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ABSTRACT

The organic products industry is facing several challenges in Malaysia although the
demand for such product in this country is growing. One of the challenges is that the
supply of local organic product is not keeping up with the increased demand. The lack
of organic products in the market is one of the main barriers for these products to reach
consumers. Hence, this study was conducted to investigate the effect of perceived
quality, perceived value, and green trust on green purchase intention for an organic
product m Malaysia. The study also considered marketing as a moderating variable.
To meet the objective, a quantitative approach was employed involving a survey. A
tota] of 532 questionnaires were distributed conveniently to consumers who visited 38
organic food stores in Kuala Lumpur. Of the questionnaires distributed, 400 usable
responses were obtained for data analysis, yielding a response rate of 87 percent. A
structural equation modelling was applied to analyse the data using the PLS-SEM
software. The study applies Theory Planned Behaviour as the underpinning theory.
Theory Planned discussed about the underlying factors that influence consumer
intention and behaviour. The results show significant relationships between perceived
quality, perceived value, and trust on green purchase intention. Moreover, marketing
was found to moderate the relationship between independent variables and green
purchase intention. This study serves as an important foundation research on green
food consumption patterns among Malaysia consumers and provides potential green
food marketers in Malaysia with consumer insights into green awareness of organic
food products and also in green trust element in organic food products.

Keywords: quality, value, trust, marketing, intention



ABSTRAK

Industri produk organik sedang menghadapi beberapa cabaran di Malaysia walaupun
permintaan terbadap produk tersebut semakin meningkal. Salah satu cabarannya
ialah bekalan produk organik tempatan yang tidak mampu untuk memenuhi
permintaan yang semakin meningkat. Kekurangan produk organik di pasaran adalah
salah satu halangan utama bagi produk ini untuk sampai kepada pengguna. Oleh i,
tujuan kajian ini dijalankan adalah untuk mengkaji tanggapan kualiti hijau, tanggapan
nilai hijau, dan amalan hijau terhadap niat pembelian hijau bagi produk organik di
Malaysia. Kajian ini turut mengambil kira pemasaran hijau sebagai pemboleh ubah
penyederhana. Bagi memenuhi matlamat Kajian ini, pendekatan kuantitatif yang
melibatkan tinjauan telah dijalankan. Sejumlah 532 borang soal selidik mudah telah
diedarkan kepada pengguna yang mengunjungi 38 buah kedai makanan organik di
Kuala Lumpur. Daripada jumlah tersebut, sebanyak 400 maklum balas telah diterima
dan boleh digunakan untuk tujuan data analisis yang menghasilkan kadar maklum
balas sebanyak 87 peratus. Pemodelan persamaan berstruktur digunakan untuk
menganalisis data dengan menggunakan perisian PLS-SEM. Kajian ini menggunakan
Teori Tingkahlaku Terancang sebagai teori dasar. Teori Tingkahlaku Terancang
membincangkan mengenai faktor-faktor yang mempengaruhi niat dan tingkahlaku
pengguna. Hasil kajian menunjukkan bahawa wujud hubungan yang signifikan antara
tanggapan kualiti hijau, tanggapan nilai hijau, dan amalan hijau terhadap niat
pembelian hijau. Selain itu, pemasaran hijau didapati menyederhanakan hubungan
antara pemboleh ubah bebas dan niat pembelian hijau. Kajian ini menyediakan asas
kajian yang penting terhadap pola penggunaan makanan hijau dalam kalangan
pengguna di Malaysia dan menyediakan pemasar makanan hijau yang berpotensi di
Malaysia dengan menyediakan pandangan kepada pengguna tentang kesedaran hijau
terhadap produk makanan organik serta elemen amalan hijau dalam produk makanan
organik.

Kata kunci: kualiti, nilai, amalan, pemasaran, niat
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CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

“Eco”, “green”, “organic”, “sustainability” “earth friendly”, and “environmentally
friendly” issues are common concerns among communities worldwide. Environmental
issues like water, air, and noise pollution, unpredictable climate change, coupled with
the depletion of the ozone layer and its effects have gained public interest, hence
improving awareness among the public. Due to the popularity of consumer
environmentalism, there appears to be a change in the consumers’ attitude towards
buying environmental friendly organic products (Yin, Wu, Du, & Chen 2010).
Examples of such products are solar photovoltaic cells, alternatively-fuelled vehicles
and hybrids, organic hygiene and beauty products, organic agriculture, and organic
food According to Burch and Lawrence (2005), organic food 1s food which has been
guaranteed free from all forms of synthetic fertilizers and chemicals throughout the

stages of production, storage, and processing.

Organic or green products use only recyclable materials, minimize usage of water and
energy, leave as little waste behind as possible, and aveid producing toxic substances.
Organic products offer better potential long-term benefits for companies by promising
less harm to humans and the local environment Yeon, Kim and Chung (2011). Such
perceptions, coupled with concerns about global warming, mean that customers are
more inclined to purchase organic options. Keen on capitalizing on this inclination,
production companies now focus on reforming manufacturing processes in order fo

prove their environunental credentials (Chen, Lin & Weng, 2015).
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