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ABSTRACT 
 
 
The organic food industry is currently one of the emerging markets worldwide. People are 
beginning to understand the benefits of eating organic food instead of conventional food. 
Despite protecting the environment, people are concerned with healthy eating. This study 
focuses on the antecedents and consequences of actual behaviour towards the propensity to 
purchase organic food in Malaysia’s organic food industry. The study conceptualizes 
consumption value and perceived value as a multi-dimensional construct which consists of 
seven dimensions of values, i.e. functional value, social value, emotional value, novelty value, 
conditional value, monetary value, and environmental concern. Using the quantitative method, 
the study investigates the relationships between factors by applying the Structural Equation 
Modelling with Partial Least Square (SEM-PLS) version 2.0 and involves 169 respondents 
from Kuala Lumpur. Of the 169 respondents, 37 are male and 132 are female, with 113 Malays, 
31 Chinese, 24 Indians, and 1 Other. Out of 8 hypotheses tested, only 3 are supported by the 
results of the study. The analyses reveal positive relationships between functional value and 
social value and the propensity to purchase organic food, respectively. The results also show a 
positive relationship between propensity to purchase and actual purchase behaviour. In this 
study, although the purchase of organic food in Malaysia is growing, that is 58%, the supply 
of local organic products is still unable to keep up with the increased demand. Therefore, the 
findings of this study would help practitioners, researchers and marketers, as well as organic 
food producers to understand which factors are important and can be applied for their future 
research and strategies. 

 

Keywords: Theory of Consumption Values, Perceived Value, Organic Food, Propensity to 
Purchase
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ABSTRAK 
 

Industri makanan organik kini merupakan salah satu pasaran yang baru muncul di seluruh 
dunia. Orang ramai mula memahami faedah memakan makanan organik berbanding makanan 
konvensional. Di samping melindungi alam sekitar, manusia mementingkan pemakanan yang 
sihat. Kajian ini memberi tumpuan kepada anteseden dan akibat daripada tingkah laku sebenar 
terhadap kecenderungan membeli makanan organik dalam industri makanan organik di 
Malaysia. Kajian ini berkonsepkan nilai penggunaan dan nilai tertanggap sebagai satu konstruk 
multi-dimensi yang terdiri daripada tujuh dimensi nilai, iaitu nilai fungsi, nilai sosial, nilai 
emosi, nilai kebaharuan, nilai bersyarat, nilai wang dan keprihatinan terhadap alam sekitar. 
Dengan menggunakan kaedah kuantitatif, kajian ini menyiasat hubungan antara faktor-faktor 
dengan menggunakan Pemodelan Persamaan Berstruktur Kuasa Dua Terkecil Separa (SEM-
PLS) versi 2.0, dan melibatkan 169 responden dari Kuala Lumpur. Daripada 169 responden, 
37 adalah lelaki dan 132 adalah perempuan, dengan pecahan 113 Melayu, 31 Cina, 24 India 
dan 1 lain-lain. Dari 8 hipotesis yang diuji, hanya 3 yang disokong oleh keputusan kajian ini. 
Analisis menunjukkan hubungan positif, masing-masing antara nilai fungsi dan nilai sosial dan 
kecenderungan untuk membeli makanan organik. Di samping itu, dapatan kajian juga 
menunjukkan hubungan positif antara kecenderungan untuk membeli dan tingkah laku 
pembelian yang sebenar. Dalam kajian ini, walaupun pembelian makanan organik di Malaysia 
sedang berkembang, iaitu 58%, bekalan produk organik tempatan masih tidak dapat memenuhi 
permintaan yang sedang meningkat. Oleh itu, penemuan kajian ini dapat membantu pengamal, 
penyelidik dan pemasar, serta pengeluar makanan organik untuk memahami faktor-faktor yang 
penting dan dapat diterapkan pada kajian dan strategi masa hadapan mereka. 
 
 
Keywords: Teori Nilai Penggunaan, Nilai Tertanggap, Makanan Organik,
 Kecenderungan untuk Membeli 
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INTRODUCTION 

 

 

1.0 Overview of the Chapter 

The objective for this study was to examine the factors that can influence Malaysian consumers 

when purchasing organic food. This dissertation commences with a brief discussion of the 

background of the study. Next, the statement of problem, research questions as well as the 

objectives, the scope and the significance of study are provided, followed by the organization 

of this thesis. 

 

 

1.1 Background of Study 

Food health or security are issues of concern as consumer are increasingly conscious of the 

agricultural effect of their consumption habits. The increasing issue regarding new generations, 

increased education, health literacy as well as environmental sustainability all attributed to 

green movement's popularity (Kashif et al., 2020). The advent towards organic consumer 

behaviour has changed the value of different determining factors including consumers attitudes 

against the purchasing a product. Hence producers, marketers, as well as policymakers of 

organic food, need to learn about the history of the purchasing behaviour regarding organic 

food for the formulation of viable marketing strategy. 

 



141 
 

REFERENCES 

 

Aaker, D. A. (1991). Managing Brand Equity: Capitalizing on the value of a brand name. New 
York: The Free Press. 

 
Abdul Latiff, Z. A., Othman, I. Z. & Muhamad, N. (2018). A longitudinal study of factors 

explaining attitude of organic foods. International Journal of Community Development 
& Management Studies, 2, 121-129. 

 
Aertsens, J., Verbeke, W., Mondelaers, K. & Van Huylenbroeck, G. (2009). Personal 

determinants of organic food consumption: a review. British Food Journal, 111(10), 
1140-1167. 

 
Afzaal, A. & Ahmad, I. (2012). Environment friendly products: Factors that influence the green 

purchase intentions of Pakistani consumers. Pakistani Journal Engineering Technology 
Science, 2(1), 84-177. 

 
Ahmad, F. (2001). Sustainable agriculture system in Malaysia. In Regional Workshop on 

Integrated Plant Nutrition System (IPNS), Development in Rural Poverty Alleviation, 
United Nations Conference Complex, Bangkok, Thailand (pp. 18-20). Retrieved from 
http://www.banktani.tripod.com/faridah.pdf. 

 
Ahmad, S. N. B. & Omar, A. (2018). Influence of perceived value and personal values on 

consumers repurchase intention of natural beauty product. International Journal of 
Supply Chain Management, 7(2), 116-125. 

 
Ahmed, S., Siwar, C., Ferdous Alam, A. S. A., Abdul Talib, B., Chamhuri, N., & Idris, N. D. 

M. (2019). Determinants of willingness to pay towards Malaysian organic 
food. International Journal of Recent Technology and Engineering, 7(6), 1086-1090. 

 
Aigner, A., Wilken, R. & Geisendorf, S. (2019). The effectiveness of promotional cues for 

organic products in the German retail market. Sustainability, 11, 3-15. 
 
Ajzen, I. & Fishbein, M. (1975). Attitude-behavior relations: A theoretical analysis and review 

of empirical research. Psychological Bulletin; Psychological Bulletin, 84(5), 888-918. 
 
Ajzen, I. & Fishbein, M. (1980). Understanding Attitudes and Predicting Social Behavior. 

Englewood Cliffs, NJ: Prentice-Hall. 
 
Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human 

Decision Process, 50, 179–211. 
 
Ajzen, I. (2005). Attitudes, Personality and Behavior. Maidenhead: Open University Press. 
 
Akbar, A., Ali, S., Ahmad, M. A., Akbar, M & Danish, M. (2019). Understanding the 

antecedents or organic food consumption in Pakistan: Moderating role of food 
neophobia. International Journal of Environmental Research and Public Health, 16, 2-
20. 



142 
 

 
Alan A. & Finlay, B. (2009). Statistical methods for the social sciences (4th Ed.). Upper Saddle 

River, N.J.: Pearson Prentice Hall. 
 
Al-Ekam, J. M. E. (2013). Actual Purchase Behavior of Local Brand Antecedents in Yemen: 

The Mediating Effect of Purchase Intention. Universiti Utara Malaysia.  
 
Alesia, S. G., Stephen, L. S., & Geoffrey, H. T. (2014). Consumption values, environmental 

concern, attitude and purchase intention in the context of organic products food. In: 
2014 International Conference of the Association of Global Management Studies, May 
20-21, 2014. Said Business School, University of Oxford, UK. 

 
Alsheikh, L., & Bojei, J. (2012). Customer's perceived value to use mobile banking services. 

Paper presented at the Penang, Malaysia in International Conference on Management, 
Behavioral Sciences and Economics Issues (ICMBSE'2012). 

 
Amyx, D. A., DeJong, P F, Lin, X., Chakraborty, G. & Wiener, J. L. (1994). Influencers of 

purchase intentions for ecologically safe products: An exploratory study. In marketing 
theory and applications: The proceeding of the 1994 American Marketing Associations 
Winter Educator’s Conference, 5, 341-347. 

 
Andreu, L., Kozak, M., Avci, N. & Cifter, N. (2006). Market segmentation by motivations to 

travel. Journal of Travel & Tourism Marketing, 19(1), 1-14. 
 
Ang, E., Yee, L. H., & Seong, L. K. (2009). Gen Y - technically savvy, The Star. Retrieved 

from https://www.thestar.com.my/news/education/2015/06/07/managing-gen-y. 
 
Ary, D., Jacobs L.C., Sorensen, C. & Razavieh, A. (2010). Introduction to research in education 

(8th Ed.). USA, Wadsworth: Cengage Learning. 
 
Aschemann-Witzel, J. & Niebuhr, A.E.M. (2014). Elaborating on the attitude–behaviour gap 

regarding organic food: Young Danish consumers and in-store food choice. 
International Journal Consumer Studies, 38, 550–558. 

 
Asgarnezhad, N. B. & Farideh S. N. (2018). Factors affecting intention to purchase organic 

food products among Iranian consumers. Academy of Marketing Studies Journal, 22(3). 
 
Aslam, W. & Chen, H. (2019). Study on Consumer Behaviour and Food Safety of Organic 

Products in Pakistan. Web of Conferences, 78, 02021 (FSEE 2018). 
 
Assarut, R. & Eiamkanchanalai, S. (2015). Consumption values, personal characteristics and 

behavioural intentions in mobile shopping adoption. Original Scientific Paper, 27(1), 
21-41.  

 
Asshidin, N. H. & Abidin, N. & Borhan, H. (2016). Perceived quality and emotional value that 

influence consumer's purchase intention towards American and local products. Procedia 
Economics and Finance, 35, 639-643. 

 



143 
 

Aurier, P. & Lanauze, S-D. G. (2011). Impacts of in-store manufacturer brand expression on 
perceived value, relationship quality and attitudinal loyalty. International Journal of 
Retail & Distribution Management, 39(11). 810-835. 

 
Baddeley, M. (2011). Social influence and household decision-making: A behavioural analysis 

of housing demand. Cambridge Working Papers in Economics. Retrieved from 
https://www.researchgate.net/publication/254396611_Social_Influence_and_Househo
ld_Decision-Making_A_Behavioural_Analysis_of_Housing_Demand. 

 
Bai, X., & Liu, D. (2008). Car Purchasing Behavior in Beijing: An Empirical Investigation. 

Retrieved from https://www.researchgate.net/publication/. 
 
Baker, J. (2007). Marketing of organic products: Industry scenario and market potential. Paper 

presented at the seminar of marketing organic products, 21 May 2007, Zaragoza, Spain. 
Mediterranean Institute of Agriculture. 

 
Baker, J. P., & Ozaki, R., (2008). Pro-environmental products food; Marketing influence on 

consumer purchase decision. Journal of Consumer Marketing, 25, 281-293. 
 
Ballester, E. & Fernandez, S. E. (2016). Brand experiential value versus brand functional value: 

which matters more for the brand? European Journal of Marketing. doi: 10.1108/EJM-
02-2014-0129. 

 
 Bamberg, S. 2003. How does environmental concern influence specific environmentally 

related behaviour? A new answer to an old question. Journal of Environmental 
Psychology, 23, 21- 32. 

 
Barclay, D., Higgins, C., & Thompson, R. 1995. The Partial Least Squares (PLS) approach to 

causal modeling: Personal computer adoption and use as an illustration. Technology 
Study, 2(2), 285-309. 

 
 Baron, R. M. and Kenny, D. A. (1986). The moderator-mediator distinction in social 

psychological research: conceptual, strategic and statistical consideration. Journal of 
Personality and Social Psychology, 51, 1173-1182. 

 
Barr, S. & Gilg, A. (2006). Sustainable lifestyles: Framing environmental action in and around 

the home. Geoforum, 37, 906–920. 
 
Barry, M. (2002). What does “organic” meant to today’s consumer. Natural Sensibility 3. 
 
Baudry, J.,  Peneau, S.,  Allès, B., Touvier, M., Hercberg, S., Galan, P., Amiot, A. M., Lairon, 

D., Mejean, C. & Kesse-Guyot, E. (2017). Food choice motives when purchasing in 
organic and conventional consumer clusters: Focus on sustainable concerns. Nutritious, 
9(2), 88-104. 

 
Baumgartner, H. & Homburg, C. (1996). Applications of structural equation modeling in 

marketing and consumer research: A review. International Journal of Research in 
Marketing, 13(2), 139-161. 

 

https://www.sciencedirect.com/science/article/abs/pii/0167811695000380#!


144 
 

Behrarell, B. & Macfie, J.  H. (1991). Consumer attitude to organic food. British Food Journal, 
93, 25-30. 

 
Bei, L. & Simpsom, E. (1995). The determinants of consumers’ purchase decisions for recycled 

products: An application of acquisition-transaction utility theory. Advances in 
Consumer Research, 22, 257-261. 

 
Bekele, G. E., Zhou, D., Kidane, A. A. & Haimanot, A. B. (2017). Analysis of organic and 

green food production and consumption trends in China. American Journal of 
Theoretical and Applied Business, 3(4), 64-70.  

 
Benjamin, M. O., William, K. H. & Anne, C. B. (2007). Purchasing organic food in US food 

system: A study of attitudes and practice. British Food Journal, 109(5), 400-403. 
 
Bharathi, B., Ananthnag, K. & Nagaraja, G. N. (2014). Buying Behaviour of urban residents 

towards organically produced food products. International Journal of Research in 
Applied, Natural & Social Sciences, 2(2), 33-38. 

 
Bhaskaran, S., Polonsky, M., Cary, J & Shadwell, F. (2006). British Food Journal, 108(8), 

677-690. 
 
Bhattarai, K. (2019). Consumers’ willingness to pay for organic vegetables: Empirical 

evidence from Nepal. Economics and Sociology, 12(3), 132-146. 
 
Bhattarai, K. (2019). Consumers’ willingness to pay for organic vegetables: Empirical 

evidence from Nepal. Economics and Sociology, 12(3), 132-146. 
 
Biswas, A., & Roy, M., (2015). Organic products food: An exploratory study on the consumer 

behaviour in emerging economics of the east. Journal of Cleaner Production, 87, 463-
468. 

 
Blackwell, R. D., Miniard, P. W.  Engel, J. F., (2001). Consumer Behavior (9th Ed.). Harcourt 

College Publishers: Ft. Worth, Tex. London. 
 
Bodker, M., Gimpel, G. & Hedman, J. (2009). The user experience of smartphones: A 

consumption values approach. In proceedings of the global mobility roundtable 
conference. Cairo, November 1.-3. 2009. 

 
Bongani, M. (2016). Consumer purchase intentions towards organic food: Insights from South 

Africa. Business & Social Sciences Journal, 1(1), 1-32. 
 
Borin, N., Lindsey-Mullikin, J. and Krishnan, R. (2013). An analysis of consumer reactions to 

green strategies, Journal of Product & Brand Management, 22(2), 118-128. 
 
Bostan, I., Onofrei, M., Gavriluta, A. F., Toderascu, C. & Lazar, C. M. (2019). An integrated 

approach to current trends in organic food in the EU. Food, 8, 144-161. 
 
Brace, I. (2008). Questionnaire Design: How to Plan, Structure and Write Survey Material for 

Effective Market Research. (2nd Ed.). Kogan Page: USA. 
 



145 
 

Briz, T. & Ward, R.W., 2009. Consumer awareness of organic products in Spain: An 
application of multi-nominal logit models. Food Policy, 34(3), 295-304. 

 
Brown, A., Cannon, Q., Flint, C., Mascher C., Oldroyd, Z., Unger, B., Valle, P.A. & Wynn, E. 

(2016). Public intercept interviews and surveys for gathering place-based perceptions: 
Observations from community water research in Utah. Journal of Rural Social 
Sciences, 31(3), 105-125. 

 
Bui, M. H. (2005). Environmental marketing: a model of consumer behavior. Proceedings of 

the Annual Meeting of the Association of Collegiate Marketing Educator, 20–28. 
 
Buns, A. C., Bush, R. F. (2002). Marketing research: Online research applications (4th ed). New 

Jersey: Prentice Hall. 
 
Burns, A., & Bush, R. F (2002). Marketing Research: Online Research Applications (4th Ed.). 

Prentice Hall: New Jersey. 
 
Burton, J. & Easingwood, C. (2006). A positioning typology of consumers’ perceptions of the 

benefits offered by successful service brands. Journal of Retailing and Consumer 
Services, 13(5). 301-316. 

 
Butcher, K. (2005). Differential impact of social influence in the hospitality 

encounter. International Journal of Contemporary Hospitality Management, 17(2), 
125-135. 

 
Candan, B., & Yıldırım, S. (2013). Investigating the relationship between consumption values 

and personal values of green product buyers. International Journal of Economics and 
Management Sciences, 2(12), 29-40. 

 
Candan, B., Unal, S. & Ercis, A. (2013). Analysing the relationship between consumption 

values and brand loyalty of young people: A study on personal care product. European 
Journal of Research on Education, 29-46. 

 
Carmi, N., Arnon, S. & Orion, N. (2015). Transforming environmental knowledge into 

behavior: The mediating role of environmental emotions. Journal Environment 
Education. 2015, 46, 183–201. 

 
Cavana, R. Y., Delahaye, B. L. & Sekaran, U. (2001). Applied Business Research: Qualitative 

and Quantitative Methods. John Wiley & Sons Inc., Milton, Queensland. 
 
Chamie, B. & Ikeda, A. (2015). The value for the consumer in retail. Brazilian Business 

Review, 12(2), 46-65. 
 
Chan, Y. L. (2013). Consumers’ purchase intention of green products. An investigation of the 

drivers and moderating variable. International Journal Marketing Management, 57(A), 
14503-14509. 

 
Chandrashekar, H. M. (2014). Consumers perception towards organic products: A study in 

Mysore City. International Journal of Research in Business Studies and Management, 
1(1), 52-67. 

https://ideas.repec.org/a/eee/jfpoli/v34y2009i3p295-304.html
https://ideas.repec.org/a/eee/jfpoli/v34y2009i3p295-304.html
https://ideas.repec.org/s/eee/jfpoli.html


146 
 

Chattopadhyay, A. & Khanzode, P. (2019). An empirical study on awareness and consumption 
pattern of organic food in Bengaluru city, the capital of India: An analysis with respect 
to different demographic factors and availability of organic food products in Bengaluru. 
International Journal of Research, 7(1), 276-296. 

 
Cheah, I., Phau, I., Chong, C. & Shimul, A. (2015). Antecedents and outcomes of brand 

prominence on willingness to buy luxury brands. Journal of Fashion Marketing and 
Management, 19, 402-415. 

 
Chen, C-H., Chen, C-W. & Tung, Y-C. (2018). Exploring the consumer behaviour or 

intention to purchase green products in Belt and Road Countries: An empirical 
analysis. Sustainability, 10, 854-872. 

 
Chen, Y. S., & Chang, C. H. (2012). Enhance green purchase intentions: The roles of green 

perceived value, green perceived risk, and green trust. Management Decision, 50(3), 
502-520. 

 
Chen, Z. & Dubinsky, A. (2003). A conceptual model of perceived customer value in e-

commerce: A preliminary investigation. Psychology & Marketing, 20(4), 323-347. 
 
Cheung, S. F., & Chan, D. K. S. (2000). The role of perceived behavioral control in predicting 

human behavior: A meta-analytic review of studies on the theory of planned behavior. 
Unpublished manuscript, Chinese University of Hong Kong. 

 
Chiciudean, G. O., Harun, R., Ilea, M., Chiciudean, D. I., Arion, F. H., Ilies, G. & Muresan, J. 

C. (2019). Organic food consumers and purchase intention: A case study in Romania. 
Agronomy, 9(145), 1-13. 

 
Chiew, S. W., Ismail, K., & Ishak, N., (2014). Consumer perception, purchase intention and 

actual behaviour of organic product products. Review of Integrative Business & 
Economics Research, 3(2), 378-397. ISSN: 2304-1013. 

 
Chiew, S. W., Md. Ariff, M. S., Zakuan, N. & Mohd Tajudin, M. N. (2014). Consumers 

perception, purchase intention and actual purchase behaviour of organic food products. 
Reversion Integration Business Economic Research, 3(2), 378-397. 

 
Chin, W. (1998). The partial least squares approach to structural equation modeling. Modern 

Methods for Business Research. (8 Ed.). Mahwah, New Jersey: Lawrence Erlbaum 
Associates. 

 
Chinnici, G., D’Amico, M. & Pecorino, B. (2002). A multivariate statistical analysis on the 

consumers of organic products. British Food Journal, 104(3/4/5), 187-199. 
 
Chiou, J-S. (2004). The antecedents of consumers' loyalty toward internet service providers. 

Information & Management, 41(6), 685-695.  
Chisnall, P. M. (2001). Marketing Research (6th Ed.). McGraw-Hill: Maidenhead. 
 
Choo, H., Moon, H., Kim, H. & Yoon, N. (2012). Luxury customer value. Journal of Fashion 

Marketing and Management, 16(1). 81-101. 
 



147 
 

Christopher, D. S., Senthilkumar, C. B. & Nallusamy, S (2019). Dimensions of preference 
towards organic products: An empirical study on consumer's perspective. International 
Journal of Mechanical Engineering and Technology (IJMET), 10(1), 1331-1338. 

 
Clifton, R. & Simmons, J. (2003). Brand and Branding. The Economist, London: Hatton 

Garden, Profile Books Ltd. 
 
Coakes, S. J. & Steed, L. G. (2003). SPSS analysis without anguish: Version 11.0 for windows 

(1st Ed.). Milton, Australia: John Wiley and Sons. 
 
Cohen, J. (1988). Statistical power analysis for the behavioral sciences (2nd Ed.). Hillsdale, NJ: 

Lawrence Erlbaum Associates. 
 
Cohen, J. (1992). A power primer. Psychological Bulletin, 112(1), 155-159. 
 
Compeau, D., Higgins, C. & Huff, S. (1999). Social cognitive theory and individual reactions 

to computing technology: A longitudinal study. MIS Quarterly, 23(2), 145-158. 
 
Conner, M. & Armitage, C. J. (1998). Extending the Theory of Planned Behavior: A review 

and avenues for further research. Journal of Applied Social Psychology, 28(15), 1429-
1464. 

 
Cooper, D. R., & Schindler, P. S. (2014). Business Research Methods (12th Ed). McGraw-Hill: 

New York. 
 
Creswell, J. W. (2012). Education Research: Planning, Conducting and Evaluating 

Quantitative and Qualitative Research (4th Ed.). Pearson: Boston. 
 
Dacinia, C. P. & Ruxandra, M. P. (2015). Organic food perception: Fad or healthy and 

environmentally friendly? A case on Romanian consumers. Sustainability, 7, 12017-
12031. 

 
Damalas, C. A., Eleftherohorinos, I. G. (2011). Pesticide exposure, safety issues, and risk 

assessment indicators. International Journal Environment Research Public Health, 8, 
1402–1419. 

 
Danish, M., Ali, A., Ahmad, M. A. & Zahid, H. (2019). The influencing factors on choice 

behavior regarding green electronic products: Based on the green perceived value 
model. Economies, 7(99), 1-18. 

 
Dardak, R. A., Abidin, A. Z. Z. & Ali, A. K. (2009). Consumers’ perception, consumption, and 

preference on organic product: Malaysian perspective. Economic and Technology 
Management Review. 4, 95–107. 

Davies, A., Titterington, A. & Cochrane, C. (1995). Who buys organic products: A profile of 
the purchasers of organic food in Northern Ireland. British Food Journal, 97(10), 17-
23. 

 
Deng, Z., Lu, Y., Wei, K. K., & Zhang, J. (2010). Understanding customer satisfaction and 

loyalty: An empirical study of mobile instant messages in China. International Journal 
of Information Management, 30(4), 289–300. 



148 
 

Denys, V., & Mendes, J. C. (2014). Consumption Values and Destination Evaluation in 
Destination Decision Making. Journal of Spatial and Organizational Dynamics, 2(1), 
4-22. 

 
Department of Agriculture, Malaysia (DOA). Statistic on organic production. Retrieved from 

http://www.doa.gov.my/. 
 
Department of Statistic Malaysia (DOSM) (2019). Press release, current population estimates, 

Malaysia, 2017-2018. Retrieved on January from https://www.dosm.gov.my. 
 
Dettmann, R. & Dimitri, C. (2010). Who’s buying organic vegetables? Journal of Food 

Products Marketing, 16(1), 79-91. 
 
Dickson, M. (2001). Utility of no sweat labels for apparel consumers: Profiling label users and 

predicting their purchases. The Journal of Consumer Affairs, 35(1): 96–119. 
 
Dobni, D. & Zinkhan, G. M. (1990). In search of brand image: A foundation analysis. 

Advances in Consumer Research, 17, 110-119. 
 
Doyle, P. (2002). Marketing Management and Strategy, (3rd Ed.), Harlow: Pearson Education. 
 
Dumea, A-C. (2012). Factors influencing consumption of organic food in Romania. The USV 

Annals of Economics and Public Administration, 12(15), 107-113. 
 
Dunlap, R. & Jones, R. (2002). Environmental concern: Conceptual and measurement issues. 

Handbook of Environmental Sociology. Greenwood: Eds. London. 
 
Eagly, A. H. & Chaiken, S. (1993). The psychology of attitudes. Harcourt Brace Jovanovich 

College Publishers: San Diego, CA, USA. 
 
Edward, M., & Sahadev, S. (2011). Role of switching costs in the service quality, perceived 

value, customer satisfaction and customer retention linkage. Asia Pacific Journal of 
Marketing and Logistics, 23(3), 327-345. 

 
Effendi, I, Ginting, P., Lubis, A. & Fachruddin, K. (2015). Analysis of consumer behavior of 

organic food in North Sumatra province, Indonesia. Journal of Business and 
Management, 4(1). 44-58. 

 
Elmore, P. E. & Beggs, D. L (1975). Salience of concepts and commitment to extreme 

judgements in response pattern of teachers. Education, 95(4), 325-334. 
 
Erdil, T. (2015). Effects of Customer Brand Perceptions on Store Image and Purchase 

Intention: An Application in Apparel Clothing. Social and Behavioral Sciences, 207. 
196-205. 

 
Erdil, T. S., Uzun, Y., (2010), MarkaOlmak, Beta Publishing, (2nd ed). In Istanbul. Foster, J., 

McLelland, M.A. (2015). Retail atmospherics: The impact of a brand dictated theme. 
Journal of Retailing and Consumer Services, 27, 195-205. 

 



149 
 

Euromonitor (2018). Organic Packaged Food in Malaysia. Retrieved from, 
http://www.portal.euromonitor.com.ezproxy.taylors.edu.my/portal/analysis/tab. 

 
Farah Ayuni, S. & Rennie, D. (2012). Consumer perceptions towards organic food. Procedia-

Social and Behavioral Sciences, 49(2012), 360-367. 
 
Faul, F., Erdfelder, E., Buchner, A. & Lang, A-G. (2009). Statistical power analyses using 

G*Power 3.1: Tests for correlation and regression analyses. Behavior Research 
Methods. 41(4). 1149-1160. 

 
Fishbein, M. & Ajzen, I. (1980). Understanding Attitudes and Predicting Social Behavior. 

Prentice-Hall: Upper Saddle River, NJ, USA. 
 
Fishbein, M. & Ajzen, Icek. (1975). Belief, attitude, intention and behaviour: An introduction 

to theory and research. Retrieved from 
https://www.researchgate.net/publication/233897090. 

 
Fisher, J. & Fisher, W. (1992). Changing AIDS-risk behaviour. Psychological bulletin, 111. 

455-474. 
 
Follows, S. B. & Jobber, D. (2000). Environmentally responsible purchase behaviour: a test 

of a consumer model. European Journal of Marketing, 34(5/6), 723-746. 
 
Forkink, A. (2010). Perception, Awareness, and Acceptance of Green Kitchen Cleaners: Go 

Green Market Research. Retrieved from https://www.greenbook.org/marketing-
research/green-kitchen-cleaners. 

 
Fornell, C. & Larcker, D. F. (1981). Evaluating Structural Equation Models with Unobservable 

Variables and Measurement Error. Journal of Marketing Research, 18(1), 39-50. 
 
Fornell, C. and J. Cha, (1994). Partial least squares: In advanced methods of marketing 

research, Bagozzi, R.P. (Ed.). Blackwell, Cambridge. 
 
Foster, J. & Mclelland, M. (2015). Retail atmospherics: The impact of a brand dictated theme. 

Journal of Retailing and Consumer Services, 22(1), 195-205. 
 
Fotopoulos, C. & Krystallis, A. (2002). Organic product avoidance: Reasons for rejection and 

potential buyers’ identification in a countrywide survey. British Food Journal, 
104(3/4/5), 233-260. 

 
Francis, J., Johnston, M., Eccles, M., Walker, A., Grimshaw, J. M., Foy, R., Bonetti, D. 

(2004). Constructing questionnaires based on the theory of planned behaviour: A 
manual for Health Services Researchers. Quality of life and management of living 
resources; Centre for Health Services Research. 

 
Franzen, A. and Meyer, R. (2010). Environmental attitudes in cross-national perspective: A 

multi-level analysis of the ISSP 1993 and 2000. European Sociological Review, 26(2), 
219 – 234. 

 



150 
 

Gallarza, M. G. & Gil, I. (2006). Value dimensions, perceived value, satisfaction and loyalty: 
An investigation of university students’ travel behaviour. Tourism Management, 27, 
437-452. 

 
Gallarza, M. G. & Gil, I. (2008). The concept of value and its dimensions: a tool for analysing 

tourism experiences. Tourism Review, 63(3), 4-20. 
 
Ghali, Z. & Hamdi, R. (2015), The Purchase and Consumption Motivations of an Organic 

Product by the Tunisian Consumer: an application on the Prickly Pear Seed Oil (PPS). 
Journal of North African Research in Business, Article. ID 220428. 

 
Gifford, R. & Nilsson, A. (2014). Personal and social factors that influence pro-environmental 

concern and behaviour: A review. International Journal Psychological. 49, 141–157. 
 
Giovanni, L-A, & Nucifora, A. (2002). The determinants of the price mark-up for organic fruit 

and the vegetable product in the European Union. British Food Journal, 104(3/4/5), 
334-335. 

 
Giuseppina, R., G., Borrello, M. Guccione, G. D., Schifani, G. & Cembalo, L. (2020). Organic 

food consumption: The relevance of the health attribute. Sustainability, 12(595), 2-12. 
 
Go Green Market Research (2012). Green Cleaners. Retrieved from 

http://www.greenbook.org/Content/GoGreen/Green_Cleaners_report.pdf. 
 
Goel, A. & Yang, N. (2015). An assessment of service quality and resulting customer 

satisfaction in Pakistan International Airlines: Findings from foreigners and overseas 
Pakistani customers. International Journal of Quality and Reliability Management, 
32(5), 486–502. 

 
Goldman, M. C. & Hylton, W. (1972). The basic book of organically grown food. Rodale Press: 

Erasmus, PA, USA 
 
Gollwitzer, P.M. (1993). Implementation intentions: Strong effects of simple plans. American 

Psychologist, 54, 493-503. 
 
Gomiero, T. (2013). Alternative land management strategies and their impact on soil 

conservation. Agriculture, 3, 464–483. 
 
Gonçalves, H. M., Lourenço, T. F & Silva, G. M. (2016). Green buying behavior and the theory 

of consumption values: A fuzzy-set approach. Journal of Business Research, 69, 1484–
1491. 

 
Goodhue, D. L., Lewis, W., & Thompson, R. (2012). Does PLS have advantages for small 

sample size or non-normal data? MIS Quarterly, 36(3), 981-1001. 
 
Gopalakrishnan, R. (2019). Advantages and nutritional value of organic food on human health. 

International Journal of Trend in Scientific Research and Development, 3(4). 
 



151 
 

Gosling, E. & Williams, K. J. (2010). Connectedness to nature, place attachment and 
conservation behaviour: Testing connectedness theory among farmers. Journal 
Environment Psychological. 30, 298–304. 

 
Granot, E., Greene, H. & Brashear, T.G. (2010). Female consumers decision-making in brand-

driven retail. Journal of Business Research, 63: 801-808. 
 
Grewal, D., Krishnan, R., Baker, J. & Borin, N. (1998). The effect of store name, brand name 

and price discounts on consumers' evaluations and purchase intentions. Journal of 
Retailing, 74(3), 331-352. 

 
Griskevicius, V., Shiota, M. & Neufeld, S. (2010). Influence of different positive emotions on 

persuasion processing: A functional evolutionary approach. Emotion. 10(2), 190-206. 
 
Groening, C., Sarkis, J. & Zhu, Q. (2018). Green marketing consumer-level theory review: A 

compendium of applied theories and further research directions. Journal of Clean. 
Production, 172, 1848-1866. 

 
Grunert, S. C. & Juhl, H. J. (1995). Values, environmental attitudes, and purchase of organic 

food. Journal of Economic Psychology, 16, 39-62. 
 
Gwinner, K. P., Gremler, D. D., & Bitner, M. J. (1998). Relational benefits in services 

industries: The customer's perspective. Journal of the Academy of Marketing Science, 
26(2), 101-114. 

 
Hair, J. F., Black, W., Babin, B. & Anderson, R. (2010). Multivariate Data Analysis: A Global 

Perspective (7th Ed.). Edinburgh Gate, Harlow: Pearson. 
 
Hair, J. F., Bush, R. & Ortinau, D. (2009). Marketing Research: In a Digital Information 

Environment (4th Ed.). Boston: McGraw-Hill Irwin. 
 
Hair, J. F., Bush, R. P. & Ortinau, D. J. (2009).  Marketing Research: In a Digital Information 

Environment (4th Ed.). McGraw-Hill: New York, NY. 
 
Hair, J. F., Hult, G. T., Ringle, C. M. & Sarstedt, M. (2014). A primer on partial least squares 

structural equation modelling (PLS-SEM). Sage Pubications: Thousand Oaks, CA. 
 
Hair, J. F., Hult, G. T., Ringle, C. M., & Sarstedt, M. (2014). A primer on partial least squares 

structural equation modelling (PLS-SEM), 60-78. 
 
Hair, J., Anderson, R., Tatham, R., & Black, W. (1995). Multivariate data analysis with 

readings (4th Ed.). Englewood Clifts: Prentice-Hall International. 
 
Hale, J., Householder, B. & Greene, K. (2002). The theory of reasoned action, in the persuasion 

handbook: Developments in theory and practice. 259-288. 
 
Hanyu, K., Kishino, H., Yamashita, H. & Hayashi, C. (2000). Linkage between recycling and 

consumption: A case of toilet paper in Japan. Resources, Conservation and Recycling. 
30(3). 177-199. 

 



152 
 

Harland, P., Staats, H. & Wilke, H. A. (1999). Explaining pro-environmental intention and 
behavior by personal norms and the Theory of Planned Behavior.  Journal Applied 
Social Psychology, 29, 2505–2528. 

 
Hassan, H., Sade, A. B. & Rahman, M. S. (2013). Malaysian hypermarket retailing 

development and expansion. International Journal of Retail and Distribution 
Management, 41(8), 584-595. 

 
Hassan, S. H., Loi, W. Y. & Kok, J. R. (2015). Purchasing intention towards organic food 

among generation Y in Malaysia. Journal of Agribusiness Marketing, 7, 16-32. 
 
Hassan, Z. (2017). Impact of social, epistemic and conditional values on customer satisfaction 

and loyalty in automobile industry: A structural equation modelling. Journal of 
Marketing and Consumer Behaviour in Emerging Markets, 1, 29-44. 

 
Hay, J. (1989). The consumer’s perspective on organic food. Canadian Institute of Food 

Science Technology Journal. 22(2): 95-99. 
 
Haynes, A., Lackman, C. & Guskey, A. (1999). Comprehensive brand presentation: ensuring 

consistent brand image. Journal of Product & Brand Management, 8(4), 286-300. 
 
Heinze, K. (2018). Global data show resilient growth. Organic-Market.Info. Retrieved from 

http://organic-market.info/news-in-brief-and-reports-article/global-organic-data-
show-resilient-growth.html. 

 
Herlina, D.S. (2012). Identifying Key Factors Affecting Consumer Decision Making Behavior 

in Cinema Context: A Qualitative Approach. International Conference on Business, 
Economics, Management and Behavioral Sciences (ICBEMBS' 2012) Jan. 7-8, 2012 
Dubai. 

 
Hessami, H.Z., & Yousefi, P. (2013.). Investigation of major factors influencing green 

purchasing behavior: Interactive approach. European Online Journal of Natural and 
Social Sciences, 2(4), 584-596. 

 
Hickie, J., Konar, E. & Tomlinson, S. (2005). Aligning CSR with power: Two pragmatic 

strategies for transformational change, working paper series, center for responsible 
business, Retrieved from http://repositories.cdlib.org/crb/wps/26. 

 
Hirschman, E. C. (1980). Innovativeness, novelty seeking, and consumer creativity, Journal of 

Consumer Research, 7(3), 283-295. 
 
Hirschmann, R. (2019). Respondents who only consume organic food Malaysia 2018. 

Retrieved from https://www.statista.com/statistics/983691/malaysia-frequency-organic-
food-consumption/. 

 
Hogstrom, C., Gustafsson, A. & Tronvol, B. (2015). Strategic brand management: Archetypes 

for managing brands. Journal of Business Research, 68(2), 391-404. 
 
Holbrook, M. B. & Hirschman, E. C. (1982). The experiential aspects of consumption: 

Consumer fantasies, feeling and fun. Journal Consumer Research, 9(2), 132-140. 



153 
 

Holmbeck, G. N. (1997). Toward terminological, conceptual, and statistical clarity in the study 
of mediators and moderators: Examples from the child-clinical and pediatric 
psychology literatures. Journal of Consulting and Clinical Psychology, 65, 599-610. 

 
Holst, A. & Iversen, J. M. (2011). An Application of a revised theory of planned behavior: 

Predicting the intention to use personal care products without endocrine disrupting 
chemicals. American Journal of Kidney Diseases, 34(2), 51-62. 

 
Homer, P. M. and Kahle, L. R. (1988). A structural equation test of the value attitude-behaviour 

hierarchy. Journal of Personality and Social Psychology, 54(4), 638-646. 
 
Hong, S. & Tam, K. (2006). Understanding the adoption of multipurpose information 

appliances: The case of mobile data services. Information System Research, 17, 162-
179. 

 
Hong, Y. H., Nasreen, K. & Madi, M. A. (2013). The determinants of hybrid vehicle adoption: 

Malaysia perspective. Australian Journal of Basic and Applied Science. 7(8), 447-454. 
 
Hossain, M. T. & Lim P. X. (2016). Consumers’ buying behavior towards organic food: 

Evidence from the emerging market. Malaysian Institute of Management, 51(2), 7-25. 
 
Hsieh, A-T. & Li, C-K. (2008). The moderating effect of brand image on public relations 

perception and customer loyalty. Marketing Intelligences & Planning. 26(1), 26-42. 
 
Huang, N. L., An, S. L. & Yo, W. L. (2019). An empirical analysis of brand as symbol, 

perceived transaction value, perceived acquisition value and customer loyalty using 
structural equation modeling. Sustainability, 11, 1-11. 

 
Huber, F., Herrmann, A. & Morgan, R. E (2001). Gaining competitive advantage through 

customer value oriented management. Journal of Consumer Marketing, 18(1), 41-53. 
 
Hughner, R. S., McDonagh, P., Prothero, A., Shultz, C. J. & Stanton, J. (2007). Who are organic 

food consumers? A compilation and review of why people purchase organic food. 
Journal of Consumer Behaviour, 6, 94-110. 

 
Hui, W. C., Marimuthu, M. & Ramayah, T. (2014). The effect of perceived value on the loyalty 

of generation Y mobile internet subscribers: A proposed conceptual framework. 
Procedia - Social and Behavioral Sciences, 130, 532 – 541. 

 
Hung, K-P., Chen, A. H., Peng, N., Hackley, C., Tiwsakul, R. A. & Chou, C-L. (2011). 

Antecedents of luxury brand purchase intention, Journal of Product & Brand 
Management, 20(6), 457-467. 

 
Ikeda, A. A., De Oliveira, T. M. V. & Campomar, M. C. (2005). Organizational Conflicts 

Perceived by Marketing Executives. Electronic Journal of Business Ethics and 
Organization Studies, 10(1), 22-28. 

 
Iman Khalid, A. Q. & Yuserrie, Z. (2011). The impact of media exposure to intention to 

purchase green electronic products food amongst lecturers. International Journal of 
Business and Management, 6(3), 240-248. 



154 
 

Isaacs, S. M (2015). Consumer perceptions of eco-friendly products. Walden University 
Dissertation and Doctoral Studies. Retrieved from 
https://www.semanticscholar.org/paper/Consumer-Perceptions-of-Eco-Friendly-
Products-Isaacs/. 

 
Ishan, A., Ginting, P., Raham, Nurbaity, A. L. & Fachruddin, K. A. (2015). Analysis of 

consumer behavior of organic food in North Sumatra province, Indonesia. Journal of 
Business and Management, 4(1), 44-58. 

 
Ishaque, A. & Tufail, M. (2014). Influence of children on family purchase decision: Empirical 

evidence from Pakistan. International Review of Management and Business Research, 
3(1), 162-173. 

 
Jager, W. (2006). Stimulating the diffusion of photovoltaic systems: A behavioural perspective. 

Energy Policy, 34(14), 1935–1943. 
 
Jamrozy, U. & Lawonk, K. (2017). The multiple dimensions of consumption values in 

ecotourism. International Journal of Culture Tourism Hospitality Research, 11, 18–34. 
 
Jang, S. & Cai, L. (2002). Travel motivations and destination choice: A study of British 

outbound market. Journal of Travel & Tourism Marketing, 13(3). 111-133. 
 
Jasur, H. & Haliyana, K. (2015). The impact of website quality on online purchase intention of 

organic food in Malaysia: A webqual model approach. Procedia Computer Science, 
72(2015), 382 – 389. 

 
Jonas, A. & Roosen, J (2005). Private labels for premium products: the example of organic 

food. International Journal of Retail and Distribution Management, 33(8). 636-653. 
 
Joreskog, K. (1996). Modeling development: Using covariance structure models in 

longitudinal research. European child & adolescent psychiatry. 5 Suppl 1, 8-10. 
 
Joshi, A. Kale, S. Chandel, S. & Pal, D. K. (2015). Likert Scale: Explored and Explained. 

British Journal of Applied Science & Technology, 7(4), 396-403. 
 
Joshi, Y. & Rahman, Z. (2015). Factors affecting green purchase behaviour and future research 

directions. International Strategic Management Review, 3(2015), 128-143. 
 
Kanchanapibul, M., Ewelina L., Wang, X. & Chan, H. (2014). An empirical investigation of 

green purchase behaviour among the young generation. Journal of Cleaner Production, 
66, 528-536. 

 
Karjaluoto, H., Jayawardhena, C., Leppäniemi, M., & Pihlström, M. (2012). How value and 

trust influence loyalty in wireless telecommunications industry Telecommunications 
Policy, 36(8), 636–649. 

 
Karunanayake, R. K. T., & Wanninayake, W. M. C. B. (2015). Impact of Key Purchasing 

Determinants  on  Purchase  Intention  of  Hybrid  Vehicle  Brands  in  Sri  Lanka,  an 
Empirical  Study.  Journal  of  Marketing  Management,  3(1),  40-52. 

 



155 
 

Kashdan, A.G. (2013). Environmental Attitudes and Behaviors: A Cross-Cultural Analysis in 
France and the United States. Retrieved from 
https://www.semanticscholar.org/paper/Environmental-Attitudes-and-Behaviors%3A-
A-Analysis-Kashdan 

 
Kashif1, U., Chen, H., Naseem, S., Khan, W.A. & Akram, M.W. (2020). Consumer preferences 

toward organic food and the moderating role of knowledge: A case of Pakistan and 
Malaysia. Food Technology, 50(5). 

 
Kekec P., Thongpapanl N., Auh S. (2015). Unveiling the Influence of the consumer wine 

appreciation dimension on purchasing behavior. In: Kubacki K. (eds) Ideas in 
Marketing: Finding the New and Polishing the Old. Developments in Marketing 
Science: Proceedings of the Academy of Marketing Science. Springer, Cham. 

 
Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand equity. 

Journal of Marketing, 57(1), 1-22. 
 
Kennedy, H. E. & Krahn, H. (2014). Green consumption behavior antecedents: Environmental 

concern, knowledge, and beliefs. Psychology Marketing, 31, 335–348. 
 
Kennedy, H. E., Krahn, H. & Krogman, N. T. (2015). Are we counting what counts? A closer 

look at environmental concern, pro-environmental behaviour, and carbon footprint. The 
International Journal of Justice and Sustainability, 20(2), 220–236. 

 
Khan, M. R. T., Chamhuri, S. & Farah, H. S. (2015). Green food consumption in Malaysia: A 

review of consumers’ purchase motives. International Food Research Journal, 22(1), 
131-138. 

 
Kilbourne, W. & Pickett, G. (2008). How Materialism affects environmental beliefs, concern, 

and environmentally responsible behavior. Journal of Business Research, 61(9), 885-
893. 

 
Kim, C., Jin, M-H.,Kim, J. & Shin, N. (2012). User perception of the quality, value, and utility 

of user-generated content. Journal of Electronic Commerce Research, 13(4), 305-319. 
 
Kim, G. & Kim, J. (2009). The Investigation of Chinese consumer values, consumption values, 

life satisfaction, and consumption behaviors. Psychology & Marketing, 26(7), 610–624. 
 
Kim, H.Y. & Chung, J. E. (2011). Consumer purchase intention for organic personal care 

products food. Journal of Consumer Marketing, 28(1), 40-47. 
 
Kim, J-O., Forsythe, S., Gu, Q. & Moon, S. (2002). Cross-cultural consumer values, needs and 

purchase behavior. Journal of Consumer Marketing, 19, 481-502. 
 
Kim, K., Noh, J. & Jogaratnam, G. (2007). Multi-destination segmentation based on push and 

pull motives. Journal of Travel & Tourism Marketing, 21(2-3). 19-32. 
 
Kim, W. & Mauborgne, R. (2000). Knowing a winning business idea when you see one. 

Harvard Business Review. 78(5). 129-38, 200. 
 



156 
 

Kim, Y. (2011). Understanding green purchase: The influence of collectivism, personal values 
and environmental attitudes, and the moderating effect of perceived consumer 
effectiveness.  Seoul Journal of Business, 17(1), 65-92. 

 
Kim, Y. and Choi, S. M. (2005). Antecedents of green purchase behaviour: an examination of 

collectivism, environmental concern, and PCE. Advances in consumer Research, 32, 
592-599. 

 
King, L. (2002). Gain without pain? Expressive writing and self-regulation. The writing cure: 

How expressive writing promotes health and emotional well-being (pp. 119-134). 
Washington, DC: American Psychological Association. 

 
Kline, R. (1998). Principles and practice of structural equation modeling. New York: Guilford 

Press. 
 
Kline, R. B. (2005), Principles and practice of structural equation modeling (2nd Ed.). New 

York: The Guilford Press. 
 
Klobas, J. & Clyde, L. (2000). Adults learning to use the internet: A longitudinal study of 

attitudes and other factors associated with intended internet use. Library & Information 
Science Research. 22(1), 5-34. 

 
Klonsky, K. & Tourte, L. (1998). Organic agricultural production in the United States: Debates 

and directions. American Journal Agricultural Economics, 80, 1119. 
 
Knight, K. W. and Messer, B. L. (2012). Environmental concern in cross-national perspective: 

the effects of affluence, environmental degradation, and world society. Social Science 
Quarterly, 93(2), 521-537. 

 
Kock, N. & Hadaya, P. (2018). Minimum sample size estimation in PLS-SEM: The inverse 

square root and gamma-exponential methods: Sample size in PLS-based SEM. 
Information Systems Journal. 28(4), 1-37. 

 
Kock, N. (2014b). Advanced mediating effects tests, multi-group analyses, and measurement 

model assessments in PLS-based SEM. International Journal of e-Collaboration, 10(3), 
1- 13. 

 
Kontogeorgos, A. & Semos, A. (2008). Marketing aspects of quality assurance systems: The 

organic food sector case. British Food Journal, 110(8), 829-839. 
 
Koshkaki, E. (2014). The role of product and brand emotion in purchase behavior, a study in 

Iranian home appliance context. Journal of Asia Business Studies, 8(3), 233-248. 
 
Kotler P. & Armstrong G. (2012). Principle of Marketing 14th Edition. Pearson Education Inc. 

Prentice Hall. 
 
Kotler P., Wong V., Saunder J.,Armstrong G., (2005). Principle of Marketing, 4th European 

Ed. Pearson Education Inc. Prentice Hall. 
 



157 
 

Kumar, A., & Lim, H. (2008). Age differences in mobile service perceptions: Comparison of 
Generation Y and Baby Boomers. Journal of Services Marketing, 22(7), 568-577. 

 
Kumar, P. & Ghodeswar, B. M. (2015). Factors affecting consumers’ green product purchase 

decisions. Marketing Intelligence Planning, 33, 330-347. 
 
Kuo, Y. F., Wu, M. C. & Deng, W. J. (2009). The relationships among service quality, 

perceived value, customer satisfaction, and post-purchase intention in mobile value-
added services. Computer Human Behaviour, 25, 887-896. 

 
La Via, G., Nucifora, A. M. D. (2002). The determinants of the mark-up for organic fruit and 

vegetable product in the European Union. British Food Journal, 101(/3/4/5), 334-335. 
 
Lai A. W. (1995). Consumer value, product benefits and customer value: A consumption 

behavior approach. Advances in Consumer Research, 22, 381-388. 
 
Lamater, D.J.D. & Myers, (2010). Social Psychology. Boston, Massachusetts, USA: Cengage 

Learning. 
 
Laroche, M., Bergeron, J., & Barbaro-Forleo, G. (2001). Targeting consumers who are willing 

to pay more for environmentally friendly products food. Journal Consumer Marketing, 
18(6), 503-520. 

 
Laux, M. (2013). Flax Profile. Agricultural Marketing Resource Center. Iowa State University. 

Retrieved from https://www.agmrc.org/commodities-products/grains-oilseeds/flax-
profile. 

 
Lea, E. & Worsley, T. (2005). Australian organic food beliefs, demographics and values. 

British Food Journal, 107(11), 855-869. 
 
Lee, I., Choi, B., Kim, J., & Hong, S. J. (2007). Culture-technology fit: Effects of cultural 

characteristics on the post-adoption beliefs of mobile internet users. International 
Journal of Electronic Commerce, 11(4), 11-51. 

 
Lee, K. (2009). Gender Differences in Hong Kong Adolescent Consumers’ Green Purchasing 

Behavior. Journal of Consumer Marketing, 26(2). 87-96. 
 
Lee, N., Choi, Y. J., Youn, C. & Lee, Y. (2012). Does green fashion retailing make consumers 

more eco-friendly? The influence of green fashion products and campaigns on green 
consciousness and behavior. Clothing and Textile Research Journal, 30, 67–82. 

 
Leong, G. Y, & Ng, Y. L. (2014). The factors influence consumer behaviour on the purchase 

of organic products food. University Tunku Abdul Rahman, Kampar, Perak, Malaysia. 
 
Levy, M., & Weitz, B.A. (2001). Retailing Management (4th edition). Boston; Megrant-Hill 

Irwin. 
 
Li, B., Wang, M. & Gong, S. (2019). Understanding the antecedents of organic food purchases: 

The important roles of beliefs, subjective norms, and identity expressiveness. 
Sustainability, 11, 3045 3064. 

https://pubag.nal.usda.gov/?q=%22La+Via%2C+G.%22&search_field=author
https://pubag.nal.usda.gov/?q=%22Nucifora%2C+A.M.D.%22&search_field=author


158 
 

Li, N. & Zhang, P. (2002). Consumer Online Shopping Attitudes and Behavior: An Assessment 
of Research. Eighth Americas Conference on Information System (AMCIS). 
Proceedings. 74. 

 
Li, Y., Lv, W. & Bai, J. (2008). Measuring and evaluating hedonic and utilitarian of consumer 

attitudes toward two different shopping environments. Journal of Management 
Sciences. 21, 58–64. 

 
Lim, W. M., Yong, J. L. S. & Suryadi, K. (2014). Consumers’ Perceived Value and 

Willingness to Purchase Organic Food. Journal of Global Marketing, 27(5), 298-307. 
 
Lin, C.-H., Peter, S. J. & Shih, H.-Y. (2005). Past progress and future directions in 

conceptualizing customer perceived value. International Journal of Service Industry 
Management, 16(4), 318-33. 

 
Lin, L., Zhou, D. & Ma, C. (2009). Green food industry in China: development, problems and 

policies. Renewable Agriculture and Food Systems, 25(1), 69– 80. 
 
Lin, P. C., & Huang, Y. H., (2012). The influence factors on choice behaviour regarding 

organic products food based on the theory of consumption values. Journal Clean 
Production, 22, 11-18. 

 
Lin, P., Huang, Y., & Wang, J. (2010). Applying the theory of consumption values to choice 

behavior toward green products. Management of Innovation and Technology (ICMIT), 
2010 IEEE International Conference on IEEE, 348-353. 

 
Liu, L. J. (2003). Enhancing sustainable development through developing green food: China’s 

option. Mission of China to the United Nation in Geneva, Bangkok, 30 July. 
 
Lockie, S., Lyons, K., Lawrence, G. & Grice, J. (2004). Choosing organics: A path analysis of 

factors underlying the selection of organic food among Australian consumer.  Appetite, 
43(2), 135-146.  

 
Long, M. M, & Schiffman, L. G. (2000). Consumption values and relationships: segmenting 

the market for frequency programs. Journal of Consumer Marketing, 17(3), 214-232. 
 
Low, G. S., & Lamb, C. W. (2000). The measurement and dimensionality of brand associations. 

Journal of Product & Brand Management, 9(6), 350-368. 
 
Luchs, M. G. et al. (2010). The sustainability liability: Potential negative effects of ethicality 

on product preference. Journal of Marketing, 74, 18–31. 
 
Lung, S. (2010). Green consumerism – the way to effectively differentiate your products food 

in Asia-Pacific Market. Retrieved from http://www.ezinearticles.com/?Green-
Consumerism-The-Way-to-Effectively-Differentiate-Your-ProductsFoodFood-in-
Asia-Pacific-Market&id=4875312. 

 
Ma, Y. & Yang, Y. (2018). An Empirical Study of Female E-shopper’s Satisfaction with 

Cosmetic Products in China. International Journal of Business and Management, 
13(3), 211-219. 



159 
 

Magnusson. M. K., Arvola, A., Koivisto Hursti, U.-K., Aberg, L. & Sjoden, P.-O. (2001). 
Attitudes towards organic food among Swedish consumers. British Food Journal, 
103(3), 209-227. 

 
Maharum, S. M., Md Isa, N., Salahuddin, A. & Saad, S. (2017). The relationship between 

dimension of consumption value and intention to purchase of green products. 
International Journal of Business and Management, 5, 215-221. 

 
Mainieri, T., Barnett, E. G., Valdero, T. R., Unipan, J. B. and Osamp, S. (1997). Green buying: 

The influence of environmental concern on consumer. Environmental Psychology, 23, 
21- 32. 

 
Makatouni, A. (2002). What motivates consumers to buy organic food in the UK? Results from 

a qualitative study. British Food Journal, 104(3/4/5), 345-346, 351. 
 
Malaysia Department of Agricultural, Strategic Plan 2016-2020. Retrieved from 

http://www.doa.gov.my/index/resources/aktiviti_sumber/sumber_awam/penerbitan/pe
lan_strategik_doa_2016_2020.pdf. 

 
Malaysian Department of Agriculture (DOA). Retrieved from http://www.doa.gov.my/. 
 
Malhotra, N. & McCort, J. (2001). A cross-cultural comparison of behavioral intention models 

- Theoretical consideration and an empirical investigation. International Marketing 
Review. 18(3). 235-269. 

 
Malhotra, N. K. (2010) Marketing Research: An Applied Orientation (6th Ed.). Upper Saddle 

River, NJ: Prentice Hall, Inc. 
 
Malik, M. E., Ghafoor, M. M. & Iqbal H. K. (2012). Impact of brand image, service quality 

and price on customer satisfaction in Pakistan telecommunication sector. International 
Journal of Business and Social Science, 3(23), 123-129. 

 
Malik, M. E., Naeem, B. & Munawar, M. (2012). Brand image: Past, present and future. 

Journal of Basic and Applied Scientific Research, 2(12), 13069-13075. 
 
Market Research Consulting Statistics (2016). Retrieved from 

https://www.marketresearch.com/Stratistics-Market-Research-Consulting-v4058/. 
 
Massey, M., O'Cass, A. & Otahal, P. (2018). A meta-analytic study of the factors driving the 

purchase of organic food. Appetite, 1, 418-427. 
 
Matthews, B. & Ross, L. (2010). Research Methods a Practical Guide for the Social Sciences. 

Pearson Education Limited: Edinburgh Gate. 
 
Matzler, K., Würtele, A., & Renzl, B. (2006). Dimensions of price satisfaction: A study in the 

retail banking industry. International Journal of Bank Marketing, 24(4), 216-231. 
 
McCarthy, Breda L., Liu and Chen, T. (2015). Trends in Organic and Green Food Consumption 

in China: Opportunities and Challenges for Regional Australian Exporters. Journal of 
Economic and Social Policy, 17(1). 

https://www.ncbi.nlm.nih.gov/pubmed/?term=Massey%20M%5BAuthor%5D&cauthor=true&cauthor_uid=29501680
https://www.ncbi.nlm.nih.gov/pubmed/?term=O%27Cass%20A%5BAuthor%5D&cauthor=true&cauthor_uid=29501680
https://www.ncbi.nlm.nih.gov/pubmed/?term=Otahal%20P%5BAuthor%5D&cauthor=true&cauthor_uid=29501680


160 
 

Miller, K. (2005). Communications theories: perspectives, processes, and contexts. McGraw-
Hill: New York. 

 
Millock, K., Hansen, L.G., Wire, M. & Anderson, L.M. (2007). Willingness to pay for organic 

food: A comparison between survey data and panel data from Denmark. CIRED, 
France. Retrieved from https://www.semanticscholar.org/paper/Willingness-to-Pay-
for-Organic-Food%3A-A-Comparison-Millock-Hansen/. 

 
Mishra, P. & Sharma, P. (2010). Green marketing in India: Emerging opportunities and 

challenges. Journal of Engineering, Science and Management Education, 3, 9-14. 
 
Mohajan, H. K. (2017). Two criteria for good measurements in research: validity and 

reliability. MPRA paper no. 83458. Retrieved from 
https://mpra.ub.uni_muenchen.de/83458/.  

 
Mohamad, S. S., Rusdi, S. D. & Hashim, N. H. (2014). Organic Food Consumption among 

Urban Consumers: Preliminary Results. Procedia-Social and Behavioral Sciences, 130, 
509- 514. 

 
Mohd Nazri, M. N., Jayashree, S. & Hishamuddin, I. (2013). Malaysian consumer’s attitude 

toward mobile advertising, the role of permission and its impact on purchase intention: 
A structural equation modelling approach. Asian Social Science, 9(5), 135-153. 

 
Moosa, M. Y & Hassan, Z (2015). Customer perceived values associated with automobile and 

brand loyalty. International Journal of Accounting, Business and Management, 3(1), 
99-115. 

 
Morgan, M.  (2010).  The  experience  economy  10  years  on:  Where  next  for  experience 

management? In: M. Morgan, P. Lugosi, & J. R. B. Ritchie (Eds.), The tourism and 
leisure experience:  Consumer and managerial perspectives.  (pp. 218–230).  Bristol:  
Channel View. 

 
Morrison, D. G. (1979). Purchase Intentions and Purchase Behavior. Journal of Marketing, 43 

(Spring), 65–74. 
 
Mudambi, S., Doyle, P. & Wong, V. (1997). Exploration of branding in industrial markets. 

Industrial Marketing Management, 26(5), 433-446. 
 
Mukherjee, A. & Lal, R. (2013). Biochar impacts on soil physical properties and greenhouse 

gas emissions. Agronomy, 3, 313–339. 
 
Mustafe, M. (2007). Gender differences in Egyptian consumers' green purchase behavior: The 

effects of environmental knowledge, concern and attitude. International Journal of 
Consumer Studies. 31(3). 220 - 229. 

 
Nabsiah, A. W., Rahbar, E. & Tan, S. S. (2011). Factors influencing the green purchase 

behaviour of Penang environmental volunteers. International Business Management, 
5(1), 38-49. 

 



161 
 

Newsom, J. T, Rook, K. S, Nishishiba, M., Sorkin, D. H & Mahan, T. L. (2005). Understanding 
the and appraisals. The Journals of Gerontology, 60(6), 304-312. 

 
Nezakati, H., Hosseinpour, M.m & Hassan, M., (2014). Government concerns of consumers’ 

intention to purchase organic products food (Preliminary Study-Malaysia Evidence). 
Journal of Applied Sciences, 14(15): 1757-1762. 

 
Nielson, C. C. (1996). An empirical examination of switching cost investments in business-to-

business marketing relationships. The Journal of Business and Industrial Marketing, 
11, 38–60. 

 
Niessen, J. & Hamm, U. (2008) Identifying the gap between stated and actual buying behaviour 

on organic products based on consumer panel data. Paper at: Cultivating the Future 
Based on Science: 2nd Conference of the International Society of Organic Agriculture 
Research ISOFAR, Modena, Italy, June 18-20, 2008. 

 
Nik Ramli, N. A. R. (2009). Awareness of eco-label in Malaysia’s green marketing initiative. 

International Journal of Business and Management, 4(8), 132-141. 
 
Nor Azila, M. N., Hayatul Safrah, S.S., Noratisah, M.N. & Azli, M. (2014). Functional food 

product consumption among Malaysian consumers: The relationship between intention 
and actual behaviour. Proceeding of the Australian Academy of Business and Social 
Sciences Conference 2014, Kuala Lumpur.  

 
Noypayak, W. (2009). Value dimensions of Thailand as perceived by U.K. tourists, RU. 

International Journal, 3(1), 141-154. 
 
Nunnally J. C. (1978). Psychometric theory. New York: McGraw Hill. 
 
Ohman, N. (2011). Buying or lying-the role of social pressure and temporal disjunction of 

intention assess mental and behavior on the predictive ability of good intentions. 
Journal of Retailing and Consumer Service, 18, 194 – 199. 

 
Ohtomo, S. and Hirose, Y. (2007). The dual-process of reactive and intentional decision-

making involved in eco-friendly behaviour. Journal of Environmental Psychology 
27(2): 117-125. 

 
Omar, N. A., Nazri, M.A., Osman, L. H. & Ahmad, M. S. (2016). The effect of demographic 

factors on consu mer intention to purchase organic products in the Klang Valley: An 
empirical study. Malaysian Journal of Society and Space, 12(2), 68- 82. 

 
Omigie, N. O., Zo, H., & Rho, J. J., (2015). User acceptance of mobile broadband in Nigeria. 

Information and Knowledge Management, 5(7), 62-78. 
 
Omigie, N. O., Zo, H., Rho, J. J. & Ciganek, A. O. (2017). Customer pre-adoption choice 

behaviour for M-PESA mobile financial services: Extending the theory of 
consumption values. Industrial Management & Data Systems, 117(5), 910-926. 

 



162 
 

Ooi, J. M., Kwek, C. L. & Keoy, K. H. (2012). The antecedents of organic purchase intention 
among Malaysian consumers, 2012 International Conference on Economics, Business 
Innovation IPEDR, 38(2012), IACSIT Press, Singapore. 

 
Ooi, J.M., Kwek, C.L. & Tan H. P. (2012). The antecedents of green purchase intention among 

Malaysian consumers. Asian Social Science, 8(13), 248-263. 
 
Organic Food Standards and Labels: The Facts. Retrieved from http://www.ams.usda.gov. 
 
Organic Trade Association (OTA) (2018). Retrieved from https://www.ota.com/. 
 
Organic World (2019). Organic Agriculture in Asia: Data 2017. Global Organic Farming 

Statistic and News. Retrieved from https://www.organic-world.net/country-
info/asia.html. 

 
Padel, S. & Foster, C. (2005). Exploring the gap between attitudes and behaviour: 

Understanding why consumers buy or do not buy organic food. British Food Journal, 
107 (8), 606-625. 

 
Padgett, D & Allen, D. (1997). Communicating Experiences: A Narrative Approach to 

Creating Service Brand Image. Journal of Advertising, 26(4) 49-62. 
 
Padgett, D. & Allen, D. (2013). Communicating experiences: A narrative approach to creating 

service brand image. Journal of Advertising, 26(4). 49-62. 
 
Pallant, J. (2005) SPSS survival guide: A step by step guide to data analysis using SPSS for 

windows (3rd Ed.). New York: Open University Press. 
 
Pallant, J. F. (2001). SPSS survival manual: A step by step guide to data analysis using SPSS 

for Windows. Buckingham: Open University Press. 
 
Park, C., Jaworski, B. & Macinnis, D. (1986). Strategic Brand Concept-Image Management. 

Journal of Marketing, 50(4), 135-145. 
 
Pearson, D., Henryks, J. & Jones, H. (2011). Organic food: What we know (and do not know) 

about consumers. Renewable Agriculture Food Systems, 26, 171–177. 
 
Peattie, K. & Crane, A. (2005). Green marketing: Legend, myth, farce or prophesy? 

Qualitative-Market Research: An International Journal, 8(4), 357-380. 
 
Perrine, T. (2019). Feldman on the epistemic value of truth. Acta Analytica, 34. 
 
Phau, I, Quintal, V. & Shanka, T. (2014). Examining a consumption values theory approach of 

young tourists toward destination choice intentions. International Journal of Culture, 
Tourism and Hospitality Research, 8(2), 125-139. 

 
Pimentel, D. & Burgess, M. (2013). Soil Erosion Threatens Food Production. Agriculture, 3, 

443–463. 
 



163 
 

Pomsanam, P. Napompeh, K. & Suwanmaneepong, S. (2014). Factors Driving Thai 
Consumers' Intention to Purchase Organic Food. Asian Journal of Scientific Research, 
7(7), 434-446. 

 
Popovic, I., Bossink, B. A. G. & Van der Sijde, P. C. (2019). Factors Influencing Consumers’ 

Decision to Purchase Food in Environmentally Friendly Packaging: What Do We 
Know and Where Do We Go from Here? Sustainability, 11(7197), 1-22. 

 
Priest, J., Carter, S., & Stat, D. (2013). Consumer Behavior. Edinburgh Business School Press, 

United Kingdom. 
 
Punitha, S. & Azmawani, A. R. (2011). Antecedents of green purchasing behaviour among 

Malaysian consumers. International Business Management, 5(3), 129-139. 
 
Qasim, H., Yan, L., Guo, R., Saeed, A. & Ashraf, B. N. (2019). The defining role of 

environmental self-identity among consumption values and behavioral intention to 
consume organic food. International Journal of Environmental Research and Public 
Health, 16, 1106-1128. 

 
Raab, C. & Grobe, D (2005). Consumer knowledge and perceptions about organic food. 

Journal of Extension, 43(4), 286-293. 
 
Radman, M. (2005). Consumer consumption and perception of organic products in Croatia. 

British Food Journal, 107(4), 263-273. 
 
Rahim, N., Lepanjuuri, K., Day, F., Piggott, H., Hudson, R. & Lubian, K. (2017). Research on 

the Sharing Economy. HM Revenue and Customs: London, UK. 
 
Rahman, M. S., Osmangani, A. M., Hassan, H., Anwar, M. A. & Fattah, F. A. M. A. (2016). 

Consumption values, destination cues and nostalgia on the attitude in the selection of 
destination for educational tourism: The mediating role of destination image. 
International Journal of Tourism Cities. 2(3), 257-272. 

 
Ramayah, T., Lee, J. W. C. & Mohamad, O. (2010). Green product purchase intention: Some 

insight from a developing country. Resources, Conservation and Recycling, 54(12), 
1419-1427. 

 
Rana, J. & Paul, J. (2017) Consumer behaviour and purchase intention for organic food: A 

review and research agenda. Journal of Retailing Consumer Services, 38, 157–165. 
 
Reed, A., Forehand M.R., Puntoni, S. & Warlop, L. (2012). Identity-based consumer behavior. 

International Journal of Research in Marketing, 29, 310–321. 
Rex, E. & Baumann, H. (2007). Beyond ecolabels: what green marketing can learn from 

conventional marketing. Journal of Cleaner Production, 15(6). 567-576. 
 
Richa, H. & Vadera, S. (2019). Determinants of online shopping behaviour in India. 

International Journal of Recent Technology and Engineering (IJRTE), 8(3), 3947-
3950. 

 



164 
 

Richter, N. F., Cepeda, G., Roldan, J. L. & Ringle, C. M. (2016). European management 
research using partial least squares structural equation modelling (PLS-SEM). 
European Management Journal, 34(6), 589-597. 

 
Ringle, C., Wende, S., & Will, A. (2005). SmartPLS 2.0 (Beta). Hamburg. Retrieved from 

https://www.smartpls.com/. 
 
Robles, R. R., Vannini, L., De La Puente, T. & Fernandez-Revuelta, J. J. (2005). Consumer 

attitudes behind organic food perception: An illustration in a Spanish area. Paper 
presented at the 11th European Association of Agricultural Economist (EAAE) 
Congress, Copenhagen, Denmark, August 24-27, 2005. 

 
Rodiger, M. & Hamm, U. (2015). How are organic food prices affecting consumer behaviour? 

A review. Food Quality and Preference, 43, 10-20. 
 
Roitner-Schobesberber, B., Darnhofer, I., Somsook, S. & Vogl, C. R. (2007). Consumer 

perceptions of organic food in Bangkok, Thailand, Food Policy, 33, 112-121. 
 
Roldan, J. L. & Sanchez- Franco, M. J. (2012). Variance-Based Structural Equation Modeling: 

Guidelines for Using Partial Least Squares in Information Systems Research. In M. 
Mora, O. Gelman, A. Steenkamp, & M. Raisinghani (Eds.), Research Methodologies, 
Innovations and Philosophies in Software Systems Engineering and Information 
Systems (pp. 193-221). 

 
Ross, K. N. (2012). Sample design for educational survey research. UNESCO: International 

Institute for Educational Planning. Retrieved from  
http://www.iiep.unesco.org/en/sample-design-educational-survey-research. 

 
Saad, S., Fadli, M., Isa, N., Salahuddin, N. & Annual, A. (2017).  An Empirical Study on 

Brand Image Factors that Influence Students Behaviour. International Journal of 
Economic Research, 14(19), 43-59. 

 
Sagari, U., Kumar, T. V. & Rao, G. S (2019). Consumer perception on organic food products: 

A study on  Visakhapatnam city. Indian  Journal of Economics and Development, 7(4), 
1-9. 

 
Saleki, Z. S. & Sayeds, S. M. S. (2012). The main factors influencing purchase behaviour of 

organic products in Malaysia. Interdisciplinary Journal Contemporary Research in 
Business. 4, 98–116. 

 
Samik, M. N, Nordin, S. M. (2012). A new beginning for organic food industry. Retrieved form 

http://www.asean.org/communities. 
Sanchez, J. M. & Lafuente, R. (2010). Defining and measuring environmental consciousness. 

Revista Internacional de Sociologia. 68(3), 731-755. 
 
Sanchez-Fernandez, R. & Iniesta-Bonillo, M. A. (2007). The concept of perceived value: A 

systematic review of the research. Marketing Theory, 7(4), 427-451.  
 
Saunders, M., Lewis, P., & Thornhill, A. (2009) Research methods for business  students 

(5th Ed.). Pearson Education Limited: Italy. 



165 
 

Savithri, N & Lavanya, B. (2019). Organic food products: A study on perception of Indian 
consumers. International Journal of Research and Analytical Reviews, 6(1), 212-215. 

 
Schifferstein, H. N. J. & Oude Ophuis, P. A. M. (1998). Health related determinants of organic 

food consumption in the Netherlands. Food Quality and Preference, 9(3), 119-133. 
 
Schiffman, L. G. & Kanuk, L. L. (1997). Consumer Behaviour (6th Ed.). Prentice-Hall: NJ. 
 
Schiffman, L. G. & Kanuk, L. L. (2010). Consumer Behavior, Global (10th Ed.). Pearson 

Education, Inc: United State of America 
 
Schmitt, B. (2012). The psychology of brands. Journal of Consumer Psychology, 22(1), 7-17. 
 
Schumacker, R. E & Lomax, R. G. (2010). A Beginner’s Guide to Structural Equation 

Modeling, (2nd Ed.). Mahwah, NJ: Lawrence Erlbaum and Associates. 
 
Schweizer, S. (2006). The psychology of novelty‐seeking, creativity and innovation: 

neurocognitive aspects within a work‐psychological perspective. Creativity and 
Innovation Management. 15(2), 164 - 172. 

 
Sekaran, U. (2003). Research Methods for Business: A Skill Building Approach (4th Ed.). John 

Wiley & Sons, Inc.:  New York, NY. 
 
Sekaran, U., & Bougie, R. (2010). In Research Methods for Business: A Skill Building 

Approach. Wiley: UK. 
 
Sekaran, U., & Bougie, R. (2016). Research methods for business: a skill-building approach 

(7th Ed.). Haddington: John Wiley & Sons. 
 
Shafiq, R., Raza, I. & Zia-ur-Rehman, M. (2011). Analysis of the factors affecting customers’ 

purchase intention: The mediating role of perceived value. African Journal of Business 
Management, 5(20), 8041-8049. 

 
Shaharudin, M. R., Pani, J. J., Mansor, S. W. & Elias, S. J. (2010). Factors affecting purchase 

intention of organic food in Malaysia’ Kedah. Cross-cultural Communication, 6(2), 
105-116. 

 
Shahnaei, S. (2012). The impact of individual differences on green purchasing of Malaysian 

consumers. International Journal of Business and Social Science, 16(3), 132-14. 
 
Shaizatulaqma, K. A., Nur Najihah, D. & Nabsiah, A. W. (2019). Investigating the factors 

affecting consumer purchase intention towards halal organic food. Journal of 
Entrepreneurship, Business and Economics, 7(2), 162-188. 

 
Shamsudin, M.F. (2012). Determinants of customer loyalty towards prepaid mobile cellular 

services in Malaysia. Universiti Utara Malaysia, Sintok, Kedah, Malaysia. 
 
Shanka, T. & Phau, I. (2008). Tourism destination attributes: What the non-visitors say higher 

education students’ perceptions. Asia Pacific Journal of Tourism Research, 13(1), 81-
94. 



166 
 

Sharma, P. (2011).  Country of origin effects in developed and emerging markets: Exploring 
the contrasting roles of materialism and value consciousness. Journal of International 
Business Studies. 42, 285–306. 

 
Shepherd, R., Magnusson, M. & Sjoden, P-O. (2005). Determinants of Consumer Behaviour 

Related to Organic Food. Journal of the Human Environment, 34(4), 352-359.  
 
Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy what we buy: A theory of 

consumption values. Journal of Business Research, 22(2), 159-170. 
 
Shiau, P. N, Yu, S & Hui, C. T. (2015. The study of consumers’ buying behaviour and 

consumer satisfaction in beverages industry in Tainan, Taiwan. Journal of Economics, 
Business and Management, 3(3), 391-394. 

 
Siti Nor Bayaah, A & Nurita, J. (2007). Consumer’s perception and purchase intentions 

towards organic food product: exploring the attitude among Malaysian consumers. 
Universiti Tun Abdul Razak, Malaysia. 

 
Skim Organic Malaysia (SOM) (2015). Skim Pensijilan Organik Malaysia (myORGANIC). 

Retrieved from http://www.doa.gov.my/index.php/pages/view/377. 
 
Snyder, C. & Spaner, D. (2010). The sustainability of organic grain production on the Canadian 

prairies: A review. Sustainability, 2, 1016–1034. 
 
Solaiman, M., Halim, M. S. A., Manaf, A.H.A., Nor Azila, M.N., Noor, I.M. & Rana, S-M.S. 

(2017). Consumption values and green purchase behaviour: An empirical study. 
International Business Management, 11(6), 1223-1233. 

 
Solomon, M., Bamossy, G. J., Askegaard, S., & Hogg, M. K. (2006). Consumer Behaviour: A 

European Perspective (3rd Edition). Edinburgh Gate, Harlow,  Pearson Education 
Limited: Prentice Hall. 

 
Somasundram, C., Razali, Z. & Santhirasegaram, V. (2016). A review on organic food 

production in Malaysia. Horticulturae, 2, 12. Retrieved from 
www.mdpi.com/journal/horticulturae. 

 
Song, B. L. & Liew, C. L. (2019). Assessing the young consumers’ motives and purchase 

behaviour for organic food: An empirical evidence from a developing nation. 
International Journal of Academic Research in Business & Social Sciences, 9(1), 69-81. 

Song, B. L. (2017). What motivates consumers to purchase organic food in Malaysia? Asian 
Social Science, 13(9), 100-109. 

 
Southey, G. 2011. The theories of reasoned action and planned behaviour applied to business 

decisions: A selective annotated bibliography. Journal of New Business Ideas & Trends, 
9(1), 43–50. 

 
Stanton, E. S. (2011). Malaysia’s Markets for functional food, nutraceuticals and organic food: 

An introduction for Canadian producers and exporters. In the Counsellor and Regional 
Agri-Food Trade Commissioner, Southeast Asia, and the High Commission of Canada 
in Malaysia. Agriculture and Agri-Food Canada. Ottawa, ON, Canada. 

http://www.research.lancs.ac.uk/portal/en/people/margaret-hogg(507fb533-834e-4c01-ae05-2c14177dd539).html
http://www.research.lancs.ac.uk/portal/en/publications/consumer-behaviour-a-european-perspective-3rd-edition(07281ebb-20f0-4907-8b56-6bca86b2b9c1).html
http://www.research.lancs.ac.uk/portal/en/publications/consumer-behaviour-a-european-perspective-3rd-edition(07281ebb-20f0-4907-8b56-6bca86b2b9c1).html


167 
 

 
Statista. Retrieved from https://www.statista.com/statistics/983691/malaysia-frequency-

organic-food-consumption/ 
 
Stedman, R., Beckley, T. & Wallace, S. (2004). Ambard, M. A picture and 1000 words: Using 

resident-employed photography to understand attachment to high amenity places. 
Journal Leisure Research, 36, 580–606. 

 
Stefanic, I., Stefanic, E. & Haas, R. (2001). What the consumer really wants: Organic food 

market in Croatia. Die Bodenkultur, 52(4), 323-328. 
 
Stephan Zielke (2010). How price image dimensions influence shopping intentions for 

different store formats. European Journal of Marketing, 44(6), 748-770. 
 
Stoleru, V, Munteanu, N. & Istrate, A. (2019). Perception towards organic vs. conventional 

products in Romania. Sustainability, 11, 2394-2409. 
 
Sudarsan, J. & Urchenna, C. E. (2012). Consumers’ adoption of mobile coupons in Malaysia. 

In Lee, I. (Eds.) Strategy, adoption and competitive advantage of mobile services in the 
global economy. Information Science Reference, 90-111. 

 
Suh, B. W., Eves, A. & Lumbers, M. (2012). Consumer’s attitudes and understanding of 

organic food: The case of South Korea. Journal of Foodervice Business Research, 
15(1), 49-63. 

 
Suhaimee, S., Ibrahim, I. Z. & Abd Wahab, M. A. M. (2016). Organic agricultural in Malaysia. 

FFTC Agricultural Policy Platform (FFTC-AP), 01, 30. Retrieved from 
http://www.ap.fftc.agnet.org/ap_db.php? 

 
Suki, N. M & Suki, N. M. (2019). Correlations between awareness of green marketing, 

corporate social responsibility, product Image, corporate reputation, and consumer 
purchase intention. Corporate Social Responsibility: Concepts, Methodologies, Tools, 
and Applications: IGI Global. 

 
Suki, N. M. (2013). Young consumer ecological behaviour: The effects of environmental 

knowledge, healthy food and healthy way of life with the moderation of gender and 
age. Management Environment Quality International Journal, 24, 726-737. 

 
Suki, N. M. (2016). Consumer environmental concern and green product purchase in Malaysia: 

structural effects of consumption values. Journal of Cleaner Production, 132, 204-214. 
 
Suki, N. M. (2018). Determinants of consumers’ purchase intentions of organic vegetables: 

Some insights from Malaysia. Journal of Food Products Marketing, 24(4), 392-412. 
 
Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The development of a 

multiple item scale. Journal of Retailing, 77(2), 203- 220. 
 
Switala, M., Gamrot, W., Reformat, B. & Bilinska-Reformat, K. (2018). The influence of brand 

awareness and brand image on brand equity: An empirical study of logistics service 
providers. Journal of Economics and Management, 33(3), 96-119. 



168 
 

 
Syrjala, H., Leipamaa-Leskinen, H. & Laaksonen, P. (2015), Social needs in Finnish young 

adults’ mundane consumption. Young Consumers, 16(3), 301-315. 
 
Szabo, R. & Kratki, N. (2018). Social value creation and impact measurement. Theory, 

Methodology, Practice, 14, 15-25. 
 
Tan, T. H. (2013). Use of structural equation modelling to predict intention to purchase green 

and sustainable homes in Malaysia. Asian Social Science, 9(10), 181-191. 
 
Tanner, C. & Kast, S. (2003). Promoting sustainable consumption: Determinants of green 

purchases by Swiss consumers. Psychology and Marketing, 20(10). 883-902. 
 
Tarkiainen, A. & Sundqvist, S., (2005). Subjective norms, attitudes and intentions of Finnish 

consumers in buying organic food. British Food Journal, 107(11) 808-822. 
 
Teoh, C. W. (2015). Determinants of Malaysian consumers’ purchase intention on hybrid car: 

A study of theory of consumption value. (pp 74-75). Universiti Utara Malaysia, Sintok, 
Kedah, Malaysia. 

 
Teoh, W. C. & Nor Azila, M. N. (2015). The importance of consumers’ attitudes towards 

purchase intention of hybrid car in Malaysia. Academic Research International, 6(4), 
111-122. 

 
Teoh, W. C. & Nor Azila, M. N. (2015b). What Affects Malaysian Consumers’ Intention to 

Purchase Hybrid Car? Asian Social Science, 11(26), 52-63. 
 
The Sunday Daily (2018). Retrieved on January 2019 from 

https://www.thesundaily.my/archive/more-women-voters-men-ge14. 
 
Thogersen, J., Pedersen, S., Paternoga, M., Schwendel, E., Aschemann-Witzel, J. (2017). How 

important is country-of-origin for organic food consumers? A review of the literature 
and suggestions for future research. British Food Journal. 119(3), 542-557. 

 
Ting, D. H., Lim, S. F., Patanmacia, T. S., Low, C. G. & Ker. G. C. (2011). Dependency on 

smartphone and the impact on purchase behaviour. Young Consumers, 12(3), 193-203. 
 
Tiong T. G., Suki, N. M & Kim F. (2014). Exploring a consumption value model for Islamic 

mobile banking adoption. Journal of Islamic Marketing, 5(3), 344-365. 
 
Tiraieyari, N., Hamzah, A. & Abu Samah, B. (2014). Organic Farming and Sustainable 

Agriculture in Malaysia: Organic Farmers' Challenges towards Adoption. Asian Social 
Science, 10(4). 

 
Toh, P. L., Dominic, F. L. & Shanmugam, A. (2018). The purchase intention of organic food, 

among working adults in Penang, Malaysia. IOSR Journal of Business and Management, 
20(3), 48-59. 

 
Tregear, A. Dent, J. B. & McGregor, M. J. (1994). The demand for organically grown produce. 

British Food Journal. 96(4), 21-25. 



169 
 

Triandis, H. C. (1977). Interpersonal Behaviour. Monterey, C.A: Brook/Cole. 
 
Triandis, H. C. (1980). Values, attitudes, and interpersonal behavior. In Howe, H. & Page, M. 

(Eds.), Nebraska symposium on motivation 1979, 195–295. Lincoln, NE: University of 
Nebraska Press. 

 
Tuner, J. C., Oakes, P. J., Haslam, S. A. & McGarty, C. A. (1994). Self and collective: 

Cognition and social context. Personality and Social Psychology Bulletin, 20, 454-463. 
 
Turner, J. C. (1991). Social influence. In Brooks/Cole Mapping Social Psychology Series. 

Maidenhead: Open University Press. 
 
Van der Vorst, J. & Beulens, A. (2002). Identifying sources of uncertainty to generate supply 

chain redesign strategies. International Journal of Physical Distribution & Logistics 
Management, 32. 409-430. 

 
Vazifehdoust, H, Teleghani, M., Esmaeilpour, F., Nazari, K. & Khadang, M. (2013). 

Purchasing green to become greener: Factors influence consumers’ green purchasing 
behaviour. Management Science Letters, 3, 2489-2500. 

 
Velten, S., Leventon, J., Jager, N. & Newig, J. (2015). What is sustainable agriculture? A 

systematic review. Sustainability, 7, 7833–7865. 
 
Verhoef, P. C. (2005). Explaining purchases of organic meat by Dutch consumers. European 

Review of Agricultural Economics, 32(2), 245–267. 
 
Vindigni, G., Janssen, M. A. & Jager, W. (2002). Organic food consumption: A multi-

theoretical demframework of consumer decision making. British Food Journal, 104, 
624–642.  

 
Wang, C. L., Li, D., Barnes, B. R. & Ahn, J. (2012). Country image, product image and 

consumer purchase intention: Evidence from an emerging economy. International 
Business Review. 21, 1041–1051. 

 
Wang, H-Y., Liao, C. & Yang, L-H. (2013). What affects mobile application use? The roles of 

consumption values. International Journal of Marketing Studies, 5(2), 11-22. 
 
Weerakkody, V. & Choudrie, J. (2005). Exploring e-government in the UK: Challenges, issues 

and complexities. Journal of Information Science and Technology, 2(2), 26-44. 
 
Wells, V. K. (2014). Behavioural psychology, marketing and consumer behaviour: a literature 

review and future research agenda. Journal of Marketing Management, 30(11-12), 
1119-1158. 

 
Werner, P. (2004). Reasoned action and planned behaviour. In Peterson, S.J. & Bredow, T.S. 

(Eds.), Middle range theories: Application to nursing research, (pp. 125-147). 
Lippincott, Williams & Wilkins: Philadeliphia, PA. 

 
Wier, M. & Calverley, C. (2002). Market potential for organic food in Europe, British Food 

Journal, 104(1), 27-35. 



170 
 

Willer, H. & Lernoud, J. (2015). The world of organic agriculture: Statistics and Emerging 
Trends 2015. Research Institute of Organic Agriculture (FiBL): Frick, Switzerland. 

 
Williams, P. & Soutar, G. N. (2000). Dimensions of customer value and the tourism 

experience: An exploratory study. Paper presented at Australian and New Zealand 
Marketing Academy Conference 2000, Queensland, 28, 1415-1421. 

 
Williams, P. & Soutar, G. N. (2009). Value, satisfaction and behavioural intentions in an 

adventure tourism context. Annals of Tourism Research, 36(3), 413-438. 
 
Williams, P. R. D. & Hammit, J. K. (2001). Perceived risk of conventional and organic 

produce: Pesticides, pathogens and natural toxins. Risk Analysis, 21(2), 319-330. 
 
Wong, K. K-K. (2013). Partial least squares structural equation modeling (PLS-SEM) 

techniques using SmartPLS. Marketing Bulletin, 24, Technical Note 1. Retrieved from 
http://marketing-bulletin.massey.ac.nz/. 

 
Woodruff, R.B. (1997). Customer value: The next source for competitive advantage. Journal 

of the Academy of Marketing Science, 25(2), 139-153. 
 
World of Organic Agriculture 2019 report (IFOAM). Retrieved from 

https://www.ifoam.bio/en/news/2019/02/13/world-organic-agriculture-2019. 
 
Xia, Y., Ahmed, Z. U., Ghingold, M., Hwa, N.K., Li, T.W. & Ying, W.T.C. (2006). Spousal 

influence in Singaporean family purchase decision-making process: A cross-cultural 
comparison.  Asia Pacific Journal of Marketing and Logistics, 18(3), 201–222. 
Retrieved from 
http://www.emeraldinsight.com/doi/abs/10.1108/13555850610675661.  

 
Xiao, G. & Kim, J-O. (2009). The investigation of Chinese consumer values, consumption 

values, life satisfaction, and consumption behaviors. Psychology & Marketing, New 
York, NY : Wiley. 

 
Yin, S. Linhai, W. Lili, D. and Chena M. (2010). Consumers' purchase intention of organic 

food in China. Journal of the Science of Food and Agriculture, 90, 1361–1367. 
 
Yip, L., Janssen M. (2015). How do consumers perceive organic food from different 

geographic origins? Evidence from Hong Kong and Shanghai. Journal of Agriculture 
and Rural Development in the Tropics and Subtropics, 116(1), 71–84. 

 
Yogananda, A. P. Y. & Nair, P. B. (2019). Green food product purchase intention: Factors 

influencing Malaysian consumers. Pertanika Journal of Social Science and Humanities. 
27(2), 1131-1144. 

 
Yoshida, M., James, J.D. & Cronin J.J.J. (2013). Value creation: assessing the relationships 

between quality, consumption value and behavioural intentions at sporting events. 
International Journal of Sports Marketing & Sponsorship, 14(2), 126-148. 

 



171 
 

Young, W., Hwang, K., McDonald, S. & Oates, C.J. (2010). Sustainable consumption: Green 
consumer behaviour when purchasing products. Sustainable Development. 18(1), 20-
31. 

 
Yu, T-K., Lin, F-Y., Kao, K-Y. & Yu, T-Y. (2019). Encouraging environmental commitment 

to sustainability: An empirical study of environmental connectedness theory to 
undergraduate students. Sustainability, 11, 342. 

 
Zahra, Z. & Mirza, A. A. (2017). Role of image value and functional value in developing the 

purchase intentions and WOM marketing. European Journal of Business and 
Management, 9(7). 

 
Zailani, S., Iranmanesh, M., Hyun, S. S. & Ali, M. H. (2019). Applying the theory of 

consumption values to explain drivers’ willingness to pay for biofuels. Sustainability, 11, 
668-681. 

 
Zakowska-Biemans, S. (2007). Consumers and consumption of organic food in Central and Eastern 

European new member states of the European Union. 3th QLIF Congress: Improving 
Sustainability in Organic and Low Input Food Production Systems, 20-23 March, University 
of Hohenheim, Germany. Retrieved from https://orgprints.org/9806/. 

 
Zanoli, R. & Naspetti, S. (2002). Consumer motivations in the purchase of organic food. British 

Food Journal, 104(8/9), 37-39. 
 
Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A Means-End 

model and synthesis of evidence. Journal of Marketing, 52(3), 2-22. 
 
Zhang, Y. Y., Zhang, M. J. & Wang, Q. (2015). The Research on purchasing intention of fresh 

agricultural products under O2O mode based on the framework of perceived benefits-
perceived risk. China Soft Science, 24(6), 128-138. 

 
Zhou. M, (2013). A Multidimensional Analysis of Public Environmental Concern in Canada. 

Canadian Preview of Sociology, 50(4), 453-481. 
 
Zia-ur-Rehman, Muhammad Khyzer Bin Dost (2013). Conceptualizing Green Purchase 

Intention in Emerging Markets: An Empirical Analysis on Pakistan. The 2013 WEI 
International Academic Conference Proceedings, Istanbul, Turkey. 

 
Zikmund, W. G. (2003). Business Research Methods. Mason, Ohio: Thomson/South-Western. 
 
Zikmund, W.G., Babin, B.J., Carr, J.C., & Griffin, M. (2009). Business Research Methods (8th 

Ed.). Cengage Learning: New York. 
 
Zikmund, W.G., Babin, B.J., Carr, J.C., dan Griffin, M. (2010). Business Research Methods 

(8th Ed.). Cengage Learning: Australia, South-Western. 
 
Zuraidah, R., Nor Hashima, H., Wan Kalthom, Y. & Siti Aishah, M. (2012). Environmentally 

conscious behaviour among Malaysian consumers: An empirical analysis. Jurnal 
Pengurusan, 35, 111-121. 

 



172 
 

Zylstra, M. J., Knight, A. T., Esler, K. J. & Le Grange, L. L. (2014). Connectedness as a core 
conservation concern: An interdisciplinary review of theory and a call for practice. 
Springer Science Reversion. 2014, 2, 119–143. 

 



173 
 

APPENDIX A 

QUESTIONNAIRE 

 

 
 

Survey Questionnaires 
 
 
Dear Sir/Madam, 
 
 
DETERMINANTS OF MALAYSIAN CONSUMERS’ PROPENSITY TO PURCHASE 
ORGANIC FOOD 
 
 
I refer to the above.  
 
I am conducting a study on above topic. This study is undertaken to fulfil the partial 
requirement of the academic program leading to a Doctor of Business Administration (DBA) 
at Universiti Utara Malaysia (UUM). By taking about twenty minutes of your valuable time, 
you are providing information that is pertinent to this research. 
 
The general purpose of this study is to understand consumers’ propensity to purchase organic 
food in Malaysia. Strict confidentiality is assured. The identity related to the code reflected on 
the instrument is known only to the researcher and will not be communicated in any form time. 
 
Thank you very much for your time and cooperation. I greatly appreciate your contributions. 
 
 
 
 
Yours sincerely 
Khairul Nizam Mahmud 
99234 
Universiti Utara Malaysia 
011-3229 2847 
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Organic food definition: 

Organic food is fresh or processed food produced by organic farming methods. 

Organic food is grown without the use of synthetic chemicals, such as human-

made pesticides and fertilizers, and does not contain genetically modified 

organisms (GMOs). Organic food include fresh produce, meats, and dairy 

products as well as processed food such as crackers, drinks, and frozen meals.  

 
Part 1: Demographic Profile 
Please answer/tick (√) only the box applicable. 
 
1. Gender:  Male 
  Female 

 
2. Race:  Malay 
  Chinese 
  Indian 
  Others 

 
3. Age:  21 - 25 years old 
  26 - 35 years old 
  36 - 45 years old 
  46 years old and above 

 
4. Marital Status:  Single 
  Married 
  Divorced / Widowed 

 
5. Education Level:  Secondary 
  Diploma 
  Bachelor’s degree 
  Master’s degree 
  Doctoral / PhD degree 

 
6. Occupation Position:  Private Sector 
  Government Sector 
  Self-Employed 
  Retired / Pensioner 
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  Other __________________________ 
 
7. Monthly Household Income:  Less than RM 3,000 
  RM 3,001 to RM 5,000 
  RM 5,001 to RM 10,000 
  Above RM 10,000 

 
8. Which Brand do you prefer for organic food? 
 

 Local Brand (Please answer question 9) 
 Imported Brand (Please answer question 10) 

 
9. Why do you choose Local Brand? 

 
 I am more nationalistic thus I buy local brand. 
 I am supporting local organic food industry. 
 Local brand is fresh and widely available in the country. 
 Local brand cheaper than the imported brand. 
 Local brand saves money and help local economy. 
 Other __________________________________________________ 

 
10. Why do you choose Imported Brand? 

 
 Imported brand more prestige, value and quality. 
 I doubt to buy locally-made products. 
 I trust imported brand than local brand because of the quality. 
 The exclusivity of certain products. 
 Other __________________________________________________ 
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Part 2: Propensity to Purchase Organic Food 
 
Please indicate the extent of your opinion with the statements describing the statements 
by “circling” the corresponding box using the following scales: 
 

Strongly 
Disagree 

Disagree 
 

Neither Agree 
 

Strongly 
Agree 

1 2 3 4 5 
 

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

       

2. I plan to buy organic food in regular basis. 1 2 3 4 5 

       

3. I intend to buy organic food for my long term health benefits. 1 2 3 4 5 

       

4. I intend to buy organic food because they are more concern 
about food safety. 

1 2 3 4 5 

       

5. I intend to buy organic food because they are more 
environmentally friendly. 

1 2 3 4 5 

       

6. I intend to buy organic food because I am concerned about 
animal welfare. 

1 2 3 4 5 
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Part 3: Actual Purchase Behaviour 
 
Please indicate the extent of your opinion with the statements describing the statements 
by “circling” the corresponding box using the following scales: 
 

Strongly 
Disagree 

Disagree 
 

Neither Agree 
 

Strongly 
Agree 

1 2 3 4 5 
 

1. I often buy organic food. 1 2 3 4 5 

       

2. I often buy organic food on regular basis. 1 2 3 4 5 

       

3. I often buy organic food because they are more environmentally 
friendly. 

1 2 3 4 5 

       

4. I often buy organic food that are against animal testing. 1 2 3 4 5 

       

5. I often buy organic food that are safe to consume. 1 2 3 4 5 

       

6. I often buy organic food for my health. 1 2 3 4 5 

       

7. I often buy organic food even if they are more expensive than 
conventional food. 

1 2 3 4 5 

       

8. I prefer buying organic food than buying conventional food. 1 2 3 4 5 
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Part 4: Functional Value 
 
Please indicate the extent of your opinion with the statements describing the statements 
by “circling” the corresponding box using the following scales: 
 

Strongly 
Disagree 

Disagree 
 

Neither Agree 
 

Strongly 
Agree 

1 2 3 4 5 
 

1. Organic food have consistent quality. 1 2 3 4 5 

       

2. Organic food are well made/produced. 1 2 3 4 5 

       

3. Organic food have an acceptable standard of quality. 1 2 3 4 5 

       

4. Organic food would perform consistently. 1 2 3 4 5 

       

5. Organic food are reasonably priced. 1 2 3 4 5 

       

6. Organic food are a good food for the price. 1 2 3 4 5 
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Part 5: Social Value 
 
Please indicate the extent of your opinion with the statements describing the statements 
by “circling” the corresponding box using the following scales: 
 

Strongly 
Disagree 

Disagree 
 

Neither Agree 
 

Strongly 
Agree 

1 2 3 4 5 
 

1. Buying organic food would help me to feel acceptable. 1 2 3 4 5 

       

2. Buying organic food would improve the way that I am perceived. 1 2 3 4 5 

       

3. Buying organic food would make a good impression on other 
people. 1 2 3 4 5 

       

4. Buying organic food would give its owner social approval. 1 2 3 4 5 

       

5. I will follow the advice of my family or friend that I should buy 
an organic food. 1 2 3 4 5 

       
6. I learned so much about organic food from my friend and family. 1 2 3 4 5 
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Part 6: Emotional Value 
 
Please indicate the extent of your opinion with the statements describing the statements 
by “circling” the corresponding box using the following scales: 
 

Strongly 
Disagree 

Disagree 
 

Neither Agree 
 

Strongly 
Agree 

1 2 3 4 5 
 

1. Buying organic food instead of conventional food would make 
me feel like I am personally contributing to something better. 1 2 3 4 5 

       

2. Buying organic food instead of the conventional food would 
make me feel ethically right to protect our environment. 1 2 3 4 5 

       

3. Buying organic food instead of the conventional food would 
make me feel like a better person. 1 2 3 4 5 

       

4. Buying organic food instead of conventional food would give me 
positive feeling. 1 2 3 4 5 

       

5. The consumption of organic food would increase my desire to 
know about other people and cultures. 1 2 3 4 5 
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Part 7: Novelty Value 
 
 
Please indicate the extent of your opinion with the statements describing the statements 
by “circling” the corresponding box using the following scales: 
 

Strongly 
Disagree 

Disagree 
 

Neither Agree 
 

Strongly 
Agree 

1 2 3 4 5 
 

1. I would buy organic food because I always have high curiosity 
to buy something new. 

1 2 3 4 5 

       

2. I like to search for the new and different of organic food. 1 2 3 4 5 

       

3. I would seek out the location that sells organic food to support 
local organic food industry. 

1 2 3 4 5 

       

4. I will acquire information about organic food that could reduce 
environmental harm. 

1 2 3 4 5 
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Part 8: Conditional Value 
Please indicate the extent of your opinion with the statements describing the statements 
by “circling” the corresponding box using the following scales: 
 

Strongly 
Disagree 

Disagree 
 

Neither Agree 
 

Strongly 
Agree 

1 2 3 4 5 
 

1. Organic food is always easily available for purchase. 1 2 3 4 5 

       

2. Shopping at supermarket would increase my chances of finding 
rare or limited items of organic food. 

1 2 3 4 5 

       

3. I feel safe consuming organic food. 1 2 3 4 5 
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Part 9: Monetary Value 
 
 
Please indicate the extent of your opinion with the statements describing the statements 
by “circling” the corresponding box using the following scales: 
 

Strongly 
Disagree 

Disagree 
 

Neither Agree 
 

Strongly 
Agree 

1 2 3 4 5 
 

1. I am consuming organic food to avoid consuming conventional 
processed food. 

1 2 3 4 5 

       

2. Organic food are more nutritious than conventional.  1 2 3 4 5 

       

3. Organic food is better in quality that promotes my health 
 

1 2 3 4 5 

       

4. Organic food are safe for consumption because they are free 
from pesticides, fertiliser and genetic modifications. 

1 2 3 4 5 

       

5. Organic food are healthier than conventional food. 1 2 3 4 5 
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Part 10: Environmental Concern 
 
 
 
Please indicate the extent of your opinion with the statements describing the statements 
by “circling” the corresponding box using the following scales: 
 

Strongly 
Disagree 

Disagree 
 

Neither Agree 
 

Strongly 
Agree 

1 2 3 4 5 
 

1. I made a special effort to buy an organic product to save the 
environment. 

1 2 3 4 5 

       

2. I have switched to organic product for ecological reasons. 1 2 3 4 5 

       

3. 
 
 

When I have a choice between two equal products, I will buy the 
one that less harmful to other and the environment. 
 

1 2 3 4 5 

4. 
 

I will or have voted for a candidate in an election at least in part 
because he/she in favour of strong environmental protection. 
 

1 2 3 4 5 

5 
 

I have avoided buying product that had potentially harmful 
environmental effects. 
 

1 2 3 4 5 

6 
I have read newsletter, magazines or other publications written 
by environmental groups. 
 

1 2 3 4 5 

7. I have signed a petition in support of protecting the environment. 
 

1 2 3 4 5 

8. 
I have boycott or avoided from buying the products from a 
company that is harming the environment. 
 

1 2 3 4 5 

9. 
I have/will recycle the product that I buy to save the 
environment. 
 

1 2 3 4 5 
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Part 11: Brand Image 
 
 
 
Please indicate the extent of your opinion with the statements describing the statements 
by “circling” the corresponding box using the following scales: 
 

Strongly 
Disagree 

Disagree 
 

Neither Agree 
 

Strongly 
Agree 

1 2 3 4 5 
 

1. I feel more comfortable buying organic food from a brand that 
has a green image. 

1 2 3 4 5 

       

2. I am aware that a strong brand image gives me confidence in 
organic food. 

1 2 3 4 5 

       

3. 

An innovative and new image of eco-friendly food created by 
some companies tends to attract consumers in going green. 
 
 

1 2 3 4 5 

4. 
I like brand or organic food than conventional food. 
 
 

1 2 3 4 5 

5 
Brand is very important to define my choice of organic food. 
 
 

1 2 3 4 5 

6 I will buy well-known brand of organic food that possesses a 
positive symbolic meaning 

1 2 3 4 5 

       

 
 
 
 
 
Thank you 
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APPENDIX B 

CONSUMER PURCHASE BEHAVIOUR FROM 2010-2019 
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CONSUMER PURCHASE BEHAVIOUR FROM 2010-2019 
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CONSUMER PURCHASE BEHAVIOUR FROM 2010-2019 
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CONSUMER PURCHASE BEHAVIOUR FROM 2010-2019 
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APPENDIX C 

SUMMARY OF RESEARCH FOR ORGANIC PRODUCT GLOBALLY FROM YEAR 2012 TO 2020 
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SUMMARY OF RESEARCH FOR ORGANIC PRODUCT GLOBALLY FROM YEAR 2012 TO 2020 
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SUMMARY OF RESEARCH FOR ORGANIC PRODUCT GLOBALLY FROM YEAR 2012 TO 2020 
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APPENDIX D 

SUMMARY OF PREVIOUS RESEARCH FOR ORGANIC PRODUCT IN MALAYSIA FROM YEAR 2012 TO 2020 
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SUMMARY OF PREVIOUS RESEARCH FOR ORGANIC PRODUCT IN MALAYSIA FROM YEAR 2012 TO 2020 
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SUMMARY OF PREVIOUS RESEARCH FOR ORGANIC PRODUCT IN MALAYSIA FROM YEAR 2012 TO 2020 
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APPENDIX E 
 

SUMMARY OF RESEARCH THAT USE THEORY OF CONSUMPTION VALUES (TCV) GLOBALLYFROM 2010 T0 2020 
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SUMMARY OF RESEARCH THAT USE THEORY OF CONSUMPTION VALUES (TCV) GLOBALLY FROM 2010 T0 2020 
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APPENDIX F 
 

SUMMARY OF PREVIOUS RESEARCH THAT USE THEORY OF CONSUMPTION VALUES (TCV) IN MALAYSIA FROM 2010 T0 2020 
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APPENDIX G 
 

RELIABILITY 

  /VARIABLES=PPOF1 PPOF2 PPOF3 PPOF4 PPOF5 PPOF6 APB1 APBH2 APBH3 
APBH4 APBH5 APBH6 APBH7 APBH8 FV1 
    FV2 FV3 FV4 FV5 FV6 SV1 SV2 SV3 SV4 SV5 SV6 EV1 EV2 EV3 EV4 EV5 NV1 NV2 
NV3 NV4 CV1 CV2 CV3 MV1 MV2 
    MV3 MV4 MV5 EC1 EC2 EC3 EC4 EC5 EC6 EC7 EC8 EC9 BI1 BI2 BI3 BI4 BI5 BI6 
  /SCALE('ALL VARIABLES') ALL 
  /MODEL=ALPHA 
  /STATISTICS=DESCRIPTIVE SCALE 
  /SUMMARY=TOTAL. 
 
 
Reliability 

Notes 

Output Created 20-OCT-2019 23:33:27 
Comments  
Input Data C:\Users\ACER\Documents\IBM\Data 

for viva.sav 
Active Dataset DataSet1 
Filter <none> 
Weight <none> 
Split File <none> 
N of Rows in Working Data 
File 

169 

Matrix Input  
Missing Value Handling Definition of Missing User-defined missing values are treated 

as missing. 
Cases Used Statistics are based on all cases with 

valid data for all variables in the 
procedure. 

Syntax RELIABILITY 
  /VARIABLES=PPOF1 PPOF2 PPOF3 
PPOF4 PPOF5 PPOF6 APB1 APBH2 
APBH3 APBH4 APBH5 APBH6 APBH7 
APBH8 FV1 
    FV2 FV3 FV4 FV5 FV6 SV1 SV2 SV3 
SV4 SV5 SV6 EV1 EV2 EV3 EV4 EV5 
NV1 NV2 NV3 NV4 CV1 CV2 CV3 MV1 
MV2 
    MV3 MV4 MV5 EC1 EC2 EC3 EC4 
EC5 EC6 EC7 EC8 EC9 BI1 BI2 BI3 BI4 
BI5 BI6 
  /SCALE('ALL VARIABLES') ALL 
  /MODEL=ALPHA 
  /STATISTICS=DESCRIPTIVE SCALE 
  /SUMMARY=TOTAL. 

Resources Processor Time 00:00:00.05 

Elapsed Time 00:00:00.11 
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Scale: ALL VARIABLES 
 

Case Processing Summary 

 N % 

Cases Valid 169 100.0 

Excludeda 0 .0 

Total 169 100.0 

 
a. Listwise deletion based on all variables in the 
procedure. 

 
 

Reliability Statistics 

Cronbach's 
Alpha N of Items 

.937 58 

 
 

Item Statistics 

 Mean Std. Deviation N 

PPOF1 3.9763 .85184 169 
PPOF2 3.6982 .96242 169 
PPOF3 4.1124 .84819 169 
PPOF4 4.4024 4.00048 169 
PPOF5 3.9527 .91814 169 
PPOF6 3.7515 .96844 169 
APB1 3.2249 1.08960 169 
APBH2 3.1775 1.10377 169 
APBH3 3.5148 1.04714 169 
APBH4 3.5030 1.11336 169 
APBH5 3.8284 1.02940 169 
APBH6 4.0947 2.54306 169 
APBH7 3.3314 1.11655 169 
APBH8 3.4201 1.11583 169 
FV1 3.7929 .94413 169 
FV2 3.9704 .80494 169 
FV3 4.0592 .84307 169 
FV4 3.8107 .87946 169 
FV5 3.3609 1.13122 169 
FV6 3.5444 1.08539 169 
SV1 3.3669 1.07807 169 
SV2 3.3905 1.05848 169 
SV3 3.4556 1.79271 169 
SV4 3.2189 1.07155 169 
SV5 3.6805 1.00814 169 
SV6 3.4260 1.07826 169 
EV1 3.6568 .96392 169 
EV2 3.6272 .92426 169 
EV3 3.4793 1.00053 169 
EV4 3.6154 1.02353 169 
EV5 3.3195 1.08766 169 
NV1 3.4438 1.01100 169 
NV2 3.4675 1.09672 169 
NV3 3.4320 1.03931 169 
NV4 3.5917 .98449 169 
CV1 3.3018 1.03397 169 
CV2 3.6450 1.03135 169 
CV3 3.9112 .85798 169 
MV1 3.4497 1.08513 169 
MV2 4.0118 .88633 169 
MV3 4.0888 .82976 169 
MV4 4.0178 .87609 169 
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MV5 4.1302 .86305 169 
EC1 3.8402 .78181 169 
EC2 4.0710 4.02015 169 
EC3 3.9290 .70351 169 
EC4 3.8698 .72840 169 
EC5 3.9527 .75444 169 
EC6 3.8876 .81234 169 
EC7 3.8757 .84653 169 
EC8 3.8639 .86558 169 
EC9 3.9704 .73538 169 
BI1 3.7456 1.00611 169 
BI2 3.8225 .95330 169 
BI3 3.8225 .90854 169 
BI4 3.6331 .98578 169 
BI5 3.6213 1.03442 169 
BI6 3.6805 .97817 169 

 
 

Item-Total Statistics 

 
Scale Mean if 
Item Deleted 

Scale Variance 
if Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's 
Alpha if Item 

Deleted 

PPOF1 210.8639 1126.011 .605 .935 
PPOF2 211.1420 1117.670 .664 .935 
PPOF3 210.7278 1123.949 .645 .935 
PPOF4 210.4379 1095.783 .187 .947 
PPOF5 210.8876 1124.696 .581 .935 
PPOF6 211.0888 1133.105 .419 .936 
APB1 211.6154 1121.667 .527 .935 
APBH2 211.6627 1115.880 .600 .935 
APBH3 211.3254 1121.435 .553 .935 
APBH4 211.3373 1123.380 .492 .935 
APBH5 211.0118 1125.524 .503 .935 
APBH6 210.7456 1127.357 .161 .940 
APBH7 211.5089 1115.609 .596 .935 
APBH8 211.4201 1115.995 .591 .935 
FV1 211.0473 1121.807 .611 .935 
FV2 210.8698 1126.912 .625 .935 
FV3 210.7811 1126.005 .612 .935 
FV4 211.0296 1127.577 .559 .935 
FV5 211.4793 1115.811 .585 .935 
FV6 211.2959 1116.519 .602 .935 
SV1 211.4734 1114.953 .628 .935 
SV2 211.4497 1115.344 .635 .935 
SV3 211.3846 1123.631 .287 .937 
SV4 211.6213 1120.808 .549 .935 
SV5 211.1598 1124.433 .531 .935 
SV6 211.4142 1123.792 .503 .935 
EV1 211.1834 1115.305 .701 .934 
EV2 211.2130 1118.383 .681 .935 
EV3 211.3609 1117.887 .634 .935 
EV4 211.2249 1114.211 .674 .934 
EV5 211.5207 1118.203 .577 .935 
NV1 211.3964 1128.050 .475 .935 
NV2 211.3728 1123.021 .505 .935 
NV3 211.4083 1120.553 .571 .935 
NV4 211.2485 1121.735 .586 .935 
CV1 211.5385 1128.310 .460 .936 
CV2 211.1953 1129.384 .446 .936 
CV3 210.9290 1128.412 .558 .935 
MV1 211.3905 1119.335 .562 .935 
MV2 210.8284 1126.167 .578 .935 
MV3 210.7515 1131.009 .531 .935 
MV4 210.8225 1133.897 .452 .936 
MV5 210.7101 1126.909 .581 .935 
EC1 211.0000 1130.071 .583 .935 
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EC2 210.7692 1070.179 .285 .945 
EC3 210.9112 1132.331 .602 .935 
EC4 210.9704 1133.874 .549 .935 
EC5 210.8876 1131.338 .580 .935 
EC6 210.9527 1128.783 .584 .935 
EC7 210.9645 1131.915 .504 .935 
EC8 210.9763 1132.118 .489 .936 
EC9 210.8698 1131.340 .595 .935 
BI1 211.0947 1121.503 .576 .935 
BI2 211.0178 1129.506 .483 .935 
BI3 211.0178 1128.910 .518 .935 
BI4 211.2071 1124.118 .548 .935 
BI5 211.2189 1124.958 .509 .935 
BI6 211.1598 1129.849 .464 .936 

 
 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

214.8402 1161.337 34.07840 58 

 
FREQUENCIES VARIABLES=Gender Race Age Marital Education Occupation Income 
BrandLocal BrandImported 
    Local Imported 
  /ORDER=ANALYSIS. 
 
Frequencies 
 

Notes 

Output Created 20-OCT-2019 23:41:55 
Comments  
Input Data C:\Users\ACER\Documents\IBM\Data 

for viva.sav 
Active Dataset DataSet1 
Filter <none> 
Weight <none> 
Split File <none> 
N of Rows in Working Data 
File 

169 

Missing Value Handling Definition of Missing User-defined missing values are treated 
as missing. 

Cases Used Statistics are based on all cases with 
valid data. 

Syntax FREQUENCIES VARIABLES=Gender 
Race Age Marital Education Occupation 
Income BrandLocal BrandImported 
    Local Imported 
  /ORDER=ANALYSIS. 

Resources Processor Time 00:00:00.03 

Elapsed Time 00:00:00.03 

 
 

Statistics 

 
Gend

er Race Age 
Marita

l 
Educat

ion 
Occupa

tion 
Incom

e 
    

N Valid 169 169 169 169 169 169 169     

Missi
ng 

0 0 0 0 0 0 0 
    

 
 
 



203 
 

Statistics 

 BrandLocal BrandImported Local Imported 

N Valid 116 53 116 53 

Missing 53 116 53 116 

 
 
Frequency Table 
 

Gender 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Male 37 21.9 21.9 21.9 

Female 132 78.1 78.1 100.0 

Total 169 100.0 100.0  
 
 

Race 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Malay 113 66.9 66.9 66.9 

Chinese 31 18.3 18.3 85.2 

Indian 24 14.2 14.2 99.4 

Others 1 .6 .6 100.0 

Total 169 100.0 100.0  
 
 

Age 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 21-25 years old 72 42.6 42.6 42.6 

26-35 years old 49 29.0 29.0 71.6 

36-45 years old 27 16.0 16.0 87.6 

46 years old and above 21 12.4 12.4 100.0 

Total 169 100.0 100.0  
 
 

Marital 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Single 106 62.7 62.7 62.7 

Married 59 34.9 34.9 97.6 

Divorced/Widowed 4 2.4 2.4 100.0 

Total 169 100.0 100.0  
 
 

Education 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Secondary 18 10.7 10.7 10.7 

Diploma 33 19.5 19.5 30.2 

Bachelor's degree 93 55.0 55.0 85.2 

Master's degree 23 13.6 13.6 98.8 

Doctoral/PhD degree 2 1.2 1.2 100.0 

Total 169 100.0 100.0  
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Occupation 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Private Sector 110 65.1 65.1 65.1 

Government Sector 32 18.9 18.9 84.0 

Self-Employed 6 3.6 3.6 87.6 

Retired/Pensioner 2 1.2 1.2 88.8 

Student 19 11.2 11.2 100.0 

Total 169 100.0 100.0  
 
 

Income 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Less than RM3,000 76 45.0 45.0 45.0 

RM3,001 - RM5,000 51 30.2 30.2 75.1 

RM5,001 - RM10,000 30 17.8 17.8 92.9 

Above RM10,000 12 7.1 7.1 100.0 

Total 169 100.0 100.0  
 
 

BrandLocal 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid BrandLocal 116 68.6 100.0 100.0 
Missing -99.00 53 31.4   
Total 169 100.0   

 
 

BrandImported 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid BrandImported 53 31.4 100.0 100.0 
Missing -99.00 116 68.6   
Total 169 100.0   

 
 

Local 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Nationalistic 7 4.1 6.0 6.0 

Supporting 28 16.6 24.1 30.2 

Fresh and Widely available 28 16.6 24.1 54.3 

Cheaper 27 16.0 23.3 77.6 

Saves Money 26 15.4 22.4 100.0 

Total 116 68.6 100.0  
Missing -99.00 53 31.4   
Total 169 100.0   

 
 

Imported 
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 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Prestige, Value and Quality 21 12.4 39.6 39.6 

Doubt to Buy Local Product 4 2.4 7.5 47.2 

Trust Imported Brand 21 12.4 39.6 86.8 

Exclusivity 7 4.1 13.2 100.0 

Total 53 31.4 100.0  
Missing -99.00 116 68.6   
Total 169 100.0   

 
 
 

Notes 

Output Created 21-OCT-2019 00:47:40 
Comments  
Input Data C:\Users\ACER\Documents\IBM\Data 

for viva.sav 
Active Dataset DataSet1 
Filter <none> 
Weight <none> 
Split File <none> 
N of Rows in Working Data 
File 

169 

Missing Value Handling Definition of Missing User defined missing values are treated 
as missing. 

Cases Used All non-missing data are used. 
Syntax DESCRIPTIVES VARIABLES=PPOF1 

PPOF2 PPOF3 PPOF4 PPOF5 PPOF6 
APB1 APBH2 APBH3 APBH4 APBH5 
APBH6 APBH7 
    APBH8 FV1 FV2 FV3 FV4 FV5 FV6 
SV1 SV2 SV3 SV4 SV5 SV6 EV1 EV2 
EV3 EV4 EV5 NV1 NV2 NV3 NV4 CV1 
CV2 
    CV3 MV1 MV2 MV3 MV4 MV5 EC1 
EC2 EC3 EC4 EC5 EC6 EC7 EC8 EC9 
BI1 BI2 BI3 BI4 BI5 BI6 
  /STATISTICS=MEAN STDDEV MIN 
MAX. 

Resources Processor Time 00:00:00.02 

Elapsed Time 00:00:00.02 

 
 
 

Notes 

Output Created 21-OCT-2019 00:56:57 
Comments  
Input Data C:\Users\ACER\Documents\IBM\Data 

for viva.sav 
Active Dataset DataSet1 
Filter <none> 
Weight <none> 
Split File <none> 
N of Rows in Working Data 
File 

169 

Missing Value Handling Definition of Missing User defined missing values are treated 
as missing. 

Cases Used All non-missing data are used. 
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Syntax DESCRIPTIVES VARIABLES=PPOF1 
PPOF2 PPOF3 PPOF4 PPOF5 PPOF6 
APB1 APBH2 APBH3 APBH4 APBH5 
APBH6 APBH7 
    APBH8 FV1 FV2 FV3 FV4 FV5 FV6 
SV1 SV2 SV3 SV4 SV5 SV6 EV1 EV2 
EV3 EV4 EV5 NV1 NV2 NV3 NV4 CV1 
CV2 
    CV3 MV1 MV2 MV3 MV4 MV5 EC1 
EC2 EC3 EC4 EC5 EC6 EC7 EC8 EC9 
BI1 BI2 BI3 BI4 BI5 BI6 
  /STATISTICS=MEAN STDDEV MIN 
MAX. 

Resources Processor Time 00:00:00.02 

Elapsed Time 00:00:00.03 

 
DATASET ACTIVATE DataSet1. 
 
SAVE OUTFILE='C:\Users\ACER\Documents\IBM\Data for viva.sav' 
  /COMPRESSED. 
DESCRIPTIVES VARIABLES=PPOF1 PPOF2 PPOF3 PPOF4 PPOF5 PPOF6 APB1 APBH2 
APBH3 APBH4 APBH5 APBH6 APBH7 
    APBH8 FV1 FV2 FV3 FV4 FV5 FV6 SV1 SV2 SV3 SV4 SV5 SV6 EV1 EV2 EV3 EV4 
EV5 NV1 NV2 NV3 NV4 CV1 CV2 
    CV3 MV1 MV2 MV3 MV4 MV5 EC1 EC2 EC3 EC4 EC5 EC6 EC7 EC8 EC9 BI1 BI2 BI3 
BI4 BI5 BI6 
  /STATISTICS=MEAN STDDEV RANGE MIN MAX KURTOSIS SKEWNESS. 
 
 
Descriptives 
 
 

Notes 

Output Created 21-OCT-2019 01:05:20 
Comments  
Input Data C:\Users\ACER\Documents\IBM\Data 

for viva.sav 
Active Dataset DataSet1 
Filter <none> 
Weight <none> 
Split File <none> 
N of Rows in Working Data 
File 

169 

Missing Value Handling Definition of Missing User defined missing values are treated 
as missing. 

Cases Used All non-missing data are used. 
Syntax DESCRIPTIVES VARIABLES=PPOF1 

PPOF2 PPOF3 PPOF4 PPOF5 PPOF6 
APB1 APBH2 APBH3 APBH4 APBH5 
APBH6 APBH7 
    APBH8 FV1 FV2 FV3 FV4 FV5 FV6 
SV1 SV2 SV3 SV4 SV5 SV6 EV1 EV2 
EV3 EV4 EV5 NV1 NV2 NV3 NV4 CV1 
CV2 
    CV3 MV1 MV2 MV3 MV4 MV5 EC1 
EC2 EC3 EC4 EC5 EC6 EC7 EC8 EC9 
BI1 BI2 BI3 BI4 BI5 BI6 
  /STATISTICS=MEAN STDDEV 
RANGE MIN MAX KURTOSIS 
SKEWNESS. 
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Resources Processor Time 00:00:00.06 

Elapsed Time 00:00:00.07 

 
 

Descriptive Statistics 

 

N Range 
Minimu

m 
Maxim

um Mean 
Std. 

Deviation Skewness Kurtosis 

Statist
ic 

Statisti
c 

Statisti
c 

Statisti
c 

Statisti
c Statistic 

Statisti
c 

Std. 
Error 

Statisti
c 

Std. 
Error 

Propensity to 
purchase 

169 4.00 1.00 5.00 
3.976

3 
.85184 -1.007 .187 1.067 .371 

Propensity to 
purchase 

169 3.00 2.00 5.00 
3.698

2 
.96242 -.578 .187 -.600 .371 

Propensity to 
purchase 

169 3.00 2.00 5.00 
4.112

4 
.84819 -.987 .187 .697 .371 

Propensity to 
purchase 

169 3.00 2.00 5.00 
4.106

5 
.82405 -.976 .187 .836 .371 

Propensity to 
purchase 

169 3.00 2.00 5.00 
3.952

7 
.91814 -.793 .187 -.026 .371 

Propensity to 
purchase 

169 4.00 1.00 5.00 
3.751

5 
.96844 -.716 .187 -.097 .371 

Actual purchase 
behaviour 

169 4.00 1.00 5.00 
3.224

9 
1.08960 -.039 .187 -1.169 .371 

Actual purchase 
behaviour 

169 4.00 1.00 5.00 
3.177

5 
1.10377 -.089 .187 -1.187 .371 

Actual purchase 
behaviour 

169 4.00 1.00 5.00 
3.514

8 
1.04714 -.465 .187 -.784 .371 

Actual purchase 
behaviour 

169 4.00 1.00 5.00 
3.503

0 
1.11336 -.309 .187 -1.150 .371 

Actual purchase 
behaviour 

169 4.00 1.00 5.00 
3.828

4 
1.02940 -.710 .187 -.334 .371 

Actual purchase 
behaviour 

169 4.00 1.00 5.00 
3.917

2 
1.05458 -.788 .187 -.434 .371 

Actual purchase 
behaviour 

169 4.00 1.00 5.00 
3.331

4 
1.11655 -.140 .187 -1.249 .371 

Actual purchase 
behaviour 

169 4.00 1.00 5.00 
3.420

1 
1.11583 -.187 .187 -1.141 .371 

Functional value 
169 3.00 2.00 5.00 

3.792
9 

.94413 -.733 .187 -.280 .371 

Functional value 
169 3.00 2.00 5.00 

3.970
4 

.80494 -.916 .187 .870 .371 

Functional value 
169 3.00 2.00 5.00 

4.059
2 

.84307 -.897 .187 .543 .371 

Functional value 
169 3.00 2.00 5.00 

3.810
7 

.87946 -.788 .187 .084 .371 

Functional value 
169 4.00 1.00 5.00 

3.360
9 

1.13122 -.249 .187 -1.124 .371 

Functional value 
169 4.00 1.00 5.00 

3.544
4 

1.08539 -.539 .187 -.874 .371 

Social Value 
169 4.00 1.00 5.00 

3.366
9 

1.07807 -.429 .187 -.879 .371 

Social Value 
169 4.00 1.00 5.00 

3.390
5 

1.05848 -.409 .187 -.834 .371 

Social Value 
169 4.00 1.00 5.00 

3.337
3 

1.07950 -.304 .187 -.997 .371 

Social Value 
169 4.00 1.00 5.00 

3.218
9 

1.07155 -.154 .187 -1.011 .371 

Social Value 
169 4.00 1.00 5.00 

3.680
5 

1.00814 -.769 .187 -.197 .371 

Social Value 
169 4.00 1.00 5.00 

3.426
0 

1.07826 -.397 .187 -.952 .371 

Emotional value 
169 3.00 2.00 5.00 

3.656
8 

.96392 -.595 .187 -.640 .371 

Emotional value 
169 3.00 2.00 5.00 

3.627
2 

.92426 -.563 .187 -.568 .371 
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Emotional value 
169 4.00 1.00 5.00 

3.479
3 

1.00053 -.466 .187 -.649 .371 

Emotional value 
169 4.00 1.00 5.00 

3.615
4 

1.02353 -.586 .187 -.623 .371 

Emotional value 
169 4.00 1.00 5.00 

3.319
5 

1.08766 -.131 .187 -1.166 .371 

Novelty value 
169 4.00 1.00 5.00 

3.443
8 

1.01100 -.562 .187 -.653 .371 

Novelty value 
169 4.00 1.00 5.00 

3.467
5 

1.09672 -.382 .187 -1.049 .371 

Novelty value 
169 4.00 1.00 5.00 

3.432
0 

1.03931 -.331 .187 -1.010 .371 

Novelty value 
169 4.00 1.00 5.00 

3.591
7 

.98449 -.543 .187 -.671 .371 

Conditional value 
169 4.00 1.00 5.00 

3.301
8 

1.03397 -.110 .187 -1.241 .371 

Conditional value 
169 4.00 1.00 5.00 

3.645
0 

1.03135 -.660 .187 -.570 .371 

Conditional value 
169 4.00 1.00 5.00 

3.911
2 

.85798 -1.030 .187 1.008 .371 

Monetary value 
169 4.00 1.00 5.00 

3.449
7 

1.08513 -.265 .187 -1.122 .371 

Monetary value 
169 3.00 2.00 5.00 

4.011
8 

.88633 -.958 .187 .476 .371 

Monetary value 
169 3.00 2.00 5.00 

4.088
8 

.82976 -.990 .187 .861 .371 

Monetary value 
169 4.00 1.00 5.00 

4.017
8 

.87609 -1.110 .187 1.150 .371 

Monetary value 
169 3.00 2.00 5.00 

4.130
2 

.86305 -1.099 .187 .907 .371 

Environmental 
concern 

169 4.00 1.00 5.00 
3.840

2 
.78181 -1.300 .187 1.920 .371 

Environmental 
concern 

169 4.00 1.00 5.00 
3.775

1 
.79976 -1.196 .187 1.343 .371 

Environmental 
concern 

169 4.00 1.00 5.00 
3.929

0 
.70351 -1.457 .187 3.533 .371 

Environmental 
concern 

169 3.00 2.00 5.00 
3.869

8 
.72840 -1.197 .187 1.830 .371 

Environmental 
concern 

169 4.00 1.00 5.00 
3.952

7 
.75444 -1.184 .187 2.329 .371 

Environmental 
concern 

169 3.00 2.00 5.00 
3.887

6 
.81234 -.869 .187 .654 .371 

Environmental 
concern 

169 4.00 1.00 5.00 
3.875

7 
.84653 -.892 .187 .780 .371 

Environmental 
concern 

169 4.00 1.00 5.00 
3.863

9 
.86558 -1.070 .187 1.212 .371 

Environmental 
concern 

169 3.00 2.00 5.00 
3.970

4 
.73538 -.953 .187 1.482 .371 

Brand Image 
169 4.00 1.00 5.00 

3.745
6 

1.00611 -.712 .187 -.287 .371 

Brand Image 
169 4.00 1.00 5.00 

3.822
5 

.95330 -.888 .187 .100 .371 

Brand Image 
169 4.00 1.00 5.00 

3.822
5 

.90854 -1.038 .187 .765 .371 

Brand Image 
169 4.00 1.00 5.00 

3.633
1 

.98578 -.528 .187 -.625 .371 

Brand Image 
169 3.00 2.00 5.00 

3.621
3 

1.03442 -.395 .187 -1.008 .371 

Brand Image 
169 4.00 1.00 5.00 

3.680
5 

.97817 -.595 .187 -.496 .371 

Valid N (listwise) 169          
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