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THE EVALUATION OF ORGANIC FOOD PURCHASE
INTENTION IN TERMS OF CONSUMPTION VALUE THEORY
AND INVOLVEMENT: AN EMPIRICAL STUDY IN TURKEY

ABSTRACT

Throughout the past years, worldwide interest in organic food has increased, as well
as in Turkey. Several studies were done to understand what affects the organic food
purchase intention. This study isr@oin Turkey to understand what affects the organic
food purchase intention in terms of consumption values theory (functional value,
emotional value, social value) with the mediation of involvement. The questionnaire
was distributed and the responses @ B&spondents were analysed. The findings of
this study showed that there is a positive direct significant relationship between
functional value (quality + price), and emotional value with the organic food purchase
intention, there is a negative directatgnship between social value and organic food
purchase intention. Involvement fully mediates the relationship between functional
valueprice and purchase intention, whereas it partially mediates the relationship
between emotional value and purchase inteno n . l nvol vement does
relationship between social value and functional vaguaity with the purchase
intention. Last thing, involvement positively affects the organic food purchase
intention.

Keywords: organic food, Turkey, consumptioalwe theory, involvement, purchase
intention
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ORGANI K GI DA SATIN ALMA NIYETININ T! KETI
VEKLGKNRBEKEKSI NDAN DEJERLENDI RILMESI: T!R
GERCEKLEKTI RILEN AMPRIK BIR ¢CALI KM

OZET

Gec¢ctigimiz yillarda, tum dinyada ol dugu
artmistir. Organi k grda satin alma niye
calismagbpt I mi stir. Bu c¢al i1 smada, il ginlii
duygusal deger, sosyal deger) cercevesi
niyetinin hangi faktorl er tarafi ndan e
anl asi I maywaig¢gal 1ICalllimma dahilinde 386 kat
dol durul masi istenmis ve cevaplar anal iz
girda satin alma niyetiyle fonksiyonel de:q
pozitif udéamdendogrl 1+ bir iliski oldugunu,
al ma niyeti arasinda negatif dodgrudan ir
d e gfeiry at il e satin alma niyet. arasindal
duyguseal ideg sati1 n al ma niyet. arasi ndak:
i1 ginlik, satin alma niy&alyte saoasgahddk
araci |l 1k et memeigililkean ganiSkongilodarsa&t 1 n al m
yonde etkemektedir.

Anahtar Kelimeler. or gani k géda, Tg¢rkiye, téegketim d

alma niyeti
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1. INTRODUCTION

1.10rganic Food Market Condition

Organic agriculture is one of the markets that will lead to sustainable goals according
to Food and Agriculture Organization (FAO) of the United natigas.org,2020.
Applications of the organic farming will contribute tioe food systenmsustainability
(Godfray et al., 201:@817). Due to these research results, the European Union started
applying all what is needed to reach more organic areas, which in turn impacted
consumergoo by letting them seek for more sustainafled consumptior{Reisch,

Eberle, & Lorek, 20133). Organic food is known by manyepple across the
developed countriggnoreover, organic markés growing over the years. Back in

2013 the organic market share did not exceed 10% in most coutsgsemann

Witzel & Zielke, 2017212). Later in 2018ye can see that in most countrikat have

large organic market, threrganicmarket share is increasing with a minimofi.2%

market share in certain countrissch as inCzech Republicreaching up to 38.5%
market sharén other countries such @asLiechtensteif Wi | | er , Schl atter
Kemper, & Lernoud, 202@2).

In recent years, marketeare focusing on the trend of healthy foetijchis why the

sector of organic foot having more attention nowaday3rganic food is defined as

the food that is processed without including any synthetic fertilizers or pesticides, and
as the foodhat organic methods should be used while growirgaimand for organic
goods is increasing since 1990’ s, accord
market has doubldigit growth through the past yegesrs.usda.gqgwn.d). In anothe

words, according t®esearch Institute of Organic AgricultdreiBL” it has increased

up to 533 percent since 1999 till 200Willer & Lernoud, 201939).

The consumers nowadays care about their
for safe, healthy, and clean food whitley believe that it ithe organic foodnstead

of the conventional fooNguyen, Nguyen, Nguyen, Lobo, & Vu, 2020 Seeking a
sustainable diet is one of the reasons that people are consuming naorie éogd
(Bauwdry, Alles, et al., 20L17Baudry, Péneau, et al., 2Q13econda et al., 2017
Strassner et al., 2015Another reasofor the increased consumption of organic food

is thatpeopleare also seeking a better sustainable food provisioning syMennk,


http://www.fao.org/3/X0075e/X0075e.htm
https://www.usda.gov/topics/organic

BechLarsen, Grunert, & Tsaj 2017407; Vittersg & Tangeland, 20197).
Moreover, ntention toward purchasing organic food has increasedaltige food

toxics that appeared in several reports throughout the past(peangs, Vergunst, &

Topp, 2009) Theorganic market started to expand because consumers started caring
about the food safetyndthe effect of pesticides and organisms that are genetically
modified on their healttHughner, McDonagh, Prothero, Shultz, & Stanton, 2807
Organic farming’ s main target is to have foo
chemical substances during the farming process is associated with cancer in different
body parts such as the brain, colon, stomach, pancreas, central nervous system, and
kidneys(Reuben, 2010)n the previous literature it is mentioned that the conventional
farming affects negatively the farmers, their spouses and children who live around the
farms. Some of the diseases that were reported in children living in areas near the
conventional farmwhere pesticides are used leukaemia Organic farming will

protect the climate, will give the chance for diversifying the species, protect the water,
as well as it will protect farmers and their famil{@¢-Janabi, 2018)

Policymakersare willingto expand the organic market as it will increase themd r vy’ s
sustainability in terms of more sustainable diet and food system. Unfortunately, the
price is being darrier to increase the organic food consumptimganic food price

has a contradictory issue, the reason is that consumers demand for lowhuices

the same time if they found that organic foo
think that it is not made according to the standértisghner et al., 2007Although
prices i mpact the consumer | thededisooréliesonon t o pur ¢
many aspects like the willingness to ppsice sensitivitythe economythe conscious

degree of the consumeaand the valuéor the price(Aertsens, Verbeke, Mondelaers,

& van Huylenbroeck, 2002145. If the priceforms a constrain to people with low
budget, these people will not be included in the group of pedpbewill increas the

food sustainability in the communityrhus, it is important to know more what factors

are hindering people from purchasing organic fdod exampleit might bethe lack

of knowledge about the organic product and underestimation of the price assigned to
it which will be addressed in the functional vajpgce. Moreover, it is important to

know if other factors such as the emotionalues or social values are affecting the
purchase intentigrwhich is what our study is focusing on.

Organic market in Turkey isn@ of the expanding markets, the National Committee

for organic agriculture was established in 2@08 hkter, in 2004, the national organic

2



law was set. In 2@lthe organi@reareachedl 07.3 million hectaresprganic farmland

71.5 million hectaresyith 2.8 million organicproducers (increased 55% since 2009)
The share of the organic agricultumel urkeyis 1.7% in 201, which is low compared

to other countries, Liechtenstein hd8.5% d organic shareSamoa has 34.5%,
Austria has 24%, Sao Tomend Principle 22%, and Estonia 21% (Willer et al.,
202Q043). The organic agriculture industry is congiee in the starting phase but is
increasing because it is considered as an important exporting country for the EU
(Rehber & Turhan, 20Q0Zolat & Sayan, 200453). Due to the demand of the EU
countries through the past 10 years, the organic industry has increased rapidly
(Oraman, 2014.032.

The organic food net income ratio is 65% from the ganerarkets, and 35% from
markets specialized with organic food. More promotions, education about the
importance of organic food would increase the purchase of organic food in Turkey
(Olhan & Ataseven, 201202). Hence this study will contribute more to the factors
affecting the purcase intention and help marketers to expand this industry by setting

new marketing strategies that targets organic food in Turkey.
1.2 Aim and Objectives:

T h e ¢ o nlxbameis & pocess that includes three factors which are mental,
physical] and emotionafactors t hat af fects the coemsumer
intention of a certain product or servi@i€otler & Armstrong, 189). Consumers

purchase organic food because they a have a certain knowledge, believes, and attitudes
(Schifferstein & Oude Ophuis, 19920). This researchaims to study the consumer
purchase intentiortoward organic foodby predicing what are thefactors that

influence purchase intentiosiccording to the consumption value theory, and how
involvemen plays a role as a mediator between consumption value theory and
purchase intention of organic faolhvolvement influences purchase intention, this

was seen when the consumer is |l ooking for
evaluation(Richins & Bloch, 1986)If the involvement leds to association of the

product with the values, need, or benefits, then the consumption values would affect

the level of involvementHence,it is important to explore more about consiion

values anchow organic food involvementediates the relationship amadfects the

purchase intention towaktganic food. The objectives of this study are to



1- Test the consumption value theory and how it affects the pwaftastionsof

Turkish consumers.

2- Understand the involvement factordaimow it mediates the relationship between
the threeconsumption valuegunctional, emotional, and sociahd the purchase
intention.

3- Provide new strategies that help in the expansion of the organic food market for
both business and government orgatmzes in Turkey.

4- Provide beneficial values for business managers, policy makers, market
researchers, and consumers as they will understand how consumption values and

involvement affects organic food market expansion.

This study will deliver a message tceetpolicy makers about the importance of the
organic food in the market and give them a reason to support this market. By
understanding the consumer’s consumption val
they will be able to address strategies that assigjrtheth of the organic sector.
Consumers will be satisfied, because knowing their requirements, understanding their
attitude,looking onwhat increases their intention to purchasganic food, allows
retailersto develop an effective marketingrogram that will impact consumers
positively.

Another reason that thistudy will add a value on the academic levslthat no
previoussimilar studieswhere done irmurkeythat shows the effect of consumption
values with mediating the involvement fact@n thepurchasentention of organic

food.



2. LITERATURE REVIEW

This section willdefine organicfood including the organic food definition, organic
products categories, the organic label effect on consumers beli€kes. an
explanation aboutthe world organic market to understand better the organic
agriculture worldwide and how it developed across the countmresigh the past
years. Movingafter thato the organic marken Turkeyto know more why this study

is focusing orthis certain countryvith this certain topicCritical aspectof organic

food consumptiorare mentioned as well in order to clarify tfmesconceptionsand

false claims among peopl&fter that the theory of consumption valigeexplained in
detail with all its five values and how they affect the food purchase intention. Followed
by the purchase intention, its definitidagtors affecting itand different theories done

on purchase intentionLast thing will be an explanation about thenediator
involvement its definition, the involvement antecedents and consequences, factors

affecting involvement, and the relation between organic food amiviement
2.1Defining Organic Food

According to United StateBepartment of Agriculture (USDA), organic food is
defined as the food that pass through a production process without including pesticides
that are made from artificial ingredientsewagesludge ionizing radiation, or
bioengineeringAlso, in order to consider animal products as organic prodsats)

as eggs, meat, milk, dairy products, and pouilrgse animals should not be given any
growth hormones or antibiotick another words, irder to consider the livestock is

an organic livestock, it should be grown and fed only organic f@man,
20141031).

According to the mganic food legislation, the food that has more than one ingredient
should have 95% of them organic, whereas the rest 5% of the ingredients can be from
the list approved by the European Union. Genetically modifiegnisms (GMO)
should not be included the process of organic food. In addition to that it is permitted

to add hydrogenated fats, rorganic sweetenerartificial additives such as colorants
andflavors(Oraman, 2014.0311032.



Organicfarming is managely certified system that ensures controlling and tracing
the required techniqud@he techniques usedealike soil conservation, the method of
the rotation of crops, and the appliance of natural, biologicatsyothnetic techniques

The main objective of the organic food is to produce environment friendly food by
avoiding the use of synthetfertilizers, herbicides, and pesticides. Organic farmers
should raise the animals while feeding them organic food and give take them to
outdoors as wellOraman, 20141032. The organic farming will increase the fertility

of the soil, this is because in the organic farming the organic material is added to the
soil (Langmeier et al., 2002V&der et al., 2002)Organic farmingwill enhance the
ecosystem servicgbese services are divided into 4 categories whrehprovison
(e.g.providing food and water), regulation.deregulate the weather and diseases),
support €.g.nutrient cycle and producing2l) and cultural (g. spiritual advantages).
Besidesorganic farmingaffects positively several things such as the landscape, and
the biodiversity(Letourneau & Bothwell, 200830; Norton et al., 208:224). It is
consideredhat these positive impacts of organic farming are not always observed in
all areaqRigby & Céaceres, 20026; Letourneau & Bothwell, 200834).

Traditional Farming differ from the organfarming, traditional tools and natural
sources are used based amiers beliefs and traditions, all used inputs in this method
are not bought from the outside. Conventional Farming method uses inputs from the
outside, such as chemical fertilizers, pesticides, genetically modified organisms,
intensive irrigation and othenethods that lead to huge production, where the goal is
profit maximization(Mukherjee, 2012).

Farmes are not allowed ttabel their producs as an organic produ@xceptafter
getting alabellingapprova) which is given after thapgdication ofthe listed rules and
regulationsthat are set bythe USDA. After the USDA checks if the farmer is
complying with the USDA organic standardisdecides whether to give the right to
thefarmer to put the labar not(nal.usda.goy2®0).

Organicfood industryincludesseveral categoriethe category ofresh fruits and
vegetableshoweda larger amount of sales among other categories through the past
threedecadedn 2012 organic food sales for different categories was as follows; fruits
and vegetables was #8rcentdairy productsvas 15 percenbeverageand packaged

food each one was 11 percdmigads and graingas 9 percensnack food$ percent

meat fish poultrycategory was 3 percenand condiments was 3 percent too

(ers.usda.gawn.d). Organic farmingenhanceghe quality of the soil bynaking it

6
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more stable due to the increased organic matter in it and makes it more nutritious
(Underwood, McCullumGomez, Harmon, & Roberts, 202405).

Organic food doesn’t mean | ow calorie, ol
organicfood is healthiethanconventional food in terms of calories thiat they are
morenatural but in fact organic food is not lower in calories than conventional food
Organic | abel affects the consumer’'s ev
consumer’ s evaluated organic food that i1
more nutritious because it is lower in fat dibeérs(Lee, Shimizu, Kniffin, & Wansink,

201333). A study was done and asked particiorg
participants estimated that organic cookies are lower in caloriesctimuentional

cookies, and that they assumed that they can eat more of the organic cookies because

of its low calorie conteniBesson, Lait, Bochard, Flaudias, & Zerhouni, 20195).

Local food is one of the terms that is mistaken to be considered as organic food too.
Organic food is not natural food, because it is not necessary to follow the organic
standards while growingatural food unlike theproduction of organic fooavhere

standards aralwaysfollowed during the growth, process, and storggémad, &

Juhdj 2010109.Food i s named by some researches
by at least not adding pesticides and growth hormbimeindustry of organic products

has many different forms that adéferentiated to three philosophies (local food,

organic lite, deep organicihe table2.1 explains the difference betwetrese three
categoriegAdams & Salois, 201333).

Table 2.1 Three different philosophies about organic food

Source(Adams & Salois, 2010)

Characteristics Local food Deep organic food Organic lite food
The method used Not specified No usage of any No usage of GMO
during the insecticidesor and insecticide
production process GMO, ecofriendly

and biodynamic

Type of produce Seasonatliverse Seasonal diverse  Traditionally
products products produced products

Accreditation No standards No standards Strict standards
followed followed according to rules

and regulations



Table 2.1Three different philosophies about organic f¢Gdntinued)

Labels None None Labelledaccording
to USDA
Scale of production Few production Few production Production on a

large scale through
large retailers
Industry Not concentrated  Not concentrated  Highly concentrated
concentration
Distributing channels Direct salefrom Direct sale, from Distribution through
theproducer tdhe  the producer to the wholesaler,

consumer consumer retailers, to

consumer
Effect on the Similar to the Ecofriendly Lower pesticide
environment industrial pollution but similar
agriculture to the industrial

agriculture

There are many philosophies about organic food, some consider it as local food, some
consider it as organic lite, but theoper definition fororganic food is as defined
previously acording to the USDA, itis a product that does not include any pesticides,
GMO, or synthetic fertilizerghrough the whole process, starting from the farm during
the production procesdl the way througlthe packaging and selling at the market.

The natimal organic regulations specify the procedure that should be applied while
growing crops, or livestock. According to United States Department of Agriculture
(USDA) the standards require the following:

Crops Standards:

(1) The land should not have any forbidden materials for the past 3 years previous
to the crop harvesting.

(2) In order to manage the soil fertility, the cultivation, rotation of the produces,
and cover to the produces will be performed. In addition to that, the
crops/producessast e and ot her all owed substances
supplementation.

(3) To prevent any crops disease, pests, wild plants, it is allowed to use the

mechanical, physical, biological prevention methods. In case of these methods



did na work, the biological, botanical, or artificial material that is allowed to
be used will be used.

(4) Only organic seeds and planting stock for planting crops should be used.

(5) It is not allowed to use genetic engineering, ionizing radiation, and sewage
sludge

Livestock and Poultry Standards:

(1) Livestock for butchery should be grown with the supervision of the organic
management starting from the third trimester of pregnancy, and according to
the poultry should be maximum from th¥® 8ay they are born.

(2) Vitamin/mineral supplementation is allowed for animals, but they should be
fed 100% organic food

(3) To consider thelairy productsas organic products, theshould come from
animals that have been in the fanmder the organic management supervision
for minimum12 months.

(4) In case the animals get sick, they should be treated but their products will not
be considered as organic products. Where the sick animals should be kept out
of the grazing season and not fewer than 120 days.

(5) The animals should be allowedrtmve in the outdoors unless there is a certain
health issue that causes danger on them.

(6) Hormones or growth hormones for animals are prohibited.

Also, USDA stated the standards for labelling the organic products, where it mentions

that the organic produshould have 95% of its product that are organically certified.
However, products with a | abel t hat me n
pr oduct sdéntais H0% wfl itd product that are organically certified, and the

USDA organic seal is allowed hto be placed on these items. If the prochagless

than 70% of its ingredientas organic, tha these ingredients are only listed in the
ingredients listhat they are organibut the product is not specified as organic product
(ams.usda.go\020.

2.2World Organic Agriculture :

Switzerland 1940’ s is the place and ti me
Muller, Hans Peter Rusch, and MaBa&gker. After that the organic farming started

to reach higher demand by other countries. The European (Bidywas interested



in organic farming due to three reasons which are to protect the environment, to
develop rural areas, and to protect the ahiwelfare All of these reasonisaveled

the EU to place policies that suppdtine organic farming in the 19908loreover,
organic farming is related to producing a trusted high quality of food, and to ensure a
standard consistent quality among the maitk@policies were developethe support

of policy makers and consumers allowed the organic market to expand through the
past decade, and the organic market is expected to increase more during the coming
years(Darnhofer, Lindenthal, Barté{ratochvil, & Zollitsch, 2@9:67-68).

After world war two, in the twentieth century most of the developed and some of the
developing countries were using machinery and chemiadlch was affecting the
safety of farmers and consumers, also affecting the environment negatively. For this
reasoncountriesstartedto adapt different alternate agricultural practisash as the
organic farmingn order to create sustainable agricultu@eganic agriculture is one

of the practices that several countries started to follow, such as in USA, Japan, and
CanadgRehber & Turhan, 2002)

The organic worldwide sales reacheti®llion euros in 208, the largest industry is

in United States of America followed I@ermany andFrance The sales according to
regions, North Americ43 billion euros)has the largest sales, followed by Europe
and Asia. When it comes to organic food, UB#sthe largest oganic food market

that worth 406 billion euros, followed by Germany with Hbillion euros, France

with 9.1 euros China with 8 billion euros,and Italy with 3.5 billion euros In
Switzerlandand Denmarkhe spent per person of organic produc3i® euos, the
highest per capita consumption in the world is in SwitzerlamdDenmark followed

by Sweden, Luxembourg, and Austfldelga Willer et al., 20265).

Thetop five countries witlorganic share worldwide in 28Jas shown in Figure 2.1
belowwas the highest in Liechtenstein wBB.3% share, followed bpamoa34.30

share, Austria 24%, SaoTome and Princip@2.5%, andEstonia2l.6% share The
organic share is increasing through the years on a continuous basi&9 thd %orld
organic share was only3% (11 m ha) andas reached.® share(71.5 m ha)n

2018. Organic sharés growing on continual basis,htis increased in froyear2016

to 2017 20%and 7.6% from year 2017 to 2018. In 2018, there was an increase of 1.25
million hectares since 201(2.9 %) and this alsehows the rapid growth of organic
market(Helga Willer et al., 202@3-45).
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Countries with an organic share of at least 10%
of the agricultural land 2018

Czech Republic 12.80%
Finland e 13.00%
VaNUalll e— 13.70%
UruUay  e— 14.90%

SWitZerand — 15.40%
Latvia 15.40%

taly — 15 80%
TiIMOE-LEStE s 16.80%

SWEden ——— ]9 .90%
Estonia

21.60%
Sao Tome and Principe 22.50%
Austria 24.70%
Samoa 34.50%
Liechtenstein 38.50%

Share of total agricultural land

Figure 2.1Countries with an organic share of at least 10% of the agricultural land
2018.

SourceCountries with highest organic agriculture share accordifgetga Willer et al., 2020)

The number of countries practicing organic agriculture has reat®@dountries,
according to FiBL the organic agriculture managéd million hectaregm ha)over

the world in 208. Oceania washe region with the largest agriculture land among
other regions as the Figure2Zhows, it accounts fas0 percent(36 m ha)of the
worldwide organic agriculture land. Europe follows Oceania and as it is reported with

22 percent(15.6m ha) Latin Americall percen{8.0 m ha) Asia 9 percen{6.5 m

ha), North America 5 percer{8.3m ha) and in Africa 3 percer(2.0 m ha) Organic
producers reached increased between year 2009 and 2018 by 55 percent, there were
2.8 million producers and the most produceayntry is India followed by Uganda,

and EthiopigHelga Willer et al., 202@Q0).
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Worldwide distribution of organic agriculture land
according to regions, 2018

= Ocenia
= Europe
= Latin America 11%
) 50%
= Asia

North America

Africa

Figure 2.2 Worldwide distribution of organic agriculture land according to regions,
2018

SourceDistribution of organic farm land in 2018 accordindlttelga Willer et al., 2020)

Developing countries are known to produce organic coffee, spices, cocoa, topical

goods, and tee. That’'s why developed countr.i
are ready to purchase these products from the developing countries. In this case,
developingcountries must take the advantage as they are the ones who produce these

products and enter the organic market. However, in developing countries certifying

and producing organic food is not assuckee to theinsufficient information and

knowledgeabout tle standardsThe demand on these products has led United States

of America and the European Union to open organizations for certifying organic

products in the developing countries. Having certification body costs too much, and it

is expensive onthedevela ng countri es exporters to comp!
by the developed countrieln spite of this to overcomethese barriers, cooperation

between countries will help in developing the organic market world\{élglu,

2007.4).

Producing and consuming organiotbhas increased dramatically throughout the past

years worldwide and this is due to having more people supporting the organic farming

because they care about their health, the environment, and animal \(iikaieva,

2013193

Growing organic crops might increase the yield of some plants as shown in several

studies A research done to differentiate the yield gained from farming organstis

non-organic cropof corn and soybean. The results showed same yield from both
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organic and nowrganic crops of corn. Another finding was that the organic crops
have an increasquroduction when compared with the rorganic ones in the period

of dryness (that is caused due to lack of rain or any other re@som@ntel, Hepperly,
Hanson, Douds, & Seidel, 200%) the united states it was found that planting both
crops soybean and corn organically will lead to iasesl yield per acre than ron
organic cropgChavas, Posner, & Hedtcke, 2009; Delate et al., 2003; Delbridge,
Coulter, King, Sheaffer, & Wyse, 2011; Pimentel et al., 20880 another study
showed consistent rdssiin California, which is the beans and safflowssps that

were organically grown shwed higher yield than the conventionally gown crops
(Poudel, Horwath, Lanini, Temple, & Van Bruggen, 20@5-127). In Washington,

US, aresearch was done over 5 years to study the difference between growing organic
apples and neorganic apples, the result showed ttie yield is similar for both
(Reganold et al., 2011¢orn and soybean that were organically grown showed similar
yields to the conventionally grownagps throughout the firshreeyearswhereas after

the third year yields of organically grown ones started to increase compared to-the non
organic onegAl -Janabi, 20129).

Organic farming has spread among a wide market. Producers, retailers, and
wholesalers of organic food hagained a lot out of the organic food market, also this
market gives the job opportunities to many other pedptganic food was first sold

in small markets or bought directly from the farmer. Nowadays organic food is so
trendy, and we can find it in welinown supermarkets such as Walmart, Costco,
Kroger, and many other known markets. Also, some known supermarkets have
developed their own organic brand. Organic market is getting abundant in some
countries. In the U& studyfound that 75% of the people a#l purchasing organic

food items although there was an economic downturn at that time in(&BI@nabi,
201829).

The publicity of organic items has led the investors that are specialists at following the
up to date trendy markets to invest more in this mafketse investments are targeting

the desire of the consumers to have healthy items. This was demonstrated in 2012,

when Annie’s I ncorporation, which does
Canadahadfirst entered the market and presented its items, there was an 89% success
in its sales that is shown Wa | | Street. The increased c
organic items has led many big known companies to do a specific organic line to cover

the demand of the organic mark@ther companies developed their organic products
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by thecollaboration with organic companies such as Kellogg, Nestle, Pepsi, General
Mills, Kraft, and Dean Food@l-Janabi, 20129-30).

2.30rganic Food in Turkey

The concept of producing organic products in Turkey started back in 1984 and 1985,

mainly to support the need of the EU countrleshe early leginnings, Turkey was

producing and exporting only the traditionally exported food such as dried figs and

dried grapes. Latar n  t h ethe&xPdet @rid production of organic food started to
increasgAkgungor, Miran, & Abay, 201299-300. Nowadays, the different types of

organic food being produced is above 200 different tijgguyen et al., 2019)

According to research findings, it is shown that the organic food export from turkey to

the European countries is growing. The main exported food items are dried figs, dried

apricots dried grapes, and hazelnugsghty percent of the exported organic products

where from thesenentionedfour food items in 1998. In 2004 the export of these

prodwct decreased to 60% due to the export of other different prodA&pingor et

al., 2007:481) Dried fruits, oil seeds, nuts, spices, fruits, veggies, cereals, pulses, are

all organic food items that are produced in Turidguyen et al., 2019)

I n 1992 the “Associ atiuomr fOorrgaBcalhogooal! wasi
and the organic farming was followingws set by Turkey. Later in 1991 the

regulationdor producing plants and in 1999 the regulasiéor produéng animals was

set according to Council Regulation No 2029/91 of the EUvas essential to

i mpl ement the national |l egislation in 1990
organic farming procedure starting from the farm procedures and ending in thé marke
procedures. Currently “Organi cReguptioncul tur e L
on Principl es asappliddmnpriatehmétm the EU regulations

(Basar an, Ko ny ali), Figdéie 2@ rbalawashows i2 Oefai®s the

development of the organic industry in Turkey.
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* EU placed the first ordres for organic dried nuts and dried fruits }

* BSC, IMO, SKAL, Ecocert the international accreditation bodies were
activated

» Ecological Agricultural Organization "ETO" an organic foundation was
established in Turkey

~

» Organic rules and regulations of Turkey were published

» "Bugday" Association was founded

» Law of the organic farming was implemented

J

« Good Agriculture Practices and Organic Farming Department were
established

J

~

« Latest version of organic regulations was published

J

€E€E€ECEECEK

Figure 2.3 The Development of Turkish Organic ungtry

Source(Basaran &%t al ., 2018

In turkey, the issue of organic farming was raised duehéoimcreased usage of
chemicals and fertilizers, they were used to increase the production. However, this had

l ed to bad quality of food, &drthisreasonposed
people started to care more about organic food, as timeainais to produce food that

is beneficial to human health, animal health, plants and environment safety as well.

In 2017, the export of organic fodwsincreasedand it reached 87 million dollars.

France, Germany, and United States of America where the major three countries that
Turkey exports organic food to. The countries in EU have the biggest industry. Turkey
exports to 68 countries in the world,exports tothem the four popular food items
mentioned previouslyraisins,dry fig and apricot, hazelngtBa s ar an 48t al . ,
In turkey organic farming is applied ksigning a farming agreement among the
company and the organic producers. In the contract it is mentioned that producers
should apply the instructions set by the manager of the prtyedtstructions incide

that the farmer should not use any type of pesticide or fertilizer. The contriaatars

many duties toward the organic farmers, which are to support the farmers, purchase

their products, and purchase the products with a good price sagforic prodcts.
15



The contract includes the agreement of the farmers to grow organic products according

to the required qualitand standards, and the contractor companies to ensure the

specified and settled payment amo(imirylrek, Stopes, & Giel, 2008)

According to the tabl2.2. it is noticed that organic farming in Turkey wasakbefore
2008, after 2008 organic farmirggarted to prosper and became more popilae.
organic area share Turkeyhas increased from 0.15% in 2000, to 1.68% in 2018. The
production also has increasstiongly, organic producers were only,187 in 2000,
and have reachef9,563 in 2018according to the last statistics published by FiBL

(statistics.fibl.orgworld/operatorn.d) (statistics.fibl.orgworld/arean.d).

dat a

Table220Or gani c area and operator’s
Source(statistics.fibl.orgworld/operatorn.d)(statistics.fibl.orgworld/arean.d)
Year Organic Organic Organic Organic Organic area  Organic
exporters importers processors producers (farmland) area shares
[ha] of total
farmland
(%]
2000 13187.00 59,649.00 0.15
2001 15795.00 111324.00 0.27
2002 12428.00 57,365.00 0.14
2003 14,798.00 73368.00 0.18
2004 12,806.00 108597.00 0.26
2005 14401.00 93133.00 0.23
2006 14,256.00 100275.00 0.4
2007 12 86 16,276.00 124263.15 0.49
2008 372 409 15406.00 109387.04 0.43
2009 104 33 130 35565.00 325830.98 1.29
2010 27 31 173 43096.00 383782.32 1.58
2011 39 37 169 43716.00 442581.70 1.82
2012 34 32 118 57,259.00 523627.00 2.16
2013 39 35 118 65042.00 461,396.00 1.9
2014 37 34 839 71,472.00 491977.00 1.28
2015 42 44 1,064.00 69,967.00 486069.00 1.26
2016 46 61 1,422.00 67,879.00 523776.79 1.36
2017 69 44 1,142.00 75067.00 520885.76 1.35
2018 97 51 1,501.00 79563.00 646247.00 1.68
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Providing support to the organic agriculture in Turkeg msatterthat should be taken

into consideration. The support for orgaagriculture in turkey should be ensured due

to several reason3he support will lower thebarriers related téinancial and social
issuedn the organic markefrhis is supported bgvidence from New Zeeland, where

the support toward increasing awareness about organicwastheneficial for the
consumer ' dortheeeaviranrhenf@allate, 2004)Limited support is given

in turkey toward the organic farmingnd support to organic farmers should be more
emphasize@Ataseven, 201:210). On the other hand, financial support is an important
aspect to take into consideration as most ofgbeds are faced due to the high prices

of organic products. In turkey, financial support toward organic agriculture is limited.
Before 2004 there was no financial support at all, the support financially has started
since 2004. Theupportwas given mainlyto thespecificorganicp | a aréas and
specific organic animals such beekeeping, fish, and livestockhe producers of
organic products are supported by having the chance to benefit from an investment
credit forseven years and business credit for two years with an interest that has rebate
of 50%, this is offered for farmers that produce organic produmterding to a
certification body and require financial aid to invgstaseven, 201:204).

Later in 2017, it wa noticed that the government in Turkey supports the organic

i ndustry. Organic food has a vital part
organic fruits and vegetables farmers were given by the organic agriculture 100
Turkish Liras per decar&0 Turkish Liras per decare were given to other organic
crops. Comparing these values to the year 2013, it is noticed that they have doubled
for fruits and vegetables and tripled for other organic crops. With all this funding and
all the importance givenotorganic farming, still the consciousness and usage of
organic food is low(Nguyen et al., 2019)

Exporting organic products is one of the factors that led turkey to expand this market,
hence incresing the exports is an important factor to be considered. The expansion
process is the reason behind high prices of organic products in Turkey and the reason
that motivates the farmers to transform their regular crops to organic ones. Europe has
agreed wih many farmers in Turkey to continuously get their supplies from, which
enhanced th&armers and motivated them to produce more organic products and have
more incomeTable 2.3 shows that the organic products that where mostly exported

in 2018 are wheat a@nwheats product, followed by figs, fruits, hazelnut, grapes,

apricots, lentils, vegetables, spices, olives, chickpeas, and pistachios, which is
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according to the last statistics produced by the Turkish Ministry of Agriculture and
Forestry. In 2018, thereexe111,690.68 tons of organic products that are produced to
different countries across the globe, and the value has redaéhei8,943 Dollars.

The most countries that the Turkish government has exported their organic products
to are lItaly, followed by @rmany, Netherlands, USA, France, Belgium, Britain,

Sweden, Swiss, Canada, South Korea, United Arab Emirates, Spain, and Japan as

shown in tabl&.4. (tarimorman.gov.tr n.d.)

Table 2.3 Organic products with the most export in 2018

Sourcei(tarimorman.gov.tm.d.)

Product name Quantity Values ($) % %$
(ton) Ton
Wheat and wheat products 41,633.90 131,146,772 37 36
Fig and fig products 7,996.93 51,980,044 7 14
Fruit and fruit products 25,964.37 48,293,736 23 13
Hazelnut and hazelnut products 5,356.76 40,015,020 5 11
Grape and grape products 10,572.35 26,430,886 9 7
Apricot and apricot products 4,773.70 22,627,358 4 6
Lentil types 5,229.36 16,054,144 5 4
Vegetable and vegetable products 5,407.06 5,947,769 5 2
Spices 1,027.74 4,470,685 1 1
Olive and olive products 707.71 4,097,634 1 1
Chickpea 1,360.47 2,340,002 1 1
Pistachio 26.76 795,976 0 0
Others 1,618.91 6,928,917 1 2
Total 111,690.68 361,128,943 100 100
Table 2.4 Countries with the best export in 2018
Sourcei(tarimorman.gov.tm.d.)
Country Quantity (Ton) %Ton
Italy 26,045.27 23
Germany 18,000.34 16
Netherlands 16,039.40 14
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Table 2.5 Countries with the best export in 20@@ontinued)

USA 13,091.67 12
France 8,761.39 8
Belgium 6,509.92 6
Britain 5,166.17 5
Sweden 2,869.43 3
Swiss 2,499.03 2
Canada 2,306.25 2
South Korea 2,165.22 2
United Arab Emirates 1,883.24 2
Spain 1,000.25 1
Japan 685.39 1
Others 4,667.70 4
The overall total 111,690.68 100

A recent study was done in Turkey to determine the opportunities to enhance organic
farming in terms of legal construction, marketing, production of organic products. The
resultsshowed thaproduction should rely on demand instead of relying on the supply
which will let the organic products to be sold at good prices. Although the organic
market is increasing lately in Turkey, however extending the organic farming is still
needed for other regions where organic production is not implemented yet. A
cooperabn between the farmers and the ministry of agriculture and forestry should
occur to specify the important regions and crops that need to be emphasized more on
them.Aids to farmers should be given in case the farmers lose their crops especially
while initiating the organic farming proceskint certification operations are difficult

to do in Turkey because the organic farms are small and separated, which makes it
hard to unify all farmers, hence organic farming plans should be applied across farmers
estattishments. There are a lot of Turkish consumers that do not mind paying extra
fees for organic products but they do not purchase organic products because they are
not available everywhere, which is why it is important to focus on the Turkish
corsumers dem@d not only on the export demariccal organic bazars and online
shops might be used to cover this domestic demand. Last thing, the storage is an

important aspect to take into consideration, there should be enough storage areas that
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comply with the qualitations required and should be licensed by the organic
certification bodies. Whenever these storage areas have a lot of organic products to
store, the cost per unit of the organic produce might deci@&ise & Kaynakei,
201926).

Organic bazaars seems to be the demand of most consumers as mentioned by several
studies, and this to increase the availability of organic foods, to encourage the
consumers to participate in organic farming across many locations, hence have lower
prices(Boz, Ayan, Ataseven, & Kaya k ¢ 1 20109; Bo2Okan&aynakei,
Ataseven, 2019However the barriers in developing organic foods bazaars in Turkey

is the lack of legal regulations that manages Turkish bazaars. There are several factors
that should be taken into consideration while establishingridpenic food bazaars in
Turkey which are, (1) increase the trust, I8)nching organic bazaars among every
single province, (3) set a fair price plan, (4) test the efficacious organic bazaars, (5)
spreading awareness and knowledge about organid Boadet al., 2012).

A case study in GARS a n | -Tuwkeyfwas done to determine factors affecting the
consumption of organic food among organic food consumers. It appeared that
information aboutorganic foods were naitrong, and consumers have idea on the
organic food mainly from the internet. The consusnéke to purchase their organic
foods from the producers that are found in the bazaar, that is why it is important to
have more bazaars of organic food. Most organic food consumed where the fruits and
vegetables (74.1%), then the milk and dairy prody&8%). The reason that
encouraged 93.7% of the consumers to buy organic foods is that it is free of hormones,
then comes themell and taste (92.7%), whereas they did not care much about the
organic food packaging design. According to the demographicgdiheation level

was the highest factor affecting the organic food consumption, followed by income,
then comes the career, gender, marital status, age, location of the house and number of
family memberqAydogdu & Kaya, 202(B47). Another study was done in another

city in Turkey, Ankara, showed similar results, where the consumers choose organic
food because they are healthy and frepestticides and chemicals. They find organic
foods expensive and that is why they avoid buying it. Also, the environmental
wellbeingis a factor that organic food consumers in Turkey take into consideration
(Olhan & Ataseven, 201996). In Hatay/Turkey, knowledge was also one of the

factors affecting the purchase of organic fo{demirtas, 201881). Hence,
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knowledge seems an important factor as well as the expansion in the production of
more aganic food inTurkey to meet the demand.

The production and consumption of organic food have increased considerably on a
worldwide scale for the last 40 years. A growing number of people support organic

agriculture for their health, the protection of the environment and the human treatment
of anmals(Nikolova, 2013193).

2.4 Critical Aspects of Organic Food Consumption

There have been some argues about organic food that it is contaminated with bacteria,
but studies showed that these argues are not proverOygdnic food is grown
according tastrictfood safetystandards that are set by Co@exording to the system

of Hazard Analysis and Critical Control Point (HACCRYhich is a system that
ensures food safety from the farm to the fork, which means that this system ensures
safety across the whole food chain

One of the claims is that the organic food is microbiolotyaantaminated from the
natural fertilizers that carry pathogens. However, the natural fertilizer is used in
conventional food too, if the claim was true then conventional food should be
considered contaminated too. The natural fertilizers that are nssshwentional and
organic foods ar&reated well, and it is safe to use it. The standards that are set by the
certification bodies forces the farmer not to harvest the crops that are fertilized within
less than 2 months

At the end of therganicfood suply chain where the packaging happens, and then
products are transported, itéglimed that organic food gets contaminated. This is a
possibility that is applicable on both the conventional and organic food. In the
packaging process of organic food, tleed is packaged in a way that is safe from
microbiological contamination for specific period. Some methods are used such as the
i rradiation, which is not considered as
organic food is contaminated during theckeging process

Another claim is thakE. coli, specifically the infectious strains, is found in trganic

meat of cattleBut the studies showed that tEe coli comes from the digestive tract

of cattle that are grain fed, on the other side, cattle fed with hay showed fewer than 1%
of E. coliin their feces. Organic meat comes from cattle that are fed with hay, hence

the possibility of having E.coli from organicaat is low(Mukherjee, 201232-34).
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2.5Theory of Consumption ValueTCV

Through the past years there were manglistithat showed the barriers and motives
toward purchasing organic fog@ham, Nguyen, Phan, & Nguyen, 2(846)(Ryan &
Casidy, 2018)Motives to purchase organic food swashthetaste of organic food, the
effect of organic food on our health, the nutritional benefit of organic food, the impact
on the environment, and the welfare of the farmers, all of these factors tested and
showal the positive impact on the organic foadnsumption( Br y t a, 2016 ;
WojciechowskaSolis & Soroka, 201737). These factors impacted tleganic food
consumptia in different ways, for exampléaste affec the purchasantention more

than health, nutritional value, and moral val@i@akowskaBiemans, 201122). In

other studies the health affeqgiurchaseintention more than the sense appeal and
environmental concer(Lillywhite, Al-Oun, & Simonsen, 201815. On the other
hand, barriers such #se little variety of organic foodthe lack of organic food, the

high price and cost, the short expiratidete,the little information on organic food,

and other barriers limited the consumption of organic f¢Genzalez, 2009;
Lillywhite et al., 2013) The previous literature about motives and barrier on the
consumption of organic food is increasing. Previous literature done on consumption
values done by scholars reviewed these barriers and m@tiugbner et al., 2007)
others identified the consumption of orgariood in terms of theory of planned
behavior to determine the motivEcalco, Noventa, Sartori, & Ceschi, 201There
arelimited studies in terms of other different theories on the consumption of organic
food, such as theonsumption value theorfrinch, 2@6; Kushwah, Dhir, & Sagar,
2019; Rahnama, 2017All the previously mentioned motivational factors toward the
purchase intention of organic food are considered as factors that support the theory of
consumption valu€TCV).

The model of TCV irfigure 24 below shows that the theory consists of five values

identified by Shetretalwhi ch are the “functional val ue,

val ue, emoti onal v aShetle Newman,d& Geopsj 199Tkisni ¢ v a |
theory was conducted amosgveral different fieldsn orderto know more about the

drivers that lead to the choice toward a certain product or serveetheory of
consumption valuesuggestghat the consumers choose what they want to choose
according to several consumption \&du The consumption value has many aspects

including the emotional valuspcial value, epistemic value, and the functional value
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in terms ofthe qualityand price The customer value is a result of the customer
experience with certain product, which mangrketers are considering nowadays in
their marketing program@urel, Serenko, & Bontis, 201®4). Each of the five values
influence the purchase decision in a different wagcording to the Consumption
Value Theory bySheth et a).the functional and social value will affect the consumers

in terms of whether to buy the filtered or niditered cigarettes, but the emotional
value was the driver to whether the consumer will smoke or not. Hence, all valges

a differentiated perfenance valueswill show what impacdt he per son’ s dec
choose product Ar productB, brand A or B, service A or BSweeney & Soutar,

2001 205 Sheth et a).1991)

Theory of consumption valugas been tested among more than 200 applications and
has showed valid results. The theerplainshow consumers choose a specific service

or product Three fundamentals are proposed in TCV: (1) the choice of a censam

a function of several consumption values, @nsumption values contribute
differently in each situation, (3) the values are indepen(®imdth et al., 1991)

TCV proposes thathe motivation to purchase a product or service is relatéaeto
customeeexperience byinking the different products to different valuggamkissoon,
Nunkoo, & Gursoy, 2009J-or examplea motorcycle can be purchased by a customer
because of its style (social value) and another customer might purchase it because it

comnsumes less fuel than other motorcycles (functional value).

Functional

Emotional Epistemic

Choice

Behavior Value

Value

Figure 2.4 Theory of Consumption Values

Source{Sheth et al., 1991)
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Functional value

Functionalvalueis explained as the benefit and advantage the consumer gets due to
the functional attributes of théemanded producFunctional valuedetermines the
consumer’s usage to certain product dependi
performance, utity, such as having a reliable product, durable, and with a suitable
price. Functional value is considered as the most important factor that affects the
consumer shoice(Sheth et al., 1991for example,fithe price ofthe product was

high, then the customer evaluat¢her factors while doing the decisidkccording to
previous literature about organic food products and functional value, the functional
value was identified by mentioning the biological features of tigaroc foodstuffs

(Finch, 2006; Rahnama, 201Building on this fact we can group thellbwing

motives to the functional value; quality of organic food, the absendsawhful
materialstaste, food security, nutritional and natural content, freshly progdunspect

on health. Functional valdgasone of the mostactorsthat leads to the consumption

of organic foodwhich is thehealth attribute according to a systematic revibat
reviewed 89 papers between 2005 and Z818hwah, Dhir, Sagar, & Gupta, 201

Hence this research is focusing on functional value too. It was mentionedahht he
matters this much to consumers because it refers to many characteristics in the organic

product that protects onsumer ' s health such as that It
pesticides, it is completely natural, and better than the conventional foodns aér

health(Kushwah, DhirSagar, et al., 2019)

Price is another factor to consider in the functional valuéhe organic market there

werelést udi es about willingness to pay for org
results showed that the price is the major barhiewever there was a study done that

showed that the price isn’t t he major barr
knowledgeand low availability of the organic products are the bar(igsshemann

Witzel & Zielke, 2017) In Germany, a study was done on purchasing environment

friendly beverages packages, it was shown that people are willing to useahe

friendly packagesand accepted all factomxcept for the pce and tastefactors.

Consumers refused to use ddendly beverages if the taste or prafethe beverages

change(Birgelen, Semeijn, & Keicher, 20025. On the other handn Taiwan,

consumers with high income were accepting to pay more for green prddisays

2009 2367). The functional value in terms of price differ from country to another
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according to the literature, hence this study will investigate more about the price
functional value in Turkey.

Emotional Value

Emotional value suggests that the product is abienfiect the consumers feelings
negatively or positively which in turn will affect the decision of purchasing the product
(Sheth et al., 1991)'he emotional experience will result in affecting the consumers
mood in a way that leads to stronger feelings with a btiaatthe consumer will be
attached to ifYang & He, 20116738. Furthermoreit was stated that it is not enough

for a company to have only functional value, emotional value must always be
considered(Chernatony, Harris, & Riley, 2000Yhe consumer will pass through
different emotional consumption situations that can be positive or negative through
their shopping experienseWhen the consumers gain a pagtemotional value their
believes in the product will be enriched, and this is because they are enjoying while
doing the decision of purchasing the prodi®iki, 2016206). Moreover, according

to Sheth et al(1991) the servicas also considered in the consumption values theory

not only products, because consumer’s gai
service

Trust is a main factor that is considered while doing the purchase decision, and
especially when it comes to organic fokssoussi & Zahaf, 2008revious literature

mentions that emotional response will be positive when the trust is exikéage,

Hatton, & Cox, 20145). The emotions that are involved in the decision of the
consumer according to the literature are joy, happiness, pleasure, enjoyment, and
satsfaction(Janssen, 2018; Kushwah, Dhir, Sagar, et al., 2&Btions are feelings

that are always connectedtofobdh at ' s why emot i onchdicef act or
Emotional value has a strong effect on purchasing organic, fgadch, 2006

Rahnama, 2017Consumers like to purchase organic food because they feel that they
arecontributing to the environment positivéadel & Foster, 2005Emdional value

was studied in other researches related to recycled product, and it was shown that 89.1
percent of the consumers purchase recycled products because they feel that they are
saving the environmeiiBei & Simpson, 199259).

Social Value

Social valueis definedwhen the productan provide the consumean anticipated

social status. The social valueatso definedas the behavior thaiccur when the

decision is connected with positive thoughts that comes from certain group or social
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consequencEsheth et al., 19917 he social valudrivesconsumers in a way thatake

them choose a specifproduct because they are influenced by a certain social group

believeslike their peers, familypr colleaguedelieves For example, people who

consume organic food believe that people who purchase organic food are more

educaed and care about their hea{ffinch, 2006) Social values was tested among

many differentsectors however,according to previous literature about organic food

thepoints to | ook at in the soci al val ue we
consusekirdesnt ity, the consumer’ s reputation i
from the surrounding socieffPuska, Kurki, Lahdesmaéki, Siltaoja, & Luomala, 2018;

Shin, Im, Jung, & Severt, 2018pther scholars showed that attributes in the social

value to lookat are the environmental concern, the support to the small farmers and

local producer, and the animal wellbeifijtlevsen, Sandge, & Lassen, 2019; Nandi,

Bokelmann, Gowdru, & Dias, 2016%elf-perception and utilitarian incentives are

other factors to consider while studying the social value impact on the organic food

(Sweeney & Soutar, 2001; Yoo, Divita, & Kim, 2013)

Social and personahlues are coverad the Schwart¥alue Inventory. The Schwartz

Value Inventory includes 56 valugpes which are categorized into the following

categoriesself enhancement, conservatism, openness to changéassifendence

(figure 25) (Schwartz, 1992)

1 Selfenhancement: it includes the power and achievements, which explains the
social status, and the authority on individuals

1 Conservatism: it includes items related to tradition, conformity, and security.
It is defined as the ability or tendency of people tioave in a wayhat satisfy
and stabilize the surrounding society.

1 Openness to change: it includes items related to hedonism, stimulation, and
self-direction It is explained by the need of a person to have an exciting,
pleasuring, and challenging situationife.

1 Selftranscendence includes the items related to universalism and
benevolence, universalism is explained by the aim of an individual to look after

the people’s welfare. Benevolence is whe
wellbeingof people who hishe cares about and has personal close relationship

with.
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Self-transcendence

Benevolence Universalism

Tradition

Self-direction

Openness | Y N Conservatism
to change

Stimulation Security

Self-enhancement

Figure 2.5 Schwartz Values

Source(Schwartz, 1992)

Social valuenvolves two scopes, the social norms and the seta#ts (Sheth et al.,

1991) Social normsre related tohe category of conservatism, more specifically to

the conformity item in the conservatism categ@wsta, Zepeda, & Sirieix, 2014)o

clarify it more,it is when the consumer cares too much about the opinion of the close
friends,famiy , or col |l eagues, and by which this
behavior(Park, 2000) Whereas the social statusredated to the selénhancement
category(Costa et al., 2014hn the meantim&vhile studies about organic food are still
limited, it might be thought that the self enhancement is the category that the organic
food must be related to, but it was proven that there is insignificant relationship
between self enhancement and organiafparchase intentiofDreezens, Martijn,
Tenbult, Kok, & De Vries, 2005; Hoogland, de Boer, & Boersema, 2007; Vermeir &
Verbeke, 2006)and few proved that there is a positive relationship between self
enhancement and organic food pusshatentionMueller, 2011)

Conditional Value

Conditional value occurs when consumer decides to purchase an alternative product

due to a situatiothat happens during making the purchase decision, which means that
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the consumer choose a certain product because ebtifeontedsituation(Sheth et

al., 1991) The purchase behavior is linked to conditional val{Rghnama, 2017)
Condtional values either support the purchasing decision or prevgtlit Hung &
Hsieh, 2010) It is one of the values that has significant effect on orgamducts
consumergFinch, 2006) For example,n the green product markébe consumption
value was tested,people were willing to choose the green products over the
conventional products if they iapecific benefitgelated to green produstuch as
discounts or other situational vaslas. In this case, increasing the knowledge related
to the environment will increase the possibility of buyingdheenproduct.Research
showed that ltanging thesituational variables will affect the behavioral intention
(Biswas & Roy, 2015b)

Several factors affect the conditional value which are place, period, condition, and
setting(Belk, 1974; M. Laaksonen, 199&ny change in any of the mentioned factors
will impact the purchasing decisigM. Laaksonen, 1993Jhe consumemight ignore

their real needs due to the conditional valuri, 2016) In terms of organic food
purchasinghe identified conditional values where the suitability, health, response to
messages through media, number of children and members atdruhpeesence of
pollution hazard(Orlando, 2018AschemansWitzel & Niebuhr Aagaard, 2031#£ham

et al., 2019) Moreover, most of the factors related to health are related to the
conditional value. Conditional value has a huge impact on the consumer decision, with
having the two conditional valuehe health and the increased pollution, as the main
drivers to purchase organic fodushwah, Dhir, Sagar, et al., 2019)

Epistemic Value

Epistemic valueoccurs when th&onsumerchooses an alternative product due to
curiosity, novelty, oto seekearning and adding to their own knowled&eth et al.,
1991) A consumer might choose a product due to boredom, or due to the need of
trying something different and newWhen consumers want to experience and try a
new product, while they are doing their decision whether to purchase it or not, they
will think about the product from two points of view, the first thing is the knowledge
and information they get on the product, and the second thingnkat degree they

are familiar with the product type of the new prodenben Lai, 1991)

According to previous literature about consumer behawuioe knowledgeis an
important factor that impact the decision of purchasing a specific pr{fluCt Lin &

Huang, 2012) Consumers look for pragtts that have knowledge about how the
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product is produced, how does it affect the environment positively or negatively
(Mohd Suki, 2016) Organic food consumers are mostly caring about their family

health and wellbein¢Chekima, Oswald, Waf & Chekima, 2017; Hansen, Sgrensen,

& Eriksen, 2018)and cares about the environment, the animal and farmers wellbeing
(Hansen et al., 201&ssowssi & Zahaf, 2008)The presence of retailers at the market

and their ability to answer the consume
consumer ' s i nterest I n knowi ng knowl edg
methods, how they are handled gretl, and transportedKushwah, Dhir, & Sagar,

2019)

In the organic marketuriosity was the main factor influencing the purchase of organic
product among other epistemic valugsnch, 2006) Moreover, organic products
consumers choose the products because of the increased desire to learn about the
product, since it requires more knowledge to differentiate the organic from non
organic products, thus people may purchase it to gain thisl&dge about organic

food (Nie & Zepeda, 2011Knowl edge 1is a significant f a
purchase intention according to previously doesearchegDe Magistris & Gracia,

2008; S. W. Hung, Lin, & Chen, 201BRahnama, 2017However it was also found

thatthere is insignificant relationship between perceived organic knowledge and the
attitude toward purchagy food, which shows us that the knowledge is not always

important to encourage people to buy organic f@@dreng & Wang, 2015)
2.5.1. Applications of TCV:

These five values are considered as a parameter that measures the consumer utility to
certain product Consumption value theory has been applied on different sectors
through different studies.

Theory of consumption value was applied on green produsevieralstudies to se

if these values can affect the green purchase behavior. The functional vatrasn t

of quality and price did not affect the green purchase behavior as much as the other
values which are theoking fornovelty, seeking knowledge, psychological and social
values(P. C. Lin & Huang, 201.Biswas & Roy, 2015b)in another studthat studied

the effect of TCV orgreen productpurchase intentioshowed that the functional

value in terms of price, and seeking knowledge affects the purchase intention

compared to other valué&oncalves, Lourenco, & Silva, 2016&ocial value was
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shown to have a great effect on green products purchase compared to the remaining
values(Mohd Suki, 2016Biswas & Roy, 20%a).

TCV was applied to other different sectors such as the ecotourism sector, where the
emotional value was the value that showed a high impact on the purchase intention
(Jamrozy & Lawonk, 2017 Consumption value theowaffects the behavior intention

of tourists when they want to consume local f¢Gtoe & Kim, 2018)

Another sector where the theory of consumption value was applsieral studies

is the mobile banking grvices one studywas done on adapting an Islamic mobile
banking, where the conditional value affected the Moislims, whereas the emotional
value was the value that affected the Muslims for adopting this type of mobile banking
(Goh, Suki, & Fam, 2014)TCV showed that conditional value, emotional value, and
epistemic value are the values that affects thm@ bankingadoption, but the factors

that affectsthe trust of consumers to online bankiage the functional value,
conditional and emotional valu¢Burucuoglu, & Erdogan2016) Social value was

not one of the values that affects the adoption of mobile banking sei@icegie, Zo,

Rho, & Ciganek, 2017)

Online purchasing and mobile apps atkerindustries where the TCWas applied
through different studie3.he two values emotional and social showerheeffect on
theintentionof consumers to continue purchasing brands through online social media
(Kaur, Dhir, Rajala, & Dwivedi, 2018)All values affect the behavior intention for
using augmented reality makeup applications with havingttieegest effect coming
from conditional and epistemic valu@<afarani, 2018)Social and emotional values

has a strong effect on purchasing cosmetic virtual ii@rwgarcraft world(Jarvinen,
2018) Online purchase was found to be affected by two values which are the
functional and emotional more than the remaining véR&sayah, Rahman, & Ling,
2018) Other studies were conducted among Halal cosmetics where they used/the TC
model to determine the importance of Halal prod(d&o, Mohamed, & Muda, 2016)

To knowthe reasons behind gettimgopletheir mobile phone changedCV was
applied and the results showed that epistemic, emotiondlsacial values have a
strong positive effect toward the behavior of changing the personal mobile phone
(Wei, 2018) To help the e&éommerce managers in implementing effective strategies
to target the online gamers and incredsartloyalty TCV showed that epistemic and

social value affect the gamers positivéy I. Teng, 2018)
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As it is mentioned, a lot akcent studies used the model of consumption value theory
to test t he c ocarsinpneduct osservicklaveeeer, ia fhe caganic
industry TCV was applied in few studieBhe five values of TCV positively affects

the purchase intention toward organic fawith mediating the role of environmental
seltidentity(Qasim, Yan, Guo, Saeed, & Ashraf, 201dpwever in a study that was
done on purchase intention toward organic food with mediating the lifestyle faetor, t
functional value of quality, epistemic, and conditional values showed a positive effect
on the consumeré Re x 1 t .ISpcial2v@uk and emotional value from the TCV
model showed a positive effect on purchase intention towardiongaducts through
social commercewith having more significant effect from the functional véalué.in,

Guo, Turel, & Liu, 2019)In this study the three values of the TCV model which are
the functional value, emotional value, and social value with the mediating role of

involvement will be tested among the purchase intention toward organic food.
2.6 Purchaselntention

Purchase intention is thp@ssibility that a costumer will purchase a specific product or
service(Dodds, Monroe, & Grewall991) Purchase intention is also defined as the
individual behavioral tendency toward a certain product (Bagb®&airnkrant, 1979).

Purchase intention is a plan that is set by a consumer consciously in order to do an
effort to buy a produc{Spears & Singh, 2004)Purchase intentiorshows the

s reason f o($aadeual, 20i2Buyar'sperpeweadi f i ¢ |

value and perceived benefit are two determinants of purchasing intgptign

consumer

Summers, & Belleau, 200@)odds et al., 1991)Purchase intention is not similar to
attitude, attitude refers to evaluating the product, whereas the intention explains the
motivation of the consumer to do a certain behaBome of the researchers defined

the purchase intention #ise objectthat we will purchase because we think that we
will buy it (Rezvani et al., 2012Purchase intention is considered as the choice to
perform an actionwhi ch wi | | make us understand t
speific product(X. Wang & Yang, 2008)

Purchase intention is affected factors such as thgrice value, quality, external and
internal motivationgGOGOI, 2013) Other factors that affect the purchase intention
are the age, gender, educational level, and knowlgigge/ani et al., 2012Y here are

other specific factors that also contributes to the purchase intentions, like the country

of origin of the product, the perception of the bger.. Wang, Li, Barnes, & Ahn,
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2012) There are six phases prior to decisimaking process, and they are: awareness,

knowledge, interest, preference, persuasion and purdkasea, Rahmadiani, &

Kumar, 2013) Consumers think thdbw cost low quality packaging, and unknown
products have bad quality, and they don’t tr
intention decrease in the presence of these characte(SSOI, 2013) However

in another studyt the price and packaging did not affect the purchase intention as

much as t he jpadverisenentssof thedprara,landtthg name of the brand

(Mirabi, Akbariyeh, & Tahmasebifard, 2018}piovanis, Tomaras, & Zondiros, 2013)

The required basics for purchase intention
(Herrmann, Xia, Monroe, & Huber, 2007)

Several studies have been done lately on the purchase intention toward organic food

to understand more the consumer behavide healthism, hedonism, and trust are

three factors that affects organic food purchase inten@fmsimova, 2016)

Awareness of organic food is an important factor that impact the intention to buy

organic food/Asif, Xuhui, Nasiri, & Ayyub, 2018)Furthermore, quality and organic

food attributes have positive impact on organiodgourchase intentiofHusic

Mehmedovic, Arslanagialajdzic, KadieMaglajlic, & Vajnberger, 2017)

Attitude of consumers toward purchasing organic food in Turkey is affected by their

values, awareness to organic food, and price. The purchase intention toward organic

food of Turkish consumers is affected by being conscious of heaitbeived about

organic food, al so consumer s value and the
purchase intentior(Selin Yilmaz & llter, 2107) Also, there was no significant
relationship between demographic variables of consumers in Turkey and purchase
intention toward organic products, however, socially responsible consumers in Turkey
have a high purchase intention toward organic prod@ziasumersn Turkey have

low price sensitivity toward organic food, they do not often incorporate the price as a
factor while purchasing the organic prod(loRS, 2019)

There are different theoretical framework that were applied on organic food purchase
intention, the most used one was the theory of planned behavior (TRiB, studies

the effect ofattitudes, subjective norms, and perceived behavior control on the
purchase intention and in turn the purchase intention will affect the beliAyien,

1991) Most of the studies confirmed that there is a positive relationship between TPB
and purchase intention, some of them included other variables in the model such as

belief-based factor§Zagata, 2012)moral attitudgArvola et al., 2008)self -identity
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and maal normgDEAN, RAATS, & SHEPHERD, 2012fonsumer decisn making
model(Lobo & Chen, 2012)uniqueness seeking lifestyldam, Pap, & Stanic, 2018)

food related lifestyldFang & Levy, 2015) Re x 1 t ,jand alRdd thekg variables
showed a positive effect on the purchase intention along with the TPB. Attitude
showed a more significant effect on organic food purchase intention than othe
variables in some studi€¥azdanpanah & Forouzani, 201@)agata, 201Z).obo &

Chen, 2012) And in otherssubjective norms had more effect than attitude and
perceived behaor (Lodorfos & Dennis, 2008)

Behavioral reasoning theory (BRT) is another theoretical framework that was applied
on organic food purchase intention. BRposes that theonsumers are affected by
their reasos, andthis reasorwill impact their value, attitude, intention and behavior
(Westaby, 2005)which was found to affect the organic food purchase inte(fgan

& Casidy, 2018)

Consumestyleinventory (CSl)is a theory witheightstyleswhich are perfectionism,
brand consciousness, novelty consciousness, recreational, price consciousness,
impulsiveness, confusion by over choiesd habitual,that are suggested to affect
purchase intentiarOnly five styles showed significant effect omganic food purchase
intention which are perfectionism, brand consciousness, recreational, price
consciousness, and brand loydRyakash, Singh, & Yadav, 2018)

Stimulus organism responé8-O-R) model suggesthat emotional state which are

the pleasure, arousal, and dominance, three states that demonstrates the.dganism

it was found that these three states are not enough to know the whole emotional
response of consuméRichins, 1997) t hat ' s why sever al ot he
this model when tested amodijferent studiesin the organic food purchase intention

five more variables were addédl the SO-R model,which arethe traits of organic

food and how it Hects thehedonic and utilitariarattitudes toward the purchase
intention. Nutritional concern, environmental welfare, and the price, significantly
affect the utilitarian and hedonic attituteward organic food purchase intention,
sensory appeal had an impact on hedonic attitwtiereas the traibf organic food

being natural affected the attitude insignificarftly J. Lee & Yun, 2015)

Other different theories that were applied are Schwartz Values Scale theory, where
positive impact where tmmd on organic foodMainardes, de Araujo, Lasso, &
Andrade, 2017)Self-conceptheory and means end theory is also another theory that

affected organic food purchase intent{étusicMehmedovic et al., 2017)\s we can
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seeall the studies done on organic food purchase intention studied the factors that
influencenegatively and positivelthe purchase intention toward purchasing organic
food.

2.7 Involvement

2.7.1. Involvement Definition

N

Involvement concept is created by the social psychay y , back in the 1
Zaichkowsky (1986) developed the concepineblvement,did an experimental and
theoretical explanation that explained three main concepts that involvement relies on.
These three maifields of involvement are: (1) advertisemedetermining whether
advertisements are related to the consumers, (2) the link between the consumer and the
class of the product, (3arketing and consumer behawig¢Judith L. Zaichkowsky,

1986)

Involvement is used by many scholars to investigate the reason behind the attachment
of consumers to a certain product categdugdith Lynne Zaichkowsky, 198Richins

& Bloch, 1986 Kapferer & Laurent, 1985; Slama & Tashchian, 198k¢ vehicles,

songs, marketing and advertisingvolvement identifies the importance of different
matters to the person for expla it identifies the importance of specific product,
service, activity, or branfH. S. Kim, 2005) According to the literaturthere are two

views about involvement some scholars believe that involvement Seasral
dimensiors (JeanNoel Kapferer & Laurent, 1985and others believe that it only has

one dimensiorfJudith Lynne Zaichkowsky, 1985)

Involvement isthe perceivedsignificance of the producby the consumer that is
stimulated by a stimulant in certain environment or the extent to which the expected
personal relevance for a produthe stimulant might be certain product, service, a
specific category, brand, or adtisement(Beharrell & Denison, 1995; Juhl &
Poulsen, 2000Zaichkowsky, 1985)Involvement in general is defined 4sT h e
concept of felt i nvol vement vedeelegaef t o a <co
per sonal (Cels&@lsom 19884n'the attitude sength aspect, involvement

is defined as the person’s own | ogic about <
assign to a specifiattitude(S. O. Olsen, 2001) nvol vement i s related to
goals as it is also positively correlated with frequently purchasing behgd@aurer,

1993 Mittal & Lee, 1989) Involvement is defined by many scholars according to
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different concepts, table 3.shows the concepts of involvement in the consumer

behaviour sector:

Table 2.6 Involvement Concepts

Author Definition

Mitchell (1979) The degreeto which a certain stimulustimulates the
consumer '’ s d e gvhiah ewill affect the
consumer behaviour

Beatty and Smith The extent to which a specific condition affe

(1983) involvement

Rothschild (1984) The certain product i S
motivation, interest, or arousal.

Park and Mittal Involvement is affected by cognitive and affecti

(1985) motives

Celsi& Olson (1988) “ Subj ect i vpee rfseoenlail n gse | cefv

Johnson& Eagly It is when the motivation is stimulated by a combinat
(1989) of both attitude and setfoncept

Dimanche, Havitz, & Extent to which consumers get involved in several is¢
Howard (1993) related to the consumption procedure: produce,
search for info, process info,take choice and th

performance of buying

Laaksonen(1994) It depends on three items; cognitive, sHite, anc
response

Mowen and Minor Perceived individual importance, and the significance

(1998) the consumer provides to tlequiring, consuming, an

disposing the product, or service.
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Table 2.7 Involvement Concept&ontinued).

Blackwell, Miniard The connection within the consumer and the product

and Engel (2001)

H. S. Kim (2005) Multidimensional concept,i t shows t h
interest in items, brands, adtisements, products

services, and choices

Douglas (2006) The attention given to the product by the consumer

how important is the purchase decision to the consun

Michaelidou & Dibb The factors affecting tt}
(2008) behaviour, the attachent between the consumer, t
item/product, and a condition

As shown in the tabl@.5, there is no specific definition for involvement and all
definitions are based on variety of applicatiadswever in general the definitions
have someverlapping in the overall conceph another word, definitions share the
same general idea about involvemértie definition of involvementategorized into
conceptuality, groups, and tygevolvement is identified by three groyjitsrelies on
cognitive decision, selftate, and on the response (Laaksonen,1994). Mainly,
involvement concept differs according to the area it is applied on, such as
advertisemen{Andrews, Durvasula, & Akhter, 199Qudith Lynne Zaichkowsky,
1994) class of the iterUeanNoel Kapferer & Laurent, 19839eanNoél Kapferer &
Laurent, 1993Michaelidou & Dibb, 2006) purchasing choicéMittal & Lee, 1989
Slama & Tashchian, 198Buang, Chou, & Lin, 2010)and leisuréGursoy & Gavcar,
2003; Havitz, Dimanche, & Bogle, 1994; Iwasaki & Havitz, 2004; Kyle & Mowen,
2005)

2.7.2. Involvement Antecedents and Consequences

In the consumer behavior literature it is mentioned that involvement depends on the
reasons and factors, which are explained as the antecedents and consédueitices
Lynne Zaichkowsky, 1983loch & Richins, 1983)According to scholars, there are

three drivers that are able to form an
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of the individual, (b) variables of the circumstandeyvariables of the item. Variables

of the individual are related to the features of the person that affect the involvement,
the features of the person in term of choosing the product according to its importance,
according to i ndndyvalaes. gdridbles of circurestamcastare thel e ma
variables that relies on the product’ s a
importance of usage at the meantime. Finally, the variables of the item is related to the
I tem’ s attr i bdifferens compharedtto othar p@dudthidith Lynne
Zaichkowsky, 1985Bloch & Richins, 1983)

It is also proposed by other scholarsttithe antecedents of involvement are
categorized in to two forms of features, first is the personal features (like values,
attitudes, demand), second feature is the social (like factors related to a situation, rules
related to culture and societf{fyvasaki & Havitz, 1998) Nevertheless, according to
Laurent and Kapferer (1985) , ther e ar e
involvement: (a) the apparent significance of the product, (b) the risk accompanied
with buying the product, it might be either the significance of the risk or the possibility

of the risk, (c) the value that the consumer relate to the product, (d) the healoeic

that the consumer relate to the produetanNoel Kapferer & Laurent, 1985)

Antecedents of involvement are grouped differently by many scholars, other than the
mentioned groupings, there was also a grouping done by another scholar. The
researcher grouped the antecedents of involvement into two categories: (a) individual
demauml (individual aims and goals, social values, the extent to which the product is
related to selesteem, individual value of the product), (b) condition and choice factors
(event of purchasing, usage of product, expected risk of the choice, the sizecef choi
consequence, the extent of conclusiveness of the choice and the accountability of
taking that specific choicéAndrews efal., 1990)

The antecedents or the antecedents of involvement are classified differently according
to scholars, and in addition to the antecedents, scholars also believe that there are
conseqguences to the involvement that is also defined differeaihikbwsky (1986),
mentioned that consequences of involvement are derived from: (a) involvement with
ads (clarifying the degree of ads impact on purchase decision), (b) involvement with
produce (the magnitude of produce class, attributes, and variagwadace brand),

(c) involvement with buying decision (effect of price on choosing the product, on
searching information about it, time consumé&dydith L. Zaichkowsky, 1986)

However, Andrews, Durvasula, & Akhter (1990), identified consequences of
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involvement in another way, mentioning that the consequences are because of: (a)
Research behavior: the increase in neau$ purchasing behavior, the increased
difficulty of decision, the time consumed to do a decision in purchasing the product
after extensive research and comparison with other products, (b) processing info: the
increased action and targeted response peocepft) persuasion: which relies on
undoubted debates. Laurent and Kapfere (1985), mentioned five consequences of
involvements: (a) achieve the greatest satisfaction on chosen brand (buying several
brands and do not care about taking time to compare pgsodtidesired brand with

other products), (b) looking for info by using alternate sources, (c) consumer will be
affected by a group of relatives or friends, (d) the possibility of consumers to reflect
their characteristics and their living style on thendrthey choose, (e) using cognitive
process to communicate, this happens through awareness, comprehension, attitude,
and manner. There are a lot of different consequences to involvements in the literature.
The extensive research done in this area showsntpertance of involvement on

consumer behavior as well as in the marketing é@aatos, 2015)
2.7.3. Factors that affects involvement:

There are three factors that are considered the fundamehtidéining involvement

which are the perceived personal relevagidgie & Feick, 1989; Zaichkowsky,

1985) motivational condition that is triggered by a stimulant, and a certain condition
or position(Mittal & Lee, 1989) Involvement is considered as a motivational factor
which happens when consumers are triggered by a praalivgrtisement, brand,
promotion, or special service thatisht their desires and goals. The product or service

is vital to theconsumerbecause it provides significant va
(VERMEIR & WIM, 2006). Involvement affects the cognitive complexity, the
frequency of using the product, the pleasure of shopping, social observation, and the
guantity of brands the consumer thought al{pokall & Bhate, 1993; Muncy, 1990;

Mittal & Lee, 1989)

Involvement indicates the importance to the consumer, that is due to seirsgal th
such as thoughts on sdtfhage, risk and cost, or societal pressure to induce
conformism. Consumers might be highly involved in products that have a high effect
on seltimage, that have high cost or risk, or with high societal pressure. The high
involvement will let the consumer think more and learn more about the product, search

more about information related to the product in order to weigh and evaluate the
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product’s features before deciding and he
or not.On the other hand, when low involvement is present, the behaviour done while
purchasing the product will be due to a specific habit not due to search done on the
product(Beharrell & Denison, 1995; Verbeke & Vackier, 2004)

Involvement enhances people to search more for informabadake their time to do

a certain decisioto form their opiniongCho, im, Fjermestad, & Roxanne Hiltz, 2003;

Griffith, Krampf, & Palmer, 2001; Koufaris, 2002; Koufaris, Kambil, & LaBarbera,

2001) It also influences attitude and intentidnvolvement affects the behaviour

outcome, for example while doing a decision the consumer might look for variety,
switch to another brand, be loyal to certain brand, use product several times, or enjoy

the shopping due to the involvement fagiBeharrell & Denison, 1995; Verbeke &

Vackier, 2004)

There are several types for involvement, which are the situational and the enduring
involvement. Situational involvement is the emotions felt due to a specific experience,

these emptions are felt temporarily. The endunmvglvementis the thought about a
product over a |l ong period of time, and t
S d (Qusliih rLenee Zicinkdwsky, d98%) &rsduring
involvement shows a consistent level of interest and concern with a specific product

or servicgS. O. Olsen, 2001)

Products characterized with low involvement are not vibathe consumérs -s e | f

t he per son

concept Involvement relies on the degree to which the prodalktesarerelevant to

the person, and on the strong relationsh
functional val ue and t he spsyctiological vaueé e d g e
The relevance of product to the person is divided into two aspects, the intrinsic and the
situational. The intrinsic aspect means the extent to vihlproduct is related to the
consumer due to knowledge learned from previous expezi Whereas, the
situational aspect depends on the degree to which the product is related to the person
in terms of the environment i mpact. Bot h
involvement(Lind, 2007)

Marketers have several ways to change low involvement items into high involvement
items through, these ways are: (a) connect the item to a certain involving matter, (b)

by connecting the item to a particular involving personal issue, (c) by doing the

advetisements in a way that activate feelings relevant to personal values, (d) by the
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addition of an important product attribute to a product with low involvement
(Tarkiainen & Sundqvist, 2009)

According to previous scholar the involvement is identifiesl an intellectual
behaviour that is done to face a specific mission that need to be completed.
Involvement was suggested as a mediating variable that acts within both the stimulant
and the respondent, which also relies on two things the stimulant aodothres u me r s’
traits. Involvement is also considered as a type of response pattern, in another words
it is assumed to be a type of hierarchy that processe$Rldtaaksonen, 1994)

The involvement level is defined by the character of the consaitiar the product

itself or to a specific product category, it is related to three things; timtbe€onsumed

while doing the decision, the social risk that might result from the product usage, and
the financial risk that is indicates whether the cormum able to pay or not to
purchase the produdtience, the product that is believed to be a product with low
involvement is the product that the consumer do not consume too much time while
doing the decision to purchase it or not, that will not take ffconsumer too much
effort, and that is not important to think about it. For example, a product with low
involvement is the product that we purchase it due to it is lower price compared with
other products in the same category, and while doing theaetispurchase it we do

not consider the brarn(@.g. pen, papers, lighting lamp). On the contrary, a product that
is believed to be with high involvement is the product that the consumer takes too
much time and effort while doing the decision to purclitaseich as purchasing a car

a house or planning for a vacati@ell & Marshall, 2003)
2.7.4. Organic food and involvement

When it comes to food the involvement factor seems that there are different arguments
about it. According to previous work done by scholars, it was seen that the consumer
attitude and decision toward food is already formed due to the habits, previous
experence, or routine, which means that there is low involvement in this case.
Previous experience, routines, and habits affect the purchasing p(écesson,
Mangin, & Dopico, 2001; Briz & Ward, 1998 Another factor is the low priced
products, and products that are purchased on a daily basis, are products with low
involvement(Beharrell & Denison, 1995We can notice that food has low egftion

on selfimage, cost, societal pressure, however, the risk which is the real risk is not

addressed when it come to the reasons behind low food involveengnhéalth). It
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was seen that food with low involvement are not considered in the sant®sifa

food with an important perceived/real risk, which means food with high perceived risk
might have high involvemerfAcebron et al., 2001Besides, the incread attention

and awareness of people about animal wellbeing, healthy food, ecology and
environment, makes food exciting for researches of involvergiermt & Poulsen,

2000)

Aswe defined the food involvement earlier
extent to which the food is important to the consumer varies from a person to the
another. People that are highly involved in food are involved more in all the stages of
food. People with high involvement level do a lot of differentiation among food
especially among food taste, food evaluation, and hedonic (Bedl & Marshall,

2003) People also care about food that brings them and lead them to more healthy
actions like getting inelved in food that provides them good nutrients such as fruits
and vegetables, and will be less involved in food that affect their health negatively
such as the high fat snacks and f@bléarshall & Bell, 2004)

Food involvement has been studied in several studies related to food consumption
(Bell & Marshall, 2003; Candel, 2001; Olsen, 2001; Rozin, Fischler, Sarubin,
Wrzesniewski, & Rozin, 199Quhl & Poulsen, 20000Isen (2001) did a theoretical
model that includes the involvement and expentaralue theory, he also included to

the model negative emotional state, social norms and moral responsibilities. Juhl and
Poulsen (2000) included in their model food related lifestyle, where they referred to it
the involvement factor. Candel (2001) researesults were that involvement does not
have a significant relationship with th
emphasis given on involvement is because consumer should be involved with any
certain thing, and that is why there is a lot of clartfamas on the variety of choices to
specific products or certain purchasing behaviour in terms of the involvement of the
consumer.

Food involvement defines the degree to which to which the food is important to the
consumers, also shows the extent to whebpte love talking about food, think about
entertaining ideas about food throughout the day, and get involved in events and
actions related to food with considering the five stages of the food life cycle which are
acquisition, preparing, cooking, eatinggdadisposindChen, 2007)

Food health involvement is another term that is investigated in the context of food and

involvement. Food health involvement is defined as the extent to which the healthy
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food is important to the consumé¢zZaichkowsky, 1985Beatty, Homer, & Kahle,
1988). People that are involved will compare many products while choosing the
product they want, which makes them take time while doing the decision to purchase
the most suitable produffranke, Keinz, & Steger, 20Q%ence, when consumers
consider onsuming healthy food because it is important to them, they will do that
effort of comparing different products to find the best one that they want to incorporate
in their healthy meal. According to literature food consumption is linked with health
involvement(Svein Ottar Olsen, 2003)

Organic food involvement is the degree to which consumers are attracted and
interested in all the different things about organic f@gdnsen et al2018) Organic

food is perceived as a healthy food to the consumer unlike the conventional food.
People with high food involvementill have positive attitude toward organic food, in
turn they will intend to purchase organic food more than peopldavitinvolvement
(Chen, 2007)Consumers with high involvement of organic food try their best to keep
informed about organic food and know more about it, also they will be more motivated
to keep the positer behaviour toward organic fogd@arkiainen & Sundqvist, 2009)
Organic food involvemeritas a significant effect on organic food purchasing intention
(Hansen et al., 2018)

Involvement is the main influence to the buying behavi@ur Laaksonen, 1994)
Previous literature showed that consumers with high involvemerdtde and have
intention to purchase the prodydt U. Kim, Kim, & Park, 2010Higher involvement

was found among consumers purchasing organic food instead of the conventional food
especially because the organic féws special characteristigslike the conventional

food (Aragués Lafarga, Medina Pueyo, & Claveria Laborda, 2014; Lind, 2007;
Thggersen, Jgrgensen, & Sandager, 2@@sumers involved in organic food have

a significant positive attitude with higher intention toward purchasing organic food
(Vermeir & Verbeke, 2006)

Healthconsciousnesd$ood safetygcological motives are three factors that affect the
involvement with organic fooqHughne et al., 2007 Vermeir & Verbeke, 2006
Hemmerling, Hamm, & Sgdir, 2015; Michaelidou & Hassan, 2010; Schleenbecker &
Hamm, 2013; Yiridoe, BorwAnkomah, & Martin, 2005C. C. Teng &Lu, 2016)
Especially when it comes to food safatyis highly related to involvement in organic
food, this is because the organic food consumers purchase it duectmatiaeteristic

of organic food that is free of chemicglgin, Wu, Du, & Chen, 2010naturakLockie,
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Lyons, Lawrence, & Mummery, 2002and saf§ Cer | a k , Mesi ¢, Kopi

Markovina, 2010 Bezengon & Blili, 2010) Consumers who care about the
environment and animalelfare are highly involved with organic fo¢@hen, 2007;
Lockie et al., 2002C. C. Teng & Lu, 2016)However few scholars contraindicate this
finding (Zagata, 2012ZakowskaBiemans, 2011 )but this contraindication might be
related to the cultural diversity in each counfAertsens et al., 2009)n Greece,
people concerned abouenvironment are not involved with organic food
(Chryssohoidis & Krystallis, 2005put in another countridike Taiwan consumers

who are involved on organic food are consumers that care about the envirf@ment
C. Teng & Lu, 2016) Environmental concern and animal welfare arecooisistent

with the purchase decision but they are documentedxtensively (Zakowska
Biemans, 2011)Environmentdly friendly consumers are attached to the product
ethically which will make their values and environmental concern connected to the
organic productqStrong, 1996) this will make them involved while doing the
purchase decisiofBezencon & Blili, 2010)

This study will help us understand more and add to the literature whether involvement
affects the organic food purchase intention, and whether involvement is affected by

the three testedonsumption values or not.
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3. METHODOLOGY

3.1Introduction

Organic food has become a demand for many consumers nowadays, hence, researchers
are studying what are the factors that contribute to the increased purchase intention of
theorganic food. In this researefe will test three values from the consumption value

theory which are the social value, functional value (quality and price), and
environmental value, and how do they affect the purchase intention of organic food.

As well asthe mediation of the involvement factor which will determine if organic
food consumer s’ invol vement plays a role
chapter, the population of the sample of the study, the type of the research, the
measurement itemand the data analysis method will be explained.

3.2Research Design

Research design is an important step to determine while doing the research. The
structure of the research will be determined depending on the problem that will be
studied. In thischapter, a discussion about the research design chosen will be
mentioned. Krishnaswamy & Satyaprasad (2010) explained the research design by
giving the procedure that need to be followed while collecting and analysing the data.
There are three types of esch design that exists: (a) exatory research(b)
experimental research, afw) descriptive research.

Exploratory research is a type of research that is done when the problem studied is not
well known, or the problem studied is not supported byynpavious theories in the
literature review. Hence quantitative method will be used while collecting data in this
type d research{Krishnaswamy & Satyaprasad, 2010).

Experimental research is the resedtdt studies the impact of a specific variable on
another controlled variable. The variables that impact the controlled variable are called
independent variables, whereas the variable that is affected by the independent
variables is called the dependent variable. The relationship between the variables is

tested in this type of research (Krishnaswamy & Satyaprasad, 2010).
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Descriptive researchelps us in getting the data that explains the topic of research.
This type helps us find fact findings that we can interpret. The descriptive research can
be eitherqualitative or quantitative (Krishnaswamy & Satyaprasad, 2010). In this
research the descriptive research method will be used using quantitative data collection
methodby using a questionnaire as a tobhe resultswill help in determiningthe

impact ofthe consumption values and involvement on the purchase intention.
3.3Data Collection Method

Data collection is done by five methods, these methods are: (a) observations, (b)

content analysis, (c) surveys, (d) interviews, (e) focus groups (Bryman and Bél, 20

Conducting a survey is the most convenient way among all other methods, it will allow

the researcher to send the survey online and reach nunthersaimplef population

required.

The survey in this study ai msentomtowhrdt er mi ne t
organic food, and the data is collected by a questionnaire that is distributed both online

and by hand. The questions are collected from several au#imarshe questions are

answered based on tliwe-point Likerts cal e fr om strongly agree

dsagree” . I n addition to that the demographic
3.4Sampling

Sampling is the process of selecting from the population a representative number of
respondents. The populatistates all the people or things that have common features,
such as same country, city, company, or a specific group (Bryman & Bell, 2011).
According toKrejcie & Morgan (1970)for a populatiorsizethatis 100000and more,

the sample size should b843 The number ofollected responses in this research is

392 which is considered as sufficient number to conduct the analysis.
3.4.1. Samplingframe

A sampling frameefers to all the elements that are in the population (Bryman & Bell,

2011) In this research, the population is the Turkish consumers living in Turkey.
3.4.2. Samplingdesign

Two types exist for the sampling design which are the probability sampling and non
probability sampling. In the probability sampling have known and equal piibpalbi

being selected for the sample subjects. Whereas in thprobability sampling, the
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elements chance is not known. In this study theprobability sampling is used using
the convenience methdldat is the quickest method to collect data andiegproblem
of interest (Bryman & Bell, 2011).

3.5Questionnaire Design

The questionnaire design was based on previouatliter from different authors who
measured the consumption valu€se social and functional values scale are adapted
from Sweeney & Soutaf2001) with having four items to measure functional value
(price), four items for functional value (quality), and four items to measure the social
value The emotional value scaig adapted fromAjzen & Fishbein(1980) by using

five items to measure.ifThe involvement scale and the purchase intention ssale
adapted fromTeng & Lu (2016) four items are used to measure each of the
involvement scale and the purchase intenti@hesc

The questionnaire is carried among Turkish consumers in Tufkeyquestionnaire

was sent online to consumers by using social médi&h at s Algo g 'was
distributed manually in a convenient way. The questions are divided into seven parts,
the first part about the demographicgluding gender, age, marital status, level of
education, income per montBecond part about functional value (quality), third part
functional value (price), fourth part about social value, fifth part emotional value, sixth
part involvement, and last part about the purchase intention.

In all parts except the demographics, fp@nt Likert scale was used to know whether
the consumers agree or disagree with the statements listéedh e scal e i s fr
di sagr ee” al on gThd neastrentemt kemgareyshoangir detail’in the
Table 3.1

Table 3.1 Measurement ltems

Variable Type of scale Items used onquestionnaire Adopted from
Functional Value - Likert Scale from 1 ) . Sweeney & Soutal
9 The organic food has consiste
ualit to 5, 1= Strongl . 2001
Quality W quality (2001)
(FV-Quality) Disagree, 2=

] 1 The organic food is well made
Disagree, 3= )
. . 9 The organic food product has &
Neither Disagree )

acceptable standard of quality
nor Agree, 4=

9 The organic food product woul

Agree, 5= Strongly

perform consistently
Agree
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Table 3.2 Measurement Item&ontinued)

Functional Value-Price Likert Scale from 1
(FV-Price) to 5, 1= Strongly
Disagree,

9 The organic

Disagree, 3=

value for money.

Neither Disagree
nor Agree, 4

product for the price.

Agree, 5= Strongly

1 The organic food product would k

Agree

economical.

Social Value Likert Scale from 1

9 Buying the organic food produc

to 5, 1= Strongly

would help me to feel acceptable.

Disagree,
Disagree, 3=

would improwe the way that | arr

Neither Disagree )
perceived.
nor Agree, 4=

9 Buying the organic food produc

Agree, 5= Strongly

would make a good impression ¢

Agree

other people.
9 Buying the organic food produc
would give its owner social approvi

Emotional Value Likert Scale from 1

9 Buying the organic food produci

to 5, 1= Strongly

Disagree, 2=
person.
Disagree, 3=

9 Buying the organic food produci

Neither Disagree

makes me feel good about myself.

nor Agree, 4=

9 Buying the organic food produci

Agree, 5= Strongly

makes me feel that | am doing gox

Agree
for

farming/environment/small farmers
1 Buying the organic food produci
makes me feel

person.

9 Buying the organic food product
makes me feel that | am doing tl

right thing.
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food product
reasonably priced.

2=
_ﬂ The organic food product offer

_ 1 The organic food product is a goc

2=
9 Buying the organic food produc

make me feel a better/responsit

more Cconsciol

. Sweeney & Soutal

(2001)

Sweeney & Soutal
(2001)

Ajzen & Fishbein
(1980)



Table 3.3 Measurement Items (Continued)

Involvement Likert Scale from 1
1 Organic foods are very important { Teng & Lu (2016)

to 5, 1= Strongly

Disagree, 2= . .
] 9 Organic foods are continually c
Disagree, 3=
i ) interest to me.
Neither Disagree o
1 Organic issues have a great conct
nor Agree, 4= )
with me.
Agree, 5= Strongly
fl " m highly invol

Agree ] ) ] .
reading information about organi
food.
Purchase Intention Likert Scale from 1
11 expect myself to consume organ Teng & Lu (2016)
(Purchase_Inten) to 5, 1= Strongly
food.
Disagree, 2= .
] 9 I would buy organic food.
Disagree, =

. . _ﬂ | plan to consume organic food
Neither Disagree i
11 intend to purchase organic foc
nor Agree, 4=
product within the near future.
Agree, 5= Strongly

Agree

3.5.1. Pre-testing

Pretesting is a method that is used to check the questionnaire items whether they are
suitable and understandable to the respondents @viatitotra, 2010)The pretesting

will let us know if it is necessary to remove or change one of the questions. The
analysis to the answered questionnaires in theégsteng phase should be done by a
professional expert (Yin, 2009).

In this research the questionnaire is-fgted by distributing it to 50 respondents.
After that the analysis was done by the professor that is specialized in the marketing
field. The results showed that there is no need to change or remove any of the questions
and that all questions are understandable. The questionnaire is then translated to
Turkish language using appropriate wordings to deliver the exact statement in Turkish

language.
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4. RESEARCH MODEL AND HYPOTHESES

The researchvill studythe some of the values related to thersonal consumption
values theory whichare the functional value (price), functional value (quality),
emotional value, and social valuend howthese valuegffects purchase intention
toward organic food. Involvement will be the mediator linking the relationship

between consumption values and organic purchase intention.

Functional Value

(quality and price) %A

Emotional Value Involvement Purchase
> —> .
Intention

/ "
Social Value H4

Figure 4.1 Model of Research

Hypotheses:

H1: There is a positive relationship between functiorelle-quality and organic

food purchase intention in terms of mediating the effect of involvement

H2: There is a positive relationship between functional waliee and organic food
purchase intention in terms of mediating the effect of involvement

H3: There is a positive relationship between emotional valug organic food

purchase intention in terms of mediating the effect of involvement

H4: There is a positive relationship between social valueoaganic food purchase
intention in terms of mediatinthe effect of involvement

H5: Involvement has positive effect on organic food purchase intention
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5. ANALYSIS

The analysis in this study starts with the descriptive statistics that include details about
the demographics of thespondents which will help in knowing the characteristics of
the respondents. Later, the inferential statistics are analysed, and they include the
Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA) that help
us understand the relatiship between the variables and to know the variability and
reliability of the dimensions. For a better reliability and validity iem from the
involvement scale was removed (involvementAfffer that the multiple regression
assumptions were done. Stwr@l equation modelling (SEM) was used to test the
hypotheses. SEM is a method designed to analyse the hypothesized model and it is
done for complex models and other several typesiographics are analysed by using

the Statistical Package for Social Suwes (SPSS) version 22.00, while AMOS
software version 22.00 will be used for the EFA and (B&ore starting the analysis,

the researcheemoved the resporsef 6 respondentdue tothe evidence oliack of
engagemenas evidenced by answering the exact same answer for all que$tiens

following analysis is done for 386 respondents out of 392.
5JRespondent sé Demographic Characteristic

This section shows the demographics of the respondents in terms of their age, gend
level of education, income per month, marital status, whether they know organic food,

and whether they purchased organic food previously or not.
51.1. Res pondeadert s 6

Il n the table 5.1 we c an patieigantsohtieisresats ponder

Table5.1Responden.t s’ Gender
Gender Frequency Percent
Male 139 36.0
Female 247 64.0
Total 386 100.0
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This questionnaire included two subcategories of gender which are male and female,
64% (247 respondents) of respondents were female, and 36% (139 respondents) were

male.
512. Respondgent 0s

The age of the respondents that participated in this researchdsaefed in the table
5.2.

Table52Respondent’ s Age

Age Frequency Percent
Less than 25 145 37.6
25-34 124 32.1
3544 86 22.3
4554 21 5.4

> or =to 55 10 2.6
Total 386 100.0

The age group in the questionnaire is presented acrosageseategorieslhe first

category which is “Less t lwhiaghis3b6% (dsas t he gr
respondents) of the respondents were from this age group. Followed by the second age

grop *“3245 which had 32.1% (124 respondents) o
group. We can notice that the first two groups have the highest percentage of response

and this can be explained by the method of distributing the data whklmainly by

using he online platform, and obviously the first two age groups have more access to

online platforms than other age groupsird category is the agef “ 3% 4, 'and

22.3% (86 respondents) of the respondents who answered the questionnaire were from
thiscatego . The f ourth «c atbedg’o,r yonilsy tbh.ed4 % g(e2sl orfe s'f
of the respondents were in this group. Last and fifth group is the ages that are above

55, with only 2.6% of respondents (10 respondents) who responded were from this

group.

5.1.3. Marita| status
The marital status of the respondents in this research is explained in the table 5.3.
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Table 5.3 Marital Status

Marital Status Frequency Percent
Single 259 67.1
Married 127 32.9

Total 386 100.0

As we can see in table 5.3athmost of the respondents were single 67.1% (259
respondents), whereas the married respondents were only 32.9% (127 respondents).

5.1.4. Educational level ofrespondents
Theeducational levebf the respondents in this reseh is explained in the table4s.

Table 5.4 Educational Level

Educational Level Frequency Percent
Primary School 9 2.3

High School 65 16.8
Bachelor's Degree 186 48.2
Master's Degree 105 27.2

PHD Degree 21 54

Total 386 100.0

There are five educational levels in this research which are primary school, high
school,b a ¢ h edegeee levelma s t degree kevel, and PHD degree level. Most of

the respondents havdaa ¢ h edégoee4B.2% (186 respondents) of the respondents
Whereas 27.2% (105 respondents) of the
(65 respondents) of the respondents havgladthool degree. Respondents with PHD
degree were only 5.4% (21 respondents) of the respondents. And the fewest
respondents with primary school degree 2.3% (9 respondents) are in the sample of this

study.
5.1.5. Income per month of therespondents

The incomeper month of the respondents in this research is explained in the table 5.
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Table 5.5 Income Per Month

Income Per Month Frequency Percent
2020 TL and Below 137 35.5
20213500 TL 86 22.3
35015000 TL 75 19.4
50017000 54 14.0

7001 and more 34 8.8

Total 386 100.0

The table 5.5 shows us that the majority of the respondents has the lowest income

level, which is 2020 Turkish Liras and below, they constitute of 35.5% (137

respondents) of the sample study. Whereas respondents with an income per month
between 202B500 Turkish Liraswere 22.3% (86 respondents}9.4% (75
respondents) of the respondents have an income level of thé&8801T urkish Liras.

14% (54 respondent®)f the respondents have an income level between 5001 and

7000. Fewest category was the categwhpseincome per month 7001 and more,

which have only 8.8% (34 respondents) of the respondents.

5.1.6. Organic foodknowledge

Respondents were asked by a yes/notared they know what the organic food is:

i s?7 .

“Do you know what organic food
this question.
Table 5.6 Organic Food Knowledge

A Do y ou kn Frequency Percent
organic foodi s ? O

Yes 373 96.6

No 13 3.4

Total 386 100.0

According to the frequency table 5.6 it shows that @6(873 respondents) of the

respondent s

answered

respondents answered
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113 yes
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and
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5.1.7. Organic food previous purchase

Respondents were asked another yes/no question which is to ensure that they know the
definition of organic food, to make sure that what we are mentichiogr gani ¢ f oo
Is the same thing they claimed that they know alyotlite previous question. Ariden

followed by a question about whether they previously purchased organic food or not.
The definition and question were as f ol
processed without including any synthetic fertilizers, growth hormones or pesticides.
Have you ev e Thepable & hshosvetie rasults?td the question asked.

Table 5.7 Previous Purchase of Organic Food

iHave vy Frequency Percent
purchased

organic

Yes 333 86.3
No 53 13.7
Total 386 100.0

In table 5.7 we can see that 86.3% (333 respondents) said that they purchased organic
food previously and 13.7% (53 respondents) answered that they didTl met.
percentage of people who answered “yes”
Which indicateghat not all people who know what organic food is have purchased it

or it mightindicatethat they thought that organic food was something else after seeing

the definition.
5.2Descriptive Statistics

Descriptivestatistics is used to determine basiformation regarding the variables
and to check the relationship among these variables. There are different methods to do
the descriptive analysis. In this research the nasahstandard deviation are going to

be examined among the variables.
5.2.1. Descriptive analysis for functional value (quality and price)

The table 5.8 includelescriptive statistics abowll the questions that are set to

measure the functional valéer both quality and price.

1 FV_Qualityl: The organic food has consistent quality
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FV_Qualty2: The organic food is well made

FV_Quality4: The organic food product would perform consistently
FV_Pricel: The organic food product is reasonably priced.
FV_Price2: The organifood product offers value for money.

FV_Price3: The organic food product is a good product for the price.

1 FV_Price4: The organic food product would be economical.

Table 5.8 DescriptiveStatistics for Functional Value (Quality and Price)

FV_ FV_ FV_ FV_ FV_ FV_ FV_ FV_
Quality  Quality Quality Quality Price Price Price Price
1 2 3 4 1 2 3 4
Mean 3.42 3.56 3.43 3.42 2.10 2.79 2.78 2.04
Median 4.00 4.00 4.00 4.00 2.00 3.00 3.00 2.00
Mode 4 4 4 4 2 3 3 2
Std. 1.126 1.061 1.067 1.079 1.027 1.002 1.057 1.014
Deviation
Frequency
Strongly 28 22 29 27 122 43 51 134
Disagree
Disagree 51 38 45 48 158 104 106 152
Neither 98 94 83 94 57 141 114 61
Disagree
nor Agree
Agree 147 167 189 169 42 88 107 30
Strongly 62 65 40 48 7 10 8 9
Agree

FV_Quality3: The organic food product has an acceptable standard of quality

We can notice in table 5.8 that most of the functional value (quality) items have high

mean score compared with the functional value (price). The highest mean was for the

sentence

“t he

organic

food

s wel

made"”

deviation (1.061) which indicated that most of the people agreed on this statement.

The average mean of thkariable functional valugualityis 3.457 which is considered
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high andthe median is 4 which indicates that most of people agree on the statements
related to functional valugquality and it is seen also in the frequencies where most
responses where in the agree category in all of the four statements.

However, when it comes to the functional vapree, we notice that the mean of most

scale items igow, it is between 2.04 and 2.79, with an average of 2.427. the lowest
mean was for the statement “the organic
shows us that most people do not agree that the price of organic food is economical
nor reasonable. Thigs also proven in the frequencies, most of the respondents
answered with *“disagree” on most of the

price.
5.2.2. Descriptive Statistics for social value

Table 5.9include descriptive statistics about all the questions that are set to measure
the social valueThe statements of social value are as following:

Social_Valuel: Buying the organic food product would help me to feel acceptable.
Social_Value2: Buying the ganic food product would improve the way that | am
perceived.

Social_Value3: Buying the organic food product would make a good impression on
other people.

Social_Value4: Buying the organic food product would give its owner social approval

Table 5.9 Descriptive Statistics fdBocialValue

Social_Valuel Social_Value2  Social_Value3 Social Value4

Mean 2.61 2.68 2.69 2.60
Median 3.00 3.00 3.00 3.00
Mode 2 4 4 2
Std. Deviation 1.159 1.182 1.204 1.133
Frequency

Strongly Disagree 81 80 84 81
Disagree 106 89 89 103
Neither Disagree 93 85 91 100
nor Agree

Agree 93 111 106 93
Strongly Agree 13 12 16 9
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The average mean of the social value variable is 2.645, with slightly high standard

deviation for almostll the items, and with a median of 3. The sentence with the lowest

mean is “Buying the organic food product wou
a mean of 2.60, which shows that most of the respondents did not agree on this

statement. The standard dsvwon shows us that nall the respondents agreed on same

thing, there is a difference in their opinion which is also shown in the frequencies of

the statement. Respondents answe®@n average of frequencies mostly as agree,

followed by disagree, follwed by neither agree nor disagree, with very close numbers

of respondents for these three answers. This indicate that there are two types of people

some who really consider social value affects their purchase intention toward organic

food and the others do;, there is no single opinion that is agreed on.
5.2.3. Descriptive statistics for emotional value

Table 5.10 include descriptive statistics about all the questions that are set to measure

the emotional value. The statements of emotional value dod@sing:

1 Emotional_Valuel: Buying the organic food products make me feel a
better/responsible person.

1 Emotional_Value2: Buying the organic food products makes me feel good
about myself.

1 Emotional_Value3: Buying the organic food products makes meffael am
doing good for organic farming/environment/small farmers.

1 Emotional_Value4: Buying the organic food products makes me feel more
conscious person.

1 Emotional_Value5: Buying the organic food products makes me feel that | am

doing the right thing.

Table 5.10 DescriptiveStatistics for Emotional Value

Emotional Emotional Emotional Emotional Emotional
_Valuel _Value2 _Value3 _Value4 _Valueb
Mean 3.17 3.42 3.56 3.45 3.66
Median 3.00 4.00 4.00 4.00 4.00
Mode 4 4 4 4 4
Std. Deviation 1.196 1.182 1.148 1.137 1.065
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Table 5.11 DescriptiveStatistics for Emotional Value.

Frequency

Strongly Disagree 46 39 30 30 25
Disagree 72 50 41 53 28
Neither Disagree 76 62 73 73 73
nor Agree

Agree 154 180 167 172 188
Strongly Agree 38 55 75 58 72

In table 5.10 it is noticed that the mean for all the items is above 3, with the highest
mean for Emotional Value 5 with the stat
makes me feel t hat I am doing the right
deviaton as well which indicates that most respondents agreed on this statement.
However, standard deviation for the rest of the items indicates that not all of the
respondents agree on these statembntke frequency it is shown that a high number
ofrespollent s responded with ®“agree” in most
respondents are with different opinions, some disagree and some neither agree nor

disagree.
5.2.4. Descriptive statistics for involvement

Table 5.11 include descriptive statistics abaluithe questions that are set to measure

theinvolvement scaleThe statements afivolvementare as following:

1 Involvementl: Organic foods are very important to me.

1 Involvement2: Organic foods are continually of interest to me.
1 Involvement3: Organicssues have a great concern with me.

1

|l nvol vement4: | 'm highly involved in

‘N

organic food.

Table 5.12 Descriptive Statistics for Involvement

Involvementl Involvement2 Involvement3 Involvement4
Mean 3.65 3.32 3.17 3.00
Median 4.00 4.00 3.00 3.00
Mode 4 4 3 4
Std. Deviation 1.116 1.090 1.088 1.159

61



Table 5.13 Descriptive Statistics for Involveme(@ontinued)

Frequency

Strongly Disagree 29 26 25 44
Disagree 34 65 81 91
Neither Disagree 55 100 129 106
nor Agree

Agree 193 151 106 110
Strongly Agree 75 44 45 35

Table 5.11 shows us descriptaealysis for the involvement variable, the mean for all

of the items is 3 and above, with an average of 3.285 which is considered good, the

mode is 4 for all items except for involveme
foods are very importanttorthe i s t he hi ghest mean (3.65) a
standard deviation which means most respondents agree on this statement. According

to the frequencies, few respondedisagree when compare with the respondents who

agree on the involvement statements.
5.2.5. Descriptive statistics for purchaseintention

Table 5.12 include descriptive statistics about all the questions that are set to measure

the purchase intention scale. The statements of purchase intention are as following:

1 Purchase_Intenl: | expect myselfcimnsume organic food.

1 Purchase_Inten2: | would buy organic food.

1 Purchase_Inten3: | plan to consume organic food

1 Purchase_Inten4: | intend to purchase organic food product within the near

future.

Table 5.14 Descriptive Statistics for Purchase Intention

Purchase Purchase Purchase Purchase
Intenl Inten2 Inten3 Inten4
Mean 3.56 3.54 3.53 3.53
Median 4.00 4.00 4.00 4.00
Mode 4 4 4 4
Std. Deviation 1.122 1.034 1.052 1.121
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Table 5.15 Descriptive Statistics for Purchase Intent{@ontinued).

Frequency

Strongly Disagree 31
Disagree 35
Neither Disagree 73
nor Agree

Agree 180
Strongly Agree 67

19
48
78

188

53

25 27
43 49
66 66
205 180
47 64

Table 5.2 shows us descriptive analysis for fh@chase intentiomariable, the mean

for all of the items is 3 and above, with an average ™ ®hich is considered good,

t he mode

S

4

organic food”

means most respondents agree on this statement. According to the frequencies, few

for al | it ems. The mean
I 6) and kvieh ndarn taldwestdiard deveatomwhicl3 . 5

respondents disagree when compare with the respondents who agreuncliase

intentionstatements.

5.3Normality Assessment

Normality is done for paraetric statistical analysignd it is done btwo ways, either

by graphical way or a numerical way. The skewness and kueusiee numerical

method. The skewnesslue indicates how symmetrical is the distribution, whereas

the kurtosis indicates the peaf the distribution. Perfectly normal distribution has the

value of zero for both kurtosis and skewness. Hence, hakiegness and kurtosis

values near to zero will indicate that the ddistribution is normalnd symmetric.

Having skewness values thate different from zero indicates that the data is not

normally distributed and not symmetric. High skewness is when the values are below

-1 or more than Imoderate skewness (almost symmetric) when values are between

1 and-0.5 or between 0.5 and 1. Theight of the peak is determined by the kurtosis

coefficient and theoretically having this value significantly different from 3, it

indicated a normal distributiotut if kurtosis coefficient is different, it indicated that
the data is not normally dr#buted(Altman & Bland, 1996:1200)he values for both

skewness and kurtosis must not be above 3 nor béldori'c et al.,, 2009)The

table 5.13 shows us that batkewness and kurtosis values aot below-3 nor above

3 which indicates that the data is normally distributed.
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Table 5.16 Skewness and Kurtosis

Variables Skewness Kurtosis
FV-Qualityl -.519 -.434
FV-Quality2 -.695 .020
FV-Quality3 -.783 -.045
FV-Quality4 -.640 -.210
FV_Pricel .804 -.047
FV_Price2 -.078 -.645
FV_Price3 -.121 -.948
FV_Price4 .920 .346
Social_Valuel .108 -1.079
Social_Value2 -.007 -1.207
Social_Value3 .001 -1.174
Social_Value4 .055 -1.101
Emotional _Valuel -.407 -.889
Emotional_Value2 -.708 -.449
Emotional_Value3 -.748 -.185
Emotional_Value4 -.657 -.381
Emotional_Value5 -.943 479
Involvementl -.967 .280
Involvement2 -.435 -.536
Involvement3 -.096 -.653
Involvement4 -.096 -.879
Purchase_Intenl -.838 .043
Purchase_Inten2 - 741 .008
Purchase_Inten3 -.903 .209
Purchase_Inten4 -.745 -.205

5.4Factor Analysis

The factor analysis is done in two methods to determine the degree by which the
responses are affected by the constructs. The two methods are the exploratory factor

analysis (EFA) and confirmatory factor analysis (CFA).
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5.4.1. Explanatory factor analysis (EFA)

EFA analysis determines the relationship between variaBleA has an important

role in the analysis by which the researcher relies on to determine the variables that
will be in the model and whether items of variables need to be removed &fot.

in this research is used for all of the variables. The analysis will group the items of the
scales according to their correlation. This analysis is as a precursor for trstepext
which is the CFA, because in this step the data widléaned and ready to bheed in

the CFA. While running the EFA a problem appeared in the involvement scale in the
item involvement 1, it was showing scores below than 0.5 and cross loadings in the
pattern matrix, in another words the item appeared below two factors. To solve the
problem this item was removed and all readings where above 0.5 andvérere

cross loadings appearing, which is what we n@ée final results of the EFA are

shown indetailbelow.

Table5.17KMOandBat | ettt s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 915
Bartlett's Test of Sphericity Approx. ChtSquare 7223.301
df 276
Sig. .000

To test the adequacy of the sample we check the KMO value. In the analysis we can

see that the KMO i6.915 which is abov®.5, this is an indicator that the sample is
adequate and have a superb scoradaquaciesValues that range from 0.5 to 0.7

indicates a midcore value for adequacy, whereas values ranging from 0.7 to 0.8 are
good, between 0.8 and 0.9 a@nsidered as great values for adequacy. Bartlett test

Sig value should be below 0.05 to indicatl

analyss it is shown that the Sig value is 0.000 which is acceptable (Pallant, 2013:148).

Table 5.18 Communalities

Variables Initial  Extraction
FV-Qualityl .699 753
FV-Quality2 720 .812
FV-Quality3 .617  .615
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Table 5.19 CommunalitiegContinued)

FV-Quality4 572 545
FV_Pricel 508 .611
FV_Price2 .619 .681
FV_Price3 576 .590
FV_Price4 466  .556
Social_Valuel .668 .666
Social_Value2 746 792
Social_Value3 739 770
Social_Value4 729 .785
Emotional_Valuel 665 .625
Emotional_Value2 746 .730
Emotional_Value3 692 726
Emotional_Value4 .760  .855
Emotional_Value5 731 .733
Involvement2 695 .718
Involvement3 713 871
Involvement4 592 .630
Purchase_Intenl 719 734
Purchase_Inten2 736  .804
Purchase_Inten3 750 774
Purchase_Inten4 745 741

Extraction Method: Maximum Likelihood

Communalitiesndicates the proportion of variance in each variasleounted for by
each factar There are no values below 0.3 which is required to show that all items
fitting appropriately. The lowest value was 0.488&he functional valugrice (item
4), which indicates that 46% of the variance of the functional vyadice (item 4) are

common.
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Table 5.20 Total Variance Explained

Rotation

o Extraction Sums of Squared Sums of
Factor Initial Eigenvalues

Loadings Squared

Loadings

Total % of Cumulativ Total % of Cumulat Total

Varianc e% Varian ive %
e ce

1 9.802 40.843 40.843 9.491 39.545 39.545 7.579

2 2.946 12.275 53.118 2.664 11.100 50.645 4.938

3 2.119 8.828 61.946 1.798 7.492 58.136 5.753

4 1.800 7.498 69.444 1.254 5.224 63.360 7.244

5 1.333 5.552 74.996 1331 5.544 68.904 5.486

6 .813 3.389 78.385 .578 2.410 71.314 4.185
7 .558 2.325 80.711
8 484 2.019 82.730
9 449 1.873 84.602
10 .408 1.700 86.303
11 .376 1.567 87.870
12 .359 1.496 89.366
13 313 1.304 90.670
14 .293 1.220 91.890
15 277 1.155 93.045
16 247 1.028 94.073
17 222 .924 94,998
18 .203 .847 95.845
19 .193 .802 96.647
20 .183 .760 97.408
21 175 .730 98.138
22 .158 .658 98.796
23 152 .634 99.430
24 137 .570 100.000

In table 5.16the cumulative percentage of the variance is 71.314% for six factors.
Usually it is accepted to be above 50%, so having it above 60% is considered very
good.

The reproduced correlation was tested, and the residuals are computed between

observed and repraded correlations. There are 4 (1.0%) nonredundant residuals with
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absolute values greater than 0.05, which is accepted as it is recommended to be less

than 5%.

Table 5.21 Pattern Matrix

Factor

1

FV_Qualityl
FV_Quality2
FV_Quality3
FV_Quality4
FV_Pricel
FV_Price2
FV_Price3
FV_Price4
Social_Valuel
Social_Value2
Social_Value3
Social_Value4
Emotional_Valuel
Emotional_Value2
Emotional_Value3
Emotional_Value4
Emotional_Value5
Involvement2
Involvement3
Involvement4
Purchase_Intenl
Purchase_Inten2
Purchase_Inten3

Purchase_Inten4

.628
.655
.857
1.077
811

787
.892
.864
.883

.857
.954
.800
712

.820
.960
752
.688

.817
671
579
.793

.649
.958
785

In table 5.17 the pattern matrix désplayed;it shows that all 6 factors are perfectly

loading (except for the item involvement 1 in the involvement factor was removed due

to presence of cross loading). As an evidence of convergent validity, we have loadings

of above 0.5, and as an evidence of dserant validity we have no strong cross
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loadings. The first factas presented with four items that are related to the functional
value-quality, the second factor is with four items also and that is related to the
functional value price factor. The thd factor with four items of social value, the

fourth value with five items of emotional value factor, the fifth item with three items

of involvement factor, and the last factor with four items of purchase intention. In the

EFA, six factors were found witB4 items.

LastthingtotesntheEFAl s t he reliability of the fac
alpha scores. The values should be above 0.70 to indicate a good internal consistency
(Hair,2013:33) n t he tabl e 5. 18 al brestare @bove .70t he C

which is required.

Table 5.22 VariablesReliability Results

Variables Total Items Cronbachods
Functional ValueQuality 4 .892
Functional ValuePrice 4 .825
Social Value 4 .920
Emotional Value 5 922
Involvement 3 .883
Purchase Intention 4 922

5.4.2. Confirmatory factor analysis (CFA)

CFA is the analysis that is done after having all the analysis done in(EAAis done

to confirm the theory behind thHeypothesized model. The analysis is based on the
theorized relationship between the observed and unobserved variables. The covariance
matrix of populationis assessewvhile doing the CFA by comparing it with the
covariance matrix of the model hypothesiZEde aim of the researcher from the CFA

is to lower the differences that will appear between the theorized and the experimental
model(Schreiber, Nora, Stage, Barlow, & King, 2006: 323)

5.4.2.1Validity and reliability

First step that is done in the CFA is the measurement of validity and reliability.

)

Validity is done to test the scal es a
consistencySmith and Albaum, 2003860-364). In order to make sure that the scale

is reliable we should get a similar result twic&he reliability and validity
measuremerttelpin getting the data ready for next step and makes sure thattieere
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no mistakes in the data, and in case there is we should fix it before proceeding to the
next stepConstruct validity is done in this research which is consisted of convergent
validity and discriminant validity. Convergent validity is doig having two
supposedly correlated measures that are related to the same construct to make sure that
they are coelated. In discriminant valiti the opposite thing is done, which means

that we take two supposedly uncorrelated measures to prove that they are uncorrelated
(Smith and Albaum, 2005: 36864). Reliabilityis made to test the quality of the scale,

to cheek that the results do not have any error, because if an error appears this indicates
a lack of significant relationship between variables (Muijs, 2@1Q:Different types

of reliability that exists, however, in this study the composite reliability valused

( McDonald’s coefficient) that I s hesed to
thresholds required to have a good validity and reliability are as follovorg
reliability: Composite Reliability (CR) >,%or convergent validity: Average Varnce
Extracted (AVE)> .5For discriminant validity: Maximum Shared Variance (MSV) <

AVE square rogtand AVE > inter construct correlatiofidair et al., 2010)In the
table5.19it is indicated that & have convergent validity as esited by the AVE

above 0.5, we have reliability as esided by CR all above 0.7, we haveatiminant

validity based on the square root of the AVE being greater than any enter factor

correlation on this matrix

Table 5.23 Validity and Reliability Results

CR AVE MSV MaxR(H) Involvement Emotional Social Quality Intention Price

Involvement 0.886 0.722 0.596 0.895 0.849

Emotional 0.925 0.712 0.510 0.928 0.530 0.844

Social 0.914 0.729 0.266 0.925 0.227 0.516 0.854

Quiality 0.886 0.662 0.286 0.908 0.349 0.512 0.278 0.814

Intention 0.917 0.736 0.596 0.923 0.772 0.714 0.259 0.499 0.858

Price 0.801 0.512 0.286 0.860 0.407 0.526 0.394 0.535 0.476 0.715
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5.4.2.2Factor loadings:

Factor loading is an important step in the factor analysis, it shows the relationship

within the latent and observed variables. This is demonstrated in table 5.20 CFA factor

loadings;the table indicates that there is a significatationship between tHatent

and observed variables. As evidenced by p less than 0.001 in all the correlations, where

p *** indicates that the value of p is less than 0.001. On the other hand, the estimates

shown in the table indicates that an increase of the latent variablads an increase
of the observed variable by the estimated number. To clarify more, Eretional

which is the emotional value, raise by 1, the emotional value 2 which is the second

guestion (second item) of the emotional value scale, raise by 1.@8&o%&r, the S.E

shown in the table is the variable’s
the table 5.20 will be explained. An estimate of 1.835 a S.E of 0.050, whereas an
estimate of .947 has a S.E of 0.55. The results indicate thatthar i abl e s

appropriate to continue with next steps of testing the hypothesis.

Table 5.24 CFA Factor Loadings

Estimate S.E. P

Emotional_Valuel <--- Emotional 1.000

Emotional_Value2 <--- Emotional 1.035 .050 ***
Emotional_Value3 <--- Emotional 919 051 ***
Emotional_Value4 <--- Emotional 974 049  x**
Emotional_Value5 <--- Emotional 947 055  x**
Social_Valuel <--- Social 1.000

Social_Value2 <--- Social 1.146 .053 ***
Social_Value3 <--- Social 1.222 067 ***
Social_Value4 <--- Social 1.157 063 ***
FV_Qualityl <--- Quality 1.000

FV_Quality2 <--- Quality .958 043 x**
FV_Quality3 <--- Quality .812 046  ***
FV_Quality4 <--- Quality 771 048  x**
Purchase_Intenl <--- Intention 1.000

Purchase_Inten2 <--- Intention .956 042
Purchase_Inten3 <--- Intention 1.042 .050 ***
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Table 5.25 CFA Factor LoadingéContinued)

Purchase_Inten4
Involvement2
Involvement3
Involvement4
FV_Pricel
FV_Price2
FV_Price3
FV_Price4

<

<ee

<

<

<

<-e-

<-e-

<-e-

Intention
Involvement
Involvement
Involvement
Price

Price

Price

Price

1.098
1.000
1.045
.980

1.000
1.465
1.422
.894

.054

.048
.053

127
126
.079

*kk

*kk

*kk

*k%k

*k%k

*k%k

These outcomes are based on the CFA of the built CFA model in figure 5.1
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Figure 5.1 CFA Model
5.4.2.3CFA Model fit

The model fit is developed to understand whether the hypothesized model has a good
fit or not. The fit of the model is tested according tepacific criterionand then the
researcher notices whether it is well fitted or,rtbts will help us understandhe

correlation between variables and to some modifications if needed while checking
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modification indicesAs shown in figure 5.1 some of the errors were covaried to get a
better result of moddit. The table 5.21 shows results of model fit followed by an
explanation for each score.

Table 5.26 Model Fit Scores of the Analysis of CFA

Obtained Threshold Result

Indices
Fit Indices
Chi-square/ df (CMIN/DF) 2.395 <3 Acceptable
Fit
Goodnesof-fit index (GFI) 0.890 > 0.90 Acceptable
Fit
Adjusted goodnessf-fit index (AGFI) 0.857 >0.80 Acceptable
Fit
Comparative Fit Index (CFI) 0.955 > 0. 9 PerfectFit
Root Mean Square Error of Approximatic 0.060 <0.05 Acceptable
(REMSA) Fit
Standardized Root Mean Square (SRMR) 0.0557 <0.09 Acceptable
Fit

In the table 5.21 we can notice that the CMIN/DF= 2.395 whictoissidered as

acceptabldit according to théhresholdthat ismore or equal to 2 and less or equal to

3. Whereas in order to consider it as a perfect fit it should be more or equal to 0 and
lessorequalto?2 Di | e k, Boyaci, P r Thé pvalug shawed &4 ay , 2016
significant result wherp= 0.000.

Adjusted goodness of fit (AGFI) ag@odness of fit (GFI), it is good to get values that

are near (Hu & Bentler, 199). In this studyAGFI is equal to 0.857 which is

considered as acceptable fit. Values for AGFI which .ar@ OAG< | <ad . 00

considered as perfect fit, whereasvalud 0 < AGFI < . 90 able consider
fit. GFlin this study is 0.890 whicis considered as acceptable Yfalues of GFI .90

< GFI < 1.00 are considered as perfect fit a
fit( Di |l ek, Boyac , Prof, & Atalay, 2016:141)

Another indicator that we take into consideration while we are testing the model fit is
the comparative fit idex (CFI). CFl supposes that the latent variables are not

correlated and then it contrasts the hypothesized and the null fBgels, 2012). In
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this study the CFI value was 0.955 whiclcansidered as perfect fit. Values of CFlI

.95 < CFlc&®ngsli.der eadr eas perfect fit where
considered as acceptable fit

Root Mean Square Error of Approximation (RMSEA) is for the treatment of
uncorrelated matters in the sample of the study (Byrne, 2012). The value of RMSEA

in the stug is 0.060 which results in acceptable fit model. The RMSEA values of .00

< RMSEA < .05 are considered as perfect
fit.

Standardized Root Mean Square (SRMR) obtained fit indices of this study is 0.0557
whichisaccadi ng t o the criteria considered as
SRMR < .05 are considered as perfect fi
considered as acceptable(fiDi | e k , Boyaci , Prof, & Atal a
Based on the values in table 5.21, the model has a gpaddiive can cdamue in the

further steps of the analysis.
5.5Multivariate Assumptions

Before moving to the mediation and hypothesis testing an important step to do is the
multicollinearity test. It isa test that is done to check the correlation within the
independent w@ables, if a correlatioroccurs this indicates that the hypothesized
regression of the coefficients is unachieval@ekaran & Bougie, 2016The values

that are needed in the multicollinearity test are a tolerance value that is >0.1 and VIF

< 3 (statwki.kolobkreations.com2@20). By having a value within the mentioned
thresholds, we wil/| make sure that we do
and the hypothesized multiple regression is attained. In the table 5.22 we can that the
tolerancevaluesareabove 0.land the VIF values are below 3, which is what we need

to prove that the independent variables are not correlated.

Table 5.27 Collinearity Statistics

Variable Tolerance VIF

Functional Value- Price 518 1.932
Involvement .639 1.564
Functional Value-Quality 579 1.727
SocialValue .663 1.508
Emotional Value 419 2.385

Dependent variabld2urchasdntention
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5.6 Testing the Hypothesis
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Figure 5.2 Structural Model

The next step that is done after checking the model fit and after analysing all the values
that predicts whether it is has a good fit or not, we go further with the analysis of the
structual model to check the relationship between the latent variables and observable
variables. We also check whether there is a mediation or not by checking the direct
and indireceffects. The indirect effects determines whether there is a mediation or not
(Schreiber et al., 2006:328)he structural model in figure 5.2 is done witsing the
response oB86 respondent@and by using AMOS.22 on 24 items out of 25 which
were assesséad the CFA step. After that the global test is examined which determines

the significance of the hypothesis by checking #valpe, model fit, and Rsquare.
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Table 5.28 Model Fit Scores of th8tructural Model

Indices Obtained Threshold Result
Fit Indices
Chi-square/ df (CMIN/DF) 2.687 <3 Acceptable
Fit
Goodnesf-fit index (GFI) 877 >0.90 Acceptable
Fit
Adjusted goodnessf-fit index (AGFI) .842 > 0.80 Acceptable
Fit
Comparative Fit Index (CFl) .945 > 0. 9 Acceptable
Fit
Root Mean Square Error of Approximatic .066 <0.05 Acceptable
(REMSA) Fit
Standardized Root Mean SquésRkMR) .0706 <0.09 Acceptable
Fit

In the table 5.2 we can notice that the CMIN/DF= 2.687 which is considered as

acceptable fit according to the threshold that is more or equal to 2 and less or equal to

3(Dil ek,
where p= 0.000.

Boyaci ,

AGFI is equal to 0.82which is considereds acceptable fit. Values for AGFI which

are .90 < AGFI < 1. 00 ar e

considered

are considered as acceptable fit. GFI in this study i870uhich is considered as

acceptable fit. Val aee®
GFI < 90
CFI valueis 0.945 which is considered amcceptable fit
1.00

acceptable fit.

ar e

are considered as

The value of RMSEA is 0.@which results in acceptable fit model. The RMSEA
. 05

.00 <

RMSEA <

val ues of <

acceptable fit.

cobn&Fder 8d
c o n(sDidleerke,d Baocycaecpit,a bRreo ff,i t& A
CFI

wher e

Val ues

perfect

ar e

of
fit

Standardized Root Mean Square (SRMR i¥068which is accordig to the criteria

considered as acceptable
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perfect fit and values of .05 < (D&RMR <
Prof, & At al ay, 2016:141)

Based on the values in table &.2he model has a good fand we can moveotthe

Boyaci ,

hypothesis testing.
Meditation analysis allows us to test the mediator impact on the relationship between

the independent and dependent varidblerder to check for the mediatiome should

check if the mediator has an effect on the dependerablay and if the independent

variable has an effect on the dependent varideprove the mediation, we need a

strong correlation between the independent variable, dependent variable, and
mediation variablgHair, 2013:33). In the table 512ve can see the results thfe

mediation.

Table 5.29 Meditation Results

Hypothesis Direct Beta  Direct with Standardized Result
without mediator indirect effect
mediator (two tailed
significance)
(BC)
Functional Value  .142 (.007) .103 (.020) .041 (.366) No mediation (indirect is no
(quality) - significant)
Involvement-
purchase intention
Functional Value  .117 (.040) .028 (.559) .089 (.018) Full mediation (directeffect
(price) - was significant prior to the
Involvement- addition of the mediator
purchase intention insignificant after adding
mediator, and indirect is
significant)
Emotional Value-  .668 (***) A07 (%) .261 (.001) Partially mediated (direc
Involvement- with mediator and indirec
purchase intention effect are significant)
Social Value =170 (***) -.113 (.006) -.059(.082) No mediation (indirect is no
Involvement- significant)
purchase intention
Involvement- 547 (%) - - Involvement  significantly

purchase intention

affects purchase intention
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Table 5.24 shows us the direct relationship of independent variables with the
dependent variable, where it indicates tihatre is a significant relationshijgtween

all of the three tested consumption valae®l purchase intentio(the dependent
variable). Both functional (quality and price) value, and emotional value has positive
significant effect on purchase intention, whereas the social value has negative
significant effect on purchase intention. With having the emotional waitrethe
highest correlation with the purchase intention.

While by interpreting the direct relationship between the independent and dependent
values with having the mediator we can see that all vdlagssignificant effects
except for the functional e (price) has an insignificant effeafter introduction of

the mediator.

The standardized indirect effect shows significant values for emotional value and
functional value (price), while for social and functional value (quality) it shows
insignificantrelationship.

While analysing the given data we can interpret the following:

1 H21: There is a positive relationship between functional vgluedity and organic

food purchase intention in terms of mediating the effect of involvement

By looking at table 24, we can interprethati nv ol ve ment doesn’ t
relationship between functional valgeality and purchase intention, which means

that our hypothesis (H1) is not accepted, and null hypothesis is accepted.

1 H2: There is a positiveelationship between functional valpeice and organic

food purchase intention in terms of mediating the effect of involvement.

According to table 5.24jnvolvement fully mediates the relationship between
functional valueprice and purchase intention, whimeans that our hypothesis (H2)

is accepted.

1 H3: There is a positive relationship between emotional value and organic food

purchase intention in terms of mediating the effect of involvement.

From table 5.24 we can notice thavolvement partially mediats the relationship
between emotional value and purchase intention, which meansuhétypothesis

(H3) is accepted.
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1 H4: There is a positive relationship between social value and organic food

purchase intention in terms of mediating the effect of involket

|l nvol vement doesn’t medi ate the relationshi
intention, which means that our hypothesis (H4) is not accepted, and null hypothesis

is accepted.
1 H5: Involvement has positive effect on organic food purclatsation

Involvement positively affects the purchase intentamcording to the direct effect
result shown in table 5.24.
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6. DISCUSSION AND CONCLUSION

6.1Introduction

This chapter will provide further discussiarfonclusion of the study, the limitations,
and recommendations for the future. In the discussfazonclusion,the researcher
will explain the research findingandwill conclude the hypotheses results. Then the
limitations will be explained idetailfor future studies as well as the recommendations

for future researches.
6.2Findings and Conclusion

This study allowed us to evaluate the <co
and how it is affected by two things, first thing is the consumption vakeery, we

tested three values out of five which are the functional value (price & quality), social
value, and emotional value. The second thing is the involvement factor and how it
plays its role as a mediator between the consumption values and pur¢basenn

The main aim is to assess the factors that influence the purchase intention toward
organic food in Turkey, as well as to test the mediation effect of involvement as it
plays a huge role in affecting the purchase intention as seen in the literature

Organic market is expanding day after day, year after year in Turkey, hence knowing
what affects the purchase intention will help marketers to find solutions that might
increase the purchases of organic market furthermore.

The research hypotheses imdd the three consumption values (functional,
emotional, and social) as the independent variable, the purchase intention as the
dependent variable, and involvement as a mediator factor between the consumption
values and purchase intention. The study tefstedhypotheses related to the effect of
consumption values on the purchase intention, and a fifth one to test the effect of
involvement on purchase intention to detect the mediation relationship. According to

the hypothesized model we can determine dleviing conclusions.

First, Turkish consumers when asked the
organi c 960 06d% i(s3?7’5, respondents) of the r e
and 3.4% (13 respondent s) of t heat, @ espon
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guestion was asked with the definition of th
food is the food that is processed without including any synthetic fertilizers, growth
hor mones or pesticides. Have youssader pur cha
that they purchased organic food previously and 13.7% respondents answered that they
did not. This might indicate either that not all consumers who know what is organic
food purchase it, or that after knowing the real meaning of the organic food the
respondents realized that it is something else to what they had thought, or that people
know what is organic food but do not purchase it due to several reasons, and these
reasons are addressed in this study.

Second, the functional value is measured by &spects, first one is the functional
value in terms of quality, the second one in terms of price. To start first with the
functional valuequality the results showed that there is a positive direct relationship
between the functional value quality andghase intention (without the mediator),
however, the indirect effect is insignificant, hence, involvement does not mediate the
relationship between functional value quality and purchase intention. In another
words, consumers will buy the organic food fot s qual i ty, they don’t
involved in the organic food to buy it, believing that the product is high quality is
enough for them. However, when we come to the functional vahiee, there is a
positive direct relationship between the functioredleprice and purchase intention,

there is also significant indirect effect, and it is a full mediation. This indicates that
people who purchase organic food are highly involved with it to pay the higher price
for organic food compared with the conventibrfood. This finding will help
marketers to target consumers who are highly involved with organic food.

Third, results for emotional value showed that there is a direct positive relationship
between emotional value and purchase intention without the mediator, and there is also
a partial mediation, where involvement partially mediates the relationship between
emotional value and organic food purchase intention. This shows us that people who
are involved with organic food and concerned about the emotional value toward
organic food (in terms of consumers respecting farmers wellbeing, feeling better about
their ®lves, feeling that they are responsible, conscious, care about the environment),
are more likely to purchase organic food.

Fourth, results for social value showed us that involvement does not mediate the
relationship between the social value and purcimisetion of organic food. However,

there is a significant negative relationship between the social value organic food
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purchase intention without the mediation of involvement. This means that consumers
do not purchase organic food because they feelltlegitare more acceptable, or that

the organic food gives them social approval or good impression on other people when
they purchase organic food, they purchase it due to reasons other than the social value.
Last thing is the involvement, the results of tdeect relationship between
involvement and purchase intention showed us a significant positive relationship and
this indicates that consumers who are highly involved in a certain product are more
likely to purchase that product compared with consumershakie low involvement.
Hence involvement is a factor that plays a good role in affecting the purchase intention.
To conclude, functional value and emotional value has a positive significant
relationship with the purchase intention of organic food withimgtuding the
mediator, and there is a negative significant relationship between the social value and
organic food purchase intention without the inclusion of the mediator (involvement).
However, after the addition of involvement as a mediator, it reswidd a full
mediation between the functional valywice, partial mediation with the emotional
value and the organic food purchase intention. Whereas it shows no mediation between
functional valuequality and social value with the organic food purchagention.

Hence, Turkish consumers who are highly involved in the organic food buy the product
no matter how high the price is. Emotionally involved Turkish consumers purchase
organic food. As a result, the marketers may target these two groups wheedhbey n

to increase the purchases of organic market.
6.3Recommendations

According to the conclusion and discussion in the previous section, we can notice that
there is a correlation between the three studied consumption values and purchase
intention of Turkish onsumers toward organic food. Involvement plays role in some
values as a mediator such as the functional vatice and emotional value, whereas

it did not mediate the relation between consumption values (functionaloadliey,

social value). Hereaftewe can recommend the following:

1 We recommend marketers to target Turkish consumers with high involvement
in the organic food. As it appears that involvement has a positive effect on the
purchase intention of organic food. Especially that it mediatesethttonship
between both the functional valpeice and emotional valueith the purchase

intention Hence marketers will benefit a lot from targeting these groups.
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1 Also, we advise marketers to take into consideration the consumption values
tested in thistudy (functional value, emotional value, social value) and notice
that they all have significant effect on the purchase intention of organic food,
knowing that emotional and functional value has positive significant direct
effect whereas social value hasgative direct effect on the organic food
purchase intention.

1 It appears that consumers who are highly involved with organic food buys it
although it has a high price, therefore, government might take into
consideration to support furthermore the organarket to help all Turkish
consumers, the nanvolved ones in purchasing organic food.

1 Promote organic food by targeting consumers who care about the emotional
value which includes that buying an organic food will help them feel good
about themselves, abt the farmers and environment, will help them feel more
conscious as responsible. By looking at these consumers and targeting them
the organic market might expand further.

1 Another recommendation is to find a strategy that targets thenmolved
Turkish consumers by finding specific advertisements, by this way we can

assure that all involved and nowolved Turkish consumers are targeted.
6.4 Limitation of the Research
The study has few limitations which are as following:

1 The sampling design have a limitation in which we usechtreprobability
sampling, the convenience method, which might cause a limitation because
respondents does not represent the population as it is presented if compared
with probability sampling. This s noti ced because most of
age is within the categories “less than
represent 64% of the respondents, which is not representative for the
population as if it will be if a probability sampling was chaose

1 The survey was collected by distributing the survey online, which might be a
limitation because maybe some consumers of organic food do not have access
to the internet, so using focus groups, or interviews might be better for future
studies (for exampl focus groups can include both young and old consumers
who care about their health and that are highly involved in organic food,
especially that our sample is few in people who aged above 45 years old).
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1 Another limitation is not having two groups (orgargonsumers and nen
organic consumers). Having two groups helps us understand the difference
between both groups which allows marketers to understand more why non

organic consumers do not purchase organic food for example.
6.5Future researches

The studyshows that it is beneficial to do further studies in the same area to
determine furthermore the needed marketing strategy, especially that in Turkey
there is no previous study that had both consumption value theory and involvement
as a mediator, hence stesl to confirm the results is needed with the following
suggestions:

1 Implement the same research but add the other two remaining consumption
values which are the epistemic value and conditional value

1 Implement the same study but with having two groupgdic and non
organic consumers)

1 Future studies might include a mediator other than the mediator used
(involvement) to the research model.

1 Future studies might add involvement as a moderator instead of mediator.
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Appendix A: Survey Questionnaire (English Version)
Demographics:

1- Gender:
1 Male
1 Female
2- Age:
1 Lessthan 25 years
1 2534
1 3544
1 4554
i More than 55
3- Marital Status:
1 Single
1 Married
4- Level of education:
Primary School
High School

Master’s Degree

1
1
T Bac hedegee’ s
1
1 PHD Degree
5- Income per month:
1 2020 TL and below
1 20213500 TL
1 35025000 TL
1 50017000 TL
1

7001 TL and above

Questions:

- Do you know what organic food is?
1 Yes
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No

- Organic food is the food that is processed without including any synthetic

fertilizers, growth hormones or pesticides. Have you ever purchased organic

food?
Yes
No

Answer the following questionsfrom 1 to 5, 1= Strongly Disagree, 2= Disagree,

3= Neither Disagree nor Agree, 4=

Agree, 5= Strongly Agree

1= 2= 3= 4= 5=
Strongly Disagree Neither  Agree Strongly
Disagree Disagree Agree
nor
Agree

Functional Value Quality:

- The organic food has consistent qualit

- The organic food is well made

- The organic food product has ¢
acceptable standard of quality

- The organic food product would perfor

consistently
Functional Value Price:

- The organic food product is reasonal
priced.

- The organic food product offers value f
money.

- The organic food product is a goc
product for the price.

- The organic food product would &

economical.
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Continued questionnaire questions.

Social value:

- Buying the organic food product woul
help me to feel acceptable.

- Buying the organic food product woul
improve the way that | am perceived.

- Buying the organic food product woul
make a good impression on other peoy

- Buying the organic food product woul

give its owner social approval
Emotional Value:

- Buying the organic food products mal
me feel a better/responsible person.

- Buying the organic food products mak
me feel good about myself.

- Buying the organic food products mak
me feel that | am doing good for orgar
farming/environment/small farmers

- Buying the organic food products mak
me feel more conscious person.

- Buying the organic food products mak

me feel that | am doing the right thing.

Involvement:

Organic foods are very important to m

Organic foods are continually of intere

to me.

Organic issues have a great concern v
me.
-1 m highly invol»

reading information about organic fooc

Purchase Intention:

| expect myself to consume organic foc

| would buy organic food.

| plan to consume organic food

| intend to purchase organic food prodt

within the near future.
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Appendix B: Survey Questionnaire (Turkish Version)

Demografik Sorular:

1- Cinsiyet:
M1 Erkek
T Kadin

2- Yas:
T 25 yas ve al ti
1 2534
1 3544
1 4554
T 55 yas ve ustu

3- Medeni durumu:
1 Bekar
1 Evi

4- Efjitim durumu:
Il 1 kokul

Lise

Universite

Yuksek Lisans

Doktora

= =4 4 -

o
1

Ayl ék gel:ir dur umu
2020 TL ve alti
20213500 TL

3501 5000 TL

50017000 TL

1 7001 TL ve Ustl

= =4 -4 A

Sorular:
Organi k gedanén ne ol dujunu biliyor musunuz?

1 Evet
T Hay1ir

Organi k gedal ar, doj al crén kukatmaseée alteénd
ila-lar, antibiyotikler ve genetiji dejixktir
kimsayalk at késéz ¢r¢nl erdir. Hi - organi k géda sa

 Evet
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T Hayir

Akaj édaki Sor ull=aKreés i Yhd n &tllea yKeant:€ |1 méy or um,
3= Ne Katéel méyorum Ne Katél éyorum, 4=Kat

Katéel éyor um

1=Kesinli 2= 3=Ne 4= 5=
kle Kati | Kati |l Kat i | Kesinlkle
Kat 1| rum rum Ne m Kat |
rum Kat 1| m
m

Fonksi yowsKalite Dej er
-Organi k girdal ar wu
- Organik arinler kalitelidir.
-Organi k girdal ari1n
st anda rkanusadurt s 0z
-Organi k girdal ari1n
yuksektir

Fonski yo+igdt Dej er
-Organi k girdalar m
fiyatlandiri |l mi st
-Organi k grdal ar Kk
fiyatin hakkini v
-Organi k girdal ar ©
artnlerdir.

-Organi k girdal ar e

Sosyal Dej er
-Organi k girda sat.|
goérur hi sset meme
-Organi k girda sat.
tarafi ndan daha o
acar.

-Organi k girda sat.
Uzerindeiyibiet ki yaratmn
-Organi k girda sat.

sosyal kabuledile

Devam eden anket sorul ar1 .

Duygusal Dej er
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-Organi k grda sat.
sorumlu bir kigsi
-Organiskatgindaa mak k
i yi hissetmemi sa
-Organi k grda sat.
taritm/ gcevre/g¢ifteg
yapti gir mi hi ssett
-Organi k grda sat.
duyarl bir insan
-Organi k grda sat.
yvapt 1 g1 mi hi ssetti
Kl ginli D¢zeyi
-Organi k girdal ar b
-Organi k grdal arl a
- Organik konulara fazlaca ilgim var.
-Organi k girdal ar h
okuma yapmaya fazlaca ilgim var
Sat | mMgdtima
-Organi k geda t ke
-Organi k geda sat é
-Organi k geda sat é
-Yakén zamanda org
saténal mayé.dg¢Keén
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Appendix C: Ethics Committee Approval Form

Evrak Tarih ve Sayisi: 15/04/2020-1487
T.C.
ISTANBUL AYDIN UNIVERSITES] REKTORLOGU
Lisansiistih Egitim Enstitiisi Modirligi

Sayr  ; BROR3I623-020
Konu : Euk Onay Hi

Sayin Lojain AL WASETI

Tez gabgmanzda kullanmak Gzere yapmayr talep ettifiniz anketiniz Istanbul Aydin

Universitesi Eik Komisyonu'nun 27032020 tanhli ve 2020003 sayih kamnyla uygun
bulunmustur.

Hilgilerinize rica ederim.

e-imzaludir
DO gr Uyesi Alper FIDAN
Misdiir Y srdimcisi

Evrmbki Dogdrulmmak bein @ hops eveakiopraka aydin oldu in'enision Dopnka BelaeDognlam aps "% - BEKR 3 HUE

Telees gyl Mah Il Ul o T8 S fakory , M395 BB pekmee | 15T AN Tl igin: Tugha SUNRETC]
Telefon 444 | 438
[Eets.x

Uavam Eastiii Selreen
Eliironik AR hmp e we irydimedi in
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RESUME

Lojain Al Waseti, borrApril 22, 1995, in Damascus, Syria.

Education
2018- 2020 Istanbul Aydin University / Turkey - Istanbul

Master’'s degree in Business Admi
2014-2017 Beirut Arab University / Lebanoni Beirut

Bachelor’s degree of Nutrition

Professional Experience

2017 — Present My own business
Online Consultations in Nutrition and Dietetics
2019 -2020 AG Investments
Property Management Supervisor
Aug 2017 May 2018Al Makassed General Hospital/ LebanorBeirut
Dietetic Intern
Jan—March 2017 Lancaster Plaza Hotel/LebanorBeirut
Trainee Food Safety Auditor
July—Aug 2016 Ministry of Economy and Trade/Lebanon-Beirut
Trainee Food Safety Auditor
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