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ABSTRACT: The present study aimed to identify the elements of the Theory of Planned Behaviour along with health consciousness and
determine the role of knowledge as a moderating variable in Pakistan and Malaysia. Three hundred and forty-one observations from Pakistan
and 280 observations from Malaysia were acquired through questionnaire; while, confirmatory factor analysis and structural equation
modelling was applied for the analysis. The magnitude of the results varied across both countries; however, attitude, subjective norms and
health consciousness, as well as their interaction terms, were significant predictors, whereas, perceived behavioural control and its knowledge
interaction terms had insignificant impacts on the purchase intentions of consumers for both countries. This research will help to further
understand about consumer perception in the purchase of organic food items, which will assist retailers, advertisers and manufacturers in
developing strategies for such products.
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Fatores que afetam as preferéncias do consumidor na inten¢io de compra de alimentos orginicos e o
papel moderador do conhecimento no Paquistiio e na Malasia

RESUMO: O presente estudo teve como objetivo identificar os elementos da teoria do comportamento planejado juntamente com a consciéncia
em satde, e determinar o papel do conhecimento como uma varidavel moderadora no Paquistdo e na Maldsia. 341 observagdes do Paquistdo e
280 observagoes da Maldasia foram adquiridas através de questionario, enquanto que andlise fatorial confirmatoria e modelagem de equagoes
estruturais foram aplicadas para a andlise. A magnitude dos resultados variou entre os dois paises. No entanto, atitudes, normas subjetivas e
consciéncia da saude, bem como seus termos de interagdo, foram preditores significativos, enquanto que controle comportamental percebido
e seus termos de interagdo do conhecimento tiveram impactos insignificantes nas intengoes de compra dos consumidores para os dois paises.
Esta pesquisa ajudara a entender melhor a percepgdo do consumidor na compra de alimentos organicos, o que ajudara varejistas, anunciantes
e fabricantes no desenvolvimento de estratégias para esses produtos.

Palavras-chave: agricultura orgdanica, comportamento de compra do consumidor, teoria do comportamento planejado, andlise fatorial
confirmatoria, marketing, sustentabilidade.

INTRODUCTION human ecological concerns, such as greenhouse gas

discharges, biodiversity decline and soil destruction,

Globally, regulations and societal pressure
have been increased on the performance of naturally
effective crop production system. The emphasis
has not only been on raising production but also
on considering environmental protection, as well
as the quality and wellbeing of the harvests and
techniques (PUIG-MONTSERRAT et al.,, 2017).
Therefore, organic farming practices provide an
essential substitute for typical farming techniques.
Organic farming is a production system in which
food is produced without hazardous chemicals,
pesticides, contaminants, and non-natural elements
(MOSER, 2015). Organic agriculture mitigates

and also calls attention to food health (CHICIUDEAN
etal., 2019).

Different nations have encouraged this
move toward organic farming through the promotion
of legislation and organic standards (OSEI et al.,
2013). Hence, organic food is growing in popularity
worldwide, especially in European and North
American regions, where sales were up to 90% of
the total consumption of organic food (WILLER
et al., 2019). Similarly, a recently published report
by Zion Market Research (ZION, 2018) witnessed
global organic agricultural growth, which had an
approximate market value of USD 124.76 billion in
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2017 and is likely to grow to about USD 323.09 billion
by the end of 2024. These figures indicates a 14.56%
increase in the growth rate between these years.

Several studies have described the
behaviour of organic food consumption (AL-SWIDI
et al., 2014; KIM et al., 2014; GAKOBO & JERE,
2016); however, most of these studies focused
mainly on developed nations, probably because
of the increased demand and sales of organic
food in these countries. Although, more organic
food is sold in developed nations; however, most
organic agriculturists (over 84%) are in developing
countries. On a regional basis, Asia ranks first in the
number of organic producers, accounting for almost
40% of the total, making it the third-largest market
for natural products in the world (LERNOUD &
WILLER, 2019).

Consequently, due to the popularity of
organic food, there is a growing need to investigate
consumer behaviour in relation to organic products
in underdeveloped countries. Therefore, the sample
of the present study comprised two developing
countries, i.e. Pakistan and Malaysia. Both countries
have double-digit agricultural contributions to GDP
growth, approximately USD 350 billion nominal
GDP each, a large number of agricultural producers,
organic agriculture at its initial stage, similar food
consumption patterns and most importantly, they
are located in the same Asian region. Therefore,
they share many commodities and aspire towards a
similar organic marketplace (JOUZI et al., 2017).
Concurrently, the role of knowledge of healthy food
is dominant in increasing the use of organic products
in these less developed countries (CHICIUDEAN et
al., 2019).

In Pakistan, agriculture plays a significant
role and is considered the backbone of the economy.
The agricultural sector contributed 18.5% to GDP and
provided employment for 38.5% of the national labour
force (PAKISTAN, 2019b). Most of the farming is
performed using traditional methods, including the
use of destructive pesticides and chemical fertilisers
that affect human health (ASIF et al., 2018).
However, in recent times, consumers have moved
toward organic food because it offers chemical or
pesticide-free food products. To regulate the organic
matters and spread awareness among consumers, the
National Institute of Organic Agriculture (NIOA) was
established during the last decade to work on methods
of organic farming and transmit the latest information
to smallholders across the country (MUSA et al.,
2015). A modest reduction as a result has also been
noted in the utilization of hazardous pesticides in

Pakistan. At the same time, organic agricultural land
has grown from 6,005 hectares in 2017 to 51,304
hectares in 2019 (WILLER, 2019).

Malaysia, meanwhile, has 7,605,000
hectares of arable land, accounting for 24% of the
total area dedicated to agriculture (KUAN et al.,
2017). Similarly, the Malaysian agricultural sector
has contributed nearly 12% to GDP and accounted
for 16% of employment (LEE & BAHARUDDIN,
2018). The organic food market is at its preliminary
phase in Malaysia, but the number of producers
has steadily increased since its establishment in the
1990s. The Centre for Environment, Technology and
Development, Malaysia (established in 1985), a non-
governmental organisation, has played a pioneering
role in identifying traditional agricultural issues and
initiating organic farming (SOMASUNDRAM et
al., 2016). Currently; however, there is only a small
organic food industry locally, and more than 60% of
organic products (comprising grain) are imported into
Malaysia (MOHAMAD et al., 2014). Even with the
growing demand for organic food, local producers
are still unable to meet the escalating need. Figure 1
indicates the conceptual framework of the study.

The scarcity of data in the literature on
consumer demand for organic food in both countries
(Pakistan and Malaysia) and the high incidence of
food safety controversies, such as contaminated meat,
milk and vegetables, showed the value of evaluating
the demand for local organic products (RIEGER et
al., 2016). Furthermore, previous studies primarily
compared production levels of conventional and
organic agriculture or obstacles to organic farming
(AKRAM et al., 2019). Moreover, information on
sales figure 1 and perceptions about organic food in
developing nations is still lacking (BANATI, 2011).

Hence, it was considered that an
investigation into consumer behaviour regarding
organic food would provide valuable feedback
separately and jointly. Additionally, as long as the
consumer’s intent towards organic purchases, it can
be beneficial to health and natural environment, as
well as provide a profitable enterprise. Consequently,
this study used the structural equation modelling
approach as applied by ASIF et al. (2018) and DE
MAGISTRIS & GRACIA (2008), and performed
a comparison between Pakistan and Malaysia by
examining the contributory factors that defined
consumer intention to purchase natural food items.
No such comparative study is available to date.
The present study also attempted to establish the
moderating role of knowledge on the desire to buy
organic produce.

Ciéncia Rural, v.50, n.5, 2020.



Consumer preferences toward organic food and the moderating role of knowledge: a case of Pakistan and Malaysia. 3

Figure 1 - Conceptual Framework.

LITERATURE REVIEW AND THE
DEVELOPMENT OF HYPOTHESIS

The literature identified intention as the
strategy, choice and willpower of a person to fulfil
an action or succeed in achieving a specific objective
(HARLAND et al., 1999). The aim of the consumer
was to consider a core determining element of his/
her prospective behaviour during the execution of
an action. According to the TPB, this behaviour can be
predicted through intention with more accuracy when it
is influenced by someone (AJZEN & FISHBEIN, 1980).

The TPB contains three constructs, i.e.
attitude toward behaviour, perceived behavioural control
(PBC) and subjective norms (SNs). The theory has been
well-recognized in social and psychological studies as
a rational assessment of consumer purchase intention
(SHAH ALAM & MOHAMED SAYUTI, 2011). The
TPB put emphasizes on an individual’s conational
control since this theory effectively established different
types of behavior (OLSEN et al., 2010). In the retail
food market, the TPB has been used to illuminate
consumers’ intention to purchase. The TPB’s broad
recognition makes it an essential model for analysing
customer inclinations in the food sector (KIM et al.,
2014). Hence, with the inclusion of the construct of HC
in the traditional TPB, the present study examined the
organic food purchase intentions of consumers.

Among the three constructs of the TPB,
attitude is the first construct and relates to the impacts
of an individual’s positive and negative emotions
while carrying out a particular behaviour. FISHBEIN
& AJZEN (1977) and AJZEN (1991) considered

attitude to be significantly linked to purchasing
intention. With increased consumption of organic
food highlighted in the literature, the present study
assumed that attitude regarding its purchase was
positive (BIAN & FORSYTHE, 2012). Moreover,
attitude is regarded as an essential predictor of
natural food purchase intention (TARKIAINEN &
SUNDQVIST, 2005; HOPPE et al., 2013). Hence, the
first hypothesis of attitude in relation to the intention
to purchase organic food was tested as:

H1. Attitude positively affects the
consumers’ intent to buy organic food.

SN are considered as the second construct
of the TPB and they relate to the perception by the
individual of the perceived social pressure to approve
or disapprove of the conduct in question (FISHBEIN
& AJZEN, 1977). Further, an individual is motivated
by how referent groups observe him/her when
involved in a particular behaviour.

SNs comprise two interrelated elements:
(1) having belief in other people’s interests, i.e. how
someone else want to see the needs of others are met
(normative beliefs), and (ii) outcome evaluations
in the shape of positive and negative judgments
regarding every single belief (AL-SWIDI et al.,
2014). SNs also significantly affect the purchase
intention relevant to organic food (TARKIAINEN &
SUNDQVIST, 2005). Thus, the next hypothesis was
summarised as:

H2. SNs positively affects the consumers’
intent to buy organic food.

PBC is described as “a concept of ease or
difficulty to perform a particular behaviour, and it
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is supposed to show the experience along with the
expected obstructions and impediments” (AJZEN,
1991). PBC evaluates the willpower of an individual
to restrict himself/herself from performing a specific
behaviour, and it is dependent on the capabilities and
obstacles by which consumers’ intentions to purchase
are influenced (THOGERSEN, 2009).

The price and availability of organic food
are considered the primary obstacles to its acquisition
(MAGNUSSON et al., 2001). Organic food is
expensive and while some consumers are willing to
pay the exceptional prices, many of them are unable
to afford these prices because of numerous reasons
including periods of stagnation or monetary issues
(MILLOCK & HANSEN, 2002). Thus, the purchasing
process of consumers cannot be defined solely by the
factor of positive attitude since it involves various other
elements in forming a particular purchasing decision.

An individual controls his/her behaviour
on his/her own, so a purchase decision is the direct
result of a person’s belief system (AJZEN, 2015).
At the same time, control is an essential contributor
in describing the relationship (GOVINDASAMY
et al,, 2010). Therefore, the PBC hypothesis was
summarised as:

H3. PBC positively affects the consumers’
intent to buy organic food.

HC concerns “how much health matters are
incorporated into an individual’s everyday practices”
(JAYANTI & BURNS, 1998). Health is considered
as one of the most significant components when
buying organic food products (MICHAELIDOU &
HASSAN, 2008; CHAKRABARTI, 2010; XIE et
al., 2015). Consumers of organic food are conscious
of the impact of meal consumption and realise the
consequences related to chemicals; hence, they
choose healthy meals to protect their health (SABA
& MESSINA, 2003).

Organic food products are regarded
as more nourishing in comparison to traditional
food products (LEA & WORSLEY, 2005). The
findings of ALPHONCE & ALFNES (2012);
ZAGATA (2012); YADAV & PATHAK (2016);
and TENG & LU (2016) reinforced the important
connection between the intention to buy organic
food and health cognisance. Hence, based on the
above discussion, the following hypothesis was
postulated:

H4. HC positively affects the consumers’
intent to buy organic food.

In addition, the present study considered
the role of knowledge as a moderating variable
on consumers’ intent to purchase natural food

products. For example, buyers and non-buyers are
highly conscious of and value data on natural food
certification procedures when deciding to make an
acquisition (PADEL & FOSTER, 2005).

Previous findings concluded that the
purchase intention toward natural products by
consumers could be influenced by their positive
attitudes (CHANG & WU, 2015). These attitudes
are drawn from the knowledge that a user has
accumulated regarding a product. Moreover, organic
food knowledge has a positive impact, whereas a
deficiency in knowledge negatively affects natural
buying behaviour (SMITH & PALADINO, 2010).
Individuals are thus eager to acknowledge health data
from an external source to enhance their well-being
practices (PADEL & FOSTER, 2005).

The context of the present study was less
developed countries where the market for organic
food was at its preliminary stage. As a result, this
research required data on the role of knowledge in the
purchase intention toward organic food. Therefore,
the following hypothesis was proposed:

H5. Knowledge positively moderates
consumers’ intent to buy organic food.

MATERIALS AND METHODS

The level of knowledge of consumers
from both countries was assessed before the
collection of the quantitative data. For this, a
short questionnaire was designed, which consisted
of knowledge-based questions that included a
specified number of open-ended questions. These
questions also explained the motivation factors
behind organic food purchases. The questions were
sent to 45 respondents, following the universal
principle proposed by BROWNE (1995) to evaluate
the parameters with 30 or more respondents.

The level of knowledge was reported to be
almost the same in both countries and based on this
short analysis, a well-defined set of questions was
structured to obtain the necessary data. The desired
survey document was adapted from a number of
relevant studies and drawn up in English.

A small number of differences were
observed in the two versions of the questionnaire
and were rectified before proceeding further. The
questionnaire was designed to evaluate attitude, PBC,
SNs and intention to purchase and was adopted from
ARVOLA et al. (2008); ASIF et al. (2018); AJZEN
(2002); and WANG et al. (2019). The questionnaire
on HC and knowledge was adopted from KELLER
(1993) and TARKIAINEN & SUNDQVIST (2005),
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respectively. The measurement of all constructs was
on a seven-point Likert scale.

The present study chose four cities (two
from each country) for the collection of data, based on
their contribution and knowledge about agriculture.
In Pakistan, the province of Punjab is the most
significant agricultural contributor, and also has the
highest literacy rate (64.7%) among all the provinces.
Therefore, the two most prominent cities in Punjab
(Lahore and Faisalabad) were chosen because their
residents were assumed to have greater knowledge
about the use of organic products (PAKISTAN,
2019a). Similarly, Kuala Lumpur and Kota Kinabalu
were selected in Malaysia because both play
substantial roles in the production and manufacturing
of agricultural products (MALAYSIA, 2019).

The questionnaire was converted into
the language of the respective country, i.e. Urdu
and Malay. The data were then collected with the
assistance of scholars and friends; and subsequently,
translated into English to ensure the syntactic equality
of the hypotheses (BRISLIN, 1970).

The present research considered and
targeted the middle class as it is supposed to be a
more stable business driver because of its diversity
in demand for commodities and also of the most
promotional campaigns are directed to this class. The
middle class can also be inspired by and have quick
access to information on the importance of natural
food (CHIKWECHE & FLETCHER, 2014). The
criteria and selection of middle-class respondents for
the list of potential respondents were based on their
monthly income levels of more than USD 700 for
Pakistan and USD 850 for Malaysia. Furthermore,
some support from native researchers was obtained to
reach out to the targeted respondents.

The questionnaires were delivered using
a variety of media such as email, group emails
and social media tools, i.e. WeChat, Facebook and
WhatsApp. Questionnaires were also given to several
respondents in person as per their convenience for
data recovery.

In the case of Pakistan, the questionnaires
were sent to approximately 700 respondents. 400
responses were received and 341 were considered
for investigation. While, 600 questionnaires were
distributed with 312 replies, out of which 280 were
considered for analysis in the case of Malaysia.
Unanswered feedback forms were excluded, and
some outliers were also noted.

The analysis of the study was performed
using Analysis of Moment Structures (AMOS)
and Statistical Package for Social Science (SPSS)

software from IBM. A two-step method was used for
the data analysis, as suggested by the earlier study
of HAIR et al. (1998). In this process, confirmatory
and exploratory factor analyses were conducted to
assess and verify the validity and reliability of the
measurement model.

RESULTS

The principal objective of the exploratory
factor analysis was to establish the number of
predictions that could be estimated (FABRIGAR &
WEGENER, 2011). Next, a structural equation model
(SEM) was considered to evaluate the model fit and
the hypotheses. The data were first analysed via
exploratory factor analysis; then, the cross-loading
items were excluded from each country’s data set.

The discriminant and convergent validities
of the underlying elements were examined by
performing a first-order confirmatory factor analysis
(CFA). The average variance’s square root results
for each construct were utilised in the CFA to verify
the legitimacy of the construct (FORNELL &
LARCKER, 1981) and with Cronbach’s alpha results,
convergent validity was assured for both countries.

Pakistan

The confirmatory factor analysis results
are illustrated in Table 1. Cronbach Alpha values for
all construct are exceeded the cut-off limit of 0.70
(attitude: 0.793, SNs:0.837, PBC:0.744, HC:0.772,
and KN:0.846). Furthermore, CR values are more than
the acceptable limit of 0.60 (attitude: 0.884, SN:0.876,
PBC:0.905, HC:0.793, and KN:0.921). Similarly, the
estimated AVE values also exceeding the prescribed
range of 0.50 (attitude: 0.571, SN:0.594, PBC:0.645,
HC:0.523, and KN:0.694).

The demographic features of the
respondents are shown via the results of the descriptive
analysis in Table 2. The sample comprised 205 males
(60.1%) and 136 females (39.9%). With regard to the
level of education, 21.1% of the respondents were
PhD holders, 46.3% had master’s degrees and 32.6%
were bachelor’s degree holders.

Four categories of absolute fit indices were
used to evaluate the model fit in the present study.
They were root mean residual (RMR), adjusted
goodness-of-fit index (AGFI), root mean square
error of approximation (RMSEA) and goodness-of-
fit index (GFI). The following results were obtained
after the CFA: RMR = 0.024 (cut-off: value nearer to
zero); GFI=0.923 (cut-off: 0.90); AGFI = 0.836 (cut-
off: 0.80) and RMSEA = 0.059 (cut-off: 0.08).
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Table 1 - Results of validity measures and CFA.

Pakistan: Malaysia:
Items Loadings CroAnllI))e}llcah’s CR AVE Items Loadings Cr%l:)izh’s CR AVE
Attl 0.77 At2 0.79
Att2 0.80 At3 0.86
- e 0.793 0.884 0.571 - e 0.768 0.872 0.532
Att4 0.82 At5 0.77
SN1 0.69 SN1 0.86
SN2 0.73 SN2 0.81
N3 0.79 0.837 0.876 0.594 N3 083 0.834 0.827 0.659
SN4 0.82 SN4 0.75
PBC2 0.85 PBC1 0.82
PBC3 0.88 0.744 0.905 0.645 PBC2 0.73 0.780 0.774 0.554
HC1 0.76 HC1 0.85
HC2 0.71 0.772 0.793 0.523 HC2 0.74 0.732 0.786 0.521
HC3 0.73 HC3 0.70
KN1 0.84 KN1 0.83
KN2 0.90 0.846 0.921 0.694 KN2 0.79 0.705 0.743 0.538
KN3 0.81 KN3 0.72
11 0.67 IP1 0.77
2 0.89 0.871 0.813 0.621 P2 0.80 0.721 0.791 0.562
13 0.75 IP3 0.71

Note: Att = Attitude; SNs = Subjective Norms; PBC = Perceived Behavioural Control; HC = Health Consciousness; KN = Knowledge; 1
= Intention to Purchase; CR= Composite Reliability; AVE: Average Variance Explained.

This test was carried out according to the
recommendations of HAIR et al. (2013) and HU &
BENTLER (1999). Hence, the validity assertion of
the items was provided through the model fit values,
and structural model fit was used for the hypotheses
results. The model fit values were presented as:
Tucker-Lewis index (TLI) = 0.901; RMR = 0.031;
CFI=0.918 and RMSEA = 0.062.

To observe the moderating behaviour of
the knowledge variable, the terms of the interaction
were established through the multiplication of
the combined constructs of attitude, SNs, health
consciousness and PBC with the compound
knowledge construct. The SEM model was utilized
to conduct the hypotheses tests, and their results are
illustrated in Table 3.

The results disclosed that the SNs were
associated significantly with the intent to buy, with

an estimate of 0.132 at a significance level of 0.000.
The SNs’ interaction term was also significant with
consumers’ intention to purchase, with an estimated
value of 0.154. However, PBC and its interaction
terms were non-significant predictors of organic food
purchase intent, which indicated a lack of interaction.

Moreover, attitude was a key predictor of
consumer purchase intentions with an estimation of
0.171 at a significance level of 0.001. In addition, it
interacted extensively with the intent to purchase, as
shown by an estimate of 0.117.

Lastly, health consciousness was substantially
correlated with the purchase intent of the consumer, with
an estimate of 0.189 at a significance level of 0.007,
and its interaction term was also a significant predictor
of purchase intention, with a value of 0.202. The overall
ability of the model was explained by the assessment of R
squared, which was 84%.
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Table 2 - Sociodemographic profile.

Pakistan Malaysia:
N =341 N =280
Characteristics Variables Frequency % Frequency %
Male 205 60.1 185 66.1
Gender Female 136 39.9 95 339
PhD 72 21.1 83 29.7
Education level Master’s 158 46.3 76 27.1
Bachelor’s 111 32.6 121 43.2
Firm employee 195 57.1 110 393
Profession Civil servant 110 32.3 125 44.6
Housewife 36 10.6 45 16.1
650-900 169 49.5 115 41.1
ﬁg‘;x:‘zgsnl‘)‘;“thly 900-140 156 458 141 50.3
>1400 16 4.7 24 8.6
Malaysia The PBC and its interaction terms were

The Cronbach Alpha values for all construct
are exceeded the cut-off limit of 0.70 (attitude: 0.768,
SNs:0.834, PBC:0.780, HC:0.732, and KN:0.705).
Furthermore, CR values are more than the acceptable
limit of 0.60 (attitude: 0.872, SN:0.827, PBC:0.774,
HC:0.786, and KN:0.743). Similarly, the estimated
AVE values also exceeding the prescribed range
of 0.50 (attitude: 0.532, SN:0.659, PBC:0.554,
HC:0.521, and KN:0.538).

The demographic attributes of the
respondents in Malaysia are presented in Table
2. The respondents comprised 66.1% males and
33.9% females. As for the level of education of
the respondents, 29.7% were PhD holders, 27.1%
had master’s degrees and 43.2% were holders of
bachelor’s degrees.

The following results were attained after
the CFA: RMR =0.031 (cut-off: value nearer to zero);
GFI = 0.902 (cut-off: 0.90); AGFI = 0.817 (cut-off:
0.80) and RMSEA = 0.064 (cut-off: 0.08). The model
fit values were presented as: TLI = 0.847; RMR =
0.027; CFI = 0.902 and RMSEA = 0.056.

The direct and moderating results for
Malaysia are presented in Table 3. The SNs were
significantly associated with the purchase intent with
an estimate of 0.097 at a significance level of 0.001.
The SN’ interaction term was also significant with
the consumer’s intent to purchase, with an estimated
value of 0.176.

non-significant predictors of organic food purchase
intent, which disclosed a lack of interaction. Like
Pakistan, the results for PBC and its interaction
terms for Malaysia were the same, which suggested
the non-existence of a relationship. Furthermore,
attitude was a significant predictor of purchase
intent with an estimate of 0.193 at a significance
level of 0.002; it also interacted significantly, with
an estimation of 0.229.

Finally, HC was significantly correlated
with a value of 0.187 at a significance level of 0.015.
In addition, the interaction term was considerably
associated with the intent to buy organic food, with
an estimate of 0.209.

DISCUSSION AND CONCLUSION

The present study aimed to determine
the different aspects that stimulated consumers’
intent to purchase organic food. In the existing
literature, most researches were conducted in relation
to developed countries or where organic sales
were significant. However, developing countries
like Pakistan and Malaysia, with their substantial
agricultural contributions and being at the initial
stage of organic agriculture, have not been studied.
The purpose of this study, therefore, was to fill this
gap by evaluating consumer purchasing intentions
toward organic food in Pakistan and Malaysia, with
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Table 3 - Hypothesized direct outcomes.

Pakistan

Hypothesis Value

Hl

Description
Attitude positively affects
consumers’ intent to buy

organic food

0.171

H2 SNs positively affect
consumers’ intent to buy

organic food

0.132

H3 PBC positively affects
consumers’ intent to buy

organic food

0.142

H4 HC positively affects
consumers’ intent to buy

organic food

0.189
H5-1 Knowledge positively
moderates the relationship
between attitude and intent to
buy

0.117

H5-11 Knowledge positively
moderates the relationship

between SNs and intent to

0.154

buy
H5-11T Knowledge positively
moderates the relationship
between PBC and purchase

intention

0.178

H5-IV Knowledge positively
moderates the relationship
between HC and intent to

buy

0.202

the moderating variable of knowledge, in order to
arrive at conclusions based on comparisons made
between these countries. In addition, the results
identified the factors linked to the purchase intent
of consumers in both countries, which will provide
constructive material for industry participants, such
as the promotion of organic products in the future.
The main results revealed that SNs, HC,
attitude and their knowledge interaction terms were
essential elements in influencing consumer intention
toward organic food. However, the interaction terms
of knowledge for PBC were insignificant. The
intensity of the underlying variables differed between
the two countries. The SNs were significant in both
countries, and these outcomes supported the finding
of AL-SWIDI et al., (2014), that is, when knowledge of
organic brands increases, then the intent of consumers
becomes a social norm. This finding means that

Significance

0.001

0.000

0.274

0.007

0.003

0.046

0.362

0.020

Malaysia

Conclusion Value Significance Conclusion

Endorsed 0.193 0.002 Endorsed

Endorsed 0.097 0.001 Endorsed

Not
endorsed

Not

0.285 endorsed

0.278

Endorsed 0.187 0.015 Endorsed

Endorsed 0.229 0.000 Endorsed

Endorsed 0.176 0.002 Endorsed

Not
endorsed

Not

352
0.35 endorsed

0.431

Endorsed 0.209 0.004 Endorsed

human beings are probably influenced by the others’
perceptions (DE MAYA et al., 2011). The interaction
terms of knowledge also interacted well, and these
findings were consistent with the studies of GIL &
SOLER (2006) and WANG et al. (2019). The SNs
can be set up via different social media channels by
providing detailed information, which is now instantly
available due to technological advancements. Social
media applications also deliver data faster, which
increases the value of SNs as predictors of consumers’
intention to purchase. However, less knowledge about
organic food is entirely different perception.

Results on attitude were aligned with
CHEN (2007) and MOHD SUKI (2016), who
indicated that the potential for consumers to purchase
natural food increased when there was a positive
attitude. Attitude was the second-most dominant
variable in the intent to purchase in both countries.
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Furthermore, results for HC established
that safety and health issues have an influential role
in the intent of consumers of organic foods. These
results followed the studies of (KRYSTALLIS &
CHRYSSOHOIDIS, 2005; ARVOLA et al., 2008; DE
MAGISTRIS & GRACIA, 2008; ZAGATA, 2012;
GRUBOR & DJOKIC, 2016; MISRA & SINGH,
2016; ASIF et al., 2018). The HC contributed the
most to purchase intention in Pakistan, while it placed
third in the case of Malaysia.

The role of PBC in the intent to purchase
organic items was insignificant in both countries. The
reason for this finding may be the absence of assets
or specific control to exhibit explicit conduct. Results
specified that even with a positive attitude, significant
SNs and HC about organic food, obstacles still existed
with regard to purchase intention (YAZDANPANAH
& FOROUZANI, 2015). The main reason for this
could be family systems, which were combined in both
countries. That is, centralization of decision-making in
the hands of a leading family member, which led to
other family members following his/her intention.

In conclusion, by identifying the
moderating role of knowledge in the purchase intent
of consumers of organic food, which is allied with the
investigations of GIL & SOLER (2006) and WANG
et al. (2019), the present study make a significant
contribution to the current body of knowledge. The
current study examined two developing countries and
found only minor differences in the factors motivating
the intent to purchase organic food. These coinciding
views were due to the similar circumstances that
these nations experience, for instance, sharing the
same continent with similar market structures.

The findings of study suggested that
aggressive marketing strategies are needed to improve
awareness of the benefits of organic food consumption
among purchasers in both Pakistan and Malaysia. The
demand for natural food products could be improved
by means of appropriate educational, health and
food safety materials to encourage consumers to use
certified organic foodstuff, for example, which could
influence the purchasing intention and increase sales.
Furthermore, because no chemicals, pesticides or
additives are used, organic food is known to be safer
than traditional food. Thus, it should be conveyed
in marketing campaigns that production methods
for organic products are distinct from those for
conventional food.

Both countries rely on agriculture; thus,
agricultural production of natural food products
would be beneficial to health and the environment and
would also boost the economy. It should also be noted

that; although, no direct relationships were developed
in this study with respect to environmental aspects,
natural food production supports the ecosystem.

The present study further found that not
all consumers could afford to take advantage of
organic food. Governments should; therefore, play a
functional role in alleviating natural food prices by
subsidising small farmers and enhancing sustainable
organic farming, which will also influence the
purchasing behaviour of low-income consumers.

LIMITATIONS

The present study faced several limitations.
Only regular consumers of organic food were
considered; therefore, future studies should involve
both regular and non-regular customers to gain more
well-rounded results. Moreover, the collection of data
was based on middle-class income as a criterion. In
addition, only the cities of Lahore and Faisalabad in
Pakistan, and Kuala Lumpur and Kota Kinabalu in
Malaysia, were considered. Future studies should use
other income categories and collect data from different
areas to broaden understanding, as the results of the
present study did not apply to all income groups or to
other parts of these countries.
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role of knowledge: a case of Pakistan and Malaysia" published in Ciéncia Rural, volume
50, number 5, DOI http://doi.org/10.1590/0103-8478cr20190842.

In the author’s afilliation, where we read:

College of Economics and Management, Northeast Forestry University, Harbin,
150040, Heilongjiang, China. E-mail: umairkashif525@yahoo.com. *Corresponding
author.

Read:
College of Economics and Management, Northeast Forestry University, Harbin,

150040, Heilongjiang, China. E-mail: nefuchenhong@yeah.net. *Corresponding author.

In the page 3, where we read:
Moreover, information on sales figure 1 and perceptions about organic food in
developing nations is still lacking (BANATI, 2011).

Read:
Moreover, information on sales figure and perceptions about organic food in
developing nations is still lacking (BANATI, 2011).
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