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ABSTRACT 

The environmental consequences of food production, particularly crop cultivation, have become a growing global 

concern. In China, the high demand for vegetables has intensified agricultural practices, contributing to soil degradation 

and pollution. This study investigates the psychological and informational determinants of Chinese consumers’ intentions 

to purchase organic vegetables as a sustainable alternative. Grounded in value theory and perceived risk theory, a 

structural model was developed and tested using data from 650 respondents through Partial Least Squares Structural 

Equation Modeling (PLS-SEM). Findings reveal that egoistic, altruistic, biospheric, and collectivistic values positively 

shape consumer attitudes, whereas financial and functional risks exert negative influences. Attitude significantly predicts 

purchase intention and mediates the effects of both value orientations and perceived risks. Furthermore, consumer 

knowledge directly enhances purchase intention but weakens the strength of the attitude–intention relationship, suggesting 

that informed consumers engage in more critical processing. By integrating values, perceived risks, and knowledge into 

a unified model, this study advances the theoretical understanding of sustainable consumption and provides practical 

insights for promoting organic food choices through culturally targeted marketing, transparent communication, and public 

education initiatives in emerging markets. 

Keywords: organic vegetables; sustainable consumption; consumer values; perceived risk; consumer knowledge; 

purchase intention; emerging markets 

1. Introduction 

Food plays a pivotal role not only in sustaining individual health but also in driving the global economy. 

However, its environmental impact is both significant and multifaceted, with agricultural production, 

particularly crop cultivation, being one of the major contributors[1]. According to the Food and Agriculture 

Organization (FAO)[2], the global food system is responsible for approximately 29.7% of total greenhouse gas 

emissions. While livestock remains a dominant source, crop farming also contributes considerably due to the 

intensive use of synthetic fertilizers, pesticides, and large-scale land conversion. The cultivation of staple crops 

such as rice, wheat, and corn often involves agricultural practices that emit substantial quantities of methane 

and nitrous oxide, which are greenhouse gases with high global warming potential[3]. In addition, industrial-
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scale farming contributes to soil degradation, loss of biodiversity, and water pollution caused by chemical 

runoff. Agriculture is also the largest consumer of freshwater globally, accounting for nearly 70% of total 

usage, much of which is lost due to inefficient irrigation methods[4]. The ongoing expansion of agricultural 

land, particularly in tropical regions, has further accelerated deforestation and ecosystem disruption. In 

response to these environmental challenges, the adoption of more sustainable agricultural practices has become 

increasingly urgent[5]. Sustainable food systems prioritize soil health, efficient water usage, minimal chemical 

inputs, and biodiversity conservation, aiming to reduce ecological harm while ensuring long-term food 

security[6].  

In the context of China, vegetables occupy a central place in the national diet, with per capita annual 

consumption exceeding 407.84 kilograms, which is significantly higher than the global average[7]. However, 

this high level of consumption has exerted growing pressure on the environment, particularly in the vegetable 

production sector. To maximize yields and accelerate harvest cycles, Chinese vegetable farming often relies 

heavily on chemical fertilizers and pesticides[8]. Data from the Ministry of Agriculture and Rural Affairs 

indicate that China consistently ranks among the highest in the world in terms of pesticide and fertilizer usage 

per unit of arable land. This excessive use has resulted in widespread soil acidification, water eutrophication, 

and the emission of nitrous oxide, which is a greenhouse gas far more potent than carbon dioxide[9].  

Moreover, the rise of facility agriculture, such as plastic greenhouse cultivation, has introduced additional 

environmental risks. The overuse and improper disposal of agricultural plastic films have led to increasing 

"white pollution" and disrupted soil microbial ecosystems[10]. At the same time, the long-distance cold-chain 

transportation required to supply vegetables across vast regions of China further exacerbates energy 

consumption and carbon emissions[11].  

Given these pressing issues, promoting the production and consumption of organic vegetables emerges 

as a necessary and viable solution. Organic farming methods significantly reduce dependence on synthetic 

agrochemicals, thereby lowering the risk of soil and water pollution, decreasing greenhouse gas emissions, and 

supporting healthier ecosystems[12]. Techniques such as composting, crop rotation, and biological pest control 

enhance soil fertility, preserve biodiversity, and improve the long-term resilience of agricultural systems[13]. 

Beyond environmental benefits, organic vegetables are often viewed by consumers as safer and healthier due 

to the absence of chemical residues and the use of natural growing processes[14]. This perception aligns with 

the rising demand in China for high-quality, safe food, particularly in the context of repeated food safety 

incidents and increasing public health awareness. 

Nonetheless, despite the recognized advantages of organic vegetables, Chinese consumers’ actual 

willingness to purchase them remains relatively low[15]. Therefore, this study seeks to explore the underlying 

factors that influence Chinese consumers’ purchase intentions toward organic vegetables.  

In the context of sustainable consumption, values play a pivotal role in shaping consumer attitudes and 

purchase intentions[16]. In China, where concerns over food safety and environmental sustainability are 

increasingly prominent, the consumption of organic vegetables is influenced by a range of value orientations[16]. 

Organic vegetables, characterized by natural cultivation methods and the absence of synthetic chemicals, offer 

both health-related and environmental benefits[17]. Altruistic values drive consumers to prioritize the well-

being of family members, while biospheric values reflect a deep concern for ecological sustainability[18]. 

Egoistic values motivate purchases based on personal health protection, especially considering repeated food 

safety scandals[19]. Additionally, collectivistic values, rooted in Chinese cultural norms, encourage individuals 

to make choices that align with group welfare and social responsibility[20]. Together, these diverse values shape 

consumer intentions toward organic vegetable consumption in the Chinese market.  
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However, holding positive values does not always translate into actual purchase behaviour. Despite the 

influence of personal values, perceived risks remain a significant barrier to the widespread adoption of organic 

vegetables in China. Financial risk, associated with the relatively high prices of organic products, may deter 

price-sensitive consumers or those uncertain about the cost-effectiveness of organic food[14, 21]. Functional risk, 

including concerns over taste, freshness, and shelf life, can further erode consumer confidence[22]. These 

perceived risks may offset the positive effects of value-driven motivations, thereby weakening favourable 

attitudes. To address this, consumer education and transparent communication regarding the health, quality, 

and environmental benefits of organic vegetables are essential for mitigating risk perceptions and enhancing 

purchase intentions[23].  

In this regard, consumer knowledge plays an important role in influencing consumers’ ability to evaluate 

the benefits and risks associated with organic products. Well-informed consumers are generally more capable 

of forming favourable attitudes and stronger intentions to purchase. Conversely, limited knowledge may 

amplify risk perceptions and hinder the adoption of sustainable food choices[23,24]. 

While several studies have explored individual drivers such as health concerns or environmental values, 

few have examined how value orientations and perceived risks jointly shape attitudes and intentions toward 

organic vegetable consumption in China. Most existing research treats organic food as a broad category 

without isolating organic vegetables, or focuses primarily on developed markets, leaving the specific 

behavioural dynamics in emerging economies underexplored. Moreover, although consumer knowledge is 

often assumed to enhance the effect of positive attitudes, little empirical evidence exists regarding its 

moderating role between attitude and purchase intention, especially in settings where institutional trust is 

limited. 

Therefore, this study seeks to address these research gaps by developing and empirically testing a 

comprehensive structural model that integrates value orientations (egoistic, altruistic, biospheric, and 

collectivistic), perceived risks (financial and functional), consumer knowledge, and attitude as predictors of 

purchase intention toward organic vegetables. By doing so, the study contributes to a more nuanced 

understanding of sustainable food consumption behaviour and offers practical insights to support organic food 

adoption in China and other emerging markets. 

2. Literature review and hypotheses 

2.1. Theoretical foundation 

Understanding consumer purchase intentions toward organic vegetables requires a solid theoretical 

foundation. This study draws upon two key perspectives: value theory and perceived risk theory. Value theory 

provides a basis for examining how different value orientations, such as altruistic, biospheric, egoistic, and 

collectivistic values, influence consumer attitudes and motivations toward sustainable food choices[25]. These 

values help explain why consumers may view organic vegetables not only as a personal health choice but also 

as a socially and environmentally responsible behaviour. 

In contrast, perceived risk theory addresses the psychological barriers that can hinder purchase intentions. 

Despite holding positive values, consumers may refrain from buying organic products due to financial concerns, 

doubts about product quality, or uncertainty about long-term benefits[26]. By integrating these two theoretical 

perspectives, this study seeks to explore the dynamic interplay between consumer motivations and perceived 

barriers in the context of organic vegetable consumption in China. 

2.2. Purchase intention 
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Ajzen (1991) defined purchase intention as an individual's willingness to voluntarily exert effort to 

perform a specific behaviour[27]. Based on this, purchase intention reflects a consumer’s readiness to buy a 

product after considering and evaluating its attributes. Within marketing research, purchase intention serves as 

a critical predictor of future consumer behaviour, as it serves as a key intermediary between consumers’ 

attitudes and actual purchasing behaviour[28]. 

In the field of sustainable consumption, purchase intention is particularly relevant because it has been 

found to closely correlate with actual purchase behaviour. When applied to organic vegetables, purchase 

intention refers not only to the likelihood that a consumer will buy such products, but also to their willingness 

to pay a price premium, recommend them to others, and continue purchasing them in the future[23]. As such, 

understanding the factors that influence purchase intention is essential for promoting organic vegetables 

purchase in China[16]. 

2.3. Consumer values 

The negative environmental consequences of rapid industrialization have emerged as a global concern, 

encouraging consumers to adopt more sustainable consumption practices[29]. To better understand the 

psychological drivers behind pro-environmental behaviour, numerous studies have examined the role of 

personal values in shaping consumer attitudes and actions[30]. 

Personal values refer to relatively stable beliefs that guide individual attitudes and behaviours across a 

variety of contexts[31,32]. Schwartz’s (1992) influential value theory identified a set of universal human values, 

many of which have been integrated into behavioural models such as the Theory of Planned Behaviour (TPB) 

to explain environmental concern and sustainable intentions[33]. Building on this, Stern and Dietz (1994)[34] 

categorized environmental value orientations into three dimensions: egoistic (concern for self), altruistic 

(concern for others), and biospheric (concern for nature), each exerting a distinct influence on environmental 

attitudes. 

While a large body of research has focused on egoistic, altruistic, and biospheric values, increasing 

attention has been paid to collectivistic values, which emphasize group harmony, social conformity, and 

collective well-being. This is particularly relevant in East Asian cultural contexts, where communal norms 

strongly shape consumer decisions[35,36]. 

Based on this theoretical foundation, the present study explores how four value orientations (egoistic, 

altruistic, biospheric, and collectivistic) independently influence consumer attitudes toward organic vegetables. 

The following subsections examine each value orientation in detail. 

2.3.1. Egoistic value 

Egoistic value refers to individuals' focus on self-interest, including concerns about personal health, 

comfort, social image, and satisfaction in consumption behaviour [37]. While earlier research suggested that 

egoism might conflict with pro-environmental behaviour, due to its emphasis on short-term personal gains 

over long-term ecological outcomes, more recent findings challenge this view[38]. Specifically, when pro-

environmental products like organic vegetables are perceived to offer direct personal benefits, such as 

improved health or food safety, egoistic motivations can support sustainable consumption[39]. 

Empirical studies have consistently highlighted health concerns as a primary driver linking egoistic values 

to favourable attitudes toward organic products[40]. Consumers with strong egoistic orientations often perceive 

organic vegetables as healthier, safer, and of higher quality compared to conventional alternatives. This 

perception contributes to more favourable attitudes toward organic vegetable consumption[41]. 

H1: Egoistic value positively influences consumers’ attitude toward organic vegetables. 
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2.3.2. Altruistic value 

Altruistic value reflects an individual’s concern for the well-being of others, including family members, 

society, and future generations[42]. Consumers with strong altruistic orientations tend to consider the broader 

social impact of their purchasing decisions and are more likely to engage in behaviours that benefit others, 

even at a personal cost[43]. In the context of organic vegetables consumption, Altruistic consumers may 

prioritize vegetable choices that help protect the environment, reduce pollution, and contribute to long-term 

sustainability.  

In addition, in China’s family-centred culture, altruistic values are particularly salient, as individuals often 

make consumption decisions based on the perceived benefits to their family, especially children and elderly 

relatives[23]. Organic vegetables, perceived as safer and more nutritious, are frequently chosen by altruistically 

motivated consumers to safeguard the health of loved ones. Prior studies have confirmed that altruistic values 

significantly contribute to favourable attitudes toward organic food by reinforcing the social and moral 

desirability of environmentally responsible consumption[44]. 

H2: Altruistic value positively influences consumers’ attitude toward organic vegetables. 

2.3.3. Biospheric value 

Biospheric value is defined as a deep concern for the environment, ecosystems, and the well-being of non-

human species[45]. Individuals with strong biospheric values are more likely to engage in behaviours that 

minimize environmental harm and support ecological sustainability, even if these actions do not result in 

immediate personal benefits[46]. 

Organic agriculture, which avoids the use of synthetic chemicals and promotes biodiversity and soil health, 

aligns closely with biospheric values[47]. As a result, consumers who are environmentally conscious are more 

likely to view organic vegetables as a means of expressing their commitment to environmental stewardship[48]. 

Research has shown that biospheric values are strong predictors of both positive attitudes toward organic food 

and higher intentions to purchase environmentally friendly products[49]. 

H3: Biospheric value positively influences consumers’ attitude toward organic vegetables. 

2.3.4. Collectivistic value 

Collectivistic value emphasizes social harmony, group cohesion, and the prioritization of collective 

welfare over individual interests[50]. In collectivist societies like China, where interpersonal relationships and 

group norms play a vital role in shaping behaviour, consumption choices are often influenced by social 

expectations and a desire to contribute to the common good. 

Consumers with collectivistic orientations may regard purchasing organic vegetables not only as a 

personal health decision but also as a socially responsible act that benefits the community and future 

generations[51]. Moreover, social endorsement of organic consumption through family, peers, or community 

networks can reinforce the perception that such choices reflect moral and cultural values. Previous studies have 

indicated that collectivistic values can positively shape consumer attitudes toward green and organic products 

by linking individual behaviour to social approval and community well-being[52]. 

H4: Collectivistic value positively influences consumers’ attitude toward organic vegetables. 

 

 

2.4. Perceived risk 



Environment and Social Psychology | doi: 10.59429/esp.v10i6.3783 

6 

Consumers often exhibit hesitation when they perceive potential negative or uncertain outcomes in their 

decision-making process. Such hesitation becomes more pronounced when the purchase involves substantial 

risk, or the consequences are unpredictable. Perceived risk arises when consumers are unable to confidently 

anticipate the outcomes of their purchasing decisions, leading to anxiety about possible undesirable results [53]. 

Scholars have categorized perceived risk into several dimensions, including financial, functional, 

psychological, and social risks[54]. 

Qi et al.[55] identified several conditions that increase risk perception: limited product information, lack of 

previous purchase experience, the presence of innovative or unfamiliar technologies, substantial variability in 

product quality, and high prices. Under such circumstances, perceived risk tends to escalate, particularly when 

the consumer views the purchase as important or irreversible. 

Abdul-Rahim et al.[56] argued for a multidimensional perspective on perceived risk to better capture the 

variety of concerns influencing consumer behaviour. Similarly, Cabeza-Ramírez et al.[57] emphasized that 

perceived risk is context-dependent, varying across food types and shopping environments. Product-specific 

attributes significantly affect how consumers perceive risk, including the degree to which they anticipate 

functional, economic, psychological, or social consequences[58]. 

In China, studies such as those by Cui et al.[59] have identified functional risk, financial risk, time risk, and 

privacy risk as key concerns when purchasing fresh foods. Research by Cao et al.[14] further demonstrated that 

perceived risks exert a significant negative impact on consumer behaviour toward organic food. 

Building on these insights, the present study focuses on two key dimensions of risk, financial and 

functional, which are particularly salient in the context of organic vegetable consumption among Chinese 

consumers. 

2.4.1. Financial risk 

Financial risk refers to a consumer’s perceived likelihood of experiencing economic loss or wasting 

money because of a purchase decision[60]. This is especially relevant when products are priced higher than 

conventional alternatives, as is often the case with organic vegetables. Consumers may question whether the 

higher cost is justified by tangible benefits, such as improved taste or health outcomes. If the perceived benefits 

are ambiguous or not immediately observable, financial risk perception increases[61]. 

In the case of organic vegetables, consumers may worry about overpaying for marginal gains, particularly 

when product certifications or labels are unclear or unfamiliar[62]. Moreover, in the absence of effective after-

sales policies such as refunds or satisfaction guarantees, financial concerns are further exacerbated. This is 

especially true for first-time buyers or individuals with limited exposure to organic products. Thus, when 

financial risk is high, consumers may delay or avoid purchase altogether, regardless of positive attitudes or 

environmental awareness[63]. 

H5: Financial risk negatively influences consumers’ attitudes toward organic vegetables. 

2.4.2. Functional risk 

Functional risk arises when consumers doubt that a product will perform as expected or provide the 

claimed benefits[50]. In food consumption, this includes uncertainties regarding taste, freshness, safety, 

appearance, texture, and shelf life. Organic vegetables, due to their natural growth process and limited use of 

preservatives or pesticides, may sometimes have shorter shelf lives, irregular appearances, or inconsistent taste, 

which differ from the uniform standards of conventional produce[63]. Such characteristics can create scepticism, 

especially among consumers unfamiliar with organic farming practices. 
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Furthermore, lack of standardized quality assurance or limited access to reliable product information 

increases functional uncertainty. Consumers may also worry that the “organic” label is merely a marketing 

tactic, especially in cases where counterfeit or uncertified organic products have appeared in the market, which 

have been reported in various parts of China[64]. 

Michałowska et al.[65] emphasized that functional risk plays a crucial role in shaping purchase intentions 

for both food and eco-friendly products. If consumers are uncertain about whether organic vegetables will 

fulfil their expectations in terms of taste or nutritional value, their attitudes may shift toward caution or even 

resistance. Thus, when functional risk is perceived as high, it can undermine consumer confidence and weaken 

favourable attitudes, regardless of health awareness or environmental concern. 

H6: Functional risk negatively influences consumers’ attitudes toward organic vegetables. 

2.5. The mediating role of attitude 

Attitude is a psychological construct shaped by cognition (thoughts), values (beliefs), and affect (emotions) 

toward a particular object or behaviour[66]. In the context of organic vegetable consumption, attitude plays a 

pivotal role in shaping consumers’ purchase intentions. Previous research has shown that beliefs about the 

positive outcomes of consuming organic food, such as health benefits and environmental sustainability, 

significantly guide consumers toward selecting organic vegetables[67,68]. 

The link between attitude and purchase intention is a foundational concept in consumer behaviour 

literature, particularly within the Theory of Planned Behaviour (TPB) framework. According to TPB, attitude 

represents an individual's overall evaluation of a product or behaviour as favourable or unfavourable, which in 

turn directly influences their intention to act[68]. In the case of organic vegetables, consumers who perceive 

desirable attributes, such as safety, nutritional value, and eco-friendliness, are more likely to develop positive 

attitudes, thereby reinforcing their intention to purchase[69]. For example, individuals who value the 

environmental impact of organic farming may view the purchase of organic vegetables as a meaningful 

contribution to ecological sustainability, strengthening their motivation to buy. 

In addition to its direct effect, attitude also acts as a key mediating mechanism between personal values 

and behavioural intentions. Specifically, four types of value orientations, egoistic, altruistic, biospheric, and 

collectivistic, have been found to influence organic food consumption by shaping consumers’ evaluative 

judgments[70]. Egoistic values, which emphasize self-interest and personal health, tend to foster favourable 

attitudes when consumers believe organic vegetables promote their well-being[71]. Altruistic and biospheric 

values, which prioritize concern for others and the natural environment, respectively, contribute to positive 

attitudes when organic consumption is viewed as a means of supporting public health and environmental 

protection[72]. Likewise, collectivistic values, which emphasize group welfare and social harmony, encourage 

positive attitudes when purchasing organic vegetables is perceived as a socially responsible act aligned with 

national sustainability goals[73]. Through these pathways, attitude translates value-based motivations into 

behavioural intentions, serving as an essential psychological bridge. 

Furthermore, attitude plays an important mediating role in the relationship between perceived risk and 

purchase intention. Among the various dimensions of risk, financial risk, concerns about paying a higher price 

for a product that may not offer corresponding value, and functional risk, the fear that the product may not 

meet expectations in terms of taste, freshness, or quality, are especially salient in consumers’ decision-making 

processes[65]. When consumers perceive high levels of financial or functional risk, their attitudes towards 

organic vegetables tend to deteriorate, thereby reducing their likelihood of purchasing. However, when 

consumers hold strong positive beliefs about the benefits of organic food, such as enhanced safety, superior 
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nutrition, or environmental protection, these beliefs can buffer the negative effects of perceived risk, resulting 

in more resilient positive attitudes[74]. 

For instance, a consumer who is initially hesitant to purchase organic vegetables due to their higher price 

may still form a favourable attitude if convinced of the long-term health benefits or reduced pesticide 

exposure[75]. Similarly, doubts about product performance may be mitigated by prior positive experiences or 

trust in organic certification schemes. In such cases, favourable attitudes, shaped despite the presence of risk, 

ultimately lead to stronger purchase intentions[76]. 

In summary, attitude functions as a critical psychological filter that either amplifies or mitigates the effects 

of both personal values and perceived risks on purchase intention. By shaping consumers’ overall evaluation 

of organic vegetables, attitude serves as a decisive mediator, transforming value orientations and risk 

perceptions into either approach or avoidance behaviours. 

Based on the above discussion, the following hypothesis is proposed: 

H7: Attitude positively influences consumers’ purchase intention toward organic vegetables. 

H8: Attitude mediates the relationship between egoistic value and purchase intention. 

H9: Attitude mediates the relationship between altruistic value and purchase intention. 

H10: Attitude mediates the relationship between biospheric value and purchase intention. 

H11: Attitude mediates the relationship between collectivistic value and purchase intention. 

H12: Attitude mediates the relationship between financial risk and purchase intention. 

H13: Attitude mediates the relationship between functional risk and purchase intention. 

2.6. Moderating role of consumer knowledge 

While attitude is widely recognized as a key predictor of purchase intention, prior research suggests that 

the strength of this relationship may vary depending on individual-level factors, such as consumer 

knowledge[77]. In the context of organic vegetables, consumer knowledge refers to the extent to which 

individuals are aware of the product’s attributes, benefits, production methods, and certifications. Consumers 

with higher levels of knowledge are typically more confident in their evaluations and are better equipped to 

assess the credibility of organic claims. As a result, they are more likely to translate positive attitudes into 

actual behavioural intentions[78]. 

Conversely, consumers with limited knowledge may experience uncertainty or scepticism, which could 

weaken the link between their favourable attitudes and intention to purchase[79]. Thus, consumer knowledge is 

expected to function as a moderating variable, strengthening or weakening the impact of attitude on purchase 

intention. Understanding this moderating effect is essential for designing effective communication and 

education strategies to promote sustainable food consumption[80]. 

H14. Consumer knowledge moderates the relationship between attitude and purchase intention, such that 

the relationship is stronger when consumer knowledge is high. 

Based on above discussion, the research model was constructed as shown in Figure 1. 
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Figure 1. Hypothesised research model. 

3. Research methodology 

3.1. Questionnaire and instrument development 

This study proposed a theoretical framework encompassing eight latent constructs: egoistic, altruistic, 

biospheric, and collectivistic values, financial and functional risks, consumer knowledge, and attitude toward 

organic vegetables. These constructs were hypothesised to exert either direct or indirect effects on purchase 

intention. As these variables are abstract and not directly observable, a structured self-administered 

questionnaire was designed to measure them. 

The questionnaire consisted of two sections. The first collected demographic information, such as gender, 

education, and monthly expenditure, to contextualize the data. The second section assessed the constructs using 

established scales adapted from previous studies, enabling empirical testing of the proposed model. 

To ensure measurement reliability and validity, all scale items were adapted from validated sources. The 

four-item scale for egoistic values was adapted from Tarkiainen and Sundqvist (2005)[81] and Yadav and Pathak 

(2016)[82]. Altruistic values were measured using items from de Groot and Steg (2008)[83] and Stern et al. 

(1999)[84]. Biospheric values were captured using five items from Shin et al. (2017)[85], focusing on 

environmental concern and harmony with nature. Collectivistic values were assessed using five items from 

Roseira et al. (2022)[86], capturing group orientation and concern for collective welfare. Financial risk was 

measured with four items from Kim et al. (2021)[87], while functional risk was assessed using five items adapted 

from Vega-Zamora et al. (2019)[88], addressing doubts about health, environmental, and natural attributes of 

organic vegetables. 

Consumer knowledge was measured using four items from Li et al. (2021)[89], covering identification and 

purchasing familiarity. Attitudes toward organic vegetables were measured using four items from Peña-García 

et al. (2020)[90] and Li et al. (2021)[89]. Purchase intention was captured using five items from Teng and Lu 
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(2016)[91], reflecting future behavioural intentions. All items were rated on a five-point Likert scale (1 = 

strongly disagree to 5 = strongly agree) to standardize responses for statistical analysis. 

3.2. Sample and data collection 

A pilot test involving 30 participants was conducted to refine the questionnaire. All 40 items demonstrated 

acceptable factor loadings (above 0.7), confirming their suitability for full-scale data collection. The final 

survey was distributed via Wenjuanxing (https://www.wjx.cn), a widely used Chinese online survey platform, 

targeting individuals aged 18 and above. A total of 677 responses were received, of which 650 were retained 

after filtering for completeness, logical consistency, and minimum response time (≥ 1 second per item). 

Table 1 presents the demographic profile of the final sample. Gender was evenly distributed (50% male, 

50% female). The largest age groups were 36–45 (24.46%) and 26–35 (24.31%), followed by 46–55 (21.38%) 

and 18–25 (19.08%). Smaller proportions were found among those aged 56–65 (5.08%) and over 65 (5.69%). 

Monthly income levels varied: 28% earned under 3,000 CNY, 25.69% between 3,000–5,000 CNY, and 24% 

between 5,001–8,000 CNY. Only 1.54% reported earning over 20,000 CNY. 

Regarding education, 42.15% held diplomas, 32.31% bachelor's degrees, and 19.54% completed high 

school. Those with master’s and doctoral degrees accounted for 4.62% and 1.38%, respectively. In terms of 

marital status, 57.23% were married and 42.77% single. The most common occupations were self-employed 

(26.92%), professionals (22.92%), and students (19.08%). Other groups included managers (8.46%), 

administrative staff (8.31%), and sales personnel (8.31%), with retirees and others making up 2.92% and 3.08%. 

3.3. Data analysis 

Partial Least Squares Structural Equation Modelling (PLS-SEM) was selected as the main analytical 

method due to several key advantages. First, it is ideal for analysing complex models involving multiple latent 

constructs, such as values, risk perceptions, knowledge, attitude, and purchase intention, which are central to 

this study. Second, PLS-SEM performs well with moderate sample sizes (n = 650) and does not require 

normally distributed data, making it appropriate for self-reported survey data. Third, it supports exploratory 

research by enabling predictive and flexible modelling of consumer behaviour. These strengths affirm the 

suitability of PLS-SEM for analysing the proposed research framework. 

Table1. Demographic information of the sample of respondents 

Characteristic Categories Frequency(n=650) Respondents (%) 

Gender 
Male 325 50.00 % 

Female 325 50.00 % 

Age 

18-25 124 19.08% 

26-35 158 24.31% 

36-45 159 24.46% 

46-55 139 21.38% 

56-65 33 5.08% 

>65 37 5.69% 

Income per month (CNY) <3000 182 28.00% 

 3000-5000 167 25.69% 

 5001-8000 156 24.00% 

 8001-10,000 93 14.31% 

 10,001-15,000 28 4.31% 
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Characteristic Categories Frequency(n=650) Respondents (%) 

 15,001-20,000 14 2.15% 

 >20,000 10 1.54% 

Education Level 

High School 127 19.54% 

Diploma 274 42.15% 

Bachelor's Degree 210 32.31% 

Master's Degree 30 4.62% 

Doctorate 9 1.38% 

Marital Status 
Married 372 57.23% 

Single 277 42.77% 

Occupation 

Student 124 19.08% 

Self-employed 175 26.92% 

Professionals 149 22.92% 

Sales personnel 54 8.31% 

Administrative staff 54 8.31% 

Management staff 55 8.46% 

Retired 19 2.92% 

Others 20 3.08% 

Table 1. (Continued) 

4. Results 

4.1. Measurement model 

This study employed a reflective measurement model assessment in accordance with the procedures 

outlined by Hair et al.[92]. To evaluate the model's adequacy, several criteria were used, including reliability, 

convergent validity, and discriminant validity. Composite reliability, which assesses the consistency of 

indicator loadings, served as a primary metric[92]. Discriminant validity was determined using the Heterotrait-

Monotrait Ratio of Correlations (HTMT) approach[93]. 

As illustrated in Table 2, the reliability and convergent validity of the measurement model were examined 

through factor loadings, composite reliability (CR), and average variance extracted (AVE). All factor loadings 

exceeded the recommended threshold of 0.70, with the majority falling between 0.80 and above 0.90, 

suggesting strong reliability of individual indicators. The composite reliability scores for all constructs were 

well above the 0.70 standard, ranging from 0.915 (FNR) to 0.937 (AV), indicating excellent internal 

consistency. Additionally, every AVE value was greater than the 0.50 minimum, affirming adequate 

convergent validity. Overall, these findings confirm that the measurement model possesses strong reliability 

and convergent validity, making it suitable for subsequent structural model analysis. 

Table 2. Confirmatory factor analysis 

Item Factor loadings Composite Reliabilities Average Variance Extracted 

ATT1 0.868 

0.923 0.749 ATT2 0.886 

ATT3 0.849 
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Item Factor loadings Composite Reliabilities Average Variance Extracted 

ATT4 0.857 

AV1 0.901 

0.937 0.789 
AV2 0.876 

AV3 0.864 

AV4 0.912 

BV1 0.877 

0.931 0.731 

BV2 0.860 

BV3 0.852 

BV4 0.815 

BV5 0.870 

CK1 0.863 

0.924 0.752 
CK2 0.859 

CK3 0.882 

CK4 0.863 

CV1 0.819 

0.921 0.699 

CV2 0.867 

CV3 0.816 

CV4 0.806 

CV5 0.871 

EV1 0.886 

0.923 0.750 
EV2 0.830 

EV3 0.897 

EV4 0.848 

FCR1 0.875 

0.931 0.728 

FCR2 0.853 

FCR3 0.857 

FCR4 0.826 

FCR5 0.856 

FNR1 0.872 

0.915 0.728 
FNR2 0.821 

FNR3 0.869 

FNR4 0.850 

PI1 0.866 

0.936 0.746 

PI2 0.855 

PI3 0.842 

PI4 0.906 

PI5 0.849 

Table 2. (Continued) 
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Henseler et al. proposed the heterotrait–monotrait (HTMT) ratio as a more reliable approach for 

identifying potential issues with discriminant validity, highlighting its superior balance between sensitivity and 

specificity compared to the Fornell–Larcker criterion[94]. In this study, the HTMT ratio was utilized to evaluate 

discriminant validity. As presented in Table 3, all HTMT values were below the recommended threshold of 

0.85, indicating that the constructs achieved satisfactory discriminant validity[98]. 

Table 3. HTMT result. 

 ATT AV BV CK CV EV FCR FNR PI 
CK x 

ATT 

AV 0.821          

BV 0.780 0.751         

CK 0.799 0.750 0.785        

CV 0.763 0.801 0.732 0.803       

EV 0.782 0.765 0.767 0.726 0.760      

FCR 0.744 0.760 0.783 0.801 0.777 0.827     

FNR 0.827 0.794 0.801 0.746 0.827 0.737 0.829    

PI 0.767 0.810 0.725 0.746 0.761 0.735 0.724 0.839   

CK x 

ATT 
0.784 0.752 0.840 0.721 0.705 0.836 0.838 0.824 0.819  

4.2. Structural model 

Following the evaluation of the measurement model, the structural model was assessed using the 

Structural Equation Modelling (SEM) approach. The model’s explanatory capability was examined through 

the coefficient of determination (R²), as detailed in Table 4. In line with the classification by Hair et al. [95], R² 

values of 0.25, 0.50, and 0.75 represent weak, moderate, and substantial levels of explanatory power, 

respectively. Table 4 showed that the model accounts for 68.5% of the variance in purchase intention and 77.7% 

of the variance in attitude toward organic vegetables. These outcomes indicate that the model possesses strong 

explanatory strength and robust predictive accuracy for both constructs. 

Table 4. The coefficient of determinants. 

 R-square 

ATT 0.777 

PI 0.685 

The study tested its hypotheses through a bootstrapping approach using 5,000 resamples at a 95% 

confidence level. As noted by Hair et al.[96], a structural path is deemed statistically significant when the p-

value is below 0.05 and the bias-corrected confidence interval does not contain zero. This criterion ensures 

that the observed relationships between constructs are statistically meaningful and unlikely to result from 

random variation. As summarized in Table 5 (direct effects) and Table 6 (mediating effects), all proposed 

hypotheses were supported, indicating strong empirical associations among the examined variables. 

Table 5 outlines the results of the direct path analysis within the structural model. Each path coefficient 

was statistically significant, supported by p-values under 0.05 and confidence intervals that excluded zero. 

Notably, attitude toward organic vegetables had a significant and positive influence on purchase intention (β 

= 0.258, t = 6.420, p < 0.001), underscoring the pivotal role of attitude in shaping consumers’ behavioural 

intentions. 
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In addition, several value orientations were found to significantly enhance attitudes. Altruistic value (β = 

0.193, t = 4.519, p < 0.001), biospheric value (β = 0.203, t = 4.730, p < 0.001), collectivistic value (β = 0.130, 

t = 3.401, p = 0.001), and egoistic value (β = 0.201, t = 5.031, p < 0.001) all showed positive and significant 

effects on attitude, highlighting the importance of personal and social values in fostering favourable 

evaluations of organic vegetables. 

Risk perceptions were also shown to significantly impact attitudes. Functional risk (β = 0.157, t = 3.664, 

p < 0.001) and financial risk (β = 0.092, t = 2.548, p = 0.011) emerged as significant predictors. Furthermore, 

consumer knowledge had a direct and positive influence on purchase intention (β = 0.261, t = 7.071, p < 0.001), 

emphasizing the role of information and awareness in encouraging sustainable consumption decisions. 

Overall, these results validate the hypothesized direct relationships among the study’s key constructs and 

provide robust support for the proposed conceptual model. 

Table 5. Results of direct path analysis 

Path 
β (Path 

coefficients) 
T-statistics P-values LLCI ULCI Result 

ATT -> PI 0.258 6.42 <0.001 0.179 0.336 Supported 

AV -> ATT 0.193 4.519 <0.001 0.107 0.276 Supported 

BV -> ATT 0.203 4.73 <0.001 0.116 0.288 Supported 

CK -> PI 0.261 7.071 <0.001 0.186 0.332 Supported 

CV -> ATT 0.13 3.401 0.001 0.055 0.204 Supported 

EV -> ATT 0.201 5.031 <0.001 0.12 0.279 Supported 

FCR -> ATT 0.157 3.664 <0.001 0.075 0.24 Supported 

FNR -> ATT 0.092 2.548 0.011 0.022 0.164 Supported 

Note: AV = Altruistic Value; BV = Biospheric Value; CV = Collectivistic Value; EV = Egoistic Value; FCR = Financial Risk; FNR = 

Functional Risk; CK = Consumer Knowledge; ATT = Attitude; PI = Purchase Intention; β = Standardised path coefficient; LLCI = 

Lower-Level Confidence Interval; ULCI = Upper-Level Confidence Interval. 

As presented in Table 6, the mediation analysis reveals that attitude plays a significant mediating role in 

the relationships between each of the independent variables and purchase intention toward organic vegetables. 

All indirect paths were statistically significant, as evidenced by p-values below 0.05 and confidence intervals 

that excluded zero, thereby confirming the presence of mediation effects. These results underscore the central 

function of attitude as a psychological conduit through which consumer values and perceived risks exert their 

influence on purchase intentions.    

Table 6. Mediating effects test results. 

Path 
β (Path 

Coefficient) 

T 

statistics 
P values LLCI ULCI Result 

AV -> ATT -> PI 0.05 3.622 <0.001 0.025 0.08 Supported 

BV -> ATT -> PI 0.053 3.811 <0.001 0.028 0.082 Supported 

CV -> ATT -> PI 0.034 3.064 0.002 0.013 0.056 Supported 

EV -> ATT -> PI 0.052 3.826 <0.001 0.027 0.081 Supported 

FCR -> ATT -> PI 0.041 3.256 0.001 0.018 0.067 Supported 

FNR -> ATT -> PI 0.024 2.285 0.022 0.005 0.046 Supported 

Note: AV = Altruistic Value, BV = Biospheric Value, CV = Collectivistic Value, EV = Egoistic Value, FCR = Financial Risk, FNR = 

Functional Risk, ATT = Attitude, PI = Purchase Intention; β = Standardised path coefficient; LLCI = Lower-Level Confidence Interval; 

ULCI = Upper-Level Confidence Interval. 
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The moderating role of consumer knowledge in the relationship between attitude and purchase intention 

was examined through an interaction term (CK × ATT). As illustrated in Table 7, the interaction effect was 

statistically significant (β = -0.312, t = 12.294, p < 0.001, LLCI = -0.361, ULCI = -0.262). Nonetheless, the 

negative coefficient suggests that consumer knowledge diminishes the strength of the relationship between 

attitude and purchase intention, rather than enhancing it. As a result, the proposed moderating hypothesis is 

not supported, given that the observed direction of moderation contradicts the expected positive effect. 

Table 7. Moderating effects test results. 

Path 
β (Path 

Coefficient) 
T statistics P values LLCI ULCI Result 

CK x ATT -> PI -0.312 12.294 <0.001 -0.361 -0.262 Not Supported 

Note: CK = Consumer Knowledge, ATT = Attitude, PI = Purchase Intention; β = Standardised path coefficient; LLCI = Lower-Level 

Confidence Interval; ULCI = Upper-Level Confidence Interval. 

5. Discussion 

This study provides empirical validation of a structural model examining the psychological mechanisms 

influencing Chinese consumers’ intentions to purchase organic vegetables. In line with the Theory of Planned 

Behaviour (TPB)[97], the findings confirm that attitude plays a central role in shaping purchase intention. 

Respondents with favourable evaluations of organic vegetables are significantly more likely to intend to 

purchase them. Moreover, value orientations including altruistic, biospheric, collectivistic, and egoistic values, 

along with perceived risks, both functional and financial, exerted strong and statistically significant effects on 

attitude formation. These results highlight the interplay between intrinsic motivations and risk considerations 

in forming pro-environmental consumer attitudes[98]. 

Beyond attitude, consumer knowledge also emerged as a significant direct predictor of purchase intention, 

reinforcing the importance of informed awareness in encouraging sustainable consumption[99]. The mediation 

analysis further confirmed that attitude acts as a key psychological mechanism through which values and 

perceived risks influence behavioural intention. This lends support to the theoretical coherence of the model 

and underscores the integrative value of TPB in explaining sustainable food choices. 

However, a particularly noteworthy and unexpected outcome lies in the negative moderating effect of 

consumer knowledge on the attitude–intention relationship. Although the interaction was statistically 

significant (β = –0.312), its direction contradicts initial expectations. Rather than strengthening the influence 

of attitude, higher levels of knowledge appear to weaken its effect. This counterintuitive finding suggests that 

more informed consumers may be more discerning, cautious, or even sceptical, particularly in contexts where 

institutional trust is fragile or product claims are ambiguous. It introduces a compelling conceptual nuance 

referred to in this study as the “knowledge–trust paradox,” and warrants further theoretical and empirical 

investigation in future research[100]. 

Taken together, these findings not only extend the explanatory scope of TPB by integrating nuanced 

attitudinal drivers but also provide critical insights into how cognitive mechanisms and contextual uncertainties 

interact in emerging consumer markets. These findings have important implications for certification policies, 

regulatory frameworks, and market communication strategies, which are discussed in detail below. 

5.1. Implications for policy and practice 

The emergence of the “knowledge–trust paradox” in this study underscores the pressing need for more 

effective policy and institutional responses in China’s organic food sector. While consumer knowledge is 

generally assumed to enhance purchase intention, the observed negative moderating effect indicates that more 
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informed consumers may become increasingly critical, especially in situations where organic certification 

systems are perceived as inconsistent, lacking transparency, or lacking institutional credibility. 

By contrast, several developed countries have established robust regulatory infrastructures that enhance 

consumer confidence in organic products. For example, the United States’ National Organic Program (NOP) 

implemented the Strengthening Organic Enforcement (SOE) rule in 2023, which introduced stricter 

traceability requirements and strengthened oversight across the supply chain. In the European Union, 

Regulation 2018/848 ensures uniform standards, consistent labeling, and mandatory certification for all 

organic products across member states. Similarly, Australia has proposed new legislation to address organic 

greenwashing and elevate certification integrity. 

China, however, continues to face consumer scepticism due to fragmented certification systems, 

inconsistent enforcement, and a lack of centralised traceability mechanisms. These challenges are especially 

salient for knowledgeable consumers, who actively seek verifiable information yet often encounter ambiguity 

or inconsistent certification standards. Therefore, implementing a national-level, government-endorsed 

certification system with legal enforceability and real-time digital traceability is imperative. Malaysia’s 

“myOrganic” scheme offers a useful precedent, demonstrating how a clear and credible label can enhance 

knowledge, trust, and perceived quality, thereby strengthening consumer purchase intention. 

Moreover, comparative research has shown that consumers in developed markets often trust domestic 

certification schemes, whereas Chinese consumers tend to place greater confidence in imported or foreign-

affiliated certifications. This reflects a broader trust deficit in local regulatory institutions and highlights the 

need for institutional branding, third-party audits, and transparent public communication. Aligning national 

standards with internationally recognised frameworks, such as the Asia Regional Organic Standard (AROS), 

could further improve global credibility and domestic trust. 

In summary, bridging the gap between consumer knowledge and purchase intention requires not only 

education but also systemic change. Certification bodies, policymakers, and marketers must collaborate to 

improve traceability, ensure credibility, and convey value through consistent, evidence-based communication. 

Only by addressing both informational and institutional dimensions can the organic sector in China fully realise 

its potential for sustainable market growth. 

6. Conclusion 

This research offers a comprehensive examination of the psychological mechanisms influencing Chinese 

consumers’ intentions to purchase organic vegetables. With the model explaining 68.5% of variance in 

purchase intention and 77.7% in attitude, it demonstrates substantial explanatory power and robustness. The 

study confirms the central roles of attitude, values, risk perceptions, and consumer knowledge, while extending 

TPB to reveal how knowledge can both facilitate and attenuate attitudinal influence. 

Despite its contributions, the study has limitations. Its cross-sectional design limits causal interpretation, 

and reliance on self-reported data may introduce social desirability bias. Moreover, the findings are 

geographically and culturally specific to China. 

Future research might address these limitations through longitudinal or experimental designs to further 

probe the knowledge–trust paradox. Investigations into institutional trust (e.g., in government or certification 

bodies) as a potential moderator or mediator could deepen theoretical understanding. Additionally, cross-

cultural replication in other emerging markets would help assess the generalisability of the observed 

psychological mechanisms. 
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Overall, this study not only advances the literature on sustainable consumption but also provides 

actionable guidance for policymakers and practitioners aiming to enhance stronger consumer engagement with 

organic food products in emerging economies [101-102]. 

7. Implications 

7.1. Theoretical implications  

This study advances the theoretical understanding of sustainable consumer behaviour by integrating value 

orientations, perceived risks, consumer knowledge, and attitude into a unified structural model predicting 

purchase intention toward organic vegetables[103]. Several important theoretical insights emerge from the 

findings. 

To begin with, the inclusion of four distinct value dimensions, namely altruistic, biospheric, collectivistic, 

and egoistic, demonstrates that both self-transcendent and self-enhancement values significantly influence pro-

environmental attitudes. This extends prior research (e.g., de Groot & Steg, 2008)[83] by confirming that 

consumer attitudes toward organic vegetables are shaped not only by concern for others and the environment 

but also by self-interest and social belonging. 

Moreover, the study contributes to the literature on perceived risk by showing that both functional and 

financial risks significantly undermine consumer attitudes. These findings underscore that even in 

sustainability-focused markets, concerns over product performance and cost remain salient, influencing 

consumer evaluations and willingness to engage in pro-environmental purchasing. 

Another noteworthy contribution lies in the study’s geographic focus. By examining urban Chinese 

consumers, this research addresses an underexplored context in the existing literature, which has 

predominantly centred on developed markets[104]. It offers novel insights into a rapidly growing consumer 

segment within emerging economies. 

In addition, this research narrows its analytical lens to organic vegetables, rather than treating organic 

food as a homogenous category. This product-specific focus allows for a more nuanced understanding of 

consumer psychology and purchasing behaviour, offering targeted implications for both theory and practice in 

sustainable food marketing. 

7.2. Managerial implications 

The findings yield several actionable implications for practitioners seeking to promote organic vegetable 

consumption in China and other emerging markets. 

One key implication is the significant role of consumer values in shaping attitudes[67]. Marketing strategies 

should be designed to appeal to both self-transcendent (e.g., environmental and social concerns) and self-

enhancing (e.g., health and status-related) motivations. Tailored messaging that speaks to these value 

orientations is likely to foster more positive consumer responses. 

A further implication relates to perceived risks. As both functional and financial risks negatively influence 

attitudes, marketers must address consumer concerns regarding product quality and affordability[65]. 

Transparent communication about nutritional benefits, production standards, and safety, coupled with 

competitive pricing, can help alleviate doubts. The use of certification labels, sourcing transparency, or 

satisfaction guarantees may further strengthen trust. 

An additional insight arises from the moderating role of consumer knowledge. Contrary to expectations, 

the study finds that greater knowledge may attenuate the influence of attitude on purchase intention. This 

suggests that informed consumers are more critical of marketing claims and require clear, evidence-based 
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communication[105]. Overly idealized or vague messages may trigger scepticism, especially among more 

discerning audiences. 

Together, these implications highlight the need for a balanced strategy that integrates emotional appeal, 

credible information, and risk mitigation to enhance consumer acceptance of organic vegetables. 

Furthermore, insights from prior studies in other emerging economies reinforce the importance of 

enhancing consumers’ product knowledge to drive purchase intention. For instance, Nautiyal, S., & Lal, C. [106] 

demonstrated that product knowledge acts as a critical facilitator in shaping organic purchase intention in 

emerging markets like India. This suggests that educational campaigns, in-store information, and digital 

content that highlight the unique attributes of organic vegetables, such as safety, health benefits, and production 

transparency, can significantly influence consumer confidence and decision-making. Such efforts should be 

designed with cultural and contextual sensitivities to avoid information overload or scepticism among more 

knowledgeable consumer segments. 

In addition, while the present study focuses on consumer perspectives, prior research has highlighted the 

economic sustainability of organic farming from the producer’s viewpoint. Garg et al.[107] argued that organic 

farming can be economically viable when supported by institutional mechanisms and consumer awareness. 

Managers and policymakers should consider supporting initiatives that link producer and consumer interests, 

such as fair pricing, farmer cooperatives, and government subsidies. These structural interventions not only 

improve supply chain stability but may also strengthen public trust in organic certification systems and market 

integrity. 

8. Limitations and further research 

While the study provides valuable contributions, several limitations should be acknowledged. 

To start, the use of an online, self-administered survey distributed via social media may have introduced 

self-selection bias and limited representativeness. Future research could benefit from more robust sampling 

techniques, such as stratified or multi-stage sampling, and by including offline data collection to reach 

underrepresented populations[108]. 

Additionally, the cross-sectional nature of the study limits causal interpretation. Longitudinal or 

experimental research designs could offer deeper insight into how attitudes and intentions evolve over time or 

in response to targeted interventions. 

Another limitation lies in the study’s exclusive focus on organic vegetables, which, while enhancing 

specificity, limits generalisability across other organic product categories. While this enhances the specificity 

of findings, it restricts generalizability to other organic product categories. Comparative research across 

different food types could test whether the observed relationships hold more broadly. 

Another area for further inquiry concerns the unexpected negative moderating effect of consumer 

knowledge [105]. Future research should investigate additional moderating variables, including consumer 

scepticism, perceived greenwashing, and brand trust, and consider qualitative approaches to gain deeper insight 

into how knowledgeable consumers interpret marketing messages. 

Lastly, the study focuses solely on the Chinese market. Given the substantial regional differences within 

China in terms of economic conditions, cultural values, and environmental awareness, comparative studies 

across different regions or between urban and rural areas could offer more comprehensive insights into 

consumer behaviour. Comparative studies across diverse product categories and cultural settings will be 
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essential in establishing the generalisability of the observed psychological mechanisms and refining strategies 

for sustainable consumption. 
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