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ABSTRACT 

Consumers today are health conscious and want a sustainable lifestyle which is pushing organisations 

towards creating a model for society, consumers and the environment as a whole. Organic food is one such 

benefactor that help to give a sustainable ecosystem to all its stakeholders, hence many countries are pushing 

for organic food to be grown and consumed. This study is set up in the western part of India covering the main 

developed metros, which are Mumbai and Pune.This research is an attempt to investigate the research gap of 

understanding the mediating effect of Trust on relationship between the purchase intention and purchase 

behaviour of the customer. The authors proposed a framework based on the fundamental building blocks of 

the marketing mix and the UTAUT model. The proposed conceptual framework was empirically tested and 

results unearthed major findings. The study provides insights to the retailers, organic food producers and 

suppliers regarding the factors to be considered and channels to be chosen to market organic food to the 

urban customers. It also provides direction to policy makers regarding certification of authenticity for 

organic food. 

Keywords: Organic Food, Environment Factors, Sustainability, Mediation, Customer Purchase 

Intention. 

INTRODUCTION 

Consumers today live in an environment with unparalleled and extraordinary individual comfort, choice 

and convenience. The increase in the rate of obesity and sedentarily lifestyle people have become health 

conscious and on the other hand there are reports of environmental hazards. The thought of consumption 

through sustainability has garnered a huge amount of attention. The various policy makers of international 

organisations, like organisations for Economic Co- Operation and Development, United Nations, National 

Research Programs (e.g. in the United States, Norway, and the Netherlands) and Commission for Sustainable 

Development have started realising that the levels and patterns of modern consumption are not sustainable 

(Lim, 2017). 

Many researchers have tried to understand consumption and also the ways in which sustainable changes 

are happening. Research done in this area are. ethical consumption (Cherrier, 2005; Shaw & Shiu, 2003), 

environmental consciousness (Schlegelmilch, & Diamantopoulos, 1996), ecological intelligence (Jacobs, 

2009), irrational desires (Elliott, 1997), consumption values (Lee, et al. 2015), place identity (Lee, et al., 

2016), extended self (Kunchamboo, et al. 2017), social loading (Wilhite & Lutzenhiser, 1999), cognitive 

dissonance (Thogersen, 2002), experiential meanings (Ger, 1999), ecological marketing (Chouinard, et 

al. 2011), pro-social marketing (Dibb & Carrigan, 2011), and plenitude consumption (Schor, 2010, 2012), 

among others (Lim, 2017). The careful mining of natural resources, with a worry for the next generations 

has poised a gigantic task for organisations who often struggle to balance the equation of environmental 

concerns and growth (Kumar, & Manrai, 2017).  
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However, sustainability is talked about in all nooks and corners. Food has been one of the most talked 

about forms of sustainability. 

The ever-increasing population has put a lot of pressure on farmers to over produce food without taking 

the environment into consideration. This has led to soil degradation, massive chemicals in the foods causing of 

imbalance in the environment and human life. Presently, food systems have created 2 billion humans with 

micronutrient deficiencies and 805 million humans constantly hungry (IFOAM 2019). This has forced many 

organisations to start going back to the roots of growing organic food. As per Ecovia Intelligence the market 

research firm according to International Federation of Organic Agriculture Movements (IFOAM 2019), 

mentions that the global market for organic foods has approximately touched 90 billion euros in 2017. The US 

is the market leader with 40 billion euros, after which is Germany, France and China with 10 billion, 7.9 billion 

and 7.6 billion euros respectively. The year 2017, many of the biggest organic markets continued its growth 

rate of 18 percent. Demark recorded the highest market share approximately 13.3 per cent of the total food 

market. Producing food without exploiting the environment is the way to go as it follows the principles of 

sustainability. 

The Brundtland commission’s (Balderjahn, et al. 2013) definition of sustainable development, 

“development that meets the needs of the present without compromising the ability of future generations to meet 

their own needs,” The triple bottom line approach by (Elkington’s, 1997) further emphasizes the main three 

components of sustainability are social justice, environmental quality and economic prosperity which are 

closely interlaced. All three components’ people, planet and profit have to and should be met together 

(Balderjahn & Buerke 2013). Sustainability, therefore defined by the United Nations (UN, 2012) “a principle 

of a society that maintains the characteristics necessary for a fair social system, environmentally balanced and 

economically prosperous for a long period of time and indefinitely”. Organic foods supply chain is basically 

agro friendly as well as ecological, hence it protects the environment, farmers and provides a fair income 

(Zakowska-Biemans, 2011). 

Numerous terms are used to explain sustainable consumer behaviour, green consumption (Peattie 2010; 

Roberts 1996), political consumption (Micheletti 2003; Micheletti et al. 2004), voluntary simplicity (Iwata 

2006), concerned consumers (Connolly & Shaw 2006), ethical consumption (Devinney et al. 2010; Newholm 

& Shaw 2007), mindful consumption (Sheth et al. 2011), and citizen consumer (Webster & Lusch 2013). 

The concept discussed by other researchers provide detail in the study of sustainability, nonetheless, they are 

focused only on a particular characteristic/s of the behaviour of sustainability. In contrast, we are looking at 

Sustainable Food Consumption in relation to Organic Foods, and plan to understand the whole framework in 

India, where currently there are many states focusing on getting organic, like the state of Sikkim, is 

India’s first state to become completely organic, after noticing the various benefits of converting to organic 

many other states like Gujarat and Madhya Pradesh are going organic. States like Uttarakhand are going back 

to basics by criminalizing the use of chemical fertilisers. A new law in the state of Uttarakhand will impose Rs. 

1 lakh fine and a prison sentence of one year for those violating the law including using chemical fertilizers, 

insecticides and pesticides in select areas (newindianepress.com, 15 Nov 19). India is becoming one of the 

major exporters of organic foods in the world. 

As the demand for organic foods in constantly increasing, India has exported organic products 

worth $515 million in the financial year 2017-18, from $370 million in 2016-17, which is a hike of almost 35 

per cent (Agricultural and Processed Food Products Export Development Authority (APEDA), 2019). The 

organic food market in India is constantly growing at a CAGR of 25 per cent and it is likely to reach ₹10,000-

₹12,000 crore by 2020 from the current market size of ₹ 4,000 crore (Assocham et al.,2019) 

The availability of organic food online and the change in the preference of consumers towards organic 

food are some of the few foremost attributed that is likely to push demand for organic food products. The 

ever-increasing distribution and marketing including the increasing number of health-conscious people are 

some reasons fuelling this demand. 

This phenomenon of organic however, studied in various research work is mostly related to health. 
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However, there is a lot of talk regarding sustainability, the question today is do consumers really take 

sustainability seriously and are they intending to purchase organic food for their health purpose, environmental 

purpose or their hedonic satisfaction. This research tries to identify the determinants of purchase intention and 

actual purchase behaviour of organic foods. This paper focuses on the urban Indian purchase behaviour of 

organic grocery though online channel. 

LITERATURE REVIEW 

Consumers purchase intention and actual purchase for organic grocery varies across the globe. 

(Radojević, et. al (2021), based on the random sample carried out in the major cities in Serbia ie. Novi Sad 

and Belgrade, demonstrated that consumers of organically grown products could possibly grouped into 

clusters based on specific attributed connected to the product characteristics. Based on the research the 

attribute of education where in consumers with higher education are the ones who cared about health food. A 

particular segment in the US had strong correlations with the environmental concerns, knowledge and health 

related concerns along with demographics like age, gender age etc. However, the research also mentions a 

segment of consumers those individuals that are negligent, these were fairly younger with high level of education 

and did not demonstrate much interest for nutritional value, quality etc. The research findings by Govindasamy, 

et. al (2020) also mentions that variables related to demographic along with a graduate or advance degree 

have a higher likelihood of purchase certified organic produce. Even though there are a certain set of consumers 

not experimenting with organic food this is due to multiple factors and the consumers are to be informed about 

the same (Ashraf & Joarder 2019) states that trustworthiness, self – efficacy, attitude, normative structure, 

perceived behavioural control and subjective norm, from this only subjective norm is not significantly statistical 

to influence organic food behaviour purchase. Studies carried out by (Li & Jaharuddin, 2020) states that intent 

to purchase hugely mediates the connection with every point of purchase, attitude, perceived behavioural 

control and culture of food therapy, along with the purchase decision with regards to organic food, thus implies 

that the effects of the three factors on purchase decision on consumer purchase with respect to organic food is 

most surely to depend on the mediating aspect of intent to purchase. (Nguyen et. al. 2019) the attitude – 

behavour gap, connecting to the organic food consumers consumption and purchase. The attitudes of 

consumers of Vietnam with regards to purchase organic grocery does not significantly transfer to actual 

purchase. Price to bares negative effect on consumer purchase frequency of organic food. The factors 

reiterated by (Nguyen, et. al. (2019) are environmental concern, health consciousness, food safety concern 

and organic food knowledge radically reinforce attitudes towards purchasing organic food. As Ham, (2019) 

fostering purchase and consumption of organic food, the major mission is in educating the consumers, thus 

leading to believe that the food grown without toxic substances has multiple positive effects not only on their 

health but the health of the families too. Additionally, consumers would want to change their dietary options 

to environmentally friendly and organic foods if convinced that organic food taste equally good in Table 1. 

Table 1 

 DEFINITION OF FACTORS 
 

Authors Year Variables Under Study Defined Analysis of Outcomes 

Bawa, K., & Ghosh, A. 1999 

 
Family Size : The number of members residing in a 

particular household 

 
Annual Household Income: The income earned by all 

the members of the family in a period of one year 

The family size plays a significant role in the expenditure, as 

the larger the family the higher the expenditure. With 

regards to the Annual household income is a fairly complex 
structure. 

Laheri, V. K., & Arya, 

P. K., Paul, J., & Rana, 
J., Regine, K. M. 

 

Nasir, V. A., & 
Karakaya, F. 

2015 

 
2012 

 

2011 
 

Environmental Concern The agricultural produce 
obtained by means of processes having less adverse 

impact on the environment 

 

Environmental friendliness is one of the important factors 

that drive purchase intention and actual purchase of Organic 
food products. 
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Gomathi M. & Kalyani 

S. 
Wee, C. S., et al 

2014 

 

2013 
2014 

Paul, J., & Rana, J 

Marques Vieira, L., 

Dutra De 
Barcellos, et.al. 

2012 
2013 

 

Intention to Buy also referred as Purchase Intention – 

instructions a buyer gives himself to act in a particular 

way 
 

 

 
 

Intention to purchase is the reasoning of consumer, for 
creating a need or a want for purchase, which are driven by 

various factors The factors like availability, health, quality, 

taste and environmental concern creates an intention to 
purchase 

 

Nasir, V. A., & 

Karakaya, F. 
2014 

Hedonism: Pleasure and sensuous gratification for 

oneself.(Schwartz 2007) 

 
 

Hedonic factor plays a crucial role in the acceptance of the 

organic foods as it is for their healthier consumption 

Hamzaoui Essoussi, 

L., & Zahaf, M & Ku, 

E. C. 

2008 

 

 
2012 

Trust : Consumers trust for organic is based on 

concerns regarding labels, certification process for 

products, and use of standards. 
 

There are various types of trust, it is based on a set of 

beliefs that others upon whom one depends will 
behave in a socially acceptable manner 

(Constantinides et al., 2010) by showing appropriate 

integrity, benevolence, and ability.( Ku, E. C., 2012). 
 

The fundamental concern is deciding if the products can be 
regarded as organic and who is the authority and if the 

procedure is being followed. 

 
Trust is one of the important in finding out behaviour of 

individuals 

Canavari, M., Bazzani, 

G. et al 

 
Ali, J., Kapoor, S., & 

Moorthy, J. 

 
Paul, J., & Rana, J 

2002 

 
 

 

 
2010 

 

2012 

Quality Is a perception that the products have some 

unique attributes compared to conventional generic 
products. 

 

 

The consumers liking evidently specifies their precedence 

with regards to freshness or cleanliness of food items that 

follows price, variety, non-seasonal availability, packaging 
and quality. The consumers liking of the marketplace mostly 

relies on the ease of buying at the market place in addition to 

the availability of more services, affordability, basic 
amenities 

Paul, J., & Rana, J. 
 

 

2012 
 

 

Availability The available quantity of a product is the 
amount of that product available or currently 

available in the store. 

. Availability is fundamentally identified with the goal to 
intent to purchase organic food, which is the key point for 

the supply chain to act effectively to buyers' interest. 

Regine, K 

 
Paul, J., & Rana, J.. M. 

 

Gomathi M., & 
Kalyani S. 

2011 

 
 

2012 

 
2013 

Taste is a sensory experience of a substance that is put 

in the mouth. 

Satisfaction of organic food was tested and results showed 

that quality was the most important followed by Taste, hence 

it shows that organic food should taste good, contrary to this 
research also shows that taste is not one of the major reason 

for non-purchase of organic foods 

Ramus, K., & Asger 
Nielsen, N. 

2005 

 

Promotions refers to any type of marketing 

communication used to inform or persuade target 
audiences of the relative merits of a product, service, 

brand or issue 

. 

In the consumers mind, grocery shopping on the internet has 

various advantages over grocery shopping in the physical 
stores in terms of price, promotions, convenience,  product 

range etc. 

Nasir, V. A., & 
Karakaya, F. 

 

Paul, J., & Rana, J. 

2014 
 

 

2012 

Health : The health of a consumer is of utmost 
importance and hence health refers to health 

consciousness of the customer. 

 

Hedonic consumption patterns, utilitarian, health orientation 
and socially responsible consumption are important reasons 

for the intent to buy organic foods and spending while 

controlling the demographic factors. As a matter of fact, 
environmental factors are like a moderating variable in the 

association between intent to buy and socially responsible 

consumption behaviour. 

Fusilier, M., & 
Durlabhji, S. 

 

Paul, J., & Rana, J.. 

2005 

 

 
 

2012 

 
Subjective Norm : Ones belief, about whether 

significant others think that one should engage in the 

activity. It is perceived by the social pressure from 
others on an individual to behave in a certain manner. 

Social pressure is measured by social influence and 

social acceptance. 

Subjective Norm contribute to higher intentions irrespective 

of the experience. 

Canavari, M., Bazzani, 

G. et al 
2002 

Safety : Perception that organically grown produces 
poses less risk to consumer than conventional food 

products. 

 

The awareness regarding food safety can affect the 
behaviour of consumers regarding organic products, which 

is major paper mentioned that safety is connected to both 

health and environmental concerns. 

Thogersen, J., de 
Barcellos, et at 

2015 

Emerging market economies often have lower per 
capita income than developed countries, and often 

have liquidity in equity markets, are instituting 

regulatory bodies and exchanges, and see rapid 
growth. 

Consumer purchase in developing economies China and 
Brazil are culturally bound or by key qualities of the 

product. The reasons for purchase of Chinese and Brazilian 

consumers are similar to those in Europe and North 
America. Consumer outlook towards purchase of organic 
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food has a strong association to the beliefs of 

Environmental, health and taste. 

Ralston, R., & Abha, 
W. 

2018 

Actual Purchase: The actual behaviour exhibited by 

the customer to buy a product. According to Brown 
(2003) consumer with intentions to buy certain 

product will exhibit higher actual buying rates than 

those customers who demonstrate that they have no 
intention of buying. 

 

The factors which will build the confidence and trust of the 
customer regarding adherence to environmentally friendly 

processes for production of organic food. This will help the 

marketers to convert the Purchase intention of the customers 
to Actual Purchase. 

Fayad, R & Paper . D 2015 

Ease of Use : the degree to which a person believes 

that using a particular system would be free of effort. 
(Davis 1989) 

The conceptual framework explaining the TAM model helps 

to understand the construct for ease of use. 

Lallmahamood, M. 
 

 

Kalakota & Whinston 

2007 

 

 
 

1997 

Security A threat which creates "circumstances, 

condition, or event with the potential to cause 

economic hardship to data or network resources in the 
form of destruction, disclosure, modification of data, 

denial of service and/or fraud, waste and abuse" 

E-Commerce the major threat being the privacy and security 

of personal data. 

Ramus, K., & Asger 

Nielsen, N. 
2005 

Price the amount a consumers or customers pay for a 

product or service 

It was a belief that shopping online is generally less 

expensive and comparison of prices was easier online. 

Venkatesh, V., Morris, 

M. G. et .al. 
2003 

Social influence is the degree to which an individual 
perceives that important others believe should use the 

new system. 

 

Social influence is a direct determinate of behavioural 

intention which is represented in subjective norms. 

Venkatesh, V., Morris, 

M. G. et .al. 
2003 

Facilitating conditions is the degree to which an 
individual believe that an organisational and technical 

infrastructure exists to support use of the system 

Factors in the surrounding that observers agree make an act 

easy to perform. 

Anderson, L. M., & 

Taylor, R. L. 
1995 

Jerome McCarthy's 4Ps paradigm from an historical 
and philosophical perspective. Since its introduction 

in 1960, Product, Price, Place & Promotion 

The 4Ps paradigm and conclude that it has proven to be 
sufficiently robust for contemporary marketing applications. 

The 4Ps paradigm is time-tested! 

Wasmer, D. J., 

Williams, J. R., & 
Stevenson, J. 

1997 

Describes and illustrates the reconceptualization of 

the marketing mix to the 4 C's of Concept, Cost, 
Channel and Communication. 

Direct application of the traditional marketing mix as 

characterized by the 4 P's can be problematic 

Venkatesh, V., Morris, 
M. G. et .al. 

2003 

UTAUT - A unified model called the Unified 

Acceptance model and Use of Technology is 

formulated with four core determinants of usage and 
intention which were performance expectancy, effort 

expectancy, social influence and facilitating 

conditions 

UTAUT is a useful tool for managers needing to assess the 

likelihood of success for introductions of new technologies 
and in turn helps to understand the drivers of acceptance to 

proactively design interventions. 

Consumers having an attitude which is positive towards organic food products are mostly going 

to buy organic foods. (Gomathi & Kalyani, 2013).  

Similarly, marketplace knowledge is likely to endorse organic foods by telling either the possible 

advantages from organic methods (good / positive framing) or the possible bad / negative outcome of 

traditional agriculture (bad /negative framing) (Gifford, & Bernard, 2006). The advantages of organically 

grown foods are advantageous to different stake holders, the environment, consumers and farmers 

(Vasudevaraju, & Padashetty, 2013). The consumers of today are well informed and educated to choose the 

products of their choice keeping in mind the quality, price and other advantages of the products. 

(Vasudevaraju, & Padashetty, 2013). Increasing use of the internet in India has led to the growth for E – 

Marketers. Targeted advertising regarding the product warranties, product features, certifications of 

websites and options for customer complaints and feedbacks are the factors that will go a long way in 

building confidence in the E- shopping sector in India (Kiran, et al. 2008). 
The conceptual study of this paper is built on the fundamental principles of marketing, the marketing 

mix the four P’s of Product, Price Place and Promotions (Anderson & Taylor 1995) and the new marketing 
mix which is the four C’s which include Concept, Cost to the consumer, Channel and Communication (Wasmer 
& Stevenson, 1997) and the framework of UTAUT (Venkatesh, Thong, et al. 2011). The UTAUT model 
(Venkatesh, et al. 2003) was derived after a review of 8 models. This model is drawn on the theory of 
reasoned action (TRA), the technology acceptance model (TRA), the motivational model, the theory of 
planned behavior (TPB). 

Using the UTAUT model we identified two constructs that we used for our research, there are 

facilitating conditions and social influence. Facilitating conditions is defined as the degree to which an 
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individual believe that an organizational and technical infrastructure exists to support use of the system 

(Venkatesh, et al. 2003). In the similar way social influence is explained as the degree to which an individual 

perceives that important others believe should use the new system (Venkatesh, et al. 2003). However, social 

influence had to be dropped as it failed the validity test. 

The literature review also identifies the gap to understand and study the mediating effect of Trust 

between the purchase intention and purchase behavior (Kumar, et al. 2017). 

Conceptual Framework and Hypotheses 

Following is the conceptual framework based on the literature review- to be empirically tested in 

Figure 1. 

 

 
Figure 1 

 PROPOSED FRAMEWORK 

Environmental Factors - Comprise of Environmental concern, Safety, Health and Quality.  

Environmental concern 

The process used to produce organic food has less or minimal adverse effect on the environment (Laheri, & 

Arya, 2015); ( Paul & Rana 2012); ( Regine, 2011); (Nasir & Karakaya, 2014); (Gomathi, & Kalyani, 

2013); (Wee, et al. 2014). 

Safety 

Any organic food involves less risk to consume (Canavari, et al. 2002) Heath- Consumption of organic 

food will result in good health (Nasir & Karakaya, 2014); (Paul & Rana, 2012).  

Quality 

Perception that Organic food has some unique attribute which are better than conventional food 

products. Canavari & Bazzani et al. (2002); Ali, et al. 2010; Paul & Rana, 2012). 

Social factors 

Hedonic motivation and Social acceptance Hedonic motivation- Self-gratification obtained by 
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consuming organic food (feeling of pampering yourself) (Nasir & Karakaya, 2014) Social acceptance- Ones 

belief about whether others think that one should engage in this activity. (Fusilier, & Durlabhji) (2005); Paul 

& Rana (2012). Social influence (Venkatesh & Morris et al. 2003) is a part of Social factor however, social 

influence was dropped as it failed the validity test.  

Therefore, the construct of social factor is defined by only two antecedents’ hedonic motivation and 

social acceptance. 

Availability 

Availability of the Organic Food (ease of availability in the online shopping channel) (Paul & Rana 

2012). 

Facilitating conditions  

The degree to which an individual believe that an organizational and technical infrastructure exists to 

support use of the system (Venkatesh & et al. 2003). 

Promotion 

Any type of marketing communication or campaign to persuade the customer to purchase the product. 

(Ramus & Asger Nielsen 2005). 

Purchase intention 

  

Intention to buy – is defined by the information followed by instructions given by the consumer to 

himself to act in a particular way (Paul & Rana, 2012); (Marques et al. 2013). 

Trust 

Consumer’s belief that the product is organic based on the Labels and Certification (Hamzaoui 

Essoussi, & Zahaf, 2008), Ku (2012). 

 

Actual purchase  

 

The actual behaviour exhibited by the customer to buy the product. (Ralston & Abha, 2018). 

The Price is not considered as it failed the test of validity. The consumer does not mind paying the price 

since the consumer sees value in it. 

Hypotheses 

H1 Environmental factor, Social Factors, Availability, facilitating conditions of the online mode/portal, and 

marketing promotion positively influences the Purchase intention of Organic food. 

 

H2 Trust of the customer mediates the direct relationship between the purchase intention and actual purchase         

of the organic food. 

METHODOLOGY AND MEASUREMENT 

Data Collection and Sample  
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We used questionnaire survey to collect the data and examine the conceptual framework shown in 

Figure. 1 consisting of direct and mediating relationships.  

 
Table 2  

DEMOGRAPHIC PROFILE 

 
Number of 

Respondents 
Percentage 

Gender   

Male 191 49 

Female 201 51 

Age   

21 - 30 170 43 

31 - 40 172 44 

41 - 50 40 10 

51 - 60 10 3 

Education   

Graduate 164 42 

Post 

Graduate 
224 57 

Other 4 1 

Location   

Mumbai 339 86 

Pune 53 14 

Total 392  

 

The research setting was Indian urban cities, Mumbai and Pune. These cities were chosen as the 

literature review showed that demographic of the customers the Generation Y consumers Regine et al. (2011), 

who are educated and tech savvy and have disposable income. On the other hand, the metro cities of India are 

fast developing and provide a variety of options to the customers. 
The content validity of the questionnaire was ascertained before mailing it to the respondents by discussing it with a 

few respondents who had previously purchased any environmentally sustainable product to remove ambiguity in the 

questions. The questionnaire was then administered through an online survey to a sample consisting of 600 customers. 

The questionnaire also captured the demographic profile of the respondents. The number of responses obtained was 392 

making the response rate equal to 65%. Table 2 displays the demographic profile and sample descriptive statistics in 

Table 2. 

Instrument 

Established validated scales were adapted from the literature used for the studies on topics related to 

organic food consumption and environmentally conscious consumer behaviour, environmental knowledge, 

Technology adoption model, subjective norm and social factors, product promotion, product distribution and 

availability, purchase intention and purchase behaviour. The scales used were measured on a 5-point Likert 

scale where 1 denoted strongly agree and 5 denoted strongly disagree. The construct Environmental factors in 

this study was defined as comprising of health, safety, environmental friendliness and quality, in which health 

had four items, safety had three items, environmental friendliness had three items and quality had three items, 

which was a total of thirteen items. The scale for health were cited in (Nasir, 2014 & Karakaya, 2012), the 
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scale for safety was cited in (Canavari, & Bazzani, et al. 2002), for environmental friendliness was cited in 

(Laheri, & Arya, 2015; Paul, & Rana, 2012; Regine, 2011; Gomathi & Kalyani 2013; Wee et al. 2014; 

Nasir & Karakaya, 2014) however, for the construct validity for one item was dropped. The scale of quality 

was cited in (Canavari, Bazzani, et al. 2002); Ali, et al. 2010, Paul & Rana 2012). 

The construct of availability was cited in (Paul, J., & Rana, J. 2012), this initially had seven items 

however to maintain a strong validity three items were dropped and only four items were considered. The 

construct of Facilitating Conditions includes ease of use and security, ease of use was cited in (Fayad, & 

Paper. 2015) and security in (Lallmahamood 2007; Kalakota & Whinston 1997). Promotion being the next 

construct had three items in all cited in (Ramus & Asger Nielsen, 2005). Social factors is a combination of 

Hedonic and Subjective norms or Social Acceptance and Social influence each of them have two items, 

however the items of social influence were dropped as they could not make it in the validity test.  

Thus, the social factor scale in this study landed up being a scale comprising of only hedonic motivation 

and social acceptance. Hedonic and subjective norms have been cited in (Nasir & Karakaya 2014); (Fusilier 

& Durlabhji, 2005), Paul & Rana, (2012) respectively. Purchase intention as a construct was adopted from 

(Paul & Rana 2012) & (Marques Vieira & Dutra De Barcellos, et.al. 2013), it has a total of five items. Actual 

purchase had five items in all which were borrowed from (Brown & Ralston 2003); Abha (2018). The last 

construct trust has six constructs in total however, one had to be dropped to maintain the validity leaving five 

items in total, and the construct was borrowed from (Hamzaoui Essoussi, & Zahaf, 2008 & Ku, 2012. The 

other construct of taste was taken in the actual analysis however, it did not show in the validity, hence the 

entire construct was dropped from the model. 

This study also included constructs like Emerging Markets (Thogersen, et al. 2015) and Price (Ramus 

& Asger Nielsen, 2015). However, both these constructs were dropped as they failed the validity test. 

Empirical results 

Structural equation modelling (SEM) was used to verify the conceptual framework and the 

hypotheses using AMOS software with maximum likelihood estimation (Joreskog & Sorbom, 1996). The 

two-stage process suggested by Anderson & Gerbing (1988) was adopted and the measurement model 

along with the structural model was investigated using AMOS 20. 

Measurement Model 

Table 3 

MEASUREMENT MODEL 

Construct 
Cronbach's 

Alpha 
CR AVE 

Environm

ental 
Factors 

Social 

Factors 
Availability 

Facilitating 

Conditions 
 

Promotion 
Purchase 

Intention 
Trust 

Actual 

Purchase 

Environmental 

Factors 
0.96 0.96 0.63 0.794        

Social Factors 0.87 0.86 0.62 0.238 0.787       

Availability 0.79 0.79 0.56 0.241 0.446 0.748      

Facilitating 

Conditions 
0.8 0.81 0.6 0.347 0.483 0.081 0.775     

Promotion 0.71 0.72 0.5 0.483 0.329 0.338 0.343 0.707    

Purchase 
Intention 

0.94 0.95 0.77 0.677 0.383 0.242 0.313 0.53 0.877   

Trust 0.85 0.84 0.52 0.178 0.062 0.505 0.32 0.395 0.165 0.721  

Actual 

Purchase 
0.93 0.93 0.72 0.42 0.489 0.136 0.155 0.188 0.55 

### 

## 
0.849 

 
The CFA model was operationalized which included all the constructs in the model. The resulting model 

produced good fit indices: χ2=1600.841, degrees of freedom (df)=758, Tucker-Lewis Index (TLI) =0.924, 
comparative fit index (CFI)=0.933, goodness of FIT (GFI)=0.835, root mean square error of approximation 
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(RMSEA)=0.053. The t-values corresponding to all the items were significant (p<0.01). Convergent and 
discriminant validity, average variance extracted (AVE), and composite reliability.  

Table 3 above reports the correlation and square root of average variance extracted (AVE). There is 
positive correlation between environmental factors, social factors, facilitating condition, promotion, purchase 
intention, trust and actual purchase. There are two measures to look at the reliability of the constructs. The first 
measure is ascertained by examining the loading of items of each construct. 

The item loadings of all the constructs reported in Table 4 below are significant as the t-values 
corresponding to all the items were greater than 2 (Anderson & Gerbing, 1988) and above a minimum cut-

off value of 0.7 (Hair et al. 2011) except in few items where the values tended to 0.7. 

Table 4 

STATISTICS 

Construct items Estimate Construct items Estimate Construct items Estimate 

Environmental 

Factors 
H_1 0.747 Availability A_2 0.703 

Social 

Factors 

Hed_ 

1 
0.633 

Environmental 

Factors 
H_2 0.815 Availability A_3 0.797 

Social 

Factors 
Hed_2 0.636 

Environmental 

Factors 
H_3 0.802 Availability A_4 0.742 

Social 

Factors 
SA_1 0.89 

Environmental 

Factors 
H_4 0.799 Availability A_5 0.509 

Social 
SA_2 0.931 

Factors 

Environmental 

Factors 
S_1 0.873 

Facilitating 

Conditions 
FC_3 0.552 

Purchase 

Intention 
PI_1 0.852 

Environmental 

Factors 
S_2 0.793 

Facilitating 

Conditions 
FC_2 0.875 

Purchase 

Intention 
PI_2 0.861 

Environmental 

Factors 
S_3 0.828 

Facilitating 

Conditions 
FC_1 0.846 

Purchase 
PI_3 0.911 

Intention 

Environmental 

Factors 
E_1 0.801 Promotion 

Pro_ 

3 
0.735 

Purchase 

Intention 
PI_4 0.928 

Environmental 

Factors 
E_2 0.807 Promotion 

Pro_ 

2 
0.582 

Purchase 

Intention 
PI_5 0.838 

Environmental 

Factors 
E_4 0.783 Promotion Pro_1 0.717 Trust Tru_6 0.658 

Environmental 

Factors 
Q_1 0.763 

Actual 

Purchase 
AP_5 0.716 Trust Tru_5 0.841 

Environmental 

Factors 
Q_2 0.759 

Actual 

Purchase 
AP_4 0.852 Trust Tru_3 0.707 

Environmental 

Factors 
Q_3 0.676 

Actual 

Purchase 
AP_3 0.84 Trust Tru_2 0.682 

   

Actual 

Purchase 
AP_2 0.933 Trust Tru_1 0.703 

   

Actual 

Purchase 
AP_1 0.87 

   

One item each from environmental factor, availability, trust, and two items from social factors were 

deleted due to the value of the item loading being less than 0.7. The second measure, Cronbach's α is also 

the measure of reliability. The minimum cut-off value for Cronbach's α is 0.7 (Hair, et al. 2011). As shown in 

Table 2, value of Cronbach's α for the constructs in this study vary from 0.71 to 0.96. The measurements for 

all the constructs are acceptable for reliability as the numerical values of these are more than 0.7 (Hair, et al. 

2011). The value of composite reliability of the constructs in this study ranges from 0.72 to 0.96 which is more 

than the recommended level of 0.7 suggested by Gefen et al. (2000). To verify the validity of the constructs in 

this study, convergent and discriminant validity were assessed.  
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To assess the discriminant validity, the square root of AVE shall be greater than the correlation between 

the construct and the other construct in the model (Fornell & Larcker, 1981). On examining Tables 2, it can 

be found that the square root of AVE is greater than the correlation between the constructs in all the cases. 

Therefore, the discriminant validity of all the scales was supported. For assessing the convergent validity of the 

scales, it is necessary that the value of AVE shall be greater than 0.5 (Bagozzi & Yi, 1988). As per the data 

displayed in Table 2, the values of AVE vary from 0.5 to 0.72 for the constructs which confirm the 

convergent validity of the constructs. The composite reliability and the value of Cronbach's α in al the scales 

were acceptable. Thus, all the scales demonstrated the reliability, convergent validity and discriminant validity. 

The Structural Model 

The estimation of the structural model was done using AMOS using maximum likelihood estimate 

(MLE). The test of overal fit of the model produced a chi-square (χ2) value of 2003.307 with 776 degrees of 

freedom, and the model had a p-value less than 0.000. The value of Goodness-of-fit index (GFI) was 0.80 

which was as per the recommended acceptable value of 0.80 (Byrne, 2001; Kline, 1998). The value of 

Comparative Fit Index (CFI) was 0.903, and the Tucker-Lewis Index (TLI) was 0.900. Both of these indices 

were within the acceptable limit of 0.9 (Hair et al., 2011) and thus can be considered satisfactory. The value 

of the Root Mean Square Error of Approximation (RMSEA), which is an absolute measure of the parameter 

of fit, was equal to 0.064. Thus, it was within the acceptable cut-off level of 0.08 (Hair et al. 2011). The ratio 

of chi-square (χ2) and degree of freedom was 2.582, which was below the recommended upper cut-off value 

of 3 (Kline, 1998). An examination of the value of different fit indices and comparing the values with 

recommended acceptable limits described in the extant literature, it can be concluded that the data fits the 

conceptual framework well. Table 5 below provides the path coefficients and influencing factors of the 

structural model. Mediating effect of Trust on the relationship between Purchase Intention and Actual Purchase 

for organic food. 
 

Table 5 

SUMMARY OF STRUCTURAL MODEL 

Path Description   

Environmental Factor- Purchase 

Intention 
0.592 ***(significant) 

Social Factor- Purchase Intention 0.268 ***(significant) 

Facilitating Condition-Purchase Intention 0.085 0.123 

Promotion -Purchase Intention 0.197 ***(significant) 

Availability -Purchase Intention -0.023 0.552 

Purchase Intention-Trust 0.154 .005(significant) 

Trust-Actual Purchase -0.333 ***(significant) 

Purchase Intention-Actual Purchase 0.672 ***(significant) 
 

The mediating effect was tested using the bootstrap technique in AMOS 20 with the Bias corrected 

percentile method. The Two tailed Significance value for purchase Intention and Actual Purchase was 0.009 
which is less than 0.05, hence it is significant, which indicates that Trust mediated the relationship between 

Purchase Intention and Actual Purchase. Again, shown in the table 6, the result of the structural model shows 
the relationship between purchase intention and actual to be significant without the mediator and the path 

coefficient is 0.624. After mediation with trust the relationship between purchase intention and actual purchase, 

purchase intention with trust, and trust with actual purchase, all three are significant with path coefficients 
0.674, 0.154 and -0.333 respectively, which indicates that there is mediation effect. Table 7 shows the total 

effect and indirect effect of the mediation trust on the relationship between purchase intention and actual 
purchase. The variance account for was calculated, which indicated that the effect of the mediation is only 

partial to the extent of 8.3%. The finding substantiates the Hypothesis H2, but only partially to the extent of 
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8.3%. Table 6 and Table 7 below provides the results of the mediation. 

Table 6 

RESULTS OF THE MEDIATION 

Relationship Direct without Mediation Direct with Mediation 

 coefficient Pvalue Coefficient pvalue 

Purchase Intention-Actual 

Purchase 

 

0.624 
***(significant) 

 

0.674 
***(significant) 

Purchase Intention-Trust   0.154 0.005(significant) 

Trust-Actual Purchase   -0.333 ***(significant) 

 

Table 7 

MEDIATION 

Total Effect 

 
Indirect Effect 

Variance Accounted for 

 
Mediation 

0.623 0.0513 -0.083 0.083 

DISCUSSION 

Contribution to Literature 

This study customers of urban India determined the antecedents that drive the purchase intention and 
actual purchase of organic foods. 

Environmental friendliness, health, quality and safety were highly significant which was taken together 

under one construct Environmental concerns which was supported by in Paul & Rana (2012); Fusilier, & 

Durlabhji, (2005) in their study. This was also proved by Regine, (2011). This shows that the consumers of 

the Indian subcontinent are aware of the benefits of the environmental friendliness towards well-being of 

health, quality, and safety factors related to consumption of organic foods. 

Price and Taste constructs were dropped as they failed the validity test. This is contrary to study by 

(Paul, & Rana, 2012) which was conducted in the northern part of India where these factors proved to be 

significant. India is a very big country with lots of diversity in culture, food habits and economic growth. The 

urban cites in the western part of the country, Mumbai and Pune are considered to be the economically 

advanced cites and the consumer behaviour here does not consider factors as price and taste. In terms of 

availability the factor was insignificant which again is a contrast to the study by Paul & Rana (2012). It can be 

noted that their study was done in the year 2012. In 2012 the mobile and especially data penetration was 

significantly poor, and data was not very affordable. In the past eight years India has seen a great disruption in 

the technology and telecom industry and the mobile and data penetration has increased exponentially and has 

become extremely affordable. This has led to mushrooming of many start- ups who have ventured into various 

businesses making products and services available through online shopping portals as well as mobile apps. 

The consumers also have become very tech savvy. The factor availability of organic food is insignificant in this 

study as availability through online channel is considered as hygiene factors by the consumers.  

The same applies to the factor Facilitating conditions, this factor is also insignificant as the organic 

products are purchased through online channel and internet and mobile networks penetration is almost 100% 

(Wireless Data Services in India – An Analytical Report, 2018) in cities of Mumbai and Pune and data is very 

affordable (Wireless Data Services in India – An Analytical Report, 2018). 

Promotion plays a crucial role in the purchase intention of organic food products which is supported by 

(Ramus & Asger Nielsen, 2005) and (Paul & Rana, 2012), which is significant in the purchase intention that 

means consumers are looking for bargains and best possible offers to purchase organic food products. 
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Social Factor which comprises of Hedonic motivation and Social acceptance is a significant predictor 

of the purchase intention contrary to the results of the study by (Kumar, et al. 2017) where the direct influence 

of subjective norms was insignificant. 

CONCLUSION 

In the empirical study trust does mediate the relationship between purchase intention and actual 

purchase but only to an extent of 8.9%, which is very low. Practically, it can be concluded that the factor 

which are potentially influencing purchase intention will lead to actual purchase. The service provider need not 

focus on building trust even though the product is an organic product. 
Overall, the conceptual framework proposed in the study based on the basic marketing mix and 

UTAUT models explains the purchase intention and actual purchase of customers for organic food. 

Managerial Implications 

The study provides very good insights for the service providers / retailers / producers of organic food 

products and who will be able to make the most of the growing market in this developing economy of the 

urban Indian consumers. 

Environment sustainability is becoming the need of the hour as every part of the globe is experiencing 

climate change, increase in the pollution levels and the health problems arising from the artificial use of 

fertilizers and pesticides. This study can provide insights to policy makers to understand the consumers 

perception towards consumption of organic food and how they can device policies to encourage and 

facilitate the consumption of organic product both for the producers and consumers to build a future 

sustainable ecosystem. 

Limitations and Further Scope of Research 

This study is only limited to the urban metros of western Indian. In comparing the results of the earlier 

study in the cities of the northern part of the country showed some contrasting results on few factors. India 

being a of diverse ethnic cultures and traditions further studies can be conducted in the other regions to 

understand the behaviour and perception of people in the Indian geography. This will provide insights to the 

business and policy makers in that part of the country. 

Food delivery apps and businesses have also grown rapidly due to the technology and mobile 

penetration and data affordability. A further study of ready-made food delivery using organic products can be 

explored. The current dominating brands of food delivery apps like Swiggy and Zomato work on the 

aggregator business models. They have a tie-up with all the restaurants and they are the common delivery arm 

to these restaurants. There are not many brands who run their own kitchens and delivery too. This can be a 

big opportunity to tap as the customers segment who prefer organic food which guarantee health, safety, 

quality and environment concern can be tapped. Market estimation studies of such customer segments can be 

conducted. 

Further studies of understanding the consumer’s attitude towards the moral responsibility and questions 

like who will bear the social cost of the business and farming practices which focus only on increasing the yield 

and business profitability can be done. These studies will provide insights to the Government and environment 

policy makers on designing the road ahead towards an environment and social sustainability. 

REFERENCES 

Ali, J., Kapoor, S., & Moorthy, J. (2010). Buying behaviour of consumers for food products in an emerging economy. 

British Food Journal, 112(2), 109-124. 



Academy of Marketing Studies Journal                                                                                                                  Volume 25, Issue 3, 2021 

                                                                                        14                                                                          1528-2678-25-3-405 
 

Anderson, L.M., & Taylor, R.L. (1995). McCarthy’s 4PS: Timeworn or time-tested? Journal of Marketing Theory 

and Practice, 3(3), 1-9. 

 

Anderson, J.C., Gerbing, D.W., (1988). Structural equation modeling in practice: a review and recommended two-step 

approach. Psychol. Bull. 103 (3), 411-423. 

Arora, C. (2019). Global Organic Food Market To Reach $262.85 Billion By 2022. Retrieved December 12, 2019, from 

http://www.businessworld.in/article/Global-Organic-Food-Market-To-Reach-262-85-Billion-By- 2022/04-07-2019-

172824/ 

Ashraf, M.A., Joarder, M.H.R., & Ratan, S.R.A. (2019). Consumers’ anti-consumption behavior toward organic food 

purchase: an analysis using SEM. British Food Journal. 

Bagozzi, R.P., Yi, Y., (1988). On the evaluation of structural equation models. J. Acad. Mark. Sci. 16 (1), 74–94. 

Balderjahn, I., Buerke, A., Kirchgeorg, M., Peyer, M., Seegebarth, B., & Wiedmann, K.P. (2013).  Consciousness for 

sustainable consumption: scale development and new insights in the economic dimension of consumers’ 

sustainability. AMS review, 3(4), 181-192. 

Balderjahn, I., Peyer, M., & Paulssen, M. (2013). Consciousness for fair consumption: conceptualization, scale 

development and empirical validation. International Journal of Consumer Studies, 37(5), 546–555. 

Bansal, P. (2005). Evolving sustainably: a longitudinal study of corporate sustainable development. Strategic 

Management Journal, 26(3), 197–218. 

Bawa, K., & Ghosh, A. (1999). A model of household grocery shopping behavior. Marketing letters, 10(2), 149-160. 

Become an Affiliate! (n.d.). Retrieved December 10, 2019, from https://www.ifoam.bio/en/get- involved/become 

affiliate. 

Byrne, B.M., (2001). Structural Equation Modeling with AMOS: Basic Concepts, Applications, and Programming. 

Lawrence Erlbaum, London. 

Canavari, M., Bazzani, G.M., Spadoni, R., & Regazzi, D. (2002). Food safety and organic fruit demand in Italy: a 

survey. British Food Journal, 104(3/4/5), 220-232. 

Cherrier, H. (2005). Becoming sensitive to ethical consumption behavior: Narratives of survival in an uncertain and 

unpredictable world. Advances in Consumer Research, 32, 600–604 

Chouinard, Y., Ellison, J., & Ridgeway, R. (2011). The sustainable economy. Harvard Business Review (December, 

20). 

Connolly, J., & Shaw, D.S. (2006). Identifying fair trade in consumption choice. Journal of Strategic Marketing, 

14(4), 353–368. 

Devinney, T.M., Auger, P., & Eckhardt, G.M. (2010). The myth of the ethical consumer. Cambridge: Cambridge 

University Press 

Dibb, S., & Carrigan, M. (2011). Special issue on social marketing, social change. European Journal of Marketing, 

45(5), 1. 

Elkington, J. (1997). Cannibals with forks: The triple bottom line of 21st century business. London: Capstone Publication 

Elliott, R. (1997). Existential consumption and irrational desire. European Journal of Marketing, 31(3), 285–296. 

Fayad, R., & Paper, D. (2015). The technology acceptance model e-commerce extension: a conceptual framework. 

            Procedia Economics and Finance, 26, 1000-1006. 

Fornell, C., Larcker, D.F., (1981). Evaluating structural equation models with unobservable variables and                

measurement error. J. Mark. Res. 18, 39–50. 

Fusilier, M., & Durlabhji, S. (2005). An exploration of student internet use in India: the technology acceptance model  

            and the theory of planned behaviour. Campus -Wide Information Systems, 22(4), 233-246. 

Gefen, D., Straub, D.W., Boudreau, M.C. (2000). Structural equation modeling and regression: guidelines for research 

practice. Commun. Assoc. Inf. Syst. 4, 1–70. 

Ger, G. (1999). Consumption and environmental sustainability across cultures. Advances in Consumer Research, 26, 

271. 

Gifford, K., & Bernard, J.C. (2006). Influencing consumer purchase likelihood of organic food. International Journal 

of Consumer Studies, 30(2), 155-163. 

Gomathi M., & Kalyani S. (2013) Awareness And Individual Differences On Organic Food Products In Erode 

District, Tamilnadu, International Journal Of Research In Commerce, It & Management, 3 (8), 48 - 51. 

Govindasamy, R., Gao, Q., Heckman, J., Vellangany, I., & VanVranken, R. (2020). Characteristics of Consumers 

Who Are Willing to Buy Certified Organic Produce: An Econometric Analysis. International Journal of Food 

and Agricultural Economics (IJFAEC , 8(1128-2020-1527), 207-127. 

Hair, J.F., Black, W.C., Babin, B.J., Anderson, R.E. & Tatham, R.L., (2011). Multivariate Data Analysis. Pearson 

Prentice Hall, New Delhi, ND. 

Ham, M. (2019). Beliefs about effects of organic products and their impact on intention to purchase organic food. 



Academy of Marketing Studies Journal                                                                                                                  Volume 25, Issue 3, 2021 

                                                                                        15                                                                          1528-2678-25-3-405 
 

Ekonomski Vjesnik, 32(1), 69-80. 

Hamzaoui Essoussi, L., & Zahaf, M. (2008). Decision making process of community organic food consumers: an 

exploratory study. Journal of Consumer Marketing, 25(2), 95-104. 

Hendrickson, A.R., Massey, P.D., & Cronan, T.P. (1993). On the test-retest reliability of perceived usefulness and 

             perceived ease of use scales. MIS quarterly, 227-230. 

Iwata, O. (2006). An evaluation of consumerism and lifestyle as correlates of a voluntary simplicity lifestyle. Social 

Behavior and Personality, 34(5), 557–568. 

Jacobs, C.S. (2009). Management rewired: Why feedback doesn't work and other surprising lessons from the latest 

brain science. Harvard Business Review (May, 28). 

Joreskog, K.G., Sorbom, D. (1996). LISREL 8: Structural Equation Modeling. Scientific Software International Co., 

Chicago. 

Kalakota, R., & Whinston, A.B. (1997). Electronic commerce: a manager's guide. Addison-Wesley Professional. 

Kline, R.B., (1998). Principles and Practice of Structural Equation Modeling. Guilford, New York. 

Kiran, R., Sharma, A., & Mittal, K.C. (2008). Attitudes, preferences and profile of online buyers in India: changing 

trends. South Asian Journal of Management, 15(3), 55. 

Kumar, B., Manrai, A.K., & Manrai, L.A. (2017). Purchasing behaviour for environmentally sustainable products: 

A conceptual framework and empirical study. Journal of Retailing and Consumer Services, 34, 1-9. 

Kunchamboo, V., Lee, C.K.C., & Brace-Govan, J. (2017). Nature as extended-self: Sacred nature relationship and 

implications for responsible consumption behavior. Journal of Business Research, 74, 126–132. 

Ku, E.C. (2012). Beyond price: how does trust encourage online group's buying intention?. Internet Research, 22(5), 

            569-590. 

Laheri, V.K., & Arya, P.K. (2015). A Study on Consumer Decision towards Purchase of Organic Food Products: A 

Case Study of Delhi. Indian Journal of Commerce and Management Studies, 6(2), 84. 

Lallmahamood, M. (2007). An Examination of IndividualÃ¢ Â Â s Perceived Security and Privacy of the Internet in 

Malaysia and the Influence of This on Their Intention to Use E-Commerce: Using An Extension of the 

           Technology Acceptance Model. The Journal of Internet Banking and Commerce, 12(3), 1-26. 

Lee, C.K.C., Levy, D.S., & Yap, C.S.F. (2015). How does the theory of consumption values contribute to place 

identity and sustainable consumption? International Journal of Consumer Studies, 39(6), 597–607. 

Lee, C.K.C., Yap, C.S.F., & Levy, D.S. (2016). Place identity and sustainable consumption: Implications for social 

           marketing. Journal of Strategic Marketing, 24(7), 578–593. 

Lim, W.M. (2017). Inside the sustainable consumption theoretical toolbox: Critical concepts for sustain ability, 

consumption, and marketing. Journal of Business Research, 78, 69-80. 

Li, S., & Jaharuddin, N.S. (2020). Identifying the key purchase factors for organic food among Chinese consumers. 

Frontiers of Business Research in China, 14(1), 1-23. 

Marques Vieira, L., Dutra De Barcellos, M., Hoppe, A., & Bitencourt da Silva, S. (2013). An analysis of value in an  

           organic food supply chain. British Food Journal, 115(10), 1454-1472. 

Micheletti, M. (2003). Political virtue and shopping. Individuals, consumerism, and collective action. New York: 

Palgrave Macmillan. 

Micheletti, M., Follesdal, A., & Stolle, D. (Eds.). (2004). Politics, products and markets. Exploring political 

consumerism past and present. New Brunswick: Transaction Publishers 

Nasir, V.A., & Karakaya, F. (2014). Underlying motivations of organic food purchase intentions. Agribusiness,  

            30(3), 290-308. 

Newholm, T., & Shaw, D. (2007). Studying the ethical consumer: a review of research. Journal of Consumer 

Behaviour, 6(5), 253–270. 

Nguyen, H.V., Nguyen, N., Nguyen, B.K., Lobo, A., & Vu, P.A. (2019). Organic food purchases in an emerging 

market: The influence of consumers’ personal factors and green marketing practices of food stores. 

International journal of environmental research and public health , 16(6), 1037. 

Paul, J., & Rana, J. (2012). Consumer behavior and purchase intention for organic food. Journal of consumer 

Marketing, 29(6), 412-422. 

Peattie, K. (2010). Green consumption: behavior and norms. Annual Review of Environment and Resources, 35 195-

228. 

Radojević, V., Tomaš Simin, M., Glavaš Trbić, D., & Milić, D. (2021). A Profile of Organic Food Consumers —

Serbia Case-Study. Sustainability, 13(1), 131. 

Rahman, S.M.E., Mele, M.A., Lee, Y.T., & Islam, M.Z. (2021). Consumer Preference, Quality, and Safety of Organic 

and Conventional Fresh Fruits, Vegetables, and Cereals. Foods, 10(1), 105. 

Ramus, K., & Asger Nielsen, N. (2005). Online grocery retailing: what do consumers think?. Internet research, 15(3), 

335-352. 



Academy of Marketing Studies Journal                                                                                                                  Volume 25, Issue 3, 2021 

                                                                                        16                                                                          1528-2678-25-3-405 
 

Regine, K.M. (2011). Generation Y consumer choice for organic foods. Journal of Global Business Management, 

7(1), 1. 

Roberts, J.A. (1996). Green consumers in the 1990s: profile and implications for advertising. Journal of Business 

Research, 36(3), 217–231. 

Ruane, L., & Wallace, E. (2013). Generation Y females online: insights from brand narratives. Qualitative Market 

Research: An International Journal, 16(3), 315-335. 

Schor, J. (2010). Plenitude: The new economics of true wealth. New York: The Penguin Press.  

Schor, J. (2012). Exit ramp to sustainability: The plenitude path. CLIVATGE, 1, 85–92. 

Schlegelmilch, B.B., Bohlen, G.M., & Diamantopoulos, A. (1996). The link between green purchasing decisions and 

            measures of environmental consciousness. European Journal of Marketing, 30(5), 35–55. 

Shaw, D., & Shiu, E. (2003). Ethics on consumer choice: A multivariate modelling approach. European Journal of 

Marketing, 37(10), 1485–1498. 

Sheth, J.N., Sethia, N.K., & Srinivas, S. (2011). Mindful consumption: a customer-centric approach to sustainability. 

           Journal of the Academy of Marketing Science, 39(1), 21–39. 

The World of Organic Agriculture 2019. (2019). Retrieved December 11, 2019, from 

https://www.ifoam.bio/en/news/2019/02/13/ world-organic-agriculture-2019. 

Thogersen, J. (2002). Cognitive dissonance and sutainable consumption. Advances in Consumer Research (Asia 

Pacific), 5, 72. 

Thøgersen, J., de Barcellos, M.D., Perin, M.G., & Zhou, Y. (2015). Consumer buying motives and attitudes towards  

organic food in two emerging markets: China and Brazil. International Marketing Review, 32(3/4), 389-413. 

TRAI. (2018). Wireless Data Services In India. Wireless Data Services In India (pp. 1–52). 

Vasudevaraju S., & Padashetty, S. (2013). Organic Food Products: A Conceptual Overview. International Journal of 

Retailing & Rural Business Perspectives, 2(2), 462-466. 

Venkatesh, V., Morris, M.G., Davis, G.B., & Davis, F.D. (2003). User acceptance of information technology: Toward 

a unified view. MIS quarterly, 425-478. 

Venkatesh, V., Thong, J.Y., Chan, F.K., Hu, P.J.H., & Brown, S.A. (2011). Extending the two‐stage information systems 

continuance model: Incorporating UTAUT predictors and the role of context. Information Systems Journal, 

21(6), 527-555. 

Webster, F.E., Jr., & Lusch, R.F. (2013). Elevation marketing: marketing is dead! Long live marketing! Journal of the 

Academy of Marketing Science, 41(4), 389-399. 

Wee, C.S., Ariff, M.S.B.M., Zakuan, N., Tajudin, M.N.M., Ismail, K., & Ishak, N. (2014). Consumer’s perception, 

purchase intention and actual purchase behavior of organic food products. Review of Integrative Business and 

Economics Research, 3(2), 378. 

Wasmer, D.J., Williams, J.R., & Stevenson, J. (1997). A reconceptualization of the marketing mix: using the 4 c's to 

improve marketing planning in higher education. Journal of marketing for higher education, 8(2), 29-35. 

Wilhite, H., & Lutzenhiser, L. (1999). Social loading and sustainable consumption . Advances in Consumer Research, 

26, 281–287. 

Żakowska-Biemans, S. (2011). Polish consumer food choices and beliefs about organic food. British Food Journal, 

113(1), 122-137. 

http://www.ifoam.bio/en/news/2019/02/13/

