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In recent decades, global interest in organically produced food has expanded
substantially; however, the understanding of the motives and barriers underlying
its consumption remains incomplete, prompting increased scholarly attention
to this topic. However, in the context of the Chinese market, there is a particular
scarcity of research that, within the Theory of Planned Behavior (TPB) model,
systematically analyzes newly introduced variables and determines whether they
function as motives or barriers to organic food consumption. To address this gap,
the present study systematically reviews 14 empirical articles on organic food
consumption in China published between 2014 and 2024, and classifies and
summarizes the relevant motives and barriers based on the consumption values
theory and the innovation resistance theory. The findings indicate that the most
frequently examined drivers include the conditional value of trust (n = 5), followed
by health consciousness (n = 4) and revealed information (n = 2). Within the domain
of social value, environmental concern (n = 3) emerges as a significant influence
on Chinese consumers. Regarding barriers, an aspect less frequently analyzed in
the reviewed literature, the present study identifies that existing studies primarily
focus on value barriers, with price sensitivity and pricing policy. The findings
aim to provide a more comprehensive, context-specific reference for advancing
theoretical development and guide practical applications in this domain.

KEYWORDS

Theory of Planned Behavior, organic food consumption, systematic literature review,
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1 Introduction

Organic food is a novel category of food that distinguishes itself from and beyond
conventional food. It has characteristics that conventional foods cannot match and is regarded
as a natural, eco-friendly, and pollution-free food (Gohary et al., 2025). Over the last decade,
worldwide organic food retail sales have grown robustly, demonstrating resilience amid the
various effects of the coronavirus disease 2019 (COVID-19) pandemic and economic changes.
The World of Organic Agriculture 2025 report by the Research Institute of Organic Agriculture
and International Federation of Organic Agriculture Movements (FiBL-IFOAM) indicates that
worldwide organic food retail sales surged from 60 billion euros in 2014 to 136 billion euros
in 2023, reflecting a compound annual growth rate of around 8.5% over the last decade (Willer
etal, 2024), as seen in Figure 1. A third-party industry source (Precedence Research, 2025)
reports that the global organic food market size accounted for USD 228.35 billion in 2024 and
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FIGURE 1
Global organic food retail sales, 2014—-2023. Source: Adapted from FiBL and IFOAM (2025).
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is projected to reach approximately USD 658.38 billion by 2034,
implying a compound annual growth rate (CAGR) of 11.17% from
2025 to 2034. Although the statistical caliber is wider than FiBL-
IFOAM, it proves the continued upward trend in global organic
consumption after the epidemic.

According to the China Organic Product Certification and
Industry Development Report (2025) issued by the State
Administration for Market Regulation (SAMR) (2025), China’s
organic sector continued to expand robustly: national retail sales
of organic products reached renminbi (RMB) 124.7 billion in 2024,
an increase of RMB 23.15 billion over 2023 (up 22.79% year-on-
year), thereby consolidating China’s position as the world’s third-
Market
Regulation (SAMR), 2025). Nevertheless, organic products

largest organic market (State Administration for

represented only 1.8% of China’s total food-retail turnover during
the same period, whereas market share in mature economies such
as Denmark has surpassed 12%, highlighting a stark contrast
between rapid scale expansion and limited penetration (Willer et
al., 2024). The continued expansion of China’s organic market is
mainly driven by rising awareness of health risks, the Chinese
government’s implementation of Dual-Carbon (carbon peaking
and carbon neutrality), and the Rural Revitalization Strategy (Chu
et al.,, 2024; Ma and Mu, 2024), but high premiums and a lack of
consumer trust have inhibited the expansion into a larger market.

Multiple barriers, including trust gaps, information fragmentation,
and supply fragmentation, have contributed to the real issue faced by
Chinese organic food consumers (Castro Campos and Qi, 2024). The
latest urban survey indicates that over 50% of participants either lack
confidence or have only partial trust in the existing organic
certification, with their main concerns focusing on label fraud and
regulatory oversights (Moruzzo et al., 2020; Yuan et al, 2025).
Simultaneously, social media platforms characterized by short videos
and live streams have emerged as the main information source for the
majority of Generation Z and Generation Y consumers; yet a limited
percentage of individuals believe that the information on these
channels is reliable (Le and Ngoc, 2024; Lopacinska, 2024). On the
supply side, the Ministry of Agriculture and Rural Affairs reports that
more than half of organic producers own fewer than 0.67 hectares of
arable land. The high level of land fragmentation has greatly increased
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certification, cold chain, and channel costs, resulting in terminal
prices 30-60% higher than for traditional food (Hu et al., 2025).

To reveal the psychological mechanism that drives Chinese
consumers to buy organic food, the academic community widely
adopts the Theory of Planned Behavior (TPB) framework (Ajzen,
1985). TPB depicts the logical chain of intention formation and
behavior implementation through three elements: attitude, subjective
norm, and perceived behavioral control. It has been proven to have
strong explanatory power in the field of food consumption
(Rozenkowska, 2023). However, with the diversification of research
contexts and consumer values, it is difficult to exhaust the influencing
factors by simply relying on the original TPB; scholars have introduced
extended variables such as health awareness, environmental concern,
risk perception, price sensitivity, and moral obligations to form an
extended-TPB model, and presented inconsistent directional effects
(motive or barrier) (Primaroni and Septirosya, 2024). There is still a
lack of a comprehensive evaluation of how these new constructs work
in the
systematic differences.

Chinese cultural context and whether there are

Existing reviews mostly focus on global or multi-country samples,
or only summarize driving factors without distinguishing their
motivation-barrier attributes, thus it is difficult to provide targeted
theoretical and practical inspiration for the Chinese local market. This
study provides a systematic review of TPB-based research on organic
food consumption in the Chinese context from 2014 to 2024. It
categorizes motivations and obstacles according to the theories of
consumer value and the theory of innovation resistance, and proposes
an integrated framework to provide actionable directions for
subsequent theoretical advancement and policy/marketing practice.
Based on this, this article focuses on the literature published in Web
of Science and Scopus journals from 2014 to 2024 that explicitly uses
TPB to study Chinese consumers’ organic food purchase intentions,
and conducts a systematic review to:

o ROI1. Analyze the overall evolution and methodological
characteristics of the Theory of Planned Behavior research over
the past decade.

« RO2. Identify all novel variables incorporated into the Theory of
Planned Behavior and quantify their frequency of occurrence.
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« RO3. Assess each variable’s role as either a motivator or barrier
in the Chinese market using empirical results.

2 Theory of Planned Behavior

The Theory of Planned Behavior, also known as TPB, is used to
understand and identify the underlying variables that influence
human behavior. Fishbein and Ajzen (1975) (Fishbein and Ajzen,
1977) introduced a Theory of Planned Behavior that was based on the
theory of reasoned action (TRA). Its various factors have been affected
by the causal attribution, including consistency across occasions,
objects, and actors, the uniqueness of behavioral effects, the perceived
desirability and probability of the behavior, and perceived decision
freedom (Fishbein and Ajzen, 1977). TPB is an extension of the TRA
(Fishbein and Ajzen, 1977; Fishbein et al., 1980); it can be the original
model’s limitations in dealing with behaviors over which people have
incomplete volitional control. According to the TPB theory, the
establishment of a behavioral intention is influenced by three factors:
attitude, subjective norm, and perceived behavioral control (Ajzen,
1985). The TPB Model (see Figure 2) indicates that behavior is
forecasted by the intention to engage in that behavior, while the
behavioral intention is influenced by three components: an individual’s
attitude toward the behavior, the subjective norms regarding the
behavior, and the perceived control over the behavior (Ajzen, 1991).

Furthermore, TPB is one of the most commonly used theories for
exploring general human behavior and is valued by researchers in the
fields of psychology, behavioral sciences, healthcare sciences, public
environmental health, occupational health, and social sciences (Kwon
and Silva, 2020). The citation statistics highlight its significance:
searching the keywords (“Theory of Planned Behavior” OR TPB) in
the Web of Science and Scopus databases results in 20,207 and 22,399
citations, respectively, whereas the article titled Theory of Planned
Behavior (Ajzen, 1991) collected 155,575 citations (per Google
Scholar). The Theory of Planned Behavior has been validated in
various marketing studies; nevertheless, this article will focus on its
application within the organic food industry in China. In the food
sector, the Theory of Planned Behavior (TPB) often evaluates aspects
such as customer attitudes toward food, subjective norms, and

10.3389/fsufs.2025.1696775

perceived behavioral control, systematically analyzes and forecasts
consumer purchase intentions, and then examines the influence of
these intentions on actual behavior (I(han et al., 2023). According to
Scalco et al. (2017), organic food consumption behavior was studied
through a meta-analytic structural equation model based on the
Theory of Planned Behavior (TPB), revealing the relationship between
attitude, subjective norm, perceived behavioral control, purchase
intention, and behavior. To be more specific, the TPB model is always
used to predict customers’ purchase intentions and behaviors for
diverse items, including health food, organic food, local specialty food,
and fast food (Loera et al., 2022; Sajjad et al., 2023; Sobaih et al., 2023;
Baby and Joseph, 2024). Therefore, this study reviews the literature
related to TPB and Chinese consumers’ organic food consumption,
aiming to gain a deeper understanding of the potential factors that
affect consumers’ purchase intention and actual purchase behavior
from a food perspective.

Ajzen explicitly noted that additional predictors may be
incorporated into TPB when warranted by evidence. Researchers have
determined that the foundational framework of the Theory of Planned
Behavior (TPB) may be inadequate for comprehensively explaining or
forecasting complicated actions in some contexts, leading to the
proposal of the Extended Theory of Planned Behavior (ETPB) (Ajzen,
1991). The academic community generally regards ETPB as a research
paradigm: based on the basic structure of Ajzen’s Theory of Planned
Behavior (TPB) (attitudes, subjective norms, and perceived behavioral
control influencing intentions, intentions, and behaviors), it adds
variables related to intentions/behaviors and well-distinguished from
existing constructs, based on theoretical and empirical evidence, to
enhance the explanatory and predictive power of the model. While
maintaining the fundamental ideas of TPB (attitude, subjective norm,
and perceived behavioral control), researchers add additional variables
such as moral norm, perceived risk, environmental concern, or trust,
depending on the specific field of study and research objectives, to
enhance the explanatory and predictive power of the model for
behavior (Nguyen et al., 2019; Saleki et al., 2019; Ding et al., 2022).
What's more, in existing studies, “extended TPB” and “modified TPB”
are often used interchangeably to describe models that incorporate
reasonable extensions to the TPB. However, this article uses ETPB as
the term.

Purchase Intention

Purchase Behavior

Attitude
Subjective Norm
Perceived
Behavioral Control
FIGURE 2
Theory of Planned Behavior. Source: Adapted from Ajzen (1991).
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Researchers frequently use ETPB in the food industry to examine
consumers’ intentions and actual behavior when purchasing organic,
green, and sustainable food by adding the original TPB with variables
like food safety concern, social media information, environmental
concern, or price attitude (Le-Anh and Nguyen-To, 2020; Li and
Jaharuddin, 2021; Samoggia et al., 2025). These studies have found
that consumers’ multiple considerations, such as the environment,
social responsibility, and health, are often the key factors driving their
purchasing behavior, and the introduction of extended variables can
better reveal this complex decision-making process (Al Falah et al,,
2024; Martey, 2025).

In spite of the fact that TPB remains important in explaining the
attitude—intention-behavior chain, authoritative reviews and meta-
analyses in recent years continue to highlight its four core limitations
and call for more motivation and barrier variables to be included in
the model. First, the predictive power of TPB often remains at the
intention degree, and it is difficult to narrow the intention-behavior
gap; the latest longitudinal and experimental evidence in the fields of
comprehensive health and sustainable consumption shows that on
average only 40-50% of intentions are ultimately converted into
actual behavior, with the remaining gap being explained only by
additional mechanisms like situational triggering and plan execution
(Jekauc et al., 20245 Sukumaran and Majhi, 2024). Second, the TPB
model relies too much on rational cognitive pathways and ignores
non-conscious emotions and habitual drives. The integration study
of the dual-processing model found that automatic habits and
immediate emotions often prevail in time-constrained or repetitive
decision-making scenarios, resulting in a significant dilution of
traditional attitudes and subjective norms (Jekauc et al., 2024;
Fernandez-Calderon et al., 2023). Thirdly, the majority of TPB studies
continue to employ cross-sectional correlation designs, hindering the
verification of causality and dynamic processes over time. Recent
longitudinal meta-analyses and methodological reviews indicate that
the absence of experimental or intervention evidence constrains the
model’s utility for behavior change strategies, and advocate for the
incorporation of longitudinal cross-level modeling and causal
mediation testing (Hagger and Hamilton, 2025). Ultimately, TPB
mainly focuses on psychological beliefs at the individual level and
does not take into account external contexts such as price, availability,
and social structural constraints (Richter et al.,, 2024). In studies on
environmental tourism and prosocial behavior in the public domain,
it has been proven that macro variables such as social cooperation
and institutional support are needed to fully explain behavioral
differences (Esfandiar and Hadinejad, 2025).

3 Methodology

A systematic literature review method was used to explore the
literature related to organic food consumption in China. The main
purpose of this study was to analyze the motivations and barriers
faced in expanding the Theory of Planned Behavior in the study of
organic food consumption in China. The systematic literature review
method has many advantages over traditional methods because it can
systematically, transparently, and reproducibly synthesize the literature
(Kitchenham et al., 2009). Previous research supports the view that
systematic literature reviews can help reduce bias and chance effects
and improve the rationality of data analysis (Van Dinter et al., 2021).
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All of these benefits improve the research results, which further lays
the foundation for the conclusions.

3.1 Inclusion and exclusion criteria

This systematic literature review utilized different inclusion and
exclusion criteria, as described below.

3.1.1 Inclusion criteria
Systematic literature review utilized six different inclusion criteria:

(a) The studies should focus on organic food consumption
in China;

(b) The study used the Theory of Planned Behavior;
(c) Motives and barriers were empirically measured;
(d) Studies published during 2014-2024;

e) Only peer-reviewed journal articles;

f) Studies published in English language;

) Title, abstract, keywords and, sometimes, introduction were

examined to evaluate if the focus was on consumer perspective
of organic food consumption.

3.1.2 Exclusion criteria
Systematic literature review utilized four exclusion criteria:
(a) Relevance;

(b) Review,
were ignored;

conference article, and thesis dissertations
(c) Duplicate studies;

(d) Studies before 2014 and after 2024.

3.2 Databases

The systematic literature review utilizes a pool of two different
academic databases, including Web of Science and Scopus.

3.3 Review protocol and outcomes

The systematic literature review started with the Web of Science
database, and the following search string was executed: (“organic
food”) AND (consumer OR consumption OR “purchase behavior” OR
“purchase intention”) AND (“Theory of Planned Behavior” OR TPB)
AND (China). Subsequently, articles were searched in the Scopus
database, and duplicate articles in both databases were excluded. In
addition, relevant journals that published empirical research on
organic food were reviewed. This process is consistent with the
strategy of Castro Campos and Qi (2024) who reviewed the literature
review on drivers and barriers to organic food consumption in China,
and (Rozenkowska, 2023) who reviewed the literature on the Theory
of Planned Behavior in consumer behavior research. Since previous
literature has distinguished between organic food, green food, and
sustainable food (Sanders, 2006; Aguirre Sanchez et al., 2021; Marcon
etal,, 2022). Our study only focuses on articles related to organic food.
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The article selection process followed the Preferred Reporting
Items for Systematic Reviews and Meta-Analyses (PRISMA)
guidelines. Figure 3 illustrates the entire flowchart of the PRISMA
article selection process. Specifically, this study obtained 112 studies
through database searches. Furthermore, 22 duplicate articles were
removed before screening. Following title and abstract screening, 13
articles were removed from the pool, leaving 77 articles for full-text
review. Of the 71 eligible articles for full-text review, 57 failed to meet
all inclusion criteria, leading to 14 articles being included in the
review. Although this study ultimately included only 14 empirical
articles, this number accurately reflects the actual development of
research on organic food consumption based on the Theory of
Planned Behavior (TPB) in China. The study systematically searched
the two major international databases, Web of Science and Scopus,
and employed strict inclusion and exclusion criteria to ensure

10.3389/fsufs.2025.1696775

coverage of all eligible English-language empirical articles published
between 2014 and 2024. Therefore, this review presents not a sample
selection, but rather the total number of relevant published studies
to date.

This study included 14 cross-sectional questionnaires, primarily
employing structural equation modeling or regression analysis.
Therefore, the risk of bias for each included study was assessed using
the Joanna Briggs Institute (JBI) Critical Assessment ChecKklist for
Analytical Cross-Sectional Research. Two reviewers independently
assessed the sampling strategy, response rates, and their reporting; the
validity and reliability of the measures, the handling of confounding
factors, and the suitability of the statistical methods; disagreements
were resolved through discussion. The study reports project-level
judgments and synthesizes them into an overall rating (low risk/
moderate risk/high risk). The overall judgment for all studies was

Identification of studies via databases and register ]
)
_E Records identified through
§ databases search (n=112) «| Records removed before screening:
5‘5 Web of Science (n=79) Duplicate records removed (n=22)
= Scopus (n=33)
=
~—
—— A 4
Records screened (n=90) > Records excluded (n=13)
Y
Reports sought for N .
R rt t ret =
%D retrieval (n=77) > eports not retrieved (n=6)
g
5
77
Y
Reports assessed for eligibility | Reports excluded:
(n=71) Not based on the TPB (n=12)
Not empirically measured (n=27)
Not English language (n=3)
h— Not in China (n=15)
S
ks
= Y
=
E Studies considered for
analysis (n=14)
FIGURE 3
PRISMA flow diagram of article selection.
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rated as low risk of bias. No reviews were excluded after the quality
assessment, see Appendix A.

3.4 Data abstraction and synthesis

The selected 14 studies were reviewed, and data related to various
issues, such as research methods, factors added, sample characteristics,
and research results, were extracted (see Table 1). Next, the identified key
motives and barriers were classified using two independent theoretical
frameworks for motives and barriers. Motives were classified according
to the theory of consumption values, while barriers were classified based
on the innovation resistance theory. After that, the identified motivations
and barriers were further classified based on different variables.

4 Review of the studies
4.1 Publication timeline

The selected 14 articles were published between 2014 and 2024
(see Figure 4). This study restricted the search years to 2014-2024, but
almost no articles on China’s organic food consumption were found
in Web of Science and Scopus before 2019. The only article that met
the requirements was a study on the determinants driving organic
food consumption published by Teng and Wang (2015). This suggests
that organic food consumption in China may not have been a topic of
research interest before 2019. The initial organic product was
introduced for export in 1990 (Xie et al., 2013). Subsequently, the
Chinese organic food certification system evolved progressively.
Furthermore, the Ministry of Agriculture was reluctant to endorse
organic agriculture in the first years due to the need to feed a
substantial population and the scarcity of arable land in China (Asli et
al., 2017).

4.2 Theory

More than 50 predictor variables (see Table 2) were identified in
the studies from the analyzed literature set, and a total of 27
independent variables, 11 moderating variables, and 6 control variables
were added to the original constructs of the TPB model in the analyzed
consumer organic food consumption behavior studies. Of the 14
articles, 7 articles (articles 2,4, 6, 7, 9, 10, and 12) focused on examining
the intention-behavior GAP of organic food among Chinese consumers.

It is noteworthy that researchers in all 14 studies used the extended
TPB model, with 4 of them integrating TPB with other theories, namely,
1, 3,9, and 14. These theories include the Theory of Consumer Values
(TCV), the Health Belief Model (HBM), the norm activation model
(NAM), and the Consumer Decision Model. In these 14 studies,
researchers included secondary structures into the original TPB model
or developed theoretical frameworks encompassing 1-4 original TPB
variables (see Table 3). Very often, these frameworks were referred to as
“extended models,” although they did not include all the original TPB’s
five constructs. This issue could be the subject of future discussions
about whether we can refer to a model as an “extended Theory of
Planned Behavior model” while using only one or two variables from the
original TPB alongside external/additional constructs. The same
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discussion could apply to other multilevel theories. Based on this, Table 3
systematically lists the model structure of each study, clearly identifying
which core TPB constructs were retained, which extended variables were
introduced, and whether they were integrated with other theories.

In 4 studies (see Table 4), TPB was used alongside other theories
to expand the research scope and provide more in-depth analyses,
meaning that TPB can be combined with other theories that introduce
non-TPB constructs; these included values, skills, habits, past
behavior, norms, motivation, and personal preferences. The use of
these additional theories enabled researchers to overcome the
limitations criticized in the original TPB model (see Figure 2). In total,
4 external theories (see Table 4) were identified, as follows: theory of
consumption values (1 article); alphabet theory (1 article); Consumer
Decision Model (1 article). In one of the studies, researchers decided
to conjoin the TPB with two additional external theories: the Health
Belief Model and the norm activation model (Wang et al., 2024).

4.3 Research methods (qualitative,
quantitative, and mixed methods)

Prior literature has adopted various research methods to
empirically examine the associations between motivations and
barriers and Chinese consumers’ purchasing behavior toward organic
food. McLeod et al. (2016) suggest that empirical articles should be
classified as qualitative, quantitative, and mixed methods. The current
systematic literature review also utilized a similar classification. The
research articles were categorized as qualitative when it emphasized
the description and generation of understanding of the environment
and context of the phenomenon. On the other hand, the quantitative
study highlights the relationship among factors through observable
and numerical data collection (Hoehle et al., 2012). The quantitative
methods consist of survey and experiments. The surveys were the
most widely used method, selected by more than half of the studies.
In contrast, experiments were the least commonly used method. This
method needs control and manipulation over variables for designing
treatment (Puska et al, 2018). This review includes 14 chosen
publications, all using quantitative methodologies (see Table 5). All of
the 14 studies collected questionnaires online or offline in major cities
in China, such as Beijing, Shanghai, and Guangzhou, using the
acquired data for further structural equation modeling analysis.

4.4 Dependent variable

An overwhelming number of empirical studies (n = 14) examined
the association between motives, barriers, and consumer purchase
decisions. These 14 studies utilized different dependent variables to
examine their association with motives or barriers (see Table 6).
Purchase behavior (n = 6) and intention (n = 4) were the most utilized
dependent variables.

4.5 Moderating variables
The review in this article shows that in the association between

motivation, barriers, and organic food purchasing behavior, some
researchers have introduced moderator variables in the Theory of
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TABLE 1 Summary of the included studies.

[\[o} Authors (year) Title Factor added Methods Theory Results
1 Xing and Liao (2024) Health or environment? How do Environmental concern; health Employing partial least squares The theory of consumption Environmental concern exerts a stronger
motivations affect consumers’ organic food | concern structural equation modeling (PLS- values (TCV) and the Theory of | total effect on organic food purchasing
purchasing behaviour in China? SEM) to perform empirical analyses Planned Behavior than health concern
based on survey data obtained from
628 Chinese consumers
2 Liu et al. (2024) Bridging the intention-behavior gap in Social interaction; cognitive Using online survey results from 480 = Theory of Planned Behavior Social interactions and cognitive
organic food consumption: Empirical information Guangdong residents, structural information play crucial roles in aligning
evidence from China equation modeling is used to evaluate intentions with behaviors
an organic food consumption model
3 Wang et al. (2024) Bridging the intention-behavior gap in Health belief; perceived benefit; The quantitative research used an Health Belief Model (HBM), Health beliefs, perceived benefits, moral
organic food consumption: Empirical moral norm; self-efficiency; online survey in Jiangxi province, Theory of Planned Behavior, norms, and controllability significantly
evidence from China controllability China; Analysis of 539 samples using | and norm activation model promote consumers’ intention to purchase
SEM and mediation effect testing (NAM) organic food, whereas self-efficacy is not
significant
4 Huo et al. (2023) Evaluating the purchasing behavior of Trust The study collected 330 Theory of Planned Behavior Chinese consumers’ purchase intention is
organic food among Chinese consumers questionnaires from Chinese organic positively associated with trust
food consumers using convenience
sampling; Structural equation
modeling was used to analyze the
data
5 Qi et al. (2023) Factors Influencing consumers’ organic Face consciousness; group This study evaluated the conceptual Modified Theory of Planned Face consciousness, group conformity,
food continuous purchase intentions conformity; health consciousness; | framework by collecting 460 Chinese = Behavior health consciousness, COVID-19 impact,
during the post-pandemic era: An perceived value of organic food; organic consumer questionnaires and perceived value of organic food
empirical investigation in China impact of COVID-19 using an online questionnaire positively affected continuous purchase
platform intention
6 Jiang and Wu (2022) Employees’ buying organic food intention: Descriptive norms, moral 451 Chinese manufacturing workers Theory of Planned Behavior Moral responsibility significantly
An extension of the Theory of Planned responsibility, and environmental were picked using convenient influences buying intention and behavior;
Behavior concerns sampling and analyzed using PLS- Descriptive norms have no considerable
SEM influence on purchase intentions and
environmental concern has no significant
effect on purchase behavior
7 Chai et al. (2022) Influence of Food Safety concerns and Government’s food production The research gathered 799 valid Theory of Planned Behavior Government support for food production
satisfaction with government regulation on | support work questionnaires in China and used has a positive impact on organic food
organic food consumption of Chinese structural equation modeling to consumption
urban residents delineate and evaluate the
measurement and structural model of
organic food consumption
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TABLE 1 (Continued)

[\[o} Authors (year) Title Factor added Methods Theory Results
8 Ahmed et al. (2021) Purchase intention toward organic food Environmental concerns The study investigated organic food Extended Theory of Planned Environmental concerns positively
among young consumers using the Theory consumption among Chinese college | Behavior influence young consumers’ organic food
of Planned Behavior: role of environmental students and analyzed 515 samples purchase intentions
concerns and environmental awareness using structural equation modeling
9 Li and Jaharuddin Identifying the key purchase factors for Revealed information; knowledge; | The study employs purposive Modified Theory of Planned Knowledge is positively correlated with
(2020) organic food among Chinese consumers food therapy culture sampling and collects 310 data to Behavior and Alphabet Theory purchasing attitude, and revealed
perform structural equation information is not found to correlate with
modeling consumer purchase attitude; Food therapy
culture is positively correlated with
purchase intention, which in turn
influences purchase decisions
10 Bai et al. (2019) Understanding the antecedents of organic House income; perceived A national survey was conducted Extended Theory of Planned Identity expressiveness is confirmed to
food purchases: The important roles of trustworthiness; identity across mainland China using non- Behavior play a minor but significant role in
beliefs, subjective norms, and identity expressiveness probability sampling; Data from 1,033 purchase intention; Perceived
expressiveness respondents were analyzed with trustworthiness also strongly influences
structural equation modeling buying intention. Household income also
favorably affects buying intention and
behavior
11 Pan and Wu (2024) A sequential mediation model for the effect | Food safety consciousness; health Convenience sampling was used to Theory of Planned Behavior Food safety consciousness and health
of food safety consciousness on the consciousness conduct online surveys sequentially consciousness significantly influence
intention to purchase organic food among 350 Chinese respondents, and purchase intention
PLS-SEM was used to evaluate the
hypotheses
12 Xing et al. (2022) Trust, price sensitivity, and consumers’ Trust in producers; trust in An online survey was conducted in Extended Theory of Planned Trust in both producers and retailers
organic food purchasing behaviour in retailers; price sensitivity China, 640 questionnaires were Behavior significantly predicts organic food
China collected, and the data were analyzed purchasing behavior, with retailer trust
using SEM-PLS exerting the stronger effect
13 Ali et al. (2021) Purchasing behavior of organic food among | Health consciousness; pricing The research examined organic food Theory of Planned Behavior Purchasing behavior is positively
Chinese university students policy; consumer trust consumers at Chinese colleges, associated with health consciousness and
gathering data from 335 interviews negatively affected by pricing policy;
and performing PLS-SEM analysis whereas consumer trust shows no
significant effects
14 Teng and Wang (2015) Decisional factors driving organic food Revealed information; perceived The study conducted a questionnaire | Theory of Planned Behavior and | Revealed information and consumers’
consumption: Generation of consumer knowledge; trust survey and collected 693 valid Consumer Decision Model perceived related knowledge significantly
purchase intentions responses. The data were analyzed (CDM) strengthen trust in organic foods, which,
using the structural equation model in turn, foster favorable attitudes and
purchase intentions; however, perceived
organic knowledge has no significant
direct effect on attitudes
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TABLE 2 TPB mode of usage in the analyzed literature set.

Articles Articles Articles Articles Articles
using using using all using using
between four five additional the TPB
one and @ variables variables variables with
three of the of the other
variables TPB TPB theories
of the
TPB
14(1,2,3,4,5,
5(3,5,11, 7(2,4,6,7, 6,7,8,9, 10, 4(1,3,9,
2 (1 and 8)
13, and 14) 9, 10,and 12) 11,12, 13, and and 14)
14)

Planned Behavior model to construct research models. Among the 14
studies reviewed in this article, seven studies introduced moderator
variables (see Table 7). Xing and Liao (2024) explained that the
functional value quality was a significant moderator that enhanced the
indirect effect of motivation on organic food purchasing behavior, while
the direct relationships between motivations and organic food
purchasing behavior were not moderated by functional value price. Liu
etal. (2024) found the influence of consumption intention on purchase
frequency and purchase proportion is significantly moderated by price
fairness, while purchase convenience has no significant moderating
effect on the relationship between consumption intention and purchase
frequency. Additionally, Huo et al. (2023) show that consumers’ short
food supply chain preference positively moderate the relationship
between purchase intention and purchase behavior Further, Chai et al.
(2022) explained the moderating effect of sales guarantee regulation on
the transformation from consumption willingness to behavior, and
governments food production support regulation was found to
strengthen the relationship between food safety concerns and attitude to
organic food consumption willingness. Ahmed et al. (2021) found that
the relationship between all latent variables (attitude, subjective norms,
and perceived behavior control) and purchase intention by young
consumers is positively moderated by environmental awareness. In a
study on organic food purchasing behavior of Chinese college students,
word of mouth had a positive moderating impact on the relationship
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between health consciousness and purchasing behavior, and was found
to strengthen the negative relationship between pricing policy and
organic food purchasing behavior (Teng and Wang, 2015). Besides these,
Xing et al. (2022) found that price sensitivity acts as a negative moderator
on the relationships between perceived behavioral control and
consumers’ organic food purchasing behavior (OFP), as well as purchase
intention and OFP, while the moderating effect of price sensitivity on the
relationship between personal norms and OFP has not been established.

4.6 Control variables

Two of the selected studies utilized different control variables in
their research framework. These were sociodemographic variables
such as age (Chai et al., 2022; Xing and Liao, 2024), education (Chai
et al,, 2022; Xing and Liao, 2024), gender (Chai et al., 2022; Xing and
Liao, 2024), illness (Chai et al., 2022), income (Chai et al., 2022; Xing
and Liao, 2024), olds/kids (Chai et al., 2022).

4.7 Geographic scope

Of the 14 studies, 12 articles clearly delineated the geographical
scope of their study, mostly concentrating on eastern China, including
Beijing, Shanghai, Guangdong, etc. The majority of organic food
consumers are rich individuals residing mostly in major cities in
eastern China. Two articles (articles 5 and 6) used nationwide samples
to represent the situation in mainland China as a whole. Seven of the
articles (articles 1, 4, 7, 8, 9, 12, and 13) used samples from Beijing,
China, and seven (articles 1, 2, 3, 8, 11, 13, and 14) used samples from
China’s southeastern coastal areas, including Shanghai, Guangdong,
Jiangsu, and Zhejiang, etc. One publication (article 10) used samples
from northern China, while two publications (articles 3 and 6)
employed samples from Western China; nonetheless, all samples were
sourced from large cities within the respective regions. This indicates
that publications mostly concentrate on areas with the most significant
economic growth. Few articles discuss the circumstances in medium-
sized and small towns, much less in rural areas, despite the assumption
that traditional agricultural methods in remote regions of China may
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TABLE 3 The model composition of the 14 included studies (TPB cores retained, extensions, and co-theories).

Authors

(year)

Xing and Liao
(2024)

Added factors

Environmental
concern; health

concern

10.3389/fsufs.2025.1696775

Co-theories

TCV + TPB

Liu et al. (2024)

Social interaction;

cognitive information

TPB

Wang et al. (2024)

Health belief; perceived
benefit; moral norm;
self-efficiency;

controllability

HBM + TPB + NAM

Huo et al. (2023)

Trust

TPB

Qi et al. (2023)

Face consciousness;
group conformity;
health consciousness;
perceived value of
organic food; impact of

COVID-19

Modified TPB

Jiang and Wu
(2022)

Descriptive norms;
moral responsibility;
environmental

concerns

TPB

Chai et al. (2022)

Government’s food
production support

work

TPB

Ahmed et al.
(2021)

Environmental
concerns moderator:
Environmental

awareness

Extended TPB

Li and Jaharuddin
(2020)

Revealed information;
Knowledge; food
therapy culture

Modified TPB + alphabet
theory

10

Bai et al. (2019)

House income;
perceived
trustworthiness;

identity expressiveness

Extended TPB

11

Pan and Wu (2024)

Food safety
consciousness; health

consciousness

TPB

12

Xing et al. (2022)

Trust in producers;
trust in retailers; price

sensitivity

TPB

13

Ali et al. (2021)

Health consciousness;
pricing policy;
consumer trust; word

of mouth

TPB

14

Teng and Wang
(2015)

Revealed information;
perceived knowledge;

rust

TPB + CDM

ATT, attitude; SN, subjective norm; PBC, perceived behavioral control; P, purchase intention; PB, purchase behavior.
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TABLE 4 Other theories used along with the Theory of Planned Behavior
in Chinese organic food consumer behavior research.

Theory used Source(s) where used

Theory of consumption values Xing and Liao (2024)

Health Belief Model and norm
Wang et al. (2024)
activation model

Alphabet Theory Li and Jaharuddin (2020)

Consumer Decision Model Teng and Wang (2015)

TABLE 5 Research methods, data collection type, and data analysis
methods employed in the reviewed articles.

Data
collection

type

Data
analysis

Research

method used

Quantitative

14

Face-to-face
questionnaire

(n = 2); field survey
(n=1); online
questionnaire

(n =10); article-
based questionnaire

(n=1)

SEM; PLS-SEM;
descriptive
statistics; simple
linear regression;
multiple
regression;
discriminant and

convergent

validity; factor;
ANOVA;
MANOVA; fMR];
path; backward
regression; simple
linear regression;
inferential

statistics

ANOVA, analysis of variance; fMRI, functional magnetic resonance imaging; MANOVA,
multivariate analysis of variance; PLS-SEM, partial least squares-structural equation
modeling; SEM, structural equation modeling.

TABLE 6 Dependent variables of the studies.

Dependent variables Total number

Purchase behavior 6(1,2,4,10,12,and 13)

Purchase intention 4(3,8,11,and 14)

Actual buying behavior 2(6and 7)
Continuous purchase intention 1(5)
Purchase decision 1(9)

be organic, although uncertified, and that the consumption of
organic food could be widespread.

5 Motives driving organic food
consumption in China

The theory of consumption values was proposed by Sheth et al.
(1991). It is mainly used to analyze consumers’ choice behavior and to
examine whether they make purchasing decisions based on certain
consumption values. Previous studies have shown that consumers’
tendency to buy organic goods is influenced by a diverse collection of
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TABLE 7 Moderating variables of the studies.

Moderating variable Times used

Environmental awareness 1
Functional value-price 1
Functional value-quality 1
Price fairness 1
Price sensitivity 1
Purchase convenience 1
Satisfaction with government regulation 1
Short food supply chain preference 1
Trust in producers 1
Trust in retailers 1
Word of mouth 1

factors, including health concerns and environmental charity, as well
as sensory enjoyment and lifestyle goals. To impose conceptual clarity
and facilitate cumulative theorizing, these drivers are systematically
allocated to the theory’s five value dimensions, namely functional,
social, emotional, conditional, and epistemic values.

The theory of consumption values enhances the comprehension
of consumer choice behavior (Sheth et al., 1991) and assesses whether
customers purchasing decisions are affected by consumption values
(Chakraborty and Dash, 2023). The theory specifies five values of
consumption: functional, social, emotional, epistemic, and conditional.

5.1 Functional value

Functional value is defined as the perceived benefit consumers
derive from the functionality, utility, or physical properties of a
particular alternative (Sheth et al., 1991). In the context of organic
food, existing research has often defined functional value based on the
biological and physical properties of the product. Therefore, any
motivation directly related to the core attributes of the product can be
classified as functional value (Rahnama, 2017). Specifically, quality,
absence of harmful ingredients, sensory attributes (such as taste,
smell, appearance, etc.), food safety, nutritional value, naturalness/
natural content, freshness, and health attributes have all been shown
to confer significant functional value on organic foods (Kushwah et
al., 2019b). These functional features positively influence consumers’
purchasing attitudes, purchase intentions, and actual purchasing
behaviors by improving their overall assessment of product utility.
Three of the reviewed articles analyze functional values as drivers,
based on the categorization (see Table 2, articles 3, 10, 11). The major
factor examined is food safety consciousness (n = 1), health beliefs
(n=1), and beliefs (n = 1).

Beliefs mainly refer to consumers’ existing views and stereotypes
about organic food. Despite traditional support for organic food, some
groups may still hold reservations due to social conditioning or a
wariness of over-promotion. The study reveals that cognitive beliefs
influence purchase intentions to a certain extent, representing a
crucial psychological dimension previously overlooked in research
(Bai et al., 2019). Moreover, Wang et al. (2024) integrated the Health
Belief Model, the Theory of Planned Behavior, and the norm activation
model, pointing out that health beliefs (consisting of perceived
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susceptibility and perceived severity) are an important driving variable
affecting consumers’ purchase of organic food. In addition, Pan and
Wu (2024) collected data from 350 Chinese consumers using an
online questionnaire and constructed a structural model using
PLS-SEM to explore the mechanisms by which food safety
consciousness influences Chinese consumers’ intention to purchase
organic food. Their results showed that food safety awareness not only
directly promotes purchase intention but also promotes it through
health awareness and attitudes.

5.2 Social value

Social value is generally defined as the perceived ability of a
product to confer a desirable social status upon the buyer, often in
alignment with specific reference groups and their associated
characteristics or preferences (Sheth et al., 1991). In the context of
organic food consumption, social value encompasses consumers’ self-
image and utilitarian motives, such as recommendations from others,
social approval, reputation concerns, and self-identity (Puska et al.,
2018; Mohd Suki et al., 2022). It may also extend to broader societal
and environmental considerations, including environmental concern,
support for local farmers, regional supply chains, and animal welfare
(Saleki et al., 2019; Ditlevsen et al., 2020; Le-Anh and Nguyen-To,
2020). A systematic review of 14 relevant studies revealed that 7
examined social values as drivers of organic food consumption.
Within these, environmental concern emerged as the most frequently
analyzed factor (n = 3), followed by face consciousness (n = 1), group
conformity (n = 1), identity expressiveness (n = 1), personal norms
(n =1), social interaction (n = 1), descriptive norms (n = 1) (see
Figure 5). These findings underscore that, while social value can
manifest through a variety of attributes, environmental concern
remains the most salient motivator in the literature reviewed.

Based on the PLS-SEM empirical model, Xing and Liao (2024)
revealed that environmental concern mainly promotes purchasing
behavior indirectly by strengthening subjective norms. Ahmed et al.
(2021) incorporated environmental concerns into the Theory of
Planned Behavior and demonstrated through empirical analysis that
consumers’ concern for environmental issues enhanced their positive
attitudes toward organic food, thereby enhancing their purchase
intentions. This suggests that environmental concerns play a key
mediating role in promoting purchase intentions. Jiang and Wu (2022)
introduced extended variables such as descriptive norms, moral
responsibility, and environmental concern based on the Theory of
Planned Behavior to enhance the model’s explanatory power for
employees’ organic food purchase intentions and actual behavior.
However, their results found that environmental concern had no
significant direct impact on purchase behavior itself, nor did it
significantly translate from intention to actual behavior.

In the modified Theory of Planned Behavior model, the subjective
norm in the traditional TPB is replaced with two key variables that are
more in line with the Chinese cultural context: face consciousness and
group conformity, to explore its impact on consumers’ continuous
purchase intention of organic food (Qi et al., 2023). The results show
that face consciousness and group conformity have a positive impact
on continued purchase intention, indicating that social and cultural
factors do play an important role in China’s organic food consumption
in the post-pandemic period.
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In a survey of Chinese consumers, researchers, in addition to
exploring traditional cognitive beliefs and subjective norms,
introduced identity expressiveness for the first time as a variable
predicting organic food purchase intention (Bai et al., 2019). The
results showed that identity expressiveness, while having a weaker
effect, still positively impacted consumers purchase intentions,
suggesting that consumers may express their identity values or social
image through purchasing organic food.

Personal norms refer to the judgments individuals make about
their behavior based on an inherent sense of moral obligation, and
have been identified as important predictors of consumers’ organic
food purchasing intentions and behaviors. Xing et al. (2022)
experimentally verified that personal norms significantly promote
organic food purchasing behavior. The study further indicated that
while price sensitivity generally inhibits organic food purchases,
among price-insensitive consumers, personal norms can combine
with non-price factors such as trust to consistently drive purchases.

Liu et al. (2024) conducted an empirical analysis and found that,
among various driving factors, social interaction has the most
significant impact on purchase intention. Furthermore, social
interaction plays a key role in narrowing the gap between organic food
purchase intention and behavior. The results suggest that fostering
more social information dissemination channels (such as community
sharing and consumer experience exchange) can strengthen the
effectiveness of organic food consumption behavior.

Jiang and Wu (2022) found that descriptive norms had no
significant impact on purchase intentions, meaning that employees’
perceived behavior did not significantly alter their willingness to
purchase organic food. In contrast, descriptive norms had a significant
positive impact on actual purchase behavior, indicating that when
employees observed the behavior of others, they were more likely to
imitate it and convert it into purchase action. This result highlights the
critical role of descriptive norms in behavioral transformation. While
they did not drive purchase intentions, they significantly promoted
the transformation of intentions into actions.

5.3 Emotional value

Sheth et al. (1991) characterized emotional value as the perceived
benefit derived from an alternative’s ability to cause emotions or
affective states. Previous research indicates that emotions, along with
deliberate rational considerations, jointly influence purchase decisions
(Sheth et al., 1991). Generally, the valence of affective value depends
on the experience and context, and can be positive, negative, or
neutral (Zheng et al., 2022).

When it comes to consumption of organic food, emotional value
usually takes the form of distinct positive feelings that are correlated
with successful purchases, such as joy, happiness, satisfaction,
enjoyment, and pleasure, and that are felt when assessing or
consuming organic alternatives (Meike, 2018; Ismael and Ploeger,
2020). However, a literature search using the TPB framework to study
organic food purchasing behavior in China has uncovered no studies
that incorporate specific variables from the emotional value dimension
into the model. This imbalance suggests that emotional value is
significantly understudied compared to functional or social value
factors. Therefore, future research should conduct more systematic
measurement and hypothesis testing of emotional variables within an
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FIGURE 5
Frequency of occurrence of the effective factors within social values from the reviewed articles. Source: Authors based on the literature (Table 1).

extended TPB framework to clarify their mechanisms of action and ~ perceived trustworthiness is a significant predictor of organic food
their potential mediating and moderating effects. purchase intention. At the same time, household income is not only
an important predictor of intention formation, but also the most
critical factor in driving intention into actual purchase behavior (Bai
5.4 Conditional value et al., 2019). To investigate their influence on Chinese consumers’
purchase decisions for organic food, Xing et al. (2022) introduced
Conditional value refers to the benefit derived from selectingone ~ two trust variables: trust in producers and trust in retailers.
product over another due to specific situations or circumstances faced ~ Empirical results indicate that both types of trust are indeed
by the decision maker (Sheth et al., 1991). Seminal works suggest that ~ important positive factors influencing organic food purchasing
conditional value encompasses factors such as place, time, personal ~ behavior, with trust in retailers having a stronger impact than trust
situation, and broader contextual conditions, and that changesin any  in producers. Consumer trust is often emphasized in the literature
of these variables can significantly influence consumer behavior  asakey factor influencing purchase intention. However, in the actual
(Laaksonen, 1993). In the context of organic food consumption,  behavioral pathways of university students, this does not
conditional value has been operationalized through attributes suchas ~ demonstrate the theoretically expected impact (Ali et al., 2021).
convenience, health as a personal attribute, media exposure to  Teng and Wang (2015) constructed a model using revealed
organic-related messages, the presence of children or elderly family  information and perceived organic knowledge as antecedent
members at home, and local environmental risks such as pollution or ~ variables to explore how trust and attitudes toward organic foods,
carbon footprint (Pham et al., 2019; Li and Jaharuddin, 2021; Prakash ~ through mediating variables, further influence purchase intentions.
etal,, 2023; Roy et al., 2023; Munaqjb et al., 2025). The empirical results show that trust is not only an antecedent
A systematic search and review of the literature on organic food  variable of attitude; it also significantly mediates the effects of
purchasing behavior in China using the Theory of Planned Behavior  revealed information and perceived knowledge on consumer
revealed 14 eligible empirical studies. Ten of these studies incorporated  attitudes and purchase intentions, serving as a key link between
conditional value variables into their research frameworks and  information transparency and ultimate purchase intentions (Teng
validated their role as a key driver of organic food consumption in  and Wang, 2015). Similarly, Li and Jaharuddin (2020) pointed out
China. The many influential variables are arranged based on the  that revealed information plays a key role in enhancing consumer
frequency of their appearance in the analyzed literature (Figure 6).  trust formation and further driving purchase decisions. The research
Among the effective factors identified, the most frequently examined  also included a Chinese-characteristic variable: food therapy culture
were trust (n = 5), followed by health consciousness/awareness (n =4),  (Liand Jaharuddin, 2020). According to the research findings, food
and revealed information (n = 2). therapy culture significantly increases purchase intention, and
Regarding specific results Huo et al. (2023) incorporated trustas  through the mediating effect of purchase intention, this approach

a key construct based on an extended TPB. The results showed that  further affects the ultimate purchase decision.
trust significantly increased consumers’ intention to purchase Based on questionnaire data from 628 Chinese consumers, Xing
organic food, indicating that trust is a major driver of behavioral  and Liao (2024) found that health concerns can not only directly
intentions. Bai et al. (2019) encompassed trust into the extended  increase purchase intention but also indirectly affect organic food
Theory of Planned Behavior, and an empirical study showed that  consumption by improving consumer attitudes. Qi et al. (2023)
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constructed a modified Theory of Planned Behavior model,
incorporating health awareness as a key variable to explore its impact
on Chinese consumers’ continued purchase intentions for organic
food after the pandemic. The findings indicated that health awareness
had a significant influence on continued purchase intentions, showing
that health concerns significantly drive consumers continued
motivation to choose organic food. Pan and Wu (2024) found that
health awareness plays a bridging role between food safety awareness
and consumer purchase intentions, emphasizing that the health value
of organic food should be highlighted during marketing, so as to
leverage consumers’ health awareness to enhance their positive
attitudes and ultimately promote purchasing behavior. Ali et al. (2021)
surveyed Chinese college students and found that health consciousness
significantly influences the actual purchase of organic food, surpassing
the impact of attitude and trust.

To explore the mechanisms driving health concerns in Chinese
consumers purchase intention for organic beef, Wang et al. (2024)
established a modified TPB. They found that health beliefs not only
directly increase purchase intention but also significantly enhance
consumers motivation to buy organic food indirectly through
perceived benefits, moral norms, and controllability. Although self-
efficacy was considered a key mediating variable in the research
framework, its influence path was not significant (Wang et al., 2024).

Chai et al. (2022) incorporated government support into the TPB
model as a moderating variable, revealing that government support
for agricultural production not only directly enhances urban residents’
willingness to consume organic food, but also, to a certain extent,
weakens the positive impact of food safety concerns and attitudes on
consumption intention.

Qi etal. (2023) proposed a modified TPB that incorporates the
perceived value of organic food and the impact of COVID-19. The
results showed that the perceived value of organic food positively
promoted continued purchase intention for organic food, while the
impact of COVID-19 not only directly increased continued purchase

10.3389/fsufs.2025.1696775

intention but also indirectly promoted it by enhancing health
consciousness and perceived value. Jiang and Wu (2022) pointed out
that moral responsibility has a significant positive impact on purchase
intention and also significantly promotes actual purchasing behavior,
indicating that this internal moral drive can be transformed into
actual action.

5.5 Epistemic value

Epistemic value is defined as the utility that an individual gains
from an alternative that stimulates curiosity, provides novel
experiences, or satisfies intellectual curiosity (Sheth et al., 1991). The
systematic review analysis showed that among the 14 studies,
quantitative research involving epistemic value was relatively rare, and
only three studies analyzed epistemic value as a driving factor (see
Table 1, articles 2, 9, and 14).

Epistemic value in organic food is often concretized as factors such
as knowledge, familiarity, fashion/novelty, and nostalgia of organic
food (such as consumers’ understanding of certification, labeling, and
production methods and the resulting motivation for exploration and
learning) (Castro Campos and Qi, 2024). Seminal research has
underscored the role of expertise/knowledge in consumer decision-
making (Lin and Huang, 2012). The review of selected research
indicates that, within the realm of organic food, only two studies have
identified knowledge as the primary motive (Teng and Wang, 2015; Li
and Jaharuddin, 2020). Li and Jaharuddin (2020) defined knowledge
as product-related information in consumers’ memory. Based on the
Alphabet Theory, they examined it as an antecedent of purchasing
attitude. The results showed that knowledge has a significant positive
impact on purchasing attitude, and further promotes purchasing
intention and decision-making (Li and Jaharuddin, 2020). Teng and
Wang (2015) argued that customers’ attitudes about purchasing
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organic food were significantly positively connected with their level of
knowledge about organic food. These findings supported the claims
made by Sun and Wang (2020) and Bazhan et al. (2024) that knowledge
can influence the decision-making process at every stage.
Furthermore, acquiring cognitive information on organic food
(such as health benefits and novelty) could improve consumers’
knowledge structure, therefore positively impact their purchase
intention and promote purchase behavior. Liu et al. (2024) included
cognitive information as an important exogenous factor affecting
organic food purchase intention and actual behavior in the expanded
TPB framework. The results showed that improving consumers’
cognitive information can not only directly enhance purchase
intention and promote behavior, but also effectively narrow the
intention-behavior gap among different populations (Liu et al., 2024).

6 Barriers preventing organic food
consumption in China

The innovation resistance theory was created by Ram and
Sheth (1989) to explain why consumers resist innovations despite
their perceived need and desirability. According to their
definition, innovation resistance is the resistance that customers
have to an innovation since it either contradicts their beliefs or
suggests a possible departure from the status quo, which they find
satisfying. The innovation resistance theory (Ram and Sheth,
1989) identifies five specific barriers—usage, value, risk, image,
and tradition—which are grouped into two broader categories:
functional and psychological barriers. Functional barriers (usage,
value, and risk barriers) emerge when consumers believe adopting
a new product will significantly disrupt their current consumption
patterns, whether through altered usage routines, unfavorable
value (e.g., higher cost or lower performance), or perceived risk.
Psychological barriers (tradition and image barriers) arise when
the new product conflicts with existing consumer beliefs, norms,
or self-image, and are primarily manifested as tradition and
image barriers.

6.1 Usage barrier

The usage barrier, characterized as the discordance between an
innovation and customers’ established routines, workflows, or habits
(Ram and Sheth, 1989), is frequently recognized as a primary source
of consumer resistance (Laukkanen et al., 2008). While initial research
on electronic services identified challenges such as inconvenient
access and slow systems (Kuisma et al., 2007), similar evidence has
surfaced in the organic food sector (Kim and Lee, 2023). Empirical
studies report that limited product variety, poor availability and shelf
visibility, inadequate information, and overall inconvenience
significantly dampen purchase intentions (Kushwah et al., 2019a;
Wang H. et al,, 2022; Wang J. et al,, 2022; Zheng and Cao, 2022;
Carrion Bosquez et al., 2023). These findings underscore that when
organic options fail to fit seamlessly into consumers’ habitual shopping
patterns, the resulting usage barrier becomes a critical deterrent
to adoption.
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6.2 Value barrier

A value barrier arises when consumers perceive that a new
product delivers an inferior performance-to-price ratio compared
with existing alternatives, thereby diminishing their motivation to
switch (Ram and Sheth, 1989; Laukkanen et al., 2008). Within the
organic food context, this barrier is primarily manifested through the
monetary premium and additional time costs associated with
purchasing organic items (Yazdanpanah et al., 2015; Torres-Ruiz et al.,
2018; Kushwah et al., 2019a; Eberle et al., 2023; Khan et al., 2023; Raj
etal., 2024). Empirical studies consistently report that higher prices—
and, to a lesser extent, the extra effort required to source organic
products—significantly deter adoption; indeed, price has been
identified as the single most critical impediment to organic food
uptake (Eberle et al, 2023; Khan et al, 2023). These findings
underscore that, unless the perceived economic and practical
advantages of organic foods outweigh their cost and acquisition
burden, consumers are unlikely to overcome the value barrier.

6.3 Risk barrier

A risk barrier arises when consumers perceive substantive
uncertainty or potential negative consequences of adopting an
innovation (Ram and Sheth, 1989). Because such risk is primarily
psychological, based on subjective perceptions rather than the
product’s actual characteristics, leading customers to delay adoption
until the uncertainty is alleviated (Chen and Kuo, 2017). In the organic
food context, empirical studies consistently identify three leading
manifestations of this barrier: (a) doubts about the credibility of
labeling and certification agencies, (b) skepticism regarding
production or certification processes, and (c) uncertainty over the
authenticity of organic labels themselves (Kushwah et al., 2019a;
Castro Campos and Qi, 2024). Despite the product’s alleged health
and environmental advantages, these perceived dangers reduce
confidence in important supply chain participants, such as farmers,
merchants, and brands, which in turn suppresses purchase intentions.

6.4 Tradition barrier

A tradition barrier emerges when an innovation conflicts with
entrenched cultural norms, sensory expectations, or habitual
purchasing routines (Ram and Sheth, 1989). Within the realm of
organic food, three interrelated expressions predominate. First,
sensory indicators: consumers often assess food quality based on
familiar characteristics such as smell, taste, visual appeal, and texture;
when organic items diverge from typical sensory standards, evaluative
uncertainty hinders acceptance (Kushwah et al., 2019b). Second, shelf-
life restrictions: since organic products tend to deteriorate more
quickly than traditional products, consumers who are used to making
weekly or biweekly bulk purchases are forced to adjust their storage
techniques and frequency of shopping, which many find to be a
hardship (Pang et al., 2021; Bazhan et al., 2024). Third, knowledge
deficiencies: satisfaction with conventional products, coupled with
limited understanding of organic benefits, reinforces inertia and
perpetuates resistance (Eberle et al., 2022). These characteristics
demonstrate how entrenched traditions—sensory heuristics, buying
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patterns, and habitual preferences—can hinder consumers’ readiness
to shift from conventional to organic foods.

6.5 Image barrier

An image barrier emerges when entrenched stereotypes linked to
a product’s origin, brand, or category generate unfavorable
associations, thereby discouraging adoption (Ram and Sheth, 1989;
Laukkanen et al., 2008). Perceived skepticism and lack of any
perceived difference are the two most common types of image-related
resistance in the organic food context (Kushwah et al., 2019b).
Perceived skepticism relates to the belief that organic and conventional
foods are basically interchangeable (Hoyos-Vallejo et al., 2023; Shamsi
and Abad, 2024), and a lack of any perceived difference means doubts
about the authenticity or credibility of organic claims (Pang et al.,
2021). Empirical evidence indicates that consumers may question the
authenticity of organic labels or doubt that organic products provide
any tangible advantages over conventional ones, leading to confusion
and distrust (Le and Nguyen, 2022). Such perceptions degrade the
overall image of organic foods and, consequently, inhibit
their adoption.

A systematic review of 14 relevant literature identified only two
empirical studies (see Table 2, articles 12 and 13) using the Theory of
Planned Behavior to explore barriers to organic food consumption in
China. Researchers focused on price-related variables (pricing policy
and price sensitivity) under value barriers (Ali et al., 2021; Xing et al.,
2022) and found that consumers generally believe that organic food
prices are too high or that the performance-to-price ratio is insufficient
to justify the financial burden of the premium.

Based on the Theory of Planned Behavior Ali et al. (2021) used a
structural equation model to analyze the actual purchasing behavior
of organic food among Chinese college students, revealing that higher
product pricing significantly inhibited purchasing behavior and
emerged as an important factor hindering behavior. The price
sensitivity was incorporated into the model as an exogenous variable
within the TPB framework (Xing et al., 2022). The high price-sensitive
consumers place greater emphasis on economic costs, believing that
the health, environmental, and quality benefits of organic food are
insufficient to offset the price premium, and thus tend to forgo
purchases. In contrast, low price-sensitive consumers prioritize
product utility, accept a premium, and ignore price barriers. The
results show that when consumers subjectively believe that the price
of organic food is too high or its performance-price ratio is not
enough to compensate for the premium, their attitude toward organic
food, purchase intention, and even actual purchasing behavior will be
significantly inhibited (Xing et al., 2022). Numerous studies indicate
that, in many countries, price is seen as a major barrier to purchasing
behavior (Saleki et al., 2019; Soroka et al., 2021; Luthfiana et al., 2024;
Munagqib et al, 2025). In short, excessively high prices reduce
customers’ perceived value of organic food’s health and environmental
benefits, posing a significant barrier to market expansion. This finding
not only highlights the core role of value barriers in the Chinese
context but also exposes the research gap in China in systematically
examining other barriers (such as usage, risk, tradition, and image
barriers) based on the TPB perspective, which deserves further
in-depth discussion by future scholars.
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/ Integrated framework on motives,
barriers, and purchase decisions

This study analyses Chinese research on organic food purchase
behavior through the lens of the Theory of Planned Behavior, focusing
on the external TPB variables introduced by researchers to establish
research frameworks and categorizing them as either motivations or
obstacles. The results show that the new variables often included in the
motivational side mainly include trust, health concern, environmental
concern, revealed information, knowledge, etc., which significantly
enhance purchase intention in terms of subjective attitude or perceived
behavioral control path. Conversely, price sensitivity is primarily
viewed as a hindrance, impeding actual purchases by increasing
perceived behavioral costs or diminishing behavioral feasibility.
According to the results of the present systematic literature analysis,
an integrated framework comprising five components was established:
motives, barriers, purchase decisions, moderators, and control
variables. The framework investigates the connections between the
factors of motivation, obstacles, and the decision-making process that
pertains to purchases (see Figure 7). The links that were thoroughly
explored are shown with bold lines, whilst those that were less
examined are represented by dotted lines.

Existing literature generally believes that consumers’
motivation to purchase organic food can be assessed across five
dimensions: functional value, social value, emotional value,
epistemic value, and conditional value. However, this article
systematically examines existing research on the organic food
purchasing behavior of Chinese consumers through the lens of the
extended Theory of Planned Behavior, revealing that current
studies mainly emphasize functional, social, and conditional
values. There is a significant deficiency of empirical study on
emotional value (pleasure, satisfaction, and happiness) and
epistemic value (curiosity, novelty, and knowledge). Considering
the potential influence of affective and cognitive factors on
consumer attitudes and ongoing purchase intentions, future studies
should investigate the mechanisms by which emotional and
epistemic value impact organic food consumption decisions in
China. This will enhance understanding of motivational dimensions
and increase the explanatory capacity of the Theory of Planned
Behavior in the Chinese context.

Numerous empirical studies indicate that the obstacles to organic
food consumption may be categorized into five dimensions: usage
barriers, value barriers, risk barriers, traditional barriers, and image
barriers. This article further found that when reviewing the literature
on organic food consumption in the Chinese context based on the
extended Theory of Planned Behavior, existing research almost always
focuses on value barriers, while empirical testing of usage, risk,
tradition, and image barriers is clearly missing. Considering the
unique cultural background, food safety environment, and
information acquisition channels of Chinese consumers, future
research urgently incorporate additional measurement constructs that
align with the local context and systematically explore the
differentiated impacts of barriers such as risk and tradition on
different stages of purchase decision-making (attitude-intention—
behavior), thereby improving the framework of barriers to organic
food consumption and providing more targeted basis for policy and
marketing strategies.
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Therefore, further study may include motives that are more
relevant to the Chinese setting within the Theory of Planned Behavior
framework, including face motivation, depth of organic knowledge,
and perceived government support. A thorough analysis of the
varying effects of risk, tradition, and image barriers on distinct
decision-making phases (attitude-intention-behavior) might enhance
the explanatory capacity of the Theory of Planned Behavior in the
Chinese organic market and provide new research perspectives.

8 Managerial implications

The review translates the evidence on motives and barriers into
actionable steps for policymakers, industry, and marketers to
accelerate organic food consumption in China. First, marketers can
use the research findings to identify the most relevant motives and
barriers, thereby designing communication strategies for organic food
consumer groups. Second, the retailer can use the study findings to
achieve their strategic objectives. For example, they can attempt to link
product-related environmental and health information to utilize
consumers’ positive attitudes toward these topics. However, retailers

10.3389/fsufs.2025.1696775

should be aware of price promotions on organic foods, as these may
negatively impact future sales. Third, the results of this research may
be used by public policymakers who support sustainable development
objectives to better understand their consumer environment and the
level of acceptability of sustainable goods like organic food.

9 Limitations and future directions

The current study has some limitations that could be
addressed in future research studies. First, the determinants under
the classification of the emotional values and epistemic values are
seldom researched. To enhance the explanatory power of TPB in
the Chinese context and to more fully reflect the influence of
emotional and irrational factors on decision-making, future
research should systematically incorporate the aforementioned
value dimensions into the construct of the TPB extended model.
Second, barriers and drivers are equally important in promoting
organic food consumption. However, research on barrier factors
is limited in the TPB literature on organic food consumption in
China. Only two articles examined barrier factors, both limited to
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value barriers, with price considered a major barrier. Other
dimensions of innovation resistance theory (usage, risk, tradition,
and image barriers) remain insufficiently explored in China.
Overall, research on barriers to organic food consumption in
China is inadequate. This highlights the need for future research
in this area. Third, of the 14 included articles, 12 focused on
metropolitan areas of eastern China, with only two using
nationally representative samples. This city-centric sampling
approach may lead to underrepresentation of perspectives from
small and medium-sized cities, towns, and rural areas, where
traditional agricultural practices and access limitations may
systematically influence acceptance of organic products. Future
research should recognize this limitation and employ broader,
stratified, or multi-stage sampling designs to enhance external
validity and the generalizability of findings, thereby better
explaining driving and barrier factors. Additionally, this review
adopted a scope that included only quantitative studies. While this
exclusion helps improve the comparability of the TPB/ETPB
constructs and facilitates the synthesis of effect directions, it also
excludes qualitative and mixed-methods evidence. Future research
should combine these findings with qualitative or mixed-methods
analyses, and prioritize longitudinal/experimental designs to
bridge the gap between intention and behavior. Lastly, this review
process was primarily qualitative in nature and therefore may have
included some subjective assessments and judgments, which
could increase the bias of the findings. Future research may
employ quantitative methods (meta-analysis) to provide a better
understanding of the identified drivers and barriers from a
statistical perspective.

10 Conclusion

This study systematically reviews and analyzes empirical literature
examining organic food purchasing behavior in China using the
Theory of Planned Behavior model. It then categorizes the relevant
variables within the TPB model into two main groups: motives and
barriers, to comprehensively explore their mechanisms of influence in
consumer decision-making. The systematic literature review examined
14 selected studies across multiple dimensions, including publication
timeline, theory, research methods, dependent variables, moderators
and control variables, and the geographical scope of the publications.
The major objectives of this systematic literature review were (a) to
classify various motives and barriers according to two established
theories, namely, the theory of consumption values and innovation
resistance theory; (b) to create an integrated framework illustrating
the potential relationships between motives, barriers, and purchase
decisions concerning organic food in China. The study has found that
incorporating local context-specific measurement indicators, such as
food safety environment and information access channels, into the
TPB model allows for a systematic study of under-researched barriers.
Integrating these China-specific measurement indicators will enhance
the explanatory power of the TPB model and provide a more
comprehensive understanding of the drivers and barriers influencing
organic food consumption in China.
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