
IBIMA Publishing  

Communications of International Proceedings  

https://ibimapublishing.com/p-articles/44MKT/2024/4429424/ 

Vol. 2024 (18), Article ID 4429424 

 

_________________ 

Cite this Article as: Mariola MICHAŁOWSKA Vol. 2024 (18) “Shaping Customer Loyalty of Organic Food 

Products" Communications of International Proceedings, Vol. 2024 (18), Article ID 4429424, 

https://doi.org/10.5171/2024.4429424 

 

Shaping Customer Loyalty of Organic Food Products* 

 

Mariola MICHAŁOWSKA 

 

University of Zielona Góra, Podgórna Street 50, 65-246 Zielona Góra, Poland,  

 

Correspondence should be addressed to: Mariola MICHAŁOWSKA, m.michalowska@wez.uz.zgora.pl 

* Presented at the 44th IBIMA International Conference, 27-28 November 2024 Granada, Spain 

 

 

 

Abstract 

The growing interest of consumers in organic products necessitates a different perspective on customer loyalty, 

particularly regarding the factors that determine it. The aim of this article is to identify the factors influencing 

consumer behavior in terms of their loyalty to organic products. The research procedure utilized literature on 

the subject to gather information on existing studies, data from Eurostat, FIBL, and IFOAM databases, as well 

as data collected by IJHARS, showing the state of development of the organic market from 2004 to 2022. 

Additionally, it presents the results of research conducted among consumers of organic food products from the 

Lubuskie Voivodeship. The selection of respondents was random, using the stratified sampling method 

according to age range. The conducted research shows that customer loyalty results from positive experiences 

with organic food products and points of sale, which correlates with high trust. These customers are inclined 

to recommend both the products and the points of sale of organic food. The presented research fills a gap in 

the existing literature. Firstly, it identifies and assesses the factors influencing the level of loyalty in the 

purchasing decisions of consumers in the organic products market. Secondly, it indicates the desired directions 

for actions taken by producers and suppliers of food products to skillfully shape relationships with customers 

based on trust and loyalty, allowing for better adjustment of the offer to the needs and expectations of 

consumers in the organic food market. 
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