender exhibited a  'not sure' 
response across various levels, suggesting that these 
factors do  not significantly influence organic food 
purchase behaviours.

Additionally, no substantial differences were found 
in  food habits (e.g.  vegetarian vs. non-vegetarian) 
concerning organic food purchase willingness and 
recommendation attitudes. Therefore, our fur-
ther analysis continues with the initial result: There 
is  a  significant attitude difference between Chinese 
and Hungarian respondents in organic food from the 
perspective of  buying willingness and recommenda-
tion attitude (H1).
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Figure 2. Recommendation attitude to organic food for all respondents (developed by authors)

The organic food attitude difference between 
Chinese and Hungarian respondents. The  most 
significant difference between Chinese and Hungar-
ian respondents in organic food purchase is  the fre-
quency of buying organic food (Figure 3, P = 0.000). 
There is no significant difference between these two 
countries' respondents in their willingness to buy and 
recommend it  to  other people in  this decision tree. 
However, most of  the nodes show that Chinese re-
spondents make up  a  higher percentage than Hun-

garians due to the sampling number. The Hungarian 
respondents only show a higher percentage than the 
Chinese on  the high price (0.007) rejection reason 
for  buying organic food and the same percentage 
on not buying organic vegetables (P = 0.027). In order 
to  keep the reliability of  the sampling data, 374  re-
spondents were from China, and 185  respondents 
were from Hungary, which indicates that the original 
number gap is  big. The  Hungarians in  the decision 
tree mostly show lower percentages than the Chinese. 
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We  compared the data vertically according to  the 
tree level by  level instead of always comparing them 
to China in one node. The decision tree analysis is de-
scribed in details as below:

Level 1 (P = 0.000): 223 out of 374 Chinese respond-
ents do not often buy organic food. Most of Hungar-
ians (47.2%) often buy organic food.

Level 2: The reason for the most of  those, who less 
often (P  =  0.000) buy organic food is  that they think 
organic food is safe and healthy (40.6% and 8.2%). But 
Hungarian's opinion on  this item is  lighter than that 
of Chinese because 39.1% of them do not think so, and 
only 14.1% agreed that they buy organic food because 
it is safe and healthy.

Level 3: Hungarians do not refuse to buy organic food 
because of their income (P = 0.000) and income does 
not show a  significant difference for Chinese on  the 
response option of  'refuse it' (98 yes and 97 no). But 
Hungarians refuse to  buy it  because of  its high price 
(P  =  0.007). It  also shows that Chinese do  not really 
care about price.

Level 4: Both Chinese and Hungarians do not really 
get information about organic food via advertisements 
from the market (P  =  0.004). Obviously Chinese get 
more influence from relatives and friends on  organic 
food (P = 0.033). But Hungarians have the same num-
ber of agree and disagree with this term.

Level 5: Both Chinese and Hungarians prefer to buy 
organic vegetables (P = 0.027).

The Exclusive CHAID algorithm reduces the de-
cision uncertainty from 33.1% to  12.16% by  level 5  
[(20+1+22+1+10+14)/559  =  0.1216], which is  a  20.94% 
(33.1%-12.16% = 20.94%) reduction in uncertainty (i.e. er-
ror) compared to level 0. There was a 25.22% probability 
of misclassification, meaning that classification is 74.78% 
accurate. It  concluded that Chinese and Hungarian re-
spondents share similar attitudes about organic food, but 
their current buying behaviour is  different. Hungarians 
buy organic food more often than Chinese, and the high 
price is the biggest hindering reason for them to buy or-
ganic food. But the income is more important for Chinese 
than for Hungarians to buy organic food. Food safety and 
health are the obvious reasons for both of them to buy or-
ganic food. Besides organic vegetables being on the top 
list of both Chinese and Hungarians' shopping lists, Hun-
garians also prefer other organic food products. Chinese 
can be  convinced to  buy organic food by  relatives and 
friends more easily than Hungarians.

The tree table of  the respondents' purchase behav-
iour on organic food among Chinese and Hungarians 
is shown in Table 2.

As mentioned above, to  be  proved again after the 
initial result discussed, we do not find the significance 
of food habits ('vegetarian and non-vegetarian') neither 
for Chinese nor for Hungarians. This result proved our 
H3: Food habits (vegetarian and non-vegetarian) do not 
have an influence on organic food attitude.

Concluding remark. The  biggest difference from 
buying willingness to organic food and recommenda-
tion attitude separately is  country proved that there 
is a significant difference between Chinese and Hungar-
ian respondents in purchase attitude to organic food. 
Chinese and Hungarian respondents show similar at-
titudes to organic food, while some different habits ex-
ist. Both Chinese and Hungarian respondents are 'not 
sure' to recommend organic food to other consumers 
because they do not trust it (Szente et al. 2007). The de-
cision tree analysis also stopped at the initial levels. But 
Chinese can be convinced to buy organic food by rela-
tives and friends more easily than Hungarians. Hungar-
ian consumers demonstrate a more favourable attitude 
toward organic food than their Chinese counterparts, 
reflecting Hungary's more advanced organic food mar-
ket (Szente et  al.  2007; Balázs 2012; Ye et  al.  2019). 
Food safety and health are the driving reasons for both 
Chinese and Hungarian respondents to make purchase 
decisions (Benedek and Balázs 2016). Organic vegeta-
bles are on the top list of both Chinese and Hungarian' 
shopping lists, and Hungarians also prefer other organ-
ic food products (Willer and Lernoud 2019). The ratio 
of  Hungarian respondents who refused to  buy or-
ganic food due to high price (Szente and Torma 2015) 
is  higher than Chinese. For  the Chinese, the biggest 
hindering reason is income (Li et al. 2019). However, 
this result also reflects the limitations of our primary 
research. Most of  the respondents are young people, 
concentrating on  the age group 21-30 years old, and 
this age group has obvious budget limitation features. 
The demand for organic food is  still growing in both 
countries, and the supply should also grow to  meet 
up the demands (Willer and Lernoud 2019; FiBL 2020). 

Limitation. A limitation of this study is the predomi-
nant representation of younger respondents, primarily 
aged 21–30, a demographic likely facing budgetary con-
straints. Therefore, we  suggest that future research 
continue this survey by  targeting specific age groups. 
Besides, the imbalance in sample size between China 
(374) and Hungary (185) is  also a  limitation of  this 
study. The  imbalance in  sample size cannot generally 
represent the whole population. When it comes to the 
original population of each country, the results can still 
offer suggestions on this topic.
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Table 2. Tree table of respondents' purchase behaviour on organic food among Chinese and Hungarian

Node
China Hungary Total Predicted 

category
Parent 
node

Primary independent variable
n (%) n (%) n (%) variable sig.a split values

0 374 66.9 185 33.1 559 100.0 China – – – –

1 151 52.8 135 47.2 286 51.2 China 0
the frequency  

of buying  
organic food

0.000

often  
(once a week);

not often  
(once a month);

daily

2 223 81.7 50 18.3 273 48.8 China 0
the frequency  

of buying  
organic food

0.000

never;
seldom (several  

times a year);
very often  
(2 or 3 times  

per week)

3 93 46.0 109 54.0 202 36.1 Hungary 1
the information source 
of organic food: adver-
tisement from market

0.000 no

4 58 69.0 26 31.0 84 15.0 China 1
the information source 
of organic food: adver-
tisement from market

0.000 yes

5 195 85.9 32 14.1 227 40.6 China 2

the reason to buy organic 
food: food safety and 

health (more freshness 
and nutrition, no pes-
ticides and chemical 
fertilisers included)

0.000 yes

6 28 60.9 18 39.1 46 8.2 China 2

the reason to buy organic 
food: food safety and 

health (more freshness 
and nutrition, no pes-
ticides and chemical 
fertilisers included)

0.000 no

7 38 33.3 76 66.7 114 20.4 Hungary 3
Would you like  
to buy organic  

food in the future?
0.001

not like to buy it;  
very glad to buy it; 

like to buy it;  
against to buy it

8 55 62.5 33 37.5 88 15.7 China 3
Would you like  
to buy organic  

food in the future?
0.001 not refuse it;  

never buy it

9 43 62.3 26 37.7 69 12.3 China 4
the information  

source of organic food： 
social media

0.004 no

10 15 100.0 0 0.0 15 2.7 China 4
the information  

source of organic food： 
social media

0.004 yes

11 98 77.8 28 22.2 126 22.5 China 5 the reason(s) to refuse 
organic food: income 0.000 no
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Node
China Hungary Total Predicted 

category
Parent 
node

Primary independent variable
n (%) n (%) n (%) variable sig.a split values

12 97 96.0 4 4.0 101 18.1 China 5 the reason(s) to refuse 
organic food: income 0.000 yes

13 12 44.4 15 55.6 27 4.8 Hungary 6
the reason(s) to refuse 

organic food:  
expensive price

0.007 yes

14 16 84.2 3 15.8 19 3.4 China 6
the reason(s) to refuse 

organic food:  
expensive price

0.007 no

15 21 26.3 59 73.8 80 14.3 Hungary 7 the reason(s) to refuse 
organic food: income 0.014 no

16 17 50.0 17 50.0 34 6.1 China 7 the reason(s) to refuse 
organic food: income 0.014 yes

17 32 55.2 26 44.8 58 10.4 China 9
the information source 
of organic food：shop 

keeper and retailer
0.005 no

18 11 100.0 0 0.0 11 2.0 China 9
the information source 
of organic food：shop 

keeper and retailer
0.005 yes

19 55 69.6 24 30.4 79 14.1 China 11
the information source 
of organic food：adver-
tisement from market

0.004 no

20 43 91.5 4 8.5 47 8.4 China 11
the information source 
of organic food：adver-
tisement from market

0.004 yes

21 85 97.7 2 2.3 87 15.6 China 12
the information source 

of organic food：relatives 
and friends

0.033 no

22 12 85.7 2 14.3 14 2.5 China 12
the information source 

of organic food：relatives 
and friends

0.033 yes

23 20 31.3 44 68.8 64 11.4 Hungary 15

the reason to buy organic 
food: food safety and 

health (more freshness 
and nutrition, no pes-
ticides and chemical 
fertilisers included)

0.042 yes

24 1 6.3 15 93.8 16 2.9 Hungary 15

the reason to buy organic 
food: food safety and 

health (more freshness 
and nutrition, no pes-
ticides and chemical 
fertilisers included)

0.042 no

25 22 46.8 25 53.2 47 8.4 Hungary 17

which organic food 
product(s) do you/ 

would you like to buy: 
organic milk

0.008 no

Table 2. To be continued
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CONCLUSION

In conclusion, while both Hungarian and Chinese 
respondents are hesitant to recommend organic food 
due to trust issues, Chinese consumers are more easily 
persuaded by friends and family. Hungarian consum-
ers purchase organic food more frequently, reflecting 
differences in market development and consumer trust 
between the two countries. The  findings underscore 
a  shared demand for organic food, driven by  food 
safety, health, and environmental concerns, and sug-
gest areas for future research and industry focus. 
It is indicated for Chinese and Hungarian policymak-
ers or producers to  improve consumer trust through 
product labelling. This research result cannot stand 
for the typical purchasing behaviour, but it  can give 
future researchers or food producers some directions 
or ideas. However, it should also be noted that the ma-
jority of respondents are between 21 and 30 years old, 
which limits the generalisability of  the results to  the 
entire population.

Acknowledgement. We thank Bánki Donát Faculty 
of Mechanical and Safety Engineering, Obuda Univer-
sity for supporting us in the publication process. 

REFERENCES

An J.-H., Kang K.-O. (2006): Consumption type of house-
wives about organic and instant food. The Korean Journal 
Of Food And Nutrition 19: 28–37.

Baer-Nawrocka A., Błocisz J. (2018): Efficiency of  Polish 
organic and conventional farms. Studies in  Agricultural 
Economics, 120: 55–60.

Balázs B. (2012): Local food system development in Hungary. 
The International Journal of Sociology of Agriculture and 
Food, 19: 403–421.

Benedek Z., Balázs  B. (2016): Current status and future 
prospect of  local food production in Hungary: A spatial 
analysis. European Planning Studies, 24: 607–624.

Beranová M., Navrátilová  M., Brož  D. (2020): Consumer 
preferences and trends in the purchase of selected com-
modities of  plant and animal production in  the Czech 
Republic. In: Agrarian Perspectives XXIX. 29th Internation 
Scientific Conference: Trends and Challenges of Agrarian 
Sector. Prague, Sept 16–17, 2020: 49–57.

Borsellino V., Kaliji S.A., Schimmenti E. (2020): COVID-19 drives 
consumer behaviour and agro-food markets towards healthier 
and more sustainable patterns. Sustainability, 12: 8366.

Djokoto J.G., Pomeyie P. (2018): Productivity of organic and 
conventional agriculture – A common technology analysis. 
Studies in Agricultural Economics, 120: 150–156.

Drexler D., Dezseny Z. (2013): Organic agriculture in Hun-
gary – Past, present, future. In:  Willer  H., Lernoud  J., 
Kilcher L. (eds): The World of Organic Agriculture. Bonn, 
FiBL and IFOAM: 239–242.

FAO (2014): Organic Agriculture: What is Organic Agri- 
culture? Available at: https://www.fao.org/4/ac116e/
ac116e02.htm

FAO (2018): The Future of Food and Agriculture – Alte rnative 
Pathways to 2050. Rome, FAO. Available at: www.fao.org/
global-perspectives-studies/resources/detail/en/c/1157074/

Node
China Hungary Total Predicted 

category
Parent 
node

Primary independent variable
n (%) n (%) n (%) variable sig.a split values

26 10 90.9 1 9.1 11 2.0 China 17

which organic food 
product(s) do you/ 

would you like  
to buy: organic milk

0.008 yes

27 10 50.0 10 50.0 20 3.6 China 19

which organic food 
product(s) do you/ 

would you like to buy: 
organic vegetables

0.027 no

28 45 76.3 14 23.7 59 10.6 China 19

which organic food 
product(s) do you/ 

would you like to buy: 
organic vegetables

0.027  yes

aBonferroni adjusted; growing method = Exhaustive CHAID; dependent variable = country 
sig. – * p < .05, ** p < .01, *** p < .001

Table 2. To be continued

460

Original Paper	 Czech Journal of Food Sciences, 43, 2025 (6): 450–461

https://doi.org/10.17221/205/2024-CJFS

http://www.fao.org/global-perspectives-studies/resources/detail/en/c/1157074/
http://www.fao.org/global-perspectives-studies/resources/detail/en/c/1157074/
https://cjfs.agriculturejournals.cz/
https://doi.org/10.17221/205/2024-CJFS


FiBL (2020): FiBL Statistics  –  Key indicators.Frick, FiBL. 
Available at: https://statistics.fibl.org/world/key-indica-
tors.html.

Grzelak P., Maciejczak M. (2013): Comparison between the 
United States and Poland of consumers' perceptions of organ-
ic products. Studies in Agricultural Economics, 115: 47–56.

Gunduz M., Lutfi H.M.A. (2021): Go/no-go Decision model 
for owners using exhaustive CHAID and QUEST decision 
tree algorithms. Sustainability 13: 815.

Kowalska A., Ratajczyk M., Manning L., Bieniek M., Mącik R. 
(2021): 'Young and Green' a study of consumers' perceptions 
and reported purchasing behaviour towards organic food 
in Poland and the United Kingdom. Sustainability, 13: 13022.

Li R., Lee H.-Y., Lin Y.-T., Liu C.-W., Tsai P.F. (2019): Consum-
ers' willingness to pay for organic foods in China: Bibliomet-
ric review for an emerging literature. International Journal 
of Environmental Research and Public Health, 16: 1713.

Loxton M., Truskett  R., Scarf  B., Sindone  L., Baldry  G., 
Zhao Y. (2020): Consumer behaviour during crises: Pre-
liminary research on how coronavirus has manifested con-
sumer panic buying, herd mentality, changing discretionary 
spending and the role of the media in influencing behav-
iour. Journal of Risk and Financial Management, 13: 166.

Mai P.T., Tick A. (2021): Cyber security awareness and be-
havior of youth in smartphone usage: A comparative study 
between university students in Hungary and Vietnam. Acta 
Polytechnica Hungarica, 18: 67–89.

Nagy-Pércsi K., Fogarassy C. (2019): Important influencing 
and decision factors in organic food purchasing in Hun-
gary. Sustainability 11: 6075.

Pacho F.T., Batra M.M. (2021): Factors influencing consumers' 
behaviour towards organic food purchase in Denmark and 
Tanzania. Studies in Agricultural Economics, 123: 62–75.

Pangaribuan C.H., Wijaya D.P.E., Antari K.Y., Sherisa L.A., Putra 
C.A. (2020): Consuming organic instant noodle: Exploring 
environmental concern, health consciousness, and moral 
norm (evidence from Indonesian consumers). International 
Journal of Advanced Science and Technology, 29: 6912–6927.

Popovics A. (2024): Characteristics of consumer segments 
based on  consumer habits and preferences from an  en-
vironmental and social responsibility perspective. Acta 
Polytechnica Hungarica, 21: 133–146.

Prosekov A.Y., Ivanova S.A. (2018): Food security: The chal-
lenge of the present. Geoforum 91: 73–77.

Shafie F.A., Rennie D. (2012): Consumer perceptions to-
wards organic food. Procedia – Social Behavioral Sci-
ence, 49: 360–367.

Pilař L., Kvasničková Stanislavská L., Rojík S., Kvasnička R., 
Poláková J., Gresham G. (2018): Customer experience with 
organic food: Global view. Emirates Journal of Food and 
Agriclture, 30: 918–926.

Steenkamp J.-B.E.M, Baumgartner H. (1998): Assessing meas-
urement invariance in cross‐national consumer research. 
Journal of Consumer Research, 25: 78–107.

Szente V., Tarnavölgyi G., Szakály Z. (2007): Consumer trends 
in  organic foods. Bulletin of  University of  Agricultural 
Sciences and Veterinary Medicine, Cluj-Napoca. Horti-
culture, 64: 392–397.

Szente V., Torma D. (2015): Organic food purchase habits 
in Hungary. Journal of Economic Development, Environ-
ment and People, 4: 32–40.

UN (2005): World Population to Reach 9.1 Billion in 2050, 
UN Projects. New York City, UN. Available at: https://
news.un.org/en/story/2005/02/129862

Varga J., Csiszárik-Kocsir Á. (2024): The  impact of  hu-
man activity on  environmental elements based on  the 
results of a primary research. Acta Polytechnica Hunga-
rica, 21: 147–168.

Willer H., Lernoud J. (2019): The World Of Organic Agri-
culture. Statistics and Emerging Trends 2019. Bonn, FiBL, 
Frick and IFOAM: 217–265.

World Bank (2020): Population, Total – China. Washing-
ton,  D.C., World Bank. Available at:  https://data.world-
bank.org/indicator/SP.POP.TOTL?locations=CN

Wu Y., Babos T., Takács-György K. (2023): The importance 
of agriculture, in the light of global security changes and 
trends. National Security Review: 80–99.

Ye B., Jin D., Zhang X. (2019): Development status and im-
provement measures of organic food in China. Agricultural 
Science and Technology and Equipment, 2012:  78–80. 
(in Chinese)

Received: October 23, 2024
Accepted: October 8, 2025

461

Original Paper	 Czech Journal of Food Sciences, 43, 2025 (6): 450–461

https://doi.org/10.17221/205/2024-CJFS

https://news.un.org/en/story/2005/02/129862
https://news.un.org/en/story/2005/02/129862
https://data.worldbank.org/indicator/SP.POP.TOTL?locations=CN
https://data.worldbank.org/indicator/SP.POP.TOTL?locations=CN
https://cjfs.agriculturejournals.cz/
https://doi.org/10.17221/205/2024-CJFS

	_Hlk69815550
	_Ref167201707

