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Abstract: The pandemic caused by COVID-19 has changed the mindset of many consumers. They are
increasingly aware of the risks of not caring for the planet. Before the pandemic, there was a perceived
increase in collective environmental concern and sustainability, but COVID-19 has further accelerated
this process and motivated more people to assume this responsibility. Thus, the health crisis could
trigger the consumption of organic foods, which are foods produced through environmentally friendly
agricultural methods and that have not been artificially altered. It is essential for retailers to know
how these consumers of organic foods behave in order to try to modify their strategies. In this
context, the objective of this research is to analyze the relationship between attitude, satisfaction,
trust, purchase and word-of-mouth (WOM) intentions towards organic products. The results of
a survey administered a survey to a sample of 195 consumers show that trust is influenced by
satisfaction and attitude. In relation to the behavioural variables, satisfaction is the variable that has
the greatest influence on purchase intentions and WOM intentions. In addition, a moderating effect
of environmental concern is observed on the proposed relationships.

Keywords: retail; organic products; customer satisfaction; trust; environmental concern;
purchase intention

1. Introduction

Demand for organic products has increased considerably in the last decade (Du et al. 2017).
Organic products are those made with the use of natural substances, which implies the avoidance of
fertilizers and synthetic chemicals. Therefore, for a product to be considered organic, it is necessary
that it has been produced in a way that respects the soil, conserves its nutrients, avoids the use of
chemical products, and has been certified according to ecological accreditation. Its consumption
protects not only the health of the consumers themselves but that of the farmers and workers involved
in its production, by avoiding continuous exposure to chemical products. Moreover, organic producers
seek to ensure the sustainable use of resources, showing concern for future generations. Organic
products bring benefits to both the consumer and the environment. The higher quality of organic
products, the avoidance of chemicals that are potentially harmful to health, and the lack of synthetic
additives are factors that the consumer perceives as beneficial. Avoiding harmful chemical products in
the production of the product reduces the harm to animal and plant species, in addition to protecting
the water and soil. Organic products require more labour in their production, providing employment.
Therefore, they benefit the environment and contribute to the conservation of the ecosystem and more
sustainable rural development.

The term “ecological” is increasingly prevalent in the lives of consumers, giving rise to new
needs, which companies attempt to satisfy (Miranda and Canales 2017). In recent years, people have
become more concerned about the sustainability of the environment and their personal health; this
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change is evident in the behaviour of individuals who are seeking alternatives to the consumption of
conventional products.

Numerous technological advances are promoting innovation that many describe as “the fourth
industrial revolution”. In addition, growing public concern about the overexploitation of ecosystems
and climate change poses a new challenge for companies: to promote the development of organic
products to meet the increasingly growing demand.

Faced with the increase in the consumption of organic products, the market is responding with
an increase in the points of supply: more shops are offering organic products, providing greater
accessibility to the consumer. The number of supermarkets and specialized stores selling organic
products is increasing.

Spain ranks first in land area for organic farming in the European Union and is among the top
five in the world. The development of Spanish organic production (by number of operators, including
producers and retailers) is shown in Figure 1.
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The importance of organic production is also highlighted by the fundamental role it plays
in meeting the Sustainable Development Goals (SDGs) of the 2030 Agenda for Sustainable
Development. Specifically, organic production contributes to the fulfilment of eight of the thirteen
goals. The establishment of these objectives is projected to accelerate organic production in the coming
years. The search for sustainability will be based on the adoption of industrial ecology, based on a
reorientation of production systems to achieve, as much as possible, the protection of the environment,
using low-pollution production processes. In short, moving towards the new “science of sustainability”.

Motivation influences ecological behaviours focused on the protection of the environment
(Moisander and Pesonen 2002), although in a more specific way, the purchase of organic products
has become important as a lifestyle. The role of the health attribute is fundamental to generate
consumer preferences for organic products (Rizzo et al. 2020). One of the main reasons for the
consumption of organic products is health (Aschemann-Witzel et al. 2013; Bryla 2016; Mkhize and
Ellis 2020). From the literature review, a buyer profile of organic products is obtained: altruistic,
hedonically motivated, concerned about the quality of the products (i.e., freshness and taste) and
food safety (Hashem et al. 2018). Its main reasons for purchase are linked, in addition to health, with
ecological values (environmentally friendly), food safety, taste and quality assurance (label of certificate)
(Bryla 2016). As for the most frequently purchased organic products, there are fruits, vegetables and
honey, followed by dairy products and processed meat (Bryla 2016). It is interesting to know what
the main barriers are to the purchase of this type of products, in order to try to modify the business
strategy in that direction. The main barrier is the high price of such products (Mkhize and Ellis 2020),
insufficient consumer knowledge, low availability of this type of products (Zanoli and Naspetti 2002;
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Mkhize and Ellis 2020), short expiry dates and low visibility of such product in the point of sale
(Bryla 2016).

This article contributes to the organic product literature in two ways. Firstly, it expands the
knowledge of the behaviour of the consumer of organic products by analyzing the relationship between
different cognitive variables and consumer behavioural intentions. Second, this work investigates the
importance of environmental concern, analyzing its mediating role in the proposed relationships.

In the following sections, the literature on the subject is reviewed and several hypotheses are
proposed. Subsequently, the research methodology and the estimation results of the proposed
causal model are described. Finally, a discussion of the theoretical context and the implications for
management are presented, as well as the limitations of the study and a proposal for future research.

2. Theoretical Framework and Hypotheses Development

2.1. Attitude and Satisfaction

Attitude is a learned predisposition, favourable or unfavourable, about a person, object or
problem (Eagly and Chakein 1993). In line with this definition, in this paper attitude towards organic
products is viewed as a consumer’s level of affect (positive, negative, or neutral learned predisposition)
towards the idea of buying organic products. Consumers tend to show favourable attitudes towards
organic products (Vermeir and Verbeke 2006), which facilitates consumer satisfaction. Regarding the
relationship between attitude and satisfaction, there is empirical evidence that supports that a positive
attitude towards organic products influences the generation of satisfaction (Kim 2018). The degree of
consumer satisfaction differs between an organic product and a conventional product in such a way that
satisfaction tends to increase when the product is truly organic (Paul and Rana 2012). This represents an
opportunity for the organic products sector, as the COVID-19 crisis has influenced consumer attitudes
towards organic products thanks to its safer and healthier characteristics, which can lead to a change
in the behaviour of consumers.

Based on this discussion, Hypothesis 1 is posited:

Hypothesis 1 (H1). Attitude towards an organic product will be positively related to satisfaction.

2.2. Satisfaction and Trust

Satisfaction is considered a vital concept within the corporate strategy of the company since
it affects its economic returns (Anderson et al. 1994). Consumer satisfaction is linked to the
ability of products to satisfy previous consumer expectations, considering that buying makes
consumers happy (Homburg et al. 2006). Some studies affirm that satisfaction positively affects
trust (Delgado-Ballester and Munuera-Alemán 2001; Zboja and Voorhees 2006). Trust can be defined
as the expectation, sustained by the consumer, based on the fulfilment of the promises made by the
supplier of the products (Sirdeshmukh et al. 2002). Satisfaction is positively related to trust, which
implies that the more satisfied the consumer is with the organic product purchased, the more likely they
are to trust organic products (Horppu et al. 2008; Butt and Aftab 2013; Konuk 2018; Imaningsih 2019).
This leads us to propose that

Hypothesis 2 (H2). Organic product satisfaction is positively related to trust towards organic products.

2.3. Relationship between Attitude, Satisfaction, Trust, and Consumer Intentions

Attitude plays an important role in consumer behaviour (Huang et al. 2004). The theory of
reasoned action (Ajzen and Fishbein 1980) and the theory of planned behaviour (Ajzen 1985) affirm
that attitude towards a behaviour is the key determinant of intention to perform the behaviour
(Abdul-Muhmin 2010). The fundamental idea of these theories is based on the fact that the more
positive the attitude, the more likely the fulfilment of the intention (Nosi et al. 2017). On the one
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hand, there are some studies that relate positive attitude with the purchase intention towards an
organic product (Arvola et al. 2008; Thøgersen et al. 2015; Hoang et al. 2019; Nguyen et al. 2019;
Tandon et al. 2020). The purchase intention for organic products is understood as the preference
of consumers to buy these products before conventional products. The environmental concerns of
consumers lead them to show positive attitudes towards organic products as environmentally friendly,
which leads consumers to buy them, due to the benefits they bring (Kim 2018). On the other hand,
there is research that has linked attitudes with word-of-mouth (WOM) intentions (Shih et al. 2013;
Lien and Cao 2014). However, the study of this relationship in the field of organic products is
scarce. In this research, the WOM intention is understood as an informal communication between a
person, who is not a salesperson performing his/her job, and another, who can be called a receiver
(Harrison-Walker 2001).

Consumer satisfaction and its relationship with behavioural intentions have been widely studied
in the literature on consumer behaviour (Woodside et al. 1989; Olsen 2007; Ryu and Han 2010).
However, there are fewer studies that focus on the field of organic products (Paul and Rana 2012;
Konuk 2018; Lu and Chi 2018; Konuk 2019). Satisfaction positively influences both the purchase
intention (Wang and Hsu 2010; Nair 2018) and the WOM intention (Chang et al. 2005). It is expected
that when a consumer perceives a product as satisfactory, an intention to repurchase it will occur, in
such a way that purchase intentions increase due to greater satisfaction (Fernandes and Calamote 2016).
The WOM is a relevant factor, as consumers place great importance on the opinions of family, friends
or colleagues when buying organic products (Chakrabarti and Baisya 2009). A satisfied shopper will
hold positive views that will help incentivize repeat purchases and third-party purchases.

When it comes to encouraging the customer’s purchase decision, trust in the product is necessary.
Trust can be a strategic advantage in the green products industry (Lindgreen 2003), since consumers
often do not have enough capacity to evaluate the benefits of organic products. Therefore, manufacturers
and retailers can use certifications to foster trust in them, stimulating demand for organic products.
Trust in organic products has a positive effect on behavioural intentions (Liang 2016) and represents an
important value in influencing those intentions. Given the impossibility of consumers, in many cases,
assessing the characteristics and benefits of the products offered, they trust the labels and certificates
(Montoro Ríos et al. 2006), which promote the purchase intention (Krystallis and Chryssohoidis 2005).
Furthermore, if a consumer has greater confidence in the product, they will recommend it to a greater
extent (Kim et al. 2009).

Based on the information in this section, the following hypotheses are formulated:

Hypothesis 3 (H3). (a) Attitude, (b) satisfaction, and (c) trust towards an organic product will be positively
related to purchase intentions towards an organic product.

Hypothesis 4 (H4). (a) Attitude, (b) satisfaction, and (c) trust towards an organic product will be positively
related to WOM intentions.

2.4. Moderating Role: Environmental Concern

The previously proposed relationships may depend on certain conditions that can modify the
relationships. In this case, environmental concern has been proposed as a potential moderating variable.
The COVID-19 crisis has changed consumers’ mentality such that they are currently more concerned
about environmental issues (Qi et al. 2020). Environmental concern is defined as the extent to which
people are aware of environmental problems and show their personal willingness to contribute to
solving these problems (Paul et al. 2016). Consumers with more environmental concern tend to have
more positive attitudes, which will likely increase behavioural intentions (Hoang et al. 2019). There is
empirical evidence that positively relates the degree of respect for the environment associated with a
product with consumer satisfaction (Chen et al. 2015). It is possible that for those people who are more
aware of the environment, the influence of satisfaction on behavioural intentions is greater. Finally,
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trust in organic products (for example through their eco-labels) can encourage consumer behaviour in
favour of the environment (Taufique et al. 2017). In this research, it will be verified whether for those
people who are more aware of the environment, the influence of trust on behavioural intentions is
greater than for those less aware of the environment.

Thus, we proposed that:

Hypothesis 5 (H5). The positive relationship between (a) attitude, (b) satisfaction, (c) trust and behavioural
intentions (purchase intention and WOM intention) will be stronger when environmental concern is high.

In line with the previous hypotheses, a conceptual model was developed and is depicted in
Figure 2.
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3. Research Methodology

3.1. Data Collection and Measurement Scales

In the current research, a quantitative design was employed to test the hypotheses shown in
Figure 1. Organic products have been chosen as the field of study since the sales of these products are
increasing each year (Lyu and Choi 2020). In addition, COVID-19 has affected consumer behaviour
in a more sustainable and healthy direction (Ben Hassen et al. 2020). Data were collected through
online structured questionnaires administered to organic product customers in Spain. This empirical
study meets the ethical approval in relation to data collection, since the consumer was informed at the
beginning of the questionnaire about the purposes of the research. All subjects gave their informed
consent for inclusion before they participated in the study. Data collection took place in April, May
and June 2020. To recruit the panellists, the web link with the questionnaire was sent to different
groups of students at the university, and it was shared through social networks, such as LinkedIn,
Twitter and Facebook. This implies a non-probabilistic sampling, to which gender and age quotas have
been applied to guarantee the representativeness of the sample. The sample comprised 195 people
from various cities in Spain, after eliminating 30 questionnaires with missing answers. The sample
demographics analysis of the study is shown in Table 1.

Table 1. Sample demographics.

Variable Categories Frequency Percentage

Gender
Male 47 24%

Female 148 76%

Age

Less than 24 years 30 15%
25–45 years 66 34%
46–65 years 80 41%

More than 65 years 19 10%

Education

Primary education 34 17%
General certificate of education 29 15%

General certificate of higher education 44 23%
Graduate 88 45%
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Items in the survey were taken from the literature review, and they were measured using five-point
Likert scales (1 = strongly disagree, 5 = strongly agree). In this regard, attitude was measured using a
five-item scale, adapted from Hoang et al. (2019). Satisfaction and purchase intention measures were
adapted from Konuk (2018), including three items in each concept. Trust comprises three items that
were adapted from Voon et al. (2011). Three items were adapted from Konuk (2019) to measure WOM
intentions towards organic products. Table 2 illustrates the measurement scales for all constructs.

Table 2. Reliability and validity analysis.

Measures Item Description λ Stand.

Attitude
(adapted from Hoang et al. 2019)

I think that purchasing an organic product is interesting. 0.807
I think that purchasing an organic product is a good idea. 0.849
I think that purchasing an organic product is important. 0.828
I think that purchasing an organic product is beneficial. 0.941

I think that purchasing an organic product is favourable. 0.937

Satisfaction
(adapted from Konuk 2018)

I am satisfied with my decision to purchase this organic product. 0.907
I am happy to purchase this organic product. 0.904

My choice to purchase this organic product is a wise one. 0.913

Trust
(adapted from Voon et al. 2011)

I trust that those selling organic products are honest about the
organic nature of their products. 0.791

I trust the organic certification logo on organic product labels. 0.942
I trust the information on organic product labels. 0.957

Purchase intention (adapted from
Konuk 2018)

I am willing to buy this organic product in the future. 0.899
I plan to purchase this organic product. 0.919

I will make an effort to buy this organic product. 0.961

WOM intention (Konuk 2019)
I will recommend this product to other people who seek my advice. 0.935
I will say positive things to my acquaintances about this product. 0.960

I will encourage other people to buy this product. 0.941

3.2. Reliability and Validity Analysis of the Measurement Scales

To demonstrate the reliability and validity of the measurement model, a confirmatory factor
analysis was carried out, from which satisfactory global adjustment results were obtained with content
validity (standardized factor loading greater than 0.6) (Table 2). Cronbach’s alpha coefficients were
all greater than 0.7, the composite reliability was greater than 0.7 (Hair et al. 2010), and the Average
Variance Extracted (AVE) was greater than 0.5 (Fornell and Larcker 1981), confirming the convergent
validity (Table 3). There was also discriminant validity, since the confidence intervals of all the
correlations between the concepts analyzed did not contain the unit value, and their squared value
did not exceed the AVE of the measurement scales considered (Fornell and Larcker 1981) (Table 4).
The psychometric properties were adequate, so the structural equation model (SEM) was assessed to
test the hypothesized model.

Table 3. Reliability and validity analysis.

Constructs CR AVE α

Attitude 0.942 0.765 0.943
Satisfaction 0.934 0.824 0.934

Trust 0.927 0.810 0.922
Purchase intention 0.948 0.859 0.949

WOM intention 0.962 0.894 0.962
Measurement Model Fit Indexes: S-BX2(109) = 127.9417, p < 0.001. BBNFI = 0.900, BBNNFI = 0.905,

CFI = 0.924, IFI = 0.924, RMSEA = 0.057, SRMR = 0.050.

Notes: CR = Composite Reliability; AVE = Average Variance Extracted; α = Cronbach’s α; BBNFI = Bentler-Bonett
Normed Fit Index; BBNNFI = Bentler-Bonnet Non-Normed Fit Index; CFI = Confirmatory Fit Index; IFI = Incremental
Fit Index; RMSEA = Root Mean Square Error of Approximation; SRMR = Standardized Root Mean Square Residual.
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Table 4. Discriminant validity of the measurement model.

Constructs 1 2 3 4 5

1. Attitude 0.765
2. Satisfaction 0.503 0.824
3. Trust 0.171 0.399 0.810
4. Purchase intention 0.475 0.746 0.305 0.859
5. WOM intention 0.401 0.707 0.346 0.789 0.894

The diagonal indicates the AVE of each concept.

4. Results

4.1. Descriptive Results Analysis

Regarding the main reason for consuming organic products, 40% of the consumers surveyed
indicated that the reason was that organic products are healthier than other products, 19.5% that organic
products are tastier than other products, and 15.4% that their production does not harm the environment.
In line with the literature review, the consumption of organic products has increased considerably, since
89.8% of consumers affirm that they consume these types of products sometimes/often. Regarding
organic products purchased, there is a clear predominance of food products (82%) compared to textiles
(7.1%) or cosmetics (10.8%). In relation to their monthly spending, 40.5% say they spend less than 10%
on organic products, while 40% spend between 11 and 20% of their monthly spending. Only 19.5%
affirm that their spending on organic products exceeds 21%.

4.2. Structural Model Results

When considering systems of structural equations, it is necessary that the sample size is sufficient
to be able to test hypotheses with solidity. To do this, a power test must be performed. We used
GPower software (Faul et al. 2007). This requirement (value higher than 0.80) is fulfilled by the study.

Table 5 presents the results of the structural model, obtained with EQS 6.2. The goodness of fit
indices are adequate (BBNNFI = 0.992; IFI = 0.994; CFI = 0.994; RMSEA = 0.030). It was observed
that the attitude towards organic products influences satisfaction with organic products, supporting
H1 (H1: β1 = 0.749). Direct effects of satisfaction on trust were also observed (H2 was confirmed)
(H2: β2 = 0.669). Finally, the three variables analyzed (attitude, satisfaction, and confidence) affect
the purchase intentions and WOM intentions, thus confirming all hypotheses (H3a: β3a = 0.128; H3b:
β3b = 0.860; H3c: β3c = 0.188; H4a: β4a = 0.215; H4b: β4b = 0.797; H4c: β4c = 0.120). It should be noted
that the variable with greatest influence on behavioural intentions is satisfaction.

Table 5. Structural model results.

Hypotheses Coefficient t-Value Hypotheses Supported

H1: Attitude→ Satisfaction 0.749 9.934 *** Yes
H2: Satisfaction→ Trust 0.669 8.706 *** Yes
H3a: Attitude→ Purchase intention 0.128 2.114 * Yes
H3b: Satisfaction→ Purchase intention 0.860 12.764 *** Yes
H3c: Trust→ Purchase intention 0.188 2.794 ** Yes
H4a: Attitude→WOM intention 0.215 2.582 ** Yes
H4b: Satisfaction→WOM intention 0.797 10.264 *** Yes
H4c: Trust→WOM intention 0.120 2.239 * Yes

* p < 0.05; ** p < 0.01; *** p < 0.01; ns: not significant.

4.3. Moderating Effect of Environmental Concern

Environmental concern was measured using a five-point Likert scale (1 = strongly disagree,
5 = strongly agree) based on the studies by Paul and Rana (2012) and Hoang et al. (2019). The moderating
effects of environmental concern were analyzed using the bootstrap procedure of Preacher and
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Hayes (2004) using the SPSS macro developed by Hayes (2018). As it is a moderation analysis, model 1
was used. As shown in Table 6, environmental concern has positive direct effects on the relationship
between attitude and purchase intention and WOM intention. However, these moderating effects were
not observed in the case of satisfaction and trust.

Table 6. Results of the moderation model: environmental concern.

Hypothesis β t p LLCI ULCI Moderation

H3a: ATT→ PI 2720 3.4070 0.0011 0.0399 0.2144 Yes
H3b: SA→ PI −0.0118 −0.2445 0.8071 −0.1072 0.0836 No
H3c: TR→ PI 0.0017 0.0265 0.9789 −0.1247 0.1281 No

H4a: ATT→WI 0.6760 2.7795 0.0071 0.0652 0.2005 Yes
H4b: SA→WI −0.0234 −0.4687 −0.6398 −0.1218 0.0750 No
H4c: TR→WI −0.0109 −0.1774 0.8594 −0.1326 0.1107 No

Note: Attitude (ATT); Satisfaction (SA); Trust (TR); Purchase intention (PI); WOM intention (WI).

5. Discussion and Conclusions

In recent years, the demand for organic products has undergone constant growth, in part due to
increased consumption and per capita spending, a consequence of the emergence of new needs in the
search for a healthier lifestyle. Therefore, a surge in organic production is expected as a result of the
fulfilment of the Sustainable Development Goals that will, progressively, lead to the reorientation of
production systems towards greater sustainability, which is expected to be achieved in the year 2030.

Spain, despite being one of the European countries that dedicates the most area to organic farming,
is not one of the countries with the highest consumption or expenditure per capita. Therefore, real
capacity is being wasted, since Spain has the ideal conditions and raw materials for this production,
which, as is assumed with the implementation of the Sustainable Development Goals, will be realized
in the future.

The appearance of COVID-19 is expected to provide an incentive for the purchase of organic
products. This is due to an increase in environmental awareness in view of the experience of reducing
pollution during the pandemic. In addition, more rigid measures of sustainability and protection of
the environment than those established will be implemented by governments. Although it is true that
sustainability plans and objectives already existed, COVID-19 has been a stimulus to the protection of
the environment.

Type of organic product
Following this study, it can be concluded that most of the organic products currently purchased

are related to food. It must be taken into account that organic products are oriented towards a specific
type of customer with an ecological conscience. Ecological marketing must follow a differentiation
strategy with respect to conventional products. The importance of knowledge is evident, as verified in
the literature, given that most buyers have a university education (Vlahović et al. 2011).

Attitude, satisfaction, and trust influence behavioural intentions
The empirical analysis carried out indicates that the attitude, satisfaction, and trust in organic

products are positively related to the purchase intention and WOM intention. Therefore, the more
positive consumer attitudes are, the more satisfied they are, and the more trust they have with respect
to organic products, the greater the intention for WOM and the higher the repurchasing rate, and it
will be a clear incentive to purchase by third parties. The buyer who makes WOM recommendations
helps to disseminate these products and to lower the purchase barrier that is implied by a lack of
knowledge of these products. In relation to attitudes, many studies have presented the same results
(Koklic et al. 2019; Boobalan and Nachimuthu 2020; Pham et al. 2018). However, most of these studies
do not refer to Europe, and none specifically to Spain.

Most of the relevant published papers have studied purchase intention, to which this research
adds the WOM dimension, fundamental today due to the development of social networks and the
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ease of expressing opinions. In fact, the influence of attitudes is greater for WOM intentions than for
purchase intentions.

Environmental concern as a driver of relationships
Although some studies have analyzed the moderating role of environmental concern

(Chang et al. 2017; Tandon et al. 2020), few of them have included it as a possible moderator in
the relationship of attitudes and intentions of behaviour (Hoang et al. 2020). In this study, the
relationship between attitude and behavioural intentions is stronger for those consumers with greater
environmental awareness. This means that when the attitude towards organic products is positive and
there is a significant concern for the environment, consumers are more likely to make greater efforts to
reduce their environmental impact and buy and recommend organic products. Therefore, in line with
Hoang et al. (2020), this study considers that the purchase of organic products is an activity that limits
the impact on the environment.

5.1. Managerial Implications

The findings of this study raise various practical implications. First, manufacturers and retailers
of organic products must seize the opportunity of the change in consumer mentality in the wake of
the health crisis caused by COVID-19. Consumers have realized the importance of supporting local
businesses (Kantar 2020), since this generates community, identity, and a sense of belonging. Linked to
this idea of supporting local businesses, consumers have become more aware of the existence of organic
products that are locally produced. This is why the attitude towards these types of products has
improved, which has been empirically demonstrated to have positive impacts on both satisfaction and
behavioural intentions. Fostering these positive attitudes through clever communication campaigns
can be a good way to encourage behavioural intentions in consumers that translate into real behaviour.
This research has demonstrated the moderating effect of environmental awareness on the relationship
between attitude and behavioural intentions. COVID-19 has also affected concern for the environment.
The large amount of waste (masks, gloves, sanitizing gels, etc.) together with the positive effects on
air quality of home confinement during the months of March and April have made many consumers
become environmentally aware if they had not previously considered the environment to be a serious
problem. Given that the relationship between attitudes and behavioural intentions are strengthened in
consumers who are more aware of the environment, and that consumers are increasingly concerned
about environmental issues, it is essential to follow a good strategy of social responsibility focused
on sustainability.

Second, the great importance of satisfaction in this type of product should be noted, since it is
the variable that has the greatest influence on behavioural intentions, in addition to influencing trust.
Achieving satisfied customers can be a challenge for companies, but it is worth investing resources
if the investment is profitable. For example, this can be done by promoting online sales, which are
currently low for this type of products. Shoppers’ opinions could be solicited so that the consumers
can reduce the cognitive dissonance produced after the purchase. In addition, these opinions can be a
source of confidence.

Third, trust in this type of product is essential, since the consumer needs indicators that show that
the product complies with the regulations to be called organic. Designing attractive packaging with
an eco-label that informs the potential consumer of all the characteristics of the product can convey
trust to consumers, which will positively affect consumer behavioural intentions, the main indicator of
actual behaviour.

5.2. Limitations and Further Research

The conclusions discussed in the previous section are not exempt from limitations, from which
future lines of study can be derived to deepen the knowledge of the consumption of organic products.
Firstly, when conducting the empirical analysis, it would be advisable to have obtained a greater
number of responses to increase its representativeness, in addition to including a greater number
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of questions that could measure the variables more accurately. Second, neuromarketing techniques,
such as eye-tracking, could be used to study the in situ behaviour of shoppers. These techniques
would allow us to know more fully the behaviour of individuals than the self-administered survey
method used. Third, the survey was carried out during lockdown, a social fact that could influence the
thoughts and behaviours of the respondents, especially regarding environmental awareness. Lastly,
other possible moderating variables could be studied, such as culture or country.
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