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Abstract:The aim of this research paper is to assess the factors affecting the consumption of
organic foods (Bio) such as olive oil and cow's milk. It should be stated that health awareness
differs from one to another under the effect of gender (man/woman), age group, social status,
educational level, and geographical environment. Thus, a survey was conducted on 141 persons
from 5 different countries (Algeria, Turkiye, Pakistan, Georgia, and India) in the period between
January and December, 2022. The SPSS statistical analysis programwas exploited to measure the
independence of variables, by the use of theChi-square test for independence.

The results of the study reveal that there is no effect of the factors used in this research on the study
sample.However, the geographical factorwas excepted, where the Chi square test proved that the
Georgian sample consumed less organic foods.

Keywords:Organic foods; Green marketing; Green consumer Chi-square test; Consumer's
behaviour.
Jel Classification Codes :M30 ; M31.
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