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ABSTRACT

Theory of reasoned action is used as a basis to study consumer behavior in various domains. This theory is found to be impeccable

and robust from more than three decades. Present research is also an attempt to explain the purchase intention of consumer

concerning organic products through the theoretical basis of TRA. Attitude and subjective norm are taken as the precursors of

purchase intention in the present study. Primary data was collected by the consumers of Delhi NCR with the sample size of 153

respondents. Findings of the study show that both of them were significant in influencing purchase intention.
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1. INTRODUCTION

Organic products are those kinds of products which are
produced without the use of pesticides and other chemicals
therefore they are environmental friendly. The basics premise
of using such kind of approach is to preserve the soil and to
provide nutrients to the agricultural products. There are several
parts in India which have a tradition of organic farming it has
provided an added advantage to the organic producers who
are involved in domestic and export supply of these goods. As
per FIBL & IFOAM Year Book 2018 India ranks 9th in terms
of organic agricultural land in the world. The government of
India has also implemented several certifications, standards
and accreditation programs for organic production. National
programme for organic production (NPOP) has been
recognized by European Commission for unprocessed plant
products as equivalent to their own country standards. With
such recognitions organic products produced in India are
accepted by the various importing countries.Organic products
are classified into various types:

Organic  Food  Product

Organic food products are cultivated without the use of nitrogen
fertilizers, genetic engineering, synthetic hormones, pesticides
sewage sludge and radiation. They are governed by strict
government standards and certifications.

Organic Clothing Products

These are the clothing manufactured with the help of organic
cotton, jute, bamboo, wool and other environment friendly
textiles. The process of production of such garments is eco-
friendly and they are free from chemicals and other toxic
substances. Organizations such as Global Organic Textile
Standard (GOTS) provide certification to such kind of clothing
items.

Organic Personal Care Product

There is a surge in use of organic skin care products in India
and other developing countries people are aware of the side
effects caused by synthetic skin care products. Therefore there
is a surge in demand of organic body care, facial care and sun
care products.

Organic Lifestyle

Organic lifestyle is becoming increasingly popular these days;
it has become a necessity for an aware and health conscious
consumer. People have transformed their entire living by
acquiring organic products since they are considered to carry
more health benefits and are also sustainable for environment.

The organic food market is an important segment of Indian
economy. According to recently published Tech Sci Research
report “India Organic Food Market Forecast & Opportunities,
2020”, organic food market in India is predictable to register
growth at a compound annual growth rate (CAGR) of over 25
per cent during the period 2015-2020. There are several factors
which have contributed in the increase in demand for organic
products one of them is increase in disposable incomes which
has supported such expensive lifestyle. Another factor for
growing popularity of organic products is increase in life
threatening diseases like cancer and other heart ailments which
are caused by chemical preservatives, radiations and pesticides.
Growing concern for fitness and good health has expanded the
availability of organic products in retail store in India from the
last few years. The rationale for conducting present research
is based on the growing popularity for organic products.
Authors have applied an established theory i.e. theory of
reasoned action to understand the purchase intention of
consumers for organic products.
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2. LITERATURE REVIEW

There is an increase in the awareness regarding the adverse
effects of various chemicals which are used in production of
food therefore trend of purchasing organic food is growing
among people. People today are more aware about health
hazards of using chemically treated food due to easy access to
information via online sources. Some of the prominent
motivating factors to purchase organic foods include
environmental concern, health concern and lifestyle, product
quality and subjective norms (Bashaa et al., 2015).

2.1 Theory of Reasoned Action

The Theory of Reasoned Action (TRA) is a path breaking
theory which explains the relationship between behavior and
attitude in human beings. It was propounded by Fishbein and
Ajzen in 1967, the theory has its origin in social psychology.
TRA has explained the basic motivation of an individual to
perform a particular action. It states that an individual’s
intention to perform a behavior is the predictor of whether or
not they actually perform the behavior. It is called as behavioral
intention and it emerges as a result of a belief that performing
the behavior will lead to a specific outcome. The most
significant part of theory is behavioral intention because
intention is determined by subjective norms and attitude. The
theory states that strong intention motivates an individual to
increase his/her efforts to perform a particular behavior and
likelihood of occurrence of such behavior is increased.

2.2 Theory of planned behavior

The theory of planned behavior was proposed by Ajzen in 1985
in his article “From intentions to actions: A theory of planned
behavior”. It was developed from the theory of reasoned action
(TRA). The theory of reasoned action was grounded in various
theories of attitude such as expectancy-value theories, learning
theories, consistency theories (such as Festinger’s dissonance
theory, Heider’s balance theory and Osgood and Tannenbaum’s
congruity theory) and attribution theory. Theory of planned
behavior was propounded by adding a new component,
“perceived behavioral control” by Ajzen in his existing theory.
Through this theory of reasoned action was extended to explain
non-volitional behaviors for estimating behavioral intention
and actual behavior.

2.3 Attitude

Attitude of an individual towards behavior is his personal
evaluation of favorable or unfavorable to perform the behavior.
Ajzen (1985) discussed that individuals perform behavior
according to their attitude towards that behavior i.e. an
individual undertakes a certain behavior if he/she posses a
positive attitude toward undertaking the behavior. Various
studies in US, Europe and Asia have supported the presence
of a positive relationship between attitude and behavioral
intention in different product categories, timber-based products

and organic foods (Chan and Lau, 2001; Tarkiainen and
Sundqvist, 2005; Kalafatis et al., 1999).

It is suggested in literature that attitude does impact the
intentions held by consumers.  The more positive the attitude,
the greater is the intention to execute that behavior (Tarkiainen
& Sundqvist, 2005). Studies also suggest that most attitudes
are important predictors of the purchase intentions and how
consumers derive value for organic food. Various studies in
existing literature have supported the link of attitude with
intention it is also empirically tested showing statistical
evidence for the relationship of attitude with purchase intention.

2.4 Subjective norm

“Subjective norms  can be conceptualised  as the  internalised
view  about  important individuals  in  the  decision  maker’s
life, making the decision maker to  desire to  act (or  not  act)
in  a  certain  way  (Smith  & Paladino, 2010)”. Subjective
norm is also called the ‘perceived social pressure’ that an
individual carry a need to perform a specific behavior (Ajzen,
1991). However it is centered on individual preference of the
people whom an individual is referring to (referents) and also
his/her choice to act in accordance to with these referents.
Subjective norm shows the social pressure an individual
experiences to perform a certain behavior. If consumers think
that people whom he consider significant believes that the
organic skin care products are good, he will have an enhanced
intention to buy such products. The effect of Subjective norm
on behavioral intention is significant in the context of behavior
related to cosmetics (Hillhouse et al., 2000), and a strong
relationship between subjective norm and intention has been
shown in various researches on green consumer behavior
(Kalafatis et al., 1999 & Bamberg, 2003).

3. OBJECTIVES OF THE STUDY

(a) To analyze the relationship between attitude of the
consumer, subjective norm and purchase intention for
organic products.

(b) To evaluate the role of attitude of the consumer &
subjective norm in influencing purchase intention
towards organic products.

4. HYPOTHESES FOR THE STUDY

H1: Attitude has a significant relationship with purchase
intention.

H2: Attitude has a significant effect on purchase intention.

H3: Subjective Norm has a significant relationship with
purchase intention.

H4: Subjective Norm has a significant effect on purchase
intention.
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5. METHODOLOGY

5.1 Measures

The scales for all the three constructs were meticulously
adapted from previously published studies in the same and the
related domain. Study has taken three constructs i.e. two are
independent, and one is dependent. All the three items for the
construct attitude was taken from Taylor & Todd (1995), Chan
(2001) and Mostafa (2009), for subjective norm the items were
adopted from the study of Dean et al., (2012) and Chen &
Peng (2012). All the items for purchase intention were
borrowed from the study of Paul et al., (2016) however items
were modified for the study. The questionnaire was framed on
the basis of Likert five-point scale which ranged from 1 to 5
where [1] referred to strongly disagree whereas [5] referred to
strongly agree.

5.2 Sample Size and Target Population

The present study was based on the consumers of organic
products in Delhi NCR.  Research design was cross-sectional
in nature and convenience sampling was used to collect

responses from the respondents. Questionnaire of the study
was circulated in both online and offline formats with the help
of google docs and hardcopies of questionnaires. Total 200
questionnaires were circulated however only 155 responses
were received and two questionnaires were found to have
missing responses hence they were eliminated. Therefore the
whole analysis on the sample size of 153 was undertaken by
the researchers. The respondents belonged to varied
demographic profiles; Table 1 demonstrates the demographic
profile of the respondents.

5.3 Scale Reliability

To assess the reliability of items incorporated in this research
coefficient alpha was computed in the pilot stage of the study
with 30 respondents. Cronbach á is a measure of the internal
consistency among the items (Cronbach, 1951). Table 2 shows
that cronbach alpha values for all the constructs exceeds the
threshold of 0.70 (Nunally, 1978; Hair et al., 2006) therefore
internal consistencies were achieved for all of them and
instrument can be used for further study (Gulati , 2018).

Table 1: Demographic Details

Demographics Categories Frequencies Percentage 
Gender Male 

Female 
72 
81 

47.1 
52.9 

Age 20-30 
31-40 
41-50 
51-60 
60+ 

91 
29 
19 
8 
6 

59.5 
19 

12.4 
5.2 
3.9 

Marital Status Married 
Unmarried 

57 
96 

37.3 
67.7 

Occupation Students 
Job 

Business 
Housewife 

Other 

73 
46 
16 
10 
8 

47.7 
30.1 
10.5 
6.5 
5.2 

Family Size 2-3 
4-5 
5+ 

39 
84 
30 

25 
55 
20 

Personal Income( Per Month) In RS Less than 20000 
20001-40000 
40001-60000 

More than 60001 

72 
30 
25 
26 

47.1 
19.6 
16.3 
17 
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Table 2: Source of scales and reliability of constructs

Constructs Items/ Statements Source Cronbach α 
I like purchasing the organic product. 

Purchasing organic product is a good thought. 

Attitude 

I posses a favorable attitude toward purchasing organic 
products. 

Chan (2001) , 
Taylor & Todd 
(1995) and Mostafa 
(2009). 

.880 

Most people who are important to me believe that I should 
purchase the organic product when going for purchasing. 

Most people who are important to me would want me to 
purchase organic products. 

People whose opinions I value would prefer that I should 
purchase the organic products. 

Subjective Norm 

Positive opinion of my friend influences me to purchase 
organic products. 

Chen and 
Peng, (2012); Dean 
et al., (2012) 

.867 

I will buy organic products   since they have less 
chemicals and fertilizers. 

 I will buy organic brands (product) for ecological reason. 

 I plan to spend more on organic products rather than 
conventional products 

 I expect to purchase organic products in the future 
because of their environmental contribution. 

Purchase Intention 

 I will definitely purchase organic products in near future. 

Paul et al., (2016) 
modified as per the 
present study 

.766 

Table 3: Skewness and Kurtosis statistics

Descriptive Statistics 

N Minimu
m 

Maximu
m 

Mean Std. 
Deviation 

Skewness Kurtosis  

Statistic Statistic Statistic Statistic Statistic Statistic Std. Error Statistic Std. Error 

AT 153 3.00 15.00 11.9935 2.29845 -1.135 .196 1.293 .390 

SN 153 4.00 20.00 14.2026 3.35285 -.268 .196 -.314 .390 

PI 153 10.00 25.00 20.5752 3.23161 -.734 .196 .205 .390 

Valid N (listwise) 153         

Table 4: Correlation Table

 AT SN PI 

Pearson Correlation 1 .573** .556** 

Sig. (2-tailed)  .000 .000 AT 

N 153 153 153 

Pearson Correlation .573** 1 .575** 

Sig. (2-tailed) .000  .000 SN 

N 153 153 153 

Pearson Correlation .556** .575** 1 

Sig. (2-tailed) .000 .000  PI 

N 153 153 153 

** Correlation is significant at the 0.01 level (2-tailed)

Indices – AT: Attitude, SN: Subjective Norm, PI: Purchase Intention
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Table 5: Model Summary

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .638a .407 .400 2.50416 

a. Predictors: (Constant), SN, AT

Table 6: Coefficient Table

Unstandardized Coefficients Standardized 
Coefficients 

Collinearity Statistics Model 

B Std. Error Beta 

t Sig. 

Tolerance VIF 

(Constant) 9.292 1.143  8.126 .000   

AT .690 .157 .337 4.395 .000 .672 1.488 1 

SN .312 .063 .382 4.989 .000 .672 1.488 

Dependent Variable: PI

6.  DATA ANALYSIS

Data analysis was done with the help of correlation and
regression they are one of the most robust techniques to find
relationship between independent and dependent variables and
to evaluate the impact of independent variable on dependent
variable. However presence of normality is a pre-requisite of
any parametric test therefore normality was estimated through
skewness and kurtosis statistics. Table 3 shows the skewness
and kurtosis values for all the three constructs were within the
prescribed threshold of + 3 and + 10 (Hair et al., 2010)
respectively.

Pearson correlation values were analyzed for the variables
under the investigation. Table 4 shows that the results are
significant. Correlation values lie between -1 and +1 and the
result of correlation between Attitude & Subjective Norm and
Attitude & Purchase Intention is .573 & .556 respectively which
indicates correlation is moderate. P value should be <.05 for
the acceptance of alternative hypotheses. Table 4 shows the p
value is .000 therefore H1 & H3 are accepted.  Therefore,
there is a significant correlation between attitude, subjective
norm and purchase intention.

Table 5 shows the values of R square and adjusted R square
for purchase intention. Since there was the presence of more
than one independent variable adjusted R square was
considered to evaluate the changes caused by attitude and
subjective norm on purchase intention. Findings indicate that
40% changes on purchase intention were explained by attitude
and subjective norm.

Table 6 indicates the P values for both the independent variables
i.e. attitude and subjective norm the values for both the
constructs are .000 which is <.05 hence it resulted in the
acceptance of H2 and H4. Attitude & subjective norm had a
significant effect on purchase intention. Co-linearity was also
diagnosed with the help of variance inflation factor (VIF) and
tolerance values. Tolerance values were >0.1 & VIF values

were <10 therefore there was absence of col-linearity (Hair et
al., 2006).

The resulting equation from the above table can be presented
as follows: Y=9.292+.690AT+.312SN+e

7. CONCLUSION

Organic products have created an uncontested space for them
in the market. Today consumers are more aware and conscious
about the health hazards of chemically treated products.
Therefore they are choosing more of organic products in their
daily consumption. It is significant to understand the role of
precursors which induces purchase intention. Hence the present
research has tried to explore the role of attitude and subjective
norm in influencing purchase intention for organic products.
Results of the study show that attitude and subjective norm
significantly influences purchase intention therefore we can
infer that favorable and unfavorable opinions about the product
and influence of other significant people in an individual’s life
does affect his purchase intention towards organic products.

8. FUTURE SCOPE AND LIMITATIONS

The present study though is an attempt to understand consumer
behavior for organic products with help of theory of reasoned
action but it does suffer from few limitations. First limitation
is that the study if confined to measure purchase intention only
therefore purchase behavior of a consumer is not investigated
in this study. Another limitation is that the study has only
discussed organic products in general no selected category is
undertaken to gather the responses.  Study is limited to educated
population in Delhi NCR which may cause some biasness in
results since the educated groups generate more socially
desirable response (Kaiser, Schultz, Berenguer, Corral-
Verdugo, & Tankha, 2008). It may be the case that the research
is purposely undertaken by those respondents who are health
conscious and are knowledgeable about organic products this
could have resulted in overrepresentation of the sample in the
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study (Hage, Soderholm, & Berglund, 2009). Future studies
can be undertaken across various product categories of organic
products. Researchers can also compare consumer’s purchase
intention for organic products with respect to demographics
such as age, gender, income and occupation. Longitudinal
research design can also be undertaken by the researcher in
future studies to understand purchase behavior.
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