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Abstract: In the modern era of globalization, consumers become aware and concerned about their
health as well as natural resources and the environment. Technological improvement and economic
growth are continuously exploiting the earth’s resources, resulting in an overwhelming burden on
earth's ecology. Confirming a state of equilibrium between economic growth and safeguarding the
environment becomes a challenge for business people and marketers. Though people worldwide
are becoming interested in buying organic food, the concept of organic farming is relatively new
in Bangladesh. The tea industry has started off with producing organic tea on a very limited
scale. In this study, the researchers tried to examine the buying intention of organic tea among the
consumers of Bangladesh. The study demonstrated that trust and perceived price significantly affect
the buying intention of organic tea consumers along with product attributes, health consciousness,
and environmental concern. Marketers may consider the stated factors to create an influence on the
selection process of organic tea by consumers.
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1. Introduction

People worldwide are becoming more conscious about food substances that should contain the
minimum standard of perceived physiological benefit comprising health as well as environmental
benefit for humans and animals. There has been a rapid movement toward organic food consumption
produced through organic farming practices. Historically, Bangladesh is characterized as an agro-based
country and its economy is dependent on agriculture; however, due to the overuse of chemical
fertilizers, the quality of the soil is degrading and agricultural production is declining sharply. Though
the people of Bangladesh have little knowledge about the concept of organic farming, the farmers and
consumers have shown their awareness about this concept [1]. In Bangladesh, organic tea production
was introduced in the year 2000 by Kazi & Kazi Tea Estate Ltd. (KKTE, Dhanmondi, Bangladesh).
The tea was from the Tetulia region and named ‘Teatulia Tea Garden’. Panchagarh (Northern part) in
Bangladesh was selected as an area for organic tea cultivation as it has better organic matter and pit
status for tea soils [2]. Around 7500 skilled and unskilled workers have been working in tea gardens in
the Panchagarh district [3–5]. As a sustainable behavior, regular consumption of organic tea not only
ensures health and environmental benefit, it also helps to achieve a competitive position in the market
over the other firms [6].

Organic farming is a complex innovation that requires a strategic or systematic change which,
on one hand, may sometimes imply economic penalties, while on the other hand, the transition may
lead to better profitability through a combination of cost savings, premium price marketing, and
subsidies [7,8]. Therefore, a comparative assessment of the value and benefit of organic food and its
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farming systems that provides the assumed external costs of organic agriculture could entice farmers
to adopt more sustainable farming practices [9,10]. A promising and composite relationship has been
demonstrated between organic farming and sustainable rural development [11,12]. Different consumer
research on the purchasing patterns of organic food have identified several reasons to explain why
organic food healthier, more nutritious, and better tasting is compared to non-organic food [11,13].
Unlike non-organic food, organic food is produced without synthetic chemicals and is less exposed
to environmentally harmful substances [7,14]. Similarly, organic tea production is also considered
profitable because of its premium price and cost-effectiveness. It has been reported that the production
of organic tea was equal to or resulted in an even greater yield size than the pre-organic production [15].
Organic farming also restores the natural food chain by protecting the lives of birds and insects [16].

Like other organic food products, organic tea is cultivated by an alternative production system
that is ecologically sustainable and free from the intensive use of chemical fertilizers and pesticides.
Bangladesh is characterized as an overpopulated developing country where the soil of arable land is
deteriorating, and yield size is decreasing due to the unbalanced use of chemical agricultural inputs [1].
Therefore, organic tea production through organic farming technology can reduce the harmful impact
of agro-chemicals on human health and wildlife. In Bangladesh, organic tea is produced without
chemical pesticides. Instead, natural fertilizers are procured by recycling and thus all internally
generated bioresources are used in the production process. A growing interest and adoption behavior
of organic food production has occurred among the Bangladeshi people because of their concerns
about the environment and health issues related to food production [17].

Numerous studies have investigated the influence of different factors on the purchasing intention
of organic food consumers [18,19]. In this study, researchers have focused on the influential factors
affecting the buying intention of the organic tea consumers of Bangladesh, where a significant portion
of the total population is illiterate. As organic tea has been available in the market since the 1970s as an
agricultural commodity, most of the people in Bangladesh remain ignorant about the health benefits
and production process of organic tea. Therefore, through this study researchers seek to demonstrate
the socio-economic characteristics of the respondents and their buying intention of organic tea. The
empirical evidence and literature of this study are illustrated in Section 2. In Section 3, the objectives,
conceptual framework, and the hypothesis of the study have been explained. Then the proposed
methodology for data collection and analysis has been presented in Section 4. After that, the final
analysis and findings have been incorporated in Section 5. Finally, a brief discussion of the results,
conclusion, limitation, and future implication of the findings are included in the concluding section.

2. Literature Review and Hypothesis Development

In the established tea market, tea is produced by traditional farming methods. Marketers face a
great challenge is attracting customers with new product concepts, such as organically produced tea.
Recently, consumers are paying more attention to organic products as a result of the distinguished
production method, which is different from the conventional one. Along with different intrinsic
causes, external factors highly influence the buying intention of consumers. A consumer’s evaluation
process about the value of a product and the service required for their perceived benefit and cost
will significantly influence their buying decision [20]. In this study, we based our argument on the
fact that today consumers are not only searching for product quality and fair price, they also become
conscious about health and environmental issues [21]. Therefore, we have extended our proposed
model (Figure 1) by adding in health benefit, environmental concern, and trust of the labeling and
certification, in addition to the traditional means-end model of Zeithaml [20]. In this study, the
perceived value of the customers will be measured with the effect of the perceived quality derived
from the product attributes, health benefit issues, environmental awareness, trust, and perceived price,
because these attributes consequently influence the buying intention of the customers. Organic tea,
which has been produced by natural substances as opposed to chemical ones, motivates customers
toward organic consumption. Therefore, along with the product attributes (e.g., good taste, nutrient
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value), the influence of health benefits and environmental issues on organic tea consumers are also
analyzed in this study.
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Figure 1. Proposed theoretical framework.

2.1. Health Benefit

Due to a greater awareness about the ill effects of the chemicals used in conventional food
production, consumers are more willing to buy organic food [22,23]. Consumers believe that organic
food is free from chemical residues and food additives and preservatives [22]. Therefore, people
become interested in consuming organic tea instead of traditionally produced tea. With regard to
the attributes of organic food, researchers indicate that health and wellness are central to today’s
mainstream consumers [24]. In North America, 78% of consumers purchased organic food because
they perceive these products to be healthier choices for themselves or their children. In Thailand,
health consciousness has been the main motive of customers to buy organic food [25]. In many studies
on organic food items, health and health benefits are identified as one of the major motivational factors
behind the purchase of organic food [24–26]. Likewise, safety and natural content is another major
factor that influences the consumption of organic tea and consumer preference to include organic tea
as a supplement for a healthy lifestyle [27]. Therefore, among many other factors, the consumer’s
health concern at the time of purchase [18] is considered as a major influencing factor as to whether
they will purchase organic tea products in this study.

Hypothesis (H1a). Health benefit has a positive effect on perceived value of consumers.

Hypothesis (H1b). Health benefit has a positive influence on the buying intention of organic tea.

2.2. Environmental Concern

Due to the rapid growth of information technology, consumer concern about environmental
issues has achieved a strong momentum. Several environmental benefits have been attributed to
organic farming and they have been confirmed by the available literature in the area of soils, farm
ecosystems, ground and surface water protection, and farm inputs and outputs [8,28]. Organic farming
reduces the use of external production factors and avoids the use of synthetic chemicals such as
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fertilizers, pesticides, and medical supplies for animals [29] by substituting them with natural manure
and pesticides that are safe for the health of human beings and animals. Therefore, an interest in the
welfare of the environment and for the animals has directed customers toward consuming organic food.
Personal health concerns and environmental concerns are the two most commonly stated motives for
purchasing organic foods [30]. People selectively pay attention to aspects of their environment that are
relevant to them and that they are able to comprehend [31]. However, a study on Norwegian consumers
identified that environmental protection and animal rights impacted their positive identification with
organic food [32].

Hypothesis (H2a). Environmental concern has a positive effect on the perceived value of organic tea.

Hypothesis (H2b). Environmental concern positively affects a consumer’s buying intention of organic tea.

2.3. Product Attributes

Product attributes are the features and utilities of a product that satisfy the needs of the customers.
To differentiate and identify a product, product attributes play a significant role in the evaluation
process of the customer. In a study on the motives of organic food buying behavior, Davis et al. [33]
reveal that along with environmental concern and health consciousness, safety, quality concerns,
and purchase motives are also attributed to specific product attributes, such as nutritional value,
taste, freshness, and price. Nigerian consumers believed that organic food is healthier, tastier, has no
harmful effects, and is of a better quality than inorganic food [34]. Consumers perceive organic food as
more natural, safer, better in taste, and more enjoyable than conventional produce. Organic food’s
nutritive attribute has given it a competitive advantage over conventionally produced goods [35].
Therefore taste, natural content, and the nutrient value of organic tea makes it popular choice for
health-conscious people.

Hypothesis (H3). Product attributes have a positive influence on the perceived quality of organic tea.

2.4. Perceived Quality

Perceived quality can be defined as the consumer's judgment about a product's overall excellence
or superiority [36], which has a positive effect on the perceived value and increases buying
intention [37]. Many researchers have suggested that as an antecedent, perceived quality has a
positive effect on perceived value [38]. Perceived quality defines a customer’s subjective judgment
and evaluation of the functional and practical benefit of the product. Monroe and Krishnan [39]
explained perceived quality as the perceived capability of a product to deliver satisfaction compared
with available alternatives. In another study, a consumer’s assessment of quality is defined as an
attitudinal judgment of a consumer’s evaluation of a brand and the extent of the fulfillment of their
expectation [40]. Therefore, the perceived quality of organic tea in a consumer’s mind is one of the
significant mediating variables that measure the buying behavior of Bangladeshi tea consumers.

Hypothesis (H4). Perceived quality positively affects the perceived value of consumers.

2.5. Trust

A consumer’s intention to buy organic tea highly relies on consumer trust. In most cases, trust
increases the reliability of consumers and performs as an effective tool for lessening uncertainty about
a product trial. Nowadays consumers show a particular interest in certification and the labeling of
an organic product enhances trust. In the organic tea market, consumer trust is a very complicated
issue because consumers cannot verify its authenticity even after consumption [10]. According to
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Teng and Wang [10], trust in organic food indicates the importance of organic food consumption and
subsequently affects consumer attitude and behavior. Reports have found that clear and evident
labeling on the product is an important precondition for purchasing organic food [41,42]. Perrini et
al. [43] explain that among the Italian consumers, trust in retailers is highly dependent on the retailers’
commitment towards consumer rights and the environment. A consumer’s trust has a strong positive
effect on the purchasing intention [44]. As the organic tea market in Bangladesh is relatively small
and underdeveloped, consumer trust of a retailer significantly influences the purchase decision of a
buyer. Therefore, we hypothesize that an increase in trust will positively affect the buying intention of
the consumer.

Hypothesis (H5a). Trust has a positive effect on the perceived value of organic tea consumers.

Hypothesis (H5b). Trust significantly influences the perceived value of organic tea.

2.6. Perceived Price

Price is the monetary value of the product that has a major influence on the decision-making
process of a customer. Price is considered an indicator of quality when other external factors or benefits
of a product remains the same. From a customer’s perspective, the price of the product is something
lost or sacrificed to attain a product [20]. In a study by Monroe and Krishnan [39], the actual price
is considered a stimulus to the customers. The high price of organic tea sometimes acts as a barrier
to its growth. Wier et al. [45] indicated high price elasticity in the demand for organic tea. Hack [42]
and Jolly [23] point out that high price is one of the important reasons that prevent people from
buying organic food. As a huge number of the population is ignorant about the health properties of
organic food, the price is considered as one of the important factors that could affect their purchase
decisions [13]. Willer et al. [46] have found that because of the high price, organic food is relatively
unpopular with consumers in developing countries. Therefore, the perceived price of organic tea
negatively influences the perceived value of the product. In another study, Dodds [47] identified a
negative effect of price on a product’s value but a positive effect on the perceived product quality.

Hypothesis (H6a). Perceived price has a negative influence on perceived value.

Hypothesis (H6b). Perceived price negatively influences the purchase decision of consumers.

2.7. Perceived Value and Buying Intention

Perceived value is a mental evaluation process of a customer about a particular product and service
on the basis of price, attributes, and other benefits. The perceived value of the product is a significant
determinant of an individual’s belief, which consequently affects the decision to purchase [48]. In
marketing, perceived value is termed as a customer’s evaluation of the benefits and expenses gained
from the purchase of a particular product and receiving of a service [49]. ‘Value’ implies a ‘trade-off’
between benefits and sacrifices; moreover, it implies an interaction between a customer and a product
or service [50]. Zeithaml [20] defines ‘value’ as an overall assessment of the utility of the product
based upon the consumer’s perception of what is given and what is received. Consumer perception of
organic food has changed due to its promotion in mass media and the awareness building campaigns
undertaken by national and international NGO’s [19]. Similarly, Lapierre et al. [38] argue that there is
a stronger relationship between perceived quality and perceived value where perceived value implies
an interaction between a consumer and a product [51]. Ajzen [52] observes that behavioral intentions
refer to the strength of an individual’s intention to perform a particular behavior. As a new concept,
the decision to buy organic tea requires altering an existing behavioral pattern and reinforcing a
positive attitude toward the concept and purchase of organic tea. In their study on organic food,
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Attanasio et al. [11] have found that a consumer’s intention to purchase organic food was influenced
by their perception about the value of the organic product and their belief in the health and safety
of the product. In this study, perceived quality and perceived value are considered as mediating
constructs that significantly influence the purchase decision of a consumer. In addition, the growing
concern of consumers about the environmental problems linked to their consumption behavior has
further impacted their attitude towards purchasing organic tea.

Hypothesis (H7). Perceived value has a significant positive effect on the intention to buy.

3. Objectives of the Study & Research Framework

In this study, the major aim of the research is to explore the factors that influence the buying
intention of organic tea consumers. After analyzing previous literature on the behavioral patterns of
organic food and organic tea consumers, eight constructs have been identified to measure the buying
intention of organic tea consumers in the context of Bangladesh.

Drawing from Figure 1, the theoretical framework includes one dependent variable, buying
intention; two mediating variables, perceived quality and perceived value; and five independent
variables, health benefit, environmental concern, product attributes, trust, and perceived price.

4. Methodology of the Study

4.1. Data Collection

Primarily, because organic is a new concept in the market, exploratory research has been done
to identify the variables that stimulate customers to buy organic tea products. In a group discussion
session, 30 MBA students participated to find out the constructs that affect the buying decision of
organic tea consumers. On the basis of insights into the group discussion and literature review, the
authors conceptualized eight constructs to design the research framework. In the final questionnaire,
22 latent variables under eight constructs have been employed with the guidance of the proposed
model. A Likert seven-scale is applied to measure all variables and to rate each construct (1 = “strongly
disagree”, 7 = “strongly agree”). As organic tea is relatively new in the Bangladeshi market, the survey
was conducted in two major urban cities where the population was highly affluent and educated,
rather than a rural area. A sample was collected using the convenience sampling method and the data
was gathered using a structured questionnaire (Appendix A). A mall-intercept interviewing method
was used to collect the primary data. Respondents were selected randomly from six superstore chains.
Eight graduate students were trained for two weeks to administer the interviewing session. Among
341 persons, 190 participants filled-out the questionnaire and 174 responses were selected as the final
sample size. The effective sample recovery rate is 92%.

4.2. Data Analysis

For this study, Partial Least Square Structural Equation Modeling (PLS-SEM) was applied to
analyze the research model. This study is characterized by a relatively small sample size compared
with the number of indicators [53] and prediction-oriented research [54], which validates the use
of Partial Least Squares (PLS), tests and measures the proposed research model. Furthermore, PLS
(version 3, build 1126) has the ability to account for measurement errors for unobserved constructs and
to examine the significance of the structural paths simultaneously [55]. Structural Equation Modeling
(SEM) is a popular model that simultaneously assesses the measurement model (the relationship
between constructs and measurements) and the path model (the relationship between the constructs)
to test theoretical relationships [56]. In this study, a path analysis model was used to measure the
significance and statistical acceptability of the proposed structural model.
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5. Results and Discussions

5.1. Demographic Classification

The participants who gave their responses about drinking organic tea consisted of 76% female
and 24% male consumers. Most of the respondents were highly educated. 44% of participants had
completed their post-graduation, 32% of participants had completed their graduation degree, and 15%
of participants were undergraduate students. From the analysis, we found that 34% of respondents
are aged 18–25 years, 33% of respondents are aged 26–35 years, and 32% of respondents are aged
35–46 years. In terms of family income, most of the respondents come from families with high income,
because 56% of participants earned more than 50,000–60,000 tk/month, and 32% earned more than
40,000–50,000 tk/month.

5.2. Reliability and Validity Test

In the second part of the questionnaire, the responses to the adoption pattern of organic tea
were collected through a seven-point Likert scale. The reliability and validity have been assessed in
the measurement model. Internal consistency reliability was examined using composite reliability.
In PLS, composite reliability relies on actual loadings to compute the factor scores and is a better
indicator of internal consistency reliability than Cronbach’s alpha [57]. As shown in Table 1, the
composite reliability values for the sub-constructs in the model were all above the suggested threshold
of 0.7 [58,59] and thus support the reliability of the measurements.

Table 1. Analysis of Measurement Model.

Standardized
Factor

Loading

Composite
Reliability

Average
Variance
Extracted

Health Benefit 0.887 0.724
1. Organic tea is beneficial for health 0.840 ***
2. Organic tea is produced in natural way 0.834 ***
3. I feel safe as organic tea is free from chemical infusions 0.878 ***

Environmental Benefit 0.829 0.617
1. Organic tea is more environment-friendly 0.753 ***
2. Organic tea is produced from organic manure 0.792 ***
3. Organic tea is produced by using natural pesticides 0.811 ***

Product Attributes 0.812 0.692
1. Organic tea is a natural product 0.731 ***
2. Nutrient value is more in organic tea 0.856 ***
3. Organic tea is tastier 0.714 ***

Perceived Price 0.770 0.528
1. Price of organic tea is affordable 0.718 ***
2. Less price difference from traditional tea 0.712 ***
3. Paying more for organic food is worthy 0.748 ***

Trust 0.797 0.664
1. Labeling on organic tea is clearly understandable 0.874 ***
2. Certification of organic tea is highly reliable 0.751 ***
3. Promotional demand about organic tea is trustworthy 0.732 ***

Perceived quality 0.758 0.613
1. I think quality of organic tea is superior than traditional 0.702 ***
2. Positive image of organic food inspires me to buy organic tea 0.856 ***
3. Organic tea is better substitute than conventional tea 0.756 ***

Perceived Value 0.848 0.736
1. I find positive value in terms of benefits and costs of organic tea 0.885 ***
2. High price of organic tea creates great value to me 0.830 ***

Buying Intention 0.820 0.696
1. I regularly drink organic tea as a healthy beverage 0.903 ***
2. I search different stores to buy organic tea 0.759 ***

Note: *** indicates t-test has reached the significance level (p < 0.001 level).
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Convergent validity was evaluated through average variance extracted (AVE), and two tests were
used to measure this validity. The first step included examining all items by their factor loadings on
their construct and the second test examined whether the AVE values of all items should have loadings
above the suggested 0.55 [60], as shown in Table 1. Items that carried less than the minimum loading
were deleted at the time of calculation. The test results of this study examined the AVE values and
showed that all the sub-constructs were above the limit of 0.50 [61], except for perceived price.

Discriminant validity was examined for both the items and the construct level. For this study,
the authors have examined the discriminant validity at the construct level. At the construct level,
the square root of the AVEs in the diagonal cells for each construct is larger than any correlation
between this construct and any other construct [61], as shown in Table 2. Thus, the discriminant
validity was supported.

Table 2. Discriminant Validity.

Environmental
Concern

Health
Benefit

Buying
intention

Perceived
Price

Perceived
Quality

Perceived
Value

Product
Attributes Trust

Environmental Concern 0.786
Health Benefit 0.559 0.851

Buying intention 0.389 0.392 0.834
Perceived Price −0.217 −0.220 −0.202 −0.727

Perceived Quality 0.640 0.539 0.506 −0.191 0.783
Perceived Value 0.478 0.432 0.426 −0.334 0.566 0.857

Product Attributes 0.615 0.451 0.474 −0.260 0.546 0.511 0.831
Trust 0.601 0.540 0.406 −0.219 0.633 0.493 0.547 0.814

The bold numbers of the diagonal are the square roots of average variance extracted (AVE). Off-diagonal elements
are correlations among constructs.

5.3. Path Analysis

In this study, Partial Least Square Structural Equation Modeling (PLS-SEM) has been applied to
estimate the standardized path coefficients (direct effect). The reason for using PLS-SEM over CB-SEM
is that few restrictions are placed on the unbiased estimates of the sample size [21]. Furthermore,
PLS-SEM is the preferred analysis tool of this study to measure the path coefficients that indicate the
strength of relationships between constructs. The significance of the path coefficients is assessed by
the bootstrap t-values, which should be higher than 2.0 [62]. The PLS path coefficients are shown
in Figure 2. For this analysis, 174 responses have been collected as the sample with the dependent
variable of “buying Intention”. To assess the statistical significance using bootstrapping, 500 resamples
were used. Chin [62] found that PLS does not explain an overall goodness-of-fit index, rather, it
primarily assesses validity through investigating R2 and the structural paths, as one would with a
regression model. The findings support the hypothesis of the model (see Figure 2). The perceived
value has a positive influence on a consumer’s buying intention of organic tea, with significance at the
p < 0.05 level. Approximately 75% of the variance in intention to buy organic tea is accounted for by the
dependent construct attitude in the model (R2 = 0.744). The standardized path coefficient accounted
0.603 from the perceived value derived from perceived quality, health benefit, environmental concern,
trust, and perceived price, which accounted R2 = 0.876, exceeding the suggested minimum standard of
significance at 0.20 [62]. Thus, the fit of the overall model is good.

To measure the strength of the effect of a particular independent variable on the dependent
variable [62], Effect size (ƒ2) was also computed. The threshold cut-off value was ƒ2 = 0.02 for the small
effect, ƒ2 = 0.15 for medium effect, and ƒ2 = 0.35 for large effect sizes [63]. The results of the F-statistics
explain a large effect of the perceived value on the buying intention of organic tea and are accounted
for as an F value = 45.78 is significant at 5% level.

The sub-constructs of perceived value, the health benefit, environmental concern, perceived
quality, and trust, had a positive and significant influence on a consumer’s buying intention of organic
tea. Whereas the perceived price of organic tea had a negative influence on a consumer’s buying
intention. In addition, product attributes have a high (0.546) influence on perceived quality, which
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relatively affected (0.766) the perceived value of organic tea in the mind of the customers. Health
benefit, environmental concern, and trust had a significant influence on the buying intention of the
buyer; however, these sub-constructs had no influence on the perceived value. Whereas the perceived
price had a negative influence on the perceived value, the influence on the buying intention of the
customer was not significant.
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Table 3 shows the ultimate decision of the proposed hypothesis of the model. From Table 3, the
t-value for the path of H1b (4.24), H2b (1.98), H3 (6.03), H4 (2.32), H5a (2.44), H6b (4.57), and H7 (3.16)
were higher than the standard value. Therefore, this study supports the hypothesis that health benefit
and environmental concern will have a positive influence on trust and the intention to buy organic tea
and the product attributes will have a positive influence on the perceived quality, perceived value,
and buying intention. In addition, the perceived price will have a negative influence on the perceived
value of the organic tea consumers.

Table 3. Path analysis of the Research Model.

Between Facets Path Coefficients (β) t-Value p-Value Hypothesis Decision

Health Benefit→ Perceived Value 0.222 1.886 0.115 H1a Not Supported
Health Benefit→ Buying intention 0.436 4.236 0.000 *** H1b Supported

Environmental Concern→ Perceived Value 0.209 1.124 0.645 H2a Not Supported
Environmental Concern→ Buying intention 0.304 1.982 0.016 ** H2b Supported

Product Attributes→ Perceived Quality 0.546 6.036 0.000 *** H3 Supported
Perceived Quality→ Perceived Value 0.766 2.324 0.021 ** H4 Supported

Perceived Price→ Perceived Value −0.159 2.437 0.015 ** H5a Supported
Perceived Price→ Buying intention −0.084 0.459 0.647 H5b Not Supported

Trust→ Perceived Value 0.144 0.967 0.334 H6a Not Supported
Trust→ Buying intention 0.223 4.567 0.000 *** H6b Supported

Perceived Value→ Buying intention 0.603 3.156 0.033 ** H7 Supported

* p < 0.1; ** p < 0.05; *** p < 0.01(one-tailed test).

6. Conclusions

From this study, the authors have found that all the constructs and sub-constructs support the
reliability and validity of the measures. In addition, the study demonstrates that the product attributes
health benefit issues, environmental concern, trust, and perceived price significantly influence the
buying intention of the organic tea consumer. Product attributes have a high positive effect on the
perceived quality and perceived value, which subsequently influences a consumer’s buying intention.
Through the use of rigorous statistical methods, meaningful and distinct influential factors have
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been identified among the urban organic tea consumers in Bangladesh. In Bangladesh, organic tea
is a completely new concept and the limited awareness about this concept is mostly focused on
its environmental and health benefits. Therefore, due to a lack of knowledge about organic food
and availability, consumers have no option without nonorganic food [1]. Proper motivation and
engagement with healthy food consumption can raise a consumer’s intention of buying more organic
tea in our country. Adequate marketing policies and an effective promotional campaign [64] that
articulates the nutritional value of both conventional food and organic food should be assimilated.

From the investigation, respondents showed a negative reaction to price, which affects the
perceived value of organic tea consumers and validates the models of other research findings [64].
Sometimes the price premium of organic products was greater than 10–20% of conventional
products [12,65], which limits the market share of organic products. Therefore, the affordability
of consumers and the costs of production of organic tea can be better indicators for setting and
adjusting the price. Proper planning and a food budget may ensure the purchase of healthier and
tastier food at an affordable price. Moreover, the packaging and labeling of organic tea confirms the
quality and consumer trust also adds value to the products. However, many studies have found that
consumers are willing to pay the price premium for organically produced items and fair-trade leveled
local products [7,66]. Hence, marketers can charge a higher price when consumer’s trust in certification
and labeling is achieved.

People have become conscious about sustainable agriculture. To popularize organic farming in
developing countries requires intensive education programs, training initiatives, and financial support
for initial investments from both private and government level to ensure the farmers are supported
during the conversion. To generate awareness, new promotional management approaches rather than
criticism of conventional agriculture will help to minimize the negative reactions amongst conventional
farmers [8] and encourage consumers to purchase organic products. Organic tea farms safeguard
natural resources, avoid adverse effects to the environment (e.g., topsoil erosion and degradation,
emissions of air and water pollutants), improve tea production and quality, and increase agricultural
input and energy use efficiency.

The present study confirmed a model that predicts the willingness to buy organic tea among
Bangladeshi consumers. In so doing, this study contributed to the Zeithaml’s [20] means-end model. In
this study, health benefits, environmental concern, and trust of organic tea retailers were added into the
model to enhance the explanatory power of the means-end model in the context of Bangladeshi organic
tea consumers. This study also validated the mediating effect of perceived quality and perceived value
on the buying intention of consumers.

For managerial implications, in many developed and developing countries organic food has
become popular for its healthy properties. Hence, to encourage Bangladeshi people toward the
consumption of organic food, organic manufacturers should focus on generic promotion; especially
through social media, which can be an effective medium. The potential benefits of organic consumption
should be promoted, which will reinforce a favorable attitude toward organic tea. Policy makers
and professionals must step forward about organic farming, which may considerably contribute to
sustainable agriculture, economic advancement, and resource creation.

7. Limitations and Future Research

The major limitation of the research is that the respondents are geographically concentrated in two
major cities of Bangladesh, which may not provide a complete picture of the whole nation’s intention
to buy organic tea. In a broader context, some other factors may influence the results of this current
study. Hence, the findings of the study cannot be generalized for other countries. The current study
only focused on a particular food rather than various types of organic products. In the study, results of
the path analysis show that the variables explain 74 percent of consumer buying intentions, suggesting
that there are still other unaccounted for variables. To deepen our understanding about the factors
affecting the purchase decision of organic tea consumers, more variables can be included in further
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future studies; e.g., brand loyalty, acceptable price, and the food’s county of origin. Further study
may cover the tradeoff benefits between values and product that consumers consider at the time of
purchase, especially for organic tea products.
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Appendix A. Questionnaire

Thank-you for helping complete our survey! The purpose of our research is to try and understand
how individuals are taking their purchasing decision at the time of buying organic tea during the
current economic situation in Bangladesh. The results will be analyzed and used as part of our research
paper. Your anonymity is absolutely guaranteed.

Please circle one answer per question

1. Gender: 1. Male 2. Female

2. Educational Level: 1. Primary 4. Graduation
2. Secondary 5. Post-Graduation
3. Higher Secondary 6. Others

3. Age: 1. 18–25 2. 26–35 3. 35–46
4. 47–60 5. 60+

4. Occupation: 1. Student 3. Private Employee
2. Govt. Employee 4. NGO
5. Other (please mention)

5. Family Income: 1. 20,000–30,000 tk/month 3. 40,000–50,000 tk/month
2. 30,000–40,000 tk/month 4. 50,000–60,000 tk/month

For each of the following statements, please indicate your opinion by circling one of the numbers
on the scale where 1 = Strongly Disagree and 7 = Strongly Agree.
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Strongly Disagree Disagree Somehow Disagree Neutral Somehow Agree Agree Strongly Agree

1 2 3 4 5 6 7

Health Benefit
1. I think organic tea is beneficial for health
2. I believe organic tea is produced in natural way
3. I feel safe as organic tea is free from chemical infusions
4. I believe organic has been produced 100% organically

Environmental Benefit
1. I believe organic tea is more environment-friendly
2. I trust organic tea is produced from organic manure
3. I think organic tea is produced by using natural pesticides
4. I think less use of additives in organic tea production is less harmful

Product Attributes
1. I believe organic tea is a natural product
2. Nutrient value of organic tea is higher than traditional tea
3. Organic tea is tastier than traditional tea

Perceived Price
1. I think price of organic tea is affordable
2. There is less price difference between organic tea and traditional tea
3. Paying more for organic food is worthy for me

Trust
1. Labeling on package of organic tea is clearly understandable for me
2. Certification on organic tea product is highly reliable
3. Promotional demand about organic tea is trustworthy

Perceived quality
1. I think quality of organic tea is superior than traditional tea
2. Positive image of organic food inspires me to buy organic tea
3. Organic tea is better substitute than conventional tea

Perceived Value
1. I find positive value in terms of benefits and costs of organic tea
2. High price of organic tea creates great value to me

Intention to Buy
1. I regularly drink organic tea as a healthy beverage
2. I search different stores to buy organic tea
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