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Abstract: The main goal of this research is to determine the impact of the Covid-19 Pandemic on
the frequency of buying organic food. It also examines whether the online sale of organic food has
increased, and which channels were used for its purchase. The sample in the current research
consists of 400 respondents of different demographic characteristics who filled out the
questionnaire on two occasions, in 2020 and 2022. Data was processed in the SPSS program, and
in addition to descriptive statistics, non-parametric techniques, the Wilcoxon test of equivalent
pairs and the Kruskal-Wallis test were used to determine the differences in scores between several
groups of respondents. The results showed that due to the impact of the Covid-19 pandemic, the
frequency of buying organic food increased as its sale via the Internet. Consumers buy organic
food most often in supermarkets and hypermarkets, while only few consumers buy it directly from
organic food producers.
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INTRODUCTION

The organic food market represents one of the
most promising markets, considering that there

especially for elderly who are at high risk of
entering a middle-age crisis (Colovi¢ & Mitic,

is increased concern among consumers for
their health and the environment. The Covid-
19 pandemic certainly contributed to this,
which had the effect of raising consumer
awareness of the importance of health pro-
tection. In addition, the way of life itself is
very stressful for people, so the adoption of
healthy habits related to physical activity and
adequate nutrition is of great importance (Co-
lovi¢, Miti¢, Nikoli¢ & Milojkovi¢, 2022),
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2022), due to stress and poor health (Chang,
2018) and slow ageing. Consumers who prefer
a healthy lifestyle and diet have positive
attitudes towards organic food and more often
decide to buy it in general (De Magistris &
Gracia, 2008). Official data from relevant in-
ternational agencies (IFOAM, 2022; [FOAM,
2021) show that the demand for organic food
is increasing, and the value of this market
reaches over 100 billions dollars. Following

25



Viadimir C. Miti¢ et. al., The impact of the Covid-19 pandemic on the frequency of shopping and online sale of organic food among
consumers of the former Yugoslavia, Food and Feed Research, 50 (1), 25-35, 2023

these sources, the highest value of the organic
food market is in North America and Europe,
that is, in the continents with the highest
standard of living. Previously, organic food
was mostly produced in the most developed
countries, but producers from developing
countries have recognized the perspective of
the organic food market and are increasingly
involved in its production (Yadav, 2016). Con-
sidering that making a profit is one of the main
goals of the business (Miti¢, Koki¢, Mizdra-
kovi¢ & Tereladze, 2019), it is expected that
high profitability makes this sector attractive
for large companies as well as smaller pro-
ducers. Along with the growth of the food
market, the number of organic food producers
also grows, so the number of organic food pro-
ducers in the European Union in 2016 was
around 260,000, while on the European con-
tinent, their number is over 330,000 (Willer &
Lernoud, 2016). In 2016, Romania ranked first
in the number of organic food producers
among the Balkan countries, with over 13,000
producers, while Bosnia was in the last place
with less than 50 producers (Vlahovi¢, Uzar &
Skatari¢, 2019).

The Covid-19 pandemic has contributed to the
increase in income and profit achieved by or-
ganic food producers (Miti¢ & Colovi¢,
2022a), with a tendency to increase in the fol-
lowing years. The global increase in organic
food sales due to the pandemic is from 25% to
100%, according to many studies (Serbia Or-
ganika, 2020). The value of the organic food
market in 2021 was 125 billion euros, while
the highest purchase value of organic food in
the countries of the former Yugoslavia was in
Croatia, around 99 million euros (IFOAM,
2023). The value of the organic food market in
Serbia is much smaller than in Croatia, given
that its value in 2019 was 16.624.673 million
euros (Serbia Organika, 2020). During the pro-
duction of organic food, considering its
ecological approach, the preservation of biodi-
versity is also achieved (Gomiero, Pimentel &
Paoletti, 2011), which is favourable for en-
vironmental protection. Organic production
cannot completely solve the problem of envi-
ronmental pollution, but it affects the impro-
vement of a large number of ecological in-
dicators (Niggli, 2006). Environmental pro-
tection along with health concerns are the main
motives for buyers of organic food among
consumers in Serbia (Colovié & Miti¢, 2022),
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while the biggest obstacle to buying organic
food is the higher price compared to con-
ventional food (Cendié & Zari¢, 2019).
According to research conducted in Serbia in
2016, the biggest influence on the decision to
buy organic food is its quality and price
(Radojevi¢, Simin, Trbi¢ & Mili¢, 2021).

Organic food producers and sellers invest high
amounts of money in marketing and informing
consumers, which leads to a higher demand for
organic food. Low information among consu-
mers in Serbia is one of the main reasons for
the low frequency of buying organic food
(Vehapi & Dolicanin, 2016). Due to the
increased interest in organic food, an in-
creasing number of researchers are engaged in
research related to the market and consumers
of organic food. Better knowledge of organic
food consumers allows them and the sellers to
design appropriate marketing strategies to
attract more consumers and increase sales
value. There is a lot of space to increase the
sales value of organic food, considering that
many consumers still do not buy organic food.
Thus, the results of some studies indicate that
more than half of consumers in Serbia never or
rarely buy organic food (Miti¢ and Colovié
2022b; Miti¢ and Colovi¢ 2022¢; Dasié,
Radosavac, Knezevi¢ & Pervida, 2019; Kra-
njac, Vapa-Tankosi¢ & Knezevi¢, 2017; Do-
ki¢, boki¢, Pavlovic & Znidersi¢-Kovac,
2014), while only about 13% of consumers
buy organic food every day (Vlahovi¢, Puska-
ri¢ & Jelocnik, 2011). According to the results
of research conducted in Serbia on a sample of
433 respondents (Tankosi¢, Hani¢ & Bugarcic,
2022), 43.6% regularly buy organic food (at
least once a week), while 54.6% of consumers
do so irregularly.

LITERATURE REVIEW

The results of research in Poland conducted in
the period from February to August 2020 on a
sample of 1.108 showed that the factors of
health care, product composition, price and
shelf life of the purchased product are the most
important factors when deciding to buy
organic food (Smiglak-Krajevska & Vojce-
hovska-Solis, 2021). According to the same
survey, the use of the Internet as a channel for
the distribution of organic products has in-
creased, and during that period, about 17% of
respondents bought organic products online.
Peri¢, Vasi¢-Nikcevi¢ and Vuji¢ (2017) exa-



Viadimir C. Miti¢ et. al., The impact of the Covid-19 pandemic on the frequency of shopping and online sale of organic food among
consumers of the former Yugoslavia, Food and Feed Research, 50 (1), 25-35, 2023

mined the frequency of buying organic food
among consumers in Serbia and Croatia, as
well as their socio-demographic character-
ristics. The study revealed that consumers in
Croatia buy more organic food than consumers
in Serbia, owing to better consumer infor-
mation and greater trust in the media. Never-
theless, the frequency of buying organic food
in Croatia has been on the low side, given that
about half of the respondents (50.1%) never
buy organic food, while only 12.4% of respon-
dents are regular buyers of organic food
(Brei¢-Stipcevic & Petljak, 2011). Similar
were the findings from Montenegro, where
about 35% of consumers never buy organic
food, while only about 11% do so regularly
(Melovi¢, Cirovié, Dudi¢, Vuli¢ & Gregus,
2020). Considering the organic food market in
Republika Srpska, 58.73% of consumers only
occasionally buy organic food, while 31.04%
of consumers are regular buyers (Gali¢, 2022).

Organic food consumers in Serbia are predo-
minantly female, older, university educated,
live in urban areas and have above-average
incomes (Miti¢ & Colovié, 2022b). Similar
consumer demographic characteristics were
reported from a study in North Macedonia,
according to which organic food consumers
were predominantly of a higher level of edu-
cation, with average or above-average in-
comes, but were younger than 50 years of age
(Sekovska, Branislav & Bunevski, 2013).
Knowledge of the demographic characteristics
of buyers of organic food helps anticipate
consumers' expectations in the purchase, which
can be of great importance for producers and
sellers of organic food to adapt it to buyers
(Kon¢ar, Grubor, Mari¢, Vukmirovi¢ & DPoki¢,
2019). A study conducted in Serbia in April
2020, conducted online in the form of a sur-
vey on a sample of 1.275 respondents, showed
that consumers who buy organic food are
usually women aged between 25 and 40 years
with higher education and income above
average (Ciri¢, Ili¢, Ignjatijevié & Brkanli¢,
2020). The study showed that before the
COVID-19 pandemic, about 5.28% of con-
sumers purchased organic food online, which
increased by 3.53, i.e. by 66.67% due to the
impact of the global pandemic. This trend was
confirmed in another study conducted in Ser-
bia in 2020 (Dasi¢ et al., 2019), according to
which about 6.6% of consumers in Serbia buy
organic food online. The results of a survey

conducted among buyers of organic food in
Bosnia showed that due to the impact of the
COVID-19 pandemic, 12.67% of consumers
buy organic food more than usual, while
78.04% have not changed their behaviour and
buy organic food as before the outbreak of the
Coronavirus disease (Hassen et al., 2021).

According to research by Vehapi (2015),
consumers in Serbia most often buy organic
food in supermarkets (29.3%), markets
(15.5%) and directly from producers (14.4%).
Similar findings were reported by Kranjac et
al. 2017), according to whom most consumers
buy organic food in markets and supermarkets,
then in health food stores and directly from
producers, while the smallest number of con-
sumers purchase organic food in specialized
stores. As for consumers in Kosovo, most of
them buy organic food in supermarkets
(21.5%) and markets (21%), and only 10% in
health food stores (Maksimovi¢, MiloSevi¢ &
Jovanovi¢, 2017). According to Stoji¢ and
Dimitrijevi¢ (2020), consumers dominantly
buy organic food in markets and supermarkets,
approximately 38%, followed by health food
stores and farms. Moreover, according to the
same authors, gender affects the decision-ma-
king about the place of purchase since men
buy organic food mostly in supermarkets,
unlike women, who prefer markets. The type
of organic food influences the choice of place
of purchase, so when it comes to buying
organic fruit and vegetables, consumers in
Serbia most often buy it in supermarkets (33%)
and markets (22.7%), as well as organic milk
and milk products which are purchased in
supermarkets (40.7%) at a greater frequency
(Vehapi & Dolicanin, 2016).

MTERIALS AND METHODS

This research aimed to determine whether the
frequency of buying organic food has
increased during the pandemic. Also, it
examined the distribution channels through
which consumers most often purchase organic
food and whether online sales of organic food
have increased due to the impact of the Covid-

19 pandemic. Based on this, the research

hypotheses were derived:

1. The frequency of buying organic food
increased during the Covid-19 pandemic
(HI);

2. Consumers most often buy organic food in
specialized stores (H2);
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3. The Covid-19 pandemic affected the
increase in online sales of organic food
(H3).

The sample in this research consisted of 400
respondents from the countries of former
Yugoslavia who filled out the questionnaire
twice in 2020 and 2022. Respondents were
predominantly from Serbia, considering it was
the largest ex-Yugoslavian republic with the
highest number of citizens. In addition, a large
number of respondents outside Serbia did not
fill out the questionnaire or did not fill it out
completely. However, no statistically signify-
cant differences were obtained concerning the
nationality of the respondents (¥2=9.452;
p>0.05). The research was conducted with the
help of Google questionnaires online or by
filling out questionnaires by the respondents

Table 1.
Socio-demographic characteristics of the respondents

personally. The sample in the current research
consisted of respondents of different gender,
nationality, age, level of education, level of in-
comes and place of residence (Table 1). The
disparity in the sample between male and
female respondents might not affect the results
in different consumption behaviour and cha-
racteristics because non- parametric techniques
were applied in data analysis that are not
sensitive to unequal distribution of scores on
different variables, i.e. they provide statis-
tically precise data regardless of the Gaussian
distribution.

The questionnaire consisted of 20 questions on
a five-point Likert scale and was used in
previous research by the authors of the present
study (Colovié & Miti¢, 2021; Colovi¢ &
Miti¢, 2022). The reliability of this question-

Socio-demographic

characteristics N Percentage
Gender

Male 120 30
Female 280 70
Total 400 100
Age

From 18 to 24 years 100 25
From 25 to 39 years 155 39
From 40 to 64 years 141 35
Over 65 years 4 1
Total 400 100
Country

Serbia 321 80.5
North Macedonia 41 10
Bosnia and Herzegovina 22 55
Croatia 10 2.5
Montenegro 6 1.5
Total 400 100
Education

Primary school 13 3
High school 139 35
Higher school/vocational studies 55 14
Faculty/master studies 170 42
PhD 23 6
Total 600 100
Incomes

Below average 60 15
Average 286 71.5
Above average 54 13.5
Total 600 100
Area

Urban area 327 82
Rural area 73 18
Total 400 100
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naire in the studies of the mentioned authors as
a measure of internal consistency ranged from
0.75 to 0.85 Cronbach's alpha. It was not
necessary to obtain any ethical statement since
the applied questionnaire was completely ano-
nymous and that did not contain any sensitive
or, in any other way, intrusive questions that
would endanger in some way the respondents
and their privacy.

The data were processed with the help of the
SPSS program, in version 26. In addition to
descriptive statistics, the Wilcoxon test was
used to examine the statistical significance bet-
ween the same respondents in two different
time distances and the Kruskal-Wallis test was
employed to detect the present differences
between the groups of participants. Matching
of respondents in the sample was done based
on the e-mail addresses of the respondents.

RESULTS AND DISCUSSION

Table 2 shows the results of the Wilcoxon
testWe can see that the size of the difference
between the two time periods in which the
frequency of buying organic food was mea-

Table 3.
Wilcoxon signed rangs test

sured is at a statistically significant level
(Z=15.442; p<0.001).

Table 2.
Frequency of purchasing organic organic food in
two periods

Frequency of buying organic food
in two observations

Z 15.442°
Sig. 0.000

Y Observation 1 < Observation 2

The direction of the obtained differences was
in favour of the hypothesis that the Covid-19
pandemic led to a higher frequency of buying
organic food, because the values registered by
the second observation were significantly
higher (Table 3). A potential reason for this
may be increased consumer awareness and
better information among consumers about the
quality of organic and the importance of
healthy nutrition. Due to the impact of the
Covid-19 pandemic, consumers have started
spending more money on food that does not
contain pesticide residues and additives, i.e.
organic food, due to fear for their own health
and that of their family members.

N Mean Rank Sum of Ranks
Frequency of buying organic food:  Negative 29? 99.50 2673.00
Observation 1 - Observation 2 Ranks
Positive 295° 230.50 96117.00
Ranks
Ties 76°
Total 400

® Observation 1 > Observation 2
® Observation 1 < Observation 2
¢ Observation 1 = Observation 2

Table 4.

Frequency of purchasing organic organic food during the two observation periods

Observation 1 (2020 year)

Observation 2 (2022 year)

Time period

Frequency Percent Frequency Percent

Never 130 32.5 105 26.25
Once a month 100 25 90 22.5
Once a week 94 23.5 101 25.25
2-3 times a week 51 12.75 72 18.00
Daily 25 6.25 32 8.00
Total 400 100 400 100
Table S.

Kruskal-Wallis test results

The place to buy organic food (year 2020)

The place to buy organic food hrane (year 2022)

X 5.37 6.24
df 5 5
Sig. 0.241 0.197
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Table 6.
Differences in buying organic food regarding to the place of purchase

Observation 1 Observation 2

(year 2020) (year 2022)
PLACE OF PLACE OF
PURCHASE N MR PURCHASE N MR
Directly from the 27 205.33 Directly from the 27 20533
. producer producer
Frequency of purchasing
organic food At the markets 67 263.90 At the markets 52 243.58
In specialized food stores 79 284.70 In specialized food stores 91  295.40
In supermarkets 113 344.64 In supermarkets 118 354.94
In hypermarkets 82 288.90 In hypermarkets 84 288.43
An unspecified place of 32 21253 An unspecified place of 2% 20753
purchase purchase
Total 400 Total 400

Source: Authors’ calculations

As for a more detailed view of purchase fre-
quency over a two-year period, the following
table (Tab. 4) shows that purchase frequency
has generally increased. We can see that the
number of those who have never bought organic
food decreased, and that the largest increase in
the frequency of purchases was registered in the
group of respondents who buy organic food 2 to
3 times a week after the pandemic.

The Kruskal-Wallis one-way analysis of va-
riance test was used to examine differences in
scores between larger numbers of groups of
subjects. The results of the Kruskal-Wallis test
showed that there were no statistically signifi-
cant differences considering the place of pur-
chase of organic food in 2020 (x*=5.37; p>0.05)
and in 2022 (x*=6.24; p>0.05) (Table 5 ). The
obtained results harmonizes with the study of
Kranjac et al. (2017), Maksimovi¢ et al., (2017)
and Vehapi (2015) according to which con-
sumers most frequenty buy organic food in su-
permarkets and hypermarkets. The findings are
partially in line with the results of Stoji¢ and Di-
mitrijevi¢ (2020) according to whom consumers
mostly buy organic food in markets and super-
markets.

In 2020, most consumers purchased organic
food in supermarkets (28.25%), then in hyper-
markets  (20.5%) and specialized stores
(19.75%), while the place of purchasing organic
foods are least represented by the market
(16.75%) and purchase directly from the pro-
ducer (6.75%) (Table 6). Due to the influence of
Covid-19, in 2022, the number of consumers
who preferred buying in supermarkets increased
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slightly by 1.25%, and those in hypermarkets by
0.5%, while the percentage of consumers who
purchased directly from the producer remained
unchanged. The biggest change occurred at the
beginning of the pandemic when 13% of consu-
mers were involved in the purchase of organic
foods in markets, which decreased by 3.75% in
2020 while the number of consumers who pur-
chased foods in specialized stores declined by
3%. A potential reason for the decrease in the
number of consumers who buy organic food in
the markets may be the fear of the pandemic
and the safety of the food in the markets. Due to
the influence of the pandemic, Covid-19 in-
creased consumer confidence in organic
products sold in specialized stores, so an
increasing num-ber of them decides to make
their purchase.

The percentage of consumers who purchased
directly from the producer has not changed,
which indicates that they are loyal consumers,
satisfied with the quality of purchased products
as well, so they do not want to change their
purchase habits. The results of the Wilcoxon
test of equivalent ranks suggested that there was
statistical significance regarding buying organic
food online (Z=13.322; p<0.001) (Table 7).

Namely, the observation of the same group of
respondents in two different periods (2020 and
2022) showed a statistically significant increase,
given that respondents more often decide to buy
organic food online. The direction of the ob-
tained differences was in favour of the fact that
the Covid-19 pandemic influenced the increase
in the frequency of buying organic food be-
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Table 7.
Frequency of buying organic organic food online

Frequency of buying organic food online

in two observations

Z 13.322°
Sig. 0.001
Y Observation 1 < Observation 2
Table 8.
Wilcoxon signed rangs test
N Mean Rank Sum of Ranks
Frequency of buying organic food Negative 43° 108.50 6667.50
online: Ranks
Observation 1 - Observation 2 Positive 278° 221.50 92122.50
Ranks
Ties 79¢
Total 400

* Observation 1 > Observation 2
® Observation 1 < Observation 2
¢ Observation I = Observation 2

Table 9.

The frequency of online organic food purchases during the two observation periods

Observation 1 (2020 year)

Observation 1 (2022 year)

Time period

Frequency Percent Frequency Percent
Never 24 6 59 14.75
Once a month 376 94 341 85.25
Total 400 100 400 100

cause the values registered in the second ob-
servation were significantly higher (Table 8).
Given that, in general, more and more con-
sumers decide to buy food online, it is not a sur-
prise that the number of consumers using the
internet as a channel for buying organic food
has also increased. The Covid-19 pandemic
contributed much to this trend, as many con-
sumers fearing the virus began to use alternative
food supply channels to minimize contact with
other people.

Only 6% of consumers used the internet as a
channel for buying organic food in 2020, while
in 2022, the number of consumers who purchase
online increased by almost 9% and amounted to
about 15% (Table 9).

The Internet as a channel for buying organic
food has not yet been used to its full extent,
being used less compared to other channels for
buying organic food.

The increasing presence and use of information
technologies, as well as the increased security of
transactions on the Internet, have influenced a
greater frequency of online purchases of organic
food. Research findings in 2020 are in line with
earlier results obtained in Serbia (Ciri¢ et al.,
2020; Dasi¢ et al., 2019), according to which

about 6% of consumers use the possibility of
online purchase of organic food. When it comes
to the research from 2022, the results show that
there has been an increase in the online pur-
chase of organic food and it is approximately
15%, which is partially in line with the research
conducted in Poland, where about 17% of
consumers use the Internet as a channel for
buying organic food (Smiglak-Krajewska &
Wojciechowska-Solis, 2021).

CONCLUSIONS

The organic food market is a very promising
market due to constant growth, so in addition to
the number of buyers, the number of producers
and sellers of organic food has also increased.

The Covid-19 pandemic has influenced the in-
crease in the purchase of organic food by
consumers who are increasingly paying at-
tention to a healthy lifestyle and adequate
nutrition to boost their immunity. The first re-
search hypothesis of the present study (H1) was
confirmed: the Covid-19 pandemic influenced
the increase in the frequency of buying organic
food since the number of consumers in Serbia
who never buy organic food decreased (in 2020,
it was about 32%, while in 2022 it was 16%).
Also, the number of consumers who regularly
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buy organic food has increased, since in 2020,
about 40% of consumers regularly bought or-
ganic food, and due to the impact of the pan-
demic, this number will reach about 50%.

Consumers most often buy organic food in su-
permarkets, which did not confirm the second
research hypothesis (H2) that consumers most
often buy organic food in specialized stores.
However, the Covid-19 pandemic influenced
more consumers to buy organic food in spe-
cialized stores and less often in markets.

The Internet as a channel for buying organic
food is showing positive growth as more and
more consumers decide to buy organic food
online. The third hypothesis (H3) that the
Covid-19 pandemic affected the frequency of
buying organic food online was confirmed as
the percentage of consumers using the internet
to buy organic food increased at a statistically
significant level. In 2020, about 6% of con-
sumers in Serbia used the Internet to buy or-
ganic food, and in 2022, that percentage would
amount to about 15%, bringing it closer to
Polish consumers, where about 17% use the In-
ternet for this type of purchase.

The results of this research can be useful for all
entities related to the organic food market, from
producers and sellers to buyers and regulatory
agencies. Given that many consumers are con-
cerned about environment hazards and health
protection, sellers should develop appropriate
strategies, primarily through better informing
consumers about the importance and advantages
of organic food. Better information and more
knowledge of organic food consumers will in-
fluence an even greater frequency of buying
organic food.

Since the study involved consumers residing in
the countries of the former Yugoslavia, it may
have not represented all consumers in the ap-
propriate percentage. Also, the sample size of
400 consumers may not be sufficient to ge-
neralize the results. Therefore, to extend the va-
lidity of the results, more studies with a large
sample size should be conducted in this di-
rection. Future research may cover more coun-
tries to determine whether the Covid-19 pan-
demic has influenced the frequency of buying
organic food. Consumer surveys are a valuable
tool to determine which channels prevail in or-
ganic food purchase and what are their
disadvantages and advantages.

32

ACKNOWLEDGEMENTS

This work has been supported by the Sin-
gidunum University, Faculty of Business in Bel-
grade.

REFERENCES

Brci¢-Stipcevi¢, V., & Petljak, K. (2011). Istrazivanje
kupovine ekoloske hrane u Republici Hrvatskoj.
Trziste, 23(2), 189-207.
https://hrcak.srce.hr/file/117265

Chang, H. K. (2018). Influencing factors on mid-life crisis.
Korean Journal of Adult Nursing, 30(1), 98-105.
https://doi.org/10.7475/KJAN.2018.30.1.98

Colovié, M., & Miti¢, V. (2023). Osecanje smisla zivota u
odraslom dobu i starosti. Andragoske studije, 11, 61-
89. https://doi.org/10.5937/AndStud2202061C

Colovié, M., & Miti¢, V. (2022). The main motives for
buying organic food in people of the former
Yugoslavia. British Food Journal, 125(6), 2257-
2274.
https://doi.org/10.1108/BFJ-06-2021-0651

Colovi¢, M., Miti¢, V., Nikoli¢, M., & Milojkovi¢, D.
(2022). Occupational safety as one of the important
factors of professional satisfaction and stress in
regular conditions and during the COVID-19
pandemic. In S. Zivkovi¢, B. Krsti¢, & T. Radenovié
(Eds.), Handbook of research on key dimensions of
occupational  safety and  health  protection
management (pp. 122-143). IGI Global.
https://doi.org/10.4018/978-1-7998-8189-6.ch006

Colovi¢, M., & Miti¢, V. (2021). Determinant factors in-
fluencing organic foods purchase. Acta Agriculturae
Serbica, 26(51), 89-95.
https://doi.org/10.5937/AASer2151089C

Cendi¢, J., & Zarié, V. (2019). Motives of buying organic
products in the Republic of Serbia. Agroekonomika,
48(82), 71-78.
https://doi.org/10.5937/AASer2151089C

Ciri¢, M. R., Ili¢, D. S., Ignjatijevi¢, S. D., & Brkanli¢, S.
D. (2020). Consumer behaviour in online shopping
organic food during the Covid-19 pandemic in
Serbia. Food and Feed Research, 47(2), 149-158.
https://doi.org/10.5937/{fr47-28815

Dasi¢, G., Radosavac, A., Knezevi¢, D., & Dervida, R.
(2019). Preferences of customers and improvement
of production and sales of organic products in Serbia.
Ekonomika poljoprivrede, 66 (1), 127-142.
https://doi.org/10.5937/ekoPolj1901127D

De Magistris, T., & Gracia, A. (2008). The decision to buy
organic food products in southern Italy. British Food
Journal, 110(9), 929-947.
https://doi.org/10.1108/00070700810900620

boki¢, 1., Boki¢, N., Pavlovi¢, N., & Znidersi¢-Kovac, R.
(2014). Promotion of organic food in Serbia: Im-
plications from organic food consumers' profile re-
search. Ekonomika poljoprivrede, 61(4), 837-849.
https://doi.org/10.5937/ekoPolj1404837D

Gali¢, J. (2022). Socio-demographic profile of organic food
consumers in the Republic of Srpska. The Annals of
the Faculty of Economics in Subotica, 58(48), 3-14.
https://doi.org/10.5937/AnEkSub2248003G

Gomiero, T., Pimentel, D., & Paoletti, M. G. (2011).
Environmental impact of different agricultural
management practices: conventional vs. organic



Viadimir C. Miti¢ et. al., The impact of the Covid-19 pandemic on the frequency of shopping and online sale of organic food among
consumers of the former Yugoslavia, Food and Feed Research, 50 (1), 25-35, 2023

agriculture. Critical Reviews in Plant Sciences, 30(1-
2),95-124.
https://doi.org/10.1080/07352689.2011.554355

Hassen, T. B., Bilali, H. E., Allahyari, M. S., Karabasevic,
D., Radosavac, A., Berjan, S., Vasko, Z., Radanov,
P., & Obhodas, 1. (2021). Food behavior changes
during the COVID-19 pandemic: Statistical analysis
of consumer survey data from Bosnia and Herze-
govina. Sustainability, 13(15) 8617.
https://doi.org/10.3390/su13158617

IFOAM. (2021). The world of organic agriculture: statistics
and emerging trends 2021. Research Institute of
Organic Agriculture (FiBL) and IFOAM, Organics
International.
https://www.fibl.org/fileadmin/documents/shop/1150-
organic-world-2021.pdf

IFOAM. (2022). The world of organic agriculture: statistics
and emerging trends 2022. Research Institute of
Organic Agriculture (FiBL) and IFOAM, Organics
International.
https://www.fibl.org/fileadmin/documents/shop/1344-
organic-world-2022.pdf

IFOAM. (2023). The world of organic agriculture: statistics
and emerging trends 2023. Research Institute of
Organic Agriculture (FiBL) and IFOAM, Organics
International.
https://www.fibl.org/fileadmin/documents/shop/1254
-organic-world-2023.pdf

Kranjac, M., Vapa-Tankosi¢, J., & Knezevi¢, M. (2017).
Profile of organic food consumers. FEkonomika
poljoprivrede, 64(2), 497-514.
https://doi.org/10.5937/ekoPolj1702497K

Kongar, J. A., Grubor, A. B., Mari¢, R. M., Vukmirovi¢, G.
M., & Doki¢, N. S. (2019). Possibilities to improve
the image of food and organic products on the AP
Vojvodina market by introducing a regional quality
label. Food and Feed Research, 46(1), 111-123.
https://doi.org/10.5937/FFR1901111K

Maksimovi¢, G., Milosevi¢, B., & Jovanovi¢, R. (2017).
Research of consumers attitudes on the organic food
consumption in the serbian enclaves in Kosovo.
Economics of Agriculture, 64(3), 987-1001.
https://doi.org/10.5937/ekoPolj1703987M

Miti¢, V., & Colovi¢, M. (2022a). Economic indicators of
profitability in the production of organic and con-
ventional food and psychological ways of over-
coming 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/bizinf02202099M

Miti¢, V., & Colovi¢, M. (2022b). The main demographic
characteristics of customers and the frequency of
purchases organic food. Economics of Agriculture,
69(2), 349-364.
https://doi.org/10.5937/ekoPolj2202349M

Miti¢, V., & Colovié, M. (2022c¢). The basic features of
typical consumers of organic food. Journal of
Agricultural Sciences, 67(4), 433-452.
https://doi.org/10.2298/JAS2204433M

Miti¢, V., Koki¢, T., Mizdrakovi¢, V., & Tereladze, D.
(2019). Correlation between asset impairment and
profitability of Serbian listed companies. In Book of
Proceedings International Scientific Conference
Digitization and smart financial reporting (pp. 52-
57). Belgrade: Singidunum University.
https://doi.org/10.15308/finiz-2021-51-57

Melovi¢, B., Cirovié, D., Dudi¢, B., Vuli¢, T. B., & Gregus,
M. (2020). The analysis of marketing factors

influencing consumers’ preferences and acceptance
of organic food products-recommendations for the
optimization of the offer in a developing market.
Foods, 9(3), 259.
https://doi.org/10.3390/f00ds9030259

Niggli, U. (2014). Sustainability of organic food pro-
duction: challenges and innovations. Proceedings of
the Nutrition Society, 83-88.
https://doi.org/10.1017/S0029665114001438

Peri¢, N., Vasi¢-Nikcevi¢, A., & Vuji¢, N. (2017).
Consumers attitudes on organic food in Serbia and
Croatia: A comparative analysis. Ekonomika
poljoprivrede, 64(3), 1049-1064.
https://doi.org/10.5937/ekoPolj1703049P

Radojevi¢, V., Simin, M. T., Trbi¢, D. G., & Mili¢, D.
(2021). A Profile of Organic Food Consumers-Serbia
Case-Study. Sustainability, 13 (1), 131.
https://doi.org/10.3390/su13010131

Sekovska, B., Branislav, V., & Bunevski, G. (2013). Con-
sumption of organic food in Macedonia and Serbia:
similarities and differences. Consumption of organic
food in Macedonia and Serbia: similarities and dif-
ferrences. In M. Klopci¢, A., Kuipers & J. F. Ho-
cquette, (Eds) EAAP - European Federation of Ani-
mal Science, (pp. 239-247). Wageningen: Wage-
ningen Academic Publishers.
https://doi.org/10.3920/978-90-8686-762-2

Serbia Organika. (2020). Organska proizvodnja u Srbiji
2020. Nacionalno udruzenje za razvoj organske
proizvodnje Serbia Organika, Beograd. Retrieved
from
https://serbiaorganica.info/wpcontent/uploads/2021/01/OR
GANSKA-PROIZVODNIJA-U-SRBIJI-2020-online-1.pdf

Smiglak-Krajewska, M., & Wojciechowska-Solis, J.
(2012). Consumer versus organic products in the
COVID-19 pandemic: opportunities and barriers to
market development. FEnergies, 14(17), 5566.
https://doi.org/10.3390/en14175566

Stoji¢, V., & Dimitrijevi¢, M. (2020). Consumers’ in-
tentions to use of organically produced food in the
Sumadija region. Ekonomika poljoprivrede, 67(1),
253-267. https://doi.org/10.5937/ekoPolj2001253S

Tankosi¢, J. V., Hani¢., H. & Bugar¢i¢, M. (2022). Con-
sumer’s characteristics and attitudes towards organic
food products in times of Covid-19 pandemic.
Economics of Agriculture, 69(2), 469-481.
https://doi.org/10.5937/ekoPolj2202469V

Vehapi, S. (2015). A study of the consumer motives which
Influence the purchase of organic food in Serbia.
Economic Themes, 53(1), 102-118.
https://doi.org/10.1515/ ethemes-2015-0007

Vehapi, S., & Doli¢anin, E. (2016). Consumers behavior on
organic food: Evidence from the Republic of Serbia.
Ekonomika poljoprivrede, 63(3), 871-889.
https://doi.org/10.5937/ekoPolj1603871V

Vlahovi¢, B., Uzar, D., & Skatari¢, G. (2019). Comparative
analysis of organic food markets in the Republic of
Serbia and the neighbouring countries. Contem-
porary Agriculture, 68(1-2), 34-42.
https://doi.org/10.2478/contagri-2019-0007

Vlahovi¢, B., Puskari¢, A., & Jelo¢nik, M. (2011). Con-
sumer attitude to organic food consumption in
Serbia. Petroleum - Gas University of Ploiesti
Bulletin. Economic Sciences Series, 45-52.

Willer, H., & Lernoud, J. (2016). The world of organic
agriculture. Statistics and emerging trends 2016.
Research Institute of Organic Agriculture FiBL and

33



Viadimir C. Miti¢ et. al., The impact of the Covid-19 pandemic on the frequency of shopping and online sale of organic food among
consumers of the former Yugoslavia, Food and Feed Research, 50 (1), 25-35, 2023

IFOAM -  Organics  International,  Bonn. consumers? A study in the context of a developing
https://orgprints.org/id/eprint/31151/1/willer- nation. Journal of Retailing and Consumer Services,
lernoud-2016-world-of-organic.pdf 33,92-97.

Yadav, R. (2016). Altruistic or egoistic: Which value

promotes organic food consumption among young https://doi.org/10.1016/j.jretconser.2016.08.008

34



Viadimir C. Miti¢ et. al., The impact of the Covid-19 pandemic on the frequency of shopping and online sale of organic food among
consumers of the former Yugoslavia, Food and Feed Research, 50 (1), 25-35, 2023

UTICAJ PANDEMIJE COVID-19 NA UCESTALOST KUPOVINE | ONLINE PRODAJU ORGANSKE
HRANE MEDU POTROSACIMA BIVSE JUGOSLAVIJE

Vladimir C. Miti¢", Milica M. Colovi¢

Univerzitet Singidunum, Poslovni fakultet, 11000 Beograd, Danijelova 32, Srbija

Sazetak: Glavni cilj ovog istrazivanje je utvrdivanje uticaja pandemije Covida-19 na
ucestalost kupovine organske hrane. Takode, ispituje se i da li se povec¢ala online prodaja
organske hrane, kao i koji kanali se koriste za njenu kupovinu. Uzorak u aktuelnom
istrazivanju se sastoji od 400 ispitanika razli¢itih demografskih karakteristika koji su
popunjavali upitnik u dva navrata, tokom 2020. i 2022. godine. Podaci su obradeni u
SPSS programu, a pored deskriptivne statistike koriS¢ene su i neparametrijske tehnike,
Wilkoksonov test ekvivalentnih parova i Kruskal-Volisov test za utvrdivanje razlika u
skorovima izmedu viSe grupa ispitanika. Rezultati su pokazali da se usled uticaja
pandemije Covida -19 povecala ucestalost kupovine organske hrane, kao i njena prodaja
preko interneta. PotroSaci organsku hranu najées¢e kupuju u supermarketima i
hipermarketima, dok je najmanji broj potrosaca koji je direktno kupuju od proizvodaca
organske hrane.

Kljuéne re¢i: organska hrana, potrosaci, ucestalost kupovine organske hrane, online
kupovina, Covid 19
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