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 Organic food’s demand is expanding day by day as 
organic food is healthier and environmental-friendly 
compared to nonorganic food. The awareness of organic 
food also is rising in the Asia-pacific region. Consumers’ 
buying pattern of organic food has dramatically 
changed during the time. This study’s aim is to examine 
the predictors of purchase intention and consumer 
buying pattern of organic food in Dhaka, Bangladesh. 
Data was collected from 310 organic food consumers 
and SEM (structural equation modeling) was used to 
analyze the data thorough using Smart PLS. The 
findings of the study showed that self-identity is the 
most important predictor of purchase intention of 
organic food in Dhaka, Bangladesh, health 
consciousness is the 2nd most significant predictor, and 
attitude is the 3rd most important predictor. Purchase 
intention is found to mediate the relationship between 
self-identity, health consciousness, and attitude with 
purchase behavior. The predictive role of subjective 
norm, moral norm, environmental concern, and the 
moderating role of trust and purchasing power were 
not proven in this study. This study provides important 
insights about the organic food market in Dhaka, 
Bangladesh. 
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1 Introduction 

The consumption of organic food has become a global trend, especially in developed 
countries, where awareness of health and environmental sustainability continues to increase 
(Lee et al., 2019). Organic food is considered a healthier and more environmentally friendly 
choice compared to conventional food. However, the context of organic food 
consumption in developing countries, such as Bangladesh, remains underexplored. In fact, 
the demand for organic food in developing countries is also increasing, particularly in urban 
areas like Dhaka. This context presents both challenges and opportunities that require 
further attention. 

https://journal.uinsgd.ac.id/index.php/finansha/article/view/40804
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In Dhaka, the capital of Bangladesh, organic food consumption is influenced by 
several factors, including health awareness, trust in products, and the purchasing power of 
the community. Previous research indicates that consumer preferences for organic food 
are often driven by health benefits, environmental awareness, and trust in the authenticity 
of product labels (Zheng et al., 2019). However, the distribution and consumption of 
organic food in Dhaka still face significant barriers, such as high product prices, limited 
availability, and a lack of consumer trust in product authenticity. These barriers can hinder 
consumer purchasing behavior, even if they have the intention to buy organic products. 

Consumer preferences play a vital role in shaping the consumption patterns of 
organic food in Dhaka. These preferences are not only based on health considerations but 
also on environmental awareness and trust in organic products (Lee et al., 2019; Zheng et 
al., 2019). For instance, Lee et al. found that trust in organic products significantly 
influences purchasing behavior, especially regarding local production and health benefits 
(Lee et al., 2019). Zheng et al.'s research revealed that consumers with high environmental 
awareness tend to prefer organic products. This preference is closely related to personal 
values and beliefs about sustainability and environmental responsibility (Zheng et al., 2019). 
Moreover, Castro et al. emphasized that retailers can increase consumers' purchase 
intentions by aligning product offerings with consumer preferences (Castro et al., 2020). 

The factors influencing the intention to purchase organic food have also become a 
major focus of research. One of the biggest barriers to purchasing organic products is high 
prices. Previous studies have shown that many consumers would buy more organic 
products if prices were more affordable (Ahmad, 2010). High prices are considered a 
significant barrier, especially among consumers from lower to middle-income groups (Tran 
et al., 2020). Apart from price, trust in the quality and safety of organic products also plays 
a key role in influencing purchase intentions. Consumers with high levels of trust in the 
authenticity of organic products are more likely to have the intention to purchase them 
(Cao, 2023; Watanabe et al., 2020). Therefore, transparency in product labeling and 
authenticity assurance from producers are essential to building consumer trust. 

In addition to purchase intentions, there is an important relationship between 
purchase intentions and actual purchasing behavior. Previous studies have shown that 
although consumers may have the intention to buy organic food, this intention is often not 
realized in actual purchasing behavior. For example, Nguyen et al. (2019) found that 
barriers such as high prices and limited availability could prevent consumers from realizing 
their purchase intentions (Nguyen & Nguyen, 2019). Dean et al. (2011) added that 
psychological factors, such as self-identity and past behavior, also play a critical role in 
shaping purchase decisions (Dean et al., 2011). This indicates that there is a gap between 
purchase intentions and purchasing behavior, and external factors such as product 
availability and price can widen this gap. 

Purchasing power and consumer trust act as moderating factors that influence the 
relationship between purchase intention and purchasing behavior. In the context of 
Bangladesh, purchasing power becomes a highly relevant factor, given the significant 
economic disparities. Wang et al. (2019) showed that consumers with higher purchasing 
power are more likely to convert their purchase intentions into actual purchasing behavior 
(Wang, 2019). Furthermore, trust in the authenticity of organic products also acts as a 
moderator. Consumers with higher levels of trust in organic food products are more likely 
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to act according to their purchase intentions (Cao, 2023; Pacho, 2020). Therefore, 
strengthening trust through transparent labeling and assurance of product authenticity 
becomes a crucial aspect of encouraging purchasing behavior. 

The research gap in the context of organic food consumption in Bangladesh is quite 
evident. Most previous studies have focused more on developed countries, while studies 
on the context of developing countries, particularly Bangladesh, are still limited. Moreover, 
there are few studies that explicitly examine the moderating role of purchasing power and 
trust in the relationship between purchase intentions and purchasing behavior. By 
exploring this aspect, this study is expected to fill the gap in the existing literature and 
provide meaningful contributions to the development of literature on organic food 
consumption in developing countries. 

This study aims to explore consumer preferences, identify factors influencing 
purchase intentions, and analyze the relationship between purchase intentions and 
purchasing behavior of organic food in Dhaka. The study also seeks to explore the role of 
purchasing power and trust as moderating variables in this relationship. Thus, it is expected 
that the results of this study will provide new and useful insights for stakeholders in the 
organic food sector, including producers, retailers, and policymakers. 
 

2 Literature Review 

2.1 The Theory of Planned Behavior 
The Theory of Planned Behavior (TPB) is widely regarded as a valuable framework 

for scholars to explore and interpret human behavior across various domains, particularly 
consumer behavior (Quoquab et al., 2017; Kaiser and Gutscher, 2003). According to TPB, 
behavior is guided by intentions, which in turn are influenced by subjective norms, 
attitudes, and perceived behavioral control (Sansom, 2021). Attitude refers to a person’s 
tendency to form a favorable or unfavorable opinion about a given behavior. Perceived 
behavioral control reflects the extent to which an individual believes they have control over 
performing a specific behavior, while subjective norms capture the social influence on 
whether an individual engages in certain behavior (Saleki, Quoquab, and Mohammad, 
2019). 

The TPB has been demonstrated to be effective in predicting the purchase intention 
(PI) of organic food across various cultural contexts. For instance, Rumaningsih et al. 
(2022) employed TPB to evaluate the purchase intention of organic food in Indonesia. 
Similarly, studies have used TPB to explore organic food purchase intentions in countries 
such as Malaysia, China, Egypt, Vietnam, and various parts of Europe (Saleki, Quoquab, 
and Mohammad, 2019; Jiang and Wu, 2022; Zayed, Gaber, and Essawi, 2022; Nguyen and 
Vo, 2023; Maya, Lopez, and Munuera, 2010). Findings by Saleki, Quoquab, and 
Mohammad (2019) suggest that TPB can explain over 70% of the variation in consumers’ 
purchase intentions toward organic food. 

This study adopts TPB as the primary framework to examine the purchase intentions 
of consumers in Dhaka city toward organic food. According to Ajzen (1991), intention 
serves as the mediating factor that connects subjective norms, attitudes, and perceived 
behavioral control to actual behavior and is the most direct and significant predictor of 
behavior. Therefore, this study focuses on TPB to investigate the factors influencing 
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purchase intention and the mediating role of purchase intention in the context of organic 
food consumption in Dhaka. 

2.2 Conceptual Framework 
Attitudes represent an individual’s positive or negative opinion about a product, 

which significantly impacts their intention to consume. Studies by Bhatt and Mehta (2022), 
Zayed, Gaber, and Essawi (2022), and others have consistently shown that attitude 
positively influences the purchase intention of organic food. Saleki, Quoquab, and 
Mohammad (2019) highlight that behavior is largely shaped by intention, which is derived 
from attitude. Building on this understanding, it can be hypothesized that attitude not only 
directly affects purchase intention but also indirectly influences purchase behavior through 
purchase intention. 

Subjective norms (SN), referring to the perceived expectations of important people 
in an individual’s life, also play a crucial role in shaping behavior. According to Bhatt and 
Mehta (2022) and other scholars, subjective norms positively influence the purchase 
intention of organic food by reflecting societal expectations. Based on the Theory of 
Planned Behavior (TPB), subjective norms are assumed to influence behavior through their 
impact on intention. This suggests that subjective norms not only directly influence 
purchase intention but also indirectly impact purchase behavior through intention. 

The TPB model can be expanded by incorporating additional variables to better 
predict behavioral intention. Moral norm (MN) is one such variable that represents beliefs 
about what is right and wrong, influencing behavior through ethical considerations. 
Harland et al. (1999) and Saleki, Quoquab, and Mohammad (2019) argue that MN plays a 
critical role in behavioral intention, particularly in contexts like organic food consumption, 
where ethical and environmental considerations are paramount. Similarly, self-identity (SI), 
which relates to how individuals perceive themselves within societal roles, has been shown 
to influence behavioral intention. Studies, including those by Abrahamse (2019) and Saleki 
et al. (2019), demonstrate that individuals who identify as organic consumers are more 
likely to exhibit intentions to purchase organic food. 

Environmental concern (EC) and health consciousness (HC) are also critical 
predictors of organic food purchase intentions. Environmental concern reflects an 
individual’s awareness of the environmental impact of their consumption habits, driving 
them toward environmentally friendly products. According to Sánchez-Bravo et al. (2020), 
consumers with high environmental awareness tend to have stronger purchase intentions 
for organic food. Similarly, health consciousness represents an individual’s concern for 
their health, motivating them to adopt healthier dietary practices. Studies by Bhatt and 
Mehta (2022) and others confirm that health-conscious consumers exhibit a higher 
intention to purchase organic food due to its perceived health benefits. 

Purchase intention serves as a bridge between attitudes, subjective norms, and actual 
purchase behavior. Ajzen (1991) describes intention as the cognitive willingness to engage 
in a specific behavior. Numerous studies have emphasized the importance of purchase 
intention in predicting actual behavior, particularly in the context of organic food (Wee et 
al., 2014). However, trust and purchasing power can moderate the strength of this 
relationship. Trust, defined as confidence in the reliability of others, significantly influences 
consumer decisions. Devi et al. (2023) found that trust enhances the likelihood of 
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consumers translating their intentions into actual purchases. Similarly, purchasing power, 
which reflects an individual’s economic capacity, plays a moderating role. Higher 
purchasing power enables consumers to overcome price barriers associated with organic 
food, making their purchase intentions more actionable (Li et al., 2020). 

Based on this comprehensive literature review, the following hypotheses are 
proposed: 
H1: Attitude positively affects the purchase intention of organic food. 
H2: Purchase intention mediates the relationship between attitude and purchase behavior. 
H3: Subjective norms positively affect the purchase intention of organic food. 
H4: Purchase intention mediates the relationship between subjective norms and purchase 

behavior. 
H5: Moral norms positively affect the purchase intention of organic food. 
H6: Purchase intention mediates the relationship between moral norms and purchase 

behavior. 
H7: Self-identity positively affects the purchase intention of organic food. 
H8: Purchase intention mediates the relationship between self-identity and purchase 

behavior. 
H9: Environmental concern positively affects the purchase intention of organic food. 
H10: Purchase intention mediates the relationship between environmental concern and 

purchase behavior. 
H11: Health consciousness positively affects the purchase intention of organic food. 
H12: Purchase intention mediates the relationship between health consciousness and 

purchase behavior. 
H13: Purchase intention positively affects the purchase behavior of organic food. 
H14: Trust moderates the relationship between purchase intention and purchase behavior. 
H15: Purchasing power moderates the relationship between purchase intention and 

purchase behavior. 

 
Figure 1. Conceptual Framework 
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3 Research Methods 

This study uses an explanatory research design to investigate the relationships 

between attitude, subjective norm, moral norm, self-identity, environmental concern, 

health consciousness, and purchase intention, along with the moderating roles of trust and 

purchasing power, and the mediating role of purchase intention on purchase behavior. A 

cross-sectional design was adopted, collecting data from 310 respondents in Dhaka city via 

an online questionnaire distributed through social media. Snowball sampling was used for 

its cost-efficiency and broad reach. 

The structured questionnaire includes closed-ended questions based on validated 

constructs, measured using a five-point Likert scale. SmartPLS 4 software was employed 

for data analysis using Partial Least Squares-Structural Equation Modeling (PLS-SEM) to 

evaluate the relationships among variables, with bootstrapping (5,000 resamples) applied 

to assess path coefficients and factor loadings. This approach provides a robust framework 

to understand the factors influencing organic food consumption in Dhaka. 

Table 1 The operationalization of the research variables is presented as follows: 

Variables Items Sources 

Attitude  

1.1 I think that purchasing organic food is a good idea. 
1.2 I believe that purchasing organic food is interesting. 
1.3 I feel that purchasing organic food is beneficial. 
1.4 I believe that purchasing organic food is favorable. 

Bhatt and Mehta 
(2022) 

Subjective Norm  

2.1. I value people who buy organic food rather than non-
organic food. 

2.2. My family wants me to buy organic food rather than 
non-organic food. 

2.3. People I value, such as my teachers encourage me to buy 
organic food. 

2.4. Friends whose opinions regarding diet are important to 
me, think that I should buy organic food. 

Bhatt and Mehta 
(2022) 

Moral Norm  

3.1 Consuming organic food is a morally responsible choice. 
3.2 When I spend on organic food, I feel morally satisfied. 
3.3 I feel a sense of moral responsibility to buy organic food 

when possible. 

Abrahamse & 
Steg, (2009); 

Kurland, (1995) 

Self-identity  

4.1. I think myself as a loyal Organic food consumer 
4.2. I think of myself as someone who is concerned with 

food issues. 
4.3. I consider myself to be someone who has a connection 

with eating organic food 
4.4. I think of myself as someone who enjoys the pleasures 

of eating organic food. 

Sparks & 
Shepherd, (1992); 
Stefano Puntoni 

(2001). 

Environmental 
concern  

5.1 Human beings are severely abusing the environment. 
5.2 Humans must maintain the balance with nature in order 

to survive. 
5.3 Human interferences with nature often produce 

disastrous consequences. 

Bhatt and Mehta 
(2022) 
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Health 
Consciousness  

6.1 I concern with healthy eating. 
6.2 I consider myself as a health-conscious consumer. 
6.3 I often think about health-related issues. 
6.4 I concern about the health consequences of what I eat. 

Bhatt and Mehta 
(2022); Sparks & 
Shepherd (1992); 

Purchase 
Intention  

7.1 I am willing to purchase organic foods if they are 
available. 

7.2 I Intend to buy organic foods to fulfill my desire. 
7.3 I try to consume organic foods if they are available for 

purchase. 
7.4 The probability that I will buy organic food is high. 

Teng & Wang, 
(2015); Bhatt and 

Mehta (2022) 

Trust  

8.1 The institutions that certify organic foods carry out 
reliable and serious checks. 

8.2 I can depend on getting truth in most seller’s 
information about organic food. 

8.3 Most of the seller I prefer are sincere about the assured 
quality. 

Laohasukkasem 
et al. (2021), and 
Topaloba (2021) 

Purchasing 
power  

9.1 It is acceptable to pay more for good quality organic 
food. 

9.2 I am willing to pay more on organic food. 
9.3 I am willing to pay more on organic food recommended 

by nutritionists (like Dr. Jahangir Kabir). 

Self-generated 

Purchase 
Behavior  

10.1  I often buy organic food products. 
10.2  I buy organic food products for my daily need’s 

products.        
10.3  I buy organic food products over the past six months. 

(Yadav & Pathak, 
2017)  

 

4 Results and Discussion 

4.1. Results  

Social media platforms were used to collect data from 310 respondents through an 
online survey form. This study used the snowball sampling approach to reach a poll of 
organic food consumers. Each respondent was asked to share the online survey form with 
other respondents.  

Table 2 Characteristics of Respondents 

Characteristics Categories Frequencies Percentage 

Age 

Below 18 
18-25 
26-35 
36-45 
46-55 

56 and Above 

202 
89 
6 
6 
4 
3 

65.16% 
28.71% 
1.94% 
1.94% 
1.29% 
0.97% 

Gender 
Male 

Female 
277 
33 

89.35% 
10.65% 

Income 
Below 10000 
10000-20000 
20001-30000 

177 
63 
23 

57.10% 
20.32% 
7.42% 
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30001-40000 
Above 40000 

15 
32 

4.84% 
10.32% 

Total Respondents  310  

Source: Author’s Calculations 
 

The table summarizes the demographic characteristics of the 310 respondents, focusing on 
age, gender, and income levels. The majority of respondents (65.16%) fall within the 18-25 age 
group, followed by 28.71% in the 26-35 age range, indicating a predominantly young sample. Other 
age groups, including those below 18 and over 36, are minimally represented. The gender 
distribution is notably imbalanced, with 89.35% of respondents being male and only 10.65% 
female. In terms of income, 57.10% of respondents report earnings below 10,000, while 20.32% 
fall within the 10,000-20,000 range, emphasizing the predominance of lower-income groups. 
Higher-income brackets, earning above 30,000, account for only a small portion of the sample. 
Overall, the data reflects a participant base that is predominantly young, male, and lower-income, 
which may limit the broader applicability of the study's findings. 
 

Measurement Model 
The measurement model was evaluated for reliability, convergent validity, and 

discriminant validity. Cronbach’s alpha values for all constructs exceeded 0.80, 
demonstrating strong internal reliability, while composite reliability values were above 0.88, 
surpassing the 0.70 threshold. Convergent validity, assessed through Average Variance 
Extracted (AVE) and factor loading, showed all items exceeding the factor loading 
threshold of 0.708, with AVE values above 0.67, ensuring validity. Additionally, Variance 
Inflation Factor (VIF) values were below 3 for most items, indicating no severe 
multicollinearity issues. These results confirm the measurement model’s reliability and 
validity. 

Table 3 Reliability and Validity 

Constructs Items 
Factor 

Loading 
Cronbach’s 

alpha 
Composite 
reliability 

Average 
variance 

extraction 
(AVE) 

VIF 

Attitude 

AT1 0.865 

0.864 0.908 0.713 

2.519 

AT2 0.871 2.369 

AT3 0.892 2.767 

AT4 0.740 1.593 

Subjective 
Norm 

SN1 0.804 

0.842 0.894 0.678 

1.704 

SN2 0.834 1.980 

SN3 0.837 2.079 

SN4 0.818 1.814 

Moral Norm 
MN1 0.870 

0.859 0.914 0.780 
2.014 

MN2 0.881 2.210 
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Source: SmartPLS Output (Processed Data, 2024) 
 

Discriminant validity was evaluated using the Fornell–Larcker criterion and the heterotrait–
monotrait ratio (HTMT) (Franke & Sarstedt, 2019). The Fornell–Larcker criterion assesses 
discriminant validity by calculating the square root of AVE (Fornell & Larcker, 1981). Since the 
square root of all AVE values on the diagonal was greater than the values below them (see Table 
4), all constructs met the Fornell–Larcker criterion requirements. 

 

Table 4 Fornell–larker criterion 

 AT EC HC MN PI PB PP SI SN T 

AT 0.844                   

MN3 0.898 2.316 

Self-identity 

SI1 0.804 

0.857 0.903 0.700 

1.791 

SI2 0.850 2.154 

SI3 0.851 2.206 

SI4 0.842 1.980 

Environmental 
Concern 

EC1 0.877 

0.833 0.899 0.749 

2.041 

EC2 0.889 1.981 

EC3 0.830 1.806 

Health 
Consciousness 

HC1 0.858 

0.889 0.923 0.750 

2.356 

HC2 0.874 2.624 

HC3 0.859 2.240 

HC4 0.874 2.429 

Purchase 
Intention 

PI1 0.883 

0.878 0.918 0.737 

3.040 

PI2 0.896 3.006 

PI3 0.900 2.979 

PI4 0.744 1.544 

Trust 

T1 0.811 

0.811 0.889 0.727 

1.544 

T2 0.884 2.181 

T3 0.861 1.966 

Purchasing 
Power 

PP1 0.871 

0.854 0.911 0.774 

2.038 

PP2 0.896 2.409 

PP3 0.873 2.025 

Purchase 
Behavior 

PB1 0.902 

0.866 0.917 0.788 

2.336 

PB2 0.911 2.526 

PB3 0.847 2.025 
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EC 0.592 0.865                 

HC 0.449 0.547 0.866               

MN 0.666 0.571 0.507 0.883             

PI 0.580 0.560 0.661 0.626 0.858           

PB 0.369 0.311 0.545 0.446 0.587 0.887         

PP 0.450 0.401 0.491 0.542 0.602 0.605 0.880       

SI 0.602 0.526 0.719 0.735 0.720 0.639 0.599 0.837     

SN 0.676 0.506 0.532 0.708 0.576 0.471 0.478 0.690 0.824   

T 0.334 0.276 0.570 0.458 0.574 0.625 0.548 0.601 0.431 0.853 

Source: SmartPLS Output (Processed Data, 2024) 
 

According to Henseler et al. (2015), the HTMT ratio must be less than 1 to establish 
discriminant validity. All HTMT ratios in this study were below 1 (see Table 5). Based on 
the results from the Fornell–Larcker criterion and HTMT, the measurement model 
demonstrated discriminant validity. 

Table 5 Heterotrait-monotrait ratio (HTMT) - Matrix 
 AT EC HC MN PI PB PP SI SN T 

AT           

EC 0.690          

HC 0.513 0.634         

MN 0.773 0.671 0.580        

PI 0.664 0.648 0.748 0.719       

PB 0.426 0.364 0.615 0.506 0.666      

PP 0.525 0.471 0.563 0.633 0.695 0.696     

SI 0.701 0.614 0.824 0.854 0.830 0.739 0.700    

SN 0.789 0.602 0.616 0.831 0.668 0.544 0.563 0.812   

T 0.405 0.335 0.672 0.548 0.685 0.737 0.658 0.723 0.522  

Source: SmartPLS Output (Processed Data, 2024) 
 

Model fit was evaluated using NFI, SRMR, and exact model fit indices. The NFI 
values for the saturated and estimated models were 0.793 and 0.790, approaching the 0.80 
benchmark, while SRMR values were 0.057 and 0.061, both below the 0.08 threshold, 
indicating a good fit. Exact model fit indices (d_ULS and d_G) showed values exceeding 
0.05, confirming the model met the fitness criteria. These findings are detailed in Table 6. 

Table 6 Model Fit Summary 
 Saturated model Estimated model 

SRMR 0.057 0.061 

d_ULS 2.050 2.322 

d_G 0.941 0.969 

Chi-square 1695.985 1714.728 

NFI 0.793 0.790 

Source: SmartPLS Output (Processed Data, 2024) 
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Structural Model  
As shown in Table 7, this study explains 60.7% of the variation in Purchase Intention and 
52.9% of the variation in Purchase Behavior. Additionally, the difference between the R-
square and Adjusted R-square values for both Purchase Intention and Purchase Behavior 
is 0.008, indicating that the model demonstrates good relevance and explanatory power. 

Table 7 R2 and Adjusted R2 
 R-square R-square adjusted 

Purchase Intention 0.607 0.599 

Purchase Behavior 0.529 0.521 

Source: SmartPLS Output (Processed Data, 2024) 

 
Testing Hypotheses 

Table 8 summarizes the results of hypothesis testing. H1 was supported, indicating 
that Attitude had a significant effect on Purchase Intention for Organic Food (β = 0.140, 
t = 2.392, p = 0.017). However, H3 was not supported, as the results (β = 0.315, t = 0.134, 
p = 0.894) show that Subjective Norm had no significant effect on Purchase Intention. 
Similarly, H5 was not supported (β = 0.115, t = 1.503, p = 0.133), indicating that Moral 
Norm did not significantly affect Purchase Intention. 

In contrast, H7 was supported, showing that Self-Identity significantly influenced 
Purchase Intention (β = 0.307, t = 3.705, p = 0.000). H9 was not supported, as 
Environmental Concern did not have a significant effect on Purchase Intention (β = 0.110, 
t = 1.734, p = 0.083). H11 was supported, indicating that Health Consciousness significantly 

Purchase Intention had a significant effect on Purchase Behavior (β = 0.241, t = 3.470, p 
= 0.001). 

Table 8 Path Result 

Hypo-
theses 

Path β 
Sample 
Mean 
(M) 

Standard 
deviation 
(STDEV) 

T 
Statistics 

P 
Value 

Decision 

H1 AT->PI 0.140 0.143 0.058 2.392 0.017 Supported 

H3 SN->PI 0.315 -0.011 0.078 0.134 0.894 Not 
Supported 

H5 MN->PI 0.115 0.115 0.076 1.503 0.133 Not 
Supported 

H7 SI->PI 0.307 0.315 0.085 3.705 0.000 Supported 

H9 EC->PI 0.110 0.109 0.063 1.734 0.083 Not 
Supported 

H11 HC->PI 0.259 0.257 0.082 3.161 0.002 Supported 

H13 PI->PB 0.241 0.238 0.069 3.470 0.001 Supported 

H14 T*PI->PB 0.342 -0.097 0.075 1.354 0.176 Not 
Supported 

H15 PP*PI->PB -0.010 0.126 0.066 1.938 0.053 Not 
Supported 

Source: SmartPLS Output (Processed Data, 2024) 
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Regarding the moderating effects, H14 and H15 were not supported, as Trust and 
Purchasing Power did not moderate the relationship between Purchase Intention and 
Purchase Behavior (H14: β = 0.342, t = 1.354, p = 0.176; H15: β = -0.010, t = 1.938, p = 
0.053). 

Table 9 provides results for the mediation hypotheses. For H2, Purchase Intention 
was found to significantly mediate the relationship between Attitude and Purchase 
Behavior (β = 0.034, t = 1.990, p = 0.047). However, for H4 and H6, the mediating effect 
of Purchase Intention was not significant between Subjective Norm and Purchase Behavior 
(β = -0.003, t = 0.130, p = 0.896) and between Moral Norm and Purchase Behavior (β = 
0.028, t = 1.441, p = 0.150). 

Table 9 Mediating Effects 

Hypo-
theses 

Path β 
Sample 
Mean 
(M) 

Standard 
deviation 
(STDEV) 

T 
Statistics 

P 
Value 

Decision 

H2 
AT-> 

PI-> PB 
0.034 0.034 0.017 1.990 0.047 Supported 

H4 
SN-> 

PI-> PB 
-0.003 -0.002 0.019 0.130 0.896 

Not 
Supported 

H6 
MN-> 

PI-> PB 
0.028 0.026 0.019 1.441 0.150 

Not 
Supported 

H8 
SI-> 

PI-> PB 
0.076 0.075 0.031 2.431 0.015 Supported 

H10 
EC-> 

PI-> PB 
0.026 0.026 0.017 1.529 0.126 

Not 
Supported 

H12 
HC-> 

PI-> PB 
0.062 0.061 0.027 2.278 0.023 Supported 

Source: SmartPLS Output (Processed Data, 2024) 

 
In contrast, H8 and H12 were supported, indicating that Purchase Intention 

significantly mediated the relationships between Self-Identity and Purchase Behavior (β = 
0.076, t = 2.431, p = 0.015) and between Health Consciousness and Purchase Behavior (β 
= 0.062, t = 2.278, p = 0.023). Lastly, H10 was not supported, as Purchase Intention did 
not mediate the relationship between Environmental Concern and Purchase Behavior (β 
= 0.026, t = 1.529, p = 0.126). 

 

4.2. Discussion 

The primary objective of this study was to examine how consumers in Dhaka city, 
Bangladesh, make purchase decisions for organic food. A conceptual framework was 
developed based on the Theory of Planned Behavior (TPB), which was further extended 
by incorporating moral norm, self-identity, environmental concern, and health 
consciousness. Additionally, the study evaluated the moderating effects of purchasing 
power and trust on the relationship between purchase intention and purchase behavior, as 
well as the mediating role of purchase intention. 

The findings revealed that attitude significantly influences purchase intention, 
consistent with the findings of James et al. (2019) and Ajzen (1991), who emphasize the 
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role of attitude in shaping intentions. This is further supported by studies from Saleki, 
Quoquab, and Mohammad (2019); Aertsens et al. (2009); Bhatt and Mehta (2022); and 
others, which confirm the positive impact of attitude on the intention to purchase organic 
food. In contrast, subjective norm did not have a significant effect on purchase intention, 
contradicting previous research by James et al. (2019), Ajzen (1991), and Maya, Lopez, and 
Munuera (2010). This indicates that social pressure is not a significant driver of purchase 
intention in this context. Similarly, moral norm was found to have no significant impact on 
purchase intention, suggesting that consumers in Dhaka do not perceive purchasing 
organic food as a morally responsible act, a result inconsistent with studies by Han and 
Hwang (2016) and Fornara et al. (2016). 

Self-identity emerged as a strong predictor of purchase intention, indicating that 
individuals who perceive themselves as green consumers are more likely to intend to buy 
organic food. This finding aligns with studies by Barbarossa et al. (2017) and Van Der 
Werff et al. (2013), which highlight the importance of self-perception in driving green 
consumption behavior. In addition, the study showed that environmental concern did not 
significantly influence purchase intention, contradicting findings from researchers such as 
Shafie and Rennie (2012) and Rathna and Sumathy (2022). 

The results also confirmed that health consciousness significantly affects purchase 
intention, reflecting that individuals concerned about their health are more inclined to 
purchase organic food. This finding is supported by prior studies from Ali, Li, and Hao 
(2021); Mohamad, Rusdi, and Hasim; and Rizzo et al. (2020), emphasizing health 
consciousness as a key driver of organic food consumption. Furthermore, purchase 
intention significantly influenced purchase behavior, aligning with Ajzen’s (1991) theory, 
which posits that intention is a direct predictor of behavior. 

In summary, attitude, self-identity, and health consciousness were identified as 
significant predictors of purchase intention, with purchase intention influencing purchase 
behavior. Among these, self-identity was the most influential predictor, followed by health 
consciousness and attitude. Conversely, subjective norm, moral norm, and environmental 
concern did not significantly influence purchase intention. 

Regarding mediation, purchase intention mediated the relationships between attitude, 
self-identity, and health consciousness with purchase behavior. However, it did not mediate 
the relationships between subjective norm, moral norm, and environmental concern with 
purchase behavior, diverging from Ajzen's (1991) theoretical propositions. Similarly, the 
moderating roles of trust and purchasing power were not supported, indicating that these 
variables do not strengthen the relationship between purchase intention and purchase 
behavior. These results contrast with studies by Hsu et al. (2013) and Gan et al. (2014), 
highlighting context-specific differences. 

 

5 Conclusion 
The study extended the TPB framework to analyze organic food purchasing patterns 

in Dhaka, Bangladesh. It found that attitude, self-identity, and health consciousness 
positively influence purchase intention, while subjective norm, moral norm, and 
environmental concern showed no significant impact. The moderating roles of trust and 
purchasing power on the relationship between purchase intention and purchase behavior 
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were also not supported. These findings provide insights for marketers to develop 
strategies and decisions to strengthen the organic food market in Bangladesh. 

The study acknowledges its limitations, such as a general focus on organic food, 
limited predictors explaining purchase intention (60.7%), reliance on online surveys, and a 
small sample size. Future research should address these by focusing on specific organic 
food categories, incorporating additional predictors to enhance TPB's explanatory power, 
and using offline surveys with larger, more representative samples. 

This study contributes to the TPB framework by identifying self-identity and health 
consciousness as critical predictors of purchase intention, especially in South Asia. 
Marketers should tailor strategies to highlight health benefits and position organic food as 
an expression of environmental responsibility. Governments can play a role by promoting 
green consumer behaviors and ensuring trust in organic food certification. Although 
subjective norm, moral norm, and environmental concern were not significant predictors, 
awareness campaigns can still help promote moral and environmental responsibilities. 
Collectively, these efforts could boost organic food consumption in Dhaka and similar 
urban contexts. 
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