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ABSTRACT

The purpose of this study was to provide a model for identifying the antecedents for purchasing
organic agricultural products focusing on the role of the store image. The study was applied and
descriptive. The population of the study consisted of all consumers of organic agricultural products
in Bioneshan stores in Tehran, who used the products of this company. About 384 samples were
selected using the available sampling method. In order to confirm the validity of the questionnaire,
content validity, construct validity and convergent validity were examined. To assess the reliability
of the questionnaire, Cronbach's alpha coefficient was used, which was 0.787 for the whole
guestionnaire. The results of the research show that the price image, brand image, and perceived
risk affect the image of the organic agricultural products store. The store image has a significant
effect on the perceived quality and perceived value of organic agricultural products and perceived
quality has a significant effect on the perceived value and intention to purchase organic agricultural
products. Also, the perceived value has a significant effect on the intention to purchase organic
agricultural products.
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Objectives

Many researchers have proven that organic agricultural products are better and safer for human
health, and unhealthy products are a threat to society. Increasing health problems and food-related
diseases have made consumers give more importance to these products purchased. There has been
an increase in organic products popularity due to their health benefits and positive environmental
impact.

Today, stores must meet customers' expectations in purchasing in order to survive in a competitive
environment with other stores. According to the competitive environment of the market, stores are
trying to distinguish themselves in the market. In this field, store image is one of the most
important distinctive features that provide significant benefits for the stores. Since one of the
concerns of stores is to attract new customers and keep them, one of the factors that will attract new
customers is to create a proper store image in the minds of customers.

Bioneshon stores, with the aim of expanding the culture of using organic products and promoting
the health of the community as well as developing and promoting organic agriculture in Iran, has
been producing organic products. Today, many agricultural products store, such as the Bioneshon
store, have not yet fully understood the factors affecting the intention to purchase organic products,
one of the reasons is the lack of appropriate marketing tools and effective marketing methods by

E-mail: sm.jafari@ut.ac.ir & 2> 8lhoesediw 1 ghue 08 gb ¥


https://ijaedr.ut.ac.ir/issue_9885_10066.html
https://ijaedr.ut.ac.ir/article_77773.html

1vas .y o)Lo..iJ OHY-Y o)sbd‘ﬂl ‘5))5LM5=\M5A5OLA.~9| g.)LM?uAl?(A OV

these companies. However, most studies today focus mainly on public goods such as clothing,
books, digital products, etc., and pay less attention to organic products. Therefore, there is a need to
examine the behavior of buying organic products. Therefore, the present research has taken steps to
fill this gap. So, the purpose of this study is to provide a model for identifying the antecedents for
the intention to purchase organic agricultural products, focusing on the role of the store image.

Methods

This research is descriptive in terms of purpose, applied, and in terms of research method. The
statistical population of the study consisted of all consumers of organic agricultural products in
Bioneshan stores in Tehran, who used the products of this company during the collection of
research data in April of 2019. The population was considered unlimited and 384 samples were
selected using the available sampling method. Data collection was carried out using two field and
library methods for reviewing the literature. To collect data, a questionnaire containing 29
questions was designed by reviewing the literature on research variables. Also, three questions
were compiled to measure demographic variables (Education, rate of use of organic agricultural
products agricultural, number of purchases from this store per month). To measure and confirm the
validity of the questionnaire, content validity, construct validity and convergent validity were
examined. In order to evaluate the content validity, several questionnaires were distributed among
university professors and premiers. The sensibility and comprehensibility of the questions and the
appropriateness of the variables were examined. Experts' opinions were used to improve
questionnaire questions. For construct validity, factor analysis was used in the form of the
measurement model. Also, for convergent validity, the mean of variance was extracted and
composite reliability was calculated. Cronbach alpha coefficient was used to assess the reliability
of the questionnaire. As the results of Cronbach's alpha coefficient show, the questionnaire has
satisfactory reliability. SPSS and LISREL statistical software were used to analyze the research
data and test hypotheses.

Results

The results of the research show that the price image, brand image, and perceived risk affect the
image of the organic agricultural products store. The store image has a significant effect on the
perceived quality, and perceived value of organic agricultural products and perceived quality has a
significant effect on the perceived value and intention to purchase organic agricultural products;
also the perceived value has a significant effect on the intention to purchase organic agricultural
products.

Discussion

According to the first hypothesis, the pricing image is one of the most critical factors affecting
customers’ loyalty and is also one of the main indicators of the store image of organic agricultural
products that includes the perceptions and mind beliefs formed in customer's memory in relation to
pricing activities. According to the second hypothesis, brand image as a generalization of
customers' perception of the brand can lead to the purchase of a product to similar products,
reduces the perceived risk of customers, and increases the market share of the company. Also, the
positive image of the brand increases the level of customer satisfaction and loyalty. With regard to
the third hypothesis, perceived risk affects customer's behavior. According to the fourth hypothesis,
excellence in competition and memorability is made by the creation of a powerful store image for
organic agricultural products stores. Store image management is essential for increasing the
consumers' perceived quality towards organic products. According to the fifth hypothesis, it seems
that the more attractive the environment of the organic agricultural product store, the more people
look to these stores to get a better feeling and the attractiveness of the environment also encourages
them to immediate purchase. According to the sixth hypothesis, understanding a higher quality of
the consumer leads to an increase in the perceived value of organic food products. According to the
seventh hypothesis, it is recommended that the managers of the Bioneshon store examine the
quality of organic food products. To increase consumers' perceptions of the quality, the store must
develop effective brand strategies to improve the quality of organic products. According to the
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eighth hypothesis, the main stimulus for the purchase is the lower price than the national brands.
The lower price pushes consumers towards organic food. Consumers' understanding of high quality
may lead to an increase in the intention of purchasing organic food products. Therefore, consumers
who place a high value on organic food products need more to buy these products.
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