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ABSTRACT 

 

 

Recently, state government is moving toward developing organic agricultural sector, by giving 
the opportunities for rural entrepreneur to get involved, with the aims to improve the rural 
farmer and entrepreneur standard of living. However, there were several issues arise concerning 
with this development that need to be control. The purpose of this research was to investigate 
the factors that influence the intention to purchase the organic food products among Malaysian 
consumer, while helping the farmers and entrepreneur to promote and market their product 
effectively. The technique used for the data collection was face-to-face interviews by using 
structured questionnaire, with closed – ended questions. Besides that, the questionnaire is 
construct in the form of a Likert scales questionnaire using the ‘‘strongly agree/ agree/ neutral 
nor disagree/ disagree/ strongly disagree’’ format. With a sample of ninety – one respondent, 
the data obtained from the research survey were analyses by using SPSS software to convey 
result analysis on frequency distribution, reliability test, descriptive statistic, Pearson 
correlation, and also multiple regression analysis. The finding shows that health consciousness, 
organic food products knowledge, and consumer trust in the organic product have positive and 
significant influence on intention to purchase organic product, which can be used as orientation 
for marketing strategies. There are three limitations in this study, which are information 
gathered from secondary data maybe outdated, research study only covers small scope of 
geographical area, and there are other factors which are not measure in this research. 
 

 

Keywords: Purchase intention, organic foods, health consciousness, environmental awareness, 
organic food products knowledge, a consumer trust in the organic product.
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ABSTRAK 

 

Belakangan ini, kerajaan negeri bergerak ke arah membangunkan sektor pertanian organik, 
dengan memberi peluang kepada usahawan luar bandar untuk terlibat, dengan matlamat untuk 
meningkatkan taraf hidup petani dan usahawan tani. Walau bagaimanapun, terdapat beberapa 
isu yang timbul berhubung dengan perkembangan ini yang perlu dikawal. Tujuan penyelidikan 
ini adalah untuk mengkaji faktor-faktor yang mempengaruhi niat untuk membeli produk 
makanan organik di kalangan pengguna, sambil membantu petani dan usahawan untuk 
mempromosikan dan memasarkan produk mereka dengan berkesan. Teknik yang digunakan 
untuk pengumpulan data adalah wawancara bersemuka dengan menggunakan soal selidik 
berstruktur, dengan soalan tertutup. Di samping itu, soal selidik itu dibina dalam bentuk soal 
selidik skala Likert menggunakan format '' setuju / setuju / neutral dan tidak setuju / tidak 
bersetuju / tidak setuju '. Dengan sampel sembilan puluh satu responden, data yang diperoleh 
daripada kajian tinjauan dianalisis dengan menggunakan perisian SPSS untuk menyampaikan 
analisis hasil pada pengagihan kekerapan, ujian kebolehpercayaan, statistik deskriptif, korelasi 
Pearson, dan juga analisis regresi berganda. Hasil kajian menunjukkan bahawa kesedaran 
kesihatan, pengetahuan produk makanan organik, dan kepercayaan pengguna dalam produk 
organik mempunyai pengaruh positif dan signifikan ke atas niat untuk membeli produk organik, 
yang boleh digunakan sebagai orientasi untuk strategi pemasaran. Terdapat tiga keterbatasan 
dalam kajian ini, yang merupakan maklumat yang dikumpulkan dari data sekunder mungkin 
ketinggalan zaman, kajian penyelidikan hanya merangkumi bidang geografi yang kecil, dan 
terdapat faktor lain yang tidak diukur dalam kajian ini. 

 

 

Kata kunci: Niat pembelian, makanan organik, kesedaran kesihatan, kesedaran alam sekitar, 
pengetahuan produk makanan organik, kepercayaan pengguna dalam produk organik. 
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                                                        CHAPTER 1 

                                                     INTRODUCTION 

 

1.0 Introduction 

This chapter explains about the background of the study. It covers seven segments 

which include the background of research, problem statement, research objectives, research 

questions, conceptual framework, research hypotheses and significance of the study. 

  

1.1 Background of Study 

Kedah Regional Development Authority (KEDA) is a well - established 

government institution which exists since May 1981 under the provision of Act 249 and is 

referred as Kedah Regional Development Authority Act 1981 (Background KEDA, n.d). 

The main objective of KEDA is to develop rural societies specifically KEDA’s target group 

in all socioeconomic fields through urban capital, skills training, economic and physical 

developments focusing on improving the quality of life, increase the participation of target 

groups in economic activities through increased empowerment (people empowerment) and 

establish balanced developments between urban and rural areas in KEDA operations area 

(Objectives, n.d).  

In term of contributing toward the development in agricultural sector, KEDA plays 

important role in supporting the agricultural project of Sri Lovely Organic Centre Sik, in 

Kedah, by having collaboration with several parties such as Koperasi Agro Belantik Sdn 
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Bhd, students and also the community of Kampung Lintang Belantik, Sik to educate and 

encourage new farmer and entrepreneur involved in producing the organic food products. 

The result from this collaboration has led to development of new method of paddy 

plantation which uses System of Rice Intensification (SRI) (The Star Online, 2017).  

Under these new methods, the differentiation between the current method of 

plantation and the latest system can be differentiated based on the restoration and soil 

fertilization principles, the principle of seeding, cultivation principles, principles of 

fertilization, and irrigation principles. There are multiple of benefits that can be gained 

through this new plantation system to the organic farmers. For instances, according to Dr 

Kamal Hassan, by using this latest technique, the farmer can harvest the paddy in 10 days 

earlier than before (The Star Online, 2017). Therefore through this technique, the organic 

farmers can gain positive result in terms of harvest, have more efficient production of 

organic rice and save their time. Besides that, the other benefit than can be gained from 

this technique are it can increase the productivity level of paddy, quality of rice, reduction 

in cost and material, and also friendly to the environment. 

 

1.2 Problem Statements 

Apart from the effort in developing the organic consumer with the aims to improve 

the rural farmer and entrepreneur standard of living, there are several issues arise 

concerning with organic food products which are competition issues, promotional and 

selling issues. 

The first issues to the consumers of organic food are they are facing very intense 

competition with international products, which overlapped and overshadowed the local 
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organic food products in Malaysia. Despite both of local and international products are 

comparatively the same in term of quality, and taste, consumer seem to buy more import 

products rather than local products. This issues is supported by Eddie Chiew (2007), as 

recently Malaysia agricultural are incrementally aware of fast growing agriculture industry 

in China, which gives a major impact in term of competition in both local and international 

major export market in Singapore. In addition, Eddie Chiew (2007) also mentioned that, 

China have gained competitive advantages against Malaysia agricultural producer in term 

of cost efficiency in production and shipment of products.     

Follow with second issues, as rural agricultural entrepreneurs is also facing 

difficulty in promoting and selling their product effectively due to lack of knowledge, 

education and experience in this newly organic food business area. As supported by 

previous researchers, they believe that lacking in term of experience and knowledge in 

managing the business, marketing, organizing and entrepreneurship can become as 

obstacle for small farmer to further involve in world trade business (Mohd Riduwan, 

Muhammad Hasmi, Noorliza, and Anees Janee, 2012). This issue is also linked with 

precious research conducted by Ariff et al. (1985); Mohd Riduwan et al. (2012) as they 

found that large number of farmers are not capable to conduct tasks required by middleman 

because they do not have sufficient business skill and financials. 

 Therefore, in the interest to overcome competition, promotional and selling issues, 

the entrepreneur and marketers need to investigate the consumers purchasing intention and 

their relationship with psychographic factors that are very useful in planning the marketing 

strategies which work as competitive advantage against China organic agriculture sector.  
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Hence, the aim of this research is to investigate the factor that influences customer 

purchasing intention toward organic food products consumer in Kedah, while helping the 

farmers and entrepreneur to promote and market their product effectively. There are four 

components of marketing studies in this research paper which are health consciousness, 

environmental awareness, organic foods product knowledge, and consumer trust in the 

organic products. 

1.3 Research Questions 

     1.3.1 What are the factors/circumstances that contribute to the consumers 

purchasing intention toward organic products consumer in Kedah?  

     1.3.2 Does health consciousness, environmental awareness, organic food 

products knowledge, and consumer trust in the organic products have significant 

relationship with consumers purchasing intention toward organic products consumer in 

Kedah? 

    1.3.3 Which independent variables/ factors have the most influence on     

consumers purchasing intention toward organic products consumer in Kedah? 
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1.4 Research Objectives 

    1.4.1 To identify what are the factors/circumstances that contribute to the 

consumers purchasing intention toward organic products consumer in Kedah. 

   1.4.2 To determine whether health consciousness, environmental awareness, 

organic food products knowledge, and consumer trust in the organic products have 

significant relationship with consumers purchasing intention toward organic products 

consumer in Kedah.  

   1.4.3 To measure which independent variables/ factors have the most influence 

on consumers purchasing intention toward organic products consumer in Kedah. 

 

1.5 Scope of Study 

This paper focuses on the dominant factors that influence consumer purchase 

intention toward organic food products in Kedah. Therefore, the scope of this study is 

among consumer represented by the organic consumer of Green Green Organic Sky Shop 

located at Jalan Pegawai in Alor Setar, Kedah.  

While the sample populations chosen for this study is about 91 respondents of 

organic consumers of Green Green Organic Shop that purchase and consume organic food 

products from the shop. 
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1.6 Significant of Study  

This study is significant to several relevant parties as the information gathered from 

this research may represent as useful medium to the entrepreneur, manufacturer, processor, 

and retailer of organic food products in developing for better marketing strategies to 

promote the organic food products among consumer.  

Thus, it is incrementally importance to carry out this research as it will assist the 

new rural agricultural entrepreneur which involve in the project of producing organic 

paddy food products in Kampung Lintang Belantik, in Sik, Kedah. This is done by 

providing helpful information to help them create effective marketing strategies to attract, 

convince, and retain their organic customer to consume the organic food products. Besides 

that, the findings from this study also can facilitate the entrepreneur in educating and 

promoting customer purchasing behavior that are more friendly toward the environment in 

concerning with the environmental issues. 
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1.7 Definition of Terms 

    1.7.1 Intention to Purchase Organic Food Products 

Customer intention to purchase organic food products is refer as opening step in 

creating demand for product related to organic foods Chiew et.al (2014). According to Liu 

(2003); Chiew et.al (2014) organic product can either be defined as green foods which refer 

as foods that are harmless to consume, have superior quality, taking into consideration 

regarding animals welfare, are beneficial foods, and are manufactured congruent with the 

principles of sustainable growth. 

  1.7.2 Health Consciousness  

Basically, health consciousness refers as users who are conscious and care about 

their health condition and are persuaded to enhance and preserve their health and quality 

of life, moreover avoid poor health condition by employing good behaviors and being 

health concern related to health (Kraft and Goodell, 1993; Dickieson, and Arkus, 2009). 

  1.7.3 Environmental Awareness  

Environmental awareness is refer as person who have deep attitude toward 

maintaining the ecology condition (Crosby, Gill, and Taylor, 1981; Siti Nur Bayaah, and 

Nurita, 2008).Based on the research of Dunlap and Van Liere (1978), environmental 

awareness is also refer as a universal attitude with indirect impacts on behaviors through 

intention of behavioral (Gill, Crosby and Taylor 1981; Siti Nur Bayaah, and Nurita, 2008). 

Universlti Utara Malaysia 



9 
 

1.7.4 Organic Food Products Knowledge 

Organic food product knowledge is defined as consumers that have significant 

cognitive structures regarding the organic food (Grunert and Grunert, 1995; Dumea, 2012).  

 

1.7.5 Consumer Trust in the Organic Products  

According to Rittenhofer, and Povlsen (2012), trust is a liquid value as it develops 

in the process of reciprocal, where the manufacturer character is perceived as trustful or 

reliable and relevant with the message content. In addition, the level of consumer trust 

when they purchasing organic product also can be relate to distribution, certification, and 

labeling of organic product (Canavari et al., 2002; Aarset et al., 2004; Hamzaoui and Zahaf, 

2006; Avitia, Costa-Font, Gil, n.d ). 

 

1.8 Summary  

This chapter explains the latest issue and problem statement which lead to the 

development of research objectives and research questions that related to this study. 

Moreover, the conceptual framework was developed based on literature review presented 

in the chapter two. This study was concentrated on consumers purchase intention toward 

organic foods which influenced by several factors such as health consciousness, 

environmental awareness, organic foods products knowledge, and consumer trust in the 

organic product. 
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CHAPTER 2 

LITERATURE REVIEW 

 

2.0 Introduction 

 

This chapter describes about the literature reviews of the study which related to the 

dependent variable and independent variables of research topic. The literature reviews is 

mainly focusing on the dependent variable of intention to purchase organic food products, 

and also independent variables of health consciousness, environmental awareness, organic 

food products knowledge, and also consumer trust in the organic products in order to 

support this research study. 

 

2.1 Intention to Purchase Organic Food Products 

 

In the article of Consumer behavior and purchase intention or organic food, Paul 

and Rana (2014) defined organic foods as those foods that are safe to environment, 

manufactured using ecologically sound procedure that do not used advances artificial 

material, for instances herbicide (poison) and synthetic fertilizers, which secure from 

naturally adjusted entity, and are not produced by using irradiation, industrial cleaner 

(solvent), nor food additives that contain chemical. 

While, according to other researchers, organic food can be recognize by its mixture 

(no unfavorable, modified component are used), eco-friendly and natural technique of 

manufacture that only give small impact toward environment, illustrate the value of safe 
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and healthy, plus represent the level of social class such as high and middle level income 

(Davies et al., 1995; Michaelidou, Hassan, 2014; Kavaliauske, and Ubartaite, 2016).   

Intentions are presumed to develop the determination factors which affects the 

behavior; it demonstrates the amount of effort, an individual are planning to employ or how 

determined people are willing in trying to execute the behavior (Ajzen 1991; Wong, Lee, 

Lin, and Low, 2013). In addition, previous studies showed that, consumer with intention 

to purchase selected items will show greater actual purchasing rates rather than those 

customers who display that they have negative purchasing intention (Brown, 2003; Chiew, 

Mohd Shoki, Norhayati, Muhammad Naquib, 2014).  

Therefore, it indicates that consumer with positive purchasing intention toward 

organic foods will show significant actual purchasing rates compare to consumer who 

display that they do have any intention to purchase. The connection between intention, 

attitude and behaviour has been clarify by Ajzen and Fishbein (1980); Ajzen (1985, 1988); 

Musdiana, Siti Meriam, Etty Harniza, Muna, and Mohd Rizaimy (2012). Under this theory 

there is an assumption regarding individual’s intentions which refer as a function of explicit 

beliefs.  
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2.2 Health Consciousness 

 

According to the study conducted by Davies et al. (1995); Hutchins and Greenhalgh 

(1997); Squires et al. (2001); Chinnici et al. (2002); Zanoli and Naspetti (2002); 

Tarkiainen, and Sundqvist (2005), health is one of the most popular dimensions that 

influence customer perception toward organic food consumption among consumers. This 

statement is also positively supported by other researchers, (Hughner, 2007; Kavaliauske, 

and Ubartaite, 2014), as almost all the research investigation regarding the consumer 

motivation to purchase have common ultimate reason in select organic products such as 

factor of social and cultural which is price, quality of product, and individual factors which 

represented by emotions and health consciousness. 

 Moreover, Michaelidou and Hassan (2008); Kavaliauske, and Ubartaite (2014) 

have found that, encouragement toward a healthy lifestyle has a significance influence on 

selecting ethical products as well as organic ones. These kinds of consumer tend to select 

food that have certain criteria such as good quality, beneficial and salubrious characteristic 

(Michaelidou and Hassan, 2008; Kavaliauske, and Ubartaite, 2014). 

 Others, there is a confirmation provided by Magnusson et al. (2003); Kavaliauske, 

and Ubartaite (2014) for his studies, as consumer that have greater health awareness tend 

to select organic products rather than regular everyday products. In addition, according to 

Krissoft (1998); Brown (2003); Chiew et.al (2014), concluded that, the reason which 

influence consumer to buy organic product is due to the understanding toward product 

which are more secure, healthier, and more friendly toward environment rather than 

traditionally manufactured alternatives.  

Universlti Utara Malaysia 



13 
 

There is a positive relationship between health consciousness and purchasing 

intention toward organic product among Malaysian consumer. This relationship is 

supported by Molyneaux (2017), Brown (2012); Chiew et.al (2014), as they revealed that 

there is a significant relationship between health awareness and organic purchase. In 

addition, as mentioned by other researchers, concern toward health has greater influence 

on customer buying intention for organic food goods compare to the environmental 

consciousness (Salleh et al., 2010; Jeger, Ham, and Leko, 2014).  

Furthermore, Paul, and Rana (2012) also have a common  view regarding the factor 

that influence the consumer’s selection for organic product, as they believe that health 

consciousness can give more impact rather than other factors, for instance conscious about 

environment and food/diet factor. Similarly, Grossman (1972); Paul, and Rana (2012), also 

conclude that human health are the major reason which motivate consumers to ponder 

about organic food.  

 

2.3 Environmental Awareness 

 

As indicated by Polonsky, Cary and Fernandez (2006); Brown (2003); Chiew et.al 

(2014) the significant awareness toward environment has had prudent on consequence 

toward behavior of consumer, with the organic product market developing at incredible 

rate. Moreover, as stated by Harper and Makatouni (2002); Brown (2003); Chiew et.al 

(2014), animal security has becoming crucial dimension of consumer driver in buying 

products from organic farm that declaring to deliver animal-friendly living environment  

for farm animals.  
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According to Paul, and Rana (2012) consumer that are categories under ecological 

market segment tend to show their interest toward ecological product while shopping, not 

only due to the reason of healthier alternatives but it also combining with desire to preserve 

the environment for next generation. In addition, Fraj and Martinez (2007); Paul, and Rana 

(2012) also mentioned that, it is important for the marketer and other institutions to give 

their attention toward the important of the consumers attitudes that belong within this 

segment, as they are even ready to changes to other products for environmental purposes 

and to stop from purchasing product that can create pollution.  

However, there is an opposite view from others researchers, as they found people 

are not necessarily will act as pro - environmentally even though they are concern toward 

environment (Ohtomo and Hirose, 2007; Pickett-Baker, and Ozaki, 2008). For instances, 

an individual could improperly throw rubbish everywhere as they are being influences by 

the behavior of majority people around them which known as process of reactive, as against 

to conscious decision making (Ohtomo and Hirose, 2007; Pickett-Baker, and Ozaki, 2008).  

The relationship between environmental concern and purchasing intention toward 

organic product among Malaysian consumer has been supported by several studies. For 

instances, as claimed by Dumea (2012) consumer concern toward environmental can be 

directly link to their readiness to purchase organic food. Moreover, there is also a positive 

opinion from other researchers (Grunert and Juhl, 1995; Kavaliauke, and Ubartaite, 2014) 

claimed that, there is a significant relationship between the decision to purchase organic 

goods and consumer awareness toward environment as these consumer are more prefer to 

select organic product. 
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 In addition, Lindeman and Vaananen (2000); Kavaliauke, and Ubartaite (2014) 

also support the idea that awareness toward environmental issues could create the strongest 

and most vital influences in making decision for organic products, similar as political factor 

that also could bring a remarkable significant effect on organic goods. 

 

2.4 Organic Food Products Knowledge 

 

In the article, Consumers’ Perceptions and Attitudes of Organic Food Products in 

Northern Thailand, Sangkumchalianga and Huang (2012) pointed out that, there is better 

information regarding the organic food market, which lead the consumer becoming more 

knowledgeable about organic food products, as it is crucial due to the positive effect toward 

consumer’s attitudes for organic food products (Gil and Soler, 2006; Briz and Ward 2009). 

According to other researchers, consumer purchase decision either to purchase or not are 

based on three core elements, which is include knowledge, attitude, and intention (Aryel, 

et al., 2009; Sangkumchalianga, and Huang, 2012). Moreover, Sangkumchalianga, and 

Huang (2012), also mentioned that knowledge of consumer also refers as a construct which 

influence on how and what consumer decide to purchase.  

According to O’Donovan and McCarthy (2002); Chiew et al. (2014) stated that 

person with greater education level, basically are more favor to acquire organic food than 

people with a little knowledge about organic food. The similar finding is reported by Gracia 

and Magistris (2007), as they found that the probability for individual to have positive 

attitudes on organic products are more significant with well educate people 

(Sangkumchalianga, and Huang, 2012).  
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However, the opposite view is shared by Chan and Lau (2000) in their study of 

Antecedents of Green Purchases – a Survey in China, who proved that an individual still 

can show great emotional relation toward environment even with little knowledge about 

environmental issues (Jeger et.al, 2014). Furthermore, Arbindra et al. (2005); Chiew et al. 

(2014) also shared on these negative views, as they found that education level has no 

statistically strong effect on organic food buying behaviors. 

 Besides that, Lea and Worsley (2005) find that education on organic food beliefs 

has the smallest effect (Chiew et al., 2014). Furthermore, according to Sangkumchaliang, 

and Huang (2012), knowledge of an individual is influenced by the category and value of 

information made accessible to consumers. In addition, the researcher also pointed out that 

advertisements, processing, and concern of labels and certifications play a crucial role in 

enhancement the knowledge, hence consciousness and knowledge are essential in 

consumer’s behaviors (Sangkumchaliang, and Huang, 2012).  

 

2.5 Consumer Trust in the Organic Products 

 

Consumer trust in the organic product is clearly play important roles in the 

purchasing intentions and consumer behaviors. In fact, there are number of surveys that 

revealed trusts in the product as one of the major factors that influence consumer purchase 

intention toward organic food. For example, in the article, “Attitudes toward Green Food 

Purchase among Students: Evidence from Eastern Croatia”, Jeger et.al (2012) claimed that 

trust on organic food is significant motivation of intention to consume because of the 

credibility nature of organic food. Moreover, the researchers also mentioned that credibility 
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of products is those elements that consumers have no ability to analyse effectively as the 

usefulness of consumption cannot be directly or instantly perceived (Jeger et.al, 2012).  

According to Jeger et al. (2012), basically product labeling, advertisement, and 

guarantees, play roles as the indicators of trustworthiness product claim which allow 

consumer to depend on it. Moreover, Dickieson, and Arkus (2009) have similar opinion, 

as they believe that trust in certification and labeling claims made on the packaging and 

promotional medium of organic food inherent as the major component in understanding 

the willingness of consumer in paying for organic food. Furthermore, other research has 

determined lack of trust on organic labeling and certification claim represent as one of the 

most crucial obstacles in buying organic food, which belong with others top ranking factors 

such as availability, presentation and price. 

 Furthermore, according Pickett- Baker, and Ozaki (2008), word-of-mouth (WOM) 

is the major factor that motivates purchase of food and household product. There is 

evidence suggests that word-of-mouth as the indicator which related to satisfaction or 

dissatisfaction of customer with their previous purchasing experiences (Blodgett et al., 

1993; Brown and Beltramini, 1989; Glynn Mangold, Fred Miller, and Brockway, 1999). 

Moreover according to other researcher, consumer also tends to involve in WOM in order 

to satisfy their individual information needs (Bloch et al., 1986; Burnkrant and Cousineau, 

1975; Cohen and Golden, 1972; Howard and Sheth, 1969; Pincus and Waters, 1977; Glynn 

Mangold, Fred Miller, and Brockway, 1999).  

In addition, the researchers also mentioned about the positive side of word-of-

mouth, as Hoyer and MacInnis (2004); Pickett- Baker, and Ozaki (2008) found that the 

effectiveness of word-of-mouth are 4 times greater than persuasion from sales person in 
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influencing brand switching. Hence, this indicate that word-of-mouth is very powerful 

method to attract new customer to switching to another product brand. 

 In their article, “How can consumer trust in organic products be enhanced?” 

Schneider, Stolze, Kriege-Steffen, Lohscheidt, Boland (2010) found that there is several 

forms of trust that are relevant to the situation when consumer give their trust toward 

organic food. Basically, the first form of trust that consumer may build upon their 

confidence on organic product are based on the foundation of normative of the organic 

movement, which also refer as the shared values and belief connected to the environmental 

and fitness food (Schneider, et.al, 2010).  

Moreover, the Schneider, et al. (2010) also revealed that trust of consumer may also 

influence based on their individual trust in the capability and honesty of familiar 

representatives of the organic movement that are represent by neighbouring farmers, 

political advocates, doctors, and other users. In addition, a more conceptual and 

businesslike pattern of trust will likely also be included (Schneider, et.al, 2010).  

Other than that, consumers may develop their trust on the reliance that responsible 

person of the organic logistic network will act in a well manner, as there are coherent 

instruction and adequate control measures (Schneider, et.al, 2010. Last form of consumer 

trust may develop based on the organic food brand personality (Schneider, et.al, 2010). 
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2.6 Summary  

 

This chapter describes about the literature review of the study which consists of the 

intention to purchase organic food products, health consciousness, environmental 

awareness, organic food products knowledge, and also consumer trust in the organic 

products in order to support this research study. This literature reviews is constructed by 

having understanding from the literature reviews of previous research on this topic and by 

citing other researchers work. Moreover, the conceptual framework was developed based 

on literature reviews presented in the chapter two.  
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CHAPTER 3 

RESEARCH METHODOLOGY 

 

3.0 Introduction 

This chapter will explain about the method of research design, technique of 

sampling design, conceptual framework, hypotheses, data collection, instrument used for 

research, also research data analysis. The sampling design consists of sample population, 

sampling technique, and sample size. For the conceptual framework, it will be based on 

the factor that influences intention to purchase organic food products among Malaysian 

consumer in Kedah. 

3.1 Research Design 

The research design used for this study is descriptive research design. The main 

reason descriptive research design is being chosen because the aim of this study is to 

provide an understanding on the factor that influences customer purchasing intention 

toward organic food products among Malaysian consumer in Kedah.  

3.2 Sampling Design 

   3.2.1 Target Population 

The target population for this study is the organic product consumers Green 

Organic Sky Shop located at Jalan Pegawai in Kedah that purchase and consume organic 

food products from the shop. It is because of this was the only shop that being focus of 

organic product in Kedah and well know shop by the customer.  
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3.2.2 Sample Population 

The sample population for this study will be collected among 91 respondents of 

consumer in Kedah which equivalent to 61% from the total consumers of organic shop. 

3.2.3   Sampling Technique 

A probability sampling technique is selected for this study is simple random 

sampling technique by using questionnaire. Simple random sampling technique is suitable 

with the nature of this study as the questionnaire will be distribute to the potential 

respondent which are represented by the consumer in Kedah. The reason for choosing this 

method is due to each element in the population has a known and equal probability of being 

the sample selected and the benefit that can be gained from using this sampling method 

such as it is easily understood and give projectable results for the research study. 

3.2.4 Sample Size 

To determine the sample size for this study, sample size is referred to the Kricie 

Morgan table, that resulting 105 respondents based on the 151 total number of population. 

The number of sample size is the result of Kricie Morgan table with 95% confidence and 

5% margin of error. 
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3.3 Research Framework 

 

 

 

 

 

 

 

 

 

     Independent Variables                Dependent Variable  

 

3.4 Research Hypothesis 

 

H1: Health consciousness has a significant influence on purchasing intention toward 

organic products among consumers in Kedah. 

H2: Environmental awareness has a significant influence on purchasing intention toward 

organic products among consumers in Kedah. 

H3: Organic food products knowledge has a significant on purchasing intention toward 

organic products among consumers in Kedah. 

H4:  Consumer trust in the organic products has a significant influence on purchasing 

intention toward organic products among consumers in Kedah. 

Health Consciousness 
(Kavaltauske & Ubartaite, 
2014) 

Environmental Awareness 
(Dumea, 2012) 

Organic Food Products 
Knowledge (Dumea, 
2012) 

Intention to Purchase 
Organic Food Products 

Consumer Trust in the 
Organic Products 
(Dickieson & Arkus, 2009) 

Figure 1: Research framework. 
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3.5 Data Collection  

 

For this study, methods of data collection being selected to collect the data 

information are based on primary data and secondary data. As for primary or quantitative 

data, the information was collected through answers given by the respondent in the 

questionnaires. 

While for information that are collected from secondary data, basically are from 

multiple journal published by the previous researcher regarding relate topic of consumer 

purchase intention toward organic product. For instances, by reading and understanding 

the information stated in the previous researcher journal, adopting some ideas, and further 

comparing the statements between one researcher with other researcher regarding the factor 

that influence Malaysian organic consumer purchase intention toward organic product in 

Kedah. Moreover, other way of collecting data for this paper is by surfing to internet to 

find any related published news about organic product. 
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3.6 Instrument Used for Research 

 

The instrument used for this research is structured questionnaire to collect data from 

the respondents. In term of questionnaires design for this study, they are divided into three 

sections which are Section A, Section B, and Section C. In the Section A, the respondents 

will be asked about general question related to this topic. While in the Section B of the 

questionnaires, the questions are related to both independent variable and dependent 

variable. In Section C, the questions mainly regarding respondent demographic detail.  

As regards to the format of questionnaire, Likert scale and multiple-choice 

questions form is used to construct the questionnaire for this research. For instances, in the 

Section C the questions are construct in the form of a Likert scales questionnaire by using 

the ‘‘strongly agree/ agree/ neutral nor disagree/ disagree/ strongly disagree’’ format. 

While as, multiple choose questions is apply for the both section which are; Section A and 

Section C. Each respondent only allowed to give one answer for each of the question. The 

questionnaire design was intended to gives nominal, ordinal and interval data to facilitate 

quantitative analysis. 
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3.7 Data Analysis and Interpretation  

In order to answer research questions, objectives and hypothesis, the data collected 

from organic respondent will be analyzed by using SPSS program which is stand for 

Statistical Program for Social Science. By using SPSS program, the data on respondents 

will be analyses based on   frequency distribution analysis, reliability analysis, descriptive 

analysis, correlation analysis and regression analysis. The summary of result will be 

present through illustration in the form of table and figure. 

3.7.1 Frequency Distribution 

Frequency distribution is defined as mathematical distribution used by researcher 

to obtain and calculate the amount of responses with different values of variables and 

expressed calculated number in percentage term (Malhotra, 2010). The main purpose of 

frequency distribution is to measure responses number associated with uncommon values 

of variables.  

3.7.2 Hypotheses Testing 

       3.7.2.1 Pearson Moment Correlation Analysis 

According to Malhotra (2010), Pearson moment correlation can be defined as a 

statistic to summarize correlation strength between two metric variables. Therefore, 

Malhotra (2010) mentioned that, Pearson moment correlation is mostly used to summarize 

the strength association between metric variables. 

 

Universlti Utara Malaysia 



26 
 

  3.7.2.2 Reliability Analysis 

The reliability test analysis results using the Cronbach’s alpha as internal 

consistency indicator to measures the consistency and stability of independent variables 

and dependent variables. According to Sekaran (2003) the purpose of establishing the 

measurement for reliability test, are mainly to measure both consistency and stability of 

variables. Cronbach’s alpha is computed for each of the variables to investigate how well 

the items in a section positively correlated to one another.   

  3.7.2.3 Regression Analysis 

Regression analysis is referring as a statistical procedure for measuring associative 

relationship between metric dependent variable and one or more independent variables 

(Malhotra, 2010). Moreover, regression analysis can be used to determine whether the 

independent variables explain a significant variation in dependent variables, determine 

how much of the variation in dependent variable can be explained by independent variable: 

strength of relationship, determine the relationship structure by developing mathematical 

equation relating the independent and dependent variable (Malhotra, 2010). 
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3.8    Summary  

This chapter explains about the methods or techniques that are used for this research 

study such as technique of research design and sampling design. The sampling design is 

consisting of target population, sample population, sampling technique, and sample size. 

Moreover, in term of conceptual framework, it is develop based on the factor that 

influences purchasing intention toward organic food products among consumers in Kedah 

which is consist of health consciousness, environmental awareness, organic foods products 

knowledge, and consumer trust in the organic product. Finally, the data collection for this 

study is based on primary and secondary data. 
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CHAPTER 4 

FINDINGS AND ANALYSIS 

 

4.0 Introduction 

This chapter discusses the results and the findings of the study. It involves 

analyzing the responses from the demographic, dependent variable and independent 

variables sections. This research is primarily based on primary data collected through 

distribution of questionnaires to the walk-in customers at Kedah. Organization of the 

chapter starts with first reporting on the descriptive analysis for demographic profile of the 

respondents.   

Next, result of reliability analysis to measure the construct internal consistency of 

the measure, follows with descriptive statistics. The chapter’s ends with discussion on 

correlation and regression analysis results to test the hypotheses and answers objectives set 

earlier in previous chapters. The responses obtained from the questionnaire returned by the 

selected respondents were all analyse using Statistical Package for Social Sciences (SPSS) 

version 22. 

4.1 Frequency Distribution on Demographic Profiles of Respondents 

100 sets of questionnaires were distributed by hand to the respondent of    walk - in 

customers around Kedah. As a result, only 91 set of questionnaires where be used as nine 

other set of questionnaires were rejected.  
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The selection of respondents was done with proper sampling techniques. The 

results are summarized by the frequency and percentage level of the respondents for each 

of the category in the questionnaire of demographic section.  
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Table 1 

Summary of Demographic Profile of Respondents (N= 91). 

Variable Frequency Percent (%) 
Gender 
Male 
Female  
Total 
Race 
Malay 
Chinese 
Indians 
Total 
Age  
20 - 29 
30 - 39 
40 - 49 
50 - 59 
Total 
Education level 
SPM 
Diploma 
Bachelor’s Degree 
Master Degree 
Total 
Marital status 
Single 
Married 
Total 
Children in household 
Yes 
No 
Total 
Members in household 
2 
3 
4 
5 and above 
Total 
Monthly personal income (RM) 
Less than 1000 
1000 – 2000 
2001 – 3000 

 
11 
80 
91 
 
17 
72 
  2 
91 
 
14 
27 
31 
19 
91 
 
15 
52 
23 
  1 
91 
 
19 
72 
91 
 
72 
19 
91 
 
  7 
15 
32 
37 
91 
 
  3 
18 
27 

 
  12.1 
  87.9 
100.0 
 
  18.7 
  79.1 
    2.2 
100.0 
 
  15.4 
  29.7 
  34.1 
  20.9 
100.0 
 
  16.5 
  57.1 
  25.3 
    1.1 
100.0 
 
  20.9 
  79.1 
100.0 
 
  79.1 
  20.9 
100.0 
 
    7.7 
  16.5 
  35.2 
  40.7 
100.0 
 
    3.3 
  19.8 
  29.7 
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3001 – 4000 
4001 – 5000 
5001 and above  
Total  

31 
  7 
  5 
91 

  34.1 
    7.7 
    5.5 
100.0 

 

 

Figure 2.Total percentage of respondent’s gender. 

From the Figure 2 and Table 1, it shows that majority of the respondents are 

female which are 80 respondents and the minority are male which are only 11 

respondents that makes all together 91 respondents. The percentage of both male 

and female respondents that answer the questionnaire is nearly 88 percent (87.9) 

and 12 percent respectively.  

 

 

 

12%

88%

GENDER

Male
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Figure 3. Total percentage of respondent’s race. 

From the figure and table above, most of the respondent are Chinese 

respondent with total of 72 respondent and 79 percent from the total percentage. It 

follows with Malay respondent who have total response about 17 respondent which 

equal to 19 percent. The lowest responses come from Indian respondent which 

contributed about 2 percent with 2 respondents. 
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Chinese
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Figure 4. Total percentage of respondent age. 

For the age profile, the majority of the respondents’ age group is in the range 

of 40 – 49 years old with the total number of 31 respondents. This age group has 

the highest percentage, which equivalent to 34 percent. It follows with the second 

highest group with age range of 30 – 39 years old with 27 respondents that 

equivalent to 30 percent of the total response.  

While as, the age range between 50 – 59 years old spot on the third place 

with 19 respondent that give total percentage of 21 percent. The lowest responses 

come from age group of 20 – 29 years old such that only 14 respondents participated 

in this survey with percentage of 15 percent out of the total responses. 

15%

30%

34%

21%

Age

20 - 29

30 - 39

40 - 49

50 - 59
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Figure 5. Total percentage of respondent’s education level 

In term of respondent’s education level, the table conveys that most 

respondents are Diploma certificate holders that contribute about 57 percent from 

the total percentage for the respondent’s education level which have 52 

respondents. Respondents with the education background of Bachelor’s Degree are 

about 23 respondents which equal to 25 percent. 

Next there are about 15 respondents who are SPM holder with total 

percentage of 17 percent. The lowest responses come from respondent with Master 

Degree holder with only 1 respondents participated in this survey with percentage 

of 1 percent out of the total responses. 
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Figure 6. Total percentage of respondent’s marital status. 

The Figure 6 and Table 1 shows information regarding the respondent’s 

marital status. Majority of respondents are married which are about 72 respondents. 

They have the highest percentage with total of 79 percent. While as the remaining 

responses come from the single respondent with total number of 19 respondents 

that equivalent to 21 percent. 
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Figure 7. Total percentage of respondent’s children in household. 

From 91 respondents, 72 respondent replied that they have children in their 

family which equivalent to 79. While as the remaining 21 respondent have no 

children in their family which contributed to 21 percent. 
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Figure 8. Total percentage of respondent’s members in household. 

As shown in the Figure 8 and Table 1, respondents who involved more in 

this research are from respondent with total members in household range between 

5 and above which contributed to 41 percent with 37 respondents. On the other 

hand, there are about 32 respondent who have total of 4 member in household which 

contributed to 35 percent.  

Moreover, respondent with total number of 3 member in household are 

about 15 respondent with 16 percent. The rest percentage goes to respondents who 

have total of 2 member in household with 7 respondents and 8 percent. 
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Figure 9. Total percentage of respondent’s monthly personal income (RM). 

In terms of the monthly personal income, it shows that most of the 

customers have income between RM 3001 - RM4000 which contributed to 34 

percent with 31 respondents. The second highest responses are from customer who 

have income range between RM 2001 – RM 3000 with total of 27 respondent or 

equivalent to 30 percent. 

The range of income between RM 1000 – RM 2000, RM 4001 – RM 5000, 

and RM 5001 and above has contributed about 18, 7 and 5 respondents with 20 

percent, 8 percent and 5 percent respectively. The least is from respondents with 

income less than RM 1000 that are only 3 respondents and 3 percent. 
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4.2 Measures of Internal Consistency 

This section discusses about the reliability test analysis results using the Cronbach’s 

alpha as internal consistency indicator to measures the consistency and stability of 

independent variables and dependent variables. According to Sekaran (2003), the purpose 

of establishing the measurement for reliability test, are mainly to measure both consistency 

and stability of variables. Cronbach’s alpha are computed for each of the variables to 

investigate how well the items in a section positively correlated to one another.  A 

Cronbach’s alpha value that are closer to the value of one (1.0) suggest higher internal 

consistency of the measurement. Generally value that are above 0.7 is considered as 

acceptable internal consistency (Sekaran, and Bougie, 2013). A summary of the test results 

reliability using Cronbach’s Alpha for the research study are provided in the Table 2. 

Rules of Thumb for Cronbach’s Alpha Coefficient Size 

Alpha coefficient range Strength of association 

α < 0.6                                                                  Poor 

0.6 - 0.7                                                             Moderate 

0.7 - 0.8                                                             Good 

0.8 - 0.9                                                             Very good 

0.9 >                                                                  Excellent 

                   (Source: Hair et al (2003), Essential of Business Research Methods) 
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Table 3 

Summary of Reliability Test Result  

Items 

 

   No. 

of 

items  

No. of 

items 

deleted 

Cronbach’s 

alpha  

Strength of 

association 

 

Dependent variable 

       

Intention to purchase organic 

food products 

   7 – 

 

0.833 Very good 

Independent variables        

Health consciousness    5 – 

 

0.868 Very good 

Environmental awareness    4 1 

 

0.838 Very good 

Organic food products 

knowledge 

   5 – 

 

0.785 Good 

Consumer trust in the organic 

products 

   5 – 

 

 

0.888 Very good 
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As refer to the above table, there are total of 7 items for the dependent variable of 

this research paper, which is intention to purchase organic food products. According to the 

result of the reliability test, the Cronbach’s alpha for intention to purchase organic food 

products is 0.833.  This means that, the dependent variable has very good strength of 

association as the value is more than 0.70. Hence, the Cronbach’ alpha scale for the 7 items 

of dependent variable are considered as acceptable and reliable, as it suggest a very good 

internal consistency reliability between the items as a set with value of scale above 0.70. 

While as, the first independent variable which is health consciousness have total 

number of 5 items. According to the output of reliability test, the Cronbach’ alpha for health 

consciousness is 0. 868.This indicates that, the first independent variable has very good 

strength of association as the value is more than 0.70. Hence, the Cronbach’ alpha scale for 

the 5 items of independent variable are considered as acceptable and reliable, as it suggest 

a very good internal consistency reliability between the items in a set with value of scale 

above 0.70. 

Similar to the second independent variable refer as environmental awareness that 

have total of 5 items with Cronbach’s alpha scale of 0.806. However, one of the items in 

the environmental awareness was deleted in order to increase the reliability scale of second 

independent variable, which gives the outcome of 0.838 for the Cronbach’ alpha reliability 

analysis result. This means that, environmental awareness has very good strength of 

association as the value is more than 0.70. Hence, the Cronbach’ alpha scale for the 4 items 

of independent variable are considered as acceptable and reliable, as it suggest a very good 

internal consistency reliability between the items in a set with value of scale above 0.70. 
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Next, there are 5 items for the third independent variable. The third independent 

variable is organic food products knowledge with Cronbach’s alpha scale of 0.785, which 

defined as the variable that have good strength of association as the value is more than 

0.70. Therefore, the Cronbach’ alpha scale for the 5 items of organic food product 

knowledge variable are considered as acceptable and reliable, as it suggest a very good 

internal consistency reliability between the items as a set with value of scale above 0.70. 

Based on the table 3, it shows that the fourth independent variable is consumer trust 

in the organic products with total of 5 items. The fourth independent variable have the 

highest scale of Cronbach’s alpha of 0.888 compare to other three independent variables. 

This Cronbach’s alpha result give indication that consumer trust in the organic product 

have very good strength of association as the value is more than 0.70. Hence, the Cronbach’ 

alpha scale for the 5 items of consumer trust in the organic products are considered as 

acceptable and reliable, as it suggest a very good internal consistency reliability between 

the items  as a set with value of scale above 0.70. 

4.3 Descriptive Statistics 

According to Pallant (2011) the value of skewness act as an indicator of distribution 

symmetry. While as, kurtosis value can serve the information about the ‘peakedness’ of the 

distribution (Pallant, 2011). Moreover as mentioned by Myint Swe Khine (2013), the value 

of skewness and kurtosis can also provide information about the normality of data.  

Furthermore, the distribution is perfectly normal when the value of skewness and 

kurtosis is equal to 0 (Pallant, 2011). While as positive skewness values serve as positive 

Universlti Utara Malaysia 



43 
 

skew, which means the scores cluttered to the left at the low values. Negative skewness 

values show a clustering of scores on the right-hand side of a graph with the high end score.  

By referring on the skewness and kurtosis column, the value for skewness must not 

exceed value of 3, while as the kurtosis value must not exceed the value of 20 in order to 

avoid from violating the normality assumption for parametric statistical analysis (Kline, 

2011; Myint Swe Khine, 2013). 
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Table 4 

Descriptive Statistic 

 

N Mean Std. Deviation Skewness Kurtosis 

Statistic Statistic Statistic Statistic Std. Error Statistic Std. Error 

 

Health consciousness 

 

91 

 

3.7495 

 

.60853 

 

-.078 

 

.253 

 

-.168 

 

.500 

Environmental awareness 91 3.4945 .67493 -.281 .253 .731 .500 

Organic food products knowledge 91 3.7297 .61635 .339 .253 -.439 .500 

Consumer trust in the organic products 91 4.1011 .70388 -.389 .253 -.908 .500 

Intention to purchase organic food products 91 3.8619 .53344 -.155 .253 -.536 .500 

Valid N (listwise) 91       
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Based on the results summarizes in table 4, all the value in skewness and kurtosis 

column falls within the suggested range such that the skewness value are range between - 

0.389 and 0.339 , while the kurtosis value are range between - 0.908 and 0.731. Therefore, 

symmetrical distribution is assumed and thus parametric statistical analysis can be 

performed because there is no violation of normality assumption. 

Apart from that, the mean values for the dependent variable of intention to purchase 

organic food products is equal to 3.8619, while the other four independent variables, which 

are health consciousness, environmental awareness, organic food products knowledge and 

consumer trust in the organic products ranges from 3.4945 until 4.1011. 

4.3.1   Deleting Outliers in Boxplots 

Before proceeding to the Pearson correlation coefficient measurement, one of the 

case number of respondents was deleted in order to eliminate outliers as result in boxplots 

shows that there is one outlier in case number 8. After the deleting process of outliers, the 

total respondents of this study left with 90 respondents. 
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4.4 Correlation Analysis  

In this section, Pearson correlation coefficient is use to answer the research 

questions of 1.5.1 and 1.5.2. Moreover, it also used to meet with research objectives of 

1.6.1 and also 1.6.2.Correlation test is carried out , to determine whether there are 

significant association between the independent variables and dependent variables.  

Next, multiple regression analysis was conducted to determine the factors that 

significantly influence the dependent variable. Table 5 is the interpretation for r value and 

Table 6 summarizes the results obtained from the correlation analysis between the 

dependent variables with independent variables. 

Table 5 

 Interpretation for r Value Being Propose by Sekaran (2003) 

r value  Correlation strength  

 

0.01 – 0.09 

 

Very low correlation 

0.10 – 0.29 Low correlation 

0.30 – 0.49 Moderate correlation 

0.50 – 0.69 Strong correlation 

0.70 – 1.0 Very strong correlation 
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 Note. **p < 0.01 

  

Table 6 

Summary of Pearson Correlations 

 

Intention to 

purchase organic 

food products 

Health 

consciousness 

Environmental 

awareness 

Organic food 

products 

knowledge 

Consumer trust 

in the organic 

products 

  

Intention to purchase 

organic food products 

 

 1.000 
    

Health consciousness .878** 1.000    

Environmental 

awareness 
.476** .364 1.000   

Organic food 

products knowledge 
.748** .564 .494 1.000  

Consumer trust in the 

organic products 
.667** .397 .306 .411 1.000 
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Correlation 1: There is significant correlation between health consciousness and 

intention to purchase organic food products. 

A Pearson product-moment correlation coefficient was computed to assess the 

correlation between health consciousness and intention to purchase organic food products. 

There was a very strong, positive correlation between the two variables,    r = 0. 878, n = 

90, p < 0.01. 

Correlation   2:   There is significant correlation between environmental awareness 

and intention to purchase organic food products. 

The correlation between environmental awareness and intention to purchase 

organic food products was investigated using Pearson product – moment correlation 

coefficient. There was a moderate, positive correlation between the two variables,                      

r = 0. 476, n = 90, p < 0.01. 

Correlation 3:   There is significant correlation between organic food products 

knowledge and intention to purchase organic food products. 

A Pearson product-moment correlation coefficient was computed to assess the 

correlation between organic food products knowledge and intention to purchase organic 

food products. There was a very strong, positive correlation between the two variables,          

r = 0. 748, n = 90, p < 0.01. 

Correlation 4:     There is a significant correlation between consumer trust in the 

organic products and intention to purchase organic food products 
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The correlation between consumer trust in the    organic products and intention to 

purchase organic food products was investigated using Pearson product – moment 

correlation coefficient. There was a strong, positive correlation between the two variables, 

r = 0.667, n = 90, p < 0.01. 

 

4.5 Descriptive Analysis of Main Factors 

In this research descriptive analysis is used to measure the minimum, mean and 

standard deviation for intention to purchase organic food products, health consciousness, 

environmental awareness, organic food product knowledge, and consumer trust in the 

organic food products. All items in the questionnaire was measured by using a Likert scale 

of 1 to 5 starting from a scale of 1 represents as “Strongly Disagree” to a scale of 5 

represents as “Strongly Agree”. Summary of descriptive analysis results for all variables 

described in Table 7. 

Table 7 

Summary of Descriptive Statistics 

 Mean Std. Deviation N 

 

Intention to purchase organic food products 

 

3.8698 

 

.53093 

 

90 

Health consciousness 3.7556 .60913 90 

Environmental awareness 3.5194 .63515 90 

Organic food products knowledge 3.7378 .61490 90 

Consumer trust in the organic products 4.1200 .68420 90 

Universlti Utara Malaysia 



50 
 

 

From the Table 7, it shows that consumer trust in the organic products has the 

highest value of mean rather than other 3 independent variables which is equal to 4.120 

(Std. Dev=0.6842).This clearly indicates that, consumer are having adequate or high level 

of trust toward the credibility of organic food producer on producing organic products, 

have high trustworthy toward supermarket when they advertise products as organic 

products and also have trust on the information and certification logo of organic food 

labels. 

This is followed by dependent variable which is intention to purchase organic food 

products with 3.869 (Std. Deviation=0.5309).This indicate that most respondent have a 

moderate to high degree of intention to purchase organic food products.  

Next independent variable of health consciousness and organic food products 

knowledge have mean value of 3.755 (Std. Dev = 0.6091) and 3.737(Std. Dev= 0.6149) 

respectively. This shows that most of the consumer are generally concern about their health 

condition by improving their life styles or consuming better quality of healthy food. While 

as, consumer also agree that having good knowledge on organic food can influence their 

decision on choosing good quality of organic products. 

The factors that have the lowest overall mean scores is environmental awareness 

which is 3.519 (Std. Dev=0.6351).Apparently, this overall mean scores result for 

environmental awareness are quite identical with precious researcher output (Fotopoulas, 

and Krystallis, 2002; Dumea, 2012). Therefore it can be conclude that most respondents 

are considered to accept all the variables. Apparently, there is no extremely high and low 
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level of mean scores. According to Miller (1991), the value of mean should be more than 

2.5 standard deviation value in order to have good representative of value for mean and 

standard deviation. 

 From the table above, it shows that standard deviations for all variables seem to 

fall between the ranges of 0.5309 and 0.6842, which reflect the existence of considerably 

acceptable variability within the data set. This indicates that all answers on the study 

variables were substantially different from one respondent to another, thus signifies the 

existence of tolerable variances in responses. These conclusions will be further analyze and 

discuss in the next section. 

4.6 Multiple Regression Result Discussion 

This section discusses the findings on the multiple regression application to 

investigate significant predictors to intention to purchase organic food products. Multiple 

regression analysis was conducted to determine which factors that significantly influence 

the dependent variable. 

This analysis attempt to answer the research question of 1.5.3, research objective 

of 1.6.3 and also all the research hypotheses. The regression analysis applied will test all 

hypotheses as stated earlier in the research objectives. The following hypotheses are subject 

for further analysis and the results are summarized in this section. 

H1: Health consciousness has a significant influence on purchasing intention 

toward organic products among Malaysian consumers in Kedah. 

H2: Environmental awareness has a significant influence on purchasing intention 

toward organic products among Malaysian consumers in Kedah. 
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H3: Organic food products knowledge has a significant on purchasing intention 

toward organic products among Malaysian consumers in Kedah. 

H4: Consumer trust in the organic products has a significant influence on 

purchasing intention toward organic products among Malaysian consumers in Kedah. 
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Table 8 

Summary of Model Summaryb   

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

Durbin-

Watson 

1 .972a .944 .941 .12869 1.652 

Note. 

a. Predictors: (Constant), Consumer trust in the organic products, 

Environmental awareness, Health consciousness, Organic food products 

knowledge 

b.   Dependent Variable: Intention to purchase organic food products 

 

Based on the model summary summarize in Table 8, the R square value is 0.944. 

This indicates a large size effect , as based on the R square value,  94.4 per cent variation 

in the dependent variable of intention to purchase organic food products can be explained 

by the combination of the four predictors which are health consciousness, environmental 

awareness, organic food products knowledge and consumer trust in the organic products.  

While as the remaining 5.4 percent variation in the dependent variable are explained 

by other independent variables which are not which are not been examined in this research 

such as price premium, concern over food safety, important of status, effort and etc. Further 

evaluation on the result also suggest that no violation on the model assumption with respect 

Universlti Utara Malaysia 



54 
 

to the problem of serial correlation and multicollinearity. There were supported by Durbin 

Watson statistic that are equal to 1.652. 
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Results from the ANOVA table as summarize in Table 9 provides the information 

on the general fitness of the proposed model. Based on the result obtained, the calculated 

F statistic value is 357.460 with a corresponding            p < 0.001. Thus, the proposed 

model with the combination of the four predictors is said to be adequate in predicting the 

dependent variable. In other words, we have enough evidence to support the proposed 

model and conclude that the proposed model is significant in predicting the level of health 

consciousness, environmental awareness, organic food products knowledge and consumer 

trust in the organic products on intention to purchase organic food products.  

Table 9 

Summary of ANOVAa 

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 23.680 4 5.920 357.460 .000b 

Residual 1.408 85 .017   

Total 25.088 89    

Note. *** p < 0.001  

a.   Dependent Variable: Intention to purchase organic food products. 

b. Predictors: (Constant), Consumer trust in the organic products, 

Environmental awareness, Health consciousness, Organic food products 

knowledge. 
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Table 10 
 
 Summary of Coefficientsa 

Model 

Unstandardized 

Coefficients 

 Standardized 

Coefficients 

T Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) -.027 .109  -.249 .804   

Health consciousness .514 .028 .590 18.429 .000 .644 1.553 

Environmental awareness .027 .025 .033 1.092 .278 .737 1.357 

Organic food products knowledge .234 .030 .271 7.931 .000 .564 1.772 

Consumer trust in the organic products .241 .023 .311 10.697 .000 .782 1.279 

Note. *** p < 0.001  

a. Dependent Variable: Intention to purchase organic food products 
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The coefficient summary presented in Table 10 provides the estimates of the proposed 

model parameters. The estimated equation for the proposed model is given in table 11. 

Table 11  

Estimated Equation for the Proposed Model 

Indicators.  

Y = Dependent variable of intention to purchase organic food products  

X1= Health consciousness 

X2= Environmental awareness 

X3= Organic food products knowledge 

X4=Consumer trust in the organic products  

 

 

 

 

 

 

 

 

Y= - 0.027 + 0.514X1 + 0.027X2 + 0.234X3 + 0.241X4 
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4.6.1 Interpretation for Unstandardized Coefficients Values Based on Table 10 

As refer to the result of B Unstandardized Coefficients for health consciousness 

factors, it indicates that when health consciousness increase by 1 units, the intention to 

purchase organic food products will increased by 0.514. The B Unstandardized 

Coefficients also explained that, when organic food products knowledge increase by 1 

units, the intention to purchase organic food product will increased by 0.234.  

Moreover, the B Unstandardized Coefficients result also reveal that when consumer 

trust in the organic products increase by 1 unit, the intention to purchase organic food 

product will increased by 0.241. 

  

4.6.2 Interpretation for Hypothesis Result Based on Table 10 

HI: Health consciousness has a significant influence on purchasing intention toward 

organic products among Malaysian consumers in Kedah. 

As can be seen, multiple regression was used to test whether health consciousness 

has a significant influence on purchasing intention toward organic products among 

Malaysian consumers in Kedah. Based on the table above, it shows that health 

consciousness have the highest Standardized Coefficients Beta (B = 0.590, p < 0.001.), 

which indicates a positive relationship between the two variables.   

This means that health consciousness is the major factor that have significant 

positive influence toward intention to purchase organic food products. The independent 
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variable health consciousness is a good predictor for the dependent variable purchase 

frequency. Therefore, hypothesis H1 is supported. 

H2: Environmental awareness has no significant influence on purchasing intention 

toward organic products among Malaysian consumers in Kedah. 

Multiple regression was also used to determine whether environmental awareness 

has a significant influence on purchasing intention toward organic products among 

Malaysian consumers in Kedah. From the observation of Table 10 show that, 

environmental awareness have the lowest Standardized Coefficients Beta with estimated 

slope of (B = 0.033, p < 0. 278) which p value are greater than 0.001. 

This indicates that environmental awareness is not making significant unique 

contribution to the prediction of dependent variable. Hence, independent variable 

environmental awareness is not a good predictor for the dependent variable purchase and 

have the smallest influence toward intention to purchase organic food products compare to 

three other factors. Therefore, hypothesis H2 is rejected. 

H3: Organic food products knowledge has a significant on purchasing intention 

toward organic products among Malaysian consumers in Kedah. 

The multiple regression was also used to examine whether organic food products 

knowledge has a significant on purchasing intention toward organic products among 

Malaysian consumers in Kedah. Based on the Table 10, it shows that organic food products 

knowledge fall on the third place for the factor that have significant influence toward 

intention to purchase organic food products with Standardized Coefficients Beta of (B = 

0.271, p < 0.001), which indicates a positive relationship between the two variables. 
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This means that organic food products knowledge has significant positive influence 

toward intention to purchase organic food products. The independent variable organic food 

products knowledge is a good predictor for the dependent variable purchase frequency. 

Therefore, hypothesis H3 is supported. 

 H4: Consumer trust in the organic products has a significant influence on 

purchasing intention toward organic products among Malaysian consumers in Kedah. 

Last but not least, multiple regression was also used to assess whether consumer 

trust in the organic products has a significant influence on purchasing intention toward 

organic products among Malaysian consumers in Kedah. As refer to the above table, 

consumer trust in the organic product appeared to be the second most dominant factor that 

have significant influence toward intention to purchase organic food products with 

Standardized Coefficients for Beta (B = 0.311, p < 0.001). 

The value of beta show that, this independent factor makes the second most unique 

contribution to explaining the dependent variable, when the variance explained by all other 

variables in the model is controlled for. This means that consumer trust in the organic 

products have significant positive influence toward intention to purchase organic food 

products. Therefore, H4 is supported. 
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4.6.3 Interpretation of Standardized Coefficient Beta Values Based on Table 10 

In order to answer research question of 1.5.3, Table 10 shows that health 

consciousness have the highest Standardized Coefficients Beta (B = 0.590,  p < 0.001.), 

which indicates that health consciousness have the major impact and positive significant 

influence toward intention to purchase organic product compare to other three independent 

variables. The value of beta shows that, health consciousness makes the most unique 

contribution in explaining the dependent variable, when the variance explained by all other 

variables in the model is controlled for. Hence, it shows that most of the consumer are 

generally concern about their health condition by improving their life styles or consuming 

better quality of healthy food such as organic food products. 

Next, consumer trust in the organic product appeared to be the second most 

dominant factor that have significant influence toward intention to purchase organic food 

products with Standardized Coefficients for Beta    (B = 0.311, p < 0.001). The value of 

beta show that, consumer trust in the organic product makes the second most unique 

contribution in explaining the dependent variable, when the variance explained by all other 

variables in the model is controlled for. 

Next follow with organic food products knowledge which fall on the third place for 

the factor that have significant influence toward intention to purchase organic food 

products with Standardized Coefficients Beta of (B = 0.271, p < 0.001), which indicates as 

independent factor that makes the third most unique contribution in explaining the 

dependent variable, when the variance explained by all other variables in the model is 

controlled for. 
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4.6.4 Interpretation for Value Tolerance and Variance Inflation Factor (VIP) 

Based On Table 10 

Finally yet importantly, results stated that values of tolerance for all four variables 

(shown in parenthesis) are health consciousness with 0.644, environmental awareness with 

0.737, organic food products knowledge with 0.564 and consumer trust in the organic 

product with 0.782. To have good results, all the value must be more than to 0.10 (Pallant, 

2011). According to this analysis, all independents variables have tolerance values that are 

more than 0.10. 

 By looking on variance inflation factor (VIF) values, it shows that health 

consciousness have VIF value of 1.553, environmental awareness have VIF value of 1.357, 

organic food products knowledge have VIF value of 1.772 while as consumer trust in the 

organic products factor have VIF value of 1.279. This shows that all values are good since 

the values are less than 10. Values for tolerance and VIF are used to check on the existence 

for any issues of multicollinearity. 

 Based on the result discuss above and shown in Table 10, the value of tolerance 

and the variance inflation factor (VIF) is at the proper intervals, namely the tolerance is 

greater than the value of 0.1 and the VIF is smaller than the value of 10 (Hair et al., 1998).                                               

Therefore, there exist no violation of multicollinearity assumptions.
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4.7 Summary Result of Hypothesis Testing 

 

Table 12 

Summary of Hypothesis Results 

  Standardized 

Beta’s Coefficients 

Results Direction of 

Influence 

H1: Health consciousness has a significant influence on purchasing intention 

towards organic products among Malaysian consumers in Kedah. 

0.590** Supported Positive 

influence 

H2: H2: Environmental awareness has a significant influence on purchasing 

intention towards organic products among Malaysian consumers in Kedah. 

0.33 Rejected - 

H3: H3: Organic food products knowledge has a significant on purchasing intention 

towards organic products among Malaysian consumers in Kedah. 

0.271** Supported Positive 

influence 

H4: H4: Consumer trust in the organic products has a significant influence on 

purchasing intention towards organic products among Malaysian consumers in 

Kedah. 

0.311** Supported Positive 

influence 

       Note. **p < 0.001
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4.8 Summary  

Based on the research finding, it shows that only three independent variables are 

significant at the 0.001 level which are health consciousness, organic food products 

knowledge, and consumer trust in the organic products. While as, environmental awareness 

is not significant at the 0.001 level as the result shows that it only significant at the 0.278 

level, which is above the significant level of 0.001. Furthermore, the findings also reveal 

that health consciousness is the factor that have most impact and influence toward intention 

to purchase organic food with beta of (B = 0.590, p < 0.001.) Therefore, only three 

hypothesis were accepted which are health consciousness, organic food products 

knowledge, and consumer trust in the organic products have positive and significant 

influences on intention to purchase organic food products. The last chapter will be   

explaining on limitations, recommendations and conclusion for research study. 
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CHAPTER 5  

DISCUSSION AND CONCLUSION 

 

5.0 Introduction 

This chapter explain about research conclusion, limitation of study and 

recommendation for the research study in order to increase consumer purchasing intention 

towards organic food products in Alor Star, Malaysia. 

5.1 Discussion of Findings 

    5.1.1   Health Consciousness  

Based on the research findings, it can be found that health consciousness is the 

major factor that has positive significant influence on purchasing intention towards organic 

food products with Standardized Coefficients Beta (B = 0.590, p < 0.001). This indicates 

that health consciousness is a good predictor for the dependent variable purchase 

frequency. Therefore, hypothesis H1 is supported.  

This is a line with findings of precious research conducted by Lockie et al. (2002); 

Dickieson, and Arkus ( 2009) found that health  awareness factor plays a major predictor 

in consumer purchasing intention toward organic products. In addition, Magnusson et al. 

(2003); Dickieson, and Arkus (2009) also claimed that concern toward health as the 

strongest motivator on customer attitude and intention to buy organic food products rather 

than environmental awareness variable. 
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5.1.2   Environmental Awareness 

Surprisingly, the environmental awareness is not significantly influencing the 

intention to purchase organic food products in Kedah. This finding was contradicting with 

research carried out by precious researcher, were issue of environmental and animal right 

are highly considered by the consumer and has strong influence on customer attitude and 

buying intention for organic food (Honkanen, Verplanken and Olsen, 2006; Chiew et 

al.,2014). 

However there is a positive moderate correlation between environmental awareness 

in this study with r = 0.476, n = 90,               p < 0.01. Despite in precious research, shows 

that environmental awareness has a positive and significant impact on intention to purchase 

organic products, however the logit models explained only a small amount of the variation 

in the dependent variables. This is similar with the finding conducted by Ragavan, and 

Mageh   (2007). The researcher also added that, the inability of environmental awareness 

to predict organic purchase behaviour is not an abnormal situation or prediction as many 

other previous researchers are reached with the same findings and conclusion. 

The research findings is also similar with result projected from research conduct by 

Musdiana et al.(2010), as the finding shows that environmental consciousness have least 

impact on intention to buy organic product compare to health awareness factor. The 

researcher concludes that even though consumer is highly concern toward environment 

issues, it may not convey in their buying decision on organic food products. 

 Therefore, in this research study, we can conclude that the reason for 

environmental awareness has insignificant influence on intention to purchase organic 
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products is mainly because environmental awareness is not a good predictor for dependent 

as it can only explain small amount of variation in previous study. Other reason is because 

the level of awareness on environment among consumer in Alor Star, Malaysia are still at 

lower level which maybe cause by different cultural in term of education or knowledge on 

environment, and lack of environmental campaign. 

            5.1.3   Organic Food Products Knowledge 

As refer to the findings, organic food products knowledge shows a positive and 

significant influence toward intention to purchase organic food products with Standardized 

Coefficients Beta of (B = 0.271, p < 0.001), suggesting as the factor that makes the third 

most unique contribution in explaining the dependent variable, when the variance 

explained by all other variables in the model is controlled for. 

 This is supported by Sangkumchaliang, and Huang (2012) as the research found 

enrichment in knowledge about organic information, is crucial as it positively influences 

attitudes of consumer on organic food products consumption (Briz and Ward 2009; Gil and 

Soler 2006). 

5.1.4   Consumer Trust in the Organic Products 

In term of finding for consumer trust in the organic products, the result indicates 

that consumer trust in the organic product appear to be the second most dominant factor 

that have significant influence toward intention to purchase organic food products with 

Standardized Coefficients for Beta (B = 0.311, p < 0.001). The value of beta show that, 

consumer trust in the organic product makes the second most unique contribution in 
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explaining the dependent variable, when the variance explained by all other variables in 

the model is controlled for.  

This result are mostly common with precious research finding, as organic consumer 

show significant willingness to trust organic labelling and food claims in making purchase 

decision on organic food (Dickieson, and Arkus, 2009). 

5.2 Summary of Findings  

This research is conducted to investigate whether the four independent variables of 

health consciousness, environmental awareness, organic food products knowledge and 

consumer trust in the organic product have significant influence toward intention to 

purchase organic food products in Kedah. SPSS techniques have been used in measuring 

the hypotheses, answering the research question and meeting with research objectives. 

 As mentioned earlier in the introduction, there are total of three research objective 

in this study which are to identify what are the factors/circumstances that contribute to the 

consumers purchasing intention toward organic products, to determine whether health 

consciousness, environmental awareness, organic food products knowledge, and consumer 

trust in the organic products have significant relationship with consumers purchasing 

intention toward organic products and to measure which independent variables or factors 

that have the most influence on consumers purchasing intention toward organic products 

among Malaysian consumer in Kedah.  

Next, followed with measurement reliability test by using Cronbach’s alpha as 

internal consistency indicator to measures the consistency and stability of independent 

variables and dependent variables. The result indicates that all independent and dependent 
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variable are reliable and acceptable as the value of Cronbach’s alpha for and variables are 

above 0.70. 

Next, it shows that descriptive statistics of independent variables and dependent 

variable show standard deviation of all the variables are considered to accept by the 

respondents to answer the questions.  

In term of Pearson correlation, the result shows that all four independent variables 

have correlation with the dependent variable with             p < 0.01.R-value also indicates 

that health consciousness and organic food products knowledge have very strong 

correlation with intention to purchase organic food products, while as the others two 

independent variables which are consumer trust in the organic products and environment 

have a strong correlation and  moderate correlation respectively .Hence, the hypotheses are 

supported. 

Based on the model summary summarize in Table 8, the R square value is 0.944. 

This indicates a large size effect, as based on the R square value, 94.4 per cent variation in 

the dependent variable of intention to purchase organic food products can be explained by 

the combination of the four predictors which are health consciousness, environmental 

awareness, organic food products knowledge and consumer trust in the organic products. 

There are other independents variables which are not been examined in this research such 

as price premium, concern over food safety, important of status, effort and etc. Further 

evaluation on the result also suggest that no violation on the model assumption with respect 

to the problem of serial correlation and multicollinearity. There were supported by Durbin 

Watson statistic that are equal to 1.652. 
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Based on the research finding, it shows that only three independent variables are 

significant at p < 0.001 level which are health consciousness, organic food products 

knowledge, and consumer trust in the organic products. While as, environmental awareness 

is not significant at the 0.001 level as the result shows that it only significant at the 0.278 

level, which is above the significant level of 0.001.Futhermore, the findings also reveals 

that health consciousness is the factor that have most impact and influence toward intention 

to purchase organic food with beta of (B = 0.590, p < 0.001.)   

Therefore, only three hypothesis were accepted which are health consciousness, 

organic food products knowledge, and consumer trust in the organic products have positive 

and significant influences on intention to purchase organic food products. 

5.3 Limitations of Study 

The limitation of this research is the information gather from the secondary sources 

maybe outdated, which further may cause slightly inaccurate information for the research 

related to the factor that contribute to towards purchase intention of organic foods. 

 The second limitation of this study is this research paper only cover small scope of 

study related to the organic consumer in Kedah, which may not represent the population 

worldwide. Hence, this study cannot be generalize to other Asian or Europe country citizen 

such as Singapore, Thailand, Australia, or Paris citizen as this paper scope of study are 

only focus on Malaysian organic consumer.  

Thirdly, the independent variables studied in this research, which consists of four 

dominant factors such as health consciousness, environmental awareness, organic food 
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products knowledge, consumer trust in the organic product may not be sufficient since 

there are many other factors that can contribute toward purchase intention of organic foods 

in Kedah, Malaysia. 

 

5.4 Recommendations for Study 

Based on the findings of this research, the following recommendations should be 

taken by manufacturer and marketer to increase the purchase intention toward organic food 

products among organic consumer in Kedah, Malaysia. 

5.4.1 Health Consciousness 

The recommendation for health consciousness is the organic producer and marketer 

should emphasize their advertising and promotion mainly by using health consciousness 

factor as the orientation for marketing strategies to inform, attract, influence and convince 

the consumer and potential customer to purchase organic food products more frequent in 

large amount. For instances, the producer and retailer can attract and influence customer to 

purchase organic product by establish organic product tagline that are link with health 

awareness to increase consumer’s level of health consciousness. By using health tagline, 

the producer can convey and communicate good messages about company level of concern 

and care toward their consumer health and wellbeing. Further it can strengthen and 

reinforce the company brand names in customer mind.  

Besides that, producer and marketer should hire ambassador such as mother, 

sportsperson, trainer, and nutrition expert to represent and communicate about company 
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organic products. The company ambassador can act as company spokesperson by 

providing useful tips on proper and healthy diet and exercise to the consumer.  

Moreover, producer and retailer should encourage healthy lifestyle among 

consumer by implementing health campaign and activities such as marathon or relay event 

to create are healthier consumer and society. 

5.4.2 Environmental Awareness 

In term of recommendation for environmental awareness, the manufacturer and 

marketer should educate and promote environmental awareness among organic consumer 

in order to increase consumer’s level of awareness on environment. This can be practice 

by carrying out effective campaign for environment among organic consumer such as by 

providing free paper bags instead of plastic bags for organic consumer. By this, the seller 

can educate consumer to be more concern toward environment as they can see the effort 

given by the seller. 

Other than that organic producer and manufacturer should act as role model in 

environment campaign by showing good attitudes, behaviors and example in concerning 

with environmental issues by practicing good business ethics such as follow the regulation 

set by the government in handling disposal of the waste chemical, using packaging material 

that can be recycle and reuse which are not harmful to the environment. 
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5.4.3 Organic Food Products Knowledge 

As for recommendation, the marketer should play a role in providing more 

knowledge and information about organic food products to consumer. This can be carried 

out by providing pamphlet and catalogue regarding organic product information, benefit of 

product, and also the location of organic shop in Malaysia through email, mail or social 

network to organic consumer. By this, they will be more aware about the existing of new 

product innovation, product benefit and also can facilitate consumer in searching for 

organic shops.  

Furthermore, producer and marketer should conduct effective organic product 

awareness and knowledge program in trade shows, road tours, exhibitions and 

advertisements on a regular basis.  

Other than that, the producer should provide sufficient information on product 

labelling such as product brand and names, nutrition fact, instruction for use and storage, 

expiry date for food products and other relevant information. This could enrich the 

consumer’s understandings and perception about organic products through the knowledge 

and the adequate information on products. 

   

5.4.4 Consumer Trust in the Organic Products 

As recommendation, organic producer should maintain their credibility and 

trustworthy in producing organic food product by maintaining and improving their product 

quality and increases the benefit of organic food product in term of product nutrition, 

quantity and effectiveness of products. This can be done by engaging in organic product 
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innovation by allocated certain budgets for research and development purposes in order to 

find effective way to manufacture more organic foods with bigger quantity at lower cost. 

Other than that, producer, retailer and seller should maintain and improve consumer 

trust on product by having good and close marketing relationship with consumer in order 

to avoid lacking bucked or losing customers. Marketing relationship can be established 

through royalty program by giving reward to consumer in term of product voucher, 

discount and coupon or through membership card. 

5.5 Conclusion 

This chapter gives detail explanation regarding research conclusion, limitation of 

study and recommendation for the research study in order to increase consumer purchasing 

intention towards organic food products in Kedah, Malaysia. 
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APPENDIX   

QUESTIONNAIRE  

 

 

 

Questionnaire/ Soal Selidik 

CIRCUMSTANCES THAT CONTRIBUTE TOWARDS PURCHASE INTENTION 

ON ORGANIC FOODS: 

A STUDY OF ORGANIC CONSUMER IN KEDAH. 

Faktor-faktor yang mempengaruhi niat untuk membeli produk makanan organik di kalangan 
pengguna di Kedah, Malaysia 

 

Dear Respondent 

I am a Master of Science (Management) student in Universiti Utara Malaysia. The 

questionnaire contains 3 sections: Section A, B and Section C. The purpose of this 

questionnaire is to identify the circumstances that contribute towards purchase intention on 

organic food. All the information provided is CONFIDENTIAL and used for academic purpose 

only. We will not publish any information that would involve any individual or organization 

for other purposes. Thank you for your time and cooperation in completing this research.  

Responden yang dihormati,  

Saya merupakan pelajar Sarjana Sains (Pengurusan) di Universiti Utara Malaysia. Soal selidik 

ini mengandungi 3 Bahagian: Bahagian A, B dan Bahagian C. Tujuan soal selidik ini adalah 

untuk mengenal pasti factor yang menpegaruhi niat untuk membeli produk makanan organic 

di kalangan pengguna di Kedah. Semua maklumat yang diberikan adalah SULIT dan 

digunakan untuk tujuan akademik sahaja. Kami tidak akan menyiarkan sebarang maklumat 

yang akan melibatkan mana-mana individu atau organisasi bagi tujuan lain. Terima kasih di 

atas masa dan kerjasama anda dalam menyiapkan penyelidikan ini.  

Researcher’s Name/ Nama Penyelidik: Aliff Aizat bin Shabudin (820917) 

Master of Science (Management)/ Sarjana Sains Pengurusan 

Universiti Utara Malaysia (UUM) 

Email: aliffaizat12@yahoo.com 
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Section A: Demographic Questions 

Please tick       on the answer that you choose. Only give one answer per question. 

1. Gender: 

Male                  Female  

2. Race: 

Malay                 Chinese         

Indians                            Others                              :             

 

3. Age: 

Under 20                  40 – 49  

20 – 29                     50 – 59 

30 – 39                          60 and above  

 

4. Education Level: 

SPM              Master Degree   

Diploma          PHD  

Bachelors Degree               

 

5. Marital Status: 

Single             Others                     

√ 
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            Married    

(If “Single” please proceed to question 7)                

6. Children in household: 

Yes                   No 

7. Members in household: 

 1                 2                   3                     4      

  5 and above  

8. Monthly personal income (RM) : 

Less than 1000   3001 – 4000  

1000 – 2000                          4001 – 5000 

2001 – 3000                5001 and above  

9. For any recommendation, please state below: 

 

End of questions. Thank you!  
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Section B: General Questions 

Please tick          on the answer that you choose. Only give one answer per 

question.  

1. What is the most type of organic food products do you commonly purchase? 

Rice               Organic fruit product  

Cereal               Organic dairy product 

Organic vegetables products 

2. How often do you purchase organic food? 

Daily                       Weekly        

           Twice a week                       Monthly                                 

           Twice a month                      Once a year                        

 Twice a year 

 

 

 

 

 

  

√ 
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Section C 

For each of the following statements, please indicate your opinion by circling one of the 

number on the scale, where 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 

5 = Strongly Agree. 

Statements 

S
tr

o
n

g

ly
 

D
is

a
g
r

ee
 1

 

D
is

a
g
r

ee
 

2
 

N
eu

tr
a

l 3
 

A
g
re

e
 

4
 

S
tr

o
n

g

ly
 

A
g
re

e
 

5
 

Health Consciousness       
Health issues play an important role for me when 
I make up my menus. 

1 2 3 4 5 

Organic food products are healthier than 
conventional food. 

1 2 3 4 5 

Choosing organic food products are good to ensure 
our health. 

1 2 3 4 5 

I am concerned about the presence of food 
additives. 

1 2 3 4 5 

When making my purchases, I will pay attention 
to whether the food products contain unhealthy 
substances. 

1 2 3 4 5 

 

 

Environmental Awareness       
Organic farming is friendly to the environment. 1 2 3 4 5 
The government is not doing enough green 
campaign to help control pollution of the 
environment. 

1 2 3 4 5 

Organic farming used less energy. 1 2 3 4 5 
Organic farming can prevent the contamination 
and pollution of soil. 

1 2 3 4 5 

I am greatly concerned about the harm being done 
to plants and animals life by pollution. 

1 2 3 4 5 
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Organic Food Products Knowledge      
Study about organic food, provides me 
information about how much chemicals I 
consume every day. 

1 2 3 4 5 

Organic farmers put more care into farming 
methods and techniques. 

1 2 3 4 5 

Self knowledge is important in organic food taste 
perception.  

1 2 3 4 5 

I do purchase organic food product because I 
have a good knowledge about it. 

1 2 3 4 5 

Increasing in education helps me to understand 
the benefits of organic food for environment.  

1 2 3 4 5 

 

Intention To Purchase Organic Food Products      

I would buy organic food products in the future. 1 2 3 4 5 

I plan to buy organic food products on regular 

basics. 

1 2 3 4 5 

I would buy organic food products if it is more 

nutritious. 

1 2 3 4 5 

I would buy organic food products if I know that 

the farming is environmental friendly. 

1 2 3 4 5 

I would buy organic food products if I can trust it 

is really organic. 

1 2 3 4 5 

I am willing to go out of my way to obtain 

organic food products. 

1 2 3 4 5 

My personal goal is to consume as much organic 

food products as possible. 

1 2 3 4 5 
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