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Abstract: Consumption values and self-identity are the essential antecedents of consumer sustainable
behavior. By integrating the theory of consumption values and self-identity approach, this research
explores the relationship among consumption values (functional, social, conditional, epistemic
and emotional), environmental self-identity and the behavioral intention to consume organic food.
The data was collected from 406 organic food consumers through a structured questionnaire in
Lahore (Pakistan). Using the PLS-SEM approach, we find that conditional value, emotional value,
epistemic value, and functional value quality have a significant positive influence on consumers’
behavioral intention to consume organic food. We further find that environmental self-identity
significantly mediates the structural relationship between consumption values and the behavioral
intention to consume organic food. Our results imply that the interventions targeting environmental
self-identity are a promising way to promote sustainable consumption behavior. Our findings also
have important implications for the development of the organic food market based on consumption
values and self-identities.
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1. Introduction

The industrial revolutions and expeditious economic development, especially over the last two
centuries, have led to immense over-consumption and deterioration of natural resources. As a result,
nowadays the world is facing severe environmental challenges such as climate change, air and
water pollution, deforestation and soil degradation [1]. Due to threatening environmental conditions
and ecological imbalances, consumers are getting more vigilant for the consequences which their
consumption habits might have for the environment [2]. Recently, the organic food market has
witnessed a significant expanding trend due to an upsurge of consumer environmental concerns [3].
Numerous studies have mentioned the willingness of consumers to pay a premium price for organic
features [4]. This has encouraged firms to invest in green products, by instigating key innovations and
alterations in the production processes [3,5]. Consumers’ organic food choice has vital importance for
firms and food policymakers to attain sustainable consumption and development.

Recent research has considered different aspects of consumer behavior for green products [6].
For instance, some studies report that the characteristics of green products (e.g., less pollution,
the economy of resources and recycling potential) might evoke consumer emotions to protect the
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environment and influence their consumption behavior [7]. Similarly, situational factors, such as
environmental problems or incentives on green products, also encourage people to go green [8].
Likewise, social surroundings [9] and peer opinions [10] also influence consumers’ green purchase
decisions. Consumer knowledge has also been reported as a factor which has a significant impact on
consumer decision making process [11,12]. Consumers’ urge to seek novelty and to gain substantial
information regarding product utility in terms of price and quality can also influence consumers’
decisions to buy organic products [13]. As a sum, this strand of the literature suggests that the primary
stimulus behind consumers’ decisions to purchase green products is consumption values which
consumers experience during the product usage.

A recent parallel strand of the literature has considered the role of self-identities in sustainable
consumption behaviors of individuals [14]. Consistent with self-perception theories, self-identity
theory states that “a person acts on his own and others’ expectation of him [15]”. Self-identity
that an individual carries might have a significant influence on his environmental preferences,
intentions, and behavior [14,16]. For example, consumers generally consume a product that
is compatible with their perceived identity [17]. Recently, consumer self-identities have been
thoroughly examined in marketing and consumer research, such as brand association or product
related identities [18,19] and consumption motivations [20]. Arguably consumption values and
self-identities can significantly impact pro-environmental preferences, intentions, as well as
behavior [21–24]. However, these relationships in the domain of organic food products are poorly
understood. For instance, how do consumer motivations and their self-identities reflect a consistent
and spontaneous connection with their organic food behavior? In this paper, we study the mediating
role of environmental self-identity between the relationship of consumption values and conusmers’
organic food behavior intention.

Past studies, examined the role of specific self-identities to determine consumer organic food
behavior [25,26]. In similar, the mediating role of consumers’ organic food identity also examined
between the relationship of consumers’ motivations and their behavior to consume organic food [27].
However, the result found that organic food identity did not mediate the relationship between
individuals’ motivations and their organic food behavior. Our study is different from past studies,
in that we analyze whether environmental self-identity mediate the relationship between consumers’
consumption values and the behavior intention to consume organic food. In this regard, some recent
studies argue that consumers might have more general kind of self-identities that can be useful to
predict a wide range of pro-environmental preferences, intentions and behavior for which specific
self-identities are less predictive [22,28]. Therefore, different from previous research [25,27] we consider
a more general type of environmental self-identity which might have a significant mediating role in
the relationship between consumption values and consumer organic food behavior.

From a marketing point of view, marketers and product designers need to know what consumer
require in organic product and how interventions targeting individual environmental self-identity can
promote pro-environmental behavior. Numerous studies have been conducted on the consumer’s
pro-environmental behavior in Western countries [29–31]. However, fewer studies have obliged
research on environmental aspects in Asian counterparts, including Pakistan [32,33]. Similarly, Biswas
and Roy [34] call for additional research exertions to examine the progress of consumer’s attitude,
intention, and behavior towards sustainable consumption in developing countries.

During the last decade, environmental problems have become more visible in Pakistan. According
to the global climate risk index 2018 [35], Pakistan is one of the most affected countries due to extreme
environmental conditions, which has affected the lives of many in the country. From 1997 to 2006 alone,
more than 524,000 people are estimated to have died directly from extreme environmental events [35].
Similarly, adverse effects on people’s health have been witnessed due to air and water pollution. In the
last five years, Punjab Province has been heavily affected by smog. According to the data revealed
by the Pakistan Air Quality Initiative (PAQI), Lahore (the capital of Punjab Province) has a PAQI
index value of 183 that indicates its air to be the unhealthiest [36]. Due to worsening environmental
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conditions, people are getting more concerned about health and environmental issues. The government
and NGOs in Pakistan have also launched numerous initiatives to counter environmental problems
and create pro-environment awareness among the masses. Additionally, the adverse effects of chemical
fertilizer usage on people’s health have made them more conscious about their food consumption
habits, which has resulted in a shifting trend from conventional food products to organic food products
in Pakistan [37].

According to the statistics issued by the Research Institute of Organic Agriculture & IFOAM
Organics International 2018 [38], although most of the developed nations, including Switzerland,
Denmark, and Sweden, are at the top of the list of organic food per capita consumption countries,
however 86% of the world’s total organic food producers are in developing nations. The same report
states that 40% of the world’s organic food producers are from Asian countries and the organic
agricultural land in Asia grew at a rate of 23.5% in 2016.

Pakistan’s organic food market is growing at a decent pace, making the study of organic food
highly relevant to Pakistan. Organic farming is not a newly introduced concept in South Asia, as this
practice has been followed for centuries in the Indo-Pak region. Traditionally with a low population,
Pakistan’s agriculture was almost entirely organic and has been referred to as Desi (indigenous) or
Khalis (pure) [32]. However, in the early 1960s, the usage of pesticides, fertilizer, and high-yielding
varieties (HYVs) in farming practices shifted organic production to non-organic production to meet
the demand for increased food production [39]. In recent years, organic food farming has gained much
popularity, as the consumers’ need for nutritious and healthy food is rising in developing countries [40].
In Pakistan, since 2013 initial steps have been taken by stakeholders for the promotion of local organic
food markets. Khalis farmers markets and Haryali market were pioneering organic food markets
established to provide a platform for organic food producers [41]. Organic food producers can sell
their products directly through these platforms to expand their product sales. The recent popularity of
organic products in Pakistan has resulted in the launch of many organic food producers such as Zacky
Farms, Ndoz Greens, Dali, and Reef’s Organic Box which indicates the growing trend of organic food
demand in Pakistan [42].

Food policymakers are also taking the necessary steps to encourage organic farming in Pakistan.
The National Institute of Organic Agriculture (NIOA) supports the installation of organic herbicide,
organic fertilizer, and organic pesticide manufacturing units which is considered to be a key milestone
in organic farming [33]. Pakistan’s organic agricultural landshare also increased from 34,209 to 45,299
hectares in 2016 [38]. It is estimated that 33% of the farmers are producing organic food in Pakistan,
and the ratio is expected to double in the next few years as consumer’s demand for organic food is
increased. Moreover, the annual organic product exports of Pakistan are worth about $100 million [33].

By integrating the theory of consumption values [43], and self-identity approach to sustainable
behavior [44], this study aims to find the relation between consumption values and consumers’
behavior intention to consume organic food with an intervening role of general environmental
self-identity between consumption values and behavior intention in the context of a developing
country. Section 2 presents the theoretical context and hypotheses development. The methodology
adopted to conduct this research is shown in Section 3, which leads to the presentation of empirical
analysis and results in Section 4. Section 5 consists of a detailed discussion of the results while Section 6
concludes the study by elaborating conclusions, limitations and some future research directions.

2. Theoretical Context and Hypotheses Development

2.1. Conceptual Model

The literature suggests that individuals’ identities can mediate the relationship between their
motivations and behavior. This can be articulated by a hierarchical motivational-identity-behavior
perspective [45]. Consumer behavior models [46,47] also illustrate that identity can intervene in the
relationship among consumer psychographic and behavior [48]. Belk [17] argued that consumers
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usually prefer products that meet their perceived identity. Past studies have examined the influence of
consumption values on consumers’ sustainable behavior [6,8]. Similarly, environmental self-identity
also acknowledged to significantly mediate the link between biospheric values and pro-environmental
intentions and behavior [49]. Some recent studies have focused on the interrelationships of consumer
motivations, self-identities and sustainable behavior [27,50,51].

Building on this literature, we aim to find the influencing factors of consumer behavior intention
towards organic food consumption by integrating the components of consumption values theory and
environmental self-identity. We conceptualize that consumption values (functional, social, conditional,
epistemic and emotional) indirectly influence behavioral intention to consume organic food through
environmental self-identity [25,27,50]. The proposed conceptual model is shown in Figure 1.
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Figure 1. Conceptual framework.

2.2. Behavioral Intention to Consume Organic Food

Following previous studies [27,51], we emphasize on behavioral intention to consume organic
food rather than the actual organic food consumption behavior. Behavioral intention to consume
organic products refers to the individual’s intent to purchase or consume organic products in the
future [52]. Behavioral intention is considered to narrate values and identity more clearly than actual
past behavior, as market factors, for example, market distance and product availability are more
likely to affect actual past behavior [27,53]. Several recent studies have used the concept of behavioral
intention to study the consumers’ intent to use hedonic artifacts or to adopt green products [54,55].

2.3. The Theory of Consumption Values

Values play a crucial role in decision-making and are illustrated as broad psychological constructs
that could affect consumer’s interest, attitude and behavior [56]. Values are considered to be the
ultimate basis of choice selection that drives buying behavior [57]. “Consumers’ overall assessment
of the product’s utility based on the perception of what is received and what is given” is known as
the perceived value [58]. Perceived value is the difference of give and take, where the benefits which
consumer attain from the product are referred as “take,” while “give” narrates what consumer have
sacrificed to obtain the product with its benefits [54].

The theoretical underpinning of our hypotheses is based on the theory of consumption values [43]
where values are the intrinsic and extrinsic factors associated with the components of purchase [6].
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It emphasizes on three facets of consumer choice behavior: (1) consumer choice of what to buy and what
not to buy, (2) consumer choice of preferring one type of product to another and (3) consumer selection
between different brands [43].” The theory identifies consumer choice behavior being influenced by five
consumption values: functional value, social value, emotional value, epistemic value, and conditional
value. These values determine the nature and direction of the relationship between the consumer and
product, once the consumer derived values after interacting and experiencing product or service [59].
Lin and Huang [8], Suki [60] and Gonçalves, Lourenço and Silva [23] applied the theory of consumption
values and found that consumption values influence consumer pro-environmental behavior.

2.3.1. Functional Value

Functional value is considered to be a prime driver of consumer choice of organic products.
It is defined as consumers’ perception of product performance based on its durability, reliability,
dependability, and price [43]. It is more of the intrinsic value of the product rather than extrinsic
values such as reputation or status gain with the product association. Based on its’ attributes,
the functional value is categorized into two dimensions; price, and quality [13]. Consumers evaluate
both the price and quality of an organic product simultaneously while making a purchase decision [7].
A consumer may prefer an organic product due to the specific attributes such as the use of natural
ingredients, organic nature and health benefits [12]. Moreover, consumers also evaluate organic
product performance in term of its ability to deliver economic value. If the price paid for organic
product is justified in term of benefits derived from the product, then it results in a willingness to pay
a premium price of organic product [61]. Therefore, both the price and quality have critical importance
in consumers’ purchase decision of organic product. From this discussion, the following hypotheses
are developed:

H1-a: Functional value (price) has a significant positive effect on behavioral intention to consume the
organic product.

H1-b: Functional value (quality) has a significant positive effect on behavioral intention to consume the
organic product.

2.3.2. Social Value

Social pressure or peer reviews are critical driving forces behind consumer choice behavior [7,9].
Social value is defined as a perceived utility that a product/service provides due to its affiliation with
one or more specific social, cultural, and socioeconomic groups [43]. It relates to self-image, especially
when a product association is seen to improve consumers’ social-status [13]. In the context of organic
products, social value is a perceived net utility gained from organic product consumption based on the
perception regarding social pressure or status gain. Social value has a significant positive impact on
sustainable consumption behavior [34]. Thus, we draw the following hypothesis:

H2: Social value has a significant positive effect on behavioral intention to consume the organic product.

2.3.3. Conditional Value

Conditional value is defined as the perceived net utility that an individual attains under specific
circumstances or situations [43]. It arises when product usage is strongly associated with specific
situations [62]. These specific situations may include the availability of subsidies or discounts on
organic products, easy and nearby availability of organic products and the purchase of the organic
product under worsening environmental conditions [34]. Consumer research recognizes that change in
situational variables can have a significant impact on behavioral intention [63]. Conditional value has
a significant positive influence on consumer pro-environmental behavior [8,64]. Therefore, we propose
the following hypothesis:
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H3: Conditional value has a significant positive effect on behavioral intention to consume the organic product.

2.3.4. Epistemic Value

Epistemic value measures the perceived net utility that consumer derives from the product’s
ability to increase curiosity, provide novelty, and/or satisfying knowledge needs [43]. Existing research
suggests that knowledge is a key factor in the decision making process [3]. Consumers’ desire
for product novelty, compatibility and disclosure of information regarding product attributes can
significantly influence their behavioral intention [65,66]. And the insufficiency of essential product
information may lead to an attitude-behavior gap [67]. In the case of green product, eco-labels or third
party certification may also provide substantial information to fulfill consumer desire for product
knowledge. A significant positive influence of epistemic value has been reported on consumer green
product purchase behavior [23]. From this discussion, we draw the following hypothesis:

H4: Epistemic value has a significant positive effect on behavioral intention to consume the organic product.

2.3.5. Emotional Value

Emotional value is distinguished from other constructs, as it contains not only utilitarian
components but also hedonistic components [13]. It is defined as “the perceived net utility that
is derived from the product’s ability to arise feeling or affective states” [43]. Product usage is
mostly related to consumer emotional response. Experiences and emotions related to past product
consumption help to predict future consumption outcomes of individuals with strong emotional
value [68]. Receptive and enjoyable green purchase decisions result from the positive emotions
associated with the product [69]. Previous research reports that emotional value has a positive impact
on consumers’ choice of green products [8,23]. Thus, the following hypothesis is developed:

H5: Emotional value has a significant positive impact on behavioral intention to consume the organic product.

2.4. Environmental Self-Identity

Identity exploration is highly relevant in determining pro-environmental behavior [51]. Numerous
studies suggested the significant importance of self-identity to predict environmental preferences,
intention, and behavior [22,26]. According to self-congruity consideration [70], and self-perception
theories [71], individuals act in accordance with their own, and others’ expectation of them [15].
Self-identity referred to as a composition of collected roles that a person fulfilled, which in turn
persuades a constant action for the endorsement of self-concept [72]. It is a label that one used to carry
with him/herself which relates to a specific behavior [73]. Hence environmental self-identity is defined
as “an individual’s perception of themselves as a kind of person who acts in an environmentally friendly
manner” [49]. Here the conceptualization of environmental self-identity differs from environmental
identity, where the latter refers to the extent to which an individual perceives that environmentalism is
an essential part of who he is [44]. An individual with a higher level of environmental self-identity has
a stronger belief to be a pro-environmental person and eventually more likely to act in an environment
friendly way.

Previous research on environmental psychology has examined the role of specific self-identities in
predicting the behavior that is consistent with those identities. For example, energy-saving self-identity
can predict intentions to save energy [74], self-identity as a recycler leads to the actions causing
recycling [75] and environmental activism self-identity results in environmental activism [76]. However,
other types of pro-environmental actions cannot be explained with these specific self-identities. Recent
studies suggest that individuals might have a more general kind of environmental self-identity that
is associated with a broad range of pro-environmental preferences, intentions, and behavior [22,77].
A more general environmental self-identity can influence a wide range of pro-environmental behaviors.
Therefore, targeting this general environmental self-identity might be a more viable tool in promoting
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pro-environmental actions. Hence in this study, we consider a general environmental self-identity to
determine consumer organic food behavioral intention.

The Mediating Effect of Environmental Self-Identity

In the current study, we propose that consumption values have a positive relationship with
consumers’ behavioral intention to consume organic products, and consumers’ environmental
self-identity significantly mediates this positive relationship.

The values which consumers derive from organic food consumption not only act as a motivation to
consume the product, but also fulfill individuals’ environmental self-identity to be a pro-environment
person. For example, functional value derived from organic food product provides not only
functional benefits such as better quality, health, and economic benefits, but also influence individual’s
environmental self-identity by providing environmental benefits such as ozone-friendly nature, and
no use of chemical and pesticides which is harmful to the environment. Similarly, the social value
associated with an organic food product raises an individual’s social image and status on the one
hand and fulfills his environmental self-identity by contributing to the environment with clean
production of organic food product on the other hand. Likewise, the conditional value associated
with an organic product provides consumers with situational benefits in the form of nearness,
subsidies and discounts and, at the same time, influences their environmental self-identity to perform
pro-environmentally under worsening environmental conditions. Epistemic value derived from the
consumption of organic product not only fulfills knowledge needs regarding product attributes but
also provides information about individuals’ contribution to environmental protection. Building on
similar logic, recent literature acknowledges that consumer self-identities mediate the relationship
between consumer motivations/values and their organic food behavior [25–27]. More specifically,
Van der Werff, Steg and Keizer [49] found that environmental self-identity mediates the link between
consumer biospheric values and pro-environmental intentions and behavior. Based on the above
discussion, we propose the following hypothesis:

H6 a–f: Environmental self-identity mediates the effect of: (a) function value price. (b) function value quality. (c)
social, (d) conditional, (e) epistemic, and (f) emotional value on behavioral intention to consume organic products.

2.5. Control Variables

We include health consciousness, gender, age, education and income level of respondents as
control variables in the proposed model. These variables are likely to be associated with endogenous
constructs of environmental self-identity and behavioral intention to consume organic food [78].

Health consciousness is defined as an individual’s readiness to comply with health actions [79].
Willingness to undertake health actions comprises of three components [80]: motivation to remain
healthy, foreseen health risks postured by sickness and the chances that health-related action will
lessen the health risks. A high health-conscious consumer considers organic food products healthier,
and with better taste and quality and exhibits a more favorable attitude towards organic food
consumption [37,81].

Previous studies also suggested that females are more conscious of environmental protection,
and are more likely to consume organic product than males [5,82]. Also, young consumers are ready to
change their consumption habits due to environmental concern [83] and have more positive intentions
toward organic food consumption than older one [56,84]. Consumer educational and income level also
significantly influence their organic food behavior. As a consumer with higher education and income
level are more likely to consume organic food product [85,86].
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3. Methodology

3.1. Procedure and Participants

In applying a quantitative approach to examine the proposed hypotheses, empirical data has
been collected through a structured self-administered questionnaire. The sample questionnaires were
distributed outside of 24 organic food outlets and departmental stores in different areas of Lahore
(Pakistan) during September and October 2018, as shown in Figure 2. Lahore is the capital of Punjab
Province and the second largest city of Pakistan, with an estimated population of more than 9.2 million.
Informed consent was taken from respondents before participating in the study. The respondents were
those with the experience of organic food consumption. By applying a random sampling method,
consumers were approached who were coming out of the outlets and stores in the market. To ensure
respondents have enough knowledge regarding organic food products, some primary questions were
asked before surveying the respondents. A detailed questionnaire was given only to those individuals
who had organic food awareness. A total of 500 survey questionnaires were distributed. Out of the
questionnaires received back, 406 were fully complete, valid and usable for the study. This yielded an
81% response rate. Participation of respondents was entirely voluntary.

Int. J. Environ. Res. Public Health 2019, 16, x 8 of 21 

 

In applying a quantitative approach to examine the proposed hypotheses, empirical data has 

been collected through a structured self-administered questionnaire. The sample questionnaires were 

distributed outside of 24 organic food outlets and departmental stores in different areas of Lahore 

(Pakistan) during September and October 2018, as shown in Figure 2. Lahore is the capital of Punjab 

Province and the second largest city of Pakistan, with an estimated population of more than 9.2 

million. Informed consent was taken from respondents before participating in the study. The 

respondents were those with the experience of organic food consumption. By applying a random 

sampling method, consumers were approached who were coming out of the outlets and stores in the 

market. To ensure respondents have enough knowledge regarding organic food products, some 

primary questions were asked before surveying the respondents. A detailed questionnaire was given 

only to those individuals who had organic food awareness. A total of 500 survey questionnaires were 

distributed. Out of the questionnaires received back, 406 were fully complete, valid and usable for 

the study. This yielded an 81% response rate. Participation of respondents was entirely voluntary. 

 

Figure 2. Distribution of samples. 

3.2. Demographic Profile of Respondents 

The demographic profile of respondents is shown in Table 1. As to gender, 60.6% of the 

respondents were male. As to the age, 42.1% of the respondents aged between 25–35 years, followed 

by 18–24 years age group with 40.9% respondents. 36% of the respondents had a Master’s degree or 

above, and 30.5% were undergraduate. As to the occupation, 33.7% of the respondents were 

employees, and 30.5% were students. As to the income-level, about 33% of the respondents had a 

monthly income between PKRs 50,000 to PKRs 100,000 and 28.8% had a monthly income below 50,000 

PKRs. 

  

Figure 2. Distribution of samples.

3.2. Demographic Profile of Respondents

The demographic profile of respondents is shown in Table 1. As to gender, 60.6% of the
respondents were male. As to the age, 42.1% of the respondents aged between 25–35 years, followed by
18–24 years age group with 40.9% respondents. 36% of the respondents had a Master’s degree or above,
and 30.5% were undergraduate. As to the occupation, 33.7% of the respondents were employees,
and 30.5% were students. As to the income-level, about 33% of the respondents had a monthly income
between PKRs 50,000 to PKRs 100,000 and 28.8% had a monthly income below 50,000 PKRs.
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Table 1. Demographic profile of participants.

Constructs Category Frequency Percentage

Gender

Male 246 60.6
Female 160 39.4

Age (years)

18–24 166 40.9
25–35 171 42.1
36–45 55 13.5

Above 45 14 3.45

Education

High School or less 26 6.5
Diploma holders 40 10.0

Intermediate 69 17.0
Undergraduate 124 30.5

Master or Above 145 36.0

Occupation
Student 136 33.5

Government employee 62 15.3
Company employee 137 33.7

Business owner 20 4.9
Housewife 20 4.9

Professionals 31 7.6

Income (PKRs = Pakistani rupees) <PKRs 50,000 117 28.8

PKRs 50,001–PKRs 100,000 134 33.0
PKRs 100,001–PKRs 150,000 77 19.0
PKRs 150,001–PKRs 200,000 50 12.3
PKRs 200,001–PKRs 250,000 19 4.7

> PKRs 250,000 9 2.2

3.3. Development of Measurement Scale

The survey instrument used to collect data was consisted of three sections. The first section
evaluated the consumer’s perception of organic food based on consumption values. The measurement
items of consumption values including functional value price and quality, social, conditional, epistemic,
and emotional value were adapted from Lin and Huang [8] and Biswas and Roy [34]. All constructs
consist of 3 items, to measure it. The second section consisted of questions measuring consumers’
environmental self-identity with four items adapted from Van der Werff, Steg and Keizer [74] and
Walton and Jones [87], and health consciousness with three items adapted from Singh and Verma [3]
and Michaelidou and Hassan [81]. The third section measured consumer behavioral intention to
purchase organic food with four items and was adapted from the scales of Singh and Verma [3] and
Biswas and Roy [6]. Ranging from strongly disagree (1) to strongly agree (5), a 5-point Likert scale was
used to measure all items in the above sections. The last part of the survey consisted of a respondent’s
demographic information. All items used in the questionnaire are presented in Table 2.

3.4. Common Method Variance

Since this study leads us to collect data from the same respondents for both independent and
dependent variables, there are chances of common method variance existence in this study. We opted a
methodological test named Harman’s one-factor test to measure the common method variance [88,89].
SPSS 24 is used to insert all items in principle components factor analysis. Outcome generated showed
nine extracted factors with eigenvalues greater than 1.0, including one control variable. The total
variance accounted for by this extracted factor was 73.69, while the first factor accounted for only
22.2% of the variance. As principal component factor analysis doesn’t produce a single factor and also
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the first factor did not explain the majority of the variance, common method variance might not be an
issue for this study.

3.5. Data Analysis

Statistical package for the social sciences (SPSS 24.0, IBM, Armonk, NY, USA) [90] was used to
conduct a descriptive analysis. However, to test the proposed model, partial least square-structural
equation modeling (PLS-SEM) technique was employed via SmartPLS 3.2.4 [91]. PLS-SEM is a
wide-ranging multivariate technique to statistically examine the complex multivariable relationships
in both measurement and structural models. It can handle complex models with a large number of
latent variables even with three or lesser items. Also, it is more appropriate to use this technique for
emerging areas of research with prediction oriented studies where the relationships between certain
constructs have not been much explored yet [92–94].

4. Results

4.1. Partial Least Square Structural Equation Modeling

A two-stage approach of PLS-SEM was applied for conceptual model assessment, including the
measurement model and the structural model.

4.1.1. Measurement Model Assessment

Initially, the measurement model was assessed through convergent and discriminant validity.
Nine constructs were employed in this research. To evaluate convergent validity, values of factor
loadings, average variance extracted (AVE) and composite reliability (CR) were measured [95] as
shown in Table 2. All values of CR and AVE fall in the range of 0.835 to 0.869 and 0.560 to 0.688,
respectively, exceeding the threshold values of 0.7 and 0.5 [95].

Factor loading of each item ranged from 0.720 to 0.862 which exceeds the cut-off value of 0.7.
However, one item BI4 have the value of 0.644 which is acceptable, as values of composite reliability
and average variance extracted are above threshold values [95].

To examine discriminant validity (DV), Fornell and Larcker [96] criteria and heterotrait-monotrait
(HTMT) ratio were employed. The results of both statistical methods are shown in Table 3. To evaluate
Fornell and Larcker [96] criteria square root of AVE of each construct was placed at diagonal,
which exceeds its highest correlation coefficients with other constructs, signifying the fulfillment
of discriminant validity. Similarly, HTMT ratio was evaluated by HTMT.90 criteria [97]. Table 3
showed that HTMT values of all the constructs were less than cutoff value of 0.90, accomplishing
HTMT.90 criteria. Hence the results of discriminant validity for each construct are satisfactory.

4.1.2. Structural Model Assessment

For structural model assessment, values and dimensions of beta coefficients and relevant
t-statistics along with the measure of R2 for endogenous constructs are taken into consideration [95].
Bootstrapping method, based on 5000 samples was applied to measure path coefficients and their
relative significance. Along with these standard calculations, we also measure the effect sizes (f2) for
each structural path as recommended by Hair, Ringle and Sarstedt [95] in structural model assessment.

The calculated R2 values for both endogenous variables, environmental self-identity and
behavioral intention to consume organic food, are 0.334 and 0.444, respectively. In Table 4, the
values of beta coefficients, significance values and effect sizes f2 of each structural path are shown.
Results reveal that functional value quality (β = 0.169, p ≤ 0.01), conditional value (β = 0.269, p ≤ 0.01),
epistemic value (β = 0.125, p ≤ 0.01) and emotional value (β = 0.24, p ≤ 0.01) have significant positive
impact on behavioral intention to consume organic food. Among these results, the conditional value
has the strongest impact on behavioral intention to consume the organic product, followed by the
emotional value. Hence our hypotheses H1b, H3, H4, and H5 are supported. However, functional
value price (β = 0.021, p≥ 0.05) and social value (β = 0.072, p≥ 0.05) enter insignificant with behavioral
intention to consume the organic product; these results do not support hypotheses H1a and H3.
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Table 2. Reliability and validity for constructs.

Constructs Statements Loadings (CR) (AVE)

Function value price

The organic food product is reasonably priced. 0.757 0.849 0.653
The organic food product offer value for money. 0.835

The organic food product has a good economic value. 0.828

Function value quality

The organic food product has expectable standard quality. 0.835 0.868 0.687
The organic food product is made from non-hazardous substances. 0.835

Taste of organic food is good. 0.817

Social Value

Purchase of organic food product will help me gain social approval. 0.760 0.847 0.649
Purchase of organic food product will make a positive impression on other people. 0.862

Purchase of organic food product will improve the way I am perceived 0.790

Conditional Value

I would buy organic food products if they were easy to acquire (accessible nearby). 0.832 0.869 0.688
I would buy the organic food product instead of conventional products under worsening

environmental conditions. 0.817

I will purchase organic food products over conventional substitutes if they are offered at a subsidized rate. 0.839

Epistemic Value

I prefer to check the eco-labels and certifications on organic food products before purchase. 0.830 0.840 0.636
I would prefer to gain substantial information on organic food products before purchase. 0.814

I am willing to seek out novel information. 0.746

Emotional Value

Buying the organic food product instead of conventional products would feel like making a good personal
contribution to something better. 0.799 0.839 0.636

Buying the organic food product instead of conventional products would feel like the morally right thing. 0.839
Buying the organic food product instead of conventional products would make me feel like a

better person. 0.750
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Table 2. Cont.

Constructs Statements Loadings (CR) (AVE)

Environmental
Self-identity

Acting environmental friendly is an important part of who I am. 0.778 0.863 0.612
I am the type of person who acts environmental friendly. 0.799

I see myself as an environmental-friendly person. 0.827
I make significant changes in my lifestyle for environmental reasons 0.720

Behavioral Intention

Given a choice between two substitute products, I intend to choose an organic food product in the future 0.804 0.835 0.560
I am always interested in buying more organic food products for the family’s needs. 0.806

I will make a special effort to consume organic food product. 0.729
Given that organic food products are readily available, I predict that I would use them in the future. 0.644

Health consciousness

I am very self-conscious about my health. 0.853 0.851 0.656
I am alert to changes in my health. 0.836

I consume organic food as it considers good for health. 0.737

Notes: AVE: average variance extracted, CR: composite reliability.
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Table 3. Discriminant Validity.

Fornell-Larcker’s (1981) Criterion

BI CV EMO EPV ESI FVP FVQ HC SV

Behavioral Intention 0.749
Conditional value 0.475 0.829
Emotional value 0.471 0.403 0.797
Epistemic value 0.334 0.291 0.362 0.798

Environmental self-identity 0.415 0.357 0.371 0.364 0.782
Functional value price 0.169 0.111 0.175 0.063 0.095 0.808

Functional value quality 0.375 0.323 0.277 0.187 0.346 0.338 0.829
Health consciousness 0.443 0.275 0.197 0.135 0.389 0.175 0.297 0.810

Social value 0.330 0.274 0.401 0.196 0.264 0.245 0.348 0.296 0.805

Heterotrait-Monotrait Ratio (HTMT)

Behavioral Intention
Conditional value 0.622
Emotional value 0.636 0.533
Epistemic value 0.462 0.394 0.498

Environmental self-identity 0.545 0.454 0.486 0.480
Functional value price 0.224 0.140 0.240 0.103 0.121

Functional value quality 0.481 0.420 0.374 0.250 0.442 0.438
Health consciousness 0.595 0.365 0.275 0.188 0.509 0.238 0.388

Social value 0.442 0.362 0.549 0.255 0.337 0.343 0.456 0.413

FVP = functional value price, FVQ = functional value quality, SV = social value, CV = conditional value, EPV = epistemic value, EMO = emotional value, ESI = Environmental Self-identity,
HC = Health consciousness, BI = behavioral intention to purchase organic food.
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Cohen [98] criteria were used to evaluate the measurement of the effect sizes, like 0.02, 0.15 and
0.35 for small, medium and large effects, respectively. Functional value quality, conditional value,
epistemic value and the emotional value exceeded threshold criteria of 0.02 showing the small to
medium effect as reported in Table 4. However, the functional value price and the social value showed
no substantive significance.

Table 4. Structural estimates (Hypotheses testing).

Hypothesized Path β-Value t-Value f2 Results

H1a: Functional value
price—Behavioral intention 0.021 0.486 0.001 Not supported

H1b: Functional value
quality—Behavioral intention 0.169 3.286 ** 0.036 Supported

H2: Social value—Behavioral
intention 0.072 1.42 0.006 Not supported

H3: Conditional
value—Behavioral intention 0.269 5.443 ** 0.089 Supported

H4: Epistemic Value—Behavioral
intention 0.125 2.420 ** 0.021 Supported

H5: Emotional value—Behavioral
intention 0.240 5.082 ** 0.064 Supported

Notes: ** p ≤ 0.01.

For control variables, the health consciousness has a significant positive effect on both
environmental self-identity (β = 0.255, p ≤ 0.01) and consumers’ behavioral intention to consume
organic food (β = 0.246, p ≤ 0.01). However, gender, age, education, and income-level all
have insignificant influence on environmental self-identity and behavioral intention to consume
organic food.

4.1.3. Mediation Effect of Environmental Self-Identity among Consumption Values and the Behavioral
Intention to Purchase Organic Food

Our conceptual model posited that environmental self-identity will mediate the structural link
between consumption values and consumer’s behavioral intention to consume organic food (i.e.,
hypotheses H6a to H6f). To examine mediation, this study followed the bootstrapping procedure,
based on 5000 samples [95]. Specific indirect effect function introduced in Smart-PLS version 3.2.4
(SmartPLS GmbH, Bönningstedt, Germany) [91] was employed to report the result of the particular
mediation path as shown in Table 5. Other than p values, 95% bias-corrected confidence intervals are
also reported to confirm the significance of hypothesized indirect results, where the presence of zero
value between the intervals will show the non-significant results [99].

Results in Table 5 reveal that the environmental self-identity significantly mediates: the
relationship between the functional value quality and the behavioral intention to consume organic
food (β = 0.031, p ≤ 0.01), the relationship between conditional value and the behavioral intention
to consume organic food (β = 0.022, p ≤ 0.05), the relationship between epistemic value and the
behavioral intention to consume organic food (β = 0.032, p ≤ 0.01) and the relationship between
emotional value and the behavioral intention to consume organic food (β = 0.024, p ≤ 0.05). These
results support the hypothesis H6b, H6d, H6e, and H6f. However, the environmental self-identity
does not significantly mediate: the relationship between functional value price and the behavioral
intention to consume organic food (β = −0.007, p ≥ 0.05) and the relationship between social value
and the behavioral intention to consume organic product (β = −0.008, p ≥ 0.05). The last two results
suggest that hypothesis H6a, H6c were not supported.
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Table 5. Specific indirect effect.

Hypothesized Path β-Value t-Value Confidence Interval Status

H6a: FVP→ ESI→ BI −0.007 0.853 [−0.023; 0.005] N-sig Not supported
H6b: FVQ→ ESI→ BI 0.031 2.266 ** [0.010; 0.055] Sig Supported
H6c: SV→ ESI→ BI 0.008 0.871 [−0.003; 0.027] N-sig Not supported
H6d: CV→ ESI→ BI 0.022 1.635 * [0.004; 0.049] Sig Supported
H6e: EPV→ ESI→ BI 0.032 2.241 ** [0.011; 0.057] Sig Supported
H6f: EMO→ ESI→ BI 0.024 1.680 * [0.005; 0.051] Sig Supported

Note: * p ≤ 0.05; ** p ≤ 0.01, FVP = functional value price, FVQ = functional value quality, SV = social value,
CV = conditional value, EPV = epistemic value, EMO = emotional value, ESI = Environmental Self-identity, BI =
behavioral intention to purchase organic food.

5. Discussion

This study has broadened our understanding of consumer behavior for organic food,
by integrating the two lines of researches including the theory of consumption values and the
environmental self-identity. Our findings in this study support the idea that targeting a general
environmental self-identity of consumers is a promising approach to promote the consumption of the
organic product in developing economies like Pakistan. Overall, our results suggest that environmental
self-identity define the structural links between consumption values (i.e., function value quality,
conditional, epistemic, emotional value) and the behavioral intention to consume organic food.

First, by inspecting the direct impact of consumption values on consumers’ behavioral intention to
consume organic food, we find that functional value quality positively affects the behavioral intention
to consume organic food. However, the opposite result is observed for a functional value price.
This supports hypothesis H1b and rejects H1a. This suggests that Pakistani consumers are more
concerned about the quality of organic food, such as the healthy and nutritious ingredients, rather than
the economic benefits attached to a lower price. This might be because recently the use of chemical
fertilizers and pesticides in agriculture farming has caused adverse effects on people’s health. They are
willing to pay the premium price for organic products to avoid the expenses that need to be incurred in
case of bad health due to the consumption of low price non-organic food. Pakistan is a family-oriented
society where the family head gives great importance to the health and well-being of family members
instead of considering cost. These results are in line with the findings of Suki [60] who conclude that
consumers pay more attention to the quality of organic products instead of price while making green
purchase decisions. Some other studies have also suggested that green consumers are less sensitive
to price [100,101] and are more willing to pay the premium price for organic food products [101,102].
Such willingness indicates consumers’ desire for a trade-off, where other factors of environmental and
health concern outweigh the price factor in making product choice and purchase decisions.

Our findings reject the H2 which states that social value attached to organic products increases
consumers’ behavioral intention to consume organic food. This suggests that consumers do not feel
a sense of social recognition or improvement in their social image while consuming organic food.
Pakistan is an agriculture-based economy, and despite being migration from villages to cities, still,
60% of the population belongs to rural areas. Even people living in cities have strong connections
and roots in villages. Most of the people have access to organic food products, and they treat it as
a general commodity rather than considering it a product which improves their social image. Past
studies also suggested that personal beliefs and norms are a more significant predictor of behavior
than social concern [27,101]. These results are similar to the outcomes of Biswas and Roy [6], who did
not find any significant influence of social value on sustainable consumption behavior.

We find that the conditional value has the strongest positive impact on the behavioral intention to
consume organic food. This might be because, in recent years, extreme environmental situations had
adversely affected individuals’ health and economic status in the country. Today consumers’ are more
conscious of their consumption habits as compared to the past. This result has important implications
for marketers and policymakers as it suggests that the easy availability and promotional activities
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regarding organic products are useful ways to promote organic food consumption. Consumers get
convinced and motivated to consume organic products by such acts as they perceive them as an act
of care and commitment towards masses by the concerned stakeholders. This result is the same as
the results of Biswas and Roy [34] and Gonçalves, Lourenço and Silva [23] who found the significant
positive influence of conditional value on consumers’ sustainable behavior.

Our results also reveal that epistemic value has a significant positive impact on the behavioral
intention to consume organic food. Organic food companies in Pakistan use social media platforms
to create awareness among people regarding the benefits of organic product consumption. This has
increased consumers’ knowledge about organic food. Consumers tend to develop a positive perception
of organic products as their knowledge of organic product attributes increases. Consumer’s desire
for knowledge seeking is fulfilled by the availability of green tags and eco-labels on organic products,
which help them to have a positive perception of the organic food product. Adding details to product
tags and labels makes consumers’ decision easier and help them to recognize their role in preserving
the environment. These results are consistent with the studies conducted by Lin and Huang [8] and
Han, Wang, Zhao and Li [54].

Similarly, the significant positive impact of emotional value on behavioral intention to consume
organic food suggests that organic food consumption evokes individuals’ positive emotions to perform
in an environmentally responsible manner. Emotional association with the natural environment
also facilitates to develop ecological consciousness among individuals that eventually impacts their
purchase decisions of green product. These results are consistent with Gonçalves, Lourenço and
Silva [23] who found a significant positive impact of emotional value on consumers’ green product
choice decisions, but are different from Han, Wang, Zhao and Li [54] who reported an insignificant
impact of emotional value on consumers’ intention to adopt green products.

Our results suggest that among different control variables health consciousness found to have a
significant positive impact on environmental self-identity and behavior intention to consume organic
food. It depicts the acceptance of our premise that people in Pakistan are getting highly concerned
about the health of their own and their family members. During the last few years, health issues
caused by environmental problems have created havoc in society and not only hundreds of people
lost their lives but also families badly hurt economically. Now irrespective of age, sex, educational
and income levels a vast majority of people wants to contribute to green initiatives for themselves and
for the society at large as well. These results are in similar to past research, stating that people health
conscious and their concern for the environment are a key influence for sustainable and healthy food
consumption [24,103].

Lastly, we examined whether environmental self-identity mediates the structural relationship
between consumption values and the behavioral intention to consume organic food. To best of our
knowledge, this study is the first to examine this mediation role of environmental self-identity between
consumption values and the behavioral intention to consume organic food. We find that consumers’
environmental self-identity significantly mediates the relationship between some consumption values
(i.e., function value quality, conditional value, epistemic value, and emotional value) and the behavioral
intention to consume organic food. This suggests that the specific attributes of organic products,
such as the bio-degradability and ozone-friendly aerosols, influence environmental self-identity of
Pakistani organic food consumers which lead to pro-environmental behavior. Similarly, individual
emotional attachment with the natural environment along with situational factors such as threatening
environmental conditions and their knowledge regarding environmental problems influence their
environmental self-identity. This indicates that eminence of conditional value, emotional value,
epistemic value, and function value quality are instrumental in alluring consumer environmental
self-identity, which lead to pro-environmental behavior intention.

However, we do not find the mediating effect of environmental self-identity on the relationship
between some consumption values (i.e., functional value price and social value) and the behavioral
intention to consume organic food. This suggests that economic benefits associated with organic
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product do not influence an individual’s environmental self-identity in the Pakistani context. And
individuals with higher environmental self-identity are willing to pay a premium price for organic
product to act in an environmentally friendly manner. Moreover, social pressure and the improvement
in self-image do not let an individual act in an environmentally friendly way. Their pro-environmental
actions are based on personal belief and norms rather than social pressures.

Overall our findings support the idea that pro-environmental behavior is related to
the self-perception of an individual [44] and consumers can be motivated to consume an
environment-friendly product by focusing on their environmental self-identity. Previous research
finds that past experience affects an individual’s self-identity and one’s self-identity can easily be
changed [104]. Therefore, making product experience better in term of providing function value
quality, condition, epistemic and emotional value positively influence environmental self-identity
which leads to pro-environmental behavior intentions. Hence, targeting consumers’ environmental
self-identity can be an effective tool to promote sustainable consumption behavior.

6. Conclusions

In this study, we examine whether environmental self-identity mediates the structural relationship
between consumption values and the behavioral intention to consume organic food. Using survey data
of Pakistani consumers, we support that consumers’ environmental self-identity significantly mediates
the relationship between consumption values and the behavioral intention to consume organic food.

Our findings have an important theoretical and practical implication. From the theoretical
perspective, this study extends the existing knowledge by integrating the consumption values theory
and general environmental self-identity approach in studying the consumers’ organic products choice
behavior. Our results suggested that emphasis on improving functional value quality, conditional,
epistemic and emotional value of organic product lead to positively influence individual environmental
self-identity and their organic food behavior intention. However, results also found, that consumers’
are less concern regarding economic benefit and social approval gain through the consumption
of organic food. Previous studies, such as Lee, Levy and Yap [50], De Pelsmacker, Moons and
Barvarossa [51], Van der Werff, Steg and Keizer [74], have found that self-identities mediate the
relationship between consumer motivations and their pro-environmental behavior. Adding to these
studies, we find that one’s environmental self-identity significantly mediates the relationship between
consumption values and organic food purchase intention.

Second, our findings suggest that effective marketing campaigns can be designed keeping in
view the consumers’ environmental self-identity. As such advertisements should not only introduce
products to consumers but also let them realize their role to act in an environmentally friendly manner.
More specifically, as we find that conditional value, which is due to the nearby availability of the
product or discounts offered, is the most significant factor to affect consumer behavioral intentions.
Therefore, government bodies and business firms should also play a prominent role in promoting
organic food consumption by subsidizing products and establishing more sale points to make easy
availability of the organic product. This practice can be instrumental in enhancing the conditional
value of consumer, which motivate the consumer to participate in green consuming activities.

Similarly, we also find that epistemic, emotional and functional value quality are significant in
affecting the consumers’ intention to consume organic products. As epistemic value is due to the
knowledge fulfilling ability of the product, efficient use of traditional and social media campaign that
introduces and educates about organic products can enhance epistemic value. A substantial amount of
information on the product in terms of a product association with the environment should be provided
for which individual can realize their contribution to environmental protection by consuming that
product. Likewise, consumers having high emotional value consider sustainable consumption as an
act of environment protection. Generally, they have intentions of doing good not only for themselves
but also for society as a whole while having sustainable consumption. Marketers and practitioners can
promote their organic products with marketing campaigns that evoke individual emotions towards
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the environment not only for themselves but for their future generations. Lastly, consumers’ concern
about organic product quality should also be emphasized. As our results suggest that consumers are
quality conscious regarding organic food, therefore manufacturers should ensure the quality of organic
food to provide higher functional value quality of organic product. Along with that green attributes of
organic product such as ozone-friendly aerosols and environmentally friendly nature must be ensured
throughout manufacturing and distribution.

Limitations and Future Research

In this research, we use behavioral intentions to consume organic food. Future research can be
done on actual behavior, and a comparison of intentions and actual behavior can also be performed
to broaden our understanding of how much intentions, in reality, converts to actual behavior.
As functional value price and social value proved non-significant in this study, future studies can
be done to explore these values in detail for a clear understanding of consumer behavior. Also,
the inclusion of certain moderating constructs such as consumers’ environmental value, product
knowledge, and specific demographic details can also be explored. This study considered organic food
to examine the consumer choice of pro-environmental behavior. Future research may contemplate
other green products including high priced and energy efficient products and assess the proposed
model relationship to determine consumer choice behavior in developing economies. Finally, this
research was limited to a sample drawn from organic food consumers from the city of Lahore, Pakistan.
To understand the breadth and depth of the organic food consumer intentions in Pakistan getting a
sample from other provinces and cities including smaller cities will be instrumental.

Author Contributions: H.Q. and L.Y. conceived and designed the study; H.Q. and B.N.A. collected data; A.S.,
H.Q. and B.N.A. performed the data analysis and drafted the paper; H.Q. wrote the first draft; and R.G., A.S. and
L.Y. substantially revised the manuscript. All authors finalized the paper.

Conflicts of Interest: The authors declare no conflict of interest.

References

1. Joshi, Y.; Rahman, Z. Investigating the determinants of consumers’ sustainable purchase behaviour. Sustain.
Prod. Consum. 2017, 10, 110–120. [CrossRef]

2. Wang, R. Sustainable Consumption from the Consumer’s Perspective: A Study on the Purchase Intention of
Green Food in China. Master’s Thesis, University of Bedfordshire, Bedfordshire, UK, 2009.

3. Singh, A.; Verma, P. Factors influencing Indian consumers’ actual buying behaviour towards organic food
products. J. Clean. Prod. 2017, 167, 473–483. [CrossRef]

4. Zhang, B.; Fu, Z.; Huang, J.; Wang, J.; Xu, S.; Zhang, L. Consumers’ perceptions, purchase intention, and
willingness to pay a premium price for safe vegetables: A case study of Beijing, China. J. Clean. Prod. 2018,
197, 1498–1507. [CrossRef]

5. McFadden, J.R.; Huffman, W.E. Willingness-to-pay for natural, organic, and conventional foods: The effects
of information and meaningful labels. Food Policy 2017, 68, 214–232. [CrossRef]

6. Biswas, A.; Roy, M. Leveraging factors for sustained green consumption behavior based on consumption
value perceptions: Testing the structural model. J. Clean. Prod. 2015, 95, 332–340. [CrossRef]

7. Bei, L.-T.; Simpson, E.M. The determinants of consumers’ purchase decisions for recycled products:
An application of acquisition-transaction utility theory. ACR N. Am. Adv. 1995, 22, 257–261.

8. Lin, P.-C.; Huang, Y.-H. The influence factors on choice behavior regarding green products based on the
theory of consumption values. J. Clean. Prod. 2012, 22, 11–18. [CrossRef]

9. Pickett-Baker, J.; Ozaki, R. Pro-environmental products: Marketing influence on consumer purchase decision.
J. Consum. Mark. 2008, 25, 281–293. [CrossRef]

10. Straughan, R.D.; Roberts, J.A. Environmental segmentation alternatives: A look at green consumer behavior
in the new millennium. J. Consum. Mark. 1999, 16, 558–575. [CrossRef]

11. Laroche, M.; Bergeron, J.; Barbaro-Forleo, G. Targeting consumers who are willing to pay more for
environmentally friendly products. J. Consum. Mark. 2001, 18, 503–520. [CrossRef]

http://dx.doi.org/10.1016/j.spc.2017.02.002
http://dx.doi.org/10.1016/j.jclepro.2017.08.106
http://dx.doi.org/10.1016/j.jclepro.2018.06.273
http://dx.doi.org/10.1016/j.foodpol.2017.02.007
http://dx.doi.org/10.1016/j.jclepro.2015.02.042
http://dx.doi.org/10.1016/j.jclepro.2011.10.002
http://dx.doi.org/10.1108/07363760810890516
http://dx.doi.org/10.1108/07363769910297506
http://dx.doi.org/10.1108/EUM0000000006155


Int. J. Environ. Res. Public Health 2019, 16, 1106 19 of 22

12. Norazah, M. Consumer ecological behaviour: Structural relationships of environmental knowledge, healthy
food, and healthy way of life. J. Sustain. Sci. Manag. 2013, 8, 100–107.

13. Sweeney, J.C.; Soutar, G.N. Consumer perceived value: The development of a multiple item scale. J. Retail.
2001, 77, 203–220. [CrossRef]

14. Whitmarsh, L.; O’Neill, S. Green identity, green living? The role of pro-environmental self-identity in
determining consistency across diverse pro-environmental behaviours. J. Environ. Psychol. 2010, 30, 305–314.
[CrossRef]

15. Bem, D.J. Self-perception: An alternative interpretation of cognitive dissonance phenomena. Psychol. Rev.
1967, 74, 183. [CrossRef]

16. Gatersleben, B.; Murtagh, N.; Cherry, M.; Watkins, M. Moral, wasteful, frugal, or thrifty? Identifying
consumer identities to understand and manage pro-environmental behavior. Environ. Behav. 2019, 51, 24–49.
[CrossRef]

17. Belk, R. Possessions and the extended selF. J. Consum. Res. 1988, 15, 139–168. [CrossRef]
18. Chernev, A.; Hamilton, R.; Gal, D. Competing for consumer identity: Limits to self-expression and the perils

of lifestyle branding. J. Mark. 2011, 75, 66–82. [CrossRef]
19. White, K.; Dahl, D.W. Are all out-groups created equal? Consumer identity and dissociative influence.

J. Consum. Res. 2007, 34, 525–536. [CrossRef]
20. Klein, J.G.; Lowrey, T.M.; Otnes, C.C. Identity-based motivations and anticipated reckoning: Contributions

to gift-giving theory from an identity-stripping context. J. Consum. Psychol. 2015, 25, 431–448. [CrossRef]
21. Carfora, V.; Caso, D.; Sparks, P.; Conner, M. Moderating effects of pro-environmental self-identity on

pro-environmental intentions and behaviour: A multi-behaviour study. J. Environ. Psychol. 2017, 53, 92–99.
[CrossRef]

22. Gatersleben, B.; Murtagh, N.; Abrahamse, W. Values, identity and pro-environmental behaviour. Contemp.
Soc. Sci. 2014, 9, 374–392. [CrossRef]

23. Gonçalves, H.M.; Lourenço, T.F.; Silva, G.M. Green buying behavior and the theory of consumption values:
A fuzzy-set approach. J. Bus. Res. 2016, 69, 1484–1491. [CrossRef]

24. Van Loo, E.J.; Hoefkens, C.; Verbeke, W. Healthy, sustainable and plant-based eating: Perceived (mis)
match and involvement-based consumer segments as targets for future policy. Food Policy 2017, 69, 46–57.
[CrossRef]

25. Cook, A.J.; Kerr, G.N.; Moore, K. Attitudes and intentions towards purchasing GM food. J. Econ. Psychol.
2002, 23, 557–572. [CrossRef]

26. Sparks, P.; Shepherd, R. Self-identity and the theory of planned behavior: Assesing the role of identification
with “green consumerism”. Soc. Psychol. Q. 1992, 55, 388–399. [CrossRef]

27. Hansen, T.; Sørensen, M.I.; Eriksen, M.-L.R. How the interplay between consumer motivations and values
influences organic food identity and behavior. Food Policy 2018, 74, 39–52. [CrossRef]

28. Van der Werff, E.; Steg, L.; Keizer, K. I am what I am, by looking past the present: The influence of biospheric
values and past behavior on environmental self-identity. Environ. Behav. 2014, 46, 626–657. [CrossRef]

29. Atkinson, L. Buying in to social change: How private consumption choices engender concern for the
collective. ANNALS Am. Acad. Political Soc. Sci. 2012, 644, 191–206. [CrossRef]

30. De Marchi, E.; Caputo, V.; Nayga, R.M., Jr.; Banterle, A. Time preferences and food choices: Evidence from a
choice experiment. Food Policy 2016, 62, 99–109. [CrossRef]

31. Magnusson, M.K.; Arvola, A.; Hursti, U.-K.K.; Åberg, L.; Sjödén, P.-O. Choice of organic foods is related
to perceived consequences for human health and to environmentally friendly behaviour. Appetite 2003, 40,
109–117. [CrossRef]

32. Khan, S.N.; Mohsin, M. The power of emotional value: Exploring the effects of values on green product
consumer choice behavior. J. Clean. Prod. 2017, 150, 65–74. [CrossRef]

33. Sana, U.; Latif, W.U.; Ahmad, W.; Jafar, M.S.; Pervez, M.; Ahmed, N.; Xue-Rong, X. Willingness-to-pay for
Organic Food in Pakistan: The Effect of Motivational Factors and Mediated Role of Attitude. DEStech Trans.
Econ. Bus. Manag. 2018. [CrossRef]

34. Biswas, A.; Roy, M. Green products: An exploratory study on the consumer behaviour in emerging economies
of the East. J. Clean. Prod. 2015, 87, 463–468. [CrossRef]

http://dx.doi.org/10.1016/S0022-4359(01)00041-0
http://dx.doi.org/10.1016/j.jenvp.2010.01.003
http://dx.doi.org/10.1037/h0024835
http://dx.doi.org/10.1177/0013916517733782
http://dx.doi.org/10.1086/209154
http://dx.doi.org/10.1509/jmkg.75.3.66
http://dx.doi.org/10.1086/520077
http://dx.doi.org/10.1016/j.jcps.2015.01.003
http://dx.doi.org/10.1016/j.jenvp.2017.07.001
http://dx.doi.org/10.1080/21582041.2012.682086
http://dx.doi.org/10.1016/j.jbusres.2015.10.129
http://dx.doi.org/10.1016/j.foodpol.2017.03.001
http://dx.doi.org/10.1016/S0167-4870(02)00117-4
http://dx.doi.org/10.2307/2786955
http://dx.doi.org/10.1016/j.foodpol.2017.11.003
http://dx.doi.org/10.1177/0013916512475209
http://dx.doi.org/10.1177/0002716212448366
http://dx.doi.org/10.1016/j.foodpol.2016.05.004
http://dx.doi.org/10.1016/S0195-6663(03)00002-3
http://dx.doi.org/10.1016/j.jclepro.2017.02.187
http://dx.doi.org/10.12783/dtem/eced2018/23996
http://dx.doi.org/10.1016/j.jclepro.2014.09.075


Int. J. Environ. Res. Public Health 2019, 16, 1106 20 of 22

35. David Eckstein, M.-L.H.a.M.W. GLOBAL CLIMATE RISK INDEX 2019. In Who Suffers Most From Extreme
Weather Events? Germanwatch: Bonn, Germany, 2019; Available online: www.germanwatch.org/en/cri
(accessed on 26 March 2019).

36. Shabbir, A. Smog Season Starts in Pakistan for the 5th Consecutive Year. Available online: https:
//propakistani.pk/2018/10/22/smog-season-starts-in-pakistan-for-the-5th-consecutive-year/ (accessed
on 10 February 2019).

37. Asif, M.; Xuhui, W.; Nasiri, A.; Ayyub, S. Determinant factors influencing organic food purchase intention
and the moderating role of awareness: A comparative analysis. Food Qual. Preference 2018, 63, 144–150.
[CrossRef]

38. Willer, H.; Lernoud, J. The World of Organic Agriculture. Statistics and Emerging Trends 2018; Research
Institute of Organic Agriculture FiBL and IFOAM Organics International: Frick, Switerzland, 2018;
ISBN 978-3-03736-068-2.

39. Khan, M.Z.; Gul, H. Impact of Green Revaluationn Variables on Agriculture Productivity in Pakistan. Sarhad
J. Agric. 2013, 29, 3.

40. Al-Swidi, A.; Mohammed Rafiul Huque, S.; Haroon Hafeez, M.; Noor Mohd Shariff, M. The role of subjective
norms in theory of planned behavior in the context of organic food consumption. Br. Food J. 2014, 116,
1561–1580. [CrossRef]

41. RK, N. Khalis Food Market: A Different Taste of Lahore. Available online: https://www.pakistantoday.com.
pk/2015/10/05/khalis-food-market-a-different-taste-of-lahore/ (accessed on 5 February 2019).

42. Raza, F. Go Natural: Organic Food in Lahore and Where to Buy It. Available online: https://www.dawn.
com/news/1157807 (accessed on 5 February 2019).

43. Sheth, J.N.; Newman, B.I.; Gross, B.L. Why we buy what we buy: A theory of consumption values. J. Bus.
Res. 1991, 22, 159–170. [CrossRef]

44. Stets, J.E.; Biga, C.F. Bringing identity theory into environmental sociology. Sociol. Theory 2003, 21, 398–423.
[CrossRef]

45. Jayawardhena, C. Measurement of service quality in internet banking: The development of an instrument.
J. Mark. Manag. 2004, 20, 185–207. [CrossRef]

46. Ajzen, I.; Fishbein, M. Attitudinal and normative variables as predictors of specific behavior. J. Personal. Soc.
Psychol. 1973, 27, 41–57. [CrossRef]

47. Warshaw, P.R. Predicting purchase and other behaviors from general and contextually specific intentions.
J. Mark. Res. 1980, 17, 26–33. [CrossRef]

48. Arnocky, S.; Stroink, M.; DeCicco, T. Self-construal predicts environmental concern, cooperation,
and conservation. J. Environ. Psychol. 2007, 27, 255–264. [CrossRef]

49. Van der Werff, E.; Steg, L.; Keizer, K. It is a moral issue: The relationship between environmental self-identity,
obligation-based intrinsic motivation and pro-environmental behaviour. Glob. Environ. Chang. 2013, 23,
1258–1265. [CrossRef]

50. Lee, C.K.; Levy, D.S.; Yap, C.S.F. How does the theory of consumption values contribute to place identity
and sustainable consumption? Int. J. Consum. Stud. 2015, 39, 597–607. [CrossRef]

51. De Pelsmacker, P.; Moons, I.; Barvarossa, C. A self-identity driven model of electric car adoption and the
moderating role of personal values. In Proceedings of the International Marketing Trends Conference, Venice,
Italy, 21–23 January 2016; pp. 1–16.

52. Arvola, A.; Vassallo, M.; Dean, M.; Lampila, P.; Saba, A.; Lähteenmäki, L.; Shepherd, R. Predicting intentions
to purchase organic food: The role of affective and moral attitudes in the Theory of Planned Behaviour.
Appetite 2008, 50, 443–454. [CrossRef]

53. Rise, J.; Sheeran, P.; Hukkelberg, S. The role of self-identity in the theory of planned behavior: A meta-analysis.
J. Appl. Soc. Psychol. 2010, 40, 1085–1105. [CrossRef]

54. Han, L.; Wang, S.; Zhao, D.; Li, J. The intention to adopt electric vehicles: Driven by functional and
non-functional values. Transp. Res. Part A Policy Pract. 2017, 103, 185–197. [CrossRef]

55. Turel, O.; Serenko, A.; Bontis, N. User acceptance of hedonic digital artifacts: A theory of consumption
values perspective. Inf. Manag. 2010, 47, 53–59. [CrossRef]

56. Grebitus, C.; Steiner, B.; Veeman, M. The roles of human values and generalized trust on stated preferences
when food is labeled with environmental footprints: Insights from Germany. Food Policy 2015, 52, 84–91.
[CrossRef]

www.germanwatch.org/en/cri
https://propakistani.pk/2018/10/22/smog-season-starts-in-pakistan-for-the-5th-consecutive-year/
https://propakistani.pk/2018/10/22/smog-season-starts-in-pakistan-for-the-5th-consecutive-year/
http://dx.doi.org/10.1016/j.foodqual.2017.08.006
http://dx.doi.org/10.1108/BFJ-05-2013-0105
https://www.pakistantoday.com.pk/2015/10/05/khalis-food-market-a-different-taste-of-lahore/
https://www.pakistantoday.com.pk/2015/10/05/khalis-food-market-a-different-taste-of-lahore/
https://www.dawn.com/news/1157807
https://www.dawn.com/news/1157807
http://dx.doi.org/10.1016/0148-2963(91)90050-8
http://dx.doi.org/10.1046/j.1467-9558.2003.00196.x
http://dx.doi.org/10.1362/026725704773041177
http://dx.doi.org/10.1037/h0034440
http://dx.doi.org/10.1177/002224378001700103
http://dx.doi.org/10.1016/j.jenvp.2007.06.005
http://dx.doi.org/10.1016/j.gloenvcha.2013.07.018
http://dx.doi.org/10.1111/ijcs.12231
http://dx.doi.org/10.1016/j.appet.2007.09.010
http://dx.doi.org/10.1111/j.1559-1816.2010.00611.x
http://dx.doi.org/10.1016/j.tra.2017.05.033
http://dx.doi.org/10.1016/j.im.2009.10.002
http://dx.doi.org/10.1016/j.foodpol.2014.06.011


Int. J. Environ. Res. Public Health 2019, 16, 1106 21 of 22

57. Claeys, C.; Swinnen, A.; Abeele, P.V. Consumer’s means-end chains for “think” and “feel” products. Int. J. Res.
Mark. 1995, 12, 193–208. [CrossRef]

58. Zeithaml, V.A. Consumer perceptions of price, quality, and value: A means-end model and synthesis of
evidence. J. Mark. 1988, 52, 2–22. [CrossRef]

59. Woodall, T. Conceptualising ‘value for the customer’: An attributional, structural and dispositional analysis.
Acad. Mark. Sci. Rev. 2003, 12, 1–42.

60. Suki, N.M. Consumer environmental concern and green product purchase in Malaysia: Structural effects of
consumption values. J. Clean. Prod. 2016, 132, 204–214. [CrossRef]

61. Padel, S.; Foster, C. Exploring the gap between attitudes and behaviour: Understanding why consumers buy
or do not buy organic food. Br. Food J. 2005, 107, 606–625. [CrossRef]

62. Wang, H.-Y.; Liao, C.; Yang, L.-H. What affects mobile application use? The roles of consumption values.
Int. J. Mark. Stud. 2013, 5, 11. [CrossRef]

63. Saxena, R.; Khandelwal, P.K. Can Green Marketing Be Used as a Tool for Sustainable Growth?: A Study Performed
on Consumers in India-An Emerging Economy; University of Wollongong: Dubai, UAE, 2010.

64. Finch, J.E. The impact of personal consumption values and beliefs on organic food purchase behavior. J. Food
Prod. Mark. 2006, 11, 63–76. [CrossRef]

65. Kaufmann, H.R.; Panni, M.F.A.K.; Orphanidou, Y. Factors affecting consumers’ green purchasing behavior:
An integrated conceptual framework. Amfiteatru Econ. J. 2012, 14, 50–69.

66. Tanner, C.; Wölfing Kast, S. Promoting sustainable consumption: Determinants of green purchases by Swiss
consumers. Psychol. Mark. 2003, 20, 883–902. [CrossRef]

67. Ginsberg, J.M.; Bloom, P.N. Choosing the right green marketing strategy. MIT Sloan Manag. Rev. 2004, 46,
79–84.

68. Holbrook, M.B. Consumption experience, customer value, and subjective personal introspection:
An illustrative photographic essay. J. Bus. Res. 2006, 59, 714–725. [CrossRef]

69. Rex, E.; Baumann, H. Beyond ecolabels: What green marketing can learn from conventional marketing.
J. Clean. Prod. 2007, 15, 567–576. [CrossRef]

70. Sirgy, M.J. Self-Congruity: Toward a Theory of Personality and Cybernetics; Praeger Publishers/Greenwood
Publishing Group: Westport, CT, USA, 1986.

71. Stryker, S. Identity Theory: Developments and Extensions; John Wiley & Sons: Oxford, UK, 1987.
72. Stets, J.E.; Burke, P.J. Identity theory and social identity theory. Soc. Psychol. Q. 2000, 63, 224–237. [CrossRef]
73. Conner, M.; Armitage, C.J. Extending the theory of planned behavior: A review and avenues for further

research. J. Appl. Soc. Psychol. 1998, 28, 1429–1464. [CrossRef]
74. Van der Werff, E.; Steg, L.; Keizer, K. The value of environmental self-identity: The relationship between

biospheric values, environmental self-identity and environmental preferences, intentions and behaviour.
J. Environ. Psychol. 2013, 34, 55–63. [CrossRef]

75. Nigbur, D.; Lyons, E.; Uzzell, D. Attitudes, norms, identity and environmental behaviour: Using an expanded
theory of planned behaviour to predict participation in a kerbside recycling programme. Br. J. Soc. Psychol.
2010, 49, 259–284. [CrossRef] [PubMed]

76. Fielding, K.S.; McDonald, R.; Louis, W.R. Theory of planned behaviour, identity and intentions to engage in
environmental activism. J. Environ. Psychol. 2008, 28, 318–326. [CrossRef]

77. Kashima, Y.; Paladino, A.; Margetts, E.A. Environmentalist identity and environmental striving. J. Environ.
Psychol. 2014, 38, 64–75. [CrossRef]

78. Greene, W.H. Econometric Analysis, 5th ed.; Prentice Hall: Upper Saddle River, NJ, USA, 2002.
79. Lee, K.; Conklin, M.; Cranage, D.A.; Lee, S. The role of perceived corporate social responsibility on providing

healthful foods and nutrition information with health-consciousness as a moderator. Int. J. Hosp. Manag.
2014, 37, 29–37. [CrossRef]

80. Becker, M.H.; Maiman, L.A.; Kirscht, J.P.; Haefner, D.P.; Drachman, R.H. The Health Belief Model and
prediction of dietary compliance: A field experiment. J. Health Soc. Behav. 1977, 18, 348–366. [CrossRef]

81. Michaelidou, N.; Hassan, L.M. The role of health consciousness, food safety concern and ethical identity on
attitudes and intentions towards organic food. Int. J. Consum. Stud. 2008, 32, 163–170. [CrossRef]

82. Lockie, S.; Lyons, K.; Lawrence, G.; Grice, J. Choosing organics: A path analysis of factors underlying the
selection of organic food among Australian consumers. Appetite 2004, 43, 135–146. [CrossRef] [PubMed]

83. Lee, K. Opportunities for green marketing: Young consumers. Mark. Intell. Plan. 2008, 26, 573–586. [CrossRef]

http://dx.doi.org/10.1016/0167-8116(95)00021-S
http://dx.doi.org/10.1177/002224298805200302
http://dx.doi.org/10.1016/j.jclepro.2015.09.087
http://dx.doi.org/10.1108/00070700510611002
http://dx.doi.org/10.5539/ijms.v5n2p11
http://dx.doi.org/10.1300/J038v11n04_05
http://dx.doi.org/10.1002/mar.10101
http://dx.doi.org/10.1016/j.jbusres.2006.01.008
http://dx.doi.org/10.1016/j.jclepro.2006.05.013
http://dx.doi.org/10.2307/2695870
http://dx.doi.org/10.1111/j.1559-1816.1998.tb01685.x
http://dx.doi.org/10.1016/j.jenvp.2012.12.006
http://dx.doi.org/10.1348/014466609X449395
http://www.ncbi.nlm.nih.gov/pubmed/19486547
http://dx.doi.org/10.1016/j.jenvp.2008.03.003
http://dx.doi.org/10.1016/j.jenvp.2013.12.014
http://dx.doi.org/10.1016/j.ijhm.2013.10.005
http://dx.doi.org/10.2307/2955344
http://dx.doi.org/10.1111/j.1470-6431.2007.00619.x
http://dx.doi.org/10.1016/j.appet.2004.02.004
http://www.ncbi.nlm.nih.gov/pubmed/15458800
http://dx.doi.org/10.1108/02634500810902839


Int. J. Environ. Res. Public Health 2019, 16, 1106 22 of 22

84. Magnusson, M.K.; Arvola, A.; Koivisto Hursti, U.-K.; Åberg, L.; Sjödén, P.-O. Attitudes towards organic
foods among Swedish consumers. Br. Food J. 2001, 103, 209–227. [CrossRef]

85. Paul, J.; Rana, J. Consumer behavior and purchase intention for organic food. J. Consum. Mark. 2012, 29,
412–422. [CrossRef]

86. Tsay, Y.-Y. The impacts of economic crisis on green consumption in Taiwan. In Proceedings of the Portland
International Conference on Management of Engineering & Technology (PICMET 2009), Portland, OR, USA,
2–6 August 2009; pp. 2367–2374.

87. Walton, T.N.; Jones, R.E. Ecological Identity: The Development and Assessment of a Measurement Scale.
Environ. Behav. 2018, 50, 657–689. [CrossRef]

88. Harman, H.H. Modern Factor Analysis, 3rd ed.; University of Chicago Press: Chicago, IL, USA, 1976.
89. Podsakoff, P.M.; MacKenzie, S.B.; Lee, J.-Y.; Podsakoff, N.P. Common method biases in behavioral research:

A critical review of the literature and recommended remedies. J. Appl. Psychol. 2003, 88, 879–903. [CrossRef]
90. Cor, I. IBM SPSS Statistics for Windows, version 24.0; IBM Corp.: Armonk, NY, USA, 2016.
91. Ringle, C.; Wende, S.; Becker, J. SmartPLS 3 (Version 3.2. 3); SmartPLS GmbH: Boenningstedt, Germany, 2015.
92. Hair, J.F.; Hult, G.T.M.; Ringle, C.M.; Sarstedt, M.; Thiele, K.O. Mirror, mirror on the wall: A comparative

evaluation of composite-based structural equation modeling methods. J. Acad. Mark. Sci. 2017, 45, 616–632.
[CrossRef]

93. Hair, J.F.; Sarstedt, M.; Ringle, C.M.; Mena, J.A. An assessment of the use of partial least squares structural
equation modeling in marketing research. J. Acad. Mark. Sci. 2012, 40, 414–433. [CrossRef]

94. Dubey, R.; Gunasekaran, A.; Childe, S.J. Big data analytics capability in supply chain agility: The moderating
effect of organizational flexibility. Manag. Decis. 2018. [CrossRef]

95. Hair, J.F.; Ringle, C.M.; Sarstedt, M. Partial least squares structural equation modeling: Rigorous applications,
better results and higher acceptance. Long Range Plan. 2013, 46, 1–12. [CrossRef]

96. Fornell, C.; Larcker, D.F. Structural equation models with unobservable variables and measurement error:
Algebra and statistics. J. Mark. Res. 1981, 18, 382–388. [CrossRef]

97. Henseler, J.; Ringle, C.M.; Sarstedt, M. A new criterion for assessing discriminant validity in variance-based
structural equation modeling. J. Acad. Mark. Sci. 2015, 43, 115–135. [CrossRef]

98. Cohen, J. Statistical Power Analysis for the Behavioral Sciences, 2nd ed.; Erlbaum: Hillsdale, NJ, USA, 1988;
pp. 407–467.

99. Nitzl, C.; Roldan, J.L.; Cepeda, G. Mediation analysis in partial least squares path modeling: Helping
researchers discuss more sophisticated models. Ind. Manag. Data Syst. 2016, 116, 1849–1864. [CrossRef]

100. Meise, J.N.; Rudolph, T.; Kenning, P.; Phillips, D.M. Feed them facts: Value perceptions and consumer use of
sustainability-related product information. J. Retail. Consum. Serv. 2014, 21, 510–519. [CrossRef]

101. Moser, A.K. Consumers’ purchasing decisions regarding environmentally friendly products: An empirical
analysis of German consumers. J. Retail. Consum. Serv. 2016, 31, 389–397. [CrossRef]

102. Parsa, H.; Lord, K.R.; Putrevu, S.; Kreeger, J. Corporate social and environmental responsibility in services:
Will consumers pay for it? J. Retail. Consum. Serv. 2015, 22, 250–260. [CrossRef]

103. Williams, P.R.; Hammitt, J.K. A comparison of organic and conventional fresh produce buyers in the Boston
area. Risk Anal. 2000, 20, 735–746. [CrossRef]

104. Lee, L.; Piliavin, J.A.; Call, V.R. Giving time, money, and blood: Similarities and differences. Soc. Psychol. Q.
1999, 62, 276–290. [CrossRef]

© 2019 by the authors. Licensee MDPI, Basel, Switzerland. This article is an open access
article distributed under the terms and conditions of the Creative Commons Attribution
(CC BY) license (http://creativecommons.org/licenses/by/4.0/).

http://dx.doi.org/10.1108/00070700110386755
http://dx.doi.org/10.1108/07363761211259223
http://dx.doi.org/10.1177/0013916517710310
http://dx.doi.org/10.1037/0021-9010.88.5.879
http://dx.doi.org/10.1007/s11747-017-0517-x
http://dx.doi.org/10.1007/s11747-011-0261-6
http://dx.doi.org/10.1108/MD-01-2018-0119
http://dx.doi.org/10.1016/j.lrp.2013.01.001
http://dx.doi.org/10.1177/002224378101800313
http://dx.doi.org/10.1007/s11747-014-0403-8
http://dx.doi.org/10.1108/IMDS-07-2015-0302
http://dx.doi.org/10.1016/j.jretconser.2014.03.013
http://dx.doi.org/10.1016/j.jretconser.2016.05.006
http://dx.doi.org/10.1016/j.jretconser.2014.08.006
http://dx.doi.org/10.1111/0272-4332.205066
http://dx.doi.org/10.2307/2695864
http://creativecommons.org/
http://creativecommons.org/licenses/by/4.0/.

	Introduction 
	Theoretical Context and Hypotheses Development 
	Conceptual Model 
	Behavioral Intention to Consume Organic Food 
	The Theory of Consumption Values 
	Functional Value 
	Social Value 
	Conditional Value 
	Epistemic Value 
	Emotional Value 

	Environmental Self-Identity 
	Control Variables 

	Methodology 
	Procedure and Participants 
	Demographic Profile of Respondents 
	Development of Measurement Scale 
	Common Method Variance 
	Data Analysis 

	Results 
	Partial Least Square Structural Equation Modeling 
	Measurement Model Assessment 
	Structural Model Assessment 
	Mediation Effect of Environmental Self-Identity among Consumption Values and the Behavioral Intention to Purchase Organic Food 


	Discussion 
	Conclusions 
	References

