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Abstract

This paper aims to provide a better understanding of conditions that influence the gap between positive attitude
and intention towards organic food products and actual behaviour regarding these products. Thus, we propose an
extended version of the Theory of Planned Behaviour (TPB) to explain parts of this gap and we highlight the crucial
role played by consumers’ involvement as a moderator. A structural equation modelling was performed, and the sta-
tistical analysis of a sample of 1327 French consumers supports our organic food products buying behaviour model.
The results showed that the difference between the means of actual behaviour was highly different between low-
and high-involvement consumers. More specifically, high-involvement consumers express more positive attitudes
towards buying organic food products, perceive higher subjective norms and behavioural control, they have higher
behavioural intention, and buy organic food products more frequently. Additionally, the results indicated that, com-
pared to low-involvement consumers, high-involvement consumers regard organic food products as more attractive,
healthier, tastier, and with higher value. We proposed some marketing strategies to help managers to better promote
the organic food products market and, in turn, increase their revenues. For example, marketers therefore have a vested
interest in increasing consumer involvement, and, among other things, they can do so by educating them (i.e., high-
lighting the benefits of consuming organic foods). Moreover, since high-involvement customers have positive atti-
tude-intention and behaviour, they can be allies for marketers through their influence (social norms). Thus, we suggest
the use of digital influencers to endorse organic food.

Keywords: theory of planned behaviour, involvement, organic food consumption, consumer behaviour, France,
structural equation modelling.

Resumen

El objetivo de este articulo es proporcionar una mejor comprension de las condiciones que influyen en la brecha
entre la actitud positiva y la intencion hacia los productos alimenticios orgéanicos y el comportamiento real con
respecto a estos productos. Por tanto, proponemos una version extendida de la teoria del comportamiento planificado
(TPB, por su sigla en inglés) para explicar partes de esta brecha y destacamos el papel crucial que desempeiia la partic-
ipacion de los consumidores como moderadores. Se aplicé un modelo de ecuacion estructural y el analisis estadistico
de una muestra de 1327 consumidores franceses para respaldar nuestro modelo de comportamiento de compra de pro-
ductos alimenticios organicos. Los resultados mostraron que la diferencia entre la media del comportamiento real era
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muy diferente entre los consumidores de baja y alta involucracion. Mas especificamente, que los consumidores alta-
mente involucrados expresan una actitud mas positiva hacia la compra de productos alimenticios organicos, perciben
normas subjetivas y control del comportamiento mas altas, una mayor intencion de comportamiento y también com-
pran productos alimenticios organicos con mayor frecuencia. Ademas, los resultados indicaron que, en comparacion
con los consumidores de baja involucracion, los consumidores de alta involucracion consideran los productos alimen-
ticios organicos como mas atractivos, mas saludables, mas sabrosos y con mayor valor. Propusimos algunas estrate-
gias de marketing para ayudar a los gerentes a promover mejor el mercado de productos alimenticios organicos y
aumentar sus ingresos. Por ejemplo, los especialistas en marketing tienen un interés personal en aumentar la involu-
cracion de los consumidores y, entre otras cosas, pueden hacerlo educandolos (es decir, destacando los beneficios de
consumir alimentos organicos). Ademas, dado que los clientes altamente involucrados tienen una actitud-intencion y
un comportamiento positivos, pueden ser aliados de los especialistas en marketing a través de su influencia (normas

sociales). Por tanto, sugerimos el uso de influenciadores digitales para respaldar la comida orgénica.

Palabras clave: Teoria del comportamiento planeado, involucracion, consumo de alimentos organicos, comporta-
miento del consumidor, Francia, modelo de ecuaciones estructurales.

Introduction

Food consumption is at the base of human needs and rep-
resents an important part of our everyday life (Gottschalk
& Leistner, 2013). Eating is essential, but also a central
hedonistic activity that guides our behaviour (Kringel-
bach, 2004). Indeed, the percentage of consumer spend-
ing on food, still represents a critical and an increasing
part of family budgets. For example, the share of con-
sumer expenditure spent on food products, measured as
the percentage of total consumer expenditure per per-
son (not include alcoholic beverages or tobacco) is 13%
in France, 9% in Canada, and 6% in the USA (United
States Department of Agriculture, 2016). The current
role played by food concerns in our everyday life is the
result of continuous evolution and the fact that consump-
tion has changed considerably over the years boosted by
social, economic, environmental and health factors. For
instance, consumers place an increasing emphasis on the
ethical and ecological characteristics of food processing
(MAPAQ, 2015). Knowing the origins of food products
(e.g., organic) is now one of the most important criteria in
the choice of food products (Observatoire de la consom-
mation responsable, 2016). Statista (2020) has shown
that the demand for organic food increased from 3.4% in
2010 to 5.7% in 2018, compared to the total food sales
in the United States. Thus, interest in organic food con-
sumption has steadily risen over the past two decades
(Kushwabh et al., 2019; Massey et al., 2018; Rodriguez-
Bermudez et al., 2020; Tandon et al., 2020), and there is
a continuing trend towards organic food consumption in
many industrialized countries (Janssen, 2018).

In early 2019, 93 countries had regulations for organic
farming and the global organic market was estimated at
nearly €92.8 billion in 2017 and exceeded €100 billion
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in 2018. The organic area cultivated worldwide was esti-
mated at nearly 70 million hectares at the end of 2017.
It represented 1.4% of the total agricultural area of the
countries surveyed. Nearly 2.9 million certified organic
farms were registered in 2017 (Agence Bio, 2020a).
More specifically, in 2018, the European Union (EU)
organic food market exceeded €40 billion. More than
325,000 EU farms were cultivating more than 13.8 mil-
lion hectares organically. Organic food represented about
7.5% of the EU utilized agricultural area in 2018, (7.2%
in 2017). France was in second place for areas of organ-
ically grown food, only behind Spain (Agence Bio,
2020b). Therefore, leading to the development of the
organic food market’s reinforcement of a new paradigm
called green marketing (Bryta, 2016).

As noted in the literature, organically produced
food is healthier, more nutritious and tastes better
(Aschemann-Witzel & Niebuhr Aagaard, 2014; Krys-
tallis & Chryssohoidis, 2005). As a result, consumers
have developed a positive attitude towards the consump-
tion of organic foods (Al-Swidi et al., 2014; Massey et
al., 2018). On the other hand, although the organic food
market appears to be lucrative, the truth is that retail-
ers only reach a fraction of the potential consumers
(Gleim et al., 2013). Several studies noted that consum-
ers generally express positive attitudes and intention to
buy organic food, but their purchasing rate is still low
(Aschemann-Witzel & Niebuhr Aagaard, 2014; D’As-
tous & Legendre, 2009; Massey et al., 2018; Tarkiainen
& Sundqvist, 2005). Past literature has revealed several
factors that could explain this gap. For example, the main
barriers are lower availability, lack of relevant informa-
tion (Tandon et al., 2020), price (Katt & Meixner, 2020;
Rodriguez-Bermudez et al., 2020), as well as a lack of
confidence in organic products (quality, authenticity, cer-
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tification, etc.) (Britwum et al., 2021; Chiu et al., 2019;
Tandon et al., 2020; Wojciechowska-Solis & Soroka,
2017). Obviously, this gap is truly problematic for both
marketers who want to understand the consumers’ moti-
vation, as well as the organic food industry which tries
to better understand consumer behaviour (Janssen, 2018;
Peattie, 2010; Scalco et al., 2017).

Literature shows that, when it comes to buying
organic products, consumers mention the following main
criteria: 1) price; e.g., fair price, fits the budget (Magnus-
son et al., 2001; Tarkiainen & Sundqvist, 2005; Zanoli &
Naspetti, 2011); 2) aspect of quality; e.g., attractiveness,
healthy, tasty, high value (Hjelmar, 2011; Lee & Hwang,
2016; Ngobo, 2011; Vassallo et al., 2016); 3) availability;
e.g., limited (Aertsens et al., 2009; Zakowska-Biemans,
2011); 4) social influences; e.g., peer pressure (Bartels
& Reinders, 2010; Gottschalk & Leistner, 2013); and 5)
knowledge; e.g., what consumer’s know about organic
food (Berger & Mitchel, 1989; Britwum et al., 2021;
Fotopoulos & Krystallis, 2002; Krystallis & Chrysso-
hoidis, 2005; Laroche et al., 2001; Liu, 2007; Magnus-
son et al., 2001; Van Kerckhove et al., 2011). Similar to
several product categories, consumers often adopt desir-
able behaviours when their perceived benefit-cost ratio of
purchasing a given product is higher than other alterna-
tives on the market (Geller, 1992; Peattie, 2010). In this
line of studies, previous research suggests that consum-
ers’ attitudes toward the environment is a very good pre-
dictor of their willingness to pay more for green products
(Britwum et al., 2021; Fotopoulos & Krystallis, 2002;
Krystallis & Chryssohoidis, 2005; Laroche et al., 2001;
van Doorn & Verhoef, 2011).

Furthermore, and at the heart of our study, consumers
involved in sustainable products (e.g., organic) display
more search effort to ensure their availability (Aertsens et
al., 2009; Tarkiainen & Sundqvist, 2005) and perceived
organic food as high-quality products (Hjelmar, 2011;
Yiridoe et al., 2005). According to Kushwah et al. (2019),
consumer involvement refers to the extent to which con-
sumers are involved in the buying of the organic food
products. “It is an important concept in consumer mar-
keting because it provides a basis for motivation, which
can explain various behavioural outcomes of consumers”
(Barber et al., 2009, p. 60). Thus, involvement is more
than familiarity or knowledge experience with this type
of food: involvement could describe specific feelings
about a product (e.g., enthusiasm, worry) (Barber et al.,
2009; Katt & Meixner, 2020).

As part of this research, we chose the classification
of involvement according to low and high involvement
consumer behaviour (Engel & Blackwell, 1982; Piet-
ers et al., 1995; Zaichkowsky, 1985). More specifically,

since the present paper focuses on the behaviour of inter-
est, which is the consumers’ choice for organic food, the
concept of involvement refers to purchase involvement.
Additionally, behavioural intentions of consumers who
are highly involved is more consistent with their atti-
tudes than behavioural intentions of low-involvement
consumers. Hence, involvement is a driver for model-
ling attitude-intention (Petty et al., 1983) and inten-
tion-behaviour correspondence (Pieters et al., 1995).
Therefore, we believed that the mobilization of involve-
ment concept would be a good way to better understand
the motivations that influence the development of certain
behaviours (Teng & Lu, 2016) (i.e., organic food con-
sumption). Furthermore, the social identity theory plays
an important role in the acceptance of new products. It
is a social psychological analysis of the role of self-con-
ception in group membership, group processes, and
intergroup relations (Hogg, 2020). In fact, social iden-
tification is a strong predictor of human behaviour (Bar-
tels & Reinders, 2010; Huotilainen et al., 2006; Tajfel,
1974). Moreover, Chiu et al. (2019) mentioned in their
study the social comparison (online) and its influence
on consumers’ citizenship behaviour towards organic
foods. Finally, studies demonstrated that knowledge is
correlated with referring others, social acceptability, and
subjective norm, all of which influence intentions and
behaviour (Liu, 2007; Sapp, 1991).

In terms of food choices, the theory of planned behav-
iour (TPB) (Ajzen, 1985, 1991) built on a strong and
rational conceptualization (Aertsens et al., 2009) is one
of the most widely used models to predict and understand
food consumption behaviours (Aertsens et al., 2009;
Dean et al., 2008; Vermeir & Verbeke, 2006). This the-
ory states that: “human behaviour is a function of behav-
ioural intention that is formed by the combination of
attitudes toward the behaviour, subjective norms, and the
person’s perception of behavioural control” (Dean et al.,
2008, p. 2089). As identified by Vassallo et al. (2016),
the TPB has been broadly applied to various consumer
behaviours, including food choice, like organic food;
meta-analyses confirmed the predictive efficacy of this
model (e.g., Aertsens et al., 2009; Beale & Manstead,
1991; Conner & Sparks, 1996; Shepherd & Raats, 1996;
Sparks & Shepherd, 2002; Towler & Shepherd, 1992;
Vermeir & Verbeke, 2006). Thus, TPB represents a solid
psychological framework to understand the motivations
and process behind food choice in the sustainable con-
sumption context (Peattie, 2010).

On the other hand, several studies have shown that
involvement increases attitude-behaviour coherence
(Nederhof, 1989) and moderates the attitude-intention rela-
tionship (Petty et al., 1983), as well as intention-behaviour
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(Pieters et al., 1995). Despite the interest of this varia-
ble in the consumer cognitive process (Kokkinaki, 1999;
Nederhof, 1989; Rothschild & Gaidis, 1981) in the con-
text of organic food, very limited attention has been paid
to the moderating effects of involvement applied to the
TPB model (Aertsens et al., 2009; Tarkiainen & Sund-
qvist, 2009; Vermeir & Verbeke, 2006). Thus, justifying
the use of this model to test the moderating variable of
involvement.

Since marketing is at the service of society by inform-
ing it of the availability of goods and services that will
improve their quality of life (Barber et al., 2009), it is par-
ticularly relevant to explore this subject of public inter-
est. Therefore, the purpose of our study is twofold. First,
we question whether the TPB can contribute to explain
the gap between attitude and behaviour in the context of
organic food consumption. Specifically, we aim for a bet-
ter understanding of how to narrow this gap and thus help
to facilitate organic food consumption. A better under-
standing of organic consumers will help to serve the
long-term interests of this industry and the stakeholders
of food marketing (Bryta, 2016; Oates et al., 2012). Prac-
titioners can use the results to understand and improve
their strategies in accordance with the decision-making
process of organic food consumers. Second, we want to
test the moderating effect of consumer involvement in
the organic food consumption process. To this end, we
investigate the consumption of organic food products
among 1327 consumers in France. Given that several
studies on the subject have been conducted in majority
with North American or Asian respondents (Britwum et
al., 2021; Chiu et al., 2019; Clark et al., 2019; Teng & Lu,
2016), we believe that the results of French people pro-
vide marketers with contextual information that will ena-
ble them to better serve consumers in the face of their
organic consumption. In addition, it will be interesting to
compare our results with those of studies using the TPB
model in other cultural contexts. Moreover, we base our
study on those (i.e., Hofstede et al., 2005; Hofstede &
Hofstede, 1984) who in particular highlight the differ-
ences between different nations and have demonstrated
for years the existence of undoubtedly significant differ-
ences between nations.

The present paper begins with a literature review on
both the TPB and involvement and includes our research
hypotheses. Next, the conceptual framework is presented,
followed by the empirical testing of the model using
structural equation modelling. Afterwards, the research
results are exposed, plus we discuss of academics and
practitioner’s implications. Finally, this article concludes
with some suggestions of future research avenues.
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Theoretical framework

Applying the Theory of Planned Behaviour
to Organic Food Consumption

The theory of planned behaviour was developed by Ajzen
(1985, 1991) advancing from the earlier theory of rea-
soned action (TRA) (Ajzen & Fishbein, 1980; Fishbein
& Ajzen, 1975). Both models were designed to provide
explanations of consumer behaviour through various
informational and motivational influences (Conner &
Armitage, 1998). The TPB was developed in order to
broaden the range of behaviours that can be explained by
the TRA to include those that are under incomplete con-
trol (Kokkinaki, 1999), the perceived as well as actual
control over the behaviour under consideration (Fish-
bein & Ajzen, 1975). As explained earlier: “TPB is a
psychological model that considers three fundamental
aspects of human behaviour: personal attitude, subjec-
tive norms, and perceived behavioural control. These are
the basic antecedents of the intention to engage in a cer-
tain behaviour, which in turn mediates their relationship
with actual behaviour” (Scalco et al., 2017). The TPB is
depicted in Figure 1.

Figure 1. TPB framework

Subjective Behavior
Norms
>
Percelved -
Behav10ral -
Control

Note. Straight lines: direct link. Dotted line: direct link possible. Curved lines:
correlation between variables

Source: Ajzen (1985).

To test the moderating variable of involvement, we
looked for a model proven in the past. The literature
confirmed the robustness of the original TPB model
in predicting organic food consumption. According to
Armitage & Conner (2001), the canonical TPB model
on average accounts for between the 39-50% of the var-
iance in intention and 27-36% of the variance in behav-
iour. As noted by Scalco et al. (2017), a recent work on
the value of the predictive model applied to organic food
consumption could explain 62% of the variation in inten-
tion (Dowd & Burke, 2013).
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Obviously, the objective of the practice is to gen-
erate desired behaviour in the intended consumer.
Thus, with respect to a given target in a given situa-
tion, behaviour is a manifest and an observable response
(Houme, 2009). According to Ajzen (1985), in the TPB,
behaviour is a function of compatible intentions and per-
ceptions of behavioural control. In short, that is why we
chose the TPB model to test the moderating variable of
involvement.

In the next section, we define and describe each of the
TPB variables as well as their applications in the context
of organic food products. As can be seen in the figure 1,
intention is postulated as the variable that directly affects
behaviour. Then, we will begin with the mediate contri-
bution of this variable.

Intention

According to Fishbein and Ajzen (1975), the intention
indicates what people plan to do in relation to a given
object. It therefore indicates to what extent a person
intends to engage in an action. More specifically, the
intention to adopt a behaviour expresses the probabil-
ity estimated personally by the individual to engage in
the behaviour. It thus represents the motivational factors
that determine human behaviour (Houme, 2009), and the
intention to perform (or not) a behaviour is the imme-
diate determinant of that action (Ajzen, 1985). Inten-
tions and behaviour are held to be strongly related when
measured at the same level of specificity in relation to
the action, target, context, and time frame (Fishbein &
Ajzen, 1975). On the other hand, for the intention to pre-
dict the behaviour, it is to be measured according to two
conditions; that is to say: 1) must reflect the respond-
ent’s intention as they exist, and 2) the behaviour must
be under volitional control. According to the TPB, when
behaviours pose no serious problems of control, they
can be predicted through intention with considerable
accuracy. Several studies found that the influence of
intention to buy organic food products on behaviour is
positive and significant (Saba & Messina, 2003; Tarki-
ainen & Sundqvist, 2005; Thegersen, 2016). Thus, we
hypothesize:

H1: Consumer intention to buy organic food products
predicts buying behaviour.

According to the TRA, intention results from three
determinants, conceptually independent, but their com-
bined actions determine consumer intention to act. This
is the attitude towards the behaviour, perception of social
pressures, namely subjective norms (SN) and perception

behaviour control (PBC). Numerous studies report a sig-
nificant positive relation between consumers’ intention to
purchase organic food and their attitude to organic food
purchase, subjective norm, and PBC (Dean et al., 2008;
Saba & Messina, 2003; Thegersen, 2016).

Attitude

Attitude refers to a set of beliefs, definied as: “belief
as the subjective probability of a relation between the
object of the belief and some other object, value, concept,
or attribute” (Fishbein & Ajzen, 1975). Ajzen (1991)
defined the attitude towards the behaviour as the overall
favourable or unfavourable evaluation of the behaviour
and argued that people favour behaviours, they believe
have largely desirable consequences, and form unfavour-
able attitudes towards behaviours they associate with
mostly undesirable consequences. Therefore, attitude
expresses the globally positive or negative evaluation
about a certain behaviour: the more positive the attitude,
the stronger the intention to express such a behaviour
(Armitage & Conner, 2001).

Studies on organic consumption found, in general,
that consumers have positive atttiudes towards organic
consumption (Magnusson et al., 2001). According to
Thegersen’s (2016) and Saba and Messine’s (2003) stud-
ies, especially beliefs about health, taste and environ-
mental consequences have the strongest influence on
attitudes towards buying organic food products. Consum-
ers perceive a high value in organic food therefore mak-
ing it more attractive (Magnusson et al., 2001). Whereas
beliefs towards cost have relatively little influence on
attitudes. These results are in line with other research on
organic food, such as Yiridoe et al. (2005) and Aertsens
et al. (2009).

According to the TPB, the more favorable the atti-
tude towards the behavior, the stronger the intention to
perform it (Ajzen, 1991). Several studies, Tarkiainen
and Sundqvist (2005) among others, find a positive and
significant relation between the attitude towards buy-
ing organic food and the intention to buy it (Aertsens et
al., 2009). Scalco et al. (2017) noted that the strength of
the association between attitude and behavioural inten-
tion in the case of organic food consumption largely var-
ies among studies. According to several studies, (e.g.,
Al-Swidi et al., 2014; Onwezen et al., 2014) in general,
the more favorable the attitude towards a behaviour, the
stronger the individual’s intention to perform it (Armit-
age & Conner, 2001). Thus, we hypothesize:

H2: Positive attitude towards organic food products
positively influences consumer intention to buy them.
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Subjective Norms

Subjective norms refer to the perception of some social
pressure to engage or not engage in a particular behaviour
(Aertsens et al., 2009). According to Scalco (2017), subjec-
tive norms are an expression of normative influence, which
is related to what the most important referent individuals
(parents, friends, co-workers) consider as an acceptable
or unacceptable behaviour. As with attitudes, the percep-
tion of social norms is based on a series of beliefs. In fact,
what other people in one’s circle think about a specific
subject is used to form one’s beliefs, which is transformed
into subjective norms. According to the TPB, subjective
norms positively influence behavioural intention and sub-
jective norms are important predictors of consumer inten-
tion to buy organic food products (Chen, 2007; Dean et
al., 2008; Thegersen, 2016). For example, “If consumers
believe that those people important to them think organic
foods are good, then they will have more intention of pur-
chasing organic foods” (Chen, 2007, p. 1011). According
to Vermeir & Verbeke (2006) the importance of norms in
describing and predicting human behaviour is evident in
the use of the construct in many of the most influential the-
ories of individual behaviour, such as the theory of rea-
soned action (Ajzen & Fishbein 1980; Fishbein & Ajzen
1975) and the theory of planned behaviour (Ajzen, 1988).
Unlike law, which relies on coercive force to influence
behaviour, norms constrain individual actions through col-
lective expectations of behaviour (Cialdini & Goldstein,
1998). Always in the context of organic food products,
other authors found a significant causal path between sub-
jective norms and attitude towards behaviour (purchase
intention) (Al-Swidi et al., 2014; Tarkiainen & Sundqvist,
2009). Thus, we hypothesize:

H3: Subjective norms positively influence consumer
intention to buy organic food products.

Therefore, the first two factors that determine inten-
tion and ensuing predict behaviour, namely attitude and
subjective norms, and reflect the perceived desirability
of performing the behaviour. On the other hand, the third
factor is perceived behaviour control (PBC) and reflects
perceptions of whether the behaviour is personally con-
trollable or not (Chen, 2007).

Perceived Behaviour Control

Ajzen (1985) extended the theory of reasoned action
(TRA) (Fishbein & Ajzen, 1975) to include a measure of
perceived behavioural control (PBC). PBC refers to peo-
ple’s own perception of their ability to perform a given
behaviour: “the rationale behind the addition of PBC was
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that it would allow prediction of behaviours that were not
under complete volitional control” (Armitage & Conner,
2001, p. 472). More specifically, the addition of PBC to
the model provides information about the potential con-
straints on an action, as perceived by the consumer. So,
PBC can help to explain why intentions do not always
predict behaviour. Again, as with attitude and subjective
norms, PBC is determined by beliefs, but now in terms of
the performance of the given behaviour (Aertsens et al.,
2009; Ajzen, 1985). So, it is expected that those who per-
ceive more behaviour control will have more intention of
performing that behaviour (Ajzen, 1991). Several studies
supported the positive influence of PBC on the intention
to buy organic food products (Dean et al., 2008). More-
over, perceived control over behaviour can be directly
related to behaviour (Ajzen, 1991).

PBC synthesizes two concepts: locus of control (Rot-
ter, 1954) and he self-efficiency (Bandura, 1977). Locus
of control refers to the general belief of an individ-
ual influence the course of his or her life and to the per-
ception that a person can perform a given action (Chen,
2007; Dean et al., 2008; Houme, 2009; Sparks & Shep-
herd, 2002). For example: “consumers may not have the
capability to readily identify organic food labels, thus
influencing perceived behavioural control” (Chen, 2007,
p- 1011). In this way, consumers desire clarity about
organic product certifications and labels (Katt & Meix-
ner, 2020; Lee & Hwang, 2016; Lockie et al., 2002).
Trustworthiness is considered as a major emotional var-
iable for the buyers of organic products (Britwum et al.,
2021; Perrini et al., 2010) and a major inflectional factor
(Lockie et al., 2002). Several researchers have looked at
the trustworthiness variable and have shown its impor-
tance in the decision-making process relating to organic
foods (Al-Swidi et al., 2014; Britwum et al., 2021; Khare
& Pankey, 2017; Zegler, 2016). In fact, consumers make
decisions about purchasing organic foods and the prices
they are willing to pay based on their confidence in these
unobservable attributes (Britwum et al., 2021; Massey et
al., 2018). Therefore, trustworthiness in a product influ-
ences the PBC, even though the consumer feels in full
possession of his or her means because he or she is con-
fident of making a considered choice, as well as on the
positive attitude towards the product thanks to trust-
worthiness. Moreover, a lot of knowledge regarding the
sustainable character of food consumption tends to be
associated with high behavioural intention (Vermeir &
Verbeke, 2006). Therefore, when consumers trust organic
food (i.e., promotional advertisements, label, product
quality and authenticity), they are often willing to pay a
high price for it (Britwum et al., 2021; Temperini et al.,
2017). In contrast, consumers with a lack of knowledge
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or those who do not trust certifying organizations (Aert-
sens et al., 2009; Katt & Meixner, 2020; Lee & Hwang,
2016) are probably not willing to pay a premium price.
Moreover, studies demonstrate the encouraging role of
knowledge and note that a person sufficiently informed is
more likely to be environmentally conscious and to adopt
an eco-friendly behaviour (Halkier & Bente, 1999; Katt
& Meixner, 2020). Similarly, Liu (2007) stated that con-
sumers who perceive themselves as knowledgeable about
organic products consume more organic food.

Past research also recognized that the limited availabil-
ity and the high price of organic products are mentioned
as the most important reasons for not buying organic food
products (Boccaletti & Nardellab, 2000; Fotopoulos &
Krystallis, 2002; Magnusson et al., 2001; Tarkiainen &
Sundqvist, 2005; Zanoli & Naspetti, 2011). In fact, con-
sumers wish for convenience, such as products easily
available in supermarkets or close to their house (Lockie
et al., 2002). Concerning the economic aspect, consum-
ers who are not very knowledgeable about organic food
prefer more affordable prices (Vermeir & Verbeke, 2006).
Otherwise, the behaviour is perceived with difficulty and
less controllable. According to Ajzen (1991), if the inhib-
itory factors are perceived realistically, the PBC will
prove to be an important predictor of behaviour given its
effect on intention. Moreover, when perceived control
and effective control coincide, the PBC directly predicts
behaviour (Houme, 2009). Thus, we hypothesize:

H4: PBC over the purchasing of organic food products
positively influences consumer intention to buy them.

H5: PBC over the purchasing of organic food products
positively influences consumer buying behaviour.

The Ajzen (1985) model assumes that the anteced-
ents may potentially correlate with each other (Scalco
et al., 2017). Tarkiainen & Sundqvist (2005) supported
these relationships by singling out a significant positive
path from subjective norms to attitude toward organic
consumption. Based on these findings, we hypothesize
that the combined actions of attitude, SN and PBC deter-
mine consumer intention to buy organic food. More
specifically:

Hé6-a: Positive attitude and subjective norms are posi-
tively correlated and predict consumer intention to
buy organic food products.

H6-b: Subjective norms and PBC are positively corre-
lated predict and consumer intention to buy organic
food products.

H6-c: Positive attitude and PBC are positively corre-
lated and predict consumer intention to buy organic
food products.

Involvement

According to (Celsi & Olson, 1988; Petty et al., 1983),
the concept of felt involvement refers to a consumer’s
overall subjective feeling of personal relevance. In fact,
involvement is a state of motivation that affects the pro-
cess of consumer attention and understanding, and then
the meanings that follow. Stability, resistance to external
influences, and the relevance in information processing
are the essential characteristics of involvement (Celsi &
Olson, 1988; Petty et al., 1983; Richins & Bloch, 1986;
Zaichkowsky, 1985). Thus, involvement is activated
when a product is perceived to be instrumental in meeting
important needs, goals, and values (Vermeir & Verbeke,
2006). In the case of organic food, most of the consumers
are in a situation where the purchasing of organic prod-
ucts represents an ongoing focus that transcends situa-
tional influences (Richins & Bloch, 1986). This can be
labelled as an enduring involvement because it’s more of
a lifestyle than just an ordinary purchase.

Numerous theorists distinguish the consumer behav-
iour in dichotomous terms: low involvement consumer
behaviour and high involvement consumer behaviour
(Engel & Blackwell, 1982; Pieters et al., 1995; Zaich-
kowsky, 1985). According to the Elaboration Likelihood
Model (ELM) (Petty et al., 1983) when consumers have
a high involvement with an object/product, their attitude
is affected via the central route, resulting from their dil-
igent consideration of information that they feel is cen-
tral to the true merits of a particular attitudinal position.
Therefore, the consumer is motivated. On the other hand,
when consumers have low involvement with an object/
product, their attitude changes do not occur because
they have personally considered the pros and cons, but
because the attitude is associated with simple positive
or negatives cues (Petty et al., 1983). Therefore, a con-
sumer has a lack of ability or motivation. In line with the
ELM model, behavioural intentions of a consumer who
is highly involved is more consistent with his or her atti-
tudes than behavioural intentions of a low-involvement
consumer. Consequently, high levels of involvement are
related to a high degree of consistency between attitudes
and intentions (Petty et al., 1983; Pieters et al., 1995).

Petty et al., (1983) stated that the more involved an
individual is with an attitude object, the more cognitive
efforts he or she allocates to understanding it and mak-
ing decisions about it. Therefore, having high levels of
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involvement leads to attitudes based on greater elabora-
tion of relevant information, the attitudes that are more
accessible, certain, and based on more knowledge and
thus better predictors of intentions (Petty et al., 1995).
Furthermore, intentions formed under high cognitive
elaboration conditions are more consistent with subse-
quent behaviours (Bagozzi & Yi, 1988). It is the perspec-
tive used in this study where we consider involvement as
a holistic concept that can be captured by the enduring
level of relevance and focus of a given consumer.

Moderation Role of Involvement Applying
to Organic Food Consumption

Attitude and Intention

Foods and weekly shopping groceries are usually con-
sidered as low-involvement products and the buying
decisions involved are based on routine or limited prob-
lem solving (Aertsens et al., 2009; Baharrell & Denison,
1995; Costa et al., 2004; Fisher & De Vries, 2008; Hoyer,
1984). This is also a reason why consumers do not buy
organic food regularly. In fact, despite positive attitudes
“such ideologically formed attitudes are not present in
habitual, low-involvement shopping activities” (Tarkiai-
nen & Sundqvist, 2009, p. 844). We can associate this
low involvement.

Despite this routine low involvement pattern, one can
presume that the nature of organic food products that
appeal to a more complex set of values such as health
consciousness and environmental friendliness may lead
consumers to attentively consider the decision to buy
these products. In addition, organic food is more expen-
sive than conventional food products (Schifferstein &
OudeOphuis, 1998; Tarkiainen & Sundqvist, 2005).
According to Schifferstein & OudeOphuis (1998), the
differences between buyers and non-buyers of organic
food is partly due to their lifestyles. More specifically,
consumers’ attitudes towards organic food results from
an ideology related to their deeper value systems. Fur-
thermore, the level of involvement dictates the complex-
ity of the decision-making process. It is suggested that
consumers concerned with healthy diets and environ-
mental degradation (i.e., high-involvement consumers)
are: 1) willing to pay a high premium for organic prod-
ucts (Gil et al., 2000; Loureiro et al., 2012); 2) display
more effort to search for the availability of organic prod-
ucts and information (Vermeir & Verbeke, 2006); and 3)
evaluate product characteristics, and make a cognitive
process of their internal values (Beatty & Smith, 1987;
Pieters et al., 1995; Tarkiainen & Sundqvist, 2005).
Therefore, they perceived a high quality in organic food
(Hjelmar, 2011). These findings are very interesting
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given that these three points represent some of those dis-
cussed earlier in the PBC section. Thereby, the litera-
ture largely demonstrates that involvement moderates’
attitude-intention (Petty et al., 1983) and intention-be-
haviour correspondence (Pieters et al., 1995). Thus, we
hypothesize:

H7-a: The more consumers are involved with orga-
nic food products, the stronger the influence of their
attitude on their buying intention of organic food
products.

H7-b: The more consumers are involved with orga-
nic food products, the stronger the influence of their
intention to buy on their buying behaviour of organic
food products.

Subjective Norms

Research has also studied the moderating role of involve-
ment on the subjective norm-intention relationship. Some
studies found that consumers who are less-involved with
a product show greater subjective norm-intention con-
sistency (Nederhof, 1989; Petersen & Dutton, 1995).
Some others found the opposite direction. According to
the literature, when making a behavioural decision, the
consideration of subjective norms is an effortful process
and thus individual differences in cognitive activity may
moderate the role of these norms in forming the behav-
ioural intention (Trafimow, 2000). Since high involve-
ment individuals allocate more cognitive efforts to their
decisions (Petty et al., 1983), it implies they are likely
to show greater subjective norm-intention consistency.
Klockner et al. (2003) also argued that having a low level
of involvement limits the search for information and may
hinder the activation of norms in shaping behaviour. We
extend these findings to the organic food consumption
context, but due to conflicting theories about the direction
of the moderating effect of involvement on the subjec-
tive norm-intention relationship, we make no hypothesis
about its direction. Thus, we hypothesize:

H7-c: Involvement moderates the subjective norm-
intention relationship.

PBC

According to Chiou, (1998) and Flynn and Goldsmith
(1999), people with high subjective product knowledge
have more confidence in their consumption behaviour.
Given that their attitude towards the behaviour already
reflects their confidence, the attitude can outweigh the
effect of the PBC (Vermeir & Verbeke, 2006; Yiridoe
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et al., 2005). Therefore, the effect of the PBC on inten-
tion will be weaker when the consumer has high subjec-
tive product knowledge. On the other hand, people with
low subjective product knowledge have less confidence
in their consumption behaviour. So, when forming inten-
tion, attitude will not be the dominating antecedent and
PBC will become the important factor for consideration.
Based on these reasonings, Chiou (1998) suggested that
subjective knowledge moderates’ attitude-intention and
PBC-intention relationships. Since subjective knowl-
edge is highly correlated with involvement (Flynn &
Goldsmith, 1999; Park & Moon, 2003), we believe that
the effect of the PBC on intention will be stronger for
consumers with lower levels of involvement. According
to Houme (2009), the PBC predicts behaviour directly.
We also believe that the influence of the PBC on behav-
iour will be stronger for consumers with a low level of
involvement. Thus, we hypothesize:

H7-d: The more the consumer is involved with orga-
nic food products, the weaker the influence of the PBC
on his or her buying intention.

H7-e: The more the consumer is involved with organic
food products, the weaker the influence of the PBC on
his or her buying behaviour.

Hence, involvement moderates the relative weight of pre-
dictor variables within the TRA and its extended versions,
among others, TPB (Kokkinaki, 1999). Figure 2 presents
our conceptual model and shows the 13 hypotheses about
the causal relationships between different constructs.

Figure 2. The conceptual model and the research hypotheses

[ Involvement ]

Behavior
-

Note. Straight lines: direct link. Dotted line: direct link possible. Curved
lines: correlation between variables. Dashed lines: moderating variable.

Perceived
Behavioral f-~~
Control

Methodology

Respondents

Our sample consisted of 1327 French respondents
(Table 1). This sample was deemed appropriate for con-
sistent validity and reliability (Tabachnick et al., 2007)
(i.e., 10-15 respondents per item (Nunally, 1978). Almost
71.4 percent were female. The age of the respondents
varied from 18 to 59 and the average age was 24 years
old. Almost 73.4 percent had an income of less than
€20.000. Thus, it was a young sample with limited finan-
cial resources. However, it consisted of educated people,
as more than 27.7 percent had completed university edu-
cation and more than 96.5 percent had college or univer-
sity degrees. The average educational level was college
and represented 68.8 percent.

Table 1. Descriptive statistics of the participants

Age Level of Gender Income
(%) education (%) (%) ©
1824 643 Frimary 19 Male 28.6 <20.000 734
school
25.44 346 Thghschool ) o bl 714 20000-29.999 8.8
diploma
45-59 1.1 College 68.8 30.000 - 49.000 6.2
University ~ 27.7 50.000 + 33

Prefer notto say 8.3

Note. In France, revenues are recorded in Euros (€).

Procedure

Data was collected on the Internet using a snowball sam-
pling technique among various groups involved in food
chat and blog groups by posting messages presenting the
study as a university group project. The participation was
fully voluntary. The initial questionnaire was in English
as all the scales were back-translated (English-French)
to ensure the items accuracy and consistency across lan-
guages (Mittal, 1995; McGorry, 2000). Given that online
surveys generally have lower response rates than some
other modes of collection (6-15%) (Fan & Yan, 2010),
to encourage people to answer the questionnaire, a €100
prize was offered for a random participant that was cho-
sen at the end of the study. To this end, people were asked
to enter their e-mail addresses which also ensured that
they did not answer the questionnaire more than once.
We collected the data over a span of 6 weeks.

Measurement

The 25 items are divided into six constructs: attitude
towards buying organic food products (ATT), subjec-
tive norms (SN), perceived behaviour control (PBC),
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intention to eat organic food products (INT), involve-
ment with organic food products (INV), and behaviour
towards buying organic food products (BEH). Measures
were adapted from studies applying TPB in the organic
market or other specific markets, including low fat diet
(Armitage & Conner, 2001), organic food (Magnusson
et al., 2001; Tarkiainen & Sundqvist, 2005), exercis-
ing (Kellar & Abraham, 2005; Kidwell & Jewell, 2003;
Mabhon et al., 2006; Patch et al., 2005; Rhodes & Cour-
neya, 2003), organic coffee, bread and flour (Chen,
2007), food enriched with omega (Patch et al., 2005).
The measure of involvement was adapted from (Mittal,
1995). At the end of the survey, we assessed the socio-
demographic characteristics of our sample, like gender,
age, and education. A pre-test of the questionnaire was
carried out with a convenience sample (Cronbach’s alpha
and factorial analysis). Using face-to-face questionnaire
interviews, the questionnaire was administered to 170
students-customers who do their own grocery shopping.
The purpose of this quantitative pre-test was to assess the
dimensionality of the scale as well as the reliability of
the construct before launching the full data collection.
A summary table with all the measures and their factor
loadings is presented in Appendix 1.

Preliminary analyses

A confirmatory factor analysis was conducted on the
full sample to assess the adequacy of the measurement
model. The value of S-By2 is 300.56 (p = 0.000), with
136 degrees of freedom. The y2/df ratio is 2.21 (below
3), suggesting a good fit of the model, according to Bent-
ler and Bonett, 1980. The NNFI = 0.93 is above 0.90,
which means a good fit of the model to empirical data
(Bentler, 2005). The comparative index CFI = 0.95 is
above 0.90, the value recommended by Kline (2005) and
Bentler (2005). Finally, the RMSEA = 0.041 is smaller
than the minimum value of 0.06 set by (Tabachnick et
al., 2007). The fit indexes of the measurement model are
all satisfactory, indicating that the fit of the empirical
data to the hypothesized model is adequate. The values
of Cronbach’s alpha (a)) vary between 0.73 and 0.95, and
are greater than 0.70, the value recommended by Nunally
(1978) and Tabachnick et al. (2007). Second, convergent
validity was assessed, following the approach proposed
by (Fornell & Larcker, 1981). The factors loadings (A)
are all above 0.70 and the convergence AVE index (aver-
age variance extracted). Finally, the discriminant validity
was also confirmed, as the squared correlations between
each pair of constructs is less than the average variance
extracted by the constructs (Fornell & Larcker, 1981).
The analyses performed on these latent variables indi-
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cated a reasonably good fit to the data, thus confirming
the quality of the measurement model and allowed us to
start the structural model’s evaluation.

Analysis and Results
Descriptive Statistics

For descriptive statistics, all the items measuring respec-
tively the five variables of the original TPB model plus
the one we added (involvement) were averaged to pro-
vide the measurement of each individual construct (Table
2). For instance, the measure of attitude had the higher
mean of these five variables. Although most respond-
ents had a positive attitude towards buying organic
products (m=4.516) and expressed an intention to buy
them (m=4.077), the buying frequency was rather low
(m=3.672). These findings are in line with the past
research on organic food product consumption (Magnus-
son et al., 2001) and confirm the gap that we are trying
to explain. The mean of subjective norms is the lowest of
all variables (m=2.706), which means respondents per-
ceived low social pressure from their family and friends
to eat organic food products. The PBC was moderately
low (m=3.902), which implies that respondents per-
ceived not having a lot of control on their organic buying
behaviour. Again, this finding is related to the literature:
it is expected that those who perceive more behavioural
control have more intention of performing this specific
behaviour (Ajzen, 1991). Therefore, the PBC probably
plays a role in the formation of the gap. Finally, involve-
ment is high (m=4.077) which means that consumers are
relatively involved with organic food products.

Table 2. Means and SD scores among the measured variables

Constructs Mean SD
Attitude 4.516 1.202
Involvement 4.101 1.755
Intention 4.077 1.760
PBC 3.902 1.024
Behaviour 3.672 1.918
Subjective Norms 2.706 1.557

Hypothesis Testing

Structural Equations Modelling

A structural equations modelling (SEM) was performed
to test the conceptual model. Unlike traditional multivar-
iate data analysis methods, SEM, a set of linear regres-
sions, provides explicit estimates of measurement error
and allows simultaneous testing of observed and latent
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variables (Fornell & Larcker, 1981). The number of
respondents is consistent with the literature in the context
of SEM, i.c., a number greater than or equal to n, where
n>p * (p+ 1)/ 2, or p represents the number of items
(Roussel, 2005) — 1327 > 25 * (25 + 1) / 2 = 325. Fig-
ure 3 presents the analysis of the structural model with
unstandardized solution for this study, including the chi-
square (x2) test and degrees of freedom (df), respectively
¥2: 577.06, df: 150, p: 0.000. In addition, the results for
nonparametric indices of fit are also introduced (CFI:
0.968, RMSEA: 0.051, GFIL: 0.948, AGFI: 0.927). All
these results indicate that the TPB model fits the over-
all data well (Bagozzi & Yi, 1988) (Figure 3). In fact, our
first hypotheses are supported except the direct effect of
the PBC on behaviour (HS5).

Figure 3. Analysis of the structural model with
unstandardized solution

. . HI1: 0.91%*
Subjective

Behavior
Norms

-

Perceived
Behavioral f-~~
Control

Note. ** p < 0.000. Straight lines: direct link. Dotted line: direct link possi-
ble. Curved lines: correlation between variables. Dashed lines: moderating
variable.

Testing for Moderator Effect of Involvement

To examine the moderating role of involvement, we per-
formed a multi-group analysis as suggested by Joreskog
& Sorbom (1996). The groups (i.e., Low-Involvement
(LI) participants and High-Involvement (HI) participants)
are formed by dividing the full sample at the median value
of the involvement variable (i.e., 4.0) (Baldauf et al.,
2009). Table 3 displays the ANOVA estimates, compar-
ing the mean scores of the measured variables for partic-
ipants with low and high levels of involvement. This test
is based on the Welch-test (Welch, 1947), since according
to the Levene-test, the equality of variances could not be
assumed (Héirdle & Simar, 2007).

The mean scores of all variables were significantly
different between LI and HI consumers (participants).
More specifically, consumers who are more involved
in organic food products express a more positive atti-
tude, perceive higher subjective norms and PBC, have
a higher behavioural intention, and buy organic food

products more frequently. These findings are in line with
the past research on organic food product consumption
(Magnusson et al., 2001). We also compared the mean
scores of underlying constructs of attitude and PBC
between LI and HI consumers. The results indicate that,
compared to the LI group, HI consumers regard organic
food products as more attractive, healthier, tastier, and
with higher value (including eating organic food prod-
ucts makes people feel good about themselves, and an
enjoyable consuming experience). Furthermore, HI con-
sumers believed that the price of organic food products
is fair, purchasing them fits their budget, consuming
them is convenient, their certifications are trustwor-
thy, and, they know a lot about organic food products.
Therefore, all mean scores of underlying constructs of
attitude and PBC are higher for HI consumers. We will
discuss these results in more detail in the next section.

Table 3. ANOVA estimation, comparing the mean scores of the
measured variables for the low and high involvement groups

Low-Involvement High-Involvement

Constructs Mean SD Mean SD ANOVA* p

Attitude 3818 0946 5469 0790 1195.075 0.000
;‘;‘;’;ﬁiﬁve 2188 1251 3413 1653 216.865  0.000
PBC 3522 0892 4421 0964 307351  0.000
Intention 3272 1553 5176 1394  547.975  0.000
Behaviour 292 1765  4.681  1.631 352237  0.000

2 The ANOVA is based on the Welch-test, since according to the Levene-test,
the equality of variances could not be assumed. All variables were measured
on a 7-point Likert scales.

Table 4 presents the model fit indices and estimated
path coefficients of the multi-group analysis. The results
of the chi-square test (¥2) and degrees of freedom (df)
are respectively, ¥2: 961.3, df: 302, p: 0.000, and CFI:
0.971, RMSEA: 0.048, GFI: 0.951, AGFI: 0.927. Z-score
is estimated based on (Baldauf et al., 2009; Paternoster
et al., 1998) a statistical test for the equality of estimated
coefficients. The results show that, in both low and high
involvement groups, the proposed model fits the data
well. Thus, the analytical results demonstrate that both
paths are significantly different between the groups.
Since all indices are better than the recommended values
(Bagozzi & Yi, 1988; Joreskog & Sérbom, 1996) the pro-
vided measures indicate a good fit. Otherwise, the mod-
erating role of involvement in our model is supported
and all our hypothesizes are validated (H7-a to H7-e).
Although the PBC has no direct effect on the buying
behaviour in the organic food products context (HS5), for
LI consumers, the moderating role of involvement has an
effect on this relation (H7-¢). We will discuss this result
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with more details in the discussion. Using the results,
we are also able to determine the direction of H7-c. As
shown in Table 4, the more the involvement with organic
food products, the lower the subjective norm-intention
relationship. This finding is in line with Nederhof, 1989
and Petersen and Dutton (1995). So even if HI consum-
ers perceive higher subjective norms against organic food
products, they only have a slight effect on their intention.

Table 4. Analysis of the structural mode; differences between
the low and high involvement groups

Low-Involvement High-Involvement

Standardized Standardized
Paths Estimate t-value Estimate t-value

ﬁz‘;;i‘z‘glmde a 2] 2.98 59E 536
g;'lzzvilgfl‘;m“’n a 1w 6.52 Ry 17.85
E}Zefm?ja 25w 3.12 3% 231
Eze'g;izfc a A5%E 421 20w 2.87
H7-e: PBC a g 265 NS

Behaviour

% b < 0,01, ** p < 0.05.

Concluding Discussion and Implications

Theory of Planned Behaviour

This paper aims to contribute to a better understanding
of the conditions that influence the gap between the high
intention to buy organic food products and the low actual
buying behaviour. Our results and the marketing strate-
gies we provide will help to serve the long-term interests
of this industry (Brylta, 2016; Oates et al., 2012). Practi-
tioners can use the results to understand and improve their
tactics in accordance with the decision-making process
of organic food consumers. For this purpose, we mobi-
lized the theory of planned behaviour (Ajzen, 1985), a
well-known model widely used for his capacity to predict
intention and consumer behaviour (e.g., Armitage & Con-
ner, 2001). In accordance with the TPB and the existing
knowledge about the consumption of organic food prod-
ucts, the results indicated that attitude-intention, subjective
norms-intention, PBC-intention, and intention-behaviour
relationships are all significantly positive. This finding
is also a good support of the typical role of attitude in
organic consumption process (Saba & Messina, 2003)
and supports the role of cognitive processes in organic
food product buying behaviour (Tarkiainen & Sundqvist,
2009). Surprisingly, the PBC would not have a direct
effect on consumer behaviour in the organic food prod-
ucts context. Even if this hypothesis was not validated,
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the TPB proved its quality and continues to be a robust
model to better understand consumer behaviour (Armi-
tage & Conner, 2001).

As expected, although most respondents had a posi-
tive attitude towards buying organic food products and
expressed the intention to buy them, the buying frequency
was rather low. These results confirmed the gap between
intention-behaviour and is in line with the past research
on organic food product consumption (e.g., Magnusson
et al., 2001; Tae-Im & Stoel, 2017). Moreover, we tested
the correlation between antecedents of intention, namely
attitude, subjective norms and PBC and they are all pos-
itively correlated. Therefore, their combined actions
determine the consumer’s intention to buy organic food
products. Consequently, we can assume that indirectly,
these antecedents play a role in the gap studied in our
research. In fact, subjective norms and PBC can be incor-
porated into cognitive and behavioural components of atti-
tude (Aertsens et al., 2009). For example, the relationship
between subjective norms and attitude was significantly
positive, which implies that attitudes towards organic
food products “passes on” subjective norms among con-
sumers. Then, people who think positively about organic
food products can influence the attitude of other consum-
ers (Tarkiainen & Sundqvist, 2009). In other words, sig-
nificant others (e.g., family, friends) affect the organic
food products behaviour of a person, both through social
pressure and attitude training. Seemingly, the same kind
of relationship exists between attitude, subjective norms
and PBC. Thereby, for practitioners, these findings imply
that by increasing subjective norms and PBC, they can
enhance consumers’ intention to buy organic food prod-
ucts directly or indirectly through attitude training. To do
this, they can provide more information about their prod-
ucts, which will, in turn, increase consumers’ confidence
in their decision to buy organic products and reassure
them about the quality, authenticity, price, etc.

Extended Version of the Theory
of Planned Behaviour

Furthermore, in this paper we proposed an extended ver-
sion of the TPB by examining the moderating role of
involvement on the relationship between attitude-inten-
tion, subjective norms-intention, PBC-intention, inten-
tion-behaviour, and PBC-behaviour. This extension was
based on the fact that the level of involvement dictates
the complexity of decision-making processes (Tae-Im &
Stoel, 2017), the number of research and evaluation activ-
ities to be performed (Beatty & Smith, 1987), as well as
influencing the attitude strength, the attitude-intention,
and intention-behaviour consistency (Kokkinaki, 1999).
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The results showed that the difference between the mean
of actual behaviour was highly different between low-
and high-involvement consumers. This result implies that
the level of involvement can predict consumers’ organic
food product buying behaviour well. More specifically,
that high-involvement consumers express more positive
attitudes towards buying organic food products, perceive
higher subjective norms and PBC, along with higher
behavioural intention, and buy organic food products
more frequently. Additionally, the results indicated that,
compared to low-involvement consumers, high-involve-
ment consumers regard organic food products as more
attractive, healthier, tastier, and with higher value. This
also supports the literature on the subject (e.g., Tandon
et al., 2020). Marketers therefore have a vested interest
in increasing consumer involvement, and, among other
things, they can do so by educating themselves (i.e.,
highlighting the benefits of consuming organic foods).
Regarding the price of organic food, logically,
decreasing it would seem to be an easier short-term alter-
native, but high-involvement consumers believed that the
price of organic food products is fair, consuming them is
convenient, their certifications are trustworthy, and, they
know a lot about organic products. Indeed, this result is
more interesting because our research sample was practi-
cally uniform regarding their income, since 73.4 percent
of the respondents had income of less than €20.000. Thus,
we believe that the price relative to organic food products
is not a barrier that greatly affects consumer behaviour,
because high-involvement consumers believed that the
price of organic food products is quite fair, and purchas-
ing organic food products fits their budget. Hence, in the
long-term, the increase of consumers’ involvement would
bring about more benefits to the producers and retailers
of organic food products, especially in terms of income.
Another important finding of this paper is the confir-
mation that the level of involvement strongly moderates
the influence of all antecedents of intention in the TPB
model for low-involvement consumers. In other words,
given that these consumers are not internally concerned
with organic consumption, external influences (e.g.,
social norms, price, and knowledge) have a higher impact
on their attitude, intention to buy, and thus their organic
behaviour. It implies that a potentially successful strategy
to increase organic consumption among low-involvement
consumers is to underline and confirm the social norms
and pressure associated with this type of consumption.
More specifically, and proposed earlier, low-involvement
consumers poorly rated these constructs, we can increase
organic behaviour among these consumers through edu-
cation and by justifying the higher price of organic food
products, in turn, increasing their knowledge about the

benefits for people and the environment. Faced with this
reflection, promoting the clarity and reliability of organic
certifications and labels, etc., can increase consumers’
confidence, even their PBC, in this type of food.
Furthermore, we found that involvement moderates
the intention-behaviour relationship so that the more the
involvement with organic food products, the more the
intention-behaviour consistency. This finding implies
that increasing consumers’ involvement with organic
food products decreases the gap between intention to buy
organic food products and the actual behaviour in this
specific context. Based on the findings of this paper, we
suggest promoting organic consumption through increas-
ing consumers’ involvement with organic food products.
A short-term strategy could be to enhance involvement by
stressing the personal benefits of organic food products,
while in the long-term, involvement, and thus organic
consumption, can be promoted by emphasizing the social
and environmental importance of organic consumption.
In fact, high-involvement consumers perceived the high
value of organic food and they claimed to feel better by
consuming it. They can therefore be allies for market-

ers through their influence (SN). Thus, we suggest the use
of influencers on social media to endorse organic food. Exist-
ing literature shows that followers trust influencers on social
media almost as much as their friends (Hudders et al., 2020). In
this context, nano and micro-influencers would be preferable
(1k-100k followers), because although they have less reach,
the engagement rate of their followers is clearly higher than
that of mega-influencers (1M+ followers) (Campbell & Far-
rell, 2020).

Limitation and Future Research

Like most studies, this one is not free from limita-
tions. Firstly, the sample of this study was comprised of
French people, most of them were female, young, edu-
cated, with limited financial resources. Therefore, using
a more diversified sample in terms of culture, age, edu-
cation level, and income would increase the findings’
generalizability. In this way, it would be interesting to
conduct a cross-cultural study, comparing the different
attitude-intention-behaviours between French and Cana-
dian consumers. Past studies have demonstrated that con-
sumers’ attitudes toward buying organic food is strongly
linked to values, lifestyles, green peers and beliefs,
namely healthiness, taste and environmental friendliness
(Khare & Pankey, 2017; Thegersen, 2016). Hence, con-
sumers want to ensure that their food buying habits are
in line with their personal values (Agriculture and Agri-
Food Canada, 2015). Given that culture can be defined
as: “values, beliefs, norms, and behavioural patterns of a
national group” (Leung et al., 2005), it can therefore be
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considered as a strong influencer of food consumption.
Indeed, numerous studies assert that culture is one of the
underlying determinants of attitude and behaviours (Lad-
hari et al., 2015). Thus, culture plays a key role in con-
sumer choices (Cleveland et al., 2009).

Secondly, this study investigated the behaviour of
organic food products as whole. Studying specific prod-
uct categories may improve our understanding about
organic consumption. Another limitation of this research
is related to the use of self-report instead of objective
and explicit measures. In addition, we acknowledge the
shortcomings of our behavioural measure in our study.
Initially, we wanted to have people listing the number
of organic products purchased in the previous week as
well as the amount of money spent, but the data were
unusable. Therefore, we fell back on our back-up meas-
ure (retrospective measure on how much people agree
with the fact that they had bought organic products in
the last month (from 1 to 5). We realize that it is closer
to intentions (declarative) even though the question con-
cerns past behaviours, but it was the best possible proxy
that we could use. These limitations should be easy to
resolve in future research by observations or the analy-
sis of secondary data from the industry. Moreover, the
inclusion of health specialists’ recommendations to sub-
jective norms could be measured. As a result, Tarki-
ainen & Sundqvist (2009) argued that attitudes toward
organic food reflect health-related attitudes, and these
attitudes are formed in accordance with health-related
values. They found that health consciousness positively
influenced attitudes towards organic food. As health con-
sciousness could increase the motivation to comply with
health specialists’ recommendations, it is possible that
conformity with health specialists’ recommendations will
positively influence attitudes toward organic food prod-
ucts. We have also mentioned that there is a causal path
between subjective norms and attitudes towards behav-
iour (purchase intention) (Al-Swidi et al., 2014; Tarki-
ainen & Sundqvist, 2005). However, the study did not
make any relative assumptions in this regard. So, in the
future, this assumption should be taken into considera-
tion for more precise results regarding the TPB model
about our study context.

Finally, we measured the involvement using only one
item. Although this usage is sometimes controversial, we
believe it is appropriate for our study. Indeed, Bergkvist &
Rossiter (2007) demonstrated that the single item meas-
ure had as high a predictive validity as the multiple item
measure. Still, according to this line of thought, the usual
reason for using multiple item scales is that they discrim-
inate more by capturing more information. However,
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Bergkvist and Rossiter (2007) showed that this was not
the case, and more particularly about the validity of the
basic constructs (e.g., attitude). Thus, the involvement
representing a concrete concept in marketing justifies the
use of a single item to measure it.

As mentioned in the introduction, the organic mar-
ket, especially food consumption, is highly lucrative and
has steadily risen over the past two decades (Massey
et al., 2018; Statista, 2020). Furthermore, consumers
have developed a more conscientious and positive atti-
tude towards the consumption of organic foods than
ever (Al-Swidi et al., 2014). The results of this study are
therefore equally useful to academics as they are to the
different actors in the organic sector and, ultimately, to
consumers. While the gap between intention and behav-
iour is present, according to our extension of the TPB
model, manufacturers, and distributors can better under-
stand the organic purchasing decision process and now
know they can count on the moderating role of consumer
involvement in order to promote the relationship between
attitude-intention, subjective norms-intention, PBC-in-
tention, intention-behaviour and PBC-behaviour. This
information is very relevant for marketers to improve the
promotion of organic food consumption.
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Appendix 1. Item description and properties.

Construct Items Loading Cronbach’s alpha
- Organic products are more attractive than conventional ones. 0.712
- Organic products are healthier than conventional ones. 0.777
- Organic products are tastier than conventional ones. 0.713
Attitude - Organic products are of a better value than conventional ones. 0.826 0.902
- It is wise to buy organic products. 0.815
- Eating organic products makes me feel good about myself. 0.782
- My experience of consuming organic food was unenjoyable/enjoyable. 0.774
o - My friends think I should eat organic products. 0.905
Subjective Norms . . . 0.776
- My family/partner/spouse think I should eat organic products. 0.905
- The prices of organic products are fair. 0.680
- I know a lot about organic products. 0.536
PBC - I trust organic certifications. 0.546 0.728
- Purchasing organic products fits my budget. 0.750
- Consuming organic products is convenient. 0.665
- I want to eat some organic products sometimes next month. 0.944
- lintend to eat some organic products over the next month. 0.948
Intention - I never/always eat organic products. 0.890 0.941
- The next time I go grocery shopping, it is very unlikely/very likely that I will choose 0915
one or more organic product(s). '
Involvement - It is important to me to buy organic products. -
) - T have bought at least one organic product in the last month. 0.941
Behaviour . . 0.858
- I’ve never/always bought organic products in the last month. 0.941
- Are you female or male?
Demographics - How old are you? ) )
Characteristics - What was the last grade of school you completed? Primary school/High school/
College-level/Academic education
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