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BACKGROUND

o mc;dels pne'r.d'lct intention
. to buy ethically is not exactly

representative of ethical behavior -
(Miniero et al,, 2014; Futtera, 2005)

.

Iand share of organlc food in a!a\vSIa
(FiBL- -AML, 12019).

‘ RESEARCH OBJECTIVE

The objective of this study is to propose a new approach to bridge the gap by inves-
tigating factors that influence the use of organic foods by focusing on those who
consume and not those who consider buying organic foods, . Consumption reflects
high involvement with the product; and the barriers and motivations are as real as
the product itself, which makes it an ideal moment to examine the motivation.

w METHODOLOGY

Research strategy & source: Sample size:

&

250 organic food eaters
across Malaysia

Questionnaire
Statistical software:

Y

Assessment of measurement model
Assessment of structural model

‘d RESULT/FINDING

Sampling design:

S,

Purposive sampling

Hypotheses Findings
H1  Environmental attitude is positively related to organic food Not
consumption. Supported
H2 Product-sy_:bedﬂc attitude is positively related to organic food Supported
consumption.
H3  Subjective norm is positively related to organic food consumption. Not
Supported
H4  The availability of organic food is positively related to organic food Supported
consumption.
H5  Willingness to pay is positively related to organic food consumption. Supported
H6  Health orientation is positively related to organic food c ption. Supported
H7 _ The sensory appeal is positively related to organic food consumption. Supported
H8  The organic label is positively related to organic food ption.  Supported
H9a  The positive relationship between environmental attitude and organic Not
food c ption will be stronger when future orientation is high. Supported

H9b  The positive relationship between product-specific attitude and
organic food consumption will be stronger when future orlentation is  Supported
high.

H9c  The positive relationship between willingness to pay and organic food Supported
consumption will be stronger when future orientation is high.

H9d  The positive relationship between health orientation and organic food Not
consumption will be stronger when future orlentation is high. Supported
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SPECIFIC/POTENTIAL APPLICATIONS

IMPACTS ON SOCIETY, ECONOMICS &
‘ NATION

: To help producers and marketers
@ to craft a targeted strategy

To identify factors that foster organic
food consumption leading towards l
sustainable development

| Y
= I Help the Malaysian government
f to materialize its National Agriculture Policy (NAP)

‘4 FUTURE RESEARCH

Applying Big-Data Analytics as it now seems that the nature of
the feedback loop between theory and results may shift under
the weight of Big Data / Data-driven decision making.
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