~ A Service of
’. b Leibniz-Informationszentrum

.j B I l I Wirtschaft
) o o o Leibniz Information Centre
Make Your PUbllCCltlonS VZSlble. h for Economics ' '

Hengboriboon, Lakkana; Naruetharadol, Phaninee; Ketkeaw, Chavis; Gebsombut,
Nathatenee

Article

The impact of product image, CSR and green marketing
in organic food purchase intention: Mediation roles of
corporate reputation

Cogent Business & Management

Provided in Cooperation with:
Taylor & Francis Group

Suggested Citation: Hengboriboon, Lakkana; Naruetharadol, Phaninee; Ketkeaw, Chavis; Gebsombut,
Nathatenee (2022) : The impact of product image, CSR and green marketing in organic food
purchase intention: Mediation roles of corporate reputation, Cogent Business & Management, ISSN
2331-1975, Taylor & Francis, Abingdon, Vol. 9, Iss. 1, pp. 1-20,
https://doi.org/10.1080/23311975.2022.2140744

This Version is available at:
https://hdl.handle.net/10419/289317

Standard-Nutzungsbedingungen: Terms of use:

Die Dokumente auf EconStor durfen zu eigenen wissenschaftlichen Documents in EconStor may be saved and copied for your personal
Zwecken und zum Privatgebrauch gespeichert und kopiert werden. and scholarly purposes.

Sie durfen die Dokumente nicht fiir 6ffentliche oder kommerzielle You are not to copy documents for public or commercial purposes, to
Zwecke vervielféltigen, 6ffentlich ausstellen, 6ffentlich zugénglich exhibit the documents publicly, to make them publicly available on the
machen, vertreiben oder anderweitig nutzen. internet, or to distribute or otherwise use the documents in public.
Sofern die Verfasser die Dokumente unter Open-Content-Lizenzen If the documents have been made available under an Open Content
(insbesondere CC-Lizenzen) zur Verfiigung gestellt haben sollten, Licence (especially Creative Commons Licences), you may exercise
gelten abweichend von diesen Nutzungsbedingungen die in der dort further usage rights as specified in the indicated licence.

genannten Lizenz gewahrten Nutzungsrechte.

-. https://creativecommons.org/licenses/by/4.0/
Mitglied der
WWW.ECOMSTOR.EU K@M 3
. J . Leibniz-Gemeinschaft


https://www.econstor.eu/
https://www.zbw.eu/
http://www.zbw.eu/
https://doi.org/10.1080/23311975.2022.2140744%0A
https://hdl.handle.net/10419/289317
https://creativecommons.org/licenses/by/4.0/
https://www.econstor.eu/
https://www.leibniz-gemeinschaft.de/

Taylor & Francis
C'ﬁ‘gent Tayk%{&fmnm\(.r(mp

business .
obe Ll Cogent Business & Management

ISSN: (Print) (Online) Journal homepage: www.tandfonline.com/journals/oabm20

The impact of product image, CSR and green
marketing in organic food purchase intention:
Mediation roles of corporate reputation

Lakkana Hengboriboon, Phaninee Naruetharadol, Chavis Ketkeaw &
Nathatenee Gebsombut

To cite this article: Lakkana Hengboriboon, Phaninee Naruetharadol, Chavis Ketkeaw &
Nathatenee Gebsombut (2022) The impact of product image, CSR and green marketing in
organic food purchase intention: Mediation roles of corporate reputation, Cogent Business &
Management, 9:1, 2140744, DOI: 10.1080/23311975.2022.2140744

To link to this article: https://doi.org/10.1080/23311975.2022.2140744

8 © 2022 The Author(s). This open access
article is distributed under a Creative
Commons Attribution (CC-BY) 4.0 license.

ﬁ Published online: 14 Nov 2022.

\]
C»/ Submit your article to this journal &

||I| Article views: 5667

A
& View related articles &'

View Crossmark data &'

@ Citing articles: 6 View citing articles &'

Full Terms & Conditions of access and use can be found at
https://www.tandfonline.com/action/journallnformation?journalCode=oabm?20


https://www.tandfonline.com/action/journalInformation?journalCode=oabm20
https://www.tandfonline.com/journals/oabm20?src=pdf
https://www.tandfonline.com/action/showCitFormats?doi=10.1080/23311975.2022.2140744
https://doi.org/10.1080/23311975.2022.2140744
https://www.tandfonline.com/action/authorSubmission?journalCode=oabm20&show=instructions&src=pdf
https://www.tandfonline.com/action/authorSubmission?journalCode=oabm20&show=instructions&src=pdf
https://www.tandfonline.com/doi/mlt/10.1080/23311975.2022.2140744?src=pdf
https://www.tandfonline.com/doi/mlt/10.1080/23311975.2022.2140744?src=pdf
http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2022.2140744&domain=pdf&date_stamp=14 Nov 2022
http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2022.2140744&domain=pdf&date_stamp=14 Nov 2022
https://www.tandfonline.com/doi/citedby/10.1080/23311975.2022.2140744?src=pdf
https://www.tandfonline.com/doi/citedby/10.1080/23311975.2022.2140744?src=pdf

Hengboriboon et al., Cogent Business & Management (2022), 9: 2140744
https://doi.org/10.1080/23311975.2022.2140744

CrossMark

Received: 21 August 2022
Accepted: 24 October 2022

*Corresponding author: Nathatenee
Gebsombut, International College,
Khon Kaen University, Khon Kaen,
Thailand

E-mail: nathge@kku.ac.th

Reviewing editor:
Maria Palazzo, Universita degli Studi
di Salerno, Italy

Additional information is available at
the end of the article

cogent--0a

MARKETING | RESEARCH ARTICLE

<k cogent

business &
mManagement

The impact of product image, CSR and green
marketing in organic food purchase intention:
Mediation roles of corporate reputation
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Nathatenee Gebsombut*

Abstract: Recent research has focused mainly on the impact of corporate social
responsibility (CSR). However, few studies have examined the impact of CSR and
corporate image on organic food consumption, particularly in developing nations.
This study explores the effect of corporate social responsibility on consumers’
intention to purchase organic food in Thailand. This research paper conducts
quantitative analysis using a questionnaire that sampled 523 Thai consumers. To
examine the effects of the product image and corporate reputation for corporations
that implement corporate social responsibility programs on consumer decision-
making, a structural equation model is applied. The results supported that product
image and corporate image/reputation were the crucial factors influencing Thai
consumers’ perspectives and purchase intentions. This research contributes to
guiding corporations in applying the findings to build their company image and
corporate social responsibility (CSR) toward enterprises. The current study
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demonstrates how green knowledge and environmental concerns assist firms and
contribute to achieving sustainable development goals, focusing on environmental
elements. Data collection and generalization to other green consumers are limita-
tions of this study.

Subjects: Corporate Social Responsibility; Asian Business; Consumer Behaviour

Keywords: consumers’ perspective; green marketing; company image; product image; CSR;
purchase intention; organic food

Jel classifications: marketing; social responsibility; strategy

1. Introduction

The world has experienced resource and environmental problems such as global warming, nonbio-
degradable solid waste, and the harmful impacts of pollutants. Green marketing was initiated in the
1980s when the United Nations noticed the effects of global warming. Green marketing is a tool to
protect the environment by producing and promoting products or services that are environmentally
friendly or generate a positive effect on the environment (Rahbar & Wahid, 2011). The former
definition of this strategy was recommending safe and eco-friendly products. Green marketing also
refers to other marketing concepts, such as ecological marketing, environmental marketing, or
sustainable marketing (Tapa & Verma, 2014). In recent years, green marketing has established
entrepreneurial opportunities to encourage organizations and positively impact consumers in the
aspects of quality, convenience, and price without affecting the environment (Poungchompu et al.,
2012). Consumer demand for and acceptance of organic foods have increased worldwide (Willer
et al.,, 2021). Due to customers’ choice of safer and healthier foods during the past few years, the
market value of such foods tends to be rising (Jitrawang & Krairit, 2019). Organic food markets have
been expanding in developed and developing countries. Organic foods are positioned as healthy,
environmentally friendly products and have a low risk to farmers’ health, thus receiving a high selling
price in return (Mohamad et al., 2014). In Thailand, which has a higher cost of organic food produc-
tion, the agricultural industry cannot avoid using chemical substances, which can degrade natural
resources and the environment (Poungchompu et al., 2012). Organic foods are considered healthful,
the best option for the environment, and low risk to the health of farmers. This allows organic food
markets to significantly expand in developed and developing agricultural economies worldwide,
including Thailand, (JiumpanyaracJiumpanyarach, 2018). In Thailand’s northeastern region, which
is the main area that produces organic foods that are sold in markets, an organic food standard
network has been established to ensure the product’s safety and quality (Sitthisuntikul et al., 2018).
Policies and regulations can establish a certified organic logo to prove quality and safety to farmers
and consumers (Janssen, 2010). Previous research studied consumers in organic food markets. For
example, Aungatichart et al,, ((2020) studied factors motivating customers’ purchase intention and
actual behaviours of organic food in Thailand. The research results demonstrate the considerable
influence of intention on real organic food buying behaviour and reveal that the actual purchase
behaviour of Thai consumers of organic food is significantly influenced by purchase intention
(Aungatichart et al., ((2020). In 2006, Thailand enforced the organic agricultural rules, the objectives
of which are to reduce farmers’ debt, increase production, mitigate health risks, improve the environ-
ment, and assist smallholder farmers in achieving sustainability. Thailand’s 10th, 11th, and 12th
National Economic and Social Development Plan have attempted to implement organic strategies,
including delivering organic knowledge and innovation, developing both traditional and commercial
organic farming and enhancing management and coordination mainly for the countrys organic
agriculture development (JiumpanyaracJiumpanyarach, 2018).

Currently, green marketing has been used as a unique selling proposition and emphasizes food for

consumption. A trend of health and environmental awareness among consumers, especially the
consumption of healthy foods, has grown. Consumers are aware of maintaining their health and
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consuming safe and beneficial food (Smith & Paladino, 2010). Moreover, consumers have become
more attentive to social responsibility for natural resources and the environment by buying eco-
labelled products, sorting waste, recycling, and saving energy. Various activities, including packaging
changes, product adaptation, and adjustable advertising, respond to humans’ needs and expecta-
tions with a minor effect on the environment (Ko et al., 2013). Corporate social responsibility (CSR) is
a central concept in the marketing industry (Akbari et al.,, 2019; Han & Lee, 2021). However, there
have been few studies concerning consumer social responsibility, particularly in emerging economies
(Christis & Wang, 2021; Munerah et al., 2021). The resource-based theory asserts that corporate social
responsibility (CSR) is a desirable addition to a differentiation strategy because it raises the value of
a companys reputation across a wide range of industries (Famiyeh, 2017; McWilliams et al., 2011) but,
none of which has attained CSR in the organic food industry.

The recent increase in organic food consumption in Thailand can be linked to government
legislation, an increase in consumer affluence, and a shift in food consumption habits
(Yanakittkul & Aungvaravong, 2020). Thailand exports and sells organic products to well-known
worldwide grocery chains and organic-focused stores. Exports of organic foods to the United
States, the United Kingdom, Scandinavian countries, and Singapore experienced double-digit
growth rates (Pracharuengwit & Chiaravutthi, 2015).

Thus, many factors, such as being environmental friendliness and environmental knowledge,
affect consumers’ purchase intentions and perspectives on organic food products. Including
a product image and promoting social responsibility could affect a companys reputation. The
organic food concept of entrepreneurship starts with the desire to create beneficial advantages,
which are helpful for Thai consumers and inspired by the sufficiency economy concept. Organic
foods are the first choice for health lovers. They are also consumed by the concept of “save the
world”. Green marketing is a business that does not cause any adverse effects on the global
environment or the surrounding society. Green marketing may also include having a considerable
impact on the economy. Thus, using green marketing is one method to create knowledge and
understanding of the problems and obstacles and provide guidelines for success.

In developing a CSR system in the organic food industry, marketers should understand the
relationship between CSR and consumers’ purchase intention; however, few studies in Thailand
have studied or measured this particular component. Hence, the present research aims to (1)
investigate the interrelationship among the factors influencing Thai consumers’ attention to
purchase organic foods and (2) evaluate the influence of the green marketing reputation of
organic food businesses on consumers.

2. Study references and hypothesis

2.1. Green marketing and the role of green marketing

There are various definitions of green marketing as forming essential business strategies in the
future and increasing awareness of the environment (McDaniel & Rylander, 1993). Green marketing
is one of the critical trends in modern business (Pujari & Wright, 1996) focusing on a customer who
prefers eco-friendly goods and services (Y. K. Lee, 2020).

According to the American Marketing Association (AMA), green marketing was described as the
activities conducted by companies related to requirements and recommendations for combining
environmental issues with an organizations strategic marketing plan to establish consumers’ and
societys satisfaction (Bennett, ; R & I, 2011). Moreover, green marketing is a strategy for manu-
facturing goods that can promote environmentally responsible behaviour and sustainable devel-
opment of a society (Rajadurai et al., 2021; Tulsi & Ji, 2020).

The role of green marketing is marketing with environmental responsibility and providing an
example of sustainable practices for consumers through marketing. The theory of green marketing
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is significant for marketing information regarding environmental responses. Few studies have
examined the high degree of environmental knowledge; hence, there is a crucial positive impact
on consumers’ green purchasing intention (Hossain & Marinova, 2013). Currently, companies and
consumers pay attention to the effects of their acts on the environment and the environment they
form (Domazet et al, 2016). A further integrative viewpoint defines “Green marketing” as the
synthesis of consumer perspectives, the generation of profitability through purchasing and envir-
onmental responsibility (Sedky & AbdelRaheem, 2022).

Currently, consumers become more mindful of environmental preservation, ethical considera-
tion, sustainable production, and responsible marketing practices (Khattak, 2019). Nevertheless,
green marketing seems unlikely to fulfil the promise of the green world to improve customers’
quality of life or environmental benefit (Chung, 2020).

2.2. Sustainable development

Sustainable development has become a central issue in scientific research including agricultural areas.
According to Singh (2013), sustainability marketing involves the planning, organization, operation, and
control of resources and marketing programs to meet consumers’ needs and demands. Social,
economic and environmental attributes are considered to achieve organizational objectives. From
this perspective, sustainable marketing is the concept of macro marketing at the beginning of the
sustainable development concept that needs to change all participants’ behaviour, including the
behaviour of manufacturers and consumers. Moreover, the macro market and sustainable marketing
focus on the three basic ecological, social and economic principles and the processes that are
integrated by aspiring to live and have a way of life in the community (Ruggerio, 2021).

Additionally, Tripathi (2014) defined green marketing as a philosophy that primarily supports
sustainable development. Furthermore, the author recognized the importance of peoples concerns
for a healthy living environment and choosing eco-friendly products and consumer services
(Tripathi, 2014). Today, marketers search for opportunities and threats in marketing and study
the interference strategies of green marketing to determine whether they would help sustainable
improvement (Hossain & Marinova, 2013).

2.3. Environmentally friendly products/product image

The United Nations developed 17 Sustainable Development Goals (SDGs) for people, the planet and
prosperity. The environmental subthemes include natural resources (water, energy, agriculture and
biodiversity, change and corporate responsibility and accountability) (Johnston, 2016). People were
more anxious about their daily behaviour and its effect on the environment (Gericke et al., 2019).
The definition of eco-products is products and services that do not harm and affect the world,
result in the loss of life or resources or require recycling. Eco-products are also known as envir-
onmentally friendly products or green products (Adrian, 1995).

Green products are meaningful in implementing environmental standard laws and policies while
designing products to reduce the utilization of resources that could not be renewed and avoid toxic
effects. Therefore, these laws and policies are the most productive strategy to achieve green
product development. Most companies have also accepted the integration of environmental
regulations and laws, such as the initiation of chemical limitations in the green product develop-
ment process. These regulations and laws can minimize the risks that are harmful to the environ-
ment and manufacturers by responding to the expectations of consumers regarding green
consumption (Xie et al., 2019)

The goal is to influence food safety, labels, and consumers’ perspectives on the consumption of
organic foods. As most companies utilize green marketing to modify their business and sell
environmentally friendly products, this could decrease production and operating costs to attain
long-term profits and environmental sustainability (Ottman et al,, 2006). Companies can also
improve the development of green products to create standards for product alteration and use
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raw materials that are environmentally friendly, reducing the adverse effects on health and the
environment (Tsai et al., 2012). Ultimately, companies’ most incredible opportunity to use green
marketing is to obtain capital and government loans to develop technology (Ottman, 2011).

2.4. Corporate social responsibility (CSR)

Corporate Social Responsibility (CSR) originated in the 1950s. The definition of CSR is a business
operating under the principles of ethics and proper management guided by social and environ-
mental responsibility (Carroll, 2009). CSR is a sustainable concept and continues to have more
impact and gain more importance (Babiak & Trendafilova, 2011). CSR in green marketing refers to
producing products and services that are environmentally friendly and reducing environmental
impurities to benefit the environment (Tapa & Verma, 2014). Peoples behaviour of overspending
and irresponsibly using natural resources can impact the environment (Arikan & Giiner, 2013). In
the concept of sustainable development, profits are no longer a priority. CER or corporate environ-
mental responsibility focuses on daily operations and management for environmental protection,
which can be a competitive advantage among firms in legal, social, environmental, low carbon
technology, and green management that can increase firm value. (Li et al., 2020)

2.5. Hypothesis development

2.5.1. Green marketing and a companys image/reputation

Organic food has become more accessible to people worldwide (Yu et al, 2014). At present,
consumers emphasize buying premium quality food for their daily lives (Tian & Yu, 2013). Fewer
chemicals in food have resulted in the growing demand consumers for organic food (Liu et al,,
2013). Thus, organic food includes safe products consumers are willing to purchase (Liu et al,
2013). Green marketing could be a valuable tool to strengthen a corporate image because it shows
that a corporation responds to society’s desires. However, the importance of green marketing is to
create an excellent corporate image defined by customers (Ko et al., 2013). Booms and Bitner
(1982) noted that green knowledge could effectively reinforce a brand image and enhance con-
sumers’ satisfaction Nguyen and Leblanc (2001) disclosed that green marketing could positively
affect the corporate image. Thus, this current paper hypothesises that green marketing is con-
sidered a good ethical decision that could save the earth (N. Nguyen & Leblanc, 2001).
Furthermore, consumers are increasingly selective and continually assess the prestige of corpora-
tions, mistrusting those who try to establish their reputation by “greenwashing”(T. T. H. Nguyen
et al,, 2019).

Hypothesis 1: Green marketing has a direct effect on a companys image/reputation.

2.5.2. Product image and the consumers’ perspective

Most people comprehend that organic food is ethical (Canavari et al., 2007). Consumers’ attitudes
toward product quality depended on the brand image (Grewal et al., 1998). Consumers believe that
corporate image consists of three factors: corporate image, social responsibility and product
image, where product image is related to consumers’ satisfaction and product quality (Ko et al,,
2013). Consumers’ perception of the country of origin of a product also positively and negatively
impacts the perception of a product’s image. However, some consumers have negative opinions
and acceptance of green products because consumers are not confident in claims of the safety of
green products (European Commission, 2013).

Additionally, greenwashing refers to unreal facts and dishonesty and is a reason for con-
sumers’ low confidence. Another reason for the decline in confidence may be the overpromotion of
social responsibility (Polonsky, 2005). Thus, this misunderstanding has resulted in a lack of con-
fidence in green products. Moreover, this has affected consumers’ purchasing decisions and
behaviour towards organic foods (Chrysargyris et al., 2017). Given environmental protection and
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green marketing, eco-labelling could enhance the consumer perspective of a brand, enhance
consumer preference, increase purchasing, and greater appreciation for products (Rihn et al,
2019; Song et al., 2019). Therefore, the critical function of the product image is to influence
customers to purchase green products (Riskos et al., 2021).

Hypothesis 2: Product image has a direct effect on consumers’ perspectives.

2.5.3. Product image and purchase intention

Consumers are more enthusiastic about brands that are consumer-produced. Therefore, the more
eager a customer is regarding a product’s image, the more positive the purchase intention will be
(Keller, 1993). Cohen (1966) supported that an optimistic consumer perspective towards
a particular product would result in a high probability of a consumer purchase. In the case of
a green product, word of mouth also has a valuable critical impact on the product’s and company’s
image and whether customers buy a product or service (Zahid et al., 2018). Consumers preferred to
buy organic products certified by agencies; furthermore, purchases would increase if consumers
believed in the quality control and organic certification system (Chrysargyris et al., 2017). Purchase
intention could be predicted by the product image and lead to the consumer avoiding the risk of
purchasing (Ramasamy & Yeung, 2009).

Two main factors of Thai consumers purchasing organic food were the expected health and
safety gain from organic food and the nutritional value of organic food (Goh & Balaji, 2016). To
motivate purchase intention, companies need to produce high-quality products (Ko et al., 2013).
However, consumers had an optimistic attitude towards organic food, but some consumers were
willing to pay more with a positive attitude towards organic food. Thus, it can be concluded that
these consumers are the target companies that should be the focus of marketing strategies
(Radman, 2005). There are two broad factors for consumers’ purchasing decisions for green
products. The first factor is the customer’s awareness of environmental responsibility, including
searching for knowledge that can be obtained, self-interest, and the desire to improve the
environment. The second factor is the product’s benefits, such as quality, safety, price, and
efficiency (Essoussi & Linton, 2010).

Hypothesis 3: Product image has a direct effect on purchase intention.

2.5.4. CSR environmental responsibility and corporate image/reputation

CSR is described as a business that has to respond to society, the ecology, consumers, and
employees regarding health, product safety and environmental protection (Caruana &
Chatzidakis, 2014). CSR is also the primary strategy for a business and can motivate consumers
to engage in social responsibility (Green & Peloza, 2011). Consumers’ attitudes towards green
marketing show their awareness of protecting the environment and realizing that to improve their
quality of life, they prefer to buy products from socially responsible companies. Consumers thought
it was essential for them to protect the environment and buy products from socially responsible
companies that could improve the quality of people’s social lives (Cerkasov et al, 2017).
Environmental responsibility has more importance in business in terms of corporate image/reputa-
tion through actions with a strategy that is positively correlated with corporate performance
(Famiyeh, 2017; Finisterra Do Paco et al, 2009; Kardos et al, 2019; Ko et al, 2013).
A corporation with a higher reputation is accepted in business competition (N. Nguyen &
Leblanc, 2001). Green marketing is an effective strategy that can result in a positive corporate
image/reputation and respond to social needs. Consequently, having a good reputation can
increase sales from consumers who are sensitive to environmental issues, which would result in
increased profits for the firm (Albino et al., 2009; Ko et al., 2013). However, the impact of CSR
initiatives on purchasing would only be theoretical if consumers’ perceptions were low

Page 6 of 20



Hengboriboon et al., Cogent Business & Management (2022), 9: 2140744 O;K-: cogent P b us | Nness & mana ge me nt

https://doi.org/10.1080/23311975.2022.2140744

(Khojastehpour & Johns, 2014; Ueasangkomsate & Santiteerakul, 2016). Hence, in globalization,
business firms enter markets with optimal competition, where high-profile companies have
embraced corporate social responsibility as a competitive strategy to satisfy the demands of
stakeholders (Lii & Lee, 2012). Moreover, the company’s reputation improves when they employ
social standards to enhance sustainability in their focus community (Islam et al., 2021). According
to Pino et al. (2016), when realizing a high level of awareness of green marketing efforts as well as
CSR of a firm, customers adopt positive attitude toward that company, which in turn generates
a more positive image for that brand. A study also indicates that perception of a company’s CSR
actions influences consumers’ attitudes and intentions to purchase its goods. The investigation of
Tariq et al. (2022) suggests the importance of the total influence of green marketing, CSR policy,
and digital marketing on brand development. Moreover, Vu et al. (2021) indicate a positive
correlation between environmental CSR programs, attitudes regarding green products, subjective
norms, perceived behavioural norms, and green purchase intentions.

Hypothesis 4: Corporate social responsibility (CSR) has a direct effect on corporate image/reputation.

2.5.5. Corporate image/reputation and consumers’ perspective

A corporate image is defined as the information, beliefs, ideas, and perception of an organization
(Furman, 2010). Besides, a desirable company reputation improves the commitment of customers
to a firm. Moreover, the idea of corporate image could represent the identity of a person, goods
and a firm, including a service (Balmer et al.,, 2006; Loring, 2007). The corporate image is the
essential element towards developing and maintaining loyalty (Ishaq et al., 2014). It is critical to
companies’ success, to maintain their market shares and acquire high benefits to keep clients who
support and purchase products due to an excellent company image (Balla & Ibrahim, 2014; Ryu
et al, 2012). Nevertheless, corporate image is formed by utilized experiences with a spiritual,
usable product. Evaluating a company’s overall performance would give valued outcomes to
stakeholders (Fombrun et al., 2000). Customers who support an excellent corporate image would
most likely be psychologically pleased because they perceived that such a company gave value for
the money. Therefore, customers want to be involved with a company with an excellent corporate
image (Tarus et al., 2013). Creating an excellent corporate image is the first step to achieving
corporate success to attract more consumers. Additionally, an organic brand was the best stan-
dard criterion in environmental engagement. A brand’s reputation can be professionally managed
and the brand of green products can be well accepted when addressing environmental concerns
(Doszhanov et al., 2015).

Hypothesis 5: A good corporate image/reputation has a direct effect on consumers’ perspectives.

2.5.6. Corporate Image/reputation and the purchase intention

Purchase intention is the probability of a consumer choosing to purchase green products (Chen,
2013). The growth of consumers’ interest in health, nutrition and environmental protection is
increasing (Br¢i¢-Stipcevi¢ et al., 2013).

Corporate image can be improved to be the right image for consumers according to the brand
selection probability (Keller, 1993). Moreover, many studies have examined the relationship
between the images of a company’s services and products and the consumer’s purchase intention
(Pomering et al., 2009). Developing a company’s image can influence customers’ trust and the
consumers’ intention to purchase products (T. S. Lee et al., 2016). The corporate image affects
customers’ purchase intention; and discovering various elements, such as corporate image, can
improve consumers’ purchase intention (Ronaldo et al., 2018).

Nevertheless, the confidence of consumers affects the purchase intention in industries.

A proper corporate image would increase customers’ loyalty (Herington et al., 2006). Moreover,
consumers seemed to focus on the quality of products and the environment more than the price.
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Figure 1. Conceptual
framework.

Source(s): Figure created by
the authors, 2021
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Most consumers believe that companies should reduce pollution rather than increase their profit-
ability (D’Souza et al., 2007). Consumers with a firm trust in a company could understand the
effectiveness of green marketing. Additionally, a company’s image directly affects a product’s
image, which increases purchase intention (Ko et al., 2013). A good reputation is a source for the
business to survive in a current competitive environment based on a set of beliefs about the ability
and willingness to respond to different stakeholders’ interests (Fatima & Ali, 2011). Hence, corpo-
rate reputation also plays a key role as a mediator between CSR and purchase intention (Tiep et al,,
2021).

Hypothesis 6: Corporate image/reputation has a direct effect on consumers’ purchase intention.
Figure 1 demonstrates the research model as the hypotheses explained in the literature review.
3. Research methodology

3.1. Sampling and data collection

To test the proposed conceptual framework and hypotheses, the survey questionnaire was used to
collect data from customers residing in large cities in five major geographic regions of Thailand,
including the north, northeast, south, east and central regions (Vu et al., 2021). This research
collected primary data by employing a questionnaire. The questions were developed to collect
nominal, ordinal and scale data. To test the hypotheses, researchers created an online self-
administered survey. The data were collected using a self-reported online survey to reduce the
geographic obstacles to reaching respondents. The data were collected from 523 respondents
using the purposive convenience sampling method because of the large population but intention-
ally focusing on green consumers (Burns et al., 2019). Green consumers were recruited via social
media, including Facebook and email and informed that their information was treated as con-
fidential and that there would be no repeated contact made by the researcher under no circum-
stances. The self-report survey was used to reduce respondents’ bias caused by the presence of
the researcher during the survey, which causes misreporting (Cerri et al., 2019). Participation was
on a voluntary and confidential basis. All study participants provided their informed consent via
survey instructions. Participants were clearly informed that their participation was voluntary, that
they could discontinue the survey participation at will, and that their responses were kept con-
fidential and used merely for research purposes. Only completed surveys were used for the
analysis process.
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Figure 2. Hypothesis testing
results.

Source(s): Figure created by
the author, 2021.
Note(s):***denotes significance
at <0.001
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The suggested sample size for the structural equation model was determined in several ways.
Previous guidelines indicated that the number of respondents per parameter increased from 10 to
15 (Bentler & Bonett, 1980; Bentler & Chou, 1987; Hair et al., 2016) and a sufficient respondent is
10-20 per parameter with a minimum sample size of 200 (Kline, 2015). Thus, the appropriate
sample size for this research was 360 respondents since the researcher calculated the minimum
number based on 18 parameters.

The researcher conducted a pilot test to ensure that the respondents understood the
questions in the same way. A pilot test sample has to be 10% of the study’s expected
number of samples (Connelly, 2008). The researcher intended to collect 500 respondents.
Thus, the researcher collected 50 samples for the pilot test in order to reduce data errors.
From the results of the 50 respondents, the Cronbach’s alpha, which represents the reliability
of the scale, for all constructs in the questionnaire had a score rating between 0.8-0.9 as
follows: consumers’ perspective = 0.806, product image = 0.804, the corporate image/reputa-
tion = 0.943, purchase intention = 0.920, green marketing = 0.894, and CSR = 0.951. Thus, for
the perception measurement part, there were 18 questions, which had an overall Cronbach’s
alpha of 0.975. Hence, the researchers concluded that this questionnaire could be used on
a full-scale basis.

3.2. Data analysis

The purpose of this study is to examine predictors of consumers’ attitudes and intentions to
purchase green food items. Statistical programs SPSS and AMOS were used to analyse the
collected data using two-step methods as shown in Figure 2 and 3. Firstly, the factors were
confirmed using confirmatory factor analysis (CFA); secondly, a structural equation model
(SEM) was designed and estimated to test hypotheses regarding the links among the pro-
posed constructs. To analyse the data of this research, the researchers applied structural
equation modelling (SEM), which is widely used in consumer research (Ketkaew et al., 2021),
to perform factor analysis and investigate the interrelationships among variables (Clark, 1945;
Kahn, 2006). The module was designed to analyse the covariance structure, conduct a path
analysis and confirmatory factor analysis (CFA), test and estimate the causal relationships,
and confirm and explore the theory testing and theory building. The software used to analyse
the equation model and measure the questions’ reliability, which was an essential element
for the survey’s quality, was IBM SPSS (H, 2018). IBM Amos 26 was used to conduct the
descriptive analysis and analyse the latent variances and the relationships by the SEM to
avoid any measurement errors. These software packages were applied to conduct the overall
statistical analysis of the research model (Nachtigall et al., 2003). The SEM framework was

4 N Y
***0.481 Consumers’
Product Image I » Perspective
\ ) **%0.313 \ )
**%0.425
- 2 T
CSR **%0.449 Corporate Purchase
(Environment Responsibility) Image/Reputation *%%() 500 Intention
\ J ' | N, 4
**%0.467
Green Marketing Roles
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Table 1. The CFA goodness of fit indices

Model CMIN/Df RMSEA GFI AGFI CFI IFI TLI
CFA 2.707 0.056 0.935 0.907 0.976 0.976 0.97
Threshold <3 <0.08 >0.9 >0.9 >0.9 >0.9 >0.9

Source(s): Data adapted from authors,2021

improved to the most recent step to manage any missing data (R. E. R. E. Schumacker &
Marcoulides, 2009).

3.3. Ethical review
This research paper’s protocol was reviewed and approved to be exempted from full board review
by the Ethics Committee for Human Research of Khon Kaen University, No. HE623128.

4. Results and discussion

4.1. Demographic information

The respondents were 523 Thai consumers, including 404 females (77.2%) and 119 males (22.8%).
Most of the respondents were aged 20-30 years old (60.8%), followed by those aged 31-40 years old
(15.7%), 41-50 years old (15.5%), and above 50 years old (8.0%). Most respondents resided in north-
eastern Thailand (57.4%), followed by central Thailand (19.5%), northern Thailand (9.0%), eastern
Thailand (8.0%), and southern Thailand (6.1%). This study indicated that 82.2% of respondents had
experience purchasing organic food while 18.3% of respondents had never purchased organic food.

4.2. Confirmatory factor analysis

Table 1 illustrates the goodness of fit indices for confirmatory factor analysis (CFA), which is
a statistical technique used to test the underlying latent construct and observed variables
(Civelek, 2018). The criterion indicates that CMIN/DF = 2.858, which should be smaller than 3.0
(Hair et al., 2010). The Comparative Fit Index (CFI = 0.976) should be 0.90 or higher for the model
to be acceptable model (Bentler, 1995; Suhr, 2006). Goodness of Fit Index (GFI = 0.931) values
should be 0.90 or higher (Biricik Gulseren & Kelloway, 2019; Gerbing & Anderson, 1988). The
Tucker-Lewis Index (TLI = 0.968) and incremental fit index (IFI = 0.975) are good when the values
are 0.95 or above (R. R. Schumacker & Lomax, 2016; Shi et al., 2019). Moreover, the Root Mean
Square Error of Approximation (RMSEA = 0.060) should be less than 0.08 (MacCallum et al., 1996;
R. R. Schumacker & Lomax, 2016). Therefore, this measurement model passed the criteria.

4.3. Convergent validity

When examining the internal consistency and construct reliability, the Average Variance Extracted
(AVE) should be higher than 0.5, and the Composite Reliability (C.R.) and Cronbach’s alpha «)
should be above 0.7 (Brown, 2002; Fornell & Larcker, 1981; Hair et al., 2016). Table 2 shows that all
indicators’ p-values are less than 0.001; thus, the variables are aligned to their constructs.
Additionally, from calculation found that the AVE, C.R. and Cronbach’s alpha «) exceeded the
threshold. These results implied that all variables belonged to their latent constructs.

4.4. Discriminant validity

Table 3 presents the discriminant validity matrix between each construct. When the square root of
the AVE of those constructs was greater than the squared correlations between the constructs, it
could explain the relationship between variables (Fornell & Larcker, 1981). The results demonstrate
that all constructs do not overlap, and this measurement model is acceptable.

4.5. The structural equation model

After certifying that the overall model was agreeable and reasonable, structural equation model-
ling (SEM) was validated, as shown in Table 4. The model fit indices for the SEM were acceptable as
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Table 3. Discriminant validity matrix

CSR GMR PIN P1 PER CIR
CSR 0.932 '
GMR 0.736 0.944
PIN 0.695 0.779 0.904
PI 0.606 0.659 0.803 0.904
PER 0.55 0.522 0.638 0.685 0.894
CIR 0.771 0.779 0.831 0.719 063 | 0.868

Source(s): Data adapted from authors,2021

the chi-squared/degrees of freedom value (CMIN/df) was 2.704, the goodness of fit index
(GFI) = 0.939, the comparative fit index (CFI) = 0.977, the parsimony Goodness-of Fit Index
(PGFI) = 0.664, the Parsimony Normed Fit Index (PNFI) = 0.762, the incremental fit index
(IFI) = 0.977, and the root mean square error of approximation (RMSEA) = 0.057 (Biricik Gulseren
& Kelloway, 2019; Hair et al., 2016; R. R. Schumacker & Lomax, 2016).

According to the research framework, Figure 2 presents the hypothesis testing results. The regres-
sion paths are indicated in Table 5. It was used to measure the influential relationships between the
constructs. The results of the relationship in each hypothesis, the path regression coefficients, the
standard path, the critical ratio (t-value), and the probability level (p) are as follows. Hypothesis 1
investigated the green marketing role (GMR), and the results showed that it had a direct effect on
corporate image/reputation (CIR) (B = 0.414, t-value = 9.437, p < 0.001). Next, Hypothesis 2 was that
the product image (PI) had a direct effect on consumers’ perspective (PER), and the results showed
that the hypothesis was supported ( = 0.557, t-value = 8.877, p < 0.001). Additionally, the inspection
of Hypothesis 3 indicated that PI had a direct effect on purchase intention (PIN) (B = 0.414,
t-value = 9.977, p < 0.001). Then, Hypothesis 4 inquired whether corporate image/reputation (CIR)
had a significant influence on consumers’ perspective (ATT), and the results showed that the
hypothesis was supported ( = 0.375, t-value = 5.725, p < 0.001). Hypothesis 5 inspected whether
corporate image/reputation (CIR) had a positive and significant effect on purchase intention (PIN)
(B =0.597, t-value = 11.857, p < 0.001), and the results showed that H5 was also supported. Finally,
Hypothesis 6 investigated the direct effects of corporate social responsibility (CSR) on corporate
image/reputation (CIR), and the results showed that the hypothesis was supported (B = 0.404,
t-value = 9.041, p < 0.001). Hence, all proposed hypotheses were supported.

5. Conclusions and implications

Organic food markets over the world, including Thailand, have been expanding. Green marketing is
currently employed as a distinctive selling concept, particularly in food consumption. Customers
become more concerned about their health and raised environmental consciousness, thus increas-
ing the consumption of healthy foods. In order to establish a CSR system for the organic food
sector, marketers should possess an adequate understanding of the relationship between CSR and
consumers’ purchasing intention. Consequently, the purpose of this study is to analyse the inter-
play between the elements that encourage Thai consumers to purchase organic foods and to
evaluate how the green marketing reputation of organic food enterprises affects customers. The
results of this research were associated with many previous studies and were contradictory. The
results may also support a different perspective and attitude toward organic products in different
cultural dimensions.

Firstly, the green marketing role (GMR) had a direct effect on corporate image/reputation (CIR).

This empirical research assesses the argument that Thai consumers’ perspective directly affects
corporate image/reputation (N. Nguyen & Leblanc, 2001b). However, the results concurred with the
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Figure 3. Data analysis
flowchart.

Table 4. The SEM goodness of fit indices

Model CMIN/Df RMSEA GFI CFI IFI TLI
CFA 2.704 0.057 0.939 0.977 0.977 0.97
Threshold <3 <0.08 >0.9 >0.9 >0.9 >0.9

Source(s): Data adapted from authors,2021

Data collection Goodness

yes

Findings, [* Hypotheses -

Table 5. Regression paths

Hypothesis Regression Standard Critical Ratio p-value Results
Paths Estimate (t-value)
H1 GMR = > CIR 0.467 9.437 b Supported
H2 PI => PER 0.481 8.877 o Supported
H3 PI = > PIN 0.425 9.977 b Supported
H4 CSR=> (IR 0.449 9.041 b Supported
H5 CIR => PER 0.313 5.725 x Supported
H6 CIR = > PIN 0.592 11.857 b Supported

Note(s): *** denotes significance at <0.001
Source(s): Data adapted from authors,2021

evidence that corporate image/reputation directly affected Thai consumers’ perspective
(Karaosmanoglu & Melewar, 2006; Keller, 1993; N. Nguyen & Leblanc, 1998; Wallin Andreassen &
Lindestad, 1998). Therefore, Thai consumers perceived how a company acted. If the company
acted positively, consumers would admire the company and have an attitude as intended (Booms
& Bitner, 1982; Ko et al, 2013; N. Nguyen & Leblanc, 2001). Also, PI had a direct effect on
consumers’ perspective (PER), and purchase intention (PIN). The research suggests that
a product with a certificate that is well-defined as safe and environmentally friendly can ensure
that consumers will be more confident with the product (Chrysargyris et al.,, 2017; Zahid et al,,
2018).

Moreover, this research found that corporate image/reputation (CIR) had a significant influence

on consumers’ perspective (ATT) and purchase intention (PIN). According to previous research,
greenwashing leads to consumer distrust as the corporate overly promotes itself to bear social
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responsibilities (Polonsky, 2005b). CSR becomes theoretically effective only if customers possess
limited understanding (Khojastehpour & Johns, 2014; Ueasangkomsate & Santiteerakul, 2016).
Based on the interpretation of the findings of Thai consumers’ purchase intention towards organic
foods, the study found that the most significant factor is a corporate image, which leads to
purchase intention and can be boosted by green marketing and corporate social responsibility
(CSR) as the primary strategy (Green & Peloza, 2011) including raising social consciousness and
increasing the quality of social life of people (Cerkasov et al., 2017). Nevertheless, the product
image is another factor that concerns consumers when making a purchase decision (Essoussi &
Linton, 2010; Goh & Balaiji, 2016).

The factors affecting Thai consumers’ perspective and purchase intention toward organic food
included green marketing, product image, corporate image/reputation, and corporate social
responsibility. Consumer interest in well-being, diet and conservation of the environment is grow-
ing (Brci¢-Stipcevi¢ et al,, 2013). The best quality environmental participation criteria was an
ecological brand. The credibility of a company can be handled properly and renewable goods
can be embraced when dealing with environmental issues (Doszhanov et al., 2015).

Our findings are consistent with the literature which asserts that the green marketing role (GMR)
is a crucial factor in business image/reputation (CIR). In addition, the empirical findings imply that
product image (PI) may have a significant effect on customers’ perceptions (PER) and purchase
intentions (PIN). The current findings suggested that corporate image/reputation (CIR) play an
influential cause in consumers’ perspective (ATT) and purchase intention (PIN). Lastly, corporate
social responsibility (CSR) has a cumulative impact on corporate image and reputation (CIR).
Consistent with prior research, this study found that organizations should consider green market-
ing role (GMR), corporate image/reputation (CIR), and corporate social responsibility (CSR) in order
to increase customer intention to purchase green products. Therefore, the future study may
combine green marketing role (GMR), corporate image/reputation (CIR), and corporate social
responsibility (CSR) in conjunction with other marketing and product components to increase
understanding of green business.

The findings of this study would be beneficial for green businesses interested in pursuing sustain-
ability and growth. Due to environmental problems, such as global warming, nonbiodegradable solid
waste, and the harmful impacts of pollutants, green marketing was initiated by the U.N. to protect the
environment. Green marketing can benefit green businesses that would need to pursue sustainability
and growth by giving green knowledge to consumers directly or establishing corporate social respon-
sibility (CSR) towards sustainable development goals. In addition, buyers seemed to rely on product
content and climate rather than products (D’Souza et al., 2007). Hence, the study could be utilized to
improve strategic marketing efficiency by considering purchase intention.

In addition, the present study enhances our understanding of the green marketing role (GMR),
corporate image/reputation (CIR), and corporate social responsibility (CSR) on social and environ-
mental performance. The current study also provides evidence of more efficient use of energy and
natural resources to increase productivity and profitability. CSR may foster an innovation culture
that contributes to new business models, products, services, and processes through the use of
social, environmental, and sustainability controllers. Indeed, CSR can increase firm-level and
supply-chain productivity, and eventually, the benefits may trickle down into the host community.

In the future, the certificate of a green company or product should be made available to ensure
its reliability. One of the potential barriers to consumers purchasing organic products is a lack of
consumer confidence in the statement that products are free from chemical synthesis. Indeed,
recently there have been reports of chemical use (e.g., pesticide, insecticide) among Thai farmers
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Using chemicals in agricultural production may pose a considerable risk to not only consumers
but farmers themselves; furthermore, when left, the chemical composition is found to harm the
environment. It is, therefore, necessary that Thai people be provided with essential knowledge and
accurate perceptions about organic food so as to encourage the consumption of organic food,
support green marketing and eventually preserve the environment.

6. Limitations and recommendation for future research

The current study is limited by the data collection and generalization to other green consumers.
However, it could be argued from the study that the subject sampling method by online tools could
facilitate researchers to recruit target groups.

This study has focused on CSR practices in Thailand’s organic food industry. Further research
could investigate the causal linkages between CSR, green marketing, and a company’s image/
reputation in the context of other industries. This study introduced a theoretical approach by
examining the impact of business image/reputation on consumers’ purchasing intention in devel-
oping economies.

The findings suggest that in general customers believe that organic foods contain less chemical
compositions in relation to other kinds of food, suggesting that they remain uncertain whether to
consume or to spend higher prices on organic food. Thus, future research is needed to study the
feasibility of certifying a company or products green as well as investigate factors influencing Thai
consumers’ purchase intention. In particular, future research is needed to better understand
environmentally conscious consumers in relation to their lifestyles and specific demographics
(Famiyeh, 2017; Finisterra Do Pacgo et al., 2009).
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