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Abstract

The aim of this study is to investigate the consumer motivational factors that influence their attitude to purchase
of organic food in Malaysia. Consumer motivational factors involved past experience, health consciousness and
personal values were examined in this study. Data from 421 organic food consumers were obtained through a
survey conducted in Kuala Lumpur and Petaling Jaya or better known as Klang Valley, Malaysia. The structural
equation modelling was used for data analysis and four hypotheses were tested. The findings showed that all four
hypotheses were accepted. Health consciousness had the greatest positive influence on consumer attitude of
organic food, followed by past experience and personal values. Purchase of organic food products was
significantly affected by consumer attitude of the products. The contribution of this paper is twofold. First and
from a theoretical perspective, it offers both development and validation of Theory of Planned Behaviour and
Hierarchy of Effect model. Second and from a pragmatic perspective, the findings proposed useful information
to organic food providers in developing and implementation of effective strategies to enhance consumption of
organic food.
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1. Introduction

Organic food is the fastest growing market in the food industry in many countries (Dettman & Dimitri, 2010).
The global sales for organic food and beverage have reached US$89.8 billion in 2015 (Stratistics Market
Research Consulting, 2016). Economic growth, urbanisation, globalisation and trade liberalisation has
significantly impact consumers' food choices and preferences. The increasing consumers’ demand towards
organic food products are mainly due to food safety concern (Hsu, Chang & Lin, 2016; Wee, Ariff, Zakuan &
Tajuddin, 2014), health benefits (Mohamad, Rusdi & Hashim, 2014) and environmental concern (Sia, Ooi,
Chong, Lim & Low, 2013).

According to Schiffman (2008), consumer behaviour is influenced by internal and external factors. Internal
influences are processes that occur primarily within an individual consumer decision making and is influenced
by psychological factors such motivation, perception, learning, personality, and attitude (Schiffman and Kanuk,
2007). Hence, the important internal stimuli factors that influencing consumer attitude to purchase organic food
products are health consciousness (Tregear, Dent & McGregor, 1994), personal values (Zanoli, 2004) and past
experience (Bo, 2009). Past literature have debated on what are the factors motives the consumers to purchase
organic food products. Several researchers have also questioned on the contribution of organic food towards
health benefits (Dangour, Lock, Hayter, Aikenhead, Allen & Uauy, 2010; Magnusson, Arvola, Hursti, Aberg &
Sjoden, 2003). Furthermore, consumers have different perspectives on personal values when purchasing organic
food (Sashi, Kottala & Singh, 2015). Consumers’ personal values include health benefits (Mohamad, et al.,
2014), environmental concern (Sia et al., 2013), high quality (Basha, Mason and Shamsudin, 2015) and better
taste (Denver and Jensen, 2014) of organic food products significantly affect customer attitude to purchase.

This exploratory study is aimed to investigate how motivational factors influence consumer attitude to purchase
of organic food in Klang Valley, Malaysia. Hence, the primary objectives of this study are; 1) to investigate the
effect of past experience, health consciousness and personal values on consumer attitude of organic food and 2)
to analyse the influence of consumer attitude towards purchase of organic food.

This study has integrated the Theory of Planned Behaviour (TPB) and Hierarchy of Effects Model (HEM) in the
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development of conceptual framework. Past research on organic food have generated extensive insights into
motives for purchasing organic food products. However, little attempt of past research studies that have adopted
an established theory or theoretical approach to explain a purchase behavior of organic food (Lee & Goudeau,
2014). For example, the TPB model has been criticized due to the lack of a past experience component in
relating to consumer purchasing behaviour (Bo, 2009). Hence, this study is expected to fill up the research gap
and contribute to the development and validation of TPB and HEM in the context of consumer purchasing
behaviour of organic food industry. The findings of this research will provide better understanding on the
internal stimuli factors that influencing consumer attitude to purchase organic food. Furthermore, the organic
food retailers or manufacturers could leverage on this findings for better planning, formulation and
implementation of marketing strategies to the targeted consumers.

2. Literature Review and Hypotheses Development
2.1 Associated Theories

The TPB has been widely applied in most of the studies to reflect the social cognition in psychology. TPB is an
extension of the Theory of Reasoned Action (TRA), with enhancement by its addition of perceived behavioural
control (Ajzen 1991). The TRA was first introduced by Fishbein and Ajzen in 1967 (Ajzen and Fishbein, 1980;
Fishbein and Ajzen, 1975). TRA focused on explaining and exploring the ‘knowledge-attitudes-behaviour’, as
well as the underlying determinants of intentions and behaviour (Fishbein and Ajzen, 1975).

The Hierarchy of Effects Model (HEM) was introduced by Lavidge and Steiner (1961) and later adapted by
Barry and Howard (1990). This model indicates that consumers will go through different mental stages during
making purchasing decisions and reaction to messages in sequence basis. The HEM process includes cognitive
(learning, knowing), affective (thinking, feeling) and conative (intending, doing) components. The HEM model
applied well in understanding consumer attitude and behaviour (Dubé, Cervellon and Han, 2003). A few
previous literature have applied and tested HEM in their conceptual framework, such as Chen (2009), Khan
(2012), Lee & Goudeau (2014). Khan (2012) found that all seven independent variables under cognitive stage
represented by attitude, subjective norms, perceive price, health consciousness, availability, knowledge and
demographic characteristics were significant to purchase intention (affective stage) and actual purchase (conative
stage). In a study conducted by Lee & Goudeau (2014), beliefs and utilitarian attitudes are conceptualized as
cognition; hedonic attitudes, as affect; and attitudinal loyalty and behavioral loyalty, as behavior. Lee & Goudeau
(2014) found that health benefits positively influenced utilitarian attitudes, and also utilitarian attitudes had a
significant relationship with hedonic attitudes, which in turn led to attitudinal loyalty.

2.2 Past Experience

According to the Social Cognitive Theory (Bandura, 2001), individual process of learning is influenced by
external and internal social reinforcement. Reciprocal determinism elaborated the dynamic and reciprocal
interaction of an individual which comprises a set of learned experience and personal characteristics which
interact with external social context to enable a certain behavior, such as attitude or purchasing behavior. A few
researchers (e.g., Bo, 2009; Verbeke & Vackier, 2005) have found that past experience is an important factor
influencing consumer attitude to purchase products or services. In a study at South Korea, Bo (2009) reported
that past experience have a positively significant influenced on consumers’ purchase intention of organic food. In
fact, past experience was the most important factor being compared to other variables, such as trust, price, and
perceived behavioural control, used in the study (Bo, 2009). Verbeke & Vackier (2005) examined individual
determinants in purchasing fish by using TPB model and concluded that habit emerged as the strongest
determinant of purchasing behavior.

In contrast, Rahman, Aafzal, Mahmood & Habib (2015) conducted an empirical investigation on Pakistani
organic food consumers, and asserted that past experience has no significant impact on purchase intention of
organic food. Past experience was not an important element in motives to purchase organic food due to the
cultural setting in a less developed country like Pakistan (Rahman et al., 2015). Hence, to explore the
relationship between the past experience and consumer attitude of organic food, the following hypothesis is
developed:

H;: Past experience has significant effect on consumer attitude of organic food.
2.3 Health Consciousness

Health consciousness refers to the desired state of well-being and emphasize to maintain a healthy life. Previous
studies have identified that health consciousness is the most commonly stated motives for purchasing organic
food (e.g., Basha et al., 2015; Sia et al., 2013; Chen, 2009; Roitner-Schobesberger, Darnhofer, Somsook & Vogl,
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2008; Padel & Foster, 2005). Generally, consumers believed that organically grown foods are safer, higher
nutritional value and provide greater health benefits than conventional alternatives and this has leads to positive
attitudes toward organic food products (Sia et al., 2013). In a study conducted in U.S, Lee and Goudeau (2014)
found that health convictions were decidedly connected with consumers’ attitude to purchase organic food.
According to Chen (2009), healthy lifestyle as an important mediating effects on the positive relationships
between health consciousness and consumer attitude towards organic food. Magnusson et al. (2003) found that
health consciousness positively influenced the Swedish consumers’ attitude to purchase organic food. Consumers
prioritised on organic food for own or family health as the strongest motivations to purchase organic food
(Makatouni, 2002; Magnusson, Arvola, KoivistoHursti, Aberg & Sjode'n, 2001). Consumers have positive
attitude towards organic food because they believed by consuming organic food, which are free from pesticide
residues, would improve their health (Lockie, Lyons, Lawrence & Mummery, 2002).

In contrast, Tarkiainen & Sundqvist (2015) and Michaelidou & Hassan (2008) found that the relationship
between health consciousness and consumer attitude to purchase organic food was not significant. Food safety
concern and ethical self-identity was identified more important than health consciousness as motives to purchase
organic food (Tarkiainen & Sundqvist, 2005; Brunso & Scholderer, 2001). Hence, the following hypothesis is
developed to explore the relationship between health consciousness and consumer attitude:

H,: Health consciousness has significant effect on consumer attitude of organic food.
2.4 Personal Values

According to Schwartz Value Inventory (Schwartz, 1992), values can be categorised into conservatism,
self-enhancement, self-transcendence and openness to change. Self-enhancement focuses on consumers who
prioritised on social status as their motives to purchase organic food. Conservatism refers to the belief to support
stability of society and social relationships, such as support the growth of local organic food industry.
Self-transcendence advocated universalism by focusing on contribution towards environmental friendly, ecology
and protects animal welfare. Openness to change relates to the desire to change their lifestyle, practice healthier
eating habit, or try new innovative organic food.

A few researchers (e.g., Sia, 2013; Basha et al., 2015; Sangkumchaliang & Huang, 2012) have asserted that
environmental concern was a major determinant of purchasing organic food. According to Basha et al. (2015),
the increasing awareness on environmental degradation has changed consumer attitude to purchase more
environmental-friendly and organic products. Pellegrini & Farinello (2009) reported that majority of respondents
in their study perceived by purchasing organic food would help save the environment. Honkanen, Verplanken &
Olsen (2006) concluded the more concerned consumer attitude towards environmental friendly, the more
positive their attitude on purchasing organic food. Ethical concern on animal welfare was an important
influencing factor in decision to purchase organic food (Harper & Makatouni, 2002).

Lifestyle is also the most important factors for the motives to purchase organic food (Basha et al., 2015; Zanoli
et al., 2004). Additionally, organic food products are seen represent status symbols or affluent lifestyle (Padel &
Foster, 2005; Govindasamy, DeCongelio, Italia, Baobour & Anderson, 2001). Organic food has a social value
(Costa, Zepeda & Sirieix, 2011). Consumers who have been convinced of the values obtained from organic food
consumption and have adopted organic lifestyle were able to accept the higher price (Voon, Kwang & Agrawal,
2011). Organic food is seen as more of a ‘luxury good,” where higher price tag gives the purchaser a feeling of
high product quality and social esteem (Govindasamy et al., 2001).

Hj: Personal values has significant effect on consumer attitude of organic food.
2.5 Attitude

An attitude is a psychological tendency that is expressed by evaluating a particular entity with some degree of
favour or disfavour (Ajzen, 1985). In the conceptual framework for this study, we will combine the three
classical dimensions of attitude formation known as Hierarchy of Effect Model (Barry & Howard, 1990 ), e.g. a
cognitive (motivations to purchase organic food), an affective (general attitudes towards organic food), and a
conative dimension (purchase of organic food). Theory of Planned Behaviour indicated three major determinants:
attitudes towards the behaviour, subjective norms and perceptions of behavioural control (Ajzen 1991; Ajzen
2005; Ajzen & Albarracin 2007). Consumer attitude is proven to be one of the most important antecedents of
understanding and explaining consumers’ choice of food (Conner, Povey, Sparks, James & Shepherd, 2003).

2.6 Purchase
According to the TPB (Ajzen & Albarracin, 2007), actual purchase is the important final stage in the consumers’
process of buying a product or service. Song, Safari & Mansori (2016) found that consumer attitude is positively
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correlated to the actual purchase of organic food. Lim, Li & Suryadi (2014) examined and found positive
relationship between purchase intention and actual purchase of organic food. Wee et al. (2014) reported that
actual purchase behaviour of organic food products was significantly affected by the purchase intention of the
products. Past literature in the context of organic food study in Malaysia had little attempt in investigating this
final stage of actual purchase (Wee et al., 2014). Furthermore, Pearson, Henryks & Jones (2010) stated that exist
a gap of knowledge in the aspect of consumers generally have positive attitude towards organic food, but
relatively low level of actual purchases. Hence, the following hypothesis is formed to address the gap by
investigating the relationship between consumer attitude and purchase.

H,: Consumer attitude is directly and positively correlated to the purchase of organic food.
3. Conceptual Model

Figure 1 shows the conceptual model for this study. The independent variables of past experience, health
consciousness and personal values representing the motivational factors. Consumer attitude as mediator and
purchase as dependent variable.

Past Experience H,
H? H4 [
Health Attitude Purchase
Consciousness H,
Personal Values
Figure 1. Conceptual Model
4. Methodology

4.1 Sampling and Measurement

The target population of this study is existing consumer of organic food residing in Klang Valley, Malaysia.
Non-probability convenience sampling method was used to select the sample of 421 respondents who were
consumers present at the selected supermarkets or specialty retail outlets selling organic food products (Aeon,
Country Farm Organics and BMS Organic) in Klang Valley, Malaysia. A pilot study was conducted on 100
respondents to ensure respondent’s comprehension of the questionnaires. The survey instrument was designed
with 23 items assessed by a six-point Likert scale (1: strongly disagree and 6: strongly agree) and demographic
variable with four items. The scale measured past experience, health consciousness, personal values, consumer
attitude and purchase. The collected data was analysed using the Statistical Package for Social Sciences (SPSS)
version 22 to perform descriptive analysis, validity and reliability analysis. Followed by, SPSS AMOS version
21 was used to perform the SEM analysis to test the hypotheses.

4.2 Validity and Reliability Assessment

According to Hair, Black, Babin, Anderson and Tatham (2010), the objectives of pilot study is to perform
Exploratory Factor Analysis (EFA) to eliminate variables with factor loading less than 0.3. Pallant (2007) has
suggested that Bartlett’s Test of Sphericity value must be significant at p<0.05 and the Kaiser-Meyer-Olkin
(KMO) value must be 0.6 or above. In examining EFA using Maximum Likelihood extraction and Promax
rotation, it has yielded five dimensions (KMO score of 0.888, Bartlett’s Test p=0.000, p<0.05). The factor
loading for all the 23 proposed items is above 0.3. The Confirmatory Factor Analysis (CFA) for each item in the
construct and Cronbach’s Alpha results are presented in Table 1. The Cronbach’s Alpha values of 0.7 and above
are required to show a high level of internal consistency in the data (Pallant, 2007). The Cronbach’s Alpha values
were 0.959 (past experience), 0.868 (health consciousness), 0.918 (personal values), 0.906 (attitude) and 0.888
(purchase). Hence, the findings indicated that past experience, health consciousness, personal values, attitude
and purchase of organic food were valid and reliable for further inferential analyses.
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Table 1. The CFA Results for the Measurement Model

Construct Item Statement Factor - Cronbach’s
Loading Alpha

X1 I have a positive experience on organic food. 852 959
X2 T usually purchase organic food more than conventional food. 909
Past X3 I am very satisfied with the consumption of organic food. 915
Experience X4  Ipurchased and consumed various types of organic food. 903
X5  Ipurchased and consumed organic food due to its innovativeness. .885
X6  Organic food is always easily available for purchase. .891

Hl Organic food is more nutritional than conventional food that improves my .688 .868

health.
H2 Organic food is safe for consumption as it is free from pesticides, fertilizers and .790
He'alth genetic modifications.

Consciousness H3 Organic food products are healthier than conventionally grown food. 784
H4 Organic food is better in quality that promotes my health. .828
H5 Organic food provided me a healthy lifestyle. .697

Vi I purchase organic foods to contribute towards environmental friendly, ecology .782 918

and protects animal welfare.

P\Zsl?;l:l V2  Organic food contribute to higher status symbol. 936
V3 I purchased organic foods to support local organic food industry. 922
V4  Organic food is tastier than normal conventional food. 812

Al I trust the product labelled as organic. 831 906
Attitude A2 In general, I hold a positive attitude on organic food. .849
A3 Iam willing to purchase organic food because the benefits outweigh the costs. .823
A4 Thave positive intention to purchase organic food. .803

P1 I am a regular purchaser of organic food. 835 .888
P2 My purchase proportion of organic food is relatively higher compared to .819

Purchase non-organic food.
P3 I purchased organic food for my own consumption. 817
P4 I purchased organic food as a gift for my friends. 791
5. Findings

5.1 Demographic Profile of the Respondents

A total of 421 respondents were existing consumers of organic food. Majority respondents are female (60%),
followed by male (40%). As for the respondents’ monthly income, 4.5 percent earned less than RM1500, 13.3
percent of the respondents have an income between RM1500— RM3000. Furthermore, 41.1 percent of the
respondents have an income between RM3000-R,M6000 and 32.3 percent of the respondents belong to the
income group of RM6000-RM10000. Respondents with an income above RM 10000 comprises 8.8 percent. As
for the respondents’ age, 8.6 percent belong to the age group of 18-20, followed by 23.5 percent under the age
group between 21 -38. Majority of 46 percent of the respondents under the age group of 39-49, and 21.9 percent
belong to age group of 50 and above. In addition, majority of respondents come from high educated category
which are bachelor degree (49.4%), post-graduate (16.4%), certificate or diploma (25.4%), and high school and

below (8.8%).

5.2 Model Compatibility Testing
Table 2. Goodness of Fit

Index Level of Acceptance Result Model Evaluation
Chi-square P>0.05 599.601 Good
Chisqg/df Chi Square / df <3.0 2.689 Good
RMSEA RMSEA <0.08 0.063 Good
IFI IFI>0.9 0.951 Good
CFI CFI>0.9 0.951 Good
TLI TLI> 0.9 0.944 Good
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This study accounted a good fit of the research model to the data as shown in Table 2. The Chi-Square value is
599.601 and according to Barrett (2007), chi square probability value greater than 0.05 indicates acceptable
model fit. The ratio of x*/df was 2.689, lower than the value 3.0, as suggested by Byrne (2010). Incremental fit
indices were greater than 0.9, with IFI of 0.951, CFI of 0.951 and TLI of 0.944. As for the absolute index,
RMSEA of 0.063 which was lower than the value 0.8, as suggested by Browne and Cudeck (1993).

The normality assessment was conducted to assess the distribution for every variable in the dataset before
proceeding to modelling the structural model. By using SEM with Maximum Likelihood Estimator, the findings
indicated that the data is normally distributed with value of skewness between -1.0 and 1.0, and kurtosis of
between -3.0 and 3.0. Finally, the estimated path coefficients were derived and the research hypotheses were
examined.

5.3 Model Causality Testing

The regression weights and probability value which indicates its significance is shown in Table 3 and final
structural model is shown in Figure 2. The findings concluded that past experience had significant positive effect
(0.212) on attitude and H; is accepted. H, is accepted and health consciousness has significant effect on attitude
of organic food (0.136). The regression coefficient of the relationship between personal values and attitude is
also significant (0.512) and Hj; is accepted. Subsequently, attitude had direct positive effect (0.472) on purchase
and shown significant P value. Therefore, Hy which proposed attitude has a positive influence on purchase of
organic food is accepted.

Table 3. Regression Weights and the Probability Value which Indicates its Significance

Paths Estimate S.E. CR. P Result
Attitude <-- Past Experience 212 .039 5.440 HoEE Supported
Attitude <-- Personal Values 136 .061 2.224 .026 Supported
Attitude <-- Health Consciousness 512 .076 6.766 HoHk Supported
Purchase <-- Attitude 472 .040 11.734 HAK Supported

Fitness Indexes

P-Value = .000
RMSEA= 063
IF1 = 951

1
2
00,000,.27 3 FNE I
7 q 7 7 5 Tl = 944
6 Chisg=599601
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Figure 2. Structural Model
6. Discussion

Empirical results in this study indicate that consumers’ strong concerns about health was the main motivation
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factor for their positive attitude towards purchasing of organic food. Hypothesis 2 is accepted and the findings
are consistent with many previous studies (e.g. Sia et al., 2013; Lee & Goudeau, 2014; Chen, 2009). This implies
that consumers believed that organic food products are better in nutritional values, quality, safety and health
benefits. Although hypothesis 1 and 3 are accepted, but its correlation coefficient value still considered as weak
according to ‘Guilford Rule of Thumb’, with r value of below 0.4 (Guilford, 1956).

It is recommended that organic food manufacturers and retailers should prioritised on the nutritional value, long
term health benefits, environmental concern and social status when producing or selling the products. Most of
the products should carry the organic certification logos to build consumers’ trust and encourage positive attitude
to purchase organic food. The communication flow with the consumers should be maintained systematic and
clear information on the benefits and characteristics of organic food. Marketers should convince the consumers
that organic food product is safe for health and consists good values, because these motivational factors support
the positive attitude a to purchase organic food.

The policymakers could leveraged on this study findings to further promote the organic certification logo and
organic food knowledge to the public through a nation-wide awareness campaigns. Malaysian consumers
preferred to purchase organic food products with proper organic certification as it is viewed as being more
trustworthy. Policy concerning health awareness and placement to generate more consumption volume even if
the price is a barrier.

The foremost theoretical contribution of this study is the development of TPB model and the testing of the HEM
model in an organic food purchase context. In this study, past experience and personal values have shown to be
an important component that influenced attitude and purchasing behaviour. Therefore, past experience and
personal values should be incorporated in the TPB model as influencing factors towards behavioural belief and
attitude. Furthermore, the acceptance of all the hypotheses in this study and the findings have validated the three
stages of HEM model of cognitive (motivational factors), affective (attitude) and conative (purchase)
components.

From a managerial perspective, it is interesting and important to understand consumer attitude and purchase
decision towards organic food. The findings of this study provide useful information to organic food retailers or
marketers seeking to improve their sales, achieve continuous business growth and sustain in the market. The
investigation on consumer motivational factors were meaningful for the retailers or marketers as they could plan
and develop appropriate targeting and positioning strategies to increase consumers’ demand on the organic food
products in a growing market like Malaysia.

7. Conclusion

The findings have provided a valuable insights to the manufacturer, retailers or marketers on the importance of
consumer motivational factors that affected their attitude to purchase organic food in Malaysia. Among the
limitations of this study were the scope of the study, sampling size, measurement scale of variables and research
design. The investigation from this study was only observed through the influence of the past experience, health
consciousness and personal values and also confined to the area of Klang Valley in Malaysia. It is recommended
that other external factors such as marketing, cultural or demographic in influencing consumer attitude and
purchase of organic food should be explored for future studies. Data collection in different geographic areas in
Malaysia would be useful for increasing sample representativeness and clarifying regional differences in
consumers’ purchase behaviour towards organic food.

Furthermore, future research can consider mixed research methods of quantitative and qualitative. The
relationship between influencing factor, consumer attitude and actual purchase could be in depth investigated by
using both quantitative and qualitative method to produce a good quality presentation of data analysis for the
study.
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