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Exploring the decision-making process of Canadian organic

food consumers: Motivations and trust issues
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Conclusion
Our in-depth interviews allowed us to reach several conclusions with respect to organic
consumers, their attitudes towards the OF industry and the products it offers. The
following conclusions were reached.

It is clear that the OF sector has drastically evolved during the last decade.
However, discussions clearly indicate that some barriers limiting a larger consumption
of OF are:

+ consumers’ lack of knowledge and trust with regards to OF products;
+ high prices making these products less attractive; and

+ a weak distribution system not allowing for availability of all OF on stores
shelves and providing a limited OF variety of product lines carried by grocery
stores.

This is also embedded in the existence of these main OF consumption paths,
consuming for health reasons, preserving the environment, supporting local farmers,
and consuming as a trend. Most motivations for buying organic highlight that OF
consumers tend to be more or less ethical consumers.
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