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Abstract: In response to growing interest in healthy and sustainable diets, this study extends the
Theory of Planned Behavior (TPB) by integrating health self-identity (HSI) alongside attitude
(ATT), subjective norm (SN), and perceived behavioral control (PBC) to examine Indonesian
consumers' organic food purchase intentions, with trust and habitual behavior serving as
mediating variables. A structured survey was administered to 110 organic food consumers across
Indonesia, and data were analyzed using Partial Least Squares Structural Equation Modeling
(PLS-SEM) via SmartPLS 4.0 -- a variance-based approach particularly suited for predictive
modeling with complex multi-construct frameworks and smaller sample sizes, requiring no
distributional assumptions. Structural model results indicate that subjective norms significantly
influence trust (beta = 0.299, p = 0.003), perceived behavioral control significantly influences
habitual behavior (beta = 0.395, p < 0.001), and health self-identity significantly influences
habitual behavior (beta = 0.288, p = 0.001). Furthermore, both trust (beta = 0.294, p =0.003) and
habitual behavior (beta = 0.424, p < 0.001) significantly influence purchase intention. Notably,
attitude did not demonstrate a significant direct effect on either trust or habitual behavior in the
Indonesian context. These findings highlight the importance of integrating HSI into the TPB
framework and suggest that interventions targeting perceived behavioral control and health-
conscious self-identity can effectively promote organic food consumption habits and,
consequently, purchase intentions. Future research is recommended to apply multigroup analysis
(MGA) to explore segment-specific differences across diverse demographic groups and to extend
the model to broader cultural and generational contexts beyond the present Indonesian sample.
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1. Introduction

In recent years, responsible consumers have become
increasingly aware of their role in participating in
development that meets sustainability principles.
Therefore, consumers pay attention to quality and how
limited agricultural resources must be managed efficiently
and effectively. Thus, sustainable development can be
achieved without using up many resources". One of the
principles of responsible consumption is organic food. In
organic food, consumers are offered agricultural products
based on  pro-environmental and  pro-social
characteristics?.

The development of consumer interest in organic food is
still minimal, especially in Indonesia. Indonesia’s organic

food sector remains limited in scale, with current estimates
indicating that the country has only 5,810 producers and
283 processors of organic food products®. In Indonesia,
organic foods occupy a premium segment of the market
and command higher prices than their conventional
counterparts¥. The growing adoption of sustainable
agricultural practices in Indonesia further reflects a
broader shift toward environmentally conscious food
production®,  underscoring  the  importance  of
understanding how consumers form intentions to purchase
organically produced food. Therefore, the organic farming
sector in Indonesia continues to fall short of meeting
consumer demand, underscoring its limited production
capacity®.

Thus, a psychosocial study is needed to determine the
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driving factors for the purchase intention of organic food
products in Indonesia. The theory that can explain
purchase intention is the TPB model. The Theory of
Planned Behavior (TPB) is a well-established paradigm for
understanding consumer behavior, and it serves as a
theoretical foundation for the present study?”. Initially
developed by Ajzen (1991)®, the TPB has been widely
applied to explain various consumer behaviors, including
organic food consumption. As an extension of the Theory
of Reasoned Action, the TPB posits that an individual’s
intention to perform a given behavior is determined by
three key factors: attitude (A) toward the behavior,
subjective norm (SN), and perceived behavioral control
(PBC). The addition of perceived behavioral control to the
original TRA model significantly enhances its predictive
ability by accounting for influences beyond attitudes and
subjective norms. This extension recognizes that behavior
is not entirely under an individual’s volitional control and
thus depends in part on the perceived availability of
resources and opportunities required to perform the
behavior.

Several prior studies have applied the TPB framework to
investigate organic food purchase intentions across diverse
cultural contexts, providing an important empirical
foundation for the present research. At the global level,
Nardi et al. (2019) conducted a meta-analysis of 78 TPB-
based food choice studies, confirming that TPB constructs
reliably predict food purchase decisions and explain
substantial variance in purchase intentions?. In the Asian
context, Saxena and Vij (2024) demonstrated that attitude
and subjective norm significantly influence organic food
purchase intentions in India 7, while Pang et al. (2021)
extended the TPB with protection motivation theory in a
Malaysian sample, highlighting the additional role of
health-related concerns in shaping organic food
decisions'?. In the Indonesian context specifically, Najib
et al. (2022) identified individual and socio-cultural factors
as significant determinants of organic food purchase
intentions among middle-class consumers, underscoring
the unique psychosocial dynamics of the Indonesian
market®. Furthermore, Sultan et al. (2020) demonstrated
the mediating role of trust in bridging the intention-
behavior gap within a TPB framework applied to organic
food!D, while Michaelidou and Hassan (2008) showed that
health self-identity shapes organic food attitudes and
purchase intentions through an identity-based lens!?.
Despite these contributions, studies that simultaneously
incorporate identity-based factors (HSI) alongside dual
behavioral mediators (trust and habitual behavior) within
the TPB framework particularly in the Indonesian
demographic context remain scarce.

The global organic food market has a high market value
and shows significant growth. According to the World of
Organic Agriculture report for 2025, the global organic
market was valued at €120.6 billion in 2020 and is

projected to increase to €145.0 billion by 2024. In America,
the organic food market also saw a 5.2% increase in
certified organic food sales in 2024'). In Indonesia,
although the market value of organic food is still relatively
small compared to developed countries, there has been a
significant increase in market growth with an estimated
annual growth rate between 7.8% and 11.5%. The increase
in consumer awareness about health, concerns about
chemical residues, environmental awareness, and other
factors are believed to be driving the growth of the organic
food market in recent years.

However, despite the growing interest in organic food
consumption, research exploring the influence of
psychosocial factors in the Indonesian context remains
limited. The diversity of ethnic groups and educational
levels, coupled with a large population, creates unique
psychosocial factors in the consumption of organic food,
particularly based on the Theory of Planned Behavior
(TPB). Therefore, this study addresses this gap by
integrating health self-identity into the TPB framework to
understand better the determinants of purchase intention
toward organic food among Indonesian consumers. Health
Self-Identity describes a series of individual habits that are
formed over time and are related to self-concept'®. In the
context of organic food, health self-identity can explain
how consumers identify themselves as healthy eaters and
tend to make healthier food choices!?.

2. Literature Review and Hypothesis
Development

2.1. Planned Behaviors

In 1985, social psychologist Icek Ajzen proposed the
Theory of Planned Behavior (TPB) as a framework to
explain how attitudes can ultimately shape behavior'®.
This theory was formulated as an extension of the earlier
Theory of Planned Action (TRA), with the notable
addition of the construction of perceived behavioral
control. Additionally, TPB draws on insights from several
foundational attitude theories, including learning theory,
expectancy-value theory, cognitive consistency theories,
and attribution theory, to offer a more comprehensive
account of the attitude-behavior relationship.

According to TPB, an individual’s behavioral intention is
the immediate antecedent of actual behavior. This
intention, in turn, is determined by three primary factors:
the person’s attitude toward the behavior, the subjective
norms (i.e., the perceived social pressure from others), and
the perceived behavioral control (i.e., one’s perceived
ability to perform the behavior successfully). To date, TPB
has been widely applied across diverse disciplines,
including in research on pro-environmental behaviors and
sustainability issues®. Notably, the theory posits that
attitude, subjective norm, and perceived behavioral control
influence behavior only indirectly — they shape the
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individual’s intention to act, which then mediates their
effect on the actual behavior outcome'®).

2.1.1. Attitudes toward trust in organic food
products

Consumer attitudes, both positive and negative, can
change consumer trust in a product!”!®). Attitudes have a
direct influence on trust. Several other studies have stated
that attitudes toward the services will increase trust in a
brand and the company providing the service!*?%. Based
on this, this study proposes the following hypothesis:

H.1. Attitude has a significant effect on Trust

2.1.2. Subjective norms toward trust in organic
food products

In the present study, subjective norms are identified as a
key determinant of consumer trust levels. This proposition
is consistent with the findings of Li et al. (2008), who
observed that when individuals lack familiarity with a
product, they tend to depend on input from those whose
opinions they value. Such reliance on significant others’
opinions provides a foundation for the individuals’ trust in
the product?”. In addition, previous studies have found that
subjective norms directly affect trust?>?3). Based on this,
this study proposes the following hypothesis:

H.2. Subjective Norm has a significant effect on Trust

2.1.3. Perceived Behavioral Control toward trust
in organic food products

Ajzen (1991) states that the perception of behavioral
control is the degree to which an individual can control the
actions that will be carried out, and how an individual can
deal with factors that can inhibit a behavior that will be
carried out®. Prior research provides evidence that
perceived behavioral control exerts a significant positive
influence on consumer trust??. Furthermore, trust has been
found to mediate the relationship between perceived
behavioral control and purchase intention!'". Based on this,
this study proposes the following hypothesis:

H.3. Perceived Behavioral Control has a significant effect
on Trust

2.1.4. Attitude toward Habitual in organic food
products

Verplanken & Orbell (2022) argue that habits often
develop when an activity is perceived as rewarding or
enjoyable, suggesting that cognitive and affective attitudes
can have a positive impact on habit strength?. Meanwhile,
Rebar et al. (2020) propose that although automatic
processes largely govern habits, they are usually aligned
with an individual's desires and intentions?®. Many studies
have shown that cognitive and affective attitudes toward a
behavior can positively influence the intention to perform
the behavior?’?®. Based on this, this study proposes the
following hypothesis

H.5. Attitudes have a significant effect on Habitual

2.1.5. Subjective Norm toward Habitual in
Organic Food Products

Subjective norms refer to an individual's perception of the
social expectations held by important others (e.g., family
members, close friends, or peer groups) regarding whether
they should engage in a particular behavior. This
perspective underscores that people evaluate a behavior
not in isolation but in light of how these significant
referents view it. Consequently, an individual's own
attitude or intention toward the behavior is often shaped by
the evaluations and opinions expressed by those key
people in their social circle?®>V. Therefore, consumer
habits in consuming a product will be influenced by
subjective norms formed by the person's closest group.
Based on this, this study proposes the following hypothesis
H.6. Subjective Norms have a significant effect on
Habitual

2.1.6. Perceived Behavioral Control toward
Habitual in Organic Food Products

PBC has been theorized and empirically demonstrated to
have a direct influence on behavior. There is even
empirical evidence from systematic observations and
meta-analyses for the use of the TPB in understanding
human  health  behavior’?3®.  Previous research
recommends that the TPB framework include additional
factors, such as habits. Habits can be measured by how
often an individual performs behavior in the past. Evidence
to date suggests a direct influence of past behavior on
current behavior as in the TPB framework>**9). Therefore,
the hypothesis proposed is

H.7. Perceived Behavioral Controls have a significant
effect on Habitual

2.1.7. Trust toward Purchase Intention of organic
food products

Trust is also one of the important factors in determining a
person's behavioral intentions, especially in food
products®®. Trust encourages food purchasing intentions
due to the uncertainty of the production process and the
guarantee of the quality of the promised food products so
that it can increase a person's behavioral intentions in
choosing food products®”. Therefore, the hypothesis
proposed is

H.9. Trust has a significant effect on Purchase Intention

2.1.8. Habits toward Purchase Intention of
Organic Food Products

Habits are learned actions that are goal-directed and
usually result in perceived benefits that are repeated by
consumers. Strong habits are formed by past behavior, and
some habits occur automatically without consumers being
aware of the habit’®. Habits are cognitive constructs that
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unconsciously or consciously shape individuals’
behavioral predispositions. These constructs, in turn, are
influenced by a combination of intrinsic (internal) and
extrinsic (external) factors’®. Daily habits, such as
consuming organic food, can be specifically related to
purchase intentions*®*). Therefore, the hypothesis
proposed is

H.10. Habits have a significant effect on Purchase
Intention

2.2. Health Self-Identity

Michaelidou and Hassan (2008) observed that self-identity
strongly shapes consumers’ attitudes and purchase
intentions toward organic products, reflecting a
commitment to maintaining a health-conscious lifestyle!?.
Similarly, Moran and Sussman (2014) identified self-
identity as a key driver in the adoption of healthier
lifestyles when promotional strategies effectively highlight
the lifestyle’s benefits (for example, regular physical
activity and environmentally friendly purchasing)*?.

Self-identity is usually built in the context of a social group
and can uniquely reflect a person's personality*®). People
who identify themselves as someone who lives a healthy
lifestyle through their eating will develop a strong health
consciousness and ultimately engage in habits that are
consistent with health**%. Those who identify themselves

Attitnde

Hi1

as having a healthy lifestyle believe that their lifestyle
provides benefits for them, which will encourage the
purchase of nutritious food products that they trust to give
benefit'?. Therefore, the hypothesis proposed is

H.4. Health Self-Identity has a significant effect on Trust
H.8. Health Self-Identity has a significant effect on
Habitual

Figure 1 presents the hypothesis development of
Indonesian customers’ intentions on organic food products.
In this model, attitude (ATT), subjective norm (SN),
perceived behavioral control (PBC), and health self-
identity (HSI) act as antecedents of two mediating
variables. Paths H.1-H.4 link the four antecedents to trust,
and paths H.5-H.8 link them to habitual behavior. Paths
H.9 and H.10 link trust and habitual behavior, respectively,
to purchase intention. Fig. 1 represents one of these ten
hypothesized paths.

2.3. Comparison with Previous Studies

To contextualize the contribution of the present study,
Table 1 provides a systematic comparison of the proposed
research framework and key findings against those of
closely related prior studies. Table 1. Comparison of the
Proposed Study with Previous Related Studies on TPB,
Health Self-Identity, and Organic Food Purchase Intention.

Subjective
Norm H2
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FPerceived 3
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Health zelf- HE
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Fig. 1: Proposed research model and hypothesized relationships

Table 1: Comparison of the Proposed Study with Previous Related Studies on TPB, Health Self-Identity, and Organic Food Purchase

Intention
No Study Country Theoretical Key constructs method n Key finding
(author framework
Year)
1 Nardietal. Global Theory of Attitude, Subjective Meta- 78 TPB constructs reliably
(2019)” (meta- Planned Norm, PBC — Food  analysis (78 studies predict food purchase
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No Study Country Theoretical Key constructs method n Key finding
(author framework
Year)
analysis Behavior (TPB)  Purchase Intention studies) decisions; explains more
than 50% of variance in
food purchase intentions
across multiple cultural
contexts
2 Saxena & Vij India Theory of Attitude, Subjective Survey + N/A Attitude and Subjective
(2024)" Planned Norm, PBC — SEM Norm significantly
Behavior (TPB)  Organic Food influence organic food
Purchase Intention purchase intentions
among consumers in
Uttarakhand, India
3 Pangetal. Malaysia ~ TPB + Attitude, Subjective SEM 366 Attitude and  PBC
202119 Protection Norm, PBC, Health significantly  influence
Motivation Concern — Organic organic food purchase
Theory (PMT) Food Purchase intention; health concern
Intention serves as an additional
predictor beyond classic
TPB constructs
4  Najibetal. Indonesia  Extended TPB Individual factors, SEM 300 Individual and socio-
(2022) ¥ Socio-cultural factors cultural  factors  are
— Organic Food significant driving forces
Purchase Intention of organic food purchase
intentions among
middle-class Indonesian
consumers
5 Sultan et al. Australia ~ TPB + Trust Attitude, Subjective PLS-SEM 312 Trust  mediates  the
(2020)1D Norm, PBC, Trust, relationship between
Communication — PBC and purchase
Organic Food intention; Subjective
Purchase Intention Norm moderates the
intention-behavior gap in
organic food
consumption
6  Michaelidou  United Self-Identity + Health consciousness, Survey 221 Health self-identity
& Hassan Kingdom  TPB Food safety concern, significantly shapes
(2008)'? Ethical self-identity consumers' attitudes and
— Organic Food purchase intentions
Attitude and Purchase toward organic food
Intention products  through an
identity-based
mechanism
7  Zahria et al. Indonesia  TPB + Health ATT, SN, PBC, HSI PLS-SEM 110 SN significantly
(2026) Self-Identity — Trust, Habitual (SmartPLS influences Trust; PBC
(HSI), with Behavior — Purchase 4.0) and HSI significantly
Trust and Intention influence Habitual
Habitual Behavior; Trust and
Behavior as Habitual Behavior both
mediating significantly predict
variables Purchase Intention; ATT

not significant in
Indonesian context.

Note: ATT = Attitude; SN = Subjective Norm; PBC = Perceived Behavioral Control; HSI = Health Self-Identity; Pl = Purchase Intention;
PMT = Protection Motivation Theory; PLS-SEM = Partial Least Squares Structural Equation Modeling.
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3. Material and Method
3.1. Sample and Data Collection

For this study, the questionnaire items were adapted from
previously published sources to ensure content validity.
Online surveys are used to collect respondents. The
number of samples taken in this research was 110 organic
food customers over the last year. In this research, the PLS-
SEM method was used. This is based on the presence of
latent/exogenous variables, which are formed with
reflective and formative indicators and form a moderating
effect?”. The research instruments used are presented in
the following Table 2.

The respondents of this study numbered 110 people, with
the distribution of research respondent characteristics

presented in Table 3. As shown in Table 3, the sample is
predominantly composed of Generation Z (8-23 years,
60.0%) and Millennial (24-39 years, 30.0%) respondents,
which together constitute approximately 90% of the total
sample. This generational concentration reflects the nature
of the online convenience sampling strategy employed, as
younger generations tend to be more digitally accessible
and responsive to online surveys. Readers are therefore
encouraged to interpret the findings with this sampling
constraint in mind, as the results may not fully generalize
to older consumer segments (Gen X, Baby Boomers, and
Silent Generation). Future research should aim for a more
age-balanced sample for instance, through stratified or
quota sampling to enhance the representativeness and
generalizability of findings across all generational cohorts.

Table 2: Research Instrument Item, Measurement Indicators, and Corresponding Variable Symbols Used in the PLS-SEM Model

Variable Measurement items Symbols
Attitude 1. I think buying organic food is interesting Attl
2. I consider organic food healthier than conventional food Att2
3. I prefer organic food because it tastes better than non-organic food Att3
4. I believe eating organic food is beneficial for my family Att4
Subjective Norm 1. My family members consider eating and buying organic food important SN1
2. Most of my colleagues think that buying organic products is the right thing to do SN2
3. My close friends and family members would appreciate it if I bought organic food SN3
4. 1 feel confident to follow the advice of the information media (such as magazines, SN4
television, etc.) to buy organic food for my family's consumption
PBC 1. It is easy for me to buy organic vegetables regularly PBCl1
2. I think organic food is expensive PBC2
3. I have the resources (money, time, and knowledge) and ability to buy organic food PBC3
Purchase 1. I am considering buying food labelled organic for my family's consumption today Int1
Intention 2. T want to buy organic food for the next month Int2
3. I intend to visit restaurants that serve organic food in the future Int3
Behavioal 1. I do it regularly Hbtl
2. I do it without having to remember consciously Hbt2
3. I feel weird if [ don't Hbt3
4.1 don't have to think about it Hbt4
HIS 1. Eating organic food is an important part of who I am HSI1
2. I would feel confused if I couldn't eat organic food HSI2
3. I follow health trends and will only eat organic food HSI3
Moral 1. I feel guilty if I don't eat organic food MO1
2. I feel morally wrong if I don't eat organic food MO2
3. It goes against my principles of life if I don't eat organic food MO3
Trust 1. I believe that food with the organic certification logo is organic food Trsl
2. I believe that the quality of organic food can be known from the taste or variety of Trs2
organic food
3. I believe that eating organic food has high benefits Trs3
Knowledge 1. I know from the name and packaging that sometimes they are not aware Knwl
2. I know from the taste/variety Knw2
3. I know the process and benefits of brown and white rice. Knw3
Table 3: Demographic Characteristics of Research Respondent (n = 110)
Characteristic Category F LA
Domicile Java 87 87.0

Cite: 1. Zahria, I. Vanany, R. Widyaningrum, "Intention of Young Adult Customers in Indonesia to Purchase Organic Food Products:
The Theory of Planned Behavior and Health Self-Identity". Evergreen, 13 (04) 1327-1340 (2026). https://doi.org/10.5109/7449784.

- 1332 -



Intention of Young Adult Customers in Indonesia to Purchase Organic Food Products: The Theory of Planned Behavior and Health Self-Identity

Characteristic Category F A
Outside Java 23 23.0

Gender Male 44 40
Female 66 60
Generation Gen Z (8-23 yo) 66 60.0
Millennial (24-39 yo) 33 30.0

Gen X (40-55 yo) 9 8.2

Baby Boomer (56-74 yo) 0.9

Post Gen (70 yo-now) 1 0.9
Education High School 13 11.8
Diploma (D1 — D4) 3 2.7
Bachelor (S1) 67 60.9
Postgraduate 27 24.5

Occupation Housewife 3 2.7
State-Owned Enterprise Employee 1 0.9
Private Employee 17 15.5

Civil Servant (PNS) 9 8.2

Student / College Student 76 69.1

Self-Employed 4 3.6
Monthly Income (IDR) <1.500.000 72 65.5
1.500.001 — 3.500.0 12 10.9
3.500.001 — 5.000.0 12 10.9

5.000.001 — 7.500.0 3 2.7
>7.500.000 11 10.0
Marital Status Unmarried 81 73.6
Married 29 26.4

Total 110 100

The respondents of this study numbered 110 people, with
the distribution of research respondent characteristics as
follows in Table 3. Most of the research respondents live
on Java Island (n = 87, 87.0%), are female (n = 66, 60%),
belong to Generation Z (n = 66, 60.0%), work as students
or college students (n =76, 69.1%), have a monthly income
of IDR 1,500,000 or below (n = 72, 65.5%), and are
unmarried (n = 81, 73.6%).

3.2. PLS-SEM Analysis Procedure

In this research, Partial Least Squares Structural Equation
Modeling (PLS-SEM) was employed as the primary
analytical method, using SmartPLS 4.0 software. PLS-
SEM is a variance-based structural equation modeling
technique that offers several methodological advantages
particularly relevant to this study: (a) it is well-suited for
predictive modeling of complex multi-construct
frameworks; (b) it accommodates smaller sample sizes
compared to covariance-based SEM (CB-SEM); (c) it
makes no distributional assumptions about the data; and
(d) it can simultaneously handle both reflective and
formative measurement models. The presence of
latent/exogenous variables formed with reflective and
formative indicators further justifies the selection of PLS-
SEM for this study*?.

The PLS-SEM analysis was conducted in two sequential

stages following the two-step procedure recommended by
Hair et al. (2017)*". Stage 1: Measurement Model
Assessment: This stage evaluates the psychometric
properties of the constructs by examining (i) indicator
reliability (factor loadings >= 0.60, following Chin
(1998)*)), (ii) internal consistency reliability (composite
reliability, CR > 0.70), (iii) convergent validity (average
variance extracted, AVE > 0.50), and (iv) discriminant
validity. Stage 2: Structural Model Assessment: This stage
evaluates the path coefficients (beta), the coefficient of
determination (R”2), and the statistical significance of
hypothesized relationships via bootstrapping (5,000
subsamples) to test the ten proposed hypotheses.
Conceptually, the PLS-SEM measurement model for
reflective indicators is expressed as:

xij = Aij-&j + €ij (1)

where x ij is the i-th observed indicator of the j-th latent
construct, A ij is the outer loading (factor loading), x ij is
the j-th latent variable score, and € ij is the indicator-
specific measurement error term.

The structural (inner) model linking latent variables is
expressed as:

nj=pO+2BL<k) +¢j )
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where eta j is the endogenous (dependent) latent variable,
B kj is the structural path coefficient representing the effect
of exogenous construct x ik on n j, and { j is the structural
residual error term.

For the present study, the three structural equations of the
model are specified as follows:

Trust = By-ATT + B2-SN + Bs-PBC + B, - HSI +
& [H1-H.4] 3)

Habitual = Bs-ATT + Bs-SN + B;-PBC + Pg- HSI +
{2 [H.5—H.8] “)

Purchase Intention = B - Trust + f10- Habitual +
s [H.9—H.10] (5)

where ATT = Attitude, SN = Subjective Norm, PBC =
Perceived Behavioral Control, HSI = Health Self-Identity,
and the beta coefficients correspond to the path
coefficients for hypotheses H.1 through H.10 respectively.

4. Result and Discussion

In SmartPLS, data analysis techniques are used to assess
the outer model according to three criteria: Convergent

Validity, Discriminant Validity, and Composite Reliability.

4.1. Measurement Model

The convergent validity of the reflective measurement
model was assessed based on the correlation between each
item's score or component score estimated using PLS
software. This study employed Partial Least Squares
Structural Equation Modeling (PLS-SEM) using
SmartPLS 4.0 to analyze the proposed research model.
PLS-SEM was chosen due to its suitability for predictive
modeling and its ability to handle complex relationships
with smaller sample sizes, compared to covariance-based
SEM (CB-SEM). Data analysis included the assessment of
measurement model reliability and validity, followed by
hypothesis testing through the structural model.

A reflective indicator is considered adequate if it correlates
above 0.70 with its corresponding construct. Nevertheless,

Chin (1998) suggested that loading values ranging from
0.50 to 0.60 may be acceptable in exploratory research or
initial scale development*®. Consequently, this study
adopted a minimum loading threshold of 0.60. Construct
reliability and convergent validity were further evaluated
using composite reliability and the Average Variance
Extracted (AVE) for each construct. A construct was
deemed reliable if its composite reliability exceeded 0.70
and its AVE was above 0.50.

The outer model analysis, which examines the correlations
between constructs and their indicators, indicates that
convergent validity is achieved, as every indicator exhibits
a loading factor above 0.60. Furthermore, an indicator
correlation analysis (discriminant validity) was conducted
to verify that the conceptual domain of each latent variable
is distinct from those of the other variables. Based on the
Composite Reliability and Average Variance Extracted
(AVE) results (Table 4), it can be concluded that all
constructs satisfy the reliability criteria. This finding is
supported by composite reliability values exceeding 0.70
and AVE wvalues exceeding 0.50, in line with the
recommended thresholds.

4.2. The Structural Model

Figure 2 below presents the results of a SmartPLS analysis
examining the influence of respondents’ attitudes, health
self-identity, perceived behavioral control, and subjective
norms on purchase intention.

The statistical significance of the estimated parameters
offers valuable insights into the interrelationships among
the research variables. The values reported in the inner
weight output serve as the basis for hypothesis testing.
Table 5 displays the estimated results relevant to the
evaluation of the structural model and the outcomes of the
hypothesis tests.

Table 5 presents the hypothesis testing results, with five
hypotheses rejected and five hypotheses supported. The
following sections discuss the results organized by the
three structural equations of the model.

Table 4: Assessment of the Measurement Model: Reliability and Validity Indicators (Cronbach's Alpha, CR, AVE, Factor Loadings)
for Each Construct

Construct Item Cronbach's a CR AVE Factor Loading
Attitude Attl 0.764 0.85 0.589 0.701
Att2 0.774
Att3 0.710
Att4 0.871
Health self-identity HSI1 0.753 0.857 0.667 0.873
HSI2 0.787
HSI3 0.788
Habitual Hbtl 0.786 0.862 0.609 0.791
Hbt2 0.819
Hbt3 0.772
Hbt4 0.739
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Construct Item Cronbach's a CR AVE Factor Loading
Purchase Intention Intl 0.658 0.813 0.593 0.679
Int2 0.830
Int3 0.794
Perceived behavioural control PBC1 0.81 0.889 0.729 0.939
PBC2 0.861
PBC3 0.752
Subjective Norm SN1 0.808 0.873 0.634 0.804
SN2 0.824
SN3 0.723
SN4 0.829
Trust Trsl 0.718 0.837 0.633 0.711
Trs2 0.858
Trs3 0.811
Trs1 Trs2 Trs3
Att1
I
— B
Att3 / 0.229 (0.068)
"
Atta Attitude
SN1 0299 (0.003) it \
N2 e 0.294 (0.003)
“— 0.145.(0.132) Int1
0 / 0.105 (0.296)
SNa Subjective Norm Int2
001(0.995) —
PBC1 n
0.174(0.090) urchase Intention
PBC2 :> 0.424 (0.000)
PBC3 / 0.395 (0.000)
Perceived
be:acveiojral >
Hsi 0.288 (0.001)
S
HSI2 abitu
HSI3 l/‘// >\\“
Health self-
identify Hbt1 Hbt2 Hbt3 Hbta

Fig 2: Structural model to identify all constructs (ATT, SN, PBC, HSI, TRS, HBT, INT), path coefficients shown, and significant
paths (p < 0.05

4.2.1. Effects of ATT, SN, PBC, and HSI on
Trust (H.1-H.4)

Among the hypotheses examining the antecedents of Trust,
only H.2 was supported: Subjective Norm significantly
influences Trust (beta = 0.299, t = 2.954, p = 0.003). This
finding is consistent with Li et al. (2008), who observed
that individuals rely on the opinions of significant others
to establish product trust, particularly when familiarity
with the product is limited?". In the context of organic food
in Indonesia, social endorsement from family members,
peers, and community groups plays a critical role in
shaping consumers' trust in organic products.

H.1 (Attitude -> Trust, p = 0.068), H.3 (PBC -> Trust, p =
0.132), and H.4 (HSI -> Trust, p = 0.995) were all rejected
at the 0.05 significance level. The non-significant effect of

Health Self-Identity on Trust (H.4) may be explained by
the relatively early stage of organic food market
development in Indonesia, where identity-based
motivations have not yet been strongly linked to
institutional trust in organic certifications.

4.2.2. Effects of ATT, SN, PBC, and HSI on
Habitual Behavior (H.5-H.8)

Among the hypotheses examining the antecedents of
Habitual Behavior, two were supported. H.7 -- Perceived
Behavioral Control significantly influences Habitual
Behavior (beta=0.395,t=15.438, p <0.001), indicates that
consumers who perceive greater control over their
resources (time, money, and knowledge) are more likely to
form consistent organic food consumption habits. This
aligns with Armitage and Conner (2001)*? and Hagger et
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al. (2002)*¥, who established the direct effect of PBC on
behavior in the TPB meta-analytic framework.

H.8 Health Self-Identity significantly influences Habitual
Behavior (beta=0.288,t=3.493, p=10.001), demonstrates
that individuals who identify themselves as health-
conscious consumers tend to develop consistent organic
food consumption habits. This finding is in line with
Quaye et al. (2021), which shows that Health Self-Identity
provides the motivational basis for health awareness, self-
efficacy beliefs, and normative health-related beliefs,
which in turn reinforce habitual health behaviors*).

H.5 (Attitude -> Habitual, p = 0.296) and H.6 (SN ->
Habitual, p = 0.090) were rejected. The non-significant
effect of attitude on habitual behavior may suggest that, in
the Indonesian context, cognitive evaluations of organic
food alone are insufficient to generate sustained behavioral
routines without the support of perceived capability and
identity alignment.

4.2.3. Effects of Trust and Habitual Behavior on
Purchase Intention (H.9-H.10)

Both hypotheses linking the mediating variables to
Purchase Intention were supported. H.9 -- Trust
significantly influences Purchase Intention (beta = 0.294, t
= 3.005, p = 0.003), confirms that consumer trust in
organic food products is a meaningful driver of purchase
intention, consistent with Bredahl (2001)*® and Menozzi
et al. (2015)*”. H.10 Habitual Behavior significantly
influences Purchase Intention (beta = 0.424, t =4.947, p <
0.001), demonstrates that established consumption habits
have the strongest direct effect on purchase intention
among all paths in the model.

These findings collectively suggest that the pathway from
Health Self-Identity and PBC through Habitual Behavior
to Purchase Intention is particularly important in the
Indonesian organic food context. Notably, the Habitual
Behavior path coefficient (beta = 0.424) is substantially
larger than the Trust path coefficient (beta = 0.294),
indicating that routine consumption behavior is a more
powerful predictor of purchase intention than trust alone.
These results are consistent with the broader TPB literature,
which shows that behavioral intention is more strongly
governed by habit when behavior has been repeatedly
performed.

So far, there is no global consensus among experts on the
definition of "organic food", even though the term is
widely used in literature>?. It is noted that "organic food"
is defined as a type of green product that is grown and

produced organically using environmentally friendly
technology and that does not pose serious environmental
hazards!?. Organic food production is sustainable, and
those who regularly consume organic food are believed to
gain significant health benefits: organic foods are rich in
health-promoting substances and contain fewer harmful
substances®). A balanced diet centered on organic foods
reduces the risk of various diseases, including obesity and
cancer™?.

Several empirical study reviews have shown that using the
TPB framework is suitable for analyzing food choice
behavior ?. The TPB has also been extensively employed
to elucidate various eating behaviors, such as adhering to
a low-fat diet, increasing fruit and vegetable
consumption®”, and decreasing red meat intake. In
addition to food consumption, the TPB has also been
broadly applied to understand psychosocial factors
influencing food purchasing decisions>¥.

This research reinforces earlier findings and demonstrates
that Subjective Norm exerts a notable influence on Trust,
Perceived Behavioral Control significantly impacts
Habitual behavior, Trust substantially affects Purchase
Intention, and Habitual tendencies meaningfully
contribute to Purchase Intention. These findings are
consistent with previous literature (Astr@sm & Rise,
2001), which shows that TPB components explain more
than 50% of the variance in young adults' decisions to eat
healthy>>.

Table 5 presents the hypothesis testing results, with 5
hypotheses rejected and 5 hypotheses supported. The
results of the hypothesis analysis indicate that several of
the proposed hypotheses are supported: H.2 — Subjective
Norms significantly influence trust; H.7 — Perceived
Behavioral Control significantly influences habitual
behavior; H.8 — Health Self-Identity significantly
influences habitual behavior; H.9 — Trust significantly
influences purchase intention; and H.10 — Habitual
Behavior significantly influences purchase intention.

The results of this study indicate that Health Self-Identity
has a significant effect on Habitual. This finding is in line
with research by Quaye et al. (2021), which shows that
Health Self-Identity is the basis of motivation to maintain
health awareness, self-efficacy beliefs, consumer
knowledge about healthy living, and normative beliefs*”.
Health awareness and self-efficacy, in turn, influence
healthy behavioral intentions.

Table 5: Results of hypothesis testing: Path Coefficients (), T-Statistics, P-Values, and 95% Bootstrap Confidence Intervals

95% confidence

Hypothesis Cause and effect Coefficient T Value P Values interval Conclusions
H.1. Attitude -> Trust 0.229 1.831 0.068 -0.026  -0.464  Rejected
H.2. Subjective Norm -> Trust 0.299 2.954 0.003 0.103  -0.505 Supported
H.3. Perceived behavioural control -> Trust 0.140 1.507 0.132  -0.037 -0.327  Rejected
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95% confidence

Hypothesis Cause and effect Coefficient T Value P Values interval Conclusions
H4. Health self-identity -> Trust -0.001 0.006 0.995 -0.218 -0.205  Rejected
H.S. Attitude -> Habitual 0.105 1.045 0.296 -0.076  -0.318  Rejected
H.6. Subjective Norm -> Habitual 0.174 1.697 0.090  -0.025 -0.380  Rejected
H.7. Perceived behavioural control -> Habitual 0.395 5.438 0.000 0.248  -0.538  Supported
H.8. Health self-identity -> Habitual 0.288 3.493 0.001 0.134  -0.447  Supported
H.9. Trust -> Purchase Intention 0.294 3.005 0.003 0.094 -0.476  Supported
H.10. Habitual -> Purchase Intention 0.424 4.947 0.000 0.261 -0.592  Supported

Table 6: Model Fit Assessment Indicators for the Saturated and Estimated PLS-SEM Model
Fit Indicator Saturated Model Estimated Model
SRMR 0.089 0.094
d ULS 2.395 2.628
dG 0.871 0.903
Chi-Square 544.121 556.575
NFI 0.630 0.622

4.3. Model Fit Assessment

To ensure the validity and reliability of the proposed
structural equation model, several model fit indicators
were evaluated. These included the Standardized Root
Mean Square Residual (SRMR), d ULS, d G, Chi-Square,
and Normed Fit Index (NFI) for both the saturated model
and the estimated model. The results are summarized in
Table 6.

To evaluate the adequacy of the model, several goodness-
of-fit indices were examined. The SRMR value for the
estimated model was 0.094, which is below the acceptable
threshold of 0.10, indicating a good fit. Additional
indicators such as d ULS (2.628), d G (0.903), and Chi-
Square (556.575) support the model’s adequacy. The NFI
value of 0.622, although below the ideal cutoff, remains
acceptable for exploratory PLS-SEM studies. These results
demonstrate that the model fits the data reasonably well.

5. Conclusion

This study extended the Theory of Planned Behavior
(TPB) by incorporating Health Self-Identity (HSI) with
trust and habitual behavior as mediating variables to
investigate organic food purchase intentions among 110
Indonesian consumers, analyzed via PLS-SEM (SmartPLS
4.0). Five of ten hypotheses were supported. Among the
antecedents of Trust, only Subjective Norm was significant
(H2: P 0.299, p 0.003), indicating that social
influences are the primary driver of consumer trust in
organic food in Indonesia. Among the antecedents of
Habitual Behavior, both Perceived Behavioral Control
(H.7: p=0.395, p <0.001) and Health Self-Identity (H.8:
B = 0.288, p = 0.001) were significant, underscoring the
roles of practical capability and health-conscious identity
in forming consumption habits. Both Trust (H.9: § =0.294,
p = 0.003) and Habitual Behavior (H.10: § = 0.424, p <

0.001) significantly influenced Purchase Intention, with
Habitual Behavior exhibiting the stronger effect.
Practically, these findings suggest that marketers should
reinforce perceived behavioral control through improved
accessibility and nutritional literacy, strengthen health
self-identity through targeted campaigns, and leverage
social proof to build consumer trust

This study is limited to the TPB and HSI theoretical
frameworks only, so it is possible that using other
theoretical frameworks will provide different results. The
sample is dominated by Generation Z (60.0%) and
Millennials (30.0%) approximately 90% of respondents
which may limit generalizability to older consumer
segments. The futures study encourage to recruite the
participants in each generations to get the comprehensive
results about intention to buy organic food. The study is
also limited to the intention of buying organic food in
general, without distinguishing the type of organic food.
Therefore, it is recommended that further research analyze
consumer purchase intentions based on the type of organic
food using the multigroup analysis (MGA) framework.
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  x   i j   =   𝜆   i j · 𝜉   j   +   𝜀   i j


  T r u s t   =   𝛽 ₁ · A T T   +   𝛽 ₂ · S N   +   𝛽 ₃ · P B C   +   𝛽 ₄ · H S I   +   𝜁 ₁                 [ H . 1 − H . 4 ]


  H a b i t u a l   =   𝛽 ₅ · A T T   +   𝛽 ₆ · S N   +   𝛽 ₇ · P B C +   𝛽 ₈ · H S I   +   𝜁 ₂             [ H . 5 − H . 8 ]


  P u r c h a s e   I n t e n t i o n   =   𝛽 ₉ · T r u s t   +   𝛽 ₁ ₀ · H a b i t u a l   +   𝜁 ₃               [ H . 9 − H . 10 ]

