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With the rapid economic development in the past decades, Vietnamese people

are more and more aware of the role of safe food for their health and that of their

families. Currently, the trend of organic food consumption is happening faster,

especially in urban areas. The study aims to determine the influence of transparent

information and knowledge about organic products on consumers’ attitudes, trust,

and subjective norms a�ecting their purchase intention of organic products. Data

were collected from 420 consumers in Da Nang city, Central Vietnam. Exploratory

Factor Analysis (EFA)method and Structural EquationModeling (SEM) were used to

evaluate the scale’s reliability and identify the impact factors. The results show that

attitudes and trust have a positive relationship with the intention to buy organic

food. In addition, research shows that trust is a predecessor of attitudes and

mediates the relationship between information, knowledge about organic food,

and intention to buy organic food. The study’s findings are consistent with previous

literature and provide implications for food managers, organic food businesses,

and the community.

KEYWORDS

consumption, organic food, purchasing intention, exploratory factor analysis, Da Nang,
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1. Introduction

Food is one of themost important requirements for human survival. The nutrients we get
from eating food provide us with nutrients and energy to maintain our daily activities. Food
also plays an important role in the culture of the society, giving the communities a distinct
identity. Generally, all participants in the food supply chain have a specific role to play in
maintaining food safety, including food suppliers, food business owners, manufacturers, and
customers. This aspect aims to protect customers from foodborne illnesses that can affect
people’s lives and business owners’ performance (Oluwakemi and Omodele, 2014; Khan,
2018; Pandit and Gogate, 2021).

Globally, foodborne illnesses are widespread in both developed and developing
countries. According to the World Health Organization (2021), around 2.8 million people
will die in 2020 from diarrhea, one of the foodborne illnesses. As a result, foodborne
illnesses and their safety have attracted worldwide public attention in recent years.
The Centers for Disease Control and Prevention has identified five risk factors for
foodborne illnesses, including abuse of temperature during storage, improper cooking,
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cross-contamination between foods and food. raw and fresh ready-
to-eat, poor hygiene and sanitation in food handling (Thøgersen
et al., 2016; CDCP, 2020).

In Vietnam, the food industry is a growing industry, serving 90
million people and nearly 15 million international visitors annually
(Le and Nguyen, 2019; General Statistics Office of Vietnam, 2020).
Currently, the food industry faces stiff competition and challenges
as consumers demand higher quality food while companies focus
on increasing profits, which can create conflict of interest (Le and
Truong, 2019). Food safety is an important socio-political issue
of the country. In agriculture, the improper use of chemicals has
increased at an alarming rate over the past decade. This has led to
many foods safety issues, which are widely covered in the media
(Spring, 2020; Thanh, 2021). Therefore, Vietnamese people are
very concerned about food safety, especially agricultural chemical
residues. Consumers are increasingly interested in choosing food
for daily consumption (Le and Truong, 2019; Viet et al., 2019).
Consumption of organic food is a growing trend in Vietnam. Even
in recent years, organic products have created a strong incentive
for some consumers. Organic vegetables, fish, meat and fruits are
the foods chosen by housewives for family meals (Le and Nguyen,
2019).

So far, studies on the purchase intention of organic food
have also been carried out in different contexts worldwide and
found some factors affecting purchase intention such as attitude,
subjective norms, trust, health concerns, environmental concerns,
product quality perception, behavioral control ability, etc. (Ragavan
and Mageh, 2013; Pomsanam et al., 2014; Ullah et al., 2018; Saleki
et al., 2019). However, the number of this topic is limited in
Vietnam and has not reached general conclusions about the factors
affecting consumers’ purchase intent of organic food nationally and
locally. Recently, the demand for safe food in urban Vietnam in
general and in Da Nang city (the third largest city of Vietnam)
has increased and this shows that consumers are increasingly
concerned about consuming organic foods, driven by their food
consumption decisions.

This study aims to identify essential factors affecting
consumers’ purchase intention of organic foods in Da Nang
city to provide meaning and a basis for businesses in the food
production sector to have effective strategies for developing the
organic food market in Danang city, Vietnam.

2. Literature review and hypothesis
development

2.1. Literature review

Researchers have extensively used the theory of reasoned
behavior and the theory of planned behavior (Ajzen, 1991; Beharrell
and MacFie, 1991) to explain the purchase intent of organic food
(Anders and Moeser, 2008; Yin et al., 2010; Pomsanam et al., 2014;
Ngo and Vu, 2016; Le, 2018; Son, 2020; Nguyen and Trang, 2021).

Ajzen developed the theory of reasoned behavior. According
to the theory of reasoned behavior, one of the most critical
factors in determining human behavior is the intention to perform
the behavior. The relationship between behavioral intention and
human behavior is used simultaneously to study consumer buying

behavior. The theory of reasoned behavior indicates that a person’s
behavioral intentions are influenced by two main components:
Personal attitude and Subjective norm.

Similarly, Pomsanam has built up the theory of planned
behavior, an extension of the theory of reasoned behavior.
According to the theory of planned behavior, three primary
factors used to predict the purchase intent of consumers are (1)
Subjective norm (the importance of opinions from people around
that consumers care about); (2) Consumer’s attitude; (3) Perceived
behavioral control (i.e., consumers perceive that they can control
their behavior) (Saleki) (Table 1).

2.2. Hypothesis development

2.2.1. Attitude
Le (2018) considers that a positive attitude toward organic

food is an essential premise that drives the purchase intent of
organic food. According to the theory of planned behavior, the
consumer’s attitude is considered an essential determinant of
behavioral intention, and the more positive the attitude toward
an individual’s behavior, the greater the individual’s intention to
perform the behavior (Huong, 2012). Based on the above, the study
proposes the following hypothesis:

Hypothesis H1. Attitude has a positive relationship with the

purchase intent of organic food.

2.2.2. Subjective norm
According to Pomsanam et al. (2014), subjective norms are

social pressures that affect an individual’s perception of performing
or not performing a behavior. According to Yin et al. (2010),
trust defines the subjective norm about which influencers think
an individual should perform the behavior (influencers are people
who can be family, friends, and others) around the subject
consumer. Chen and Lobo (2012) assert that subjective norm
is an essential factor in determining the influence of society on
behavioral intentions. Based on the above, the study proposes the
following hypothesis:

Hypothesis H2. Subjective norm has a positive relationship with

the purchase intent of organic food.

2.2.3. Trust
Trust is viewed as a perceived vulnerability or risk resulting

from individual uncertainty regarding influencers’ motives,
intentions, and potential actions toward consumers consumers
(Nguyen and Trang, 2019). In many cases, trust is based on prior
experience. Trust is seen as a general mechanism to reduce the
perceived risk in taking actions by increasing expectations of a
positive outcome and certainty in the perception of behavioral
intention (Son, 2020).

Saleki et al. (2019) indicates that trust is one of the most
effective ways to reduce consumer uncertainty. Therefore, the
importance of trust in organic food consumption and trust in food
suppliers and certifications dramatically influences consumers’
attitudes and behavioral intentions (Ngo and Vu, 2016).
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TABLE 1 Related international and domestic studies on purchase intention.

No. Paper Authors Region Scales/Factors

International Research Papers

1 Factors Driving Thai Consumers’ Intention to
Purchase Organic Foods

(Pomsanam et al., 2014) Thailand + Subjective norm
+ Attitude
+ trust
+ Transparent information
+ Knowledge
+ Purchase Intent

2 Consumers’ purchase intention of organic food in
China.

(Yin et al., 2010) China + Subjective norm
+ Attitude
+ trust
+ Transparent information
+ Knowledge
+ Purchase Intent

3 Willingness-to-pay for Organic Food in Pakistan:
The Effect of Motivational Factors and Mediated
Role of Attitude.

(Ullah et al., 2018) Pakistan + Personal attitude
+ Subjective norm
+Moral norm
+Health care

4 What drives Malaysian consumers’ organic food
purchase intention? The role of the moral norm,
self-identity, environmental concern, and price
consciousness.

(Saleki et al., 2019) India +Moral norm
+ Self-identity
+ Environmental concern
+ Price consciousness

5 Organic food products in China: determinants of
consumers’ purchase intentions.

(Chen and Lobo, 2012) China Attitude is influenced by Product Knowledge
and Health Concern

Research Papers in Vietnam

6 Factors affecting consumers’ intention to buy
organic food in Ho Chi Minh City.

(Nguyen and Trang, 2019) Vietnam Precise information on organic food labels
has a positive effect on consumer attitudes
and trust in organic food

7 Factors influencing Consumer Intent to Buy
Organic Food in Ho Chi Minh City Based on
S-O-R Model.

(Son, 2020) Vietnam For the group of consumers with high trust,
the purchase intent is higher than the group
of consumers with low Trust

8 Key factors affecting consumer purchase intention
a study of safe vegetables in Ho Chi Minh City,
Vietnam

(Huong, 2012) Vietnam + Environmental concern
+Health concern
+ Knowledge about organic food
+ Quality Awareness
+ Subjective norm
+ Availability Awareness
+ Price perception

9 Analysis of factors affecting consumers’ intention
to purchase organic vegetables in Ho Chi Minh
City.

(Le, 2018) Vietnam + Attitude
+Health concern
+ Environmental concern
+ trust
+ Availability
+ Price
+Mass communication

10 A case study in Ha Noi: consumer awareness of
Vietnamese about organic food.

(Ngo and Vu, 2016) Vietnam +Health concern
+ Knowledge about organic food
+ Price
+ Value of information

Source: The author’s compilation (2022).

Hypothesis H3. Trust has a positive relationship with attitude

toward organic food.

Hypothesis H4. Trust has a positive relationship with the

purchase intent of organic food.

2.2.4. Information transparency
According to Nguyen and Trang (2019), consumers’

access to transparent and reliable information is crucial for
purchasing decisions. The benefits and relevant information

about organic food products should be available fully to
consumers to help them make sound decisions based on
their budget and/or preferences (Huong, 2012). Research by
Ngo and Vu (2016), Le (2018), and Saleki (2019) suggests that
providing complete information on organic food products is very

important to increase the demand for organic food because this

information can increase consumers’ trust and attitude toward
organic products.

Hypothesis H5. Transparent information on organic food labels

has a positive relationship with trust in organic foods.
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FIGURE 1

Research model. Source: Proposed from literature (2022).

Hypothesis H6. Transparent information on organic food labels

has a positive relationship with attitudes toward organic foods.

2.2.5. Knowledge about organic food
According to Chen and Lobo (2012), organic food knowledge

refers to the consumer’s level of understanding of the structure
and nature of organic food. Huong (2012) has found that this
knowledge can increase consumers’ attitudes and the likelihood of
buying organic food and enhance existing consumer spending.

Besides, awareness about organic food is recognized as
an essential premise of consumers’ trust in organic food (Le,
2018). Ngo and Vu (2016), insufficient knowledge and awareness
of organic food are considered essential barriers to buying
organic food.

Hypothesis H7. Knowledge about organic food has a positive

relationship with consumers’ attitudes toward organic food.

Hypothesis H8. Knowledge about organic food has a positive

relationship with trust in organic food.

3. Research models and data

This study inherits the organic food purchase intent model
implemented by Bernués et al. (2003) and Canavari et al. (2003),
including the elements (1) Subjective norm, (2) Attitude, (3) Trust,
(4) Information Transparency, (5) Knowledge about organic food,
and (6) purchase intent. The study also incorporates theories
related to purchasing intent and previous studies on organic food
purchase intent as the theoretical basis for conducting the Research
(Figure 1).

The research was carried out through 2 phases:
(1) Qualitative Research: one-on-one discussion technique with

16 knowledgeable consumers about organic food in Da Nang city.
(2) Quantitative Research: the main analytical methods used

in this research include descriptive statistics, testing the scale’s
reliability by Cronbach’s Alpha coefficient, exploratory factor
analysis (EFA), and multiple regression analysis. The scale of
concepts in the research model is built on a theoretical basis and

inherited from previous empirical studies of Laroche et al. (2001),
Sriwaranun et al. (2013), and Biswas (2016). Particularly, the
scale of perception is supplemented through qualitative research
(group discussion). These scales have been adjusted to be easy to
understand, easy to answer, and suitable to the research context
and consumers’ thoughts to provide accurate information for the
research (Table 2). The scale in this study inherits from previous
studies and has been adjusted and supplemented to suit the research
reality. The scales use the Likert form of 5 levels corresponding to
the level from “strongly disagree”= 1 to “strongly agree”= 5.

The study used the following formula (Le and Truong, 2019) to
estimate the sample size:

n = Z2
×

p×
(

1− p
)

e2

n: sample size.
Z: distribution table Z with confidence 95%.
p: percentage of successful n sample size estimation.
e: error.
The calculated sample to ensure reliability is 398. In fact,

420 people were surveyed in Da Nang from September to
November, 2022. The study used a convenience sampling method
to approach the survey subjects and face-to-face interviews with
structured questionnaires. The questionnaire is designed to filter
information to ensure that proper research object is selected. Survey
locations include supermarkets, traditional markets, offices and
consumers’ homes.

4. Research results

4.1. Exploratory factor analysis to evaluate
the reliability of the model’s scale

The Cronbach’s Alpha test results for the scales show that all
scales meet the requirements for reliability (≥0.6). The Corrected
Item–Total Correlation is all higher than the accepted level (≥0.3)
(Cerjak et al., 2010) (Table 3).
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TABLE 2 Observed variables in the research model.

Observed variables Description

Attitude AT1 Organic food has less chemical residue than conventional food

AT2 Consumption of organic food is safer than conventional food

AT3 Consumption of organic food is healthier than conventional food

AT4 Organic food tastes better than conventional food

AT5 Organic food is of higher quality than conventional food

AT6 Organic food is more expensive than conventional food

AT7 Organic food looks more appealing than conventional food

Subjective norm SN1 My family thinks I should buy organic food

SN2 My friends and colleagues think I should buy organic food

SN3 News, magazines, and advertisements about organic food influence my decision to buy organic food

SN4 Government support for organic food influences my decision to buy organic food

Trust TT1 I think companies in the organic food sector are aware of their responsibility

TT2 I trust certified organic food suppliers

TT3 I trust the quality of organic food with labeled packaging and logos

TT4 I trust organic food certification organizations

Information transparency IT1 Labels and packaging of organic food provide accurate information about the product

IT2 Labels and packaging of organic food provide correct information about the product’s production date

IT3 Labels and packaging of organic food provide complete information about the product

IT4 I am satisfied with the information on the labels and packaging of organic foods

Knowledge of organic food KN1 I am personally very knowledgeable about organic food

KN2 The locals in Da Nang city are very knowledgeable about organic food

KN3 The Government is very knowledgeable about organic food

KN4 The food industry is very knowledgeable about organic food

KN5 I know the process of producing organic food

KN6 I can distinguish organic food from conventional food

KN7 I can recognize organic food packaging and labels

Purchase Intention PI1 If organic foods are available at supermarkets and groceries, I will buy them

PI2 I am willing to buy organic food even though the price is higher than conventional food

PI3 The probability that I will buy organic food is very high

Source: Study results (2022).

Factor analysis was performed with Principal Axis Factoring
and Promax rotation for 29 observed variables. The results of the
EFA analysis showed that variables AT4, SN1, SN2, SN3, SN4,
AT7, KN4, and KN3 were excluded from the model because of
unsatisfactory weighting. Factor analysis showed that the coefficient
KMO = 0.891 met the requirements (>0.05); the significance level
of Bartlett test= 0.000 (>0.05); total variance extracted is 58.946%;
Factor loading coefficients are >0.5, so it is satisfied. The official
scale after EFA processing includes 21 observed variables, as shown
in Table 4 (Ariffin et al., 2016).

4.2. CFA and impact factor results

The Cronbach’s alpha reliability coefficient first evaluates
the research scales and further tests (composite reliability,

unidimensionality, convergent validity, and discriminant validity)
through Confirmatory Factor Analysis (CFA) method. The SEM
(Structural Equation Modeling) method was used to test the
theoretical model based on the hypotheses (Table 5).

The CFA results show that the model data: χ2[181]= 339.283;
Chi-square/df = 1.934 < 3, with p = 0.000; GFI = 0.892;
CFI = 0.945; RMSEA = 0.077. The scales’ information
transparency, knowledge, attitude, trust, and purchase intent

are unidimensionality. Furthermore, the results show that the

standardized weights (λi) all meet the acceptable standards (≥0.50)

and are statistically significant for all p-values equal to 0.000.

Therefore, the observed variables used to measure the scales have
convergent validity. The correlation coefficients differ from 1 at the
95% reliability level. Therefore, attitude, knowledge, transparent
information, trust, and purchase intent gain discriminant validity
(Ahmad and Juhdi, 2010).
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TABLE 3 The results of Cronbach’s Alpha of the scales.

No. Factor/variable Symbol Observed variables Cronbach’s Alpha Minimum corrected
item–total correlation

1 Information transparency IT 4 0.98 0.69

2 Knowledge KN 7 0.76 0.49

3 Subjective norm SN 4 0.84 0.54

4 Attitude AT 7 0.78 0.36

5 Trust NT 4 0.98 0.75

6 Purchase intent PI 3 0.76 0.56

Source: Model processing’s result (2022).

TABLE 4 EFA analysis results.

Variables Observed Factor

1 2 3 4 5

AT3 Consumption of organic food is healthier than conventional food 0.9968

AT2 Consumption of organic food is safer than conventional food 0.7545

AT5 Organic food is of higher quality than conventional food 0.7885

AT6 Organic food is more expensive than conventional food 0.5813

AT1 Organic food has less chemical residue than conventional food 0.6552

KN5 I know the process of producing organic food 0.6991

KN6 I can distinguish organic food from conventional food 0.8422

KN1 I am personally very knowledgeable about organic food 0.6179

KN7 I can recognize organic food packaging and labels 0.6720

KN2 The locals in Da Nang city are very knowledgeable about organic food 0.5214

IT2 Labels and packaging of organic food provide correct information about the product’s
production date

0.9710

IT3 Labels and packaging of organic food provide complete information about the product 0.7455

IT1 Labels and packaging of organic food provide accurate information about the product 0.8534

IT4 I am satisfied with the information on the labels and packaging of organic foods 0.4857

TT3 I trust the quality of organic food with labeled packaging and logos 0.9005

TT4 I trust organic food certification organizations 0.6893

TT2 I trust certified organic food suppliers 0.8310

TT1 I think companies in the organic food sector are aware of their responsibility 0.5304

PI2 I am willing to buy organic food even though the Price is higher than conventional food 0.9878

PI3 The probability that I will buy organic food is very high 0.7009

PI1 If organic foods are available at supermarkets and groceries, I will buy them 0.6216

Source: Model processing’s result (2022).

SEM results show that this model is compatible with market
data: χ2[183]= 386.593; Chi-square/df= 2.216< 3 with p= 0.000;
GFI= 0.865> 0.8; CFI= 0.949> 0.9; and RMSEA= 0.059< 0.08.
Thus, this model suits the collected data (Ahmad et al., 2015).

Linear structural analysis (SEM) was used to test the research
hypotheses. The test results show five relationships between the
concepts proposed in the researchmodel that is accepted at the level
of statistical significance p = 0.000 < 0.05 (see Table 6). This result
is consistent with the study of Chen and Lobo (2012), Le (2018),
Saleki et al. (2019), Son (2020), and Nguyen and Trang (2021). At

the same time, the test results show that transparent information
and knowledge about organic foods do not significantly affect the
consumer’s attitude. The results of this study are similar to those
of Son (2020). This suggests that a higher level of awareness about
organic foods and the information provided on organic food labels
cannot directly lead to a more positive attitude toward organic
foods. For consumers in Da Nang city, the concept of organic
food is relatively new, and their knowledge about organic foods
can create a positive attitude only if consumers trust organic food.
In addition, the information provided on organic food labels does
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TABLE 5 Results of testing the model’s scale.

Factors Observed variables Reliability Variance extracted (%) Conclusion

Cronbach Composite

Attitude 5 0.924 0.929 0.589 Satisfied

Knowledge 5 0.872 0.874 0.503

Information Transparency 4 0.910 0.912 0.631

Trust 4 0.908 0.915 0.598

Purchase intent 3 0.890 0.897 0.674

Source: Model processing results (2022).

TABLE 6 First test of the cause-and-e�ect relationship between variables.

Relationship Not standardized Normalized estimated value P-value

Estimate SE CR

Trust TI 0.373 0.067 5.879 0.431 0.000

Trust KN 0.361 0.067 5.728 0.441 0.000

AT TI 0.062 0.078 0.852 0.063 0.456

AT KN −0.086 0.077 −1.196 −0.092 0.281

AT Trust 0.764 0.118 6.923 0.671 0.000

PI Trust 0.439 0.105 4.487 0.399 0.000

PI AT 0.383 0.089 4.596 0.397 0.000

Source: Model processing results (2022).

not directly lead to a more positive attitude of consumers toward
organic food if they do not trust the information stated on the
organic food label; on the contrary, they will tend to be suspicious
of the source of information provided.

The second SEM results show that this model is compatible
with the collected data (Ngo and Vu, 2016): χ2[186] = 390.291;
Chi-square/df= 2.121 < 3 with p = 0.000; GFI = 0.811 > 0.8; CFI
= 0.907 > 0.9; and RMSEA= 0.071 < 0.08.

4.3. Implications and recommendations

The main aim of this study is to investigate the mechanisms
behind consumers’ buying behavior of organic food in Vietnam.
Firstly, the study examines the factors that influence consumers’
attitudes toward organic food. Secondly, the study provides insight
into the influencing factors and attitudes affecting consumers’
purchasing intention toward organic food in Da Nang city.
Previous studies have shown that consumer purchase intent does
not always translate into actual organic food purchase behavior.
Thus, the influence of socio-demographic factors on actual buying
behavior is also considered (Table 7).

The results show that attitudes and trust have a positive
relationship with the intention to buy organic food. In addition,
research shows that trust is a predecessor of attitudes and mediates
the relationship between information, knowledge about organic
food, and intention to buy organic food. The study’s findings are
consistent with previous literature and provide implications for
food managers, organic food businesses and the community.

Based on the research results, the author proposes some
solutions to promote the purchase intent of organic food by
consumers in Da Nang city as follows:

Firstly, complete and reliable label information dramatically
influences consumers’ trust in organic food. In Vietnam, organic
food is a relatively new concept compared to conventional food, so
the above information on organic food labels is more transparent,
complete, and reliable (for example, the way the agricultural
products are grown and processed, the percentage of organic
ingredients in the product, origin, and expiry date). These are very
important to increase consumer trust in organic food. In addition,
the research results show that clear organic labeling is an effective
measure to help consumers get valuable and reliable information
in the organic food market, especially for consumers who do not
know much about organic food, thereby promoting the purchase
intent of organic food. Therefore, businesses in the organic food
industry need measures to clearly and accurately label organic food
with accurate information and show products as high quality to
increase consumer trust.

Second, when consumers find that they have a good

understanding of organic food and organic production processes

and can distinguish and identify organic food from conventional

foods based on packaging, and they know the benefits of organic
food, their trust in organic food will increase positively, thereby
promoting purchase intent of organic food. However, research
results show that consumers do not know much about organic
food, the process of organic food production, or how to distinguish
and identify packaging or organic food logos. Therefore, businesses
in the organic food industry should have programs to promote
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TABLE 7 Second test of the cause-and-e�ect relationship between variables.

Relationship Not standardized Normalized estimated value P-value

Estimate se cr

TT IT 0.339 0.060 5.353 0.392 0.000

TT KN 0.310 0.059 5.007 0.381 0.000

AT TT 0.666 0.085 7.451 0.585 0.000

PI TT 0.389 0.093 3.979 0.353 0.000

PI AT 0.343 0.079 4.115 0.355 0.000

Source: Model processing results (2022).

and provide accurate and reliable information about organic
food through social networking sites, televisions, magazines, and
websites. Furthermore, it is necessary to provide knowledge on
packaging or logo identification of organic food products and
certifications for organic products. Thereby helping consumers
understand and have more trust in organic food, promoting the
purchase intent of organic food.

Third, research results show that consumer attitude positively
correlates with organic food purchase intent. Attitude represents
what consumers like and dislike, and product purchase decisions
are often based on the consumer’s attitude (Abdul, 2007). In this
study, attitude depends on the health benefits, safety, chemical
residue amount, and Price of the organic food product. Therefore,
businesses in the organic food market must provide quality
products and organic ingredients precisely as on the organic label
and have reasonable pricing strategies to attract consumers.

Fourth, trust positively and strongly impacts consumers’
attitudes. Knowledge can only create a positive attitude toward
organic food if solid trust is built (Yin et al., 2010). Research results
show that consumer trust highly depends on quality certifications
and packaging/logos of organic food products. Therefore, the
Government should have regulations on licensing organic products
and packaging design or organic food logos so that consumers
can identify and trust the products. Certified organic products are
quality. Besides, businesses in the organic foodmarket can promote
the image and process of organic food production to create a good
impression on consumers.

Fifth, availability of organic food products at supermarkets
and grocery stores is the most appreciated by consumers in
measuring organic food purchase intent. Therefore, businesses
should develop an effective distribution system to help consumers
conveniently access organic food products, promoting organic
food’s purchase intent.

The results of this study contribute to understanding organic
food and organic food purchase intent. Although achieving the
above specific results, the research topic cannot avoid certain
limitations: The study only tested some factors affecting the
purchase intent of organic food. Other factors affect but have
not been mentioned in the study. Due to limited time and
resources, the survey sample size may not be large enough and
geographically limited. Therefore, in the future, further studies

can apply this research model to other areas and consider
other factors affecting the purchase intent of organic food.
Besides, it is possible to study further the relationship between
the purchase intent of organic food and consumers’ actual
buying behavior.
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