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ABSTRACT

The emergence of a ‘new normal’ life caused by pandemic Coronavirus Disease
(COVID-19) leads to consumer perception and business practices changes. However,
there is limited data on the current market demand and condition on consumer purchase
intention of organic food associated with food safety knowledge. Thus, this study aimed
to examine consumer perception toward organic food in a new normal life. A total of 330
valid responses were received for analysis using Structural Equation Modelling (SEM)
and PROCESS. The data were collected in Malaysia using an online questionnaire mainly
because of physical distances and Movement Control Order (MCO). The finding revealed
that personal attitude, perceived social pressure, and perceived autonomy influence organic
food purchase intention in a new normal life. However, it is not perceived as green trust.
Besides, food safety knowledge significantly moderates the relationship between personal
attitudes toward organic food purchase intention. The finding is valuable for current

producers, marketers, and the government
ARTICLE INFO

body to understand the changes in consumer
Article history:

Received: 14 April 2021
Accepted: 19 August 2021
Published: 03 December 2021

DOI: https://doi.org/10.47836/pjssh.29.4.10

E-mail addresses:

safuanlatip@uitm.edu.my (Muhammad Safuan Abdul Latip)
farhana@unirazak.edu.my (Farhana Tahmida Newaz)
amiruddinmohamad@uitm.edu.my (Mohamad Amiruddin Mohamad)
aisyahtumin@uitm.edu.my (Siti Aisyah Tumin)
nurfarihinars@gmail.com (Nur Farihin Abdul Rahman)

ismay 147@uitm.edu.my (Ismayaza Noh)

* Corresponding author

ISSN: 0128-7702
e-ISSN: 2231-8534

purchase intention in a new normal life and
assist future planning and operationalising
to protect, develop and maintain the organic
food industry.

Keywords: COVID-19, food safety, individual green
consideration, Malaysia, organic food, purchase

intention

© Universiti Putra Malaysia Press



Muhammad Safuan Abdul Latip, Farhana Tahmida Newaz, Mohamad Amiruddin Mohamad,
Siti Aisyah Tumin, Nur Farihin Abdul Rahman and Ismayaza Noh

INTRODUCTION

The COVID-19 was declared by the
World Health Organisation (WHO) as a
global pandemic. The pandemic affects the
business and society’s life, which leads to
the emergence of a new normal life to break
the chain of infection. However, the new
normal life simultaneously causes changes
in consumer purchase intention, decision and
business practices due to safety reasons, as
the virus can be transmitted between humans
and other surfaces (Sajed & Amgain, 2020).
Thus, addressing consumer perception in a
new normal life is crucial to access the latest
market condition and demand. Indeed, the
study is fruitful for market development and
planning among the market players.
Consumers perceive organic food as safe,
clean, and healthy compared to conventional
food (Latip et al., 2020a; Somasundram et
al., 2016). However, previous studies mainly
focus on environmental sustainability and
consumer intention to purchase organic food.
Therefore, a limited study was conducted
to understand consumer perception and
response to the COVID-19 pandemic
concerning organic food purchase. The
intersecting link for carrying the present
study is a new normal life is because of
concern on the food safety and health
during the pandemic as the virus can be
easily transmitted between humans and
other surfaces (Latip et al., 2020b; Sajed &
Amgain, 2020). Indeed, the present study is
critical for developing and future planning
of the local organic market as people adjust
to the new normal life and limited finding
available leading to a new gap. Moreover,
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uncertainty perceived by the consumer on
the factors affecting consumer intention to
purchase organic food in new normal life
is undeniable (Latip et al., 2020b). Thus,
hindrance an effective communication and
segmenting consumers in the market to tailor
with the new normal life of COVID-19.
Previous studies highlighted consumer
concern for a safe food supply, especially
in a country with food safety issues and
health that are potentially caused by safety
incidents and food-related diseases (Latip
et al., 2020b; Prentice et al., 2019; Wang et
al., 2018). Moreover, food safety becomes
a concern expressed largely by Asian
countries’ (Latip et al., 2020b; Putten
& Nair, 2019). Given the current global
health crisis of COVID-19 that impact
every aspect of life, including food safety
concern, key players in the organic food
industry should understand factors that
influence consumers intention to purchase
organic food. COVID-19 has influenced
consumers’ perception of health and risk
that impact and boost their belief towards
food organic consumption (Hassen et al.,
2020). According to Latip et al. (2020b),
consumers’ attitudes and trust towards
organic food relate to safety, hygiene and
health during worldwide health crises
affected by food safety knowledge.
Furthermore, a recent study
acknowledges the food safety knowledge
relationship towards consumer perceived
social pressure and autonomy that can
influence individual decision making in
organic food purchase intention (Latip et
al., 2021). Adawiyah et al. (2021) further
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claborate that relevant knowledge related
to organic food can enhance consumers’
preferences and awareness of organic food
choices. Accordingly, through knowledge
and trust, food safety can be minimised and
potentially influences consumer purchase
intention and decision (Ha et al., 2018).
In addition, Sajed and Amgain (2020)
stated that the COVID-19 pandemic affects
consumers’ perception of the importance
of physical health and minimises the
risk of the disease. Thus, the previous
studies profoundly address how knowledge
may potentially affect consumer purchase
intention (Adawiyah et al., 2021; Latip et
al., 2020b, 2021). Henceforth, this study
will emphasise the moderating effect of
food safety knowledge towards organic food
purchase intention in a new normal during
pandemic COVID-19, as when health-
related issues such as COVID-19 arise, the
consumer will be very selective on their
food consumption to maintain good health
(Latip et al., 2020b). Indeed, a recent study
estimated that two out of the third proportion
of consumers had increased their intention
to purchase green food due to the health
concern towards COVID-19 (Qi et al.,
2020) and to increase their immune system
during the time of COVID-19 (Chaturvedi
et al., 2021). Therefore, a recent study in a
new normal life is essential as consumers’
perception, judgement and decision of
organic food and food safety could change.
However, there are limited findings available
in a local setting to assist the market players
in planning and strategising the business.
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Accordingly, this study is expected
to contribute both from a theoretical and
practical perspective. From a theoretical
perspective, the finding can provide a better
explanation and understanding to scholarly
researchers on what factors in a new normal
life can potentially affect consumer purchase
intention and decision, which lead to new
research direction. Furthermore, the study’s
outcome is expected to benefit government
agencies and business entities from a
practical perspective. It can be used to plan
and operationalise strategies to govern and
develop the organic food market.

Moreover, the finding is critical to
respond to the agriculture industry’s
challenges locally.
address as the organic market in Malaysia
estimation is valued only at 2.5 million

It is important to

dollars, representing 0.0221% of the
total Asian market value (Euromonitor
International, 2017, as cited in Jaafar
et al., 2020). However, the agriculture
and the organic sector are predicted to
contribute significantly to the country’s
GDP, as mentioned by the Agriculture and
Agro-based Industry Minister of Malaysia
(Babulal & Krishnan, 2020). Thus, study
related to organic food purchase from
a consumer perspective is critical to be
conducted regularly to understand the
consumer intention and demand. Moreover,
the gaps between consumer perception and
product delivery can be decreased based
on current market conditions and demand.
Simultaneously, flourish the organic food
market and the local economy overall. Thus,
this study aims to answer the following
research questions:
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1. Will the new normal life of pandemic
COVID-19 influence consumer
purchase intention towards organic
food?

2. Will the knowledge of food safety
moderate consumer purchase
intention towards organic food?

LITERATURE REVIEW
Underline Theory and Model

The Theory of Planned Behaviour (TPB)
is considered the most relevant conceptual
construct model used to predict a human
purpose to carry out different types of action.
TPB focused on explaining and exploring
the three exogenous variables, namely
attitude, subjective norm, and perceived
behaviour control (PBC), as fundamental in
predicting the food product behaviour (Latip
et al., 2020b). Moreover, the TPB applies a
philosophy of behavioural nature to foresee
and explain human behaviour in terms of
external forces (social pressure), available
opportunities, and obstacles, to justify the
possible effects of the action to be performed
(Ajzen, 1991; Latip et al., 2020b). Thus,
this behaviour can be predicted through
intention with more accuracy when it is
influenced by other factors (Ajzen, 1991).
Furthermore, the model could be
extended by including the domain factors
to enhance the TPB model in organic food
studies (Latip et al., 2020a). Thus, perceived
green trust and food safety knowledge were
added in this study. Food safety has rising
concern among consumers influenced by
other environmental and health issues;

2284

hence, this factor potentially influences
intention to purchase, which will affect a
real (Latip et al., 2021; Putten & Nair, 2019).

Relationship of Personal Attitude,
Perceived Social Pressure, Perceived
Green Trust, and Perceived Autonomy
Personal Attitude. TPB’s attitude acts
as a significant antecedent to behavioural
intention, defined as the degree of
favourable or unfavourable consideration
of the behavioural studied (Ajzen, 1991).
Few factors help shape the personal attitude,
including personal values, personalities,
experience, knowledge, and awareness (Xie
et al., 2015). Indeed, with a restriction of
information and understanding of organic
food, the intention to purchase organic food
is decreased, with several factors influencing
consumers’ preferences and attitudes (Xie
et al., 2015). However, a positive attitude
towards a certain action increases the desire
to carry out that particular behaviour or
action (Ajzen, 1991). The finding agrees
with those other researchers whereby
consumers’ positive attitude significantly
impacts the purchase intention of organic
food products (Bai et al., 2019; Ham et
al., 2018; Lian, 2017). However, due to
the global health pandemic, consumers
are very concerned about their health and
food choices (Latip et al., 2020b; Xie et al.,
2020). Indeed, a recent study highlighted
the potential effect of personal consumer
attitude toward a health-related crisis that
influences consumer decision and trust
in organic food purchase intention due to
underline personal perception risk (Latip
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et al., 2020b). Thus, studying the impact of
new normal life in shaping the individual
attitude towards organic food products’
purchase intention is crucial.

Perceived Social Pressure. Perceived
social pressure describe as personal
feelings influenced by the pressure from
the surroundings, including the society,
which may affect their judgement to engage
or not to engage in that particular action
(Latip et al., 2020a; Madden et al., 1992).
The previous study reported that social
pressure influences individual purchase
intention on organic food and directly
influences the purchase attitude (Scalco et
al., 2017). This result indicates the impact
of perceived social pressure appeared to
be overwhelmed by the personal attitude
or consideration (Ajzen, 1991). Bai et al.
(2019) and Latip et al. (2020b) found a
significant relationship between subjective
norms and intention to buy organic food.
Besides, further investigation of perceived
social pressure is critical as it is correlated
in shaping purchase attitude and purchase
behaviour as the pandemic affects society
overall (Latip et al., 2020b). Thus, in this
study, the existence of COVID-19 and
new life practising in the community were
investigated.

Perceived Autonomy. Perceived autonomy
is closely related to psychological behaviour
that explains individuals’ ability to decide
and manage their own lives. This behavioural
control plays a vital role in self-determinant
that makes them feel that they have control
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to perform or not perform that particular
action. The earlier study by Ajzen (1991)
states that this behaviour is shaped by
various factors, including experience and
knowledge of organic food. Ham et al.
(2018) discuss the two elements involved
in influencing individual behaviour control
in intention to purchase organic food,
which is an intrinsic factor (individual
judgement on knowledge and capacity to
perform specific behaviour) and extrinsic
factors (the degree to which individuals
interpret with external forces including
time and income). Therefore, the higher
behaviour control individuals have, the more
likely they are to purchase organic food.
Aertsens et al. (2009) review stated that the
environmental problem plays an important
role in strengthening individual behaviour. It
may be relevant organic food consumption
since the price premium people confront
may be a purchase barrier and clash with
their desire to buy environmentally friendly
products.

Moreover, previous studies have pointed
out that perceived autonomy significantly
influences intention to purchase organic
food, especially during conflict and world
pandemics (Latip et al., 2020b, 2021).
In this study, a new norm practice has
affected consumer behaviour and changed
their perception of organic food. The
researchers also looked into the new normal
life in assisting individual autonomy to buy
organic food. Different forces surround
the consumer due to Movement Control
Order (MCO), leading to the slowdown of
economic growth.
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Perceived Green Trust. Trust is an
individual’s tendency to be a direct precursor
that influences purchase attitude and
intention towards organic food (Bai et al.,
2019). As Latip etal. (2020a) proposed in this
current study green personal trust focuses
primarily on the individual viewpoint rather
than system trust (suppliers’ external aspect
of trust, marketers’ organisations). Green
personal trust describes an individual’s
willingness to rely on the product or service
based on confidence in its experience,
reputation, efficiency and environmental
protection capability (Bai et al., 2019; Latip
et al., 2020a). The study in China found a
direct relationship between trustworthiness
and purchase intention of organic food.
However, there is no influence on purchase
attitude and behaviour (Bai et al., 2019).
This scenario may influence by food safety
issues, food authenticity issues, food scandal
1ssues, and other critical issues. Besides,
health and risk considerations, especially
during the pandemic of COVID-19, might
give a different insight because the consumer
theoretically has a high tendency to look for
a safe and healthy product to consume in a
new normal life based on perceived personal
trust (Latip et al., 2020b; Xie et al., 2020)
Trust, therefore, plays an important role in
shaping consumer purchase attitude and
purchase intention. Thus, it is essential to
investigate the perceived green trust in the
context of this study to understand better
the consumer’s underlying decision in a
new normal life. The proposed hypothesis
is as follow:
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H1: Personal attitude influences organic
food purchase intention in a new
normal life

H2: Perceived social pressure influences
organic food purchase intention in
a new normal life

H3: Perceived green trust influences
organic food purchase intention in
a new normal life

H4: Perceived autonomy influences
organic food purchase intention in
a new normal life

Organic Food Purchase Intention

The surge demands of customers towards
organic food have been steadily increasing
due to the growing awareness regarding
the benefits of organic food consumption.
Consumers’ positive attitude regarding
organic food consumption has significantly
influenced their intention to purchase them
(Latip et al., 2020b). Moreover, further
reasons such as increasing knowledge
among consumers pertaining to health
concerns have driven them to choose
organic food. The dissemination of news
through social media and other media
platforms on food scandals and warning
the dangers of conventional foods have
influenced consumers to consider organic
food (Rieger et al., 2016).

On top of that, social pressure and
the degree of individual autonomy also
initiated consumers’ intention to purchase
organic food. Social pressure happens when
individuals want to positively impact their
social identity to appear socially desirable to
society (Latip et al., 2020b). Subsequently,
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this shapes the behavioural intention of an
individual (Yzer, 2017), as previous studies
found a significant relationship between
social pressure and subjective norm toward
buying intention of organic food (Ham et
al., 2018; Qi & Ploeger, 2019). The higher
degree of autonomy an individual has to
decide, the more likely they will have the
intention to purchase organic food (Latip
et al., 2020b) because intention starts with
the individual’s willingness to buy organic
foods.

Besides that, consumers’ trust towards
green products can influence consumers’
intention to purchase organic food.
According to Giampietri et al. (2018),
trust plays an important role in consumers’
decision-making on food purchases. The
positive attitude derived from trust leads to
the positive impact of consumer purchase
decisions on green products (Baktash &
Talib, 2019).

Moderating Effect of Food Safety
Knowledge

Food safety has become a key factor in the
food industry, as consumers are now looking
for safer and healthier food to eat. According
to Fraser (2001), one of the main factors
that influence consumers is that consumers
are more concerned about their health and
safety (Shaw, 2004). Subsequently, this has
raised awareness amongst consumers to
get more knowledge on food safety. Teng
et al. (2011) stated that consumers are
more concerned about getting information
and knowledge regarding a chemical used
in food production. The researchers also
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suggested that this factor should determine
the consumers’ intention to purchase organic
or green food. It is parallel with the recent
study whereby the information consumers
get through media platforms regarding food
scandals and dangers of conventional food
influenced them to choose organic food
(Rieger et al., 2016).

Indeed, when a person knows food
safety, they have more control over their
decision-making, especially during the
pandemic (Latip et al., 2020b).

Furthermore, food safety knowledge
significantly influences personal attitude,
social pressure, and autonomy, potentially
influencing individual decisions regarding
organic food purchase intention (Latip
et al., 2021). It is also supported by the
previous study as knowledge related
to the product can enhance consumer
preferences and awareness towards product
choices (Adawiyah et al., 2021). Thus,
knowledge potentially strengthens or
weakens the relationship toward the organic
food purchase intention as concern on
food safety can be minimised, potentially
influencing purchase decision through
knowledge (Ha et al., 2018). Thus, the
potential moderating effect of food safety
knowledge regard to organic food purchase
intention is worth being investigated as
organic food is perceived to be safe and
healthy, which important indicator in the
pandemic COVID-19 scenario to ensure
a fit and healthy body to reduce potential
infection (Latip et al., 2021; Sajed &
Amgain, 2020).
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Indeed, as the pandemic COVID-19
is associated with individual health and
safety, food safety knowledge significantly
influences individual green consideration
regarding organic food, including attitude,
social pressure, autonomy, and green trust
(Latip et al., 2020b). Consequently, this
study explores the roles of knowledge from
a food safety perspective as a moderating
variable towards consumers purchase
intention of organic food. Therefore, the
hypothesis was postulated as follows:

HS5: The positive effect of personal
attitude and organic food purchase
intention is stronger with food
safety knowledge

H6: The positive effect of perceived
social pressure and organic food
purchase intention is stronger with
food safety knowledge

H7: The positive effect of perceived
green trust and organic food
purchase intention is stronger with
food safety knowledge

HS8: The positive effect of perceived
autonomy and organic food
purchase intention is stronger with
food safety knowledge

METHODOLOGY

This study is a quantitative study that uses
primary data through an administered
questionnaire because of the large population
and to achieve the research objective—the
causal study applied through a non-contrived
approach and a cross-sectional method. The
data were collected in a new normal life of
COVID-19. The study’s target population
is Malaysian residence aged 15 years and
above with no other controlled demographic
profile of respondents. The study aims to
identify factors influencing organic food
purchase intention; thus, the respondents
can be organic or non-organic users. All
respondents were agreed to participate in the
survey voluntarily. For Structural Equation
Modelling (SEM) analysis, on each 1 item,
tested ten numbers of respondents were

Personal attitude

Perceived social pressure

Perceived green trust

Perceived autonomy

Food safety
knowledge

Organic food purchase
intention

Figure 1. Conceptual framework
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needed (Hair et al., 2010). Therefore, as
the study instrument consists of 24 items, a
total of 240 minimum samples is required.
The instruments were adopted and adapted
from previous empirical studies related to a
green purchase (Correa et al., 2017; Junior
etal., 2019; Lian & Yoong, 2019; Putten &
Nair, 2019). It is also supported by Latip et
al. (2020b).

Moreover, five Likert scale measurement
was used in the study because the respondents
will be incapable of defining themselves
on the scale if the scale is divided into
too many or too few points (Briggs et al.,
2012). Finally, the research instrument was
distributed in the English language.

The data were collected using
convenience sampling using an online
platform because of the COVID-19
pandemic and physical distance concerns
(Sajed & Amgain, 2020). Thus, direct
contact needs to be avoided. The survey was
shared and sent to online groups through
social platforms, mainly WhatsApp. There
was a total of 330 valid responses after
removing outliers to ensure an accurate
finding. Thus, a minimum sample size
required by the study is achieved.

The Analysis of Moment Structure
(AMOS), Statistical Package for Social
Science (SPSS), and PROCESS by Andrew
F. Hayes analysis was used for data analysis
(Hayes, 2013). Data had been screened
and cleaned to ensure clean data through
minimum and maximum analysis. Notably,
the normality of data was confirmed as the
skewness and kurtosis presented in table 2
scored between +1 and -1 (Hair et al., 2017),
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and necessary outliers were removed to
ensure a good and reliable finding.

Common method bias was performed
using Herman’s Single Factor test, and the
total variance for one-factor scores was
46.004. Therefore, it confirmed no issue of
method bias as the variance score is less than
50.00 (Eichhorn, 2014).

Descriptive Analysis

The analysis of respondents’ demographic
profiles shows that female respondents
(67.3%) outnumbered male respondents
(32.7%). Meanwhile, most of the respondents
were aged between 21 to 30 years old
(58.5%), followed by 21.8% aged between
31 to 40 years old. Furthermore, based on the
respondent’s academic background, 45.5%
of respondents with academic background of
bachelor’s degrees, followed by a master’s
degree (30.0%) and 19.7% with diploma
certificates. Thus, it can be concluded
that most of the respondents have a good
educational background and knowledge.
Meanwhile, most of the respondents had
an income level below RM1,000 (33.6%),
followed by 17.3% with a monthly income
of RM2,001 to RM3,000), and lastly, 14.2%
of respondents earn a monthly income of
RM5,000 and above.

The descriptive analysis of the research
instrument was conducted and presented in
Table 1. Based on the average mean score,
it can be concluded that the respondent has
good food safety knowledge (M=3.90),
personal attitude (M=3.64), perceived
autonomy (M=3.51), and perceived green
trust (M=3.78). Meanwhile, respondents

2289



Muhammad Safuan Abdul Latip, Farhana Tahmida Newaz, Mohamad Amiruddin Mohamad,
Siti Aisyah Tumin, Nur Farihin Abdul Rahman and Ismayaza Noh

Table 1
Descriptive analysis of research instruments

No Items Mean Average mean
K1 Knowledgeable about food safety 4.05

K2 Knowledgeable on food safety certificates 3.67 3.90
K3 Knowledgeable on food selection to reduce potential foodborne illness  3.90

K4 Good food safety knowledge 3.96

Al Organic food purchase is important 3.73

A2 Organic food purchase is beneficial 3.76

A3 Purchase organic food is a wise decision 3.68 3.64
A4 Organic food consumption is important for everyone 3.71

AS Organic food consumption reduces the potential risk of infection 3.31

A6 Organic food is a better choice during the pandemic 3.62

S1 Family influence during the pandemic 3.25

S2 Friends influence during the pandemic 3.15 3.19
S3 Influence of important people to individual 3.24

S4 Influences from social media connections 3.10

AUl  Have time to purchase organic food 3.50

AU2  Willingness to purchase organic food 3.52 331
AU3  Have autonomy to purchase organic food 3.50

T1 Reliable food safety reputation of organic food 3.81

T2 Trustworthy claims of organic food 3.78

T3 Food safety expectation of organic food 3.79 3.78
T4 Food safety promises of organic food 3.76

T5 Trust on food producers claim 3.74

I1 Will buy organic food for family safety 3.35 338
12 Intention to purchase organic food 3.40

have a moderate influence of the social
pressure (M=3.19) and moderate to high
intention to purchase organic food during
in new normal life COVID-19 (M=3.38).

Confirmatory Factor Analysis

The Confirmatory Factor Analysis (CFA)
was conducted to measure the model to verify
each item’s psychometric characteristics in
the instrument.

The CFA results are shown in Figure 2.
The analysis shows that all loading factors of
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the items scored 0.60 and above, indicating
an excellent psychometric characteristic
for each item (Awang et al., 2018). The
model fitness indicates the scored CMIN/
DF (the minimum discrepancy) of 2.212.
Meanwhile, the comparative fix index CFI
score of 0.957 is considered a good fit for
the model. The model score of 0.061 with a
confidence interval of the root mean square
error of approximation (RMSEA) indicates
a good fitness of the model because it shows
a close fit of the model with the level of

Pertanika J. Soc. Sci. & Hum. 29 (4): 2281 - 2299 (2021)
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Figure 2. CFA analysis

freedom (Awang et al., 2018). Thus, the
model achieved good model fitness.

Reliability and Validity Analysis

The composite reliability (CR) and average
variance extracted (AVE) in Table 2 were
used to measure the construct’s reliability
and validation. As shown in Table 2, all CR
scored above 0.60, and AVE scored above
0.50. The figures indicate the data achieved
a good convergent validity as over half of
the item variances can be represented by the
construct (Awang et al., 2018).

The discriminant validity analysis can
be accessed in Table 3. The diagonal value
of AVE’s diagonal square root is higher
than the value of its correlation (Awang et
al., 2018). Therefore, discriminant validity
is achieved.

FINDING
The Direct Hypothesis Testing

The formative analysis of the research
model in Table 4 revealed that only three
are statistically significant out of four
relationships tested. When personal attitude

Table 2
The skewness, kurtosis, composite reliability (CR) and average variance extracted (AVE) result
Contructs Skewness Kurtosis CR AVE MSV
Food safety knowledge (FS) -0.582 0.222 0.860 0.605 0.196
Personal attitude (AT) -0.601 0.087 0.946 0.746 0.553
Perceived social pressure (SP) -0.12 -0.51 0.921 0.75 0.592
Perceived autonomy (AU) -0.346 0.459 0.751 0.502 0.497
Perceived green trust (GT) 0.536 0.59 0.929 0.722 0.390
Purchase intention (PI) 0.459 0.075 0.922 0.856 0.592
Pertanika J. Soc. Sci. & Hum. 29 (4): 2281 - 2299 (2021) 2291
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Table 3
Result of diagonal value and squared correlations of each construct
Construct FS AT SP AU GT PI
FS 0.778
AT 0.173%%* 0.864
SP 0.22 %% 0.733%%* 0.866
AU 0.443%*%* 0.556%** 0.605%** 0.709
GT 0.383 %% 0.615%** 0.538*** 0.615%** 0.850
PI 0.222%** 0.744%*%* 0.769%** 0.705%** 0.624*** 0.925
Note: ¥*¥*=p<(.001;**=p<0.010* =p <0.050
Table 4
Result of a direct relationship tested
Direct relationship Std.Est. C.R. p
Personal attitude > Purchase intention 274 4.557 kK
Perceived social pressure > Purchase intention 344 5.707 Ak
Perceived green trust > Purchase intention .095 1.754 .079
Perceived autonomy > Purchase intention 286 4.350 ok

Note: **%=p<0.001;**=p<0.010* =p <0.050

goes up by 1, organic food purchase intention
in a ‘new normal’ goes up by .274 with a
p-value score of 0.001. As the p-value is less
than 0.05, the H1 is accepted. Besides, H2
of the study is also accepted as the p-value
score of less than 0.05. When perceived
social pressure increase by 1, organic food
intention in a new normal increase by .344.

However, there is no statistically
significant between perceived green trust
and organic food purchase intention in a new
normal as the p-value score is more than the
p-value. Thus, H3 is not supported. Lastly,
H4 is accepted because analyses indicate a
p-value score of 0.05 and below when the
perceived autonomy goes up by 1, organic
food’s purchase intention in a new normal
increase by .286.

2292

The Hypothesis Testing of the
Moderation Effect

Moderation implied an interaction effect,
where introducing a moderating variable
changes the direction or magnitude of
the relationship between two variables.
Based on the finding in Table 4, H3 is
not supported as there is no statistically
significant relationship between perceived
green trust and purchase intention of organic
food in a new normal life. Thus no further
moderating analysis is needed.

The summary outcome of the moderating
analysis can be accessed in Table 5. Based
on the finding, the only personal attitude
had a moderating effect as the p-value of the
interaction effect is less than 0.05. Thus, H5
is supported (The positive effect of personal
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attitude and organic food purchase intention
is stronger with food safety knowledge)

Meanwhile, food safety knowledge
does not moderate the relationship between
perceived social pressure and perceived
autonomy toward purchase intention. The
p-value score on the interaction effect is
more than 0.05. Therefore, H6 and H8 are
not supported.

Table 5
Summary of moderating analysis

Examining the interaction plot of
food safety knowledge on the relationship
between personal attitude and organic food
purchase intention showed an enhancing
effect (Figure 3). At low personal attitude
toward organic food, purchase intention is
much higher for an individual with low food
safety knowledge than those with high food
safety knowledge. However, at moderate

Interaction effect of Moderating Analysis

Personal attitude Coeff. LLCI ULCI p-value
0.014 0.004 0.024 0.005
Perceived social pressure Coeft. LLCI ULCI p-value
0.005 -0.008 0.018 422%
Perceived autonomy Coeft. LLCI ULCI p-value
0.020 -0.002 0.042 0.080*
Note: *The p-value of interaction effect is more than 0.05, thus no moderation effect
9.00 FOOD SAFETY
KNOWLEDGE
=~ -2.93 (low)
=~ 00 (moderate)
=~ .2.93 (high)

PURCHASE INTENTION

-5.00 250 00 250 5.00 2,83 (lowY;-2.93 (low): RZ Linear =1
00 {moderate); .00 (moderate): R Lingar = 1.000
PERSONAL ATTITUDE 2,93 (high};2.93 (high): R? Linear = 1

Figure 3. Interaction plot of moderating analysis between intention and personal attitude
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and high personal attitudes, the purchase
intention increases according to the level
of food safety knowledge. Furthermore,
a high level of food safety knowledge
increases organic food’s purchase intention
at a high personal attitude. Thus, when
the individual has a positive high personal
attitude toward organic food, the purchase
intention similarly tends to be higher if they
have high food safety knowledge.

DISCUSSION AND CONCLUSION

Based on the analyses executed, organic
food purchase intention was significant
statistically towards three variables
inspected: personal attitudes, perceived
social pressure, and perceived autonomy
in a new normal life of COVID-19. On
the other hand, perceived green trust
is not significant towards organic food
purchase intention statistically in a new
normal life of COVID-19. However, food
safety knowledge was found to moderate
personal attitude and organic food purchase
significantly.

The significant influence of personal
attitudes on organic purchase intention in a
new normal life (H1) theoretically clarifies
how a positive attitude on organic food
impacts the purchase intention in a new
normal life. According to Ajzen (1991), the
desire to carry out a particular action may
increase with a positive attitude towards a
certain action. Besides, another researcher
also supported that the purchase intention
of organic food products is significantly
impacted by consumer’s positive attitudes
(Bai et al., 2019; Ham et al., 2018; Latip
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et al., 2020b). The findings explained that
individuals’ aptitude to purchase organic
food is influenced by the strength of the
individuals’ control factors. Moreover,
due to the pandemic COVID-19 individual
perception and concern about the infection
theoretically shape their attitude on
minimising the potential risk of infection
by consuming healthy food and ensuring
maximum body health. It is supported by a
recent study as consumers are undeniably
concerned about their health (Latip et
al., 2020b). Moreover, a consumer may
emphasise more belief in personal judgment
than social influence as it builds up self-
confidence and personal belief.

Furthermore, the significant influence
of perceived social pressure on organic
purchase intention in a new normal life
(H2) hypothetically clarifies how social
pressure from surrounding govern the
organic purchase intention in a new normal
life. According to Latip et al. (2020b), the
social weight that individuals encounter
may influence their decision whether to
perform or not to perform specific behaviour
in mind. The relationship between social
pressure and intention to purchase organic
food becomes stronger when both factors,
which are internal (individuals) and external
(social pressure), are positive towards
particular matters. Indeed, as COVID-19
affects the whole world, the pressure to
comply with a social norm and expectation
to break the chain of infection is even
sturdier. The impact is even stronger in a
collectivist country.
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The significant influence of perceived
autonomy towards organic food purchase
intention in a new normal life (H4) supported
the finding of a previous scholar by Bai et al.
(2019), Ham et al. (2018), and Lian (2017),
which found a significant relationship
between perceived behavioural control
(autonomy) and intention to purchase
organic food. The inclination for individuals
to have the intention to purchase organic
food influenced by how high is their
behaviour control. In the new normal life
of COVID-19, few restrictions have to be
obeyed by the consumer as regulated by
the government. Therefore, it theoretically
justifies the significant relationship between
the more autonomy individuals perceived
and the stronger intention to perform a
specific action.

Nonetheless, there was no significant
influence between perceived green trust
and intention to purchase organic food in
a new normal life (H3). It is supported by
the previous scholar Latip et al. (2021), as
green trust does not influence organic food
purchase intention. Indeed, trustworthiness
does not influence the purchase attitude of
organic food (Bai et al., 2019). Furthermore,
the trust in the greener aspect of organic food
does not significantly influence consumers
when the resources are limited. However,
due to the pandemic COVID-19, some
resources may be limited, and scarcity
of particular organic food. Besides, in a
critical time of health crisis like pandemic
COVID-19, food safety is more critical
than a real green aspect. Thus, green trust
in organic food is not an essential issue that
influences the consumer purchase decision.
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On the other hand, the study found that
food safety knowledge has a significant
moderating effect between personal attitude
and organic food purchase intention (HS5).
Knowledge leads to stronger individuals’
beliefs and contributes to buying organic
food products among consumers during the
COVID-19 pandemic. Purchase intention
and individuals’ perception of the products
may be shifted when they possess adequate
knowledge about the product (Jaiswal &
Kant, 2018; Nguyen et al., 2019). Besides,
consumers’ health knowledge has increased
their tendency to choose organic foods,
especially during pandemic COVID-19
(Latip et al., 2020b). As the attitude and
personal belief on organic food safety
exist, the relationship is sturdier with
food safety knowledge. Meanwhile, food
safety knowledge does not moderate the
relationship between perceived social
pressure and purchase intention because
of the contradiction of external forces
(norm) and personal knowledge. Thereby
potentially explaining the finding attained.

Limitation and Future Research

Although the study’s findings have
highlighted the insightful significance, the
study encountered a few limitations. The
first limitation is that the study was only
conducted on a particular area intended to be
measured. On the grounds, the whole world
is still facing a current pandemic situation.
This study fully utilises the online survey
to generate the samples to comply with
social distancing directives. The pandemic
COVID-19 has abrupted the lifestyle
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changes over social distancing and concern
about health, affecting social life and
economics (Latip et al., 2020b). Besides,
this study applied the quantitative approach,
which restricted information gathering only
based on answers and question options
created by researchers. As a result, there is
some phenomenon unable to be measured
by figures. Hence, future researchers need
to test different constructs to broaden the
study’s findings on organic food consumer
behaviours in a new normal life. Future
studies may consider applying the mixed-
method approach, providing more in-depth
information on the construct examination.
Besides, elements of communication,
greenwashing and diet habits should be
incorporated.

Recommendation and Implication

The study is anticipated to add an advanced
dimension related to organic food studies.
It is investigated in a new normal life of
pandemic COVID-19, a very peculiar
situation for the world. Besides, there is a
need for the study to expedite, especially
for Asian countries, which the organic
food industry is still at the initial stage
as the scarcity of information on green
food purchase behaviour and consumer
perception leads to market attractiveness
disruption arises concerning business risk,
profitability and sustainability aspects (Latip
et al., 2020b). Thus, this study highlighted
several crucial findings that may differ
from previous research as the construct is
also contra. During this post MCO period,
the purchasing power of consumers may
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decrease as a continuous trend expected
based on the retrenchment figure at the end
of March, which involved about 70% from
the B40 and 28% from M40 (Kana, 2020).

Moreover, the study further extends the
theory of planned behaviour by including
related predictors that specifically measure
green consumerism, namely perceived
green trust and food safety knowledge. The
original predictors of attitude, subjective
norm, and perceived behavioural control
were included in the study, which referred to
personal attitude, perceived social pressure
and perceived autonomy that carry the same
underline factor as supported by (Latip et al.,
2020a). The expanded model will enlighten
green consumerism study, especially in
Asia, as it is relatively new and more studies
are needed to understand the consumer
perspective better.

The study is useful for the industry,
comprehending the changes that new
normal brought towards their business and
revamping their marketing strategy to align
with the current market situation. The finding
also calls for the industry to further educate
and publicise the food safety knowledge
aspect of organic food to consumers to
generate public interest and awareness, as
the food safety knowledge significantly
moderate consumer attitude toward purchase
intention. Moreover, the government-
related body such as the Department of
Agriculture should collaborate with other
related agriculture-based bodies and organic
food producers to disseminate the benefits
of consuming organic food and highlight
organic food’s safety and health features to
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the public. For example, a poster or other
form of communication can be displayed
through a campaign or other marketing
initiatives to increase consumer awareness
and receptivity toward the organic food
product at the grocery store. When consumer
awareness and familiarity with organic
food increases, it somehow influences
consumers to purchase the product, increase
the national GDP and open for a massive
export opportunity as the myOrganic of
Malaysia scheme is recognised globally. In
return, the consumer will have better access
to a variety of organic food products free
from pesticides and safe to be consumed.
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