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Abstract

The objective of this article is to identify and analyze the factors shaping the behavior
of Chinese consumers in the organic product market, with a particular focus on young
members of Generations Y and Z. These factors are examined in the context of organic
consumption and sustainable development, taking into account global and local trends in
the organic food market as well as the role of consumers in stimulating clean production
and a circular economy. The article applies a research approach that combines a review
of the literature with an analysis of quantitative data. In 2022, an online survey was con-
ducted among 1012 Chinese users of the most popular social media platforms, primarily
WeChat and Sina Weibo. The respondents were young consumers from Generations Y and
Z. The sample was drawn from the IMAS International online panel. The study identified
the characteristics attributed to organic food, the frequency and structure of purchases
(product categories and share of organic products in the shopping basket), key motives
and choice criteria, barriers to purchase, sources of information on organic products, and
the role of promotional tools in shaping attitudes and behaviors. The results show that
pro-environmental consumption fosters sustainable development and cleaner production,
with younger generations emerging as the driving force behind sustainable consumption.
The analysis revealed both stimulating and limiting factors influencing the development of
sustainable consumption, and highlighted the critical role of digital channels in shaping
consumer attitudes and decisions. The study also discusses implications for market stake-
holders (producers, distributors, educational institutions, and policymakers) in leveraging
the potential of young Chinese consumers as a catalyst for cleaner production and the
circular economy.

Keywords: responsible consumption; clean production; circular economy; sustainable
development; organic food; China

1. Introduction
In the pursuit of sustainable development, responsible actions by all participants in the

customer value chain are crucial—not only on the production and distribution side, but also
on the consumer side. This requires the implementation of sustainable consumption princi-
ples, which involve shaping attitudes and behaviors that favor environmentally friendly
product choices. Sustainable consumption has therefore been included as Goal 12 of the
UN 2030 Agenda and is regarded as a lever for poverty reduction, the transition to a
low-carbon economy, and the achievement of climate targets. In practice, this includes

Sustainability 2025, 17, 9172 https://doi.org/10.3390/su17209172

https://doi.org/10.3390/su17209172
https://doi.org/10.3390/su17209172
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://www.mdpi.com/journal/sustainability
https://www.mdpi.com
https://orcid.org/0000-0003-0933-9863
https://doi.org/10.3390/su17209172
https://www.mdpi.com/article/10.3390/su17209172?type=check_update&version=1


Sustainability 2025, 17, 9172 2 of 29

responsible purchasing (green purchasing)—the acquisition and use of goods while min-
imizing negative environmental impacts—as well as proper waste management. Such
consumer choices have a dual effect: on the one hand, they reduce the direct environmental
footprint (for example, by limiting demand for high-emission goods), and on the other,
they strengthen producers who adopt cleaner and more sustainable practices throughout
the supply chain, motivating them to maintain a low carbon footprint and close material
cycles [1]. Ultimately, broad consumer engagement in environmentally friendly purchasing
and dietary practices is a necessary condition for sustainable development ambitions to
translate into lasting change. In this context, there is growing interest in organic food, i.e.,
agricultural products produced without synthetic pesticides, artificial fertilizers, genetically
modified organisms (GMOs) and other environmental burdens. A shift in consumer de-
mand toward organic food promotes cleaner food production (for example, by reducing the
use of chemicals in agriculture) and can also support the circular economy in the food sector
(for example, by driving demand for composting organic waste or recycling biodegradable
packaging). Globally, the organic food market is expanding rapidly and is projected to reach
approximately USD 272 billion by 2027. This trend is particularly pronounced in North
America and Western Europe, where higher incomes and greater environmental awareness
encourage consumers to pay a premium for environmentally friendly products [2]. China
has also emerged as a global leader—in 2023, its sales of organic food exceeded CNY
100 billion (approximately USD 14 billion), placing the country third worldwide in terms of
market size. Importantly, this growth is supported by government policy, as the Chinese
authorities view the organic sector as an integral part of their sustainable development
agenda. For instance, in 2024 the Ministry of Ecology and Environment introduced new
regulations concerning the creation and management of national databases for organic food
production. These measures are designed to standardize sectoral development, increase
the supply of certified products, and promote the “green transition” of agriculture, thereby
generating economic, environmental, and social benefits at the local level [3].

Despite the dynamic growth of the Chinese organic food market, per capita consump-
tion still lags behind Western countries. In 2019, average annual spending on organic
food in China was around CNY 57 per person, compared with a global average of about
CNY 108 and more than CNY 2600 in leading European countries such as Denmark and
Switzerland. This gap can be attributed in part to limited purchasing power as well as
structural and cultural barriers in the Chinese market. A history of food scandals (e.g.,
melamine in milk [4], “gutter oil” [5], clenbuterol [6,7]) has undermined public confidence
in food quality. Although organic products are widely perceived as safer and healthier
alternatives, many consumers remain cautious, and organic food is sometimes regarded
as a “credence good” requiring strong authenticity guarantees [8]. Price also represents a
significant obstacle—organic food can cost four to five times more than conventional prod-
ucts, discouraging less affluent consumers. Thus, while many Chinese express a desire to
eat healthily and organically, they are often unwilling to pay the premium or lack sufficient
knowledge of the benefits of organic products [9]. As a result, the share of organic food in
China’s overall food market remains modest—only a few percent [10]—and identifying
the factors that motivate or inhibit consumers is crucial for the further development of
sustainable consumption [11].

The purpose of this article is to identify and analyze the factors shaping the behavior
of Chinese consumers in the organic food market, with particular focus on Generations Y
(millennials) and Z, who are regarded as the most environmentally conscious and digitally
savvy consumer groups. The analysis is framed within the context of organic consumption
and sustainable development. This approach makes it possible to demonstrate how the
choices of Chinese organic food consumers can support cleaner food production and circu-
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lar food systems, as well as what actions are needed to stimulate responsible consumption
on a larger scale.

The study draws on both a review of the literature and an online survey conducted by
the author in 2022 among representatives of Generations Y and Z in China. It addresses the
following research questions:

1. How do Chinese Generation Y and Z consumers understand the concept of “organic
food” in comparison with conventional food?

2. How often do Chinese Generation Y and Z respondents buy organic food?
3. What categories of organic food products do Generation Y and Z in China buy?
4. Which attributes of organic food influence the purchasing decisions of Generation Y

and Z in China?
5. What is the share of organic food in the overall food purchases of Chinese Generation

Y and Z consumers?
6. What motives drive Chinese Generation Y and Z consumers to buy organic food?
7. What barriers limit or discourage the purchase of organic food in China?
8. What sources of information about organic products are most important in shaping

the attitudes and behaviors of Chinese Generation Y and Z consumers?
9. What promotional tools for organic food are considered most effective by Chinese

Generation Y and Z consumers in shaping their attitudes and behaviors towards this
type of food?

The article takes a holistic approach, analyzing empirical research results in the context
of contemporary challenges arising from global trends in sustainable development and
organic consumption.

2. Materials and Methods
2.1. Literature Review

The greening of consumption is an increasingly powerful global trend. Research
shows that growing awareness of climate challenges, environmental degradation, and
health risks is driving people to seek “green” alternatives in their everyday purchasing
decisions [12]. Consumers are paying increasing attention to where their food comes
from and how it is produced. Products labeled as organic, ecological, or fair trade enjoy
greater trust because they promise a lower negative impact on both the planet and human
health. As Leonidou et al. [13] note, health- and environment-related factors are among
the strongest motivators for purchasing organic food in Western markets [13]. Similar
conclusions are drawn by Rana and Paul [14], who distinguish between egoistic motives
(health, quality) and altruistic motives (concern for the environment, animal welfare) as
key drivers of organic consumption [14]. Among these, however, health-related arguments
typically dominate actual purchasing behavior. More than a decade ago, Hughner et al. [15]
already observed that health and environmental considerations ranked highest among the
reasons for buying organic food, with many studies showing that health concerns outweigh
ecological motives in shaping real purchasing decisions [15]. In other words, the average
consumer is more likely to choose organic food because it is perceived as safer and healthier,
and only then do they consider its positive impact on environmental protection.

In many developed countries, organic products have already gained a notable presence.
In Western Europe, organic food now commands a growing share of retail sales, and
consumption is rising despite higher prices compared to conventional food [16]. This
success has been driven by long-term systemic measures, including certification programs
(e.g., the EU’s Euro-leaf logo), subsidies for organic farming, educational campaigns, and
well-developed distribution channels such as supermarkets and farmers’ markets [17].
Western consumers place a high level of trust in certifications and are willing to pay a
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so-called price premium for the guarantee of quality and the absence of “chemicals” in
food [18]. In Denmark and Austria, the market share of organic products in the food sector
reaches double digits, with annual sales measured in billions of euros [19,20]. Importantly,
in recent years, the “eco” trend has extended beyond food itself—natural cosmetics, organic
textiles, and even ecotourism are gaining in popularity. For younger generations, being
“eco” has become part of a lifestyle identity that combines care for personal health with
concern for the planet [21,22].

In Asia, interest in organic food is growing, although both the starting point and the
dynamics of this trend development differ significantly from those in Europe. In Japan and
South Korea, the organic segment remains niche compared to European markets—in Japan,
it is downright minimal [23]. One of the most frequently cited barriers is the higher price
of organic products, as confirmed by studies and surveys in Korea [24]. In Japan, strong
trust in national food safety standards (the JAS system) means that the added value of the
“organic” label is often less convincing for some consumers [25].

China, on the other hand, after years of neglect, has been catching up in the last decade.
The country has one of the largest areas of organic farmland in the world (around 4 million
hectares—4th place globally) and has been developing its own national certification system
(GB/T19630-2019) [26], supported by active government policy (MEE, SAMR; the 14th Five-
Year Plan). These measures strengthen both the supply and demand for organic food [3].
Numerous food safety incidents have become a key demand factor in China, raising public
awareness of the value of product quality and cleanliness. Chinese consumers attach great
importance to food safety—studies show that they consider organic food to be free of
pesticides, heavy metals, and other hazards, and therefore safer for their health [27].

Concern for one’s own health and that of one’s family is therefore the strongest incen-
tive for purchasing organic products in China, as confirmed by, among others, the results of
a study by Hu et al. [9]. They showed that health consciousness among Chinese consumers
aged 18–35 significantly increases their intention to purchase organic food. Other important
factors include perceived product value and environmental considerations—consumers
who recognized higher quality and ecological benefits were more likely to purchase organic
food. Moreover, a generally positive attitude toward organic food was directly linked to a
willingness to pay a higher price for such products [9]. This suggests that education placing
strong emphasis on the unique health and environmental benefits of organic products
can boost both demand and acceptance of higher prices. The literature also highlights
the specific cultural and systemic conditions of the Chinese market. On the one hand,
Chinese consumers display relatively high trust in certifications and labels—the national
organic certification system (the green “China Organic” logo) plays an important role in
building product credibility. On the other hand, memories of past food scandals foster
caution, as consumers remain concerned about fraud and false labeling. Credibility and
transparency are therefore crucial—companies that communicate their practices honestly
(for example, by providing information about farms and laboratory test results) gain a
competitive advantage [28]. Nevertheless, information asymmetry remains a challenge
in China. Many consumers do not fully understand what lies behind the “organic” label,
and organic products remain what economists call a credence good—whose quality is
judged primarily through information and certification [29]. As a result, a gap between
attitudes and behaviors is clearly visible—while declared attitudes toward organic food are
often positive, actual purchasing behavior tends to be more cautious [30]. Price constitutes
a major barrier, preventing many consumers from moving from intention to purchase.
According to Chinese consumer market research [11,31], despite declared willingness to
buy, high prices continue to hamper the growth of organic food sales. Unsurprisingly,
consumption of organic products is more common in higher-income households, while
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the expanding middle class is gradually becoming more willing to pay for “eco” options.
For many young adults, however, budget constraints and competing spending priorities
(such as housing or children’s education) remain significant barriers, sustaining the gap
between intentions and actual purchases [11]. Involving consumers in pro-environmental
practices is one of the pillars of the concept of responsible consumption and production
(SDG 12) [32]. The literature emphasizes that consumer choices are a form of “voting
with your wallet” in favor of specific practices within the supply chain. Purchasing or-
ganic and low-emission products encourages companies to invest in cleaner production
technologies, reduce resource use, and minimize waste [33]. For example, demand for
organically grown fruits and vegetables indirectly helps reduce nitrous oxide emissions (a
powerful greenhouse gas produced by nitrogen fertilizers) and prevents nitrate pollution of
watercourses [34]. In turn, consumers demanding biodegradable packaging or bottle-return
systems are prompting manufacturers to design solutions aligned with the principles of the
circular economy, such as reusable packaging and compostable materials [35]. The circular
economy in the food sector involves, among other things, returning nutrients to the soil
(through composting organic waste), reducing food waste, and recycling packaging—all of
which help lower environmental pressures and greenhouse gas emissions [34].

The consumption of organic food can be seen as part of a broader trend of responsible
consumption and sustainable dietary patterns. Research by Despoudi et al. [36] showed that
consumers are increasingly attentive to the environmental impact of the food they eat—for
instance, they are willing to pay more for products in eco-friendly packaging or to reduce
food waste at home. In China, the concept of the circular economy is permeating public
policy and social awareness, particularly after the experience of the COVID-19 pandemic,
when issues of food safety and supply chain stability gained new significance [36]. A
practical example of circularity in action is the development of kitchen waste collection
systems in large Chinese cities for compost and biogas, which closes the organic matter
cycle between cities and rural areas.

It is worth emphasizing that although consumers often declare support for ecological
initiatives, they do not always immediately adopt new habits. The literature describes this
phenomenon as the “green gap,” referring to the discrepancy between pro-environmental
attitudes and actual purchasing behavior [1]. For example, Chinese consumers may express
concern about packaging waste but do not necessarily choose products with reusable
packaging, especially if such options are less convenient or more expensive. Despoudi
et al. [36] even found that among Chinese food buyers, environmental motivation and
awareness of sustainable development do not automatically translate into the adoption of
circular practices, such as returning packaging or using refill options. A key condition here
is adequate knowledge and understanding of the circular economy concept. In other words,
consumer education plays a crucial role—well-informed individuals who understand the
benefits of closing material loops and clean production are more likely to modify their
behavior in environmentally friendly ways [36].

In conclusion, the literature to date indicates that the behavior of Chinese consumers in
the organic product market is shaped by a combination of health, environmental, and social
motivations, along with economic and informational barriers. Younger generations (Y and
Z) appear particularly predisposed to act as leaders of sustainable consumption—they
are environmentally aware, open to experimenting with new products, and constantly
connected to information networks. However, in order to fully harness their potential
for the purposes of sustainable development, it is necessary to understand the specific
factors influencing their decisions and to design measures—marketing, educational, and
regulatory—that will help them make responsible consumer choices. The next part of the
article presents the methodological framework of the empirical study, which focuses on
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this very group—Chinese consumers of Generations Y and Z—examining their declared
behaviors, preferences, and barriers in the context of organic food purchases.

2.2. Methodology Used

In order to identify the factors influencing consumer choices regarding organic prod-
ucts, an online survey (CAWI) was conducted in 2022 in cooperation with the research
agency IMAS International. The study covered 1012 Chinese users of major social media
platforms (WeChat and Sina Weibo) belonging to Generations Y (25–40 years old) and
Z (16–24 years old). Millennials accounted for 68% of respondents, while Generation Z
accounted for 32%.

The sample was purposively selected using a stratified quota sampling method from
the IMAS panel. For the agency has an extensive consumer database and experience in
Chinese market research. The sample structure was balanced according to gender, age,
education level, professional and economic status, household size, and number of children
under 18. Women accounted for 47.5% and men for 52.5%. Higher education was declared
by 82.5% of respondents, and full-time employment by 71.2%. Nearly 60% assessed their
economic situation as above average (23% described it as “very good,” 36% as “good”).

Respondents came from households of various sizes and at different stages of the life
cycle: 46.9% from three-person households and 28.7% from four-person households. A
majority (54.9%) had one dependent child, while 26.5% had no children. This sampling
structure made it possible to obtain comparable data between key demographic subgroups.
In conclusion, it should be emphasized that the demographic profile of the respondents—
young, urban, and educated—reflects the core of the target market for organic products in
China fairly well.

The research questionnaire was developed based on an analysis of literature concern-
ing organic food consumption in China and worldwide, taking into account previously
used survey tools. The layout of the questions reflects the adopted research concept, in
which the main research questions of the article include, among others, the understanding
of the concept of “organic food” by consumers of generations Y and Z, the frequency of
purchase and categories of selected products, as well as the motives and barriers accom-
panying purchasing decisions. Questions on the attributes of organic products, sources
of information about these products, and the effectiveness of promotional tools were also
included in order to identify those that can be used to shape consumer attitudes and behav-
iors in the organic product market. The inclusion of these questions made it possible not
only to compare the results obtained with previous studies, but also to deepen the analysis
in areas that have been less well recognized so far. A detailed questionnaire is included
in the Supplementary Materials, which allows for verification of the completeness and
consistency of the research tool used with the concept of the article.

Moreover, it is worth noting that although the study was consumer-oriented, efforts
were made to incorporate a sustainable development perspective. When interpreting the
results, they were linked to potential environmental impacts—e.g., a high propensity to
buy eco-friendly products may translate into a reduction in pesticide use (through the
mechanism of supply and demand), while barriers such as distrust or lack of knowledge
highlight areas requiring intervention to fully harness consumers’ pro-environmental
potential. Although the survey itself did not allow for direct measurement of environmental
indicators, when planning it, an effort was made to select questions that would enable
linking consumer attitudes and behaviors with conclusions about the prospects for the
development of cleaner production (e.g., packaging preferences, willingness to compost
organic waste). Originally, the study was conducted for the purposes of a project financed
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by the Polish National Science Center as part of the Miniature 5 competition, entitled “The
role of social media in shaping Chinese consumers’ attitudes towards organic food.”

3. Results
The survey helped identify the factors that shape Chinese consumers’ behavior in the

organic product market, especially among young people from Generations Y and Z. The
analysis was structured around the research questions introduced earlier.

3.1. Perceptions of Organic Products

The starting point of the analysis was the question: “How do respondents define
or understand organic food, i.e., what characteristics do they attribute to eco-certified
products?” (Table 1). The majority of respondents (59.7%) agreed with the statement that
“organic food is produced in compliance with strictly defined principles of organic farming.”
This indicates that most respondents are aware of the existence of regulations and standards
that distinguish organic farming from a conventional one and, although they may not know
the details, they trust in their rigor. Slightly fewer individuals (55.5%) stated that “the use
of pesticides (even natural ones) is limited in the production of organic food.” This is an
accurate observation, in fact, only a few plant protection products of natural origin are
permitted in organic farming, and the pest management approach focuses on prevention
and biological methods. Thus, there is a clear awareness that the absence of “chemicals” is
a key distinction—one that corresponds closely with health-related motivations.

Table 1. In your opinion, what characteristics define an organic food product?

Total Gen Y Gen Z Women (Total) Men (Total)

it has an organic certificate 50.2% 48.9% 52.9% 49.5% 50.8%

no artificial fertilizers are used in its production 36.6% 39.2% 31% 34.9% 38%

the production process follows strictly defined
organic farming rules 59.7% 61% 57% 60.5% 58.9%

no genetically modified ingredients are used in
its production 48.2% 50.9% 42.4% 47.2% 49.2%

it has labels indicating the origin of the raw
materials used in its production 47.6% 47.8% 47.4% 47.6% 47.6%

the use of pesticides (even natural ones) and
additives is limited in its production 55.5% 57.5% 51.4% 54.3% 56.7%

I have no opinion 2.7% 2% 4% 2.3% 3%
Source: own compilation based on a research study.

Holding an ecological certificate as a distinguishing feature was pointed out by 50.2%
of respondents (as many considered that a product must have a certificate and an appro-
priate logo to be considered organic). This is an important signal, as it shows that half
of consumers pay attention to certificates and trust in their significance. The second half
may be guided more by a general image, brand, or a place of sale (e.g., they may trust that
everything in specialty eco stores is eco-friendly by definition).

The absence of GMOs as a feature of organic food was indicated by 48.2% of
respondents—and rightly so, as organic farming standards prohibit the use of geneti-
cally modified organisms. This means that almost half of those surveyed associate “eco”
with GMO-free.

Slightly fewer respondents (47.6%) indicated that organic products should display
information about the origin of raw materials used in their production. Meanwhile, 36.6%
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associated organic food with the absence of artificial fertilizers, and only 2.7% of respon-
dents had no opinion on the matter.

Overall, the responses suggested that young Chinese consumers perceive “organic
food” as food produced according to strict rules, without chemicals, that is certified and
GMO-free. This perception largely corresponds with the formal definition of organic
farming. It can therefore be said that education on the basic principles of organic agriculture
has been relatively effective—at least among those sufficiently interested in the topic to
purchase such products.

3.2. Product Attributes Determining the Choice of Organic Food

The results clearly demonstrate the dominance of quality and information-related
attributes in shaping organic food choices. The most frequently indicated criteria—product
quality (74.6%), composition (54.9%), and certification confirming organic status (38.7%)—
suggest that consumers seek evidence of credibility and ways to reduce the uncertainty
associated with so-called credence goods. Certification appears to serve as a “signal of
quality” that complements sensory evaluation and producers’ declarations. By contrast,
product origin (37.8%) and brand (26.1%) play a supporting role—they may strengthen
perceived quality but less often determine the purchase itself. This pattern indicates that in
the Chinese market, brand equity does not substitute transparent product information, but
rather works in tandem with it (Table 2).

Table 2. What factors influence your choice of organic food?

Total Gen Y Gen Z Women (Total) Men (Total)

product composition 54.9% 54.2% 56.5% 52.2% 57.3%

product quality 74.6% 72.1% 80.6% 72.8% 76.3%

product brand 26.1% 28.2% 21.2% 21.9% 30%

certificate confirming the organic nature of
the product 38.7% 40.8% 33.6% 41.8% 35.8%

origin of the product 37.8% 38.6% 36% 36.3% 39.2%

eco-friendly packaging 7.6% 6.8% 9.5% 8.4% 6.8%

price 8.2% 6% 13.4% 10.8% 5.8%

place of purchase 6.1% 6% 6.4% 6.9% 5.4%

promotion of this food 11.1% 12.2% 8.5% 12.2% 10.1%

opinions of friends and family 10.6% 11.1% 9.5% 10.4% 10.9%

expert opinions 5.1% 5.6% 3.9% 7.1% 3.2%

product recommendations on favorite social
media sites 4.2% 5% 2.5% 3.8% 4.6%

trends 0.3% 0.5% 0% 0.4% 0.2%

other 0% 0% 0% 0% 0%
Source: Own compilation based on a research study.

The lack of significant generational differences in prioritizing “quality” is also im-
portant. The high share of responses among Generation Y (72.1%) and even higher share
among Generation Z (80.6%) suggest a convergence of expectations regarding the main
selection criterion. In practice, this means that communication strategies targeting both
generations should begin with proof of quality, i.e., clear ingredient lists, credible labels,
and transparency of processes and production practices.
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From a managerial perspective, these results support an approach based on “evidence-
based branding”—emphasizing certifications and the criteria behind labels, supplemented
with clear explanations of the composition and access to verification paths (e.g., QR codes
with batch information). Origin and brand remain important carriers of narrative (story-
telling about place, farm, or standards), but they should not overshadow the core informa-
tion. For new market entrants, this creates a real opportunity to compete through quality
and transparency, even with lower brand equity.

3.3. Frequency of Organic Food Purchases and the Most Popular Categories of the
Purchased Products

The frequency of organic food purchases is important for the purpose of analyzing and
evaluating consumer behavior. What draws attention here is the high percentage of people
who declared having contact with organic food. As many as 93.8% stated that they had
purchased an organic food product at least once, while only 6.2% reported never buying
organic food. This suggests that awareness of this market segment is nearly universal
within the surveyed group (Table 3).

Table 3. Do you buy organic food?

Total Gen Y Gen Z Women (Total) Men (Total)

Yes 93.8% 96.7% 87.6% 94% 93.6%

No 6.2% 3.3% 12.4% 6% 6.4%
Source: own compilation based on a research study.

The gathered data indicates that organic products have become a regular part of the
diet for a significant share of young Chinese consumers. More than half of respondents
(55%) reported buying organic food at least once a week, with an additional 22% purchasing
it daily or almost daily. Nearly 19% (18.7%) buy organic products less frequently—several
times a month—while only a small fraction (4.4%) reported buying them just a few times
a year or less. These results mean that in total, more than three-quarters of respondents
(77%) consume organic products at least once a week. This represents a very high level of
engagement and indicates that, for the majority of young consumers, organic food is no
longer a novelty or a luxury reserved for special occasions, but rather a part of everyday
eating habits.

Only minor differences between genders were observed, e.g., the percentage of people
buying organic products every day was approximately 23% among women and approxi-
mately 21% among men, which is not a statistically significant difference. Similarly, there
were no substantial discrepancies between age groups. Both younger respondents (Gener-
ation Z, aged 16–24) and older respondents (Generation Y, aged 25–40) largely reported
regular (weekly) purchases of organic food (Table 4). Thus, in the surveyed sample, the
high level of acceptance of organic food is evident among both women and men and across
the entire group of young adults.

Table 4. How often do you buy organic food?

Total Gen Y Gen Z Women (Total) Men (Total)

everyday 21.9% 24.8% 15.2% 22.8% 21.1%

at least once a week 55% 57.4% 49.5% 54.6% 55.3%

1–3 times a month 18.7% 15% 27.2% 17.5% 19.7%

several times a year 4.4% 2.9% 8.1% 5.1% 3.8%
Source: own compilation based on a research study.
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These declarations are also reflected in the share of organic food within overall food
purchases. When asked about their preferred shopping model, 13.5% of respondents stated,
“I buy only organic food.” Another 64.3% answered, “I try to buy primarily organic food. I
choose conventional only if organic is unavailable.” Around 22% took the opposite position,
saying, “I mainly buy conventional food, and purchase organic products only occasionally
for variety.” These results indicate that more than three-quarters of young consumers
(about 78%) prefer organic food as the dominant part of their diet—an unexpectedly high
proportion that points to a strong pro-environmental trend. It is worth noting that the
statement “I only buy organic” was more often selected by women than men (14.4% vs.
12.7%), which may suggest that women are slightly more consistent in sticking to an
organic diet. Women also admitted slightly more often than men that they still mainly buy
conventional food (22.3% vs. 21.9%), although these differences are within the margin of
error (Table 5).

Respondents were also asked which types of organic products they purchase most
frequently. The results are consistent both with author’s expectations and with market
data from China (Table 6). Organic vegetables and fruit are by far the most frequently
purchased products, with 73.9% of respondents indicating them. Vegetables and fruit are
the basis of the diet and, at the same time, are products where consumers are most sensitive
to freshness and concerned about pesticide residues, which explains the popularity of their
organic versions. Dairy products (milk, yogurt, cheese) came in second place, with 65.8%
of respondents declaring that they buy their organic versions. This finding is particularly
interesting, as dairy consumption in China has traditionally been lower than in Western
countries. However, the growing influence of Western diets and concerns over milk quality
(following the 2008 melamine scandal [4]) have made organic milk a desirable product
especially for families with children.

Table 5. What is your preferred model for purchasing food?

Total Gen Y Gen Z Women (Total) Men (Total)

I only buy organic food 13.5% 15.6% 8.5% 14.4% 12.7%

I mainly buy organic food, but when certain
organic products are not available, I replace
them with conventional products

64.4% 65.3% 62.2% 63.3% 65.4%

I mainly buy conventional food and add
organic products for variety 22.1% 19.1% 29.3% 22.3% 21.9%

Source: own compilation based on a research study.

Subsequent positions were occupied by: fruit and vegetable preserves (juices, purees,
jams—62.1%), organic eggs (52.8%) and organic meat and hams (48.4%). Cereal and
bakery products (such as rice, flour, and bread from certified crops) also ranked quite high
(40.3%). Comparatively fewer people indicated specialty products such as organic fish
and seafood (32.9%), tea and herbs (15.9%), and honey and liqueurs (14%). Overall, the
findings suggest that consumers focus their organic spending on basic food categories
consumed daily (vegetables, fruits, dairy, grains, and eggs). Niche or more expensive
products, perceived more as curiosities, are less popular (e.g., organic tea—the Chinese
mainly drink traditional tea and do not attach much importance to its certification, hence
the low score for this category).
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Table 6. What organic food products do you buy?

Total Gen Y Gen Z Women (Total) Men (Total)

Vegetables and fruit 73.9% 54.2% 66.4% 77% 70%

Chicken eggs 52.8% 72.1% 42.8% 57.1% 48.5%

Milk and dairy products 65.8% 28.2% 62.9% 67% 61.6%

Baked goods and confectionery 40.3% 40.8% 48.1% 36.9% 37.4%

Meat and cold cuts 48.4% 38.6% 44.9% 49.8% 46.1%

Fish and fish products 32.9% 6.8% 25.8% 35.9% 30.2%

Teas and herbs 15.9% 6% 8.5% 19.1% 14.5%

Honey and liqueurs 14% 6% 8.1% 16.5% 12.5%

Vegetable and fruit preserves (juices, jams, etc.) 62.1% 12.2% 54.4% 65.3% 59.6%

Other 0.5% 11.1% 1.1% 0.3% 0.6%
Source: own compilation based on a research study.

These results are consistent with data from other markets, e.g., in Europe, vegetables,
fruit, dairy products and eggs are also the largest segments of the organic food market. [9].
This pattern reflects the fact that consumers are most willing to pay extra for products
strongly associated with health and that are part of their daily diet—where the benefits
of switching to organic are perceived as more tangible. By contrast, products such as tea
or spices are used in small amounts, which makes fewer consumers inclined to invest in
their more expensive organic versions. Nevertheless, as the market matures, the range
of purchased organic products can be expected to expand, for instance, with the growing
popularity of organic baby food, certified organic sweets, and organic alcoholic beverages.

3.4. Motivations for Purchasing Organic Food

When asked about the main reasons for choosing organic food (Table 7), respondents
most frequently pointed to health concerns. “Caring for one’s own health” emerged as the
most common motivation, cited by 71.5% of respondents. Slightly fewer, (62.9%) selected
“caring for the health of family members”. This indicates a strong belief that organic food
is healthier and safer, with consumers wishing to protect not only themselves but also
their loved ones (children, partners) from potentially harmful substances in conventional
food. This health-driven argument aligns with the qualitative findings of Ma et al. [37].
For in interviews, many young parents emphasized that they buy more expensive organic
vegetables for their children, even if they occasionally forgo them for themselves [37].

The second group of frequently mentioned motives were sensory and quality-related
attributes. “Better taste of organic products” was selected by 36% of respondents. Many
consumers believe that vegetables and meat from organic farming and husbandry have
a more intense, “natural” flavor, which enhances the pleasure of eating. For them, this
superior taste serves as a signal of higher quality, and often of greater nutritional value as
well—although the latter is debated in the literature, the perception remains strong and
shapes both perceived value and purchasing choices.

Environmental considerations ranked third. “Concern for the natural environment”
was a motivating factor for 30.9% of respondents. This means that nearly one in three
young consumers consciously choose organic food to support sustainable agriculture and
reduce their negative impact on the planet. This is a significant share, confirming that
altruistic values play an important role—though, as in many studies, they take second
place to the egoistic (health-related) motives.
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Table 7. What are your main motives for buying organic food products?

Total Gen Y Gen Z Women (Total) Men (Total)

concern for the environment 30.9% 33.6% 24.4% 31.9% 30%

concern for my own health 71.5% 69.2% 77% 70.6% 72.4%

concern for the health of my loved ones 62.9% 62.8% 63.3% 58.8% 66.6%

caring for my well-being 18.1% 17.6% 19.4% 19.2% 17.1%

caring for my appearance 9.1% 10.1% 6.7% 9.3% 8.9%

better taste of organic products 36% 35.3% 37.8% 37.2% 35%

striving to achieve the lifestyle promoted on
social media 23% 24.8% 18.7% 24.8% 21.3%

the trend of buying organic products 16.1% 18.8% 9.9% 17.5% 14.9%

other 0.3% 0.3% 0.4% 0.2% 0.4%
Source: Own compilation based on a research study.

Social influences and lifestyle were also among the motivations. “Aspiration to live
a lifestyle promoted on social media” was indicated by 23% of respondents, while “the
trend of buying organic products” was indicated by 16.1%. The results suggest that for
some respondents, eco-consumption possesses not only a pragmatic dimension, but also
an image-related one. The answer “striving to achieve the lifestyle promoted in social
media” can be interpreted as a need to fit into a certain “code” of modernity, especially in
metropolitan areas, where demonstrating concern for the environment is now considered a
sign of cultural status and symbolic capital. On the other hand, the indication of a “trend
towards buying eco-friendly products” can be interpreted in two ways. Positively, as a
declaration of following the dominant pro-eco trend, or negatively, as a signal that some of
the respondents treat eco-friendliness rather superficially, reducing it to a temporary fad.
Without qualitative data, it is difficult to determine which of these interpretations prevails,
but the fact that almost one in five respondents admit that a “trendy” image influences
their purchasing decisions highlights the importance of social context and peer pressure in
shaping consumer attitudes toward organic products.

Only 9% of respondents admitted that they choose organic products mainly for es-
thetic reasons, believing that “clean” food improves complexion, body shape, and overall
appearance. It is worth noting that in Chinese culture, radiant complexion (“liáng cǎi”) and
a slender figure have traditionally been associated with good health and high social status,
while slogans such as “nèi tiáo wài yang” (“nourishment inside and out”) are popular on
social media. Despite this symbolic role of appearance, the esthetic motivation for buying
organic food proved relatively rare, suggesting that for most Chinese consumers of Genera-
tions Y and Z, appearance is viewed as a by-product of a healthier lifestyle rather than a
primary goal of organic purchases.

In conclusion, for young Chinese consumers of organic food, the most important factors
are its perceived health and quality benefits, followed by environmental considerations and
the influence of trends. Therefore, what emerges here is a clear egoistic–altruistic dualism,
in which motives related to safety and health are at the forefront, while environmental
awareness provides an important, though not dominant, backdrop for purchasing decisions.

3.5. Barriers and Constraints to Organic Consumption

Although most respondents regularly buy organic products, also in this group there
are barriers and discouraging factors that limit the possibility of fully adopting an organic
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diet. Identifying these barriers is therefore essential to understanding what is hindering
the further development of responsible consumption (Table 8).

The most frequently indicated obstacle is the high price of organic products. As many
as 75% of respondents considered “price to be a major constraint,” and as many as nine
out of ten saw it as at least a moderate barrier. In practice, this means that even rising
middle-class incomes do not compensate for at least two- to threefold price difference
between organic and conventional products. Interestingly, this disparity is felt most acutely
by millennials (96.7%), who, despite statistically higher earnings, carry the burden of
mortgage loans, childcare expenses, and other commitments typical of mature family
life. The youngest respondents, while having lower incomes, tend to buy organic food
more occasionally, treating it as an “aspirational” addition to the shopping basket. As a
result, they reported price as a barrier slightly less often (90.4%). Regardless of generation,
however, price remains the greatest obstacle to a full transition toward an organic diet—
both in light of this study and analyses conducted in other markets [9].

The second key barrier turned out to be a lack of trust in the “eco” category itself.
Nearly 71% of respondents, admitted that uncertainty about whether products labeled
as organic actually meet the relevant standards prevents them from buying organic food,
while almost as many (70%) respondents poor knowledge of the certification system
as an additional obstacle. In other words, consumers are concerned about false labels
and unfair practices among producers, and this skepticism is fueled by memories of
the aforementioned food scandals as well as the general caution that characterizes the
Chinese market. As a result, improving supply chain transparency, strengthening certificate
oversight, and clearly communicating their significance appear to be essential to rebuilding
credibility in the sector. As long as manufacturers do not offer easy access to information,
e.g., through scannable QR codes linked to verified databases, excessive caution among
consumers may slow down the growth of the entire segment.

Table 8. What are the main reasons for limiting or giving up organic food purchases in China?

Level of Importance

Low Moderate High

1 2 3 4 5 6 7

some products are not available 3.7% 3.5% 9.6% 19.5% 25.8% 22.3% 15.7%

low awareness of certificates 3.1% 2.8% 8.2% 16% 25% 24.4% 20.6%

high price of organic products 2% 3.4% 6.7% 12.9% 25% 25.7% 24.3%

insufficient information about the offer 2.9% 2.4% 9.4% 15.5% 29.2% 23.6% 17.1%

underdeveloped distribution network 3.3% 4.5% 9.5% 20.1% 25.7% 22.2% 14.7%

customers preferring conventionally
produced products 2.7% 3.8% 8.6% 18.3% 27.7% 21.9% 17.1%

insufficient consumer education on ecology 2.8% 4.2% 8.2% 18.4% 25.5% 25.8% 15.2%

low environmental awareness
among consumers 3.2% 4.3% 8.3% 18.2% 24.8% 23.8% 17.4%

low trust in organic products 3.2% 3.4% 7.1% 15.6% 25.3% 25.3% 20.2%

low effectiveness of marketing messages 3.4% 5.4% 9.8% 20.8% 26.4% 20.8% 13.3%

lack of adequate support from the state 3.1% 3.9% 8.8% 20.7% 26.8% 21.3% 15.5%
Source: own compilation based on a research study.

Another barrier concerns the limited availability of organic products. For over 60%
of respondents complained that their stores still lack a wide selection of organic options.
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Indeed, the Chinese market is developing most dynamically in first-tier metropolitan areas,
where the majority of organic food consumers are concentrated [38]. Outside these areas—
particularly in third- and fourth-tier cities—specialized outlets are much less common,
and the assortment is often limited to basic categories such as vegetables (especially leafy
greens), legumes, and rice, while organic meat is rarely widely available [39,40]. This
was confirmed by 62.6% of respondents. Online commerce partly compensates for these
shortages, but when it comes to fresh food, many consumers still prefer in-store shopping.
This indicates the need to expand cold-chain logistics and establish cooperation between
organic brands and large supermarket chains, which could contribute to the introduction
of more comprehensive product lines in local stores.

Behavioral and cognitive factors also pose obstacles. Nearly 67% of respondents
declared attachment to familiar, “safe” conventional brands. In the context of the Chinese
market—where reputation is built over years and any reputational crisis can spread rapidly
through social media—consumers prefer to stick with trusted brands rather than risk
trying a new, more expensive organic one. For the organic segment, this entails the
need for consistent credibility-building campaigns and participation in popular loyalty
programs (e.g., WeChat mini-apps), which effectively accustom Chinese consumers to
regular purchases.

Additionally, as many as 66% of respondents admitted that their knowledge of ecology
and the health benefits of organic food is insufficient, while 15.9% stated outright that
environmental issues do not particularly interest them. This lack of awareness means that
the slogan lǜsè shēnghuó (“green life”) still sounds abstract to many.

Finally, nearly one-fifth of respondents claimed they did not perceive clear health or
taste benefits from consuming organic food. And since there is no “immediate effect”, the
motivation to pay a higher price weakens. Interestingly, the concerns relate more to the lack
of measurable results than to taste itself, which only 7.9% of respondents rated negatively.
This is a signal to producers that greater emphasis should be placed on communicating
hard data—such as lower pesticide levels, higher nutrient content, or clinical study results—
ideally presented in attractive digital formats and readily shared by dietitian-influencers.

In conclusion, high prices, limited trust, and insufficient availability form the triad of
key barriers slowing down the popularization of organic products in China. At a secondary
level, these are reinforced by consumer habits, educational gaps, and the lack of clearly per-
ceived health benefits. Therefore, if policymakers and manufacturers wish to accelerate the
“green transformation” of the shopping basket, they should pursue integrated measures:
reducing costs through economies of scale and pack-size promotions, increasing supply
chain transparency through digital solutions (blockchain, QR codes), expanding distribu-
tion networks beyond major metropolitan areas and designing educational campaigns that
translate the abstract idea of sustainable development into tangible everyday benefits. Such
a four-pillar model—competitive pricing, credibility, availability and education—appears
to be the key to unlocking the full potential of lǜsè xiāofèi (“green consumption”) among
Chinese millennials and Generation Z.

3.6. The Role of Information Sources in Shaping Consumer Attitudes and Behaviors Toward
Organic Products

An important factor influencing young consumers’ attitudes and behaviors toward
organic products is the source from which they obtain knowledge about this category
of food. The author’s study results clearly show that digital channels—especially social
media—dominate in this regard (Table 9). The most important source of information for
Generations Y and Z turned out to be friends and family communicating via social media
platforms, indicated by a total of 33.3% of respondents. This means that one in three
young consumers learns about new organic products or promotions through posts shared
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in WeChat Moments, recommendations in discussion groups, updates on Weibo or short
videos on Douyin.

Table 9. Where do you obtain information about organic products from?

Total Gen Y Gen Z Women (Total) Men (Total)

from family and friends who pass on
information in direct conversations 20.7% 21.8% 18% 21.9% 19.5%

from family and friends who share
information via social media 33.3% 35.6% 27.9% 37.2% 29.8%

from television 16.4% 14.7% 20.5% 15.3% 17.5%

from the radio 3.6% 3% 4.9% 2.9% 4.2%

from daily newspapers 2.7% 2.1% 4.2% 1.8% 3.6%

from magazines devoted to ecology 6.5% 6.2% 7.4% 5.3% 7.6%

from posters, billboards, leaflets 7.6% 8.3% 6% 7.3% 7.8%

from fairs/markets 14.8% 14% 16.6% 13.7% 15.7%

from the websites of specific manufacturers
of ecological products 18.8% 20.1% 15.5% 21.5% 16.3%

from the websites of specific sellers of
ecological products 20.3% 21.6% 17.3% 21% 19.7%

from social media run by manufacturers of
ecological products 27.8% 29.7% 23.3% 30.1% 25.8%

from social media run by sellers of
organic products 27.5% 29.3% 23.3% 27.7% 27.4%

from social media run by influencers
or celebrities 24.9% 24.2% 26.5% 23.9% 25.8%

from forums and discussion groups 14.9% 15.9% 12.4% 13.9% 15.7%

from internet portals 23.4% 24.2% 21.6% 19.9% 26.6%

from other sources 0.1% 0% 0.4% 0% 0.2%

I do not look for such information 2.3% 1.2% 4.9% 2.7% 2%
Source: own compilation based on a research study.

Traditional word-of-mouth through face-to-face conversations also remains relevant
(20% of responses), but it often serves merely as an extension or commentary on content
already encountered online. This overlapping flow of information—moving from digital
spaces to offline interactions and back—highlights the powerful role social media play in
shaping consumer awareness in China.

Next in importance are social media as independent communication channels for
brands and retailers. Profiles of organic product manufacturers are followed by 27.8% of
respondents, retailers’ accounts by 27.5%, and influencers and celebrities by 24.9%. In turn,
industry- or consumer-oriented websites were indicated by 23.4% of respondents. Notably,
social media is an important source of shopping inspiration for around 39% of Generation
Y consumers [41], while among Generation Z this figure reaches as high as 97% [42]. This
difference may reflect the deeper integration of social platforms into the daily lives of
younger adults, who spend more time online and interact with brands more frequently.

Nevertheless, both generational groups, eagerly use recommendations published on
social media, though they differ in the extent to which they are influenced by particular
sources. Generation Z shows a distinctly higher susceptibility to influencer opinions—
according to a Morning Consult survey [43], as many as 68% of this group reported
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trusting influencers more than traditional celebrities [43]. Millennials also value online
recommendations, but they rely more heavily on reviews from friends and user-generated
content [44], a pattern that can be linked to the fact that they grew up in an era when
traditional marketing and reference groups carried greater weight than they do today.

Another source of information are the websites of organic product retailers and pro-
ducers, indicated by 20.3% and 18.8% of respondents, respectively. Traditional media,
by contrast, play only a marginal role: television was mentioned by 16% of respondents,
the press by 2.7%, and radio by 3.6%. Health-oriented fairs, markets, and events were
named by 14.8% of respondents, while a similar share (14.9%) pointed to forums and
discussion groups.

Ultimately, however, the Internet and social media dominate the information landscape
of Chinese youth. The effect of unconscious influence also comes into play here—since
consumers may underestimate the impact of advertisements and promotional content,
even though these messages in fact shape their decisions. In practice, this means that in
order to effectively reach their audience, brands and organizations promoting sustainable
consumption must remain active online and maintain a presence on the platforms where
young consumers spend most of their time—otherwise, they risk being excluded from the
very information flows that influence purchasing choices.

3.7. Effectiveness of Marketing and Communication Activities

The study also examined the perceived effectiveness of various tools used to promote
organic food. Respondents were asked to indicate which formats should be intensified,
maintained at their current level, or scaled back. The collected responses form a clear
gradation that reveal the preferences of young Chinese consumers (Table 10).

At the top of the ranking were interactive activities that reduce the perceived risk
of purchase. Nearly 70% of respondents considered tastings and free samples the most
convincing form of brand engagement—since being able to try an organic fruit or snack bar
in a supermarket alleviates concerns about taste and quality while simultaneously building
a direct experience with the product. A similar effect is achieved through the creation of
dedicated “eco” zones in stores (68% of responses). For clear shelf markings, easy-to-read
labels, and green color schemes help consumers to quickly identify the products they are
interested in.

Close behind product experience comes the price incentive. Discounts, coupons, and
promotions (67.8% of responses) are highly valued, reflecting the cost barrier identified
earlier—for every percentage point of price reduction directly increases willingness to
purchase. It is no coincidence that e-commerce festivals such as Double 11 or 618 have
become important occasions for large-scale campaigns promoting organic food in China.

Another key pillar of effective communication is education and trust building. More
than 62% of respondents reacted positively to short videos, infographics, and farm reports
that explain how organic farming differs from conventional methods, what certifications
mean, and how “bio” production affects the environment. There is also a demand for
greater consumer involvement in product development—67.7% of respondents expressed
interest in suggesting ideas for new flavors or packaging formats, which aligns well with
the growing co-creation model in China, supported by WeChat mini-apps.

Digitalization remains critical. As many as 67.4% of respondents called for expanding
online sales, and most expect a stronger social media presence from producers. Influencers
are seen as particularly important—62.8% believe that brand collaborations with influencers
(key opinion leaders, bloggers or Douyin creators) should be intensified. Brand awareness
can also be reinforced through sponsored articles (55.2%), television advertising (55%),
and traditional media such as in-store leaflets, billboards, and newspapers—although
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each of these formats received slightly fewer indications (50–53%). Radio ranked lowest
(49.3%), reflecting the clear shift in young audiences away from broadcast channels toward
digital platforms.

Table 10. In your opinion, should the scope of individual activities related to the organic food offer
be increased, decreased, or remain at the current level?

The Scope of
Application Should

Be Increased

The Scope of
Application Should
Remain Unchanged

The Scope of
Application Should

Be Reduced

television advertising 54.9% 32% 13%

radio advertising 49.3% 37.2% 13.5%

press advertising 50.8% 36% 13.2%

billboard advertising 53% 34.5% 12.5%

placement of eco-friendly products in TV series and films 50.3% 32.9% 16.8%

sponsored articles 55.2% 33% 11.8%

information on manufacturers’ and retailers’ websites 65.4% 26% 8.6%

online advertising campaigns 60.3% 29.1% 10.7%

information posted on social media by manufacturers and
retailers of organic products 65.1% 26.5% 8.4%

cooperation of manufacturers and sellers of organic
products with influencers, bloggers, YouTubers, etc. 62.8% 26.3% 10.9%

dedicated stands/shelves with organic products placed in
attractive locations in stores 68.4% 23.3% 8.3%

placing information in newsletters published by stores 53.4% 34.5% 12.2%

tastings 69.3% 22.1% 8.6%

price discounts 67.8% 24.6% 7.6%

online sales 67.4% 23.2% 9.4%

educating customers in cooperation with the media 62.2% 29% 8.9%

engaging and involving consumers in the process of
creating organic food offer by inviting them to submit
ideas for new solutions

67.7% 23.6% 8.7%

Source: own compilation based on a research study.

In conclusion, young Chinese consumers respond most positively to experiential
marketing (samples, tastings), clear in-store displays, financial incentives, and credible
digital storytelling. Traditional ATL formats serve a complementary role—helping to
broaden reach, but rarely determining the final purchase decision compared to interactive
tools. For market practitioners, this means combining competitive pricing strategies with
on-site product experiences, data-driven education (e.g., QR codes linking to quality test
results) and collaborations with creators who can translate sustainable consumption ideas
into attractive, lifestyle-oriented narratives.

4. Discussion
While the results of the author’s study confirmed many of the conclusions formulated

in earlier scientific works, they also shed new light on the specific nature of the Chinese
organic food market in the context of sustainable development. The most important
observed phenomena were contrasted with insights from literature and their implications
were analyzed.
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The high acceptance of organic food among young consumers comes in the forefront.
The study revealed that as many as 94% of Generation Y and Z respondents had some
experience with buying organic food, and 77% do so regularly (at least once a week).
This level of adoption is exceptionally high, especially when compared with nationwide
statistics, where organic food still accounts for only a small share of total retail food sales [3].
It should be noted, however, that the sample in this study was specific, focusing on young,
urban consumers who represent the vanguard of change. According to the literature, it
is Generations Y and Z that are “growing together with the organic market”—they are
more open to new dietary trends and identify more strongly with health- and eco-oriented
values. Monitoring their attitudes and behaviors is therefore crucial to anticipating future
patterns of organic food consumption.

Industry reports (e.g., Organic Trade Association Survey 2024) and Euromonitor
analyses indicate that millennials are driving the growth of organic food sales globally,
since they are transferring their health-conscious mindsets to their home eating habits as
they enter the age of starting families [45,46]. The author’s study show a similar mechanism
in China, as a significant share of respondents were young parents who regularly purchase
organic food with their children’s health in mind. This supports the hypothesis that the
pro-environmental attitudes of the younger generation translate into concrete consumer
behaviors rather than remaining mere declarations.

Interestingly, the theoretical models—such as Ajzen’s Theory of Planned Behavior
(TPB) [47] and the Knowledge–Attitude–Practice (KAP) framework [48]—emphasize that a
positive attitude alone is insufficient, what matters is its transformation into intention and
action. The author’s findings indicate that such translation is indeed taking place—positive
perceptions (e.g., the belief in the benefits of organic food) go hand in hand with actual
purchasing behavior. Research on the Chinese market (e.g., Hu et al. [9]) has shown that
consumers with a general pro-environmental orientation are significantly more likely to buy
organic food. These individuals also experience moral satisfaction from being responsible
consumers—the so-called green psychological benefits—which further increases their
willingness to pay a premium for organic products. The results of this study confirm that
among China’s Generations Y and Z, this intention is, to a large extent, put into practice [9].

Another key aspect concerns the motivations behind choosing organic food—health
first, environment second. The author’s study revealed a clear hierarchy of motives—
concern for health (one’s own and that of one’s family) dominates, followed by quality and
taste considerations, and only then the desire to protect the environment. This finding is
consistent with the broader pattern described in the literature—particularly in the Agricul-
tural and Food Economics review [11] and in the study by Gundala and Singh [49], which
highlight rising health awareness as a major driver of organic food consumption [11,49].
Similarly, meta-analyses by Rana and Paul [50] and Massey et al. [51], as well as the
study by Rufo et al. [52], confirm that people most often choose organic products to avoid
pesticides and improve their health—a trend documented in research both in China and
globally [9,50–52]. The results of the author’s study indicate that Chinese consumers follow
the same pattern—for as many as 72% of respondents stated that health concerns were
their primary motive. This factor is particularly important for parents of young children
and for younger adults concerned with fitness and appearance. And in China, a large share
of organic food buyers are young mothers purchasing healthier food for their families.

Thus, egoistic health motivations clearly outweigh altruistic environmental concerns
(named as the main motive by 31% of respondents). On one hand, this might be seen as
a limitation—if organic consumption is driven primarily by self-interest (health), fewer
people may be willing to make consumption sacrifices purely for environmental reasons.
On the other hand, health motivation is a powerful ally of sustainable development—for
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by taking care of people’s health, we simultaneously reduce pressure on the ecosystem
(by promoting chemical-free farming), while also achieving social and environmental
goals. In this sense, egoistic and altruistic goals in organic food consumption are largely
complementary, even if consumers themselves do not always perceive them as such.

This fact should be leveraged in the discussion on cleaner production—campaigns
promoting organic food should continue to highlight health benefits first and foremost,
while subtly integrating messages about environmental gains, thereby gradually building
ecological awareness. The author’s findings suggest that nearly one-third of young con-
sumers already consciously connect their food choices with environmental concerns—a
considerable share that is likely to grow as public debate on the climate crisis intensifies.

It is also worth noting the importance of sensory qualities. For more than one-third of
respondents (36%) value the superior taste of organic food. While this is a subjective factor,
it is nevertheless significant—it shows that consumers are guided not only by rational
considerations but also by hedonic experiences. Żakowska-Biemans [53] and Kushwah
et al. [54] argue that the perceived sensory quality of organic products—particularly taste
and freshness—increases consumers’ willingness to repurchase, even when ideological mo-
tives fade into the background [53,54]. In the author’s study, this factor ranked third among
all motivations, highlighting its importance. For producers, this is a crucial signal—organic
products must be not only ethical but also tasty and appealing to customers. Promoting
flavor qualities (for example, through tastings, as discussed earlier) may therefore help
retain consumers in the organic segment over the long term.

Despite high levels of acceptance and positive motivations, the development of re-
sponsible consumption faces major barriers. The author’s study found that the greatest
obstacle to the growth of organic consumption in China is the high price of organic products.
Research by Liu et al. [8] confirms that in China, price sensitivity significantly weakens the
positive impact of attitudes on organic purchase decisions—for many consumers admit
that although they would prefer to buy organic vegetables, the price deters them [8]. This
barrier is critical and universal, observed across many countries. For example, Moser [55]
found that although consumer attitudes were favorable, inflated prices limited the actual
market share of “green” products [55].

In China, the price problem is especially acute, as the gap between organic and
conventional food is enormous—often four- or even fivefold (as noted by Hu et al. [9] and
confirmed by the respondents in the author’s study). Moreover, the younger generation,
while large in size, does not yet have the purchasing power of their Western counterparts
(China’s GDP per capita and average wages remain several times lower than in Western
Europe). As a result, responsible consumption faces a challenge of inclusivity—how to
make organic food more affordable for a wider group of consumers? Possible solutions
include expanding production scale (to reduce unit costs), state subsidies or market-based
mechanisms to narrow the price gap, introducing lower-cost product lines (e.g., private-
label supermarket brands with organic certification), and educating consumers about the
value behind higher prices (e.g., higher nutritional value, better animal welfare, or reduced
environmental harm). Without addressing the price issue, many consumers, despite good
intentions, may continue to purchase organic products only occasionally.

The second fundamental barrier is insufficient trust in the credibility of certifications
and organic products themselves. For more than 70% of respondents expressed concerns
about the authenticity of organic products available on the market. This phenomenon is
not unique to China—studies in Central Europe have shown that some consumers remain
skeptical of “organic” labels, fearing greenwashing. A lack of knowledge about the criteria
of organic farming poses an additional barrier—many consumers do not clearly understand
how organic products differ from conventional ones, or whether they are truly worth the



Sustainability 2025, 17, 9172 20 of 29

higher price. Yuan et al. [56] found that providing consumers with reliable information—
when trust in sources and labels is high—increases acceptance of organic food in China [56].
Given the history of high-profile food scandals on the Chinese market, such skepticism is
all the more understandable.

The results of the author’s study suggest that despite government efforts (e.g., a
national certification system and inspections), further action is still needed to strengthen
trust in the organic food system. Without this, even price reductions may have limited
effect, as consumers will not perceive real value in the product. Therefore, the key areas
for action include increasing transparency (e.g., enabling traceability of product origins—
some producers already place QR codes on packaging that link to information about the
farm), strict enforcement of penalties for fraud and mislabeling (several cases of counterfeit
certificates have been exposed in recent years, where authorities should demonstrate
“zero tolerance”), and consumer education explaining what exactly an organic certificate
means and how oversight mechanisms function. An interesting trust-building initiative
is also offered by some Chinese organic farms that invite consumers to visit—seeing the
cultivation and production process firsthand helps people develop greater confidence in
the authenticity of the declared “organic” nature of the product.

It is also worth emphasizing that social media and digital marketing play a crucial role
in shaping the attitudes and decisions of young consumers today. The author’s findings
show that effective communication with this group is inseparable from online channels.
In a previous article [57], the author highlighted that social media are an essential tool for
promoting sustainable consumption in China. More than half of the respondents obtain
information on organic food from their online friends, and about one-third from influencers
or thematic groups on social media platforms [57]. The conclusion is simple—organic
brands must maintain an active digital presence, otherwise they risk losing touch with
young customers.

However, mere presence on social media is not enough. Communication must be
authentic, tailored, and dialogical, since Generation Z is quick to pick up on insincerity
or corporate jargon. They expect brands to have clear values, engaging storytelling (e.g.,
the story of a farmer, the cultivation and certification process), and transparent production
practices (short videos, farm reports). It is important, however, for the communication to
be precisely targeted, credible, and tailored to the needs of the audience.

This dynamic is shaping Chinese consumer culture, which is evolving alongside the
rise in the number of so-called “shehuiren”—people deeply embedded in social media,
guided by the opinions of their online circles. Among young, educated urban residents,
subcultural norms promoting a health-oriented lifestyle (e.g., drinking organic tea, follow-
ing plant-based diets, engaging in physical activity), are becoming increasingly prevalent,
which fosters mutual encouragement to choose organic products. Positive role models
also play an important role—celebrities and influencers who demonstrate buying organic
products serve as a strong consumption trigger, especially for Generation Z. For this
reason, collaborations with influencers—ideally those who are genuine authorities in
health and sustainability—are perceived positively. According to Sprout Social [58], nearly
half of consumers make purchases influenced by content creators’, demonstrating the
moderate yet significant effectiveness of this channel [58]. However, not all creators are
equally persuasive, in practice, micro-influencers—creators with smaller but more engaged
audiences—often generate better results than “big-name” celebrities, who tend to inspire
less trust and project a weaker sense of authenticity.

On the other hand, researchers point out that traditional Chinese cuisine and dietary
habits—such as the preference for fresh food purchased at local markets or the belief in the
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superiority of traditional Chinese medicine over “Western” dietary trends—may hinder
the adoption of novelties like superfoods or imported organic products.

Social media also play an important educational role in this regard. For young Chinese
consumers are quick to pick up on online discussions about environmental and food safety
issues [36]. Publicizing of any issue (such as a report on pesticide pollution in rivers in a
given region) can influence consumer attitudes and choices across the country within a few
days. This illustrates the power and reach of social networks. For advocates of sustainable
consumption, this presents an opportunity, for social campaigns (e.g., promoting circular
economy principles, food waste reduction or regenerative agriculture) can reach young
audiences rapidly and on a large scale, shaping their awareness. The author’s findings
indicate that young people are open to such education—62% evaluated educational initia-
tives positively—provided that the content is presented in an engaging way rather than as
a “boring lecture.” Short videos, infographics, and online challenges are formats that can
effectively engage Generation Z in the topic of sustainable consumption.

From the perspective of cleaner production and circular economy, it is also useful
to compare China’s experience with that of other markets and consider transferring best
practices. For in many EU countries—particularly Denmark and Austria—the market
share of organic products is among the highest in Europe, reaching double-digit levels.
In these countries, high consumer demand for organic food goes hand in hand with
well-developed circular economy infrastructure: widespread deposit-refund systems for
beverage packaging (reusable bottles, PET, cans) [59], the selective collection of organic
waste, and its processing into compost and biogas [60]. Regulations and certification
standards require that some of the compost or digestate be returned to farmland, including
organic farms, although the scale of such cooperation depends on the region and the
certifying bodies [61]. Local jar-return systems are also occasionally tested, though they are
not yet a common solution. As a result, alongside consumers’ health and environmental
motivations, the availability of circular infrastructure and the broad distribution of organic
products play an important role in market development [19].

Chinese consumers are only beginning to be integrated into such practices, which
explains the author’s observation that their environmental motivations have not yet trans-
lated into behaviors such as “zero waste” [36]. It therefore seems reasonable to draw on
international experience—consumer education that emphasizes the full product life cycle
could stimulate demand not only for the organic product itself, but also for sustainable
packaging and packaging-return solutions. Interestingly, research by Nifatova [62] found
no clear distinction between health and environmental motives in consumer perceptions—
the “organic” nature of the packaging was perceived as part of the “organic” nature of
the product.

In China, very few consumers currently think this way (only about 23% expect eco-
friendly packaging [62]), but this is likely to become the next stage in market maturation—
when consumers begin to demand that producers take full responsibility for products
across their entire life cycle. The results of the author’s study in the area of perceived
attributes of organic products suggest that half of respondents already pay attention to
the production process and certification, and the next step may be increasing pressure on
producers to assume responsibility after sale as well (e.g., collection of packaging after
use, recycling).

As for generational differences, the survey data show that Generations Y and Z are
quite similar in their levels of pro-environmental consumption, although Gen Z is more sen-
sitive to the price barrier (due to their lower purchasing power, high prices discourage them
more). The literature often emphasizes that Gen Z is more prosocial and pro-environmental
than millennials, but this study did not reveal such a stark difference—presumably because,
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in matters of food, both groups are driven by very similar motivations (with health being
a universal value across generations). However, in terms of communication behaviors
(e.g., sharing opinions online, participating in eco-events), Gen Z may indeed be more
community-oriented—an area worth exploring further in future qualitative research.

The results also carry important practical implications for cleaner production and the
circular economy. Firstly, high demand among young consumers for organic vegetables,
fruits, and dairy means that expanding sustainable farming practices in these areas will
bring substantial environmental benefits. If a large share of vegetables and fruits were
grown organically, runoff of pesticides and synthetic fertilizers into water bodies would
decrease, soil fertility would improve (thanks to compost replacing chemical fertilizers),
and greenhouse gas emissions from fertilizer production would fall. Young consumers
clearly want to buy these products—the challenge now for producers and distributors is to
make them widely available while maintaining affordable prices.

Availability remains a major problem—in smaller cities and rural areas, certified
organic food options are often limited, and consumers may not have access to eco-friendly
substitutes for basic food products. Although China’s e-commerce market makes it possible
to order food from anywhere, logistics for fresh products (cold storage, rapid delivery)
remain a challenge, affecting real purchasing decisions (e.g., not everyone is willing to buy
organic fruit online, fearing quality loss during transport).

Secondly, the fact that consumers expect organic products to have specific attributes
(e.g., credible certification, non-GMO, environmentally friendly production methods) and
place their trust in these attributes creates pressure to maintain the integrity of certification
systems. From the perspective of cleaner production, this is a positive phenomenon—the
more effective the certification system (e.g., the more farms are effectively controlled and
certified also in terms of emissions or waste management), the greater the assurance that
organic consumption translates into real environmental benefits.

Thirdly, in the area of packaging and waste, the author’s findings suggest that these
are not yet the main concerns of young consumers, but this is likely to change in the
future. Organic food producers should anticipate rising expectations and invest in circular
solutions—such as compostable packaging or box return systems for vegetable deliveries—
in order to gain a competitive advantage and strengthen their image as fully responsible
brands. Research by Nifatova et al. [62] shows that altruistically motivated consumers
expect producers to take full responsibility for a product throughout its entire life cycle.
This segment of consumers perceives the “organic” nature of food in a holistic way and
expects an organic product to be “green” in all aspects of its life cycle, including packaging.
For these consumers, green packaging signals genuine ecological responsibility rather than
opportunistic marketing.

In China, there is also growing public debate about the growing mass of packaging
waste from online commerce. Therefore, eco-friendly brands could stand out here by
introducing reusable packaging systems for e-commerce deliveries—an innovation already
offered by some start-ups.

Fourthly, policy and regulation should take into account the consumer behaviors and
barriers identified in the study. Since price is the main obstacle, government support—such
as reduced VAT on organic food or subsidies for farmers transitioning to organic methods—
could significantly accelerate the achievement of sustainable consumption goals (e.g., SDG
12 on responsible consumption and production). Equally important are public information
campaigns, run by government agencies and NGOs, that highlight the environmental
benefits of organic food consumption and explain certification standards, which should
help build trust. Moreover, given the power of social media, authorities could collaborate
with eco-influencers (China already has popular vloggers promoting “zero waste” lifestyles)
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to spread sustainable habits among young people. New initiatives could also be integrated
with ongoing ones—for example, pilot programs for waste sorting and composting in
Chinese cities could be linked with a broader narrative about circular food systems, in
which consumers actively participate (by sorting food waste, buying local organic products,
returning packaging for reuse).

Before drawing final conclusions, it is important to acknowledge the study’s limita-
tions. First of all, although the sample was large (N > 1000), it is not fully representative
of all Chinese consumers as a whole. The author deliberately focused on young social
media users, excluding, for example, older generations or rural populations, whose en-
vironmental awareness and shopping patterns differ. Therefore, generalizations should
mainly be limited to the urban Generations Y and Z segment. Furthermore, the study
relied on self-reported survey data, which may be subject to certain biases, such as the
tendency to provide socially desirable answers (though anonymity was carefully ensured,
this cannot be fully eliminated). Some respondents may, for instance, have overstated the
frequency of their organic purchases due to aspirational motives. Without complementary
observational data, such as actual purchase panels, this is difficult to verify. Moreover, the
study was cross-sectional in nature, whereas the market is evolving dynamically. Data were
collected in 2022 (with supplementary market information up to 2025), but future changes
are inevitable (e.g., new brands, scandals, or shifting trends). Since consumer habits evolve
gradually, the findings should be seen as a starting point—requiring continuous monitoring
and verification in the coming years.

Finally, the study did not directly measure the impact of consumer behavior on spe-
cific environmental indicators. The author’s statements about implications for cleaner
production are based on literature and logical reasoning (e.g., assuming that more or-
ganic purchases = greater demand for organic farming, which is more environmentally
friendly). However, further research is needed to link consumer behavior data with hard
environmental metrics, such as the carbon footprint of shopping baskets. This represents a
methodological challenge but is worth pursuing in order to quantify the extent to which
growth in “green” consumption actually reduces emissions or pollution.

With these considerations in mind, we can proceed to formulating our final conclusions
and recommendations.

5. Conclusions
Based on the analysis of factors shaping Chinese consumers’ behavior in the organic

food market—considered within the framework of responsible consumption, cleaner pro-
duction, and the circular economy—several key conclusions can be drawn.

First, younger generations, particularly those belonging to Generations Y and Z, are
the driving force of sustainable consumption. Chinese consumers from Generations Y and
Z demonstrate high acceptance of organic food and have largely integrated it into their daily
diets. For instance, the author’s study has shown that one in four millennials consumes
organic products daily, while more than half do so at least once a week. The primary driver
behind these choices is concern for personal and family health, though pro-environmental
motivations are also visible. This suggests that young consumers in China are willing
to support cleaner production practices through their purchasing decisions—provided
the products meet their quality and health expectations. Generations Y and Z therefore
represent a crucial segment for promoting responsible consumption, as their attitudes and
habits will shape the market in the coming decades.

Second, the study highlights the key factors influencing the development of responsi-
ble consumption. Positive determinants dominate purchasing decisions. Health awareness,
perceived quality benefits (such as better taste and higher product quality), and pro-
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environmental values are the main motivators of organic food choices. These results are
consistent with integrative models of consumer behavior, such as Ajzen’s Theory of Planned
Behavior (TPB) and the Knowledge–Attitude–Practice (KAP) model, which suggest that
favorable attitudes toward a product—beliefs about its benefits—translate into purchase
intentions and ultimately into actual consumption [1]. Trust in certification and information
credibility also plays a crucial role—for about half of respondents, an organic certificate
serves as a guarantee of quality, while a lack of trust in the manufacturer’s declarations
effectively prevents them from making a purchase. The power of social norms is evident
in the influence of social media—in the author’s study, more than half of respondents
admitted that recommendations from friends on social platforms encouraged them to try
organic food, confirming the importance of social environments in shaping attitudes (in line
with the theory of normative influence). At the same time, economic factors—particularly
price—remain the most significant barrier. The high cost of organic products severely
limits accessibility for a broader group of consumers, creating a so-called “green gap”–
despite positive attitudes of many consumers, they decide to refrain from purchasing for
financial reasons [9].

Third, eco-friendly consumption fosters sustainable development and cleaner produc-
tion. The observed consumer behavior patterns directly contribute to advancing China’s
sustainable development goals. Strong demand for organic products motivates producers
to expand the scale of cleaner production methods—farmers who see a growing market are
more willing to adopt organic cultivation, which translates into reduced environmental pol-
lution and decreased consumption of raw materials. By choosing organic food, consumers
contribute to reducing the negative externalities of agriculture from artificial fertilizers. The
welfare of farm animals is also improving. However, the author’s study shows that for
this positive impact to be fully realized on a larger scale, the barriers of high prices and
limited trust must be overcome. This presents a dual challenge—for policymakers (through
subsidies, tax relief, or regulations supporting the organic sector) and for businesses (by
lowering costs and increasing transparency). Moreover, given that consumers currently
focus mainly on the purchase phase rather than the post-consumption stage of a product’s
life cycle, there is a clear need to encourage participation in circular practices—for instance,
through deposit-return systems or education on waste separation and composting. A
truly conscious consumer should not only buy environmentally friendly products but also
manage them responsibly after use (e.g., by recycling the packaging). Importantly, the
survey already points to a foundation for such behaviors—for one-third of respondents
reported being motivated by environmental concerns, offering a starting point for further
deepening of their engagement in circular practices.

Fourth, digital channels play a pivotal role. The analysis highlights that communi-
cation and education via social media are essential for effectively promoting sustainable
consumption among young Chinese consumers. Respondents identified social platforms as
their primary source of information and recommendations about organic food—far more
influential than traditional channels such as television, press, or broadcast advertising. In
practice, this means that marketing and educational campaigns aiming to boost demand
for products supporting cleaner production (e.g., organic food or reusable packaging) must
be concentrated online, on platforms such as WeChat, Douyin, Xiaohongshu (Little Red
Book), or Bilibili. It is also essential, for digital content to be credible and engaging, for
authentic stories, industry influencers, and interactive formats deliver far stronger results
than standard advertising. Incorporating elements of environmental education into online
content (e.g., posts explaining how organic farming reduces emissions or how consumers
can compost waste) can effectively raise awareness and drive long-term behavioral change.
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Fifth, the study formulates practical recommendations for market stakeholders. To
harness the potential of young Chinese consumers as catalysts of cleaner production and
the circular economy, a multi-faceted approach is required. Most importantly, education
and social campaigns must be intensified—health and environmental benefits of organic
food should be highlighted, ideally through social media and with the involvement of
opinion-leading influencers, in order to raise consumer knowledge and trust (following
the principle that an informed consumer is a loyal consumer). For eco-brands, this means
implementing an active and carefully designed digital strategy—engaging influencers,
building online communities around the brand, and consistently responding to customer
questions and concerns on social platforms [63]. It is worth noting that, social media in
China also serves as an educational channel—NGOs, bloggers, and research institutions
frequently share knowledge about healthy eating and sustainability through short videos,
infographics, and online forums discussions [64,65].

Equally important are pricing policies. Mechanisms that lower the cost of organic
products for consumers—such as subsidies, tax incentives, or the development of affordable
product lines (e.g., certified organic food under retail chains’ own brands)—could help
reduce the economic barrier and broaden access to responsible consumption. At the same
time, the certification and quality control system must be strengthened. Continued efforts
by the Chinese government to standardize and oversee organic production (e.g., further
refinement of certification norms) are needed, along with clearer communication of these
standards to the public (for instance, campaigns explaining the meaning and reliability of
the Chinese organic label). Consumers should also be more closely involved in circular
practices—pilot initiatives could encourage the return of food packaging, making them
active participants in closing the material cycle.

Producers, in turn, should pay attention to the coherence of their product image.
Environmentally friendly packaging enhances brand credibility in the eyes of demanding
consumers and helps guard against accusations of greenwashing. Solutions such as com-
postable packaging or deposit-return systems fit neatly into cleaner production strategies
and can also serve as a compelling marketing argument linking responsible consumption to
circular practices [62]. Another key recommendation is to invest in experiential marketing—
brands should provide opportunities for consumers to directly experience the benefits
of organic products (e.g., through tastings, demonstration farms or culinary workshops),
since the author’s study showed that such firsthand contact strongly reinforces positive
beliefs and attachment to products. Finally, segmentation and personalization of marketing
messages are crucial. Communications should be tailored to different consumer subgroups:
young mothers should be reassured about food safety for children, urban singles should be
targeted with lifestyle and convenience benefits (e.g., organic home-delivery boxes), while
students should be offered affordable eco-meal kits. Though their needs differ, all these
groups share a desire for healthier food, and properly targeted communication can build
stronger engagement with sustainable consumption. Research indicates that millennials
expect authenticity and interactivity in brand messaging [63,64], while Generation Z tends
to distrust traditional advertising but is more influenced by key opinion leaders and peer-
generated content [65,66]. For eco-brands, this reinforces the need for active, well-planned
digital strategies—engaging credible influencers, fostering online brand communities, and
addressing consumer concerns in real time [67]. It is important to remember, that social me-
dia also acts as a powerful educational tool in China, with NGOs, bloggers, and academic
institutions promoting knowledge about health and sustainability through short videos,
infographics, and discussions [68,69].

In conclusion, Chinese consumers aged 16–40 (Generations Y and Z) are showing
growing awareness and willingness to engage in responsible consumption of organic
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products. This has a direct impact on supporting cleaner production practices and could
become an important driver of a circular food economy in China. Unlocking this potential,
however, requires addressing the persistent barriers—especially high prices and low trust—
while continuing to involve consumers in sustainability initiatives, from supporting local
organic producers to responsibly managing waste.
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