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This study conceptually examines perceptual pricing in organic agricultural products through the
lens of consumer values and motivations, and situates Tiirkiye-specific structural dynamics within
a comparative international framework. The global organic food market has grown by
approximately 95% since 2015, surpassing 145 billion euros in 2024 (FiBL & IFOAM, 2026), a
trajectory that has fundamentally redefined the role of price: rather than functioning merely as a
cost indicator, price now operates as an institutional signal of quality, trust, and ethical production.
The study draws on secondary data compiled from publicly available Turkish and international
statistical databases, and integrates these with findings synthesized from the peer-reviewed
literature. Key variables examined include health consciousness, environmental sensitivity, ethical
consumption, branding, and certification. Consumer price perception is analyzed through three
complementary theoretical lenses: signaling theory, the credence good framework, and the
reference price mechanism. Rather than applying these frameworks independently, the study
develops an integrated four-layer model that maps the formation of price perception from the
production stage through to willingness to pay, a contribution that addresses a structural gap in how
these theories are typically deployed in isolation. The structural contraction observed in Tiirkiye
following the 2018 peak, with the share of organic land in total agriculture falling from 2.7% to
1.5% and recovering only partially to 1.6% by 2023, appears to be associated with a convergence
of macroeconomic pressures, among which inflationary dynamics seem to have played a
particularly significant role in reshaping both the production and consumption dimensions of the
organic market. The study reveals that price assumes a dual function in organic products: it operates
simultaneously as a quality signal and as an access barrier. Policy recommendations are grounded
in findings drawn from the reviewed literature rather than original data collection.
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Introduction

Organic agricultural products have occupied an
increasingly prominent place in the marketing strategy and
consumer research literature, particularly since the final
quarter of the twentieth century. The driving force behind
this growing attention is not merely the quantitative
expansion of consumption trends but a more fundamental
transformation in how consumers relate to food: organic
products are no longer evaluated solely on nutritional
grounds but are invested with symbolic dimensions such as
identity, meaning, and lifestyle. This shift has repositioned
price well beyond its conventional role as an economic
variable, making it a visible marker of quality, trust, and
ethical production.

At the global level, the scale of this transformation is
considerable. According to the 2026 report of FiBL and
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IFOAM, global retail sales of organic food and beverages
reached 145.0 billion euros in 2024, an increase of
approximately 95% compared with 74.9 billion euros in
2015. Over the same period, the total area under organic
farming expanded from 50.9 million hectares to 98.9
million hectares, and the number of producers rose from
2.4 million to 4.3 million (FiBL & IFOAM, 2026). These
figures suggest that demand for organic products has
acquired a lasting and structurally embedded character
rather than representing a transient consumption trend.

The picture in Tirkiye diverges considerably from this
global trajectory. The organic sector sustained steady
growth from the early 2000s through 2018, when the share
of organic land in total agricultural area reached its
historical peak of 2.7%.
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By 2022, this ratio had declined to 1.5%, accompanied
by a notable contraction in the number of producers.

Data from the Ministry of Agriculture and Forestry
(2024) suggest that a convergence of cost pressures, among
which inflationary = dynamics appear particularly
prominent, may have rendered organic input and
certification costs increasingly difficult to sustain during
this period. By 2023, cultivated area had partially
recovered to 342,548 hectares and output to 1,635,523
tonnes, yet the sector remains well below its 2018 peak.

Prior empirical work offers a useful entry point for
situating these structural dynamics within a behavioral
framework. In a study of 622 Turkish consumers, Yilmaz
& Tlter (2017) found that price perception significantly
influenced purchase intention ($=0.214, p<0.05), while
consumer values emerged as a markedly stronger overall
predictor (f=0.562). This pattern points to a dual function
of price in the Turkish context: it operates as both a barrier
to access and a signal of value.

Despite the considerable body of research on organic
food pricing and consumer behavior, the existing literature
tends to treat signaling theory, the credence good
framework, and behavioral pricing approaches as separate
analytical tools. Studies that apply all three within a unified
conceptual model remain scarce, and Tiirkiye-specific
analyses that situate local structural dynamics within this
integrated framework are rarer still. The present study
addresses this gap directly and makes three specific
contributions: it develops an integrated four-layer model
specifying the conditions under which each theoretical
framework becomes dominant; it provides a systematic
comparative analysis of Tirkiye-specific structural
dynamics against the international literature; and it derives
four testable propositions that constitute a concrete
empirical agenda for future research.

Three research questions organize the inquiry. First,
how do signaling theory and the credence good framework
explain the price-quality relationship in organic products?
Second, how do the factors influencing willingness to pay
vary across countries and cultures? Third, to what extent

do the structural dynamics specific to the Turkish context
diverge from the broader theoretical framework? The study
takes the form of a structured conceptual review integrating
consumer behavior research with behavioral economics
and psychological pricing approaches. The inclusion
criterion is peer-reviewed empirical or theoretical work
addressing price perception, willingness to pay, or
consumer motivations in organic products, alongside
verified publicly available statistical databases.

Development of the Global Organic Food Market and
the Turkish Context

Global Growth Dynamics

The global organic agricultural products market has
followed a sustained and robust growth trajectory,
particularly since the second half of the 2000s. The World
of Organic Agriculture statistics, published annually by
FiBL and IFOAM, provide detailed documentation of both
the magnitude and geographic spread of this expansion.
According to the most recent data, global retail sales of
organic food and beverages reached 145.0 billion euros in
2024, representing an increase of 8.6 billion euros over the
previous year (FiBL & IFOAM, 2026). The total area
under organic farming stood at approximately 99 million
hectares, accounting for 2.1% of global agricultural land
(FiBL & IFOAM, 2025). Table 1 summarizes the trajectory
of this growth over the 2015-2024 period. The most
important pattern revealed by Table 1 is that, despite a
relative deceleration in 2022, the market regained strong
momentum in 2023 and 2024. The slowdown in 2022 is
consistent with the sharp rise in global energy prices and
widespread inflationary pressure observed during that
period, though attributing it to a single causal factor would
be an oversimplification. The subsequent growth rates of
8.3% in 2023 and 6.3% in 2024 nonetheless indicate that
the organic market has demonstrated considerable
resilience in the face of macroeconomic shocks, a
resilience that appears to draw on the depth of consumer
motivations rooted in health and sustainability values.

Table 1. Global Organic Agriculture and Market Indicators (2015-2024)

Year Global Market (billion €)  Organic Area (million ha) No. of Producers Growth (%)
2015 74.9 50.9 2.4 million -
2017 92.0 69.8 2.9 million +10.3
2019 106.4 72.3 3.1 million +7.6
2021 120.0 76.4 3.4 million +6.5
2022 125.9 96.4 3.7 million +4.9
2023 136.4 98.9 4.3 million +8.3
2024 145.0 ~99.0 — +6.3

Source: FiBL & IFOAM, The World of Organic Agriculture 2025 (26th ed.) and 2026 (27th ed.). Data for 2015-2023 are drawn from the 26th edition;
2024 data are from the 27th edition. Growth rates reflect percentage change in global market value relative to the preceding data point in the table and
were calculated by the authors as follows: for each interval, the difference between the two market values was divided by the earlier value and multiplied
by 100. Where data points are two years apart rather than one, the resulting figure represents cumulative growth over that interval rather than an

annualized rate.

Table 2. Largest Organic Food Markets in 2024
Rank Country Market (billion €) Per Capita (€) Market Share (%)
1 USA 60.4 177 ~6.0
2 Germany 17.0 204 ~6.4
3 China 15.5 11 ~1.0
4 France ~10.8 160 ~7.1
- Switzerland (per capita leader) ~4.2 481 12.3

Source: FIBL & IFOAM, The World of Organic Agriculture 2026. Market share figures are author estimates based on available national food

expenditure data; France data are approximate.
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Geographically, the United States retains its position as
the largest single market at 60.4 billion euros, while
Germany leads Europe at 17 billion euros. Switzerland,
with per capita organic consumption of 481 euros and a
12.3% share of organic products in total food sales, sets a
global benchmark (FiBL & IFOAM, 2026). Table 2
presents a comparative overview of the largest organic
food markets in 2024.

Table 2 offers an instructive comparison in terms of per
capita consumption and market share. The United States
leads in absolute terms, yet its per capita consumption falls
well behind Germany and Switzerland. The Swiss case
illustrates most concretely how far premium pricing can be
sustained through appropriate positioning and value
communication. High per capita consumption in
Switzerland reflects not income levels alone but a robust
certification infrastructure, deep-rooted consumer trust,
and the broad social legitimacy of organic values. China's
per capita figure of 11 euros signals that the country's
growth potential remains largely untapped. This contrast
also helps situate the structural position of middle-income
markets such as Tiirkiye, where price appears to operate
simultaneously as a primary access barrier and as a quality
signal.

Organic Agriculture in Tiirkiye: Structural Overview,
Decline, and Partial Recovery

Tiirkiye holds considerable potential for organic
agriculture by virtue of its geographical position and
climatic diversity, and plays a meaningful role in global
organic supply chains as an exporter oriented primarily

toward the European market. The domestic development of
organic farming has, however, followed a markedly
uneven trajectory.

Secondary data from the Ministry of Agriculture and
Forestry (2024) document this trajectory in detail. In 2002,
only 12,428 farmers produced a total of 310,125 tonnes of
organic products across 89,827 hectares. By 2016, output
had reached its historical peak of 2.5 million tonnes, and
by 2018 the share of organic land in total agricultural area
had attained its highest recorded level of 2.7%. The
contraction that followed was sharp: by 2022, the number
of farmers had fallen to 44,927, output to 1,600,858 tonnes,
and the organic land share to 1.5%. According to 2023
data, the number of farmers stands at 42,189, production at
1,635,523 tonnes, cultivated area at 342,548 hectares, and
the share at 1.6%, representing a partial recovery that
nonetheless remains well below the 2018 peak.

The contraction documented in Table 3 reflects a set of
mutually reinforcing structural pressures rather than a
single dominant cause. On the supply side, organic
certification, inspection, and input costs are substantially
higher than those of conventional production. When
inflation accelerated sharply in 2022, these costs appear to
have become increasingly difficult to absorb, particularly
for smallholder producers, and the decline in farmer
numbers is broadly consistent with this pressure. On the
demand side, domestic consumption of organic products
has not expanded at a pace sufficient to support the supply
base, with retail price premiums remaining a significant
access barrier for price-sensitive Turkish consumers (Unal
et al., 2019; Yilmaz & Ilter, 2017).

Table 3. Organic Agriculture in Tiirkiye: Selected Indicators (2002-2023)

1 0
Period Organic Areg (% of No. of Farmers Notable Development
total agric.) (approx.)
2002 i 12,428 II;r)(i)rclltuctlon 310,125 tonnes; 89,827 ha; starting
2010-2013 1.0-1.5% ~45,000-60,000 Rapid increase in producers and arable area

2016 2 0-2.5% ~75,000-80,000 Eézlc(h)lctlon reached 2,500,000 tonnes (historical

2018 2.7% (peak) 80,000 S'hare' of organic area in total agriculture at
historical peak

2022 1.5% 44,927 Production 1,600,858 tonnes; 310,584 ha

2023 1.6% 42,189 Production 1,635,523 tonnes; 342,548 ha; partial
recovery

Source: Ministry of Agriculture and Forestry (2024). Organic agriculture statistics, 2002—-2023. Republic of Tiirkiye, Environmental Indicators Platform.
https://cevreselgostergeler.csb.gov.tr/organik-tarim-alanlari-ve-uretim-miktarlari-i-85837. Farmer numbers for 20102018 are approximate values

derived from the same source.

A third structural dimension concerns the export
orientation of Turkish organic production. The sector's
growth has been driven primarily by external demand,
while domestic certification awareness and the consumer
base have developed more slowly. This asymmetry creates
a structural vulnerability: when export markets soften or
input costs rise, producers lack a sufficiently developed
domestic market to absorb the pressure. Addressing this
imbalance requires coordinated policy attention to both
production support and domestic market development. The
partial recovery observed in 2023 is an encouraging signal,
though its sustainability will depend on whether the
underlying structural constraints are addressed rather than
simply deferred.

Conceptual Framework and Theoretical Foundations

The Concept of Organic Agriculture and Organic
Products

According to the definition of IFOAM (2016), organic
agriculture is a production system that excludes synthetic
chemical fertilizers, pesticides, and genetically modified
organisms, and prioritizes the preservation of soil health
and ecosystem integrity.

This definition is not merely a technical classification.
It encompasses a broader value system that includes
sustainability, holistic environmental management, and
animal welfare.
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The place of organic products in consumer perception
cannot be understood independently of this value
framework: these products are widely positioned as the
tangible expression of a healthy, trustworthy, and ethically
grounded lifestyle (Hughner et al., 2007).

Whether organic products are nutritionally superior to
conventional counterparts remains contested in the
scientific literature. Baranski et al. (2014), in a systematic
meta-analysis covering 143 controlled studies, found that
organic products had antioxidant content 19% to 69%
higher and a substantially lower incidence of pesticide
residues. Dangour et al. (2009), reviewing 162 studies,
concluded that organic foods did not demonstrate
consistent or meaningful nutritional superiority. Mie et al.
(2017) noted that while some evidence points to favorable
associations, strong and conclusive evidence regarding
long-term health outcomes remains insufficient. Rahman et
al. (2024) similarly obtained limited but partially
consistent findings when evaluating nutritional and
biochemical indicators.

These divergent findings illuminate a central reality for
understanding consumer behavior: the vast majority of
consumers attribute strong health benefits to organic
products without closely following the scientific debate,
and their purchasing decisions are shaped by this
attribution rather than by verified evidence. Schuldt &
Schwarz (2010) demonstrated experimentally that the
organic label can distort even caloric evaluation, with
products labeled as organic perceived as lower in calories
than identical conventional counterparts. This finding
reveals that the organic label functions less as a factual
claim and more as a cognitive lever that activates
established positive associations in the consumer mind.

Perceived Value

Perceived value is a subjective appraisal formed
through the mental weighing of the benefits a product
offers against the total costs the consumer incurs to obtain
it. In the case of organic products, this appraisal exhibits a
multi-dimensional structure extending well beyond
economic considerations. Seegebarth et al. (2016), in a
comparative study spanning Germany, the United States,
and other countries, found that consumers assign at least
three distinct value dimensions to organic products:
functional, emotional, and social. The relative weight of
these dimensions varies markedly across cultures and
individual value systems. Petrescu et al. (2020)
demonstrated that the mental connections consumers draw
between food quality, health, and environmental impact
differ substantially across cultural contexts.

As perceived value increases, consumer price
sensitivity tends to diminish and premium prices become
more readily acceptable. This relationship is not linear,
however. It is moderated by income level, cultural context,
and the quality of available information, which means that
value-based pricing strategies must be calibrated to
specific market conditions rather than applied universally.

Signaling Theory and the Credence Good Framework
Understanding pricing in organic agricultural products
requires engaging with two complementary theoretical
traditions: signaling theory (Spence, 1973) and the
credence good framework (Nelson, 1970; Dulleck et al.,

2011). Nelson (1970) defined credence goods as products
whose specific attributes the consumer is unable to verify
either before purchase or after consumption. The chemical
content of organic products, the conformity of the
production process with applicable standards, and their
environmental impact all fall squarely into this category.

When this information asymmetry becomes persistent,
it creates the risk that Akerlof (1970) identified as the
lemons problem: asymmetric information between buyers
and sellers can, over time, drive high-quality products out
of the market. The principal mechanisms that counteract
this risk in the organic market are independent third-party
certifications, credible brand commitments, and
government-backed standards. Dulleck et al. (2011)
experimentally demonstrated the critical role of liability,
verifiability, reputation, and competition in building
consumer trust under credence good conditions.

Spence's (1973) signaling model adds a further
dimension: in a well-functioning market, a high price can
itself function as a commitment mechanism, readable as a
strong signal of credibility. The relative dominance of
these two frameworks shifts depending on institutional
conditions. Where certification infrastructure is robust and
widely recognized, signaling theory offers the more
powerful explanatory lens, as price and -certification
together constitute a credible signal system. Where
certification is absent, contested, or poorly understood by
consumers, the credence good problem dominates and the
market becomes more vulnerable to quality deterioration
and trust erosion. This conditional relationship has
important implications for the Turkish context, where
certification awareness among domestic consumers
remains relatively low.

Perceptual Pricing and Behavioral Economics

Perceptual pricing holds that consumers do not
interpret price as an objective value but process it through
mental and psychological mechanisms. Kahneman's
(2011) dual-process theory provides a powerful theoretical
underpinning for this approach. System 1 operates quickly,
intuitively, and automatically; System 2 is slow, analytical,
and effortful. The majority of organic purchase decisions
are guided by System 1, with consumers making largely
intuitive judgments shaped by the positive associations
they have built around the concept of organic.

The reference price concept plays a determining role in
this process. Consumers evaluate every price they
encounter by comparing it against internal reference
points. In organic products, this reference point typically
incorporates an expected premium, with the result that
price increases below a certain threshold do not generate
negative responses (Padel & Foster, 2005). Steenkamp et
al. (1986) established an early theoretical foundation for
this discussion by demonstrating that food quality
perception is fed by learned cognitive schemas rather than
objective product attributes. The behavioral mechanisms
described in this section are elaborated in relation to
empirical findings in Section 4, and the integrated model
presented in Section 3.5 builds directly on these
foundations.

Integrated Theoretical Model

The integrated theoretical model proposed in this study
explains the formation of price perception in organic
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products through four interconnected layers, each
corresponding to a distinct stage in the process extending
from production to consumer outcome. The model's
contribution lies not in introducing new individual theories
but in specifying the conditions under which each
framework becomes dominant and in mapping their
interaction across the value chain. Figure 1 presents a
schematic representation of the model.

The model is organized as follows. In the first layer, the
producer sets price both as a cost-recovery measure and as

a credibility signal (Spence, 1973). Certification operates
at this layer as an institutional commitment mechanism,
providing the market's primary counterforce against the
lemons problem defined by Akerlof (1970). In the second
layer, price and certification become the primary
instruments for overcoming the information asymmetry
inherent in credence goods (Nelson, 1970; Dulleck et al.,
2011).

(G N\
LAYER 1 — PRODUCTION
Price Setting Certification
Cost recovery + credibility signal Institutional commitment mechanism
(Spence, 1973) (Akerlof, 1970)
& =4
A4
4 N
LAYER 2 — MARKET MECHANISM
Credence good dominant Signaling theory dominant
When certification is weak When certification is robust
or poorly recognized and widely recognized
(Nelson, 1970; Dulleck et al., 2011) (Spence, 1973)
(S J
v
(i N
LAYER 3 — CONSUMER COGNITIVE PROCESS
Dual-process theory Reference price Moderators
System 1 intuitive Expected premium + Perceived value
price processing framing effects Socio-demographics “«“=-3
(Kahneman, 2011) (Padel & Foster, 2005) Income, education I
I
1
I
I
= }
I
; Exper
1 feedb:
I
v 1
4 N\ |
LAYER 4 — OUTCOMES |
!
I
I
High WTP Attitude-behavior gap | _:
Strong value alignment segments Price-sensitive segments
AN J
Source: Authors' own model. Theoretical foundations: Spence (1973); Akerlof (1970); Nelson (1970); Dulleck et al. (2011); Kahneman (2011); Padel & Foster (2005).

Figure 1. Integrated four-layer model of price perception formation in organic agricultural products. Arrows indicate
sequential flow from production to consumer outcomes. The dashed feedback loop illustrates how purchase experience

gradually reshapes perceived value over time. Theoretical

foundations: Spence (1973); Akerlof (1970); Nelson (1970);

Dulleck et al. (2011); Kahneman (2011); Padel & Foster (2005).
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The dominance of signaling theory or the credence
good framework at this layer is not fixed: where
certification infrastructure is robust and well recognized,
signaling mechanisms prevail; where it is weak or poorly
understood, the credence good problem intensifies and
adverse selection risk rises. In the third layer, Kahneman's
(2011) dual-process theory comes into play. The consumer
processes price intuitively through System 1, while the
reference price mechanism and framing effects (Schuldt &
Schwarz, 2010) shape this interpretation. Perceived value
(Seegebarth et al., 2016) and socio-demographic factors
(Yilmaz & flter, 2017; Unal et al., 2019) function as
moderating variables. In the fourth layer, high willingness
to pay and premium price acceptance characterize
consumers with strong value alignment, while the attitude-
behavior gap (Vermeir & Verbeke, 2006) defines the
experience of price-sensitive segments. The experiential
feedback loop running from Layer 4 back to Layer 3
illustrates how purchase experience gradually reshapes
perceived value over time.

The model generates four testable propositions
intended to guide future empirical work:

P1: As consumer perception of certification credibility
increases, the quality signal conveyed by a high price
strengthens and willingness to pay rises accordingly.

P2: In markets where certification infrastructure is
weak or poorly recognized by consumers, the credence
good problem intensifies, increasing the risk of adverse
selection and reducing the sustainability of premium
pricing.

P3: Consumers who process organic product
information primarily through System 1 will exhibit higher
price tolerance and lower sensitivity to actual price
premiums than those engaging in deliberate System 2
evaluation.

P4: The attitude-behavior gap in organic consumption
will be wider in contexts characterized by high price
sensitivity, low income levels, and limited product
accessibility, regardless of the strength of consumer
attitudes toward organic products.

These propositions are testable through experimental
designs, survey-based structural equation modeling, or
field studies in markets with varying levels of certification
development. Together they provide a concrete empirical
agenda for validating and extending the integrated model.

Perceptual Pricing in Organic Agricultural Products

Price Perception and the Reference Price Mechanism

Price perception in organic agricultural products is a
multi-layered element of consumer decision-making.
Rather than processing price as raw cost information,
consumers interpret it as an indirect message regarding the
product's quality, reliability, and production method.
Yilmaz & Ilter (2017) demonstrated that price perception
exerts a statistically significant effect on both attitude
(B=0.092) and purchase intention ($=0.214; both p<0.05)
among Turkish consumers. These findings support the
proposition developed in the integrated model of Section
3.5, that price functions not merely as a cost indicator but

as a value signal associated with the product's perceived
attributes.

The reference price is the foundational concept that
determines the mental standard against which consumers
evaluate any price they encounter. As discussed in Section
3.4, organic product consumers typically carry an
internalized expectation of a price premium, and this
expectation becomes embedded in the cognitive system as
a normalized baseline. The practical consequence is that
price increases below a certain threshold tend not to
generate negative responses (Padel & Foster, 2005). This
mechanism operates differently across income groups and
cultural contexts, which is why the reference price
framework must be applied with sensitivity to local market
conditions rather than as a universal rule.

In the Turkish context, this dynamic takes on a
particular shape. The reference price for organic products
among Turkish consumers is formed against the backdrop
of high conventional food price inflation and a relatively
shallow organic retail infrastructure. When the price
premium for organic products substantially exceeds the
consumer's normalized reference point, the result is not
merely reduced purchase intention but a perception that the
value-price balance has fundamentally broken down. This
risk is especially acute in inflationary environments, where
reference prices themselves are in continuous flux.

Premium Pricing and Willingness to Pay

Organic products are offered at retail prices
substantially higher than their conventional counterparts in
virtually all markets. This price differential reflects both
higher production costs and the intangible values
consumers attribute to these products. Willingness to pay
is defined as the maximum price a consumer would
voluntarily accept for a given product, and its determinants
vary considerably across countries and consumer
segments.

Gracia & de Magistris (2008) found, in studies with
urban consumers in southern Italy, that willingness to pay
for certified organic products was statistically significantly
higher than for non-certified alternatives, with prior
consumption experience emerging as a decisive
moderating factor. Lockie et al. (2004) demonstrated in a
path analysis study of 1,395 Australian participants that
food safety concerns and ethical values are strong indirect
predictors of willingness to pay. Lusk & Briggeman
(2009), developing a food values scale, showed that safety
and naturalness carry higher priority than price and
economic efficiency in consumer food preferences.
Smoluk-Sikorska et al. (2024), in a study covering 45 retail
outlets and 516 consumers in Poland, found that actual
price premiums ranged from 35% to over 270%, yet only
14% of consumers were willing to accept a premium
exceeding 40%. Wei et al. (2022) established that
perceived uncertainty moderates willingness to pay
negatively in the Chinese context, a finding that resonates
with the credence good dynamics discussed in Section 3.3.
Table 4 provides a comparative summary of key
willingness to pay studies in the existing literature.
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Table 4. WTP in Organic Products: Selected Research Findings

Researcher(s) Country Product / Scope Key Finding
Gracia & de Magistris Organic food WTP statistically significantly higher for certified
Italy T X ; .
(2008) (general) products; prior consumption experience decisive
United Organic food High price is the primary barrier to non-purchase;
Padel & Foster (2005) Kingdom (ggeneral) stringpattitude doeF; not ganslate into behari/ior
. . Organic food Food safety and ethical values are strong indirect
Lockie et al. (2004) Australia (general) predictors of WTP; n=1,395 path analysis
. Organic food: Price perception significantly influences purchase
Yilmaz & Ilter (2017) Tiirkiye =622 ’ intention (B=0.214); consumer values are the
strongest predictor (f=0.562)
Seegebarth et al. Multiple Organic food WTP varies markedly by culture and value
(2016) countries (general) dimension; no universal premium level
Organic food Price sensitivity decreases among consumers with
Wei et al. (2022) China 1 high value alignment; perceived uncertainty
(general) negatively affects WTP
Smoluk-Sikorska et al. Poland 35 product groups;  Actual premium 35-270%; only 14% of consumers
(2024) n=516 willing to pay a premium exceeding 40%

Source: Compiled by the authors from the reviewed academic literature. The Gracia & de Magistris (2007) pilot study provided the methodological
basis; the 2008 study conducted willingness to pay estimation using a discrete choice model. The table draws on the 2008 study.

The pattern revealed by Table 4 is instructive. Turkish
data show that price perception exerts a significant effect
on purchase intention, yet consumer values markedly
outperform it as a predictor. This suggests that Turkish
consumers evaluate organic products primarily through
value-system-driven motivations, and that price plays a
dual role as both a barrier and a legitimizing factor. The
gap between actual premiums and stated willingness to pay
illustrated by the Polish case vividly demonstrates how
critical sound pricing policy is: a premium strategy
calibrated without reference to consumer thresholds
systematically excludes large portions of the potential
market.

The Perceived Value—Price Relationship

The relationship between perceived value and price in
organic products is not linear but conditional and context-
dependent. Ram & Sharma (2018) demonstrated that price
perception is not an independent variable but a derivative
concept substantially shaped by other evaluative
dimensions. Petrescu et al. (2020) showed that the
perceptual links consumers draw between food quality,
environmental impact, and health vary considerably across
countries, indicating that the value-price relationship
exhibits a context-specific rather than universal structure.

Gayle et al. (2023) analyzed media content related to
organic dairy products in the United States using
econometric methods and found that negative news exerts
a substantially stronger downward effect on willingness to
pay than positive news exerts an upward effect. This
asymmetry, consistent with the negativity bias mechanism
documented in social psychology, reveals that consumers'
value-price equation is continuously reshaped by the
external information environment in an asymmetric
fashion. The practical implication is significant: risk
communication and the management of negative
information flows deserve at least as much strategic
attention as price management itself.

Price Sensitivity, Psychological Thresholds, and the
Attitude-Behavior Gap

Price sensitivity refers to the intensity of consumers'
responses to changes in price. Padel & Foster (2005)

consistently identified high price as the most frequently
cited reason for not purchasing organic products across
multiple consumer studies. Smoluk-Sikorska et al. (2024)
demonstrated with concrete market data that actual price
premiums substantially exceed the willingness to pay
thresholds consumers report, and that this gap functions as
a mechanism that systematically excludes consumers from
the market regardless of their attitudes.

Vermeir & Verbeke (2006) examined the attitude-
behavior gap in the Belgian context and identified the
principal factors that deepen it: high price, limited
accessibility, insufficient information, and concerns about
collective action. Price reductions and improvements in
accessibility may prove a more effective policy tool than
building new attitudes, because the attitude already exists
in many consumer segments. The problem is not attitudinal
but behavioral: structural barriers prevent attitude from
translating into purchase.

With respect to psychological thresholds, organic
products face a two-directional risk. A price set too low
raises doubts about quality authenticity, while a price set
too high creates the perception that the value-price balance
has collapsed. Navigating this range requires producers
and retailers to understand where their target segment's
reference price and psychological ceiling lie, both of which
shift with macroeconomic conditions. Table 5 summarizes
the main factors affecting willingness to pay in light of the
reviewed literature.

The multi-layered determinant structure revealed by
Table 5 makes clear that willingness to pay is too complex
a phenomenon to be explained by any single variable.
Health consciousness and organic certification emerge as
the most consistent and powerful positive determinants
across the reviewed literature, while price sensitivity and
perceived uncertainty are the principal suppressing factors.
These findings from Tiirkiye are broadly consistent with
this general pattern (Yilmaz & Ilter, 2017; Unal et al.,
2019). The characterization of media and digital
information effects as conditional and asymmetric reflects
the finding of Gayle et al. (2023) that negative information
exerts a stronger suppressive effect on willingness to pay
than positive information exerts an enhancing effect.
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Table 5. Factors Affecting WTP in Organic Products: Literature Summary

Factor Effect Direction Effect Level Main Source(s)
Health consciousness ) Strong positive Michaelidou & Hassan (2008); Yilmaz &
[lter (2017)

Environmental sensitivity ) Positive Vermeir & Verbeke (2006); Lockie et al.
(2004)

Income level ) Strong positive  Padel & Foster (2005); Smoluk-Sikorska et

al. (2024)

Education level - Positive Unal et al. (2019); Yilmaz & ilter (2017)

Organic certification/label (+) Strong positive  Gracia & de Magistris (2008); Ayyub et al.
(2021)

Product knowledge and (+) Positive Lee et al. (2013); Steenkamp et al. (1986)

experience

Price sensitivity ) Negative Smoluk-Sikorska et al. (2024); Padel &

Foster (2005)
Perceived uncertainty &) Negative Wei et al. (2022)
Media/digital information (1) Conditional Gayle et al. (2023); Savelli & Gissi (2025)

Source: Compiled by the authors from the reviewed academic literature. (+) positive effect on WTP; (—) negative effect; (+) conditional, asymmetric

effect.

Consumer Behavior and Motivational Structure in
Organic Products

Perceived Quality and Trust

Perceived quality and the trust that accompanies it are
among the primary determinants of consumer behavior
toward organic agricultural products. Consumers generally
evaluate organic products as being of higher quality, more
natural, and more reliable than conventional alternatives.
The particular weight that trust carries in this context
derives directly from the credence good character of these
products: because the consumer cannot personally verify
the product's content, labels, certifications, and brand
identity assume a critical function in the trust-building
process (Dulleck et al., 2011).

Lee et al. (2013) demonstrated experimentally that
participants found the same product more palatable when
it was presented with an organic label than without one,
concretely establishing that perceived quality can be
shaped independently of a product's physical attributes.
Ayyub et al. (2021) empirically documented, in the
Pakistani context, that trust functions as a powerful
mediating variable in the relationship between organic
purchase intention and perceived value. Michaelidou &
Hassan (2008), in a survey of 672 participants, showed that
health consciousness, food safety concern, and ethical
identity rank among the strongest predictors of attitudes
toward organic products. Gracia & de Magistris (2008)
demonstrated in the Italian context that willingness to pay
for certified organic products is statistically significantly
higher than for non-certified counterparts, underscoring the
concrete economic value that certification-based trust
generates.

Health Consciousness and Environmental Sensitivity

Health consciousness ranks foremost among the
motivations driving organic product consumption across a
wide range of cultural and geographic contexts.
Michaelidou & Hassan (2008) demonstrated in the UK
context that health consciousness, together with food
safety concern and ethical identity, is among the strongest
predictors of attitudes toward organic products. Yilmaz &
fiter (2017) empirically confirmed that health

consciousness significantly influences Turkish consumers'
purchase intention ($=0.138, p<0.05). Lockie et al. (2004)
found in a path analysis study of 1,395 Australian
participants that food safety concern functions as a strong
indirect determinant of organic product choice.

Environmental sensitivity constitutes the second
primary motivational source shaping organic consumption
behavior, though its effect is considerably less uniform
across contexts than health consciousness. Vermeir &
Verbeke (2006) showed, in the Belgian context, that the
majority of consumers hold strongly positive attitudes
toward environmentally friendly products, yet these
attitudes fail to translate adequately into purchasing
behavior. Tran & Su (2025) found that both health and
environmental — motivations  significantly  increase
preference for local and organic products, while Verain et
al. (2021) established that the relative weight of
environmental, health, and economic motivations varies
markedly across countries.

A particularly notable finding from the Turkish context
deserves careful interpretation. Yilmaz & ilter (2017)
found that the effect of environmental concern on purchase
intention among Turkish consumers carries a negative
coefficient (p=—0.122, p<0.05). The researchers interpret
this as reflecting the fact that Turkish consumers opt for
organic products predominantly on individual health
grounds, and that environment-centered framing may
generate a competing concern that partially offsets the
positive attitudinal effect. This finding is based on a single
study, and its implications should therefore be treated as a
hypothesis warranting further empirical investigation
rather than a settled conclusion. What it suggests,
tentatively, is that communication strategies centered on
environmental benefits may find less resonance among
Turkish consumers than those centered on personal health
outcomes.

Branding, Certification, and Institutional Trust

In the organic product market, branding and
certification are the decisive institutional mechanisms
through which consumer trust is established. Because the
production processes of organic products cannot be
directly monitored by the consumer, formal certification
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systems assume this verification function indirectly. As
discussed in Section 3.3, this mechanism represents the
market's primary institutional response to the lemons
problem identified by Akerlof (1970), and its effectiveness
depends heavily on the degree to which consumers
recognize and trust the certifying bodies involved.

In Tirkiye, the organic certificates issued by
independent inspection bodies authorized by the Ministry
of Agriculture and Forestry operate within a framework
substantially aligned with EU legislation. The Global
Organic Trade Guide (2024) documents the regulatory
structure governing this framework. Domestic consumer
awareness of certification systems and their meaning,
however, remains relatively limited compared with more
mature organic markets such as Germany or Switzerland,
and this gap represents one of the structural constraints on
domestic demand growth identified in Section 2.2.

Socio-Demographic Determinants

Organic product consumption exhibits marked
variation depending on individuals' socio-demographic
profiles. In the sample of Yimaz & ilter (2017),
approximately three-quarters of participants were female,
78% were between 25 and 45 years of age, and nearly 90%
held a bachelor's degree or higher. This profile is broadly
consistent with findings from other national contexts,
where organic consumers tend to be relatively educated
and in the younger to middle-age range. Unal et al. (2019)
demonstrated that environmental sensitivity can function
as an independent driver even at lower income levels,
suggesting that motivational profile and income level do
not always move in lockstep.

Income level nonetheless consistently emerges in the
literature as the strongest socio-demographic determinant
of price sensitivity (Padel & Foster, 2005; Smoluk-
Sikorska et al., 2024). Hwang (2016) demonstrated that
identity presentation motives exert a marked influence on
older consumers' organic product preferences. Yilmaz &
Arslan Ozkan (2026) compared the motivations of
Generations X, Y, and Z regarding local food consumption
and found that generational membership gives rise to
significant differences in organic and local product
preferences. Seegebarth et al. (2016) showed, in their
cross-cultural comparative study, that the effect of
demographic factors on organic value perception cannot be
evaluated independently of national context.

Sustainable
Differences

Discussions of organic agriculture and sustainable
consumption have become increasingly intertwined in
recent years. Verain et al. (2021), applying the Sustainable
Food Choice Questionnaire across multiple European
countries, found that the relative weight of environmental,
health, and economic motivations varies markedly from
country to country. Lusk & Briggeman (2009)
demonstrated that safety and naturalness carry higher
priority than price and economic efficiency in consumer
food preferences. Yilmaz & Arslan Ozkan (2026) found
that Generation Z exhibits stronger alignment with
sustainability and environmental values than older
generations. Savelli & Gissi (2025) found that among
young consumers, intrinsic motivations such as personal

Consumption and Intergenerational

values and identity are stronger predictors of organic and
local food purchase than extrinsic ones such as price and
convenience.

Reading across these studies, the young, educated
consumer segment in Tirkiye carries considerable
potential as a future growth driver for the domestic organic
market. This segment combines relatively strong value
alignment with digital information fluency, two
characteristics that interact in ways that can amplify both
the positive and negative effects of information on
willingness to pay, as Section 6.3 discusses.

Strategic Pricing in the Organic Product Market

Value-Based Pricing

The effectiveness of pricing strategies in the organic
product market depends on their alignment with the value
consumers perceive rather than with production costs
alone. Value-based pricing sets price from the perspective
of the total utility and meaning the consumer attributes to
the product, treating price as the visible carrier not only of
production costs but also of intangible benefits such as
health  assurance, trustworthy  production, and
environmental responsibility.

Feldmann & Hamm (2015), in their review of local
food consumption, found that consumers assign at least
equal weight to intangible product attributes such as
proximity to producer, freshness, and reliability as they do
to objective criteria like price and nutritional value.
Pearson et al. (2011) demonstrated that consumers' price-
value perception in innovative retail formats is directly
linked to the overall shopping experience. Thilmany et al.
(2008) found that the personal relationship established with
the producer exerts a systematic softening effect on price
evaluation, a finding with direct relevance for farmer's
market and community-supported agriculture models in
Tiirkiye. The fundamental insight of value-based pricing in
the organic product literature, articulated most clearly by
Padel & Foster (2005), is that although high price is the
primary reason cited for not purchasing organic products,
consumers can and do overcome this barrier when they feel
a strong sense of value alignment. Seegebarth et al. (2016)
confirmed through cross-cultural findings that the
positioning of a product communicates not only how much
is charged but also what is being promised.

Positioning and Price Image

How organic products are positioned in the market has
a direct and decisive influence on the formation of price
perception. Organic products are positioned almost
universally in the premium segment, a strategy that
facilitates consumers' association of these products with
high quality, trust, and responsibility (Padel & Foster,
2005). Seegebarth et al. (2016) demonstrated that which
value component a positioning message foregrounds is
decisive for consumer response and varies across cultural
contexts.

This finding has a specific implication for Tiirkiye. As
discussed in Section 5.2, Turkish consumers appear to
respond more strongly to functional and health-centered
positioning than to environment-centered messaging. A
positioning strategy that foregrounds freedom from
chemicals, food safety, and personal health outcomes is

2674



Kasap and Sen / Turkish Journal of Agriculture - Food Science and Technology, 14(9):2666-2678, 2026

likely to generate stronger price acceptance than one built
around ecological or sustainability narratives. This
conclusion is tentative, resting on a limited body of
Turkey-specific research, but it is consistent enough across
the available evidence to merit consideration in practical
strategy development.

White et al. (2023) emphasized that consumer
preference trends for local and organic products have
deepened continuously over the past decade. Marques et al.
(2022), in a study with Brazilian consumers, found that
locality, naturalness, and reliability are strong preference
determinants alongside price. These findings suggest that
positioning organic products in Tiirkiye along a local-
natural-reliable axis could increase both domestic
consumption and competitiveness in export markets.

Digital Environment, Media Information Flow, and
Price Perception

The impact of digitalization on the food market is
reshaping price perception in organic products in ways that
are both significant and asymmetric. Online platforms
offer consumers the ability to compare products and prices
simultaneously, thereby increasing market transparency.
Savelli & Gissi (2025), in a study focusing on Millennial
and Generation Z consumers, found that young consumers
who obtain information about organic and local food
through digital channels exhibit markedly higher
willingness to prefer these products, suggesting that digital
information exposure can function as a demand-side
amplifier when the content is positive and credible.

The asymmetric dimension of this dynamic demands
equal attention. As documented by Gayle et al. (2023) and
discussed in Section 4.3, negative media content exerts a
substantially stronger downward effect on willingness to
pay than positive content exerts an upward effect. In a
digital environment where negative information spreads
rapidly, this asymmetry means that a single credible
negative news event concerning organic product safety or
certification fraud can suppress demand far more than an
equivalent positive story can stimulate it. Boustani &
Guiné (2023) demonstrated that information originating
from social media is processed through a different meaning
framework than information from traditional channels,
with implications for both the speed and durability of its
effects on consumer attitudes. Digital communication
strategy in the organic market must therefore be defensive
as well as promotional: building a resilient positive
reputation through consistent, evidence-based
communication is necessary both to attract new consumers
and to protect the willingness to pay of existing ones.

Policy Recommendations

Drawing on the theoretical framework and literature
findings synthesized in this study, four core policy
recommendations are presented for the sustainable
development of the organic agricultural products market in
Tirkiye. Each recommendation is grounded in specific
findings from the reviewed literature rather than in
normative judgment alone.

Improving the Accessibility and Credibility of the
Certification System

The findings of Gracia & de Magistris (2008) and
Ayyub et al. (2021) consistently demonstrate the strong

positive effect of certification on willingness to pay. In the
integrated model developed in Section 3.5, certification
operates as the market's primary institutional mechanism
for overcoming the credence good problem and sustaining
the price-quality signal. Where certification is weak or
poorly recognized, the credence good problem intensifies
and premium pricing becomes harder to sustain (P2). In the
Turkish context, individual certification costs constitute a
significant entry barrier for small-scale producers, and the
marked decline in farmer numbers since 2018 documented
in Table 3 concretely underscores the structural urgency of
addressing this constraint.

Promoting group certification models and partially
subsidizing certification expenses through state support
would both expand the producer base and strengthen
consumer trust. The legal basis granted to the group
certification model in EU organic agriculture legislation
(EU Organic Farming Regulation 848/2018) provides a
well-documented reference point for policy design.
Strengthening  certification  infrastructure ~ would
simultaneously address the supply-side cost barrier and the
demand-side trust deficit, making it the highest-leverage
single intervention available to policymakers.

Developing Segment-Based Pricing and Accessibility
Policies

The Polish data of Smoluk-Sikorska et al. (2024) lay
bare the deep gap between willingness to pay and actual
market premiums, which ranged from 35% to 270% in that
study. A uniform premium strategy leaves a large
consumer population outside the market regardless of their
attitudinal orientation toward organic products. The
attitude-behavior gap framework of Vermeir & Verbeke
(2006) makes clear that the problem in many consumer
segments is not attitudinal but structural: price and
accessibility barriers prevent existing positive attitudes
from translating into purchase behavior.

These findings from Tiirkiye reinforce this diagnosis.
Although price perception exerts a significant effect on
attitude (f=0.092) among Turkish consumers, consumer
values are a far stronger predictor of purchase intention
(B=0.562) (Y1lmaz & Ilter, 2017). Flexible pricing models
supported by value communication could prove more
effective  than across-the-board price reductions.
Subscription models targeting price-sensitive segments,
bulk-purchase cooperatives, and incentives to expand
organic product shelf space in mainstream supermarkets
would all contribute to closing the attitude-behavior gap

without requiring producers to compress margins
uniformly.
Establishing a  Transparent, Evidence-Based

Consumer Communication Infrastructure

The negativity asymmetry documented by Gayle et al.
(2023) demonstrates that negative information about
organic products exerts stronger downward pressure on
willingness to pay than positive information exerts upward
pressure. This asymmetry means that reactive
communication is structurally less effective than proactive
reputation-building. Bersch-Ferreira et al. (2025) found
that even health professionals sometimes hold inaccurate
information about organic foods, suggesting that the
information deficit extends beyond the general consumer
population.
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Public authorities and sector organizations should
develop a  scientifically  grounded,  consistent
communication platform that conveys the verified health
and environmental benefits of organic products clearly and
accessibly. The Turkey-specific finding that health-
centered messaging appears to resonate more strongly than
environment-centered  messaging among domestic
consumers (Yilmaz & {lter, 2017) should inform the
framing of this communication. As Savelli & Gissi (2025)
emphasize, younger consumers access information
primarily through digital channels, and communication
strategies must be designed with generational media
consumption patterns in mind.

Designing Buffer Mechanisms
Macroeconomic Volatility

The contraction of Turkish organic agriculture
following the inflationary pressures of 2022, documented
in Table 3, illustrates the sector's structural vulnerability to
macroeconomic shocks. When input and certification costs
rise sharply in a short period, smallholder organic
producers face a particularly acute squeeze: their cost base
expands while the consumer segments most likely to
absorb price increases contract.

Buffer mechanisms that insulate the organic sector
from short-term macroeconomic volatility are therefore a
structural priority. These could include countercyclical
subsidy arrangements that expand during high-inflation
periods, input cost stabilization schemes for certified
organic  producers, and long-term  procurement
commitments from public institutions such as schools and
hospitals that provide demand-side stability. Taking into
account the generational differences identified by Yilmaz
& Arslan Ozkan (2026), organic food education programs
targeting young consumers and policies promoting organic
food consumption in educational settings would reinforce
future demand while simultaneously building the
consumer base that makes producer investment in organic
certification more economically viable over the medium
term.

Against

General Evaluation and Conclusion

This study has examined, at a conceptual level, how
price functions in organic agricultural products as a
mechanism that simultaneously signals quality, builds
institutional trust, and creates access barriers. The analysis
has drawn on three complementary theoretical traditions,
signaling theory (Spence, 1973), the credence good
framework (Nelson, 1970; Dulleck et al., 2011), and
behavioral pricing approaches grounded in dual-process
theory (Kahneman, 2011), and has integrated them within
a four-layer model that maps the formation of price
perception from the production stage through to consumer
outcomes. The model's contribution lies in specifying the
conditions under which each theoretical framework
becomes dominant and in tracing their interactions across
the value chain, an integration that the existing literature
has largely left implicit.

The global context within which these dynamics
operate is one of sustained expansion. The approximately
95% growth of the global organic food market over the
2015-2024 period (FiBL & IFOAM, 2026) reflects a

structural shift in consumer values rather than a transient
trend. Against this backdrop, the Turkish trajectory
presents a sobering contrast. The number of organic
farmers rose from 12,428 at the sector's starting point to
approximately 80,000 at its 2018 peak before falling back
to 42,189 by 2023 (Ministry of Agriculture and Forestry,
2024). This pendular trajectory reflects not a failure of
consumer demand in principle but a set of structural
vulnerabilities, on the cost, certification, and domestic
market development sides, that macroeconomic shocks
have repeatedly exposed.

The three research questions posed at the outset of the
study can be addressed as follows. The first question
concerned how signaling theory and the credence good
framework explain the price-quality relationship in organic
products. The analysis shows that these two frameworks
operate conditionally and in sequence. Where certification
infrastructure is robust and widely recognized by
consumers, signaling theory provides the more powerful
lens: price and certification together constitute a credible
institutional signal that justifies the premium. Where
certification is weak, contested, or poorly understood, the
credence good problem dominates, information asymmetry
deepens, and the market becomes vulnerable to the adverse
selection dynamic that Akerlof (1970) identified.

The second question concerned how the factors
influencing willingness to pay vary across countries and
cultures. The reviewed evidence makes clear that while
health consciousness and certification emerge as
consistently positive determinants across contexts, the
effect of environmental sensitivity varies substantially by
cultural setting and income level. No universal premium
level or motivational profile exists; effective pricing
strategy requires market-specific calibration.

The third question concerned the extent to which the
Turkish context diverges from the broader theoretical
framework. The most striking divergence is the negative
coefficient observed in the relationship between
environmental sensitivity and purchase intention among
Turkish consumers (B=—0.122; Yilmaz & ilter, 2017). This
finding, which rests on a single study and should therefore
be treated as a hypothesis for future investigation rather
than a settled conclusion, suggests that organic
consumption in Tiirkiye is positioned predominantly along
the axis of individual health rather than environmental
concern. The highly powerful predictor position of
consumer values more broadly (p=0.562) provides a
structural foundation for the conclusion that premium
pricing can be made sustainable through appropriate value
communication targeted at the motivational profile that
Turkish consumers actually hold.

The study has several limitations that should be
acknowledged. It is a structured conceptual review and
therefore contains no original empirical data. Survey-based
studies measuring Tiirkiye-specific willingness to pay
remain scarce, and this gap constitutes a priority research
avenue. The beta coefficients cited from Turkish studies
derive from a limited number of sources, and replication
studies with larger and more diverse samples are needed
before strong generalizations can be drawn.

Several directions for future research emerge from the
analysis.
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Experimental designs that establish the causal effect of
digital marketing interventions on willingness to pay,
longitudinal studies that track Generation Z's organic price
perception as purchasing power develops, cross-sectional
studies examining how macroeconomic variables shape
organic demand elasticity, and comparative studies that
directly test the conditional dominance of signaling theory
versus the credence good framework across markets with
varying certification maturity form the core of the next
research agenda for this field. The integrated model and
testable propositions presented in Section 3.5 are intended
to provide a structured point of departure for that work.
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