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Abstract 

Organic products have been gaining popularity among consumers worldwide due to the environmental and 

health benefits they are associated with. As a result of this trend, organic industries have been flourishing and 

have been able to expand into a variety of consumer product/service categories. Looking to explore purchasing 

behavior related organic coconut cosmetic products, this study attempted to apply the theory of planned behavior 

(TPB), which is a method of predicting consumer behavior that has been used extensively in a variety of research 

areas in recent years. Based upon the literature review, an extended TPB model that incorporates health concerns 

and health knowledge, in addition to attitude, subjective norms and perceived behavior control was examined in 

this study. For the data collection, an online survey was issued to residents of Bangkok, Thailand; with a total of 

613 respondents retuning the questionnaires. Structural equation modeling (SEM) was employed to analyze the 

data using SPSS AMOS 24. The results showed that attitude, subjective norms, perceived behavior control and 

health concerns positively affect purchase intention; however, health knowledge did not influence purchase 

intentions related to the organic coconut cosmetic products. Similar to the findings in most extant literature, 

attitude was found to exert the most influence on the purchase behavior in this study. 

Keywords: organic coconut, health concern, health knowledge, behavior intention 

1. Introduction 

Public concern regarding environmental issues has been growing progressively (Kirk, 1995; Laroche, Bergeron, 

& Barbaro-Forleo, 2001). Consumers are aware that their purchasing behavior might have direct or indirect 

adverse impacts on the environment. Consequently, consumers are modifying their purchasing behavior, and 

gravitating towards products perceived to be environmentally friendly. Therefore, the rising “green 

consumerism”, which entails the production, promotion, and advancement of goods and services that are 

understood to have more positive impacts on the environment (Akenji, 2014), is now having a considerable 

influence on the decisions being made in various business segments, and is modifying manufacturing processes 

and operational procedures (D’Souza & Taghian, 2005). The term “green”, in these contexts, is well understood 

to have such connotations as “eco-friendly”, “environmentally friendly”, or “sustainable” (Kim et al., 2013). 

Within the world of green consumerism, organic products play a central role. Evidence for this can be seen, in 

part, by the positive growth that pushed global sales in the organic market up to 97 billion US dollars in 2017. In 

terms of market share, organic food sales in America accounted for the most (valued at 48.7 billion US dollars), 

follow by Europe (valued at 39.6 billion US dollars), and then the rest of the world (with a combined value of 

8.7 billion US dollars) (Willer & Lernoud, 2019). This suggests that, as the idea spreads, organic product 

markets will continue to experience correspondent growth.  

For instance, nowadays Thai consumers are more concerned about health and environment related problems than 

they were in the past. These concerns are inspiring them to search for higher-quality and healthier products, 

preferably without chemical substances. Meanwhile, according to a report from the United Nations Food and 

Agriculture Organization (FAO, 2016), Thailand is importing about THB 30,000 million of agriculture chemicals 

per year, and ranked 4th in the world for insecticide use. For this reason, cancer risk among farmers is higher than 

it is among those in other vocations (Ueausangkomsate & Santiteerakul, 2016). Related concerns have been 
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fostering growth in Thailand’s organic agriculture market for a number of years now, and the trend is likely to 

continue. With growing demand for greater variety in organic products, some believed that in the future, the 

organic industry will develop into the largest health-oriented market in the world (Leong & Ng, 2014). Even now, 

there are a great number of different types of organic products available; however, this study narrows in on a 

specific group, giving focus to organic coconut cosmetic products being marketed to Thai consumers. It aims to 

develop an understanding of Thai consumer behavior by looking at the way in which factors such as health 

concern and knowledge influence purchase intention. Additionally, this study also offers recommendations about 

how the government and those in the agricultural industry can implement strategies to increase the market share 

of organic products in Thailand. Even though there is growing interest in green products among Thai consumers, 

consumption of organic products is still relatively low. There are, of course, many demographic variables that 

need to be taken into consideration when exploring the situation, including age, gender, education level, 

occupation, household income and marital status. Although the organic movement gained traction quite quickly 

in developed countries, in developing countries the response has been slower; nevertheless, receptiveness among 

consumers does seem to be present (Yadav & Pathak, 2016). As information spreads, growing consumer 

awareness and rising health concerns are fueling the desire for organic products (Ghazali et al., 2017); however, 

there is still much to be learned with respect to the specific factors influencing each trend.  

The coconut tree, popularly referred to as the 'tree of life', is a commercial crop grown around the world for its 

multipurpose “fruit”. Global demand for general coconut products and coconut-based health products are 

expected to increase along with population growth and industrialization around the world (Alrifai & Marcone, 

2019). In their research, DebMandal & Mandal (2011) explored the benefits coconuts, including the medicinal, 

nutritional and functional values various coconut-based products have to offer (e.g. coconut virgin oil, tender 

coconut, coconut milk, coconut leaves, and wood-based products). Coconut is a perennial plant that is widely 

grown in tropical countries, and of which all parts have found use in the daily life of people. It has been used for 

everything from the development of natural medicines for various diseases, to commercial products sold for 

popular consumption. Coconuts are grown for their meat, water, oil, fibers, and sugar; they are used for fuel, 

construction, and cosmetics, and components have even been used by the pharmaceutical industry (Batugal et al., 

1998). Nutrients and microminerals from coconut water and coconut kernels are important contributors to human 

health and they have been shown to have antifungal, antiparasitic, hypoglycemic, antioxidant and 

immunostimulant properties. As Prades et al. (2016) points out, the main regions for coconut production include 

tropical Asian countries such as Indonesia, the Philippines, Sri Lanka, India, and Thailand.  

Much literature has been written on green products, with a great deal of focus given to organic foods (e.g. 

Roitner-Schobesberger et al., 2008; Yazdanpanah & Forouzani, 2015). A few studies have also been conducted 

with concern given to consumer purchasing behavior in relation to organic personal care products (Kim & 

Chung, 2011; Ghazali et al., 2017). However, previous studies have given less attention to certain constructs 

which might influence the purchase intentions of customers towards organic products. Therefore, this study has 

extended on Ajzen’s (1991) theory of planned behavior (TPB) by incorporating two additional constructs; 

namely, health concern and health knowledge. This study is also the first attempt to explore the influences that 

distinct divisions in consumers' perceived values regarding health concern and health knowledge have on 

purchase intention towards organic coconut cosmetic products (OCCP). 

The main objective of this study is to investigate the factors that influence consumers' purchase intention towards 

OCCP. The study aims to identify the factors that affect Thai consumers' consumption of OCCP and develop a 

better understanding of related consumer behavior by extending the TPB. The study expands on previous 

research in the area of organic foods by exploring the role that health concerns play in motivating consumers to 

make organic choices. Another important contribution of this study is the focus it gives to the purchase intentions 

of Thai consumers. Hopes are that the knowledge gained can help stimulate related economic activity, add value 

to the organic crops of Thai farmers, and allow for the expansion of farming practices which are beneficial to the 

health of farmers and the health of the local environment. Additionally, this study will contribute to the 

development of strategies which will help us understand the behavior and expectations of OCCP consumers. The 

information can be incorporated into marketing policies adopted by governments, producers, and manufacturers 

operating in the Thai marketplace. In this study, 613 online questionnaires completed by respondents in Bangkok 

City, Thailand provided the sample data. Structural equation modeling (SEM) was employed to analyze the data 

with assistance of SPSS AMOS 24, which was used to test the relationships among the variables. 
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2. Literature Review 

2.1 Review of Theoretical Models 

The Theory of Planned Behavior (TPB; Ajzen, 1991), as an expansion of the Theory of Reasoned Action (TRA; 

Ajzen & Fishbein, 1988), has been extensively applied for the purpose of predicting the intentions behind human 

behavior (Shin et al., 2018). The TPB has been applied successfully as a tool for explanation and is widely used 

for predicting intentions and behaviors (Leong & Ng, 2014). Therefore, this study aims to apply the TPB for the 

purpose of predicting consumer purchase intentions as they relate to OCCP. According to this model, the three 

constructs of attitude, subjective norm, and perceived behavioral control can be used to describe a person’s 

intentions towards a product, a behavior, or an innovation as either positive or negative (Akbari et al., 2019).   

Figure 1 illustrates the Theory of Planned Behavior (TPB). 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Theory of planned behavior model (Ajzen, 1991) 

 

2.1.1 Attitudes 

Attitudes refer “to the extent to which whether a person has a favorable or unfavorable evaluation of the 

behavior of interest” (Leong & Ng, 2014, p. 11). The attitude construct has been shown to support 

intention-based correlations within the context of organic or green consumption (Ghazali et al., 2017). According 

to Ajzen (1991), attitudes are “likable” or “unlikable” evaluations of specific human behaviors. Attitudes are 

considered to be an important part of the comprehension processes consumers depend on during the purchasing 

process (Hill & Lynchehaun, 2002). Chryssohoidis & Krystallis (2005) found that literature relevant to the 

consumption of organic food shows that recognition of the relationship between the environment and personal 

health influences attitudes about purchasing organic food. Kim & Chung (2011) also found a positive 

relationship between attitudes and the purchase intention towards organic skin/hair care products. Hence, based 

on the above, this study hypothesizes that: 

H1: Attitude is positively associated with purchase intention for OCCP. 

2.1.2 Subjective Norms 

Subjective norms refer to “the belief in which whether most people approve or disapprove of the behavior” 

(Leong & Ng, 2014, p. 12). It is a motivation to exhibit a specific behavior with consideration given to the 

expectations of other people who are considered to be important to the actor. They could be relatives, friends, 

family members or other significant people in the life of the person performing the behavior. Social norms, in 

other words, can be defined “as the customary codes of behavior in a group of people or society” (Leong & Ng, 

2014, p. 12). Essentially, they are sets of behavior that are standard or normative to a community of people. 

According to Kim & Chung (2011), if consumers believe that it is normative to have positive thinking about 

organic skincare products, their intentions to purchase such products will increase. 

Ajzen (1991) described subjective norms as relating to one's sense of social pressure to adopt certain behavior. 

Basha & Lal (2019) noted that subjective norms had a positive influence on organic food consumption. 
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Pomsanam et al. (2014) found that subjective norms play a key role in customer decisions to buy organic 

products in Thailand. Tarkiainen & Sundqvist (2005) found that subjective norms also must be considered for 

forecasting re-purchase intentions. And finally, Kim & Chung (2011) found that subjective norms have a 

significant positive relation to purchase intentions towards organic shampoo and body lotion. Hence, based on 

the above, this study hypothesizes that: 

H2: Subjective norms are positively associated with purchase intention for OCCP. 

2.1.3 Perceived Behavioral Control  

Perceived behavioral control (PBC) has been defined “as a person’s perception of the ease or difficulty of 

performing the behavior of interest” (Leong & Ng, 2014, p. 12). PBC covers the effects of such outer 

determinants as labeling, time, and location. All of these outer determinants might be regarded as risks or 

benefits, thus influencing a consumer’s decision to purchase products (Chen, 2007). Kim & Chung (2011) found 

that those who perceive a higher degree of individual control are inclined to engage in the behavior of 

consideration and have stronger behavioral motives.  

Put another way, PBC refers "to the possession of resources, abilities and opportunities that a person believes he 

or she has in order to perform a particular behavior" (Ghazali et al., 2017, p. 157). Looking at attitude and 

perceived behavioral control, Amin et al. (2014) found a positive relationship between parental oral health 

knowledge on their intention to adopt certain behaviors. Madden et al. (1992) confirmed that PBC stimulates a 

person's behavioral motivations, as well as true behavior. Previous research has found that PBC positively 

influences purchase intention towards organic products (Ghazali et al., 2017). Hence, based on the above, this 

study hypothesized that: 

H3: Perceived behavioral control is positively associated with purchase intention towards OCCP. 

2.2 Health Concern 

Piqueras-Fiszman & Spence (2015) maintain that health concern is an important consideration in the food 

consumption experience. Apaolaza et al. (2018) found a significant relationship between consumer concern for 

health and organic food consumption. However, individual consumer beliefs are thought to vary vastly when it 

comes to health and nutrition (Yarar & Orth, 2018). Nevertheless, concerns for personal health and the health of 

family members were the biggest factors influencing purchasers’ attitudes towards organic food (Ghazali et al., 

2017). Consumers who are more health conscious have a greater propensity for their health to be positively 

impacted by the consumption of organic foods, which could further justify the challenges of deficient cognitive 

processes (Apaolaza et al., 2018). 

Chrysochou & Grunert (2014) found that health concern had an impact on the influence that organic claims had 

on purchase intention, as well as perceptions of the healthiness of foods. Also, organic consumers have been 

shown to have more concerned about their health and to develop behaviors to guard their health (Schifferstein & 

Ophuis, 1998). Finlay et al. (1997) suggested that many personal health behaviors are the result of attitudes, 

while some are the result of subjective norms. Also, health-related behaviors can lead to changes in subjective 

norms or attitudes, depending on whether the behavior or goal is normatively or attitudinally controlled. Hence, 

based on the above, this study hypothesizes that: 

H4: Health concern is positively associated with purchase intention for OCCP. 

H5: Health concern is positively associated with attitudes towards purchase intention for OCCP. 

H6: Health concern is positively associated with subjective norms towards purchase intention for OCCP. 

H7: Health concern is positively associated with perceived behavioral control towards purchase intention for 

OCCP. 

2.3 Health Knowledge 

The EU Health Literacy Project describes health knowledge as “the knowledge, motivation and competences to 

access, understand, appraise and apply health information in order to make judgments and take decisions in 

everyday life concerning health care, disease prevention and health promotion to maintain or improve quality of 

life throughout the course of life” (Sørensen et al., 2015, p. 1). Also, health knowledge refers “content and 

context specific knowledge about health and health care” (Gellert et al., 2016, p 2034). Quite discernable from 

what is popularly known about that which is defined and applied, whilst improved health outcomes and 

increased knowledge on preferred health options (Chin et al., 2011). Factual and procedural health knowledge 

are the two subdivisions for greater detail of an understanding for the knowledge on health. The two categories 

of health knowledge are closely related and has a dependency relationship. The knowledge on the design by 
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which a health condition is treated is that of factual whilst the detailed mannerism of timing and process of 

executing the factual knowledge design is referred to as procedural health knowledge (Schulz et al., 2005).  

Organic products are looked to as being supportive of healthy lifestyles-and health and sustainability can be 

explained by lifestyle (Kim & Chung, 2011). Health knowledge is highly important when it comes to coping with 

and preventing chronic problems. Simply put, knowledge of health is related to health behavior (Gellert et al., 2016). 

Yin et al. (2010) found that health benefits, like health development and health preservation, are the dominant 

motivators for green consumption. Therefore, it is hypothesized that: 

H8: Health knowledge is positively associated with purchase intention for OCCP. 

H9: Health knowledge is positively associated with attitudes towards purchase intention for OCCP. 

H10: Health knowledge is positively associated with subjective norms towards purchase intention for OCCP. 

H11: Health knowledge is positively associated with perceived behavioral control towards purchasing intention 

for OCCP. 

Organic food products can be defined as “non-chemical, pesticide-free and artificial coloring-free food products” 

(Leong & Ng, 2014, p. 10). The word “organic” is a description of a process of production that does not involve 

chemical substances. The main determining reasons that usually lead people to consume organic products are 

related to concerns about personal health and the environment. This study will go into more particulars on the 

determinants or reason which influence consumer intention toward organic products. The conceptual framework 

for the hypotheses is shown in Figure 2. A total of 11 hypotheses are described according to the six constructs of 

attitude, subjective norms, perceived behavioral control, health concern, health knowledge, and purchase 

intention for OCCP. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Hypotheses Conceptual Framework 

Note. H1: AttitudePurchase intention for OCCP; H2: Subjective normsPurchase intention for OCCP; H3: 

Perceived behavioral controlPurchase intention for OCCP; H4: Health concernPurchase intention for OCCP; 

H5: Health concernAttitude; H6: Health concernSubjective norms; H7: Health concernPerceived 

behavioral control; H8: Health knowledgePurchase intention for OCCP; H9: Health knowledgeAttitude; H10: 

Health knowledgeSubjective norms; H11: Health knowledgePerceived behavioral control.  

 

3. Methodology 

3.1 Sample and Data Collection 

The survey issued for this study consisted of two sections that were designed to examine the following: health 

concern, health knowledge, attitude, subjective norms, perceived behavioral control, purchase intention for 
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OCCP, and demographic characteristics of the respondents regarding consumers' intention to buy OCCP. The 

survey was issued online, as this allowed for the data to be collected quickly, and, in a more cost-effective 

manner (Klein et al., 2019). The data was collected between November, 2019 and January, 2020, during which 

time 613 respondents from Bangkok City, Thailand took the survey. 96 of the respondents’ surveys were 

incomplete and thus not included in the data set. According to the rule of thumb principle, 10 cases/observations 

per indicator variable is considered to be the lower limit of an adequate sample size (Nunnally & Bernstein, 

1967). Therefore, based on the number of constructs, the final sample of 517 completed surveys satisfied the rule 

of thumb. 

A quantitative non-probability sampling method was utilized with the data being collected from respondents via 

convenience sampling. The questionnaire was designed in English then translated to Thai, then back-translated 

to English to confirm that the original meaning was preserved. The target population of this study consisted of 

actual and potential OCCP consumers in Bangkok, the capital of Thailand. This city is generally recognized as 

the main economic engine of the country. The city’s populace, which has the power to purchase large quantities 

of consumer products, has a comparably high level of consciousness towards health and organic products 

(Roitner-Schobesberger et al., 2008).   

3.2 Measurement 

A 7-point Likert Scale ranging from 1 (strongly disagree) to 7 (strongly agree) was used in the questionnaire. 

The survey issued for the data collection in this study was designed with consideration given to the six constructs 

included within the hypotheses. The constructs and items of measurement are shown in Table 1. 

 

Table 1. Measurement items 

Constructs Details 

Attitude (ATT) 
6 items 
(Yazdanpanah & Forouzani, 2015) 
 

 I think that purchasing organic coconut cosmetic products is a right thing to 
do. 

 I think that purchasing organic coconut cosmetic products is pleasant. 
 I think that purchasing organic coconut cosmetic products is interesting. 
 I think that purchasing organic coconut cosmetic products is wise. 
 I think that purchasing organic coconut cosmetic products is undesirable. 
 I think that purchasing organic coconut cosmetic products is not worthy. 

Subjective Norms (SN) 
3 items 
(Ghazali et al., 2017) 
 

 Most people who are important to me would think I should purchase organic 
coconut cosmetic products. 

 Most of my friends and important others purchase organic coconut cosmetic 
products. 

 Government policies and media promotion would lead me to purchase 
organic coconut cosmetic products. 

Perceive Behavior Control (PBC) 
4 items 
(Ghazali et al., 2017) 

 For me, it is easy to purchase organic coconut cosmetic products. 
 For me, it is possible to purchase organic coconut cosmetic products. 
 I have money to buy organic coconut cosmetic products. 
 I myself decide to buy organic coconut cosmetic products. 

Health Concern (HC) 
4 items 
(Ghazali et al., 2017) 

 I think health is very important to everyone. 
 The human body is very delicate and can be easily damaged. 
 I think health problems cannot be overlooked. 
 I think we should care about our health. 

Health Knowledge (HK) 
4 items  
(Yadav & Pathak, 2016) 

 I always check the eco-label and certification before purchase organic 
products. 

 I know organic products are good for health. 
 I have good health knowledge to take care my health. 
 I know laws and regulations related to health. 

Purchase Intention (PI) 
2 items 
(Yadav & Pathak, 2016) 

 I plan to purchase organic coconut cosmetic products. 
 I would recommend organic coconut cosmetic products to others. 

 

3.3 Data Analysis 

To examine the relationships among the variables and test the hypotheses of this study, a path analysis was 

conducted using structural equation modeling (SEM) with the assistance of SPSS AMOS 24. According to 

Jöreskog & Sörbom (1993), SEM can specify how the hypothetical constructs are associated with the observed 

variables and also can estimate the unknown coefficients of the causal relationships among latent variables. This 
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study followed the suggested procedure to execute the SEM data analysis and determine whether the collected 

data fit well with the proposed theoretical model using an SPSS version 24.0 software package. 

4. Empirical Results 

4.1 Sample Descriptive 

The details of the respondents’ demographic profiles are presented in Table 2. The results show that the sampled 

population was made up of 27.1% males and 72.9% females. Those who were in the 36-45 yr. age group 

accounted for the largest segment, at 37.9%. A little more than half of respondents were single (52.8%). The 

majority of the respondents had bachelor degrees (60.5%); and, with respect to occupation, the largest group 

represented in the sample were government or educational institute employees (29.4%). Just under half of the 

respondents had household sizes of three members (48.9%). And the largest segment of respondents fell into the 

monthly household income category of THB 50,000-59,999 (approximately 1,572-1,887 US$) (33.5%).   

 

Table 2. Demographic information of this study (n=517) 

Items Classification Frequency % 

Gender 
Male 
Female 

140 
377 

27.1 
72.9 

Age 

Under 26 
26-35 
36-45 
46-55 
56-65 
Above 65 

98 
111 
196 
99 
11 
2 

19.0 
21.5 
37.9 
19.1 
2.1 
0.4 

Marital Status 
Single 
Married 
Others 

273 
188 
56 

52.8 
36.4 
10.8 

Education 

Elementary school 
Junior high school 
Senior high school 
Bachelor degree 
Master degree 
Ph.D. degree 

1 
8 
81 
313 
107 
7 

0.2 
1.5 
15.7 
60.5 
20.7 
1.4 

Occupation 

Student 
Government/Educational institute 
Industry 
Commerce 
Agriculture 
Self-employed 
Housewife/husband 
Retired 

98 
152 
28 
115 
12 
77 
27 
8 

19.0 
29.4 
5.4 
22.2 
2.3 
14.9 
5.2 
1.5 

Household Size 

1 member 
2 members 
3 members 
4 members 
5 members 

11 
56 
253 
145 
52 

2.1 
10.8 
48.9 
28.0 
10.1 

Household Income per monthly (THB) 

Less than THB 20,000 
THB 20,000-29,999 
THB 30,000-39,999 
THB 40,000-49,999 
THB 50,000-59,999 
THB 60,000-69,999 
THB 70,000-79,999 
THB 80,000-89,999 
THB 90,000-99,999 
THB 100,000 and above 

2 
30 
27 
100 
173 
107 
40 
24 
10 
4 

0.4 
5.8 
5.2 
19.3 
33.5 
20.7 
7.7 
4.6 
1.9 
0.8 

 

4.2 Exploratory Factor Analysis (EFA) 

Since the measurement items for the six constructs (attitude, subjective norms, perceived behavioral control, 

health concern, health knowledge, purchase intention for OCCP) had not been used previously for predictive 

purchase intention towards OCCP by Thai consumers, they were subjected to an Exploratory Factor Analysis 

(EFA). An EFA with Varimax rotation was executed to refine the scales by eliminating items that did not exhibit 
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meaningful loads on the underlying constructs and/or did not strongly correlate with other items measuring the 

same construct. In order to determine if the data was suitable for EFA, the Kaiser-Myer-Olkin (KMO) measure 

of sampling adequacy and Bartlett’s Test of Sphericity were first performed. The KMO results came in at 0.90, 

which is well above the recommended value of 0.40 (Kim et al., 2018). Bartlett’s Test of Sphericity also turned 

up significant results (𝔁2 = 7840.952, dƒ = 253, p < .001). Based on these results, the data were considered 

suitable for a factor analysis. When conducting the analysis, only items with a loading greater than 0.40 on a 

single construct could be retained (Hair et al., 1998). Table 3 shows that the factor loadings on the intended 

constructs were all well above 0.6; any items with factor loadings lower than 0.6 were eliminated. That is to say, 

any items that failed to exhibit a substantially high loading on any factor was removed from the analysis until a 

clear factor structure emerged (Floyd & Widaman, 1995). Items ATT5 and ATT6 from the attitude construct, 

PBC2 from the perceived behavioral control construct, and HK1 from the health knowledge construct were 

removed from the analysis due to low factor loadings (ATT5 = -.060, ATT6 = -.104, PBC2 = 0.585 and HK1 = 0.523). 

The analysis revealed a six-factor solution that explains approximately 74% of the total variance. 

 

Table 3. Exploratory factor analysis 

Constructs 1 2 3 4 5 6 

Attitude (ATT) 
ATT1: 
ATT2: 
ATT3: 
ATT4: 

 
0.762 
0.740 
0.818 
0.784 

     

Health Concern (HC) 
HC1: 
HC2: 
HC3: 
HC4: 

 

 
0.801 
0.777 
0.861 
0.830 

    

Subjective Norms (SN) 
SN1: 
SN2: 
SN3: 

  

 
0.719 
0.747 
0.712 

   

Perceived Behavioral Control (PBC) 
PBC1: 
PBC3: 
PBC4: 

   

 
0.684 
0.742 
0.818 

  

Health Knowledge (HK) 
HK2: 
HK3: 
HK4: 

   
 
 
 

 
0.627 
0.835 
0.797 

 

Purchase Intention (PI) 
PI1: 
PI2: 

     
 

0.644 
0.711 

Variance Explained (%) 
Cumulative (%) 

39.576 
39.576 

9.441 
49.018 

7.718 
56.736 

7.143 
63.879 

5.719 
69.598 

3.922 
73.521 

 

4.3 Measurement Model  

The descriptive statistics and constructs of the items in the questionnaire are presents in Table 4. These consist of 

the mean values of attitude, subjective norms, perceived behavioral control, health concern, health knowledge, 

and purchase intention for OCCP. The mean values range from 4.381 to 6.580, with familiarity about laws and 

regulations related to health on the low end and concern about personal health on the high end. With respect to 

the correlation among the variables measured in this model, Table 5 shows the results, with all correlations found 

to be significant. The mean and standard deviations for the constructs are listed in the table. 
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Table 4. Constructs and descriptive statistics of the questionnaire items 

Constructs Indicators Mean Std. Sources 

Attitude (ATT) 

ATT1 5.093 0.921 

(Yazdanpanah & Forouzani, 2015) 
ATT2 5.104 0.911 

ATT3 5.526 0.897 

ATT4 5.706 0.939 

Subjective Norms (SN) 

SN1 4.683 0.992 

(Ghazali et al., 2017) SN2 4.598 0.994 

SN3 4.656 1.075 

Perceived Behavioral Control (PBC) 

PBC1 4.735 1.020 

(Ghazali et al., 2017) PBC3 4.934 1.060 

PBC4 4.547 1.225 

Health Concern (HC) 

HC1 6.279 0.880 

(Ghazali et al., 2017) 
HC2 5.853 0.981 

HC3 6.462 0.805 

HC4 6.580 0.792 

Health Knowledge (HK) 

HK2 5.882 0.921 

(Yadav & Pathak, 2016) HK3 5.035 0.974 

HK4 4.381 1.161 

Purchase Intention (PI) 
PI1 5.147 0.975 

(Yadav & Pathak, 2016) 
PI2 5.391 0.901 

 

Table 5. Correlation among variables 

Constructs Mean Std. ATT SN PBC HC HK PI 

ATT 5.357 0.801 1      
SN 4.645 0.875 0.636** 1     
PBC 4.739 0.912 0.495** 0.444** 1    
HC 6.294 0.741 0.435** 0.341** 0.332** 1   
HK 5.099 0.854 0.374** 0.479** 0.432** 0.367** 1  
PI 5.269 0.883 0.613** 0.563** 0.485** 0.424** 0.439** 1 

Note. **Correlation is significant at the 0.01 level (two-tailed). 

 

The values of composite reliability (CR) came in between 0.762 to 0.888, thus exceeding the minimum 

suggested value of 0.70 (Fornell & Larcker, 1981). As shown in Table 6, all of the standardized factor loading 

measurement results expressed values between the 0.615 and 0.925. Thus, the factor loading values for all items 

were above the recommended level of 0.6 suggested by Chin et al. (1997). To measure the internal consistency 

among items, Cronbach's alpha () was used. According to Hair et al. (1998), in social psychological research, a 

value above 0.7 is acceptable. This study shows reasonable reliability with value ranging from 0.766 to 0.896. 

Also, the average variance extracted (AVE) values came in between 0.518 to 0.744, and were thus in-line with 

the recommendations of Fornell & Larcker (1981). Table 6 presents the values for validity and reliability. 
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Table 6. Reliability and validity of the constructs 

Constructs Items  Factor Loading CR AVE 

Attitude (ATT) 

ATT1 
ATT2 
ATT3 
ATT4 

0.896 

0.815 
0.758 
0.861 
0.823 

0.888 0.664 

Subjective Norms (SN) 
SN1 
SN2 
SN3 

0.819 
0.848 
0.827 
0.640 

0.819 0.604 

Perceived Behavioral Control (PBC) 
PBC1 
PBC3 
PBC4 

0.766 
0.845 
0.813 
0.508 

0.774 0.544 

Health Concern (HC) 

HC1 
HC2 
HC3 
HC4 

0.875 

0.801 
0.615 
0.925 
0.892 

0.887 0.668 

Health Knowledge (HK) 
HK2 
HK3 
HK4 

0.782 
0.643 
0.768 
0.742 

0.762 0.518 

Purchase Intention (PI) 
PI1 
PI2 

0.869 
0.885 
0.839 

0.853 0.744 

Note. : Cronbach’s Alpha; CR: Composite Reliability; AVE: Average Variance Extracted  

 

The results of path analysis conducted with AMOS 24.0 were used to measure the path coefficients for the 

relationships among the constructs in this study’s model. The overall goodness-of-fit indices in the structural 

model were as follows: the chi-square (𝔁2) = 720.313, degree of freedom (dƒ) = 141, 𝔁2 / dƒ = 5.109, the 

goodness-of-fit index (GFI) = 0.870, Root mean square error of approximation (RMSEA) = 0.089, Normed fit 

index (NFI) = 0.882, Comparative fit index (CFI) = 0.903, Relative fit index (RFI) = 0.857, and Adjusted 

goodness-of-fit index (AGFI) = 0.825.  

Previously, MacCallum et al. (1996) elaborated on cut points and noted that RMSEA values ranging from .08 to .10 

indicate a mediocre fit. According to Jöreskog & Sörbom (1993), the GFI and AGFI indices both range from 

zero to 1.00, with values close to 1.00 being indicative of a good fit. NFI, CFI, and RFI coefficient values also 

range from zero to 1.00, with values close to 0.95 indicating superior fits (Hu & Bentler, 1999). The 

goodness-of-fit statistics for the present study are presented in Table 7. 

 

Table 7. Goodness-of-Fit Statistics 

Chi-square (𝔁2
) 

Chi-square (𝔁2
) = 720.313 

Degrees of freedom (dƒ) = 141 

x2 / dƒ = 5.109  

Absolute fit Measures 

Goodness-of-fit index (GFI) = 0.870 

Root mean square error of approximation (RMSEA) = 0.089 

Incremental fit indices 

Normed fit index (NFI) = 0.882 

Comparative fit index (CFI) = 0.903 

Relative fit index (RFI) = 0.857 

Parsimony fit Indices 

Adjusted goodness-of-fit index (AGFI) = 0.825 
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4.4 Testing of the Structural Equation Model  

The results of the structural model and the standardized path coefficients that exist among the constructs are 

shown in Figure 3. As seen in Table 8, the original theory of planned behavior variables, including attitude (H1: β = 

0.377,  t = 6.358, p < 0.001), subjective norms (H2: β = 0.235, t = 3.194, p < 0.001), and perceived behavioral 

control (H3: β = 0.236, t = 4.102, p < 0.001), were all significant predictors of purchase intention towards OCCP. 

Thus, H1, H2, and H3 are supported. According to the data, health concern had a positive impact on purchase 

intention for OCCP (H4: β = 0.159, t = 2.751, p < 0.01); as did attitude (H5: β = 0.425, t = 9.389, p < 0.001), subjective 

norms (H6: β = 0.210, t = 4.995, p < 0.001), and perceived behavioral control (H7: β = 0.294, t = 5.609, p < 0.001). 

Thus, H4, H5, H6 and H7 are supported. Finally, health knowledge had a significant positive influence on attitude 

(H9: β = 0.368, t = 8.771, p < 0.001), subjective norms (H10: β = 0.495, t = 9.982, p < 0.001), and perceived 

behavioral control (H11: β = 0.576, t = 10.486, p < 0.001) meaning that H9, H10 and H11 are also supported. 

However, health knowledge did not exhibit significant influences on purchase intention for OCCP (H8: β = 0.086, t = 

1.109, p > 0.05); thus, H8 is not supported. 

               

Table 8. Hypotheses results for the structural model 

Hypothesized Path Path Estimates S.E. t-Value Results 

H1 ATTPI 0.377*** 0.059 6.358 Accepted 

H2 SNPI 0.235*** 0.074 3.194 Accepted 

H3 PBCPI 0.236*** 0.058 4.102 Accepted 

H4 HCPI 0.159** 0.058 2.751 Accepted 

H5 HCATT 0.425*** 0.045 9.389 Accepted 

H6 HCSN 0.210*** 0.042 4.995 Accepted 

H7 HCPBC 0.294*** 0.052 5.609 Accepted 

H8 HKPI 0.086 0.078 1.109 Rejected 

H9 HKATT 0.368*** 0.042 8.771 Accepted 

H10 HKSN 0.495*** 0.050 9.982 Accepted 

H11 HKPBC 0.576*** 0.055 10.486 Accepted 

Note. * p < 0.05, ** p < 0.01, *** p < 0.001. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3. The construct research model results 

(Note. * p < 0.05, ** p < 0.01, *** p < 0.001) 
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5. Discussions 

The results of the study indicate that consumers of OCCP in Bangkok are inclined to be over 35 years in age, 

have academic degrees and relatively high household income levels; however, younger consumers (less than 26 

years old) also seem to have high purchase intentions towards OCCP. The results here are consistent with 

another study in Bangkok which found that general organic buyers also have higher income levels and higher 

levels of education (Roitner-Schobesberger et al., 2008). Also, consistent with Aguirre’s (2007) research, in 

Bangkok, females are more likely to buy organic products than males.  

The various constructs within the TPB, including attitude, subjective norms and perceived behavioral control, 

were found to have a significant positive impact on purchase intention for OCCP. Attitude was found to have the 

most significant positive effect on consumers purchase intention, meaning that attitude is a strong predictor of 

purchase intention for OCCP. This is followed by perceived behavioral control and, lastly, subjective norms. The 

results agree with the attitude behavior theory of Ajzen (1991) and later studies, such as Maichum et al. (2018), 

who stated that attitude towards organic products had a positive and relatively strong correlation with organic 

consumption. Conversely, Shin et al. (2018) who found attitude and subjective norms to be concerned with 

self-interest motives suggested that perceived behavioral control is a more significant factor when it comes to 

influencing a person’s intention to selected organic items based on social motives. The findings show that based 

on the TPB model, subjective norms have the lowest influence on purchase intention for OCCP when compared 

with the other constructs of attitude and perceived behavioral control. According to Chan & Lau (2002), 

subjective norms show that influence from family members' or friends resulted in a little impulsion concerning 

the reasons to purchase organic products for consumers. In his TPB model, Ajzen (1991) understood behavioral 

control to have a positive effect and direct influence on intention and behavior. The present study has shown that 

the influence of perceived behavioral control is smaller than attitude but greater than subjective norms. 

Health concern was found to be a significant positive factor when it came to influencing attitude, subjective 

norms, perceived behavioral control, and purchase intention for organic coconut cosmetic products, thus 

confirming four of this study’s hypotheses (H4, H5, H6, and H7). According to Srinieng & Thapa (2018), most 

people in Thailand are aware of some household members with ailing health and would attempt to find 

knowledge on the health and environmental effects of organic produce. The previous research findings on 

organic foods showed that concerns about product safety, personal health, and environmental friendliness are 

important motivators for decisions on organic consumption (Bauer et al., 2013). Conversely, Sun (2008) found 

that health does not play an imminent role in increasing the level of awareness of such issues. Results are 

consistent with a priori literature from Apaolaza et al. (2018), which highlights the consumption of organic food 

as more beneficial to the health of the consumers. The satisfaction derived from less concerns of ill health is a 

direct effect of the belief that significant nutrients are gained from healthy diets such as an organic diet. 

In the present study, health knowledge was found to have significant and positive influences on attitude, 

subjective norms, and perceived behavioral control, as hypothesized in H9, H10, and H11. This concurs with von 

Wagner et al. (2009), who found that health knowledge is related to health behavior. Beier & Ackerman (2003) 

identified influences of health knowledge factors across a wide scope of situations including mental health, 

nutrition, aging, and illness. In the present study, however, contrary to hypothesis 8 (H8), health knowledge did 

not have a significant effect on purchase intention for OCCP. According to Yarar & Orth (2018), the concept of 

healthy nutrition commonly impacts the life of consumers as key decisions are made for personal goals, moral 

aspects of consumption and production, and eating restrictions. Additionally, the source for nutrition and health 

information is generally persons of trust, such as family and friends. Roitner-Schobesberger et al. (2008) found 

that among Thai consumers, few had familiar understandings of organic food. Confusion among consumers and 

lack of knowledge and trust in Thai organic certifications and controls are indeed barriers for Thai consumers 

(Nuttavuthisit & Thøgersen, 2017). 

As predicted in H1, H2, and H3, the study’s findings confirmed that attitude, subjective norms, and perceived 

behavioral control do influence purchase intention for OCCP. That is to say, those who have favorable attitudes, 

or consider it to be efficacious to choose organic products, are more likely to choose OCCP. However, Ghazali et al. 

(2017) found that, generally, decisions to purchase organic products are driven by personal determinants and 

interests rather than those of peers, reference groups, and family members. For example, individuals will give 

consideration to their own skin type, allergic reactions to certain ingredients, and preferences for various product 

attributes such as scent, or whitening, soothing, and/or hydrating properties. In Bangkok, as this study confirms, 

based on the TPB, health concern and health knowledge aspects are closely associated with consumers' intention 

to purchase organic products.  
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6. Conclusions 

This study extended on the TPB model to investigate factors affecting consumer behavior and the consumption 

of OCCP among Thai consumers. Health concern and health knowledge were added to the constructs of attitude, 

subjective norms and perceived behavioral control in the original TPB framework. The results show that SEM 

can predict the variability of the intention and were significant predictors of consumer purchase intention. The 

study offers an integration of its research findings and provides suggestions for future studies on consumer 

OCCP purchase behavior. Based on the TPB, this research provides valuable insight into the important role that 

attitude plays in predicting intention to purchase OCCP when compared with subjective norms and perceived 

behavioral control. Additionally, the determinant of health concern was shown to have a significant positive 

influence on the purchase intentions of consumers towards OCCP. The study thus confirmed that health concern 

is becoming an increasingly important factor for Thai consumers. Health knowledge, on the other hand, was not 

shown to influence consumer purchase intention, suggesting that Thai consumers are not familiar with the 

related laws and regulations. This study provides producers and marketers with a better understanding of 

consumer purchase behavior and consumer perception so that they will be in a better position to capitalize on the 

growing interest in various organic products. Based on the findings, producers should be able to develop more 

effective marketing activities by giving focus to health benefits and safety factors.  

This study supports the Thai government policy to develop an agriculture system based on sustainable 

management and efficient use of agriculture resources and infrastructure, while also providing Thai farmers with 

the ability to use production resources such as land, soil, and water properly and suitably to help biodiversity and 

to expand the market for organic products. This study provides evidence regarding consumers' underlying 

motivations to buy OCCP, which should play a defining role in the organic coconut cosmetic market in Thailand. 

It presents an opportunity for organic coconut producers in Thailand to employ growth strategies and gain 

greater market share. It maintains that such factors as health concern and knowledge can increase the predictive 

power of TPB for purchase intention towards OCCP. By getting a clearer look at potential consumers, the 

organic coconut cosmetic producers will be better equipped to develop effective marketing strategies.   

This study explored issues which have never been studied in Thailand, addressing questions that are important to 

governmental and non-governmental organizations and organic coconut producers. The information can be used 

to create strategies to help with growth and acquisition of greater market share. Specifically, in order to promote 

OCCP consumption, the government has to promote and support the establishment of knowledge and 

understanding about the difference between OCCP and chemical cosmetic products. It is important for the 

government to work closely together with the producers, not only to diminish consumer concern about those 

products, but also to help transform perceived demand into actual demand for OCCP. Furthermore, since issues 

related to health knowledge did not influence consumers purchase intention towards OCCP, policymakers and 

producers could try to develop consumer health knowledge related to organic products to thereby hopefully 

encourage more consumers to purchase organic products. Second, on the marketing end, due to high prices and 

limited variety of OCCP on markets, such products have not been fully embraced by local consumers. Thus, the 

government and related sectors should work to establish understanding of OCCP among consumers and provide 

more market channels to increase visibility and distribution of organic products. Finally, by using such tools as 

TPB to predict consumer purchase intention towards OCCP, producers can have more confidence in their OCCP 

investments, knowing that as consumer trust in the health and safety of OCCP increases, future consumption will 

also increase.  

Regarding the limitations and directions of the present study, to begin with, since consumers of organic products 

generally live in urban areas, the targeted sample consisted of residents of Bangkok rather than those in other 

places in the country. Thus, future research could collect data from other areas to get an understanding of trends 

and patterns on a broader scale. People's values, social norms, and motivations for consuming organic products 

may differ in different cultural contexts, as perceptions and needs are dependent on a large number of 

circumstances. However, this study applied convenience sampling method where the researcher selected the 

research sample based on the ease and proximity to the researcher. In future investigations into consumer 

purchase intention towards other organic products, such as ginger, durian, tamarind or other agricultural products 

unique to Thailand could also be carried out. Future research could also look to examine consumers' intentions to 

re-purchase OCCP based on other factors, such as product knowledge, hedonic value, safety value, etc. 
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