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Abstract: This study mvestigates the effectiveness of orgamc certification logos in mfluencing consumer’s
attitudes to purchase organic food in Kuala Lumpur and Selangor, Malaysia. Consumer’s actual purchase were
used as a criterion for judging the effectiveness of Malaysia’s organic certification logo initiatives. Low
consumer’s awareness and knowledge of organic certification logos has negatively affected consumer’s
attitudes and purchase of orgamic food. In this study, three main variables were used to measure the
effectiveness of organic certification logos and they were labelling, quality and communications. The empirical
research builds on a survey with a sample of 420 organic food consumers via convenience sampling technique.
The structural equation modelling was used for data analysis and four hypotheses were tested. The results
showed that all three vanables of labelling, quality and communications of orgamic certification logos have
significantly influenced consumer’s attitudes of organic food. Consumer’s attitudes was positively correlated
to actual purchase of organic food. Based on the findings, manufacturers, retailers and policy makers should
develop and promote organic certification logos to create and enhance positive consumer’s attitudes towards
organic food. It is recommended to mtroduce a standard and mandatory Asian orgamc certification logo for
countries within Asian region to increase consumer’s awareness, knowledge, trust and consumption of organic

food.
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INTRODUCTION

Economic growth, urbamsation, globalisation and
trade liberalisation has significantly impact consumer’s
food choices and preferences. The global sales for
organic food have reached US$72 bln. n 2014 (IFOAM,
2015). The term “organic™ 1s referred to as a process claim
and not a product claim. The organic food preduction
process utilizes sophisticated technology and input in
order to certified the product as organic. An organic
certification logo 1s a proof of certification that
demonstrates compliance with specific requirements in
production processes. The certification logos are
important  to  differentiate  between organic and
non-organic food in the market. With the fulfillment
of the organic production process, consumers perceived
organic food products as environmentally friendly mode
of production with intrinsic quality and safety
characteristics. In 2002, Department of Agriculture (DOA)
has outlmed national standards and the government
certification program known as Malaysia Organic Scheme
or “Skim Organik Malaysia” (SOM) with the introduction
of standard ‘Orgamc Malaysia® logo in Malaysia.
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Despite the rapid growth of organic food industry,
consumer’s awareness and lknowledge of organic
certification logo 18 rather low (Botonaki et al., 2006).
Inadequate promotion and communications, poor labelling
and low availability of certified organic foed products in
the market have negatively influenced consumers
attitudes to purchase orgamc food (Botonaki et al., 2006,
Gerrard ef al., 2013). Furthermore, little 1s known about
the effectiveness of organic food certification logos in
influencing consumer’s purchasing behaviour. The
primary objectives of this study are to mvestigate the
effectiveness of organic certification logos in the aspect
of labelling, quality and communications in influencing
consumer’s attitudes of organic food and to analyse the
effect of consumer’s attitude towards actual purchase of
organic food.

In the aspect of managerial implications, the research
findings will provide valuable information on consumer’s
attitudes to assist in the planmng and implementation of
marketing strategies by orgamc food producers or
retailers. Policy makers can develop new policies or
subsidy programmes to grow the organic food industry in
Malaysia. This mvestigation will also contribute to
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theoretical implications in the aspect of validation of
the Theory of Planned Behaviour (TPB) (Ajzen, 1991).

Literature review

Hypotheses development

Theory of planned behaviour: The TPB Model has been
widely used in the food studies related to consumer
behaviour in food decision making and consumption.
Attitudes refers to individual favourable or unfavourable
evaluation of the behaviour in question (Ajzen, 1991;
Intan, 2016; Krisnawati ef al., 2016). A person’s attitude
15 mfluenced by his or her behavioural beliefs and
evaluations. Ajzen (1991) stated that a behaviour is a
function of compatible intentions and perceptions of
behavioural control. Carrington et (2010)
acknowledged the gap between consumer’s attitude
and actual purchase behaviour. Existed discrepancy

al.

between consumer’s generally positive attitude towards
organic food and their relatively low levels of purchase
(Lian et al.,, 2016). The conceptual framework for this
study was developed based on TPB model to explore on
the attitude-behaviour gap.

Labelling: A certification label 15 a label or symbol
indicating a product that compliance with standards has
been verified. An effective product labelling is a valuable
asset because 1t provides primary sowrce of information to
consurmers to assist in their decision making process (Xia
and Zeng, 2008). Poor organic certification and logos on
the product labelling has negatively affected consumer’s
attitude towards organmic food (Hemrvks et al, 2015
Gerrard et al., 2013). Consumer will not trust and purchase
organic products without proper certification on the
labelling (Aryal et af, 2009). According to Padel and
Foster (2005), certification logos helped consumers to
easy 1dentify and recogmse orgamic food products and
subsequently contributed to consumer’s  buying
behaviour. The better consumer’s recognition on organic
certification labelling, the more positive consumer’s
attitudes and intention to obtain orgamic products (Chern,
2007, 2009). Kai et al. (2013) found that certification and
labelling has positively influenced consumer’s attitude to
pay for organic food.

¢+ H;: Product labelling with organic certification logo
has a positive influence on consumer’s attitudes of
organic food

Quality: Organic certification logo is an economic signal,
representing proof of objective quality because the
product has been produced following environmentally
friendly requirements. The certification logo provides a
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means to communicate the quality assurance of organic
food to consumers. However, in the organic food context,
1t was reported that some consumers were skeptical on the
quality standard of organic foods (Bymme, 2001; Chen,
2009). Particularly organic food products without bearing
the organic certification logo and consumers were
doubtful on whether the products are produced without
the use of synthetic fertilizers, pesticides and chemicals.
Consumer’s perceived quality of organic food products
not only based on its taste or visual characteristic but
also certification of organic food (Midmore ef af., 2005).
Certification mark served as a quality benchmark for a
product and positively influenced consumer’s attitudes to
purchase in Malaysia (Hassan and Hamdan, 2013).
Consumers were skeptical on the quality standard of
organic foods on whether the products are grown without
using synthetic fertilizers, pesticides and chemicals (Zhen,
2013; Chen, 2009)

»  H,;: Quality of product with organic certification logo
has a positive influence on consumer’s attitudes of
organic food

Communications: Xia and Zeng (2008) found that
consumers acquired information about organic food from
the green logo attached to the products and television.
Media commumications played an important role in
consumer’s knowledge and attitudes towards organic
food. Certification mark in an advertisement assists
consumers in their purchase decisions for particular
products and created positive consumer’s attitudes on
brand image of the products (Hassan and Hamdan,
2013). Henyrks and Pearson (2010) reported that
poor marketing communication strategies has created a
degree of confusion among consumers and negatively

affected consumer’s
food:

attitudes to purchase organic

» H.: Commumnication of organic certification logo has

a positive influence on consumer’s attitudes of
organic food

Consumer’s attitudes: An attitude 1s ‘a tendency or
disposition te respond favourably or unfavourably to an
entity’; for example, an event, situation or individual
(Eagly and Chaiken, 1993). Lim et al. (2014) found positive
relationship between consumer’s mtention to purchase
attitude and actual purchase of organic foed. Consumers
with positive attitude towards organic food based on
belief and evaluation leads to purchase organic food
because 1t 13 considered beneficial for them (Suprapto and
Wyaya, 2012). According to Henyrks and Pearson (2010)
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existed a gap between consumer’s generally positive
attitude towards organic food and their relatively low level
of actual purchases.

Actual purchase: Actual purchase is an important final
stage 1n consumer’s process of purchasing a product or
service (Ajzen, 1991). Consumer’s attitudes had a
significant direct effect on actual purchase of organic
food in Malaysia (Voon et al., 2011). Herryks and Pearson
(2010) found that exist a gap of knowledge in the aspect
of consumers generally have positive attitude towards
organic food but relatively low level of actual purchases.
Therefore, to explore the relationship between consumer’s
attitude and actual purchase, the following hypothesis
will be examined:

¢« H,: Consumer’s attitude is directly and positively
correlated to the purchase of organic food

MATERIALS AND METHODS

Sampling and measurement: This study 1s based on data
collected from a swvey of existing organic food
consumers i Kuala Lumpur and Selangor, Malaysia. A
sample size of 420 was determined and non-probability
convenience sampling method was adopted for thus
study, During May and June 2016, a total of 420
self-administered questionnaires were distributed to the
respondents who were consumers present at the selected
supermarkets and specialty retail outlets selling organic
food products (Aeon, Country Farm Organics and BMS
Orgamc). The survey instrument was designed with 25
items assessed by a 6-point Likert scale: strongly disagree
and 6: strongly agree) and demographic variable with 4
items. Statistical Package for Social Sciences (SPSS)
version 22 was used to perform descriptive analysis,
validity and reliability analysis. Subsequently, SPSS
AMOS Version 21 was used to perform the SEM analysis
to test the hypotheses.

Validity and reliability assessment: The pilot study
comprises the Exploratory Factor Analysis (EFA) to
eliminate variables with factor loading <0.3. According to
Pallant (2007), the Bartlett’s test of sphericity value
should be significant at p<0.05 and Kaiser-Meyer-Olkin
(KMO) value should be 0.6 or above. In examining EFA
using Maximum Likelihood extraction and Promax rotation,
it has yielded five dimensions (KMO score of 0.903,
Bartlett’s test p = 0.000 (p<0.05). The factor loading
for all the 25 proposed items is above 0.3 and also the
Cronbach’s alpha values for all constructs were above
0.7. According to Pallant (2007), the Cronbach’s alpha
values of 0.7 and above are preferable to demonstrate a
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Table 1: Reliability test

Variables Cronbach’s alpha No. of items
Labelling 0.965 7
Quality 0.869 5
Communications 0.918 4
Attitude 0.916 5
Actual purchase 0.889 4

high level of internal consistency in the data. The
reliability test results are presented in Table 1. The
Cronbach’s alpha values were 0.965 (Labelling), 0.869
(Quality), 0.918 (Communications), 0.916 (Attitudes) and
0.889 (Actual purchase). Hence, all constructs were valid
and reliable for further inferential analyses.

RESULTS AND DISCUSSION

Demographic profile of the respondents: Respondents
were 420 existing consumers of organic food and who
have purchased organic food at least once in their lifetime.
The demographic profile of respondents are presented in
Table 2.

Model compatibility testing: Overall, the research model
has achieved a good fit. Table 3 shows the results of
model compatibility testing using Chi-square, */df,
RMSEA, IFI, CFl and TLI

The chi-square value was 747.430 and Chi-square
probability value greater than 0.05 indicates acceptable
model fit (Barrett, 2007). The ratio of ¥*/df was 2.789, lower
than the value 3.0 as recommended by Bymme (2001).
Incremental fit values were greater than 0.9 with IFT of
0.945, CFI of 0.945 and TLI of 0.938. As for the absolute
index, RMSEA of 0.065 which was <0.8 as recommended
by Browne and Cudeck (1993). Subsequently, estumated
path coefficients were derived for the examined
relationships and the research hypotheses were
examined.

Model causality testing: The regression weights and
probability value which mdicates its sigmficance is shown
in Table 4 and final structural model is shown in Fig. 1.
Labelling (0.205), Quality (0.497) and Commumications
(0.131) has significant effect on attitudes with significant
p-value. Therefore, H,-H, 1s accepted. Lastly, consumer’s
attitudes had direct positive effect (0.466) on actual
purchase of organic food and shown significant p-value.
Hence, it was concluded that H, is accepted.

Overall, the results indicated that the certification
logos of organic food have contributed to positive
consumer’s attitudes and purchase of organic food.
Although labelling is positively related to attitudes (H,),
the correlation coefficient value still considered as weak
according to ‘Guilford Rule of Thumb’ with r value of
below 0.4 (Gulford, 1956). Hence, 1t 1s suggested that
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Fig. 1: Final structural model
Table 2: Respondent’s demographic profile Table 3: Goodness of fit
Demographic variables Frequency (i) Percentage (%) Tndex Level of acceptance  Results Model evaluation
Gender Chi-square p=0.05 747.430 Good
Male 140 33.0 y2df yHdf <3.0 2.789 Good
Female 280 67.0 RMSEA RMSEA<(.08 0.065 Good
Age TFT IF1>0.9 0.945 Good
1820 35 83 CFI CFL=0.9 0.945 Good
21-38 107 25.5 TLI TLI=0.9 0.938 Good
39-49 205 48.8
+50 73 17.4 Table 4: Regression weights and the probability value which indicates its
Income significance
<RM1500 9 0.5 Paths Estimate SE CR p-value Results
RM1 500-RM3000 60 14.3 Attitudes<---Labelling 0.205 0.038 5.439 **  Supported
RM3000-RM6000 130 30.9 Attitudes<---Quality 0497 0.073 6809 Supported
RM6000-RM 10000 158 37.6 Attitudes<---Communications  0.131 0.058 2.247 0.025 Supported
SRML10000 70 16.7 Actual Purchase<---Attitudes  0.466  0.041 11.435 ##+ Supported

Proportion of organic feod consumption from the total food diet (%)

0-25 2 0.5
26-50 305 72.6
51-75 103 24.5
76-100 10 24

manufacturers or retailers should emphasize on placing
reliable certification logos on the labelling of organic food
products to increase consumer’s trust and attitude to
purchase. Furthermore, a standard and mandatory Asian
organic certification logo should be mtroduced m the
Asian market to increase trade and proliferation of the
standards, certification,
enforcement and labelling. For example, the introduction
of the mandatory European (EU) organic logo since 2010

common Asian  organic

has enhanced consumer’s awareness, knowledge and
trust of organic food in the market (Tanssen and Hamm,
2012). The standard certification logo 1s important to
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enable organic food products much more easier to be
identified by the consumers and increased consumer’s
trust in consumption of organic food.

Quality has recorded the highest correlation
coefficient value with consumer’s attitude and the results
have supported the previous study by Hassan and
Hamdan (2013). Consumers believed that a certain organic
food products with organic certification logo have quality
standard and were organically produced, safe and can be
consumed with the highest level of confidence. Product
quality should be enhanced through more reliable
certification logo mark by building good image on organic
food to ncrease consumer’s perceived value of the
organic food and build positive attitude to purchase.
These strategies will help convert those who are
infrequent organic purchasers and skeptical of the
perceived values of organic food to regular purchasers.
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Communications was significantly related to attitudes (H;)
but the correlation coefficient value was weak at 0.131. It
can be concluded that communications strategies were
not intensively carried out to the public by explaining the
meamning of the certification and what the logo indicates.
Advertisements, events and promotions focusing on
organic certification logo should be implemented to create
the awareness towards the quality marks. Collaboration
between the government, retailers and Non-Government
Organisations (NGOs) in roadshow events to promote
organic food certification logo 15 important. Effective
communications will enhance consumer’s trust which
reflect the mark for the quality assurance of the organic
food products.

CONCLUSION

This study is confined to the elements of organic
certification logos, attitudes and purchase of organic
food. Future studies should explore on other influencing
factors such as marketing stimuli factors, lifestyle,
demographic and cultural factors in influencing
consurmer’s attitudes to purchase organic food.
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