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Concerns,

Introduction

Environmental concerns and health consciousness have become popular concerns in
recent years (Parashar et al.,, 2023; Jonathan & Tjokrosaputro, 2022). These concerns have
directly impacted consumer food choices and have inclined them toward organic food
products. Choosing green or organic food products plays a key role in promoting sustainable
production and consumption (Lakatos et al., 2021).

Organic food products provide a suitable alternative to conventional food and drinks.
They are produced without excessive use of pesticides, chemicals, preservatives, or artificial
ingredients (Akter et al.,, 2023). As a result, it may lead to an improved and more positive
consumer attitude toward choosing organic food products (Chiciudean et al., 2019).

Customers usually make organic food purchase decisions on how well they’re marketed.
Green marketing is environmentally safe as it promotes and advertises organic products
(Conick, 2019). Companies are also trying to understand the factors such as subjective norms,
environmental knowledge, and green label that can influence consumer behavior and their
purchase intention toward green products (Alalei & Jan, 2023). Green marketing practices also
affect consumer purchase intention, brand loyalty, consumer awareness, and social
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responsibility. Overall, green marketing can also give organic food manufacturing companies
an opportunity to gain a competitive advantage and access to a broader customer base
(Chowdhury, 2021).

Earlier studies, however, haven’t used highly relevant constructs to measure the impact
of eco-literacy, green marketing practices, and social responsibility on organic food purchases.
Despite the substantial studies, the determinants of organic purchasing behavior remain
unclear, as studies do not focus on using customer behavior-related constructs (Funk et al.,
2020). It causes a potential mismatch between the actual and perceived impact of green
products consumption (Testa et al., 2019).

Some customers are not aware of the environmental issues such as climatic changes that
are actually the fault of peoples’ actions. The ecological crisis is a real danger(Reid, 2019).
Customers often have negative perceptions about green products, viewing them as being of
lower reliability, poor brand loyalty, less appealing, and costly (White, 2019). That’s why it’s
important to understand the impact of attitudes, eco-literacy, subjective norms, health
consciousness, economic and environmental concern, brand loyalty, green marketing, perceived
price and satisfaction, eco-friendly packaging and labeling, and perceived reliability on organic
food purchase decisions.

This study aims to identify consumer choices and buying behavior when it comes to
green products. To measure the impact of eco-literacy and green product awareness on organic
food purchase intention, a study was conducted (Rahayu et al., 2023). Another study analyses
the effect of health consciousness and social concern on green products purchase decisions
(Rana, 2019). However, our study has integrated all the relevant constructs into one analysis to
understand a holistic impact of varying factors on customer purchase intentions toward organic
food products. This study also extends the relevant constructs into a conceptual framework of
organic food product purchase intentions.

Literature Review

We are living in the era where environmental protection is a global concern. There is an
estimate that almost 70% of the planet’s greenhouse gas footprint depends on the consumers
products choices and usage and disposal of products in a sustainable manner (White et al.,
2019). Thus, consumers are becoming more interested in environmental sustainability and
reflecting their interest to buy green products (Darnall et al., 2012).

The United Nations Environment Programme (2011) (Panel, 2011)has projected that the
market of green products doubles annually. An international research has shown that 73% of
customers across 60 countries are willing to pay more for green products (Center, n.d.). In a
research conducted by Harvard Business Review (White et al., 2019), 65% of the customers who
were being surveyed said that they want to buy green products, but only 26% of them actually
buys eco-friendly products, thus this is a paradoxical desire. The rapidly increasing interest of
consumers in green products has expanded globally over the last few years (Chen et al., 2018).

There is an absence of definition of a universal, effective, and well-structured green
product (Hartmann & Apaolaza Ibéafiez, 2006 ;Ritter et al., 2015) ; Sdrolia & Zarotiadis, 2019).
Though there is no internationally known definition, a green product is a sustainable and eco-
friendly product intended to decrease its negative environmental impacts during its whole life-
cycle and even after its disposal (Barbu et al., 2022). The researchers have associated organic
products with environmental protection (Ottman et al., 2006), sustainability (de Medeiros &
Ribeiro, 2017), waste reduction during the process (de Medeiros & Ribeiro, 2017), social
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responsibility (Bhardwaj et al, 2020), economic benefits (Biswas, 2016), low energy
consumption (Catand et al., n.d.), sustainable packaging (Sdrolia & Zarotiadis, 2019) etc.

However, other researchers have shown the negative aspects of green products as
follows: high prices (Catana et al., n.d.), costly green certifications (Chaudhary, 2020), and the
durability of the product is less (Lamoureux, 2017). Some researchers have studied consumer
behavior toward the green products and have presented different viewpoints on the consumer
perception about green products.

The consumers of green products protect the environment by refusing to buy the
products which are harmful for the environment (Jacobs et al., 2018). Green product consumers
are not only concerned in the consumption process, but also in the production, and disposal
processes of products (Bangsa & Schlegelmilch, 2020; Zeynalova & Namazova, 2022).

Theoretical Background

The Theory of Reasoned Action (TRA) was developed to assess behaviors (Yang &
Sattari, n.d.). That was further studied and extended. This concept is valuable for studying
human attitudes and behaviors. Many studies have adopted TRA as the foundation of their
conceptual and theoretical frameworks to predict the consumer attitude and consumer
purchase intention. These studies comprise research on consumers’ attitude towards green
marketing (Chowdhury, 2021), Purchase intention (Alalei & Jan, 2023), subjective norms (Al-
Swidi et al., 2014), environmental concerns (Bhardwaj et al., 2020).This study’s” main focus is on
customers’ attitude towards organic food products purchase intention and the hypothesis
developed in this study are originated from the relationships between the constructs.

Conceptual Framework

This theoretical framework is extended through the theoretical model shown in the
figure below which is followed by the discussion that supports the derived relationships
between the variables of the theoretical framework.

Attitude towards Organic Products

Purchase intention towards an organic food product is considered as the best analyst of
genuine consumer behavior(Yang & Sattari, n.d.). The concept about the consumer attitude and
consumer behavior has an effect on the consumers’” perceived attitude towards the green
product. Consumer attitude concludes the final decision in the consumers” purchase intention.
Therefore, based on the importance of consumer’s attitude in buying decisions, a theoretical
framework is developed.
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Figure 1 Theoretical Framework
The planned theoretical framework considers that the consumer attitude towards
purchase intention of organic food products is positively influenced by various variables:
Environmental Concern, Health consciousness, eco-label, Consumer perception, perceived
reliability, green marketing and Subjective norms (“Consumers Attitude Towards Organic
Food,” 2015). The proposed framework for consumer attitude towards purchase intentions of
organic food products is shown in the figure above.

Consumer Attitude and Purchase Intention

Consumer attitude is the most important analyst towards purchase intention of green
products (Akter et al., 2023). There is a positive effect of consumer attitude towards organic
food products in regards to environmental and social benefits and on organic food product
purchase intention. It is determined that there is a positive significant relation between the
consumer attitude towards organic food products purchase intention (Wee et al., 2014). It is
determined that consumers’ positive attitude towards the purchase intention of organic
products is related to the concept of believing that organic food products are a healthy option,
taste better, and maintain eco-friendly environment. Some reasons for low purchases of organic
food products are that organic products are expensive and there is scarcity of organic food
products.

H1: There is a positive and direct impact of consumer attitude on their purchase
intention towards organic food products.

Eco-Friendly Packaging and Consumer Attitude

Eco-friendly packaging of organic food products is an external feature of the product
which attracts and appeal to the customers. The need for eco-friendly packaging is
progressively growing as non-eco-friendly packaging causes pollution and harm to the
environment (Seo et al., 2016). Customers prefer environmental-friendly packed products over
non-eco-friendly products. The eco-friendly packaging makes products more valuable. It is
required to pay more consideration to consumers’ preference for eco-friendly packaged
products (Magnier et al., 2016).
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H2: Eco-Friendly packaging of organic food products positively impacts consumer
attitude towards organic food products.

Economic and Environmental Concerns and Consumer Attitude

Economic and Environmental concerns are vital as it encourages the consumers to
purchase green products (Bhardwaj et al.,, 2020). There is sudden rise in economic and
environmental concern and it is considered genuine by consumers. Consumers are keen to take
ecologically friendly steps to improve ecological problems. Organic products have considerable
awareness among customers. Consumers willing to pay more for organic food products(Funk et
al., 2020).

H3: Economic and environmental concerns positively impact consumer attitude towards
organic food products.

Green Marketing and Consumer Attitude

Companies are surveying new ways to connect with the consumers by adopting green
marketing tools. Consumers are aware about global warming, climatic change, and other
ecological issues which have encouraged the purchase and usage of eco-friendly products.
Consumers react positively to green marketing and are eager to buy eco-friendly products
(Nguyen and Le, 2020). Consumers’ reaction to green marketing was significantly influenced by
consumers’ previous perception about the economic and environmental concern, subjective
norms and health consciousness.

H4: Green marketing of organic food products positively impacts consumer attitude
towards organic food products.

Green Products Availability and Consumer Attitude

One of the potential determinants of consumer intention and purchase decision is the
easy availability of organic food products, which relates to consumer’s behavioral control. The
motivation to consume organic food products is high, but it may not be possible because of low
availability of organic products. The availability of organic products is only one aspect that has
an influence on consumers’ behavioral control with respect to organic product consumption
(Gomes et al., 2023).

Hb5: Green products availability positively impacts consumer attitude towards organic
food products.

Health Consciousness and Consumer Attitude

Consumers who are health and diet conscious are aware and worried about their health
and are motivated to maintain a healthy lifestyle and quality of life to prevent illness (Jonathan
& Tjokrosaputro, 2022). These consumers are tending to be aware of nutritional fitness.
(Michaelidou & Hassan, 2008) . Health consciousness has a positive impact on consumer
attitude and purchase intention towards organic products since organic product consumers are
aware that conventional food intake negatively affects their health, these consumers are ready
to purchase green products to improve their health.

Hé6: Health consciousness positively impacts consumer attitude towards organic food
products.

Eco-Labelling and Consumer Attitude

The ecolabel information functionally impacts the consumer attitudes and green buying
intentions (Nguyen & Le, 2020). Certification of eco-labels products demonstrates the
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environmental message about the product. Green products are more expensive than
conventional products of the same type, thus buyers determine the value of the offer, which is
shortened by direct certification of eco-labelling. Consumers have no issue in paying more for
eco-label products (Akter et al., 2023).

H7: Eco-Labelling of organic food products positively impacts consumer attitude
towards organic food products.

Brand Loyalty and Purchase Intention

Three recent studies on the connection between brand loyalty, consumer attitudes
toward organic food products, and purchase intention are summarized in this literature review.
The purpose of the study is to investigate the connection between consumers' attitudes toward
organic food and their intentions to purchase it (Chen et al., 2021). The outcomes propose that
buyers who are faithful to a specific brand of natural food are bound to have an uplifting
outlook towards it and, thus, have a higher purchase intention.

Another study found that consumer attitudes toward organic food and purchase intent
are affected by brand loyalty. The outcomes recommend that brand devotion impacts the buy
aim of customers who have an uplifting outlook towards natural food items (Skrinjari¢, 2020). A
coordinated model strategy to examine the job of brand steadfastness in the connection between
customer perspectives towards natural food and buy goals. The findings suggest that a
significant factor in the relationship between consumer attitudes toward organic food and
intentions to purchase is brand loyalty.

H8: Purchase intention towards organic food products positively shapes consumer
brand loyalty about organic food products.

Satisfaction and Purchase Intention

The relationship between a consumer's intention to buy an organic product and their
attitude toward it has been the subject of numerous studies. These examinations found that
fulfillment assumes a critical part in interceding the connection between customer disposition
towards natural items and buy aim. For instance, fulfillment somewhat interceded the
connection between buyer demeanor towards environmentally friendly power energy brands
and buy aim (Huo et al., 2023).In a similar vein, researchers discovered that satisfaction
completely mediated the relationship between the intention to purchase organic food and
consumer attitude toward it (Chen et al., 2018). Another study found that satisfaction partially
mediated the connection between the intention to buy organic food and perceived health
benefits (Curvelo et al., 2019). According to these findings, satisfaction plays a significant role in
determining whether or not consumers will purchase organic products.

HO9: Purchase intention towards organic food products positively shapes consumer
satisfaction.

Perceived Reliability and Consumer Attitude

Perceived reliability is an effective means by which trust can be measured, which is
based on integrity, and competence. Reliability refers to the degree of trust toward consumer
behavior and consumer perception (Chen et al., 2015).

H10: Perceived reliability positively impacts consumer attitude towards organic food
products.
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Perceived Value for Money and Consumer Attitude

Perceived value for money means the value of the product to be perceived by the
customers in the form of benefits and prices consumers are expecting to experience (Hamid,
2014). Green products are thought to be expensive by the customers. Consumers find
conventional products cheap than organic products (Biswas, 2016). Some consumers are ready
to spend more on green products after knowing its benefits (Gomes et al., 2023). Consumer
perceived value for money is found to be at a lower level than expected, and it has no
significant impact on consumers’ attitude towards the purchase intention of organic food
products.

H11: Low Perceived value for money negatively impacts consumer attitude towards
organic food products.

Subjective Norms and Consumer Attitude

Some studies have indicated that consumer attitude has a positive significance with
subjective norms. There is a significant impact between subjective norms and consumer attitude
towards purchase intention of organic food products (Al-Swidi et al., 2014). Subjective norms
are related to the perceived social influence that indulges a consumer in a given behavior.
Subjective norms show individuals’ perception about how they would be viewed by their
reference groups if they have certain behavior towards organic products (Testa et al., 2019).

H12: Subjective norms positively impacts consumer attitude towards organic food
products.

Consumer Perception and Consumer Attitude

Consumers' perception and consumer attitudes towards organic food is important to
enable the development of green marketing policies aimed to attract the conventional product
consumers to the organic food product sector (Kong et al., 2014). Most consumers stated that
they confuse the consumption of organic products with home and locally produced food. There
is potential for growth of the organic food sector by spreading awareness to such consumers
with appropriate information. Most of the consumers have a good perception of organic food
products and consider it better for a healthy lifestyle and for their wellness and better quality
(Barbu et al., 2022).

H13: Consumer perception of organic food products positively impacts consumer
attitude towards organic food products.

Eco-Literacy and Consumer Attitude

Eco-literacy is the awareness of the impact of sustainable products on the ecosystem.
Consumers’ behavior, attitude, and intention changes when they are aware about the
environmental and social issues (Cheah & Phau, 2011). Consumers who are aware of the
environmental characteristics of the non-organic products are more likely to purchase eco-
friendly products than those who are not aware of the environmental crisis. However, when
consumers make purchase decisions based on their emotions rather than eco-literacy, the
consumer attitude may negatively impact the purchase intention towards organic food
products.

H14: Eco-Literacy of organic food products positively impacts consumer attitude
towards organic food products.

26



International Journal of Business, Analytics, and Technology, 2(1), 2024

Methodology
Procedure

A quantitative survey was conducted consisting of 270 consumers of organic products.
The sample for the research was selected through a non-probability sampling approach, and
convenience sampling technique was used. The consumer attitude towards purchase intention
of organic food products are based on these variables: economical environmental concern,
health consciousness, green marketing, perceived reliability, eco-labeling, eco-literacy,
subjective norms, perceived value for money and brand loyalty.

Scale and Measure

The constructs used in the research are from the previously established constructs,
which were changed to five-point Likert scale with options like Strongly Agree=1, Agree = 2,
Neutral = 3, Disagree = 4, and Strongly Disagree = 5. It is recommended that the results of this
scale can produce strong correlations with the t-test results.

Results
Profile of the Respondents

There were a total 270 responses collected in our research through an online survey.
However, 19 were eliminated after the filter question. Among the total, 146 (58.4%) were
females and the rest 104 (41.6%) were males. Majority of the respondents i.e. 120 (47.8%)
belonged to the age group 15-25, followed by 26-35 (40.6%). (66.3%) of the total were employed
and the rest were (33.7%) unemployed. Moreover, 170 respondents (68%) suggested that they
will refer organic food products to their friends and family based on the benefits they offer,
while 79 (31.6%) were unsure.

Table 1: Measure of Constructs

Construct Author Reliability in Earlier Studies
Consumer Attitude (CA) Abir Alalei, 2023 0.801
Purchase Intention (PI) Abir Alalei, 2023 0.795
Eco-Literacy (EL) Fleming, 2008 0.861
Subjective Norms (SN) Mingyan Yang, 2014 0.799
Health Consciousness (HC) Katirji, 2017 0.706
Environment and Economic Concerns (EEC) Adams, 2012 0.841
Brand Loyalty (BL) Adams, 2012 0.861
Satisfaction (SAT) Lakatos, 2021 0.800
Eco-Friendly Packaging (ECO) Aarén Gonzalez, 2009 0.751
Consumer Perception (CP) Katirji, 2017 0.900
Green Product Availability (GP) Isaacs, 2015 0.720
Eco-Labeling (LBL) John Thegersen, 2009 0.710
Perceived Value for Money (PVM) Katirji, 2017 0.721
Green Marketing (GM) BAKER, 2003 0.760
Perceived Reliability (PR) Adams, 2012 0.720

Descriptive Statistics

We conducted the descriptive statistics analysis to ascertain the univariate normality of

the adopted constructs used in our research study.
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Table 2: Descriptive Statistics

Construct Mean Std. Deviation Skewness Kurtosis
Consumer Attitude (CA) 2.2 0.576 -0.202 0.949
Purchase Intention (PI) 2.2 0.584 -0.194 0.007
Eco-Literacy (EL) 2.3 0.581 -0.237 0.695
Subjective Norms (SN) 2.4 0.539 -0.04 1.464
Health Consciousness (HC) 2.1 0.579 -0.149 -0.032
Environment and Economic Concerns (EEC) 2.1 0.586 -0.341 -0.184
Brand Loyalty (BL) 2.2 0.62 0.374 1.084
Satisfaction (SAT) 2.2 0.578 -0.13 -0.004
Eco-Friendly Packaging (ECO) 2.2 0.586 -0.15 0.198
Consumer Perception (CP) 2.3 0.539 -0.378 0.677
Eco-Labeling (LBL) 2.2 0.584 0.071 0.954
Green Product Availability (GP) 2.5 0.63 -0.334 0.672
Perceived Value for Money (PVM) 2.3 0.641 0.634 1.595
Perceived Reliability (PR) 2.1 0.582 0.018 0.723
Green Marketing (GM) 2.3 0.61 0.436 1.499

The highest Skewness level is (SK= -.398) for the Subjective Norms (SN) (Mean = 2.45,
SD=0.57) and the minimum Skewness level (SK= -.028) is for the Health Consciousness (HC)
(Mean= 2.07, SD= .66). Green Products (GP) (Mean=2.09, SD=.43) has the maximum Kurtosis
level (KR= 1.472). Thus, all the adopted constructs meet the criteria for Kurtosis i.e. £3 and
Skewness i.e. 1.

Reliability Analysis

We used the Cronbach Alpha technique to ascertain the reliability values for the
constructs used in our study. The summarized results are shown below:

Table 3: Reliability Analysis

Constructs Items Cronbach Alpha
Consumer Attitude (CA) 3 0.719
Purchase Intention (PI) 4 0.777
Eco-Literacy (EL) 3 0.561
Subjective Norms (SN) 5 0.664
Health Consciousness (HC) 3 0.7
Environment and Economic Concerns (EEC) 3 0.701
Brand Loyalty (BL) 3 0.727
Satisfaction (SAT) 3 0.699
Eco-Friendly Packaging (ECO) 4 0.794
Consumer Perception (CP) 3 0.715
Eco-Labeling (LBL) 5 0.815
Green Product Availability (GP) 3 0.73
Perceived Value for Money (PVM) 3 0.724
Perceived Reliability (PR) 3 0.685
Green Marketing (GM) 3 0.746
Overall Cronbach Alpha 0.928

According to Table 3 above, Eco-Label (M=2.31, SD=.67) has the highest reliability
(a=.866) and Eco-Literacy (EL) (M=2.26, SD=.60) has the lowest reliability (a=.670). The overall
Cronbach’s alpha for all the constructs is (a=.710). The values are above the required value of
0.8, thereby meeting the internal consistency criteria.

Exploratory Factor Analysis (EFA)

Table 4 shows that summarized results for exploratory factor analysis test, which was
used to ascertain the relationship between dependent and independent variables in our study:
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Table 4: Exploratory Factor Analysis

Constructs Items KMO BToS CFL

Consumer Attitude (CA) 3 0.658 150.989 64.08%
Purchase Intention (PI) 4 0.766 257.44 59.95%
Subjective Norms (SN) 3 0.643 111.921 59.99%
Health Consciousness (HC) 3 0.671 131.182 62.62%
Environment and Economic Concerns (EEC) 3 0.68 151.943 64.71%
Brand Loyalty (BL) 3 0.601 139.548 61.61%
Satisfaction (SAT) 4 0.785 285.281 61.91%
Eco-Friendly Packaging (ECO) 3 0.65 153.973 63.91%
Consumer Perception (CP) 5 0.816 398.581 57.96%
Eco-Labeling (LBL) 3 0.681 154.889 64.99%
Green Product Availability (GP) 3 0.659 158.177 64.58%
Perceived Reliability (PR) 3 0.66 121.198 61.37%
Green Marketing (GM) 3 0.684 170.31 66.36%

Note: Kaiser Meyer Olkin, Bartlett Test of Sphericity, Cumulative Factor Loading

The Kaiser-Meyer-Olkin (KMO) test suggests that the KMO value for all construct
should ideally be greater than 0.6. The table above shows all values meeting the intended
criteria. Moreover, the value for cumulative factor loading is also greater than 50%, thus
meeting the required values for exploratory factor analysis.

Correlation Analysis

The correlation assessment is a test which tells us the unique relationships between two
variables in a study. It is conducted to rule out the issue of multi-collinearity, and as a
prerequisite for hypothesis testing. The following Table 5 shows the summarized results at 95%
confidence level:

Table 5: Bivariate Correlation

CA PI SN BL SAT | ECO cr LBL GP PVM PR GM EEC HC
CA 1
IPI 703" 1
SN b71™| 564™ 1
BL 5747 6207 | 540" 1
SAT |.513™| .626™ | 472" | .620™ 1
IECO |.383™| .499™ | .242™ | 455" | 573" 1
CP 435" 4527 | 291" | 421" | 527" | 691" 1
LBL 5067 495" | 520" | .508™ | .545™ | .395™ | 438" 1
GP 533 571 | 454" | 481" | .628™ | .622™ | .542" | 563" 1
PVM | .467*| 515" | 491" | .632™ | 537~ | .304™ | .331" | .618" | .539™ 1
PR 4097 456" | 4597 | 509" | 481 | 426" | .393* | 588" | .619™ | .600™ 1
GM 4387 500™ | .336™ | .371™ | B39~ | 544 | 570" | 481" | .550™ | .299* | 397" 1
EEC 4907 560" | 377 | 498~ | 523" | .619™ | .606™ | .570™ | .591™ | 432" | 463" | 505" 1
HC A727| 5627 | 361 | 504 | 5377 | .616™ | .596™ | .448™ | 481™ | 404~ | 418~ | 479" | .644™ 1

The above correlation table shows that the pair of purchase intention (PI) and green
products (GP) has the strongest correlation (r=.834). It shows that the weakest correlation value
was found for the pair of economic and environmental concern (EEC) and subjective norms
(SN) (r=.339). However, we can conclude that all variables and their relationships with each
other is distinct, free of multi-collinearity issue, and between .30 and .90.
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Construct Validity

As the constructs used in the study are taken from various sources, thus the construct
validity has been determined tests validity, which includes two type: convergent and

discriminant.

Convergent Validity

Convergent validity is a business analytics test conducted to check the variance explained
for each construct. The value for AVE should be greater than 0.50 or 50% to maintain that the
constructs have good internal consistency. The following Table 6 shows summarized results for

convergent validity test on our research study:
Table 6: Convergent Validity

Constructs Items Cronbach Alpha Average Variance
Explained
Consumer Attitude (CA) 3 0.719 0.64
Purchase Intention (PI) 4 0.777 0.59
Subjective Norms (SN) 3 0.7 0.59
Health Consciousness (HC) 3 0.701 0.62
Environment and Economic Concerns (EEC) 3 0.727 0.64
Brand Loyalty (BL) 3 0.699 0.61
Satisfaction (SAT) 4 0.794 0.62
Eco-Friendly Packaging (ECO) 3 0.715 0.64
Consumer Perception (CP) 5 0.815 0.58
Green Product (GP) 3 0.73 0.65
Perceived Value for Money (PVM) 3 0.724 0.64
Perceived Reliability (PR) 3 0.685 0.61
Green Marketing (GM) 3 0.746 0.66

Discriminant Validity

Discriminant validity test is used to ascertain whether or not the constructs used in a
research study are distinct and unique. Its criteria is the square root of variance explained
should be more than each correlation value (pair). The following Table 7 shows that each

correlation pair in our study is unique:

Table 7: Discriminant Validity

CA PI SN BL SAT | ECO | CP LBL GP |PVM | PR GM | EEC | HC
CA 0.80
P1 .703"| 0.77
SN 5717 .564™ | 0.81
BL 574" 620" | 540" | 0.80
SAT |.513™| .626™ | .472™ | .620™ | 0.78
ECO |.383™| .499™ | .242™ | 455 | 573" | 0.79
CP A35™| 4527 | 291" | 421" | 527" | .691™ | 0.80
LBL [.506™| .495™ | .520™ | .508™ | .545™ | .395™ | 438" | 0.76
GP 533" | 571" | 454" | 481 | .628™ | .622™ | .542™ | 563" | 0.81
PVM | .467™| 515" | 491" | .632™ | .537" | .304™ | .331™ | .618™ | .539" | 0.80
PR 409™| 456" | 459~ | 509" | 481" | .426™ | .393™ | .588™ | .619™ | .600™ | 0.78
GM  |.438™| .500™ | .336™ | .371™ | .539" | .544™ | .570™ | .481™ | .550™ | .299™ | .397" | 0.81
EEC |.490™| .560™ | .377 | .498™ | .523" | .619™ | .606™ | .570™ | .591™ | .432™ | 463" | 505" | 0.79
HC 4727 562 | 361™ | .504™ | 537" | .616™ | .596™ | .448™ | 481" | 404™ | 418" | 479" | .644™ | 0.77
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Confirmatory Factor Analysis (CFA)

Confirmatory factor analysis to test the fitness of our model in AMOS. It allowed us to
test the relationship between observed variables and their underlying relationships within the
constructs. The above data shows that the tested model is a good fit since the value for
CMIN/DF= 1.724 is less than 3.0, RMR = 0.031, IFI > CFI> TLI> 0.9, and RMSEA =0.054. Based
on the reported fit indices (Model Fit Summary shown above), the CFA model in this study has
a good fit. The study has reported fit indices from Absolute, Relative, Comparative, and
Parsimonious Fit Indices categories, as recommended by Pituch and Stevens (2015).

The Chi-Square statistic (x2) is used as a measure of goodness of fit, but it is sensitive to
sample size, and the significance level can be affected. Therefore, the study has also reported the
Relative Chi-Square (x2/df) value, which is a better determinant of model fit. The results of this
study fall within the threshold of good model fit as x2/df =1.725, which is less than 3.0. The
study also reports RMSEA (90% CI), which should be closer to 0.00 in the ideal case, but a value
of <0.05 is acceptable. In this study, the reported RMSEA value is 0.054, which falls within the
acceptable range. The Parsimony-Adjusted Model also shows the values of PRATIO, PCFI, and
PNFI to be 0.848, 0.69, and 0.77, which are all above the acceptable range of >0.7, indicating a
good fit model. The NFI value for the default model is .822 and the RFI value for the default
model is .791, which are both close to the threshold of 0.90, indicating a moderate model fit.
Finally, the TLI and CFI values for the default model are .900 and .915, respectively, greater
than minimum 0.90, indicating a good model fit.
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Figure 2 CFA Model on AMOS
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Structural Equation Modeling (SEM)

The conceptual framework of our research was tested using the covariance-based SEM
approach on SPSS AMOS.
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Figure 3 SEM MODEL on AMOS
SEM can only be conducted after acceptable results are achieved in CFA analysis.
Getting accepted for model fitness via CFA is necessary before evaluating the estimates and P-
values AKA significance for hypothesis testing.

Table 8: SPSS AMOS SEM Model Regression Weights

Parameter Estimate Lower Upper P
CA <--- LBL -312 -1.450 .084 245
CA <--- ECO 112 -.300 435 522
CA <--- SN .616 .292 1.087 .030
CA <--- PVM .540 213 1.171 .025
CA <--- GM .096 -229 .580 576
PI <--- CA .992 944 1.033 .021
BL <--- PI .895 .767 .985 .013

The above table 8 shows that the hypotheses indicating P values less than 0.05 are failed
to reject, signifying statistically significant relationships between the variables. In this test, we
also run bootstrapping to measure specific effects of variables. And to say whether the
relationship is significant, the recommended value of P is less than 0.05. The results of
hypothesis are discussed below:

e Subjective Norms (SN) has a significant positive effect of Consumer Attitudes
(CA) (p =.030).

e Perceived Value for Money (PVM) has a significant positive effect on Consumer
Attitudes (CA) (p =.025).

e Eco-Labeling of Organic Food Products (LBL) has no significant effect of LBL on
Consumer Attitudes (CA) (p = .245).
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e Eco-Friendly Packaging of Organic Food Products (ECO) has no significant effect
of ECO on Consumer Attitudes (CA) (p = .522).

e Green Marketing (GM) has no significant effect of GM on Consumer Attitudes
(CA) (p = .576).

e Consumer Attitudes (CA) has a significant positive effect on Purchase Intention
(PI) (p =.021).

e Purchase Intention (PI) has a statistically substantial positive impact on Brand
Loyalty (BL) (p = .013), which is an indirect positive impact of Consumer
Attitudes (CA) on Brand Loyalty (BL) through Purchase Intention (PI).

The constructs Consumer Perceptions (CP), Health Consciousness (HC), Economic and
Environmental Concerns (EEC), Green Product Availability (GP), Perceived Reliability (PR),
Green Marketing (GM), and Satisfaction (SAT) were removed as the estimates for their items
were less than 0.60, hence, all the pertaining hypothesis are rejected.

Discussion and Conclusion

Modern-day customers have become pickier, empowered, and decisive about the food
products available in the market. The increased eco-consciousness trend has also resulted in a
significant impact on buying behaviors and attitudes toward organic food products. The Theory
of Reasoned Action applies here as the consumer attitudes are affected by several factors that
ultimately shape their purchase intention and behaviors towards organic food products. That's
why we conducted this study to establish and measure the impact of several factors on
consumer attitudes.

Firstly, the construct Eco-Literacy (EL) was dropped as it did not provide a Cronbach
Alpha value above the recommended value (0.70). The study proceeded with Exploratory
Factor Analysis, Correlation, and Validity analysis, establishing that all of the constructs were
correctly chosen for this study. In this test, we also run bootstrapping to measure specific effects
of variables. And to say whether the relationship is significant, the recommended value of P is
less than 0.05.

We also conducted Confirmatory Factor Analysis (CFA) and Structural Equation
Modeling (SEM) through SPSS AMOS. The model was concluded as fit in the model fit analysis
and SEM also provided standardized regression weights and significance values for hypothesis
testing.

In conclusion, this study's findings are consistent with previous research, highlighting
the importance of several factors, including subjective norms (SN), eco-friendly packaging
(ECO), eco-labeling (LBL), green marketing (GM), perceived value for money (PVM), and
purchase intention (PI), in influencing consumers' attitudes towards green products. Moreover,
a relationship was also established about how Consumer Attitudes (CA) affects Brand Loyalty
(BL) through Purchase Intention (PI), supporting the Theory of Reasoned Action. Therefore,
companies should consider these factors when developing their marketing strategies to
promote green products and increase consumers' purchase intention and loyalty.

This research study can help policymakers, manufacturers, marketers, retailers, and
wholesalers improve organic food production and sales. They should focus on generating
consume awareness regarding organic food products, establishing brand loyalty, and providing
value for money. They can also shape consumer attitude using factors such as Subjective Norms
and lifestyle influences, green marketing practices, and eco-labeling and drive positive purchase
intention toward organic food products.
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Research Limitation and Scope of Future Research

A few limitations need to be considered with respect to our research about consumer
attitudes toward organic food products purchase intention. The sample of our study was
limited to a specific geographic and demographic group, limiting the result’s generalizability.
We studied the impact of purchase intention on brand loyalty and satisfaction, which may
overlook any other potential factors causing an effect within this relationship. Lastly, the
constructs of this study were adopted from other research papers, therefore new constructs may
be developed to understand the subject in a better way.
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