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Abstract

Research background: There is limited knowledge about how cultural values influence organ-
ic food consumption, as well as how blockchain-enabled traceability facilitates this behavior.
Given the increasing need for transparency in food supply chains and increasing interest in
sustainable consumption, understanding the role of culture and technological innovations like
blockchain is crucial.

Purpose of the article: This research applies Hofstede’s cultural dimensions and the Theory of
Planned Behavior to investigate the effects of cultural values on organic food consumption,
and the moderating role of blockchain-enabled traceability. Therefore, the study aims to con-
tribute to the state of the art by integrating cultural perspectives with technological advance-
ments, offering actionable insights for consumer research and sustainable supply chain man-
agement.
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Methods: Using a purposive sample of 5,326 consumers in Vietnam, the study employs hier-
archical multiple regression to test the conceptual model and hypotheses.

Findings & value added: The findings reveal that uncertainty avoidance, collectivism, and
long-term orientation positively influence attitude toward purchasing organic foods, which in
turn enhances purchase intentions and behaviors. Conversely, masculinity negatively impacts
these attitudes. However, power distance and individualism do not significantly affect atti-
tudes or purchase behaviors. Furthermore, blockchain-enabled traceability significantly mod-
erates the effects of perceived behavioral control on both organic food purchase intentions and
behaviors. By bridging the research gap on consumer perspectives on blockchain adoption
and cultural impacts on sustainable consumption, the study advances the existing literature
and provides a comprehensive framework to understand and facilitate organic food consump-
tion. These contributions have long-term implications for integrating cultural and technologi-
cal dimensions into consumer behavior research and practical food supply chain management
decision-making.

Introduction

Organic food is rapidly becoming one of the most swiftly expanding sectors in the
global food industry (Mosadegh Sedghy et al., 2024; Ume, 2023). Currently valued
at $250 billion, the global market for organic foods, with an annual growth rate
exceeding 14.1%, is projected to surge past $850 billion by the year 2028 (Daraboina
et al., 2024). This growth reflects consumers’ increasing awareness of health and
sustainability, particularly in the wake of the COVID-19 pandemic, which signifi-
cantly heightened the demand for organic foods (Parashar et al., 2023). Consumers
now have greater confidence in their health benefits, perceiving them as bolstering
immune function and providing protection against a range of chronic illnesses (Ho
et al., 2024). Investigating the determinants that drive organic food purchase inten-
tions (IOF) and organic food purchase behaviors (BOF) is, therefore, essential
(Winterstein et al., 2024). Such insights empower marketers and researchers to more
adeptly cater to consumer demands and foster pro-environmental consumption
practices in the future (Daraboina et al., 2024).

Scholars endeavored to explore the various antecedents of IOF and/or behav-
iors, such as health consciousness and environmental awareness (Parashar et al.,
2023), social-focused values (Winterstein et al., 2024), and food safety (Guidani et al.,
2024). Regrettably, almost all studies neglected the crucial importance of cultural
values in shaping consumers’ favorable attitudes, intentions and behaviors toward
purchasing organic foods, while cultural values, encompassing dimensions like
power distance (PD), uncertainty avoidance (UAI), collectivism (CLT), individual-
ism (IDN), long-term orientation (LTO), and masculinity (MAS), significantly shape
consumer perceptions and behaviors regarding the benefits and importance of
organic foods (Larrea-Killinger et al., 2024). Moreover, the extant pro-environmental
consumption literature suggests the facilitating role of cultural values on consum-
ers’ sustainable consumption (Duong ef al., 2023). However, the research in general
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pro-environmental (green) consumption also only focuses on three dimensions of
Hofstede (1991)’s cultures, including CLT, MAS, and LTO (Duong et al., 2023). Con-
sequently, the role of Hofstede (1991)" five dimensions of culture on consumers’
perceptions and behaviors are not adequately examined in the existing studies.

The organic food market suffers from the ‘lemon effect’, which erodes consumer
trust in organic products and significantly impedes sustainable development (Ho et
al., 2024; Laos-Espinoza et al., 2024). The primary feature of the “lemon effect” is
information disproportionateness, which often results in fraudulent activities in the
organic food supply chain (Boller et al., 2024). Given that contemporary organic
food supply chains demand close collaboration among governments, manufactur-
ers, farmers, and consumers, providing precise and prompt information is essential
for alleviating food safety concerns and maintaining the long-standing functioning
of these supply chains (Ho et al., 2024). Concurrently, the evolution of digital tech-
nology has facilitated the implementation of blockchain traceability systems, which
ensure product information transparency (Contini et al., 2023). These systems pro-
vide detailed data from farm to table, enabling consumers to trace the origins and
transportation of products (Boller et al., 2024). Consequently, they not only address
the issue of information asymmetry and reduce health risks but also enhance the
efficiency of fraud prevention across the organic food supply chain (Tao & Chao,
2024)

Today, consumers have heightened expectations for retailers to deliver compre-
hensive transparency regarding organic food-related information and to ensure
superior safety standards across the entire organic food supply chain (Contini et al.,
2023). In this scenario, blockchain technology’s benefits of transparency and tracea-
bility are highly advantageous (Boller et al., 2024). Blockchain traceability systems
can effectively make the environmental details of organic food products fully trans-
parent, addressing consumer demands for more detailed and trustworthy infor-
mation (Li et al., 2023; Treiblmaier & Garaus, 2023). While academic interest in
blockchain technology’s potential to enhance traceability in the food supply chains
has grown (Ho ef al., 2024; Zarba et al., 2024), most studies have predominantly
concentrated on the perspectives of organizations (Wan et al., 2022) or blockchain
solution developers (Pakseresht et al., 2023), often neglecting consumers’ view-
points. Moreover, how blockchain-enabled traceability interacts with psychological
constructs, such as perceived behavioral control (PBC), to drive organic food pur-
chase decisions remains underexplored. This gap limits the ability to leverage
blockchain technology effectively to rebuild consumer trust and promote sustaina-
ble consumption practices.

To address the abovementioned research gaps, our study extends the Theory of
Planned Behavior (TPB), developed by Ajzen (1991), to explore how Hofstede
(1991)’s cultural values inspire consumers’ favorable attitude toward purchasing
organic foods (ATF), which in turn, trigger their IOF and actual behaviors as well as
explain how blockchain-enabled traceability (BET) facilitates the impacts of PBC on
IOF and BOF. By integrating cultural values and blockchain technology into the
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TPB framework, this study offers a novel approach to understanding how cultural,
psychological, and technological factors interact to shape organic food consump-
tion. Specifically, several following research questions (RQs) are addressed in our
study:

RQ1. How effectively does the TPB framework capture the effects of Hofstede’s cultural
dimensions on organic food consumption, and how does blockchain-enabled traceability
moderate these effects?

RQ2. In what ways do Hofstede (1991)’s cultural dimensions shape consumers’ attitudes
toward purchasing organic foods, and how do these attitudes influence their purchase inten-
tions and behaviors?

RQ3. How does blockchain-enabled traceability strengthen the impact of perceived behavior-
al control on organic food purchase intentions and behaviors?

Answering these questions contributes to the state of the art in several ways.
First, it extends the TPB framework by integrating Hofstede’s cultural dimensions,
providing a comprehensive understanding of how culture influences sustainable
consumption behaviors. Second, it positions blockchain-enabled traceability as
a critical moderating factor that bridges information asymmetry and enhances con-
sumer trust, offering a new perspective on the role of technological innovations in
consumer behavior. Third, the study establishes a unified framework linking cul-
tural, psychological, and technological factors, advancing interdisciplinary research
in consumer behavior, cultural studies, and supply chain transparency. Over the
long term, these insights support the development of actionable strategies for poli-
cymakers and marketers to promote sustainable consumption globally, instilling
hope for a more sustainable future.

This paper is structured to provide a thorough exploration of the conceptual
framework and address the research queries in detail. The following section re-
views the theoretical background and develops the hypotheses underpinning the
study. The third section outlines the methodology, including details on data collec-
tion, measurement scales, and analytical techniques. The fourth section presents the
results, focusing on the reliability, validity, and hypothesis testing. The fifth section
provides a comprehensive discussion of the findings, followed by the final section,
which concludes the paper with a summary of key theoretical and practical contri-
butions, limitations, and future research directions.
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Theoretical background and hypotheses
Theory of planned behavior

A variety of theories have been put forward to explain individual behavior
(Polisetty ef al., 2024). One such theory is the Theory of Reasoned Action (TRA)
(Fishbein & Ajzen, 1975), which asserts that behavior results from an individual’s
attitudes toward a certain behavior (ATB) and the subjective norms (SN) they per-
ceive, with these factors influencing behavior through the mediation of behavioral
intentions. In order to increase this model’s predictive capability in predicting be-
havior, Ajzen (1991) expanded the TRA by incorporating an additional construct,
known as PBC. This modification led to the development of the TPB (Ajzen, 1991).
Nevertheless, research has shown that the widely recognized high intention to
purchase organic food among consumers does not consistently translate into actual
purchasing behavior (Duong, 2023), which is commonly referred to as the intention-
behavior gap (Chi ef al., 2022; Tawde et al., 2023).

A meta-analysis examining the validity of the TPB determined that this frame-
work can elucidate 39% and 27% of the variance in behavioral intentions and actual
behaviors, respectively (Huang, 2025). While the attitude-behavior gap is widely
documented in contemporary studies of TPB and TRA, there is a notable scarcity of
evidence addressing the intention-behavior gap and the perceived behavioral con-
trol-actual behavior gap (Xu et al., 2024). Additionally, research on effective strate-
gies to bridge these gaps and improve behavioral outcomes is still limited. Indeed,
while many empirical studies have examined the antecedents of attitudes, inten-
tions, and even behaviors (Laos-Espinoza et al., 2024), there is a notable lack of re-
search focused on reducing or explaining intention-behavior gaps.

Moreover, the existing literature does not adequately address how to bridge the
gap in the perceived behavioral control — actual behavior relationship within the
TPB (Civelek et al., 2024). PBC refers to an individual’s perception of how easy or
difficult it is to exercise personal control over resources and opportunities and their
desires and motivations to achieve an expected outcome (Ajzen, 1991). Although
organic foods are considered healthier and pro-environmental, various obstacles
can impact and hinder purchase behaviors (Azlie ef al., 2023; Cao et al., 2023). While
many consumers understand the general concept of ‘organic’, they often cannot
accurately describe organic practices, resulting from a lack of information about
organic food production and distribution processes (Zarba et al., 2024).

PBC significantly influences BOF because when consumers feel confident in
their ability to purchase organic foods, they are more likely to follow through with
these purchases gap (Xu et al., 2024). Higher PBC suggests that consumers perceive
fewer barriers to accessing, affording, and choosing organic products, positively
impacting their purchasing behavior (Polisetty ef al., 2024). Empirical studies have
consistently shown a strong correlation between PBC and behavior (Leong et al.,
2023), indicating that consumers with greater control perceptions are more inclined
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to engage in desired behaviors, such as buying organic foods. Additionally, IOF
strongly predicts actual buying behavior, as posited by the TPB. Empirical evidence
supports the robust positive relationship between behavioral intention and actual
behavior (Boubker, 2024; Maleki ef al., 2025), with consumers who express a firm
intention to buy organic products being more likely to convert these intentions into
purchases. Moreover, many prior studies that applied the TPB revealed that IOF is
shaped by ATF, subject norms, and PBC (Cao et al., 2023; Khan et al., 2022). The
following hypotheses are formulated.

H1. BOF is positively affected by (a) PBC and (b) IOF.
H2. IOF is positively affected by (a) ATF, (b) SN, and (c) PBC.
Blockchain-enabled traceability as a moderator

Blockchain technology is highly regarded for its potential to mitigate infor-
mation asymmetry and prevent tampering in food traceability systems (Treiblmaier
& Garaus, 2023; Zarba ef al, 2024). This technology offers substantial benefits
through its decentralized nature, which facilitates collaborative efforts across vari-
ous stakeholders without a single point of failure (Cozzio et al., 2023). Its inherent
transparency ensures that all transactions and data entries are visible and verifiable
by all parties involved, fostering trust and accountability (Boller et al., 2024). The
openness of blockchain also allows unrestricted access to information, while its
anonymity feature protects participants’ identities, enhancing security and privacy
(Tao & Chao, 2024). These characteristics make blockchain an invaluable tool for
improving the accuracy and trustworthiness of information in food supply chains
(Ho et al., 2024). BET can act as a positive moderator in the relation between PBC
and both IOF and behavior by enhancing perceived control, building trust, reduc-
ing information asymmetry, and improving the overall consumer experience.

First, blockchain technology enhances transparency and provides verifi-
able data regarding the origin, production processes, and distribution
channels of organic food products. This level of traceability significantly
reduces uncertainties and fosters greater consumer trust in the authenticity
and quality of such products (Ho et al., 2024; Tao & Chao, 2024). This trans-
parency allows consumers to feel more in control of their purchasing deci-
sions, strengthening their intention to buy organic foods (Treiblmaier &
Garaus, 2023). Additionally, the ability to trace the entire journey of organic
food products from farm to table significantly builds consumer trust (Ho et
al., 2024), amplifying the effect of PBC on purchase intentions. When con-
sumers trust the information provided about organic foods, their perceived
control increases, leading to stronger purchase intentions.
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Furthermore, blockchain technology provides a secure and immutable record of
product information, which reassures consumers about the integrity and safety of
organic foods (Contini et al., 2023). This security aspect reduces concerns over fraud
and contamination, lowering the psychological and perceived risks of purchasing
organic products (Ho et al., 2024). The comprehensive and easily accessible infor-
mation offered by blockchain systems can streamline the decision-making process
(Vinayavekhin et al., 2024), making it more straightforward for consumers to follow
through on their purchase intentions. When consumers feel assured that they are
making informed choices backed by transparent data, their likelihood of purchasing
increases. Also, BET fosters a sense of accountability and responsibility among
producers and retailers (Ho et al., 2024), which can lead to improved product quali-
ty and consistency, further encouraging consumers to act on their actual purchase.

H3. BET positively moderates the impacts of PBC on (a) IOF and (b) BOF.
Cultural values and organic food consumption

According to Hofstede (2010), culture is described as s the shared mental
framework that differentiates the members of one group or category of people from
others. Culture is a vital factor in understanding consumer behavior and has been
employed in numerous studies to analyze the purchasing patterns for pro-
environmental products (Duong et al., 2023). Moreover, culture is a fundamental
factor in influencing ethical decision-making, with consumer ethics varying widely
between different cultural backgrounds (EI Husseiny et al., 2024). In this study, we
utilize the cultural dimensions introduced by Hofstede (2010), which are among the
most widely applied frameworks for cultural analysis (Duong et al., 2023). These
dimensions will be used to examine whether cultural values influence consumers’
ATEF, which in turn increases their IOF and behaviors.

In the prior studies, the IDN-CLT elements are often conceivably one of the
most significant cultural values (Irawan et al., 2022), which influence pro-
environmental consumption (Duong et al., 2023). In our study, it is essential to treat
IDN and CLT as distinct constructs because both exist concurrently within a coun-
try, yet they influence consumer behavior in different ways. IDN emphasizes per-
sonal goals, autonomy, and self-reliance (Saracevic et al., 2022), leading consumers
to prioritize personal health benefits and individual preferences when purchasing
organic foods. In contrast, CLT focuses on group goals, community well-being, and
interdependence, encouraging consumers to consider the broader impact of their
choices on community health and environmental sustainability (Ma et al., 2024). By
examining these constructs separately, we can better understand how each dimen-
sion uniquely shapes attitudes toward purchasing organic foods, subsequently
affecting purchase intentions and behaviors.
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Power distance

Power distance measures the extent to which less powerful members of a socie-
ty accept and expect that power is distributed unequally (Hofstede, 2010). In high
PD cultures, individuals often rely on authority figures, established institutions, or
formal hierarchies for guidance and decision-making (Khan et al., 2024). This defer-
ence to authority means that recommendations or endorsements from influential
figures, such as government officials, celebrities, or institutional leaders, carry sub-
stantial weight in shaping consumer attitudes and behaviors. When these authorita-
tive figures advocate for organic food consumption, highlighting its health and
environmental benefits, individuals in high PD societies are more likely to develop
favorable attitudes toward organic foods (Cao et al., 2023). For instance, in many
high PD societies in Southeast Asia, government-endorsed organic food campaigns
have successfully influenced consumer behaviors by linking organic foods with
broader social benefits, such as community health and environmental sustainability
(Duong et al., 2023).

Additionally, high PD societies are characterized by hierarchical social struc-
tures, where individuals look to those in higher social strata for behavioral cues
(Gohary et al., 2024). Organic food consumption may be perceived as a status sym-
bol or an indicator of a healthy and environmentally conscious lifestyle, especially if
it is associated with wealthier or more influential groups. This “trickle-down” effect
has been observed in high PD contexts, where individuals emulate the consumption
patterns of elites to align with societal norms or aspirational goals (Khan et al.,
2024). For example, the increasing adoption of organic foods by middle- and upper-
income households in high PD cultures reinforces their positive associations with
quality and sophistication, further encouraging favorable attitudes across society
(Duong et al., 2023). PD is thus hypothesized to positively affect attitudes toward
purchasing organic foods.

H4. PD positively affects ATF.
Uncertainty avoidance

Uncertainty avoidance reflects the extent to which members of a society feel un-
comfortable with uncertainty and ambiguity (Hofstede, 2010). In high UAI cultures,
individuals seek stability, predictability, and safety in their choices to mitigate po-
tential risks and uncertainties (Gong et al., 2024). Organic foods, often marketed as
safer and healthier options due to their natural and environmentally friendly pro-
duction methods, align well with the desires of individuals in these cultures to
avoid uncertainty regarding food safety and health (Laos-Espinoza et al., 2024).
Studies have shown that organic certification labels, stringent production stand-
ards, and transparent supply chain practices directly address these concerns, foster-
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ing consumer trust and positive attitudes toward organic foods in high UAI cul-
tures (Khan et al., 2024).

Research also suggests that individuals in high UAI societies prefer detailed, re-
liable information to make informed decisions. The availability of transparent label-
ing and certification schemes such as USDA Organic or EU Organic significantly
enhances trust in organic food products, making them more appealing in these
cultures (Anisimova & Weiss, 2023; Cao et al., 2023; Duong et al., 2024). By address-
ing the desire for predictability and safety, organic foods align with the values of
high UAI cultures, fostering positive attitudes toward their purchase. For example,
organic food markets in countries like South Korea and Greece, both characterized
by high uncertainty avoidance, have seen significant growth due to consumer pref-
erences for safe and traceable food options (Lee et al., 2024). It is thus hypothesized
that there is a strong and positive link between UAI and ATF.

H5. UAI positively affects ATF.
Collectivism

Collectivism emphasizes the importance of group goals, community well-being,
and interdependence (Hofstede, 2010). In collectivist cultures, individuals are more
likely to prioritize actions that benefit the larger community and contribute to the
common good (Guo, 2024; Ma et al., 2024). Organic foods, often associated with
environmental sustainability, reduced chemical use, and improved public health,
strongly align with the values promoted by collectivist societies (Khan et al., 2024).
For example, in India and Vietnam, collectivist values have been shown to drive
consumer preferences for organic products, as they are perceived as socially re-
sponsible choices that benefit the entire community (Duong et al., 2024).

Moreover, collectivist societies place significant emphasis on group norms and
peer influence. When members of a collectivist community adopt organic food
consumption, it creates a reinforcing cycle where individuals perceive it as a desir-
able and socially acceptable behavior (Kim, 2024). Research shows that social rec-
ommendations and word-of-mouth play a important role in developing consumers’
attitudes in such societies, as individuals are more likely to follow behaviors en-
dorsed by their peers or social groups (Ma et al., 2024). Additionally, the long-term
focus on community well-being in collectivist cultures aligns with the sustainability
benefits of organic food, further strengthening positive attitudes. Based on these
observations, it is hypothesized that CLT positively influences attitudes toward
purchasing organic foods.

H6. CLT positively affects ATF.
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Individualism

Individualism prioritizes personal goals, autonomy, and self-reliance over
group goals and community well-being (Hofstede, 2010). In individualistic cultures,
consumer choices are often driven by personal preferences, immediate gratification,
and individual benefits rather than collective outcomes and long-term benefits for
the community (Saracevic et al., 2022). Organic foods, typically perceived as more
expensive and requiring a commitment to environmental and health-conscious
values (Cao ef al., 2023), may not align with the individualistic emphasis on cost-
effectiveness and personal convenience. For instance, studies in the United States
and Australia, both highly individualistic cultures, show that consumers are less
likely to adopt organic foods due to their higher costs and the perceived inconven-
ience of sourcing them (Dorneich et al., 2024)

Furthermore, individualistic cultures emphasize tangible, short-term benefits
over less direct, long-term rewards. This focus on immediate personal gain can lead
to unfavorable attitudes toward organic foods, which are often associated with
collective benefits such as environmental preservation or community health (Laos-
Espinoza et al., 2024). Additionally, individualistic consumers may perceive organic
foods as luxury items that offer limited personal utility compared to conventional
alternatives (Kim, 2024; Ma et al., 2024). These dynamics suggest that IDN negative-
ly affects attitudes toward purchasing organic foods.

H7. IDN negatively affects ATF.
Long-term orientation

Long-term orientation, which emphasizes persistence, future rewards, and sus-
tained efforts (Hofstede, 2010), positively influences attitudes toward purchasing
organic foods due to its focus on enduring benefits and careful resource manage-
ment. In cultures with a strong LTO, individuals prioritize actions that ensure long-
term health and environmental sustainability (Chen et al., 2024). Organic foods,
known for their environmentally friendly production methods and long-term
health benefits, strongly resonate with these cultural values (Duong et al., 2024;
Phung & Tran, 2024). For instance, studies in Japan and South Korea show that
consumers in long-term oriented societies are willing to pay a premium for organic
products due to their alignment with future-focused goals (Han & Lee, 2022).

Additionally, individuals in high LTO societies are more likely to view organic
food consumption as a worthwhile investment in their future well-being and the
environment. This perspective is reinforced by the association of organic foods with
sustainability and health outcomes, which align closely with the priorities of long-
term oriented cultures (Cao et al., 2023; Duong et al., 2024). The cultural emphasis
on preparing for future challenges and rewards further strengthens positive atti-
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tudes toward organic food consumption. Based on these arguments, it is hypothe-
sized that LTO positively influences attitudes toward purchasing organic foods.

HS8. LTO positively affects ATF.
Masculinity

Masculinity, is a cultural dimension that values competitiveness, achievement,
and material success (Hofstede, 2010), can negatively affect attitudes toward pur-
chasing organic foods. In highly masculine cultures, individuals often prioritize
personal success, power, and status (Camilleri ef al., 2023). This cultural orientation
tends to favor behaviors and products associated with efficiency, convenience, and
cost-effectiveness, which may conflict with the perceived characteristics of organic
foods. Organic products, often marketed as premium goods requiring higher finan-
cial investment and a commitment to health-conscious and environmentally sus-
tainable practices, may not align with the masculine focus on immediate outcomes
and measurable achievements (Cao et al., 2023; Laos-Espinoza et al., 2024). For ex-
ample, masculine consumers may view organic food as less practical due to its
higher cost and less apparent short-term rewards, compared to conventional food
options emphasizing affordability and availability. In such cultures, the emphasis
on status and tangible results may further detract from the perceived value of or-
ganic foods, as they are often associated with community-oriented goals and less
materialistic benefits (Khan et al., 2024).

Moreover, the traits associated with masculinity, such as a focus on economic ef-
ficiency and productivity, often overshadow the less immediate advantages of
organic foods, such as long-term health improvements and environmental sustain-
ability (Kreicbergs et al., 2024). In highly masculine societies, the preference for
products that symbolize individual achievement and economic competitiveness
may render organic foods’ holistic and sustainability-focused benefits less appeal-
ing. This cultural emphasis on material success and competitive gains limits the
appreciation of values like sustainability and well-being, which are central to organ-
ic food promotion. Additionally, the perception that organic food consumption
requires significant effort, such as seeking certifications or making lifestyle changes,
may further deter individuals in masculine cultures, who prioritize convenience
and efficiency (Camilleri et al., 2023). These cultural dynamics suggest that in highly
masculine societies, the alignment between personal goals and the ethos of organic
food consumption is weak, leading to less favorable attitudes toward purchasing
organic foods.

H9. MAS negatively affects ATF.

Consequently, despite significant advancements in the study of organic food
consumption, several gaps persist in the existing literature. One major limitation is
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the insufficient attention given to the role of cultural values in shaping consumer
attitudes and behaviors toward organic foods, particularly in emerging economies.
While Hofstede’s cultural dimensions have been widely applied in general con-
sumer behavior research, their application to pro-environmental or organic food
consumption remains limited, with most studies focusing on developed markets.
This oversight neglects the complex relationship between cultural factors, such as
collectivism, uncertainty avoidance, or long-term orientation, and the growing
demand for sustainable consumption in emerging economies like Vietnam. Moreo-
ver, while transparency and traceability are recognized as critical factors for build-
ing consumer trust in the organic food supply chain, the role of blockchain technol-
ogy as a tool to enhance these attributes has received limited empirical attention.
Most existing studies have primarily examined organizational or operational per-
spectives of blockchain, leaving consumer-centric evaluations largely unexplored.
These gaps highlight the need for research that integrates cultural values with tech-
nological enablers to understand better consumer behavior in diverse and rapidly
evolving market contexts. The conceptual framework is summarized in Figure 1.

In light of the theoretical framework and hypotheses developed in this study,
a robust methodological approach is crucial to address these identified gaps and
ensure reliable and generalizable findings. This research adopts a rigorous and
systematic approach to data collection, scale development, and statistical analysis to
test the proposed conceptual model. We aim to investigate the direct and moderat-
ing effects of cultural dimensions and blockchain-enabled traceability on consumer
attitudes, intentions, and behaviors by employing hierarchical multiple regression
analysis and validated measurement scales from prior studies. The study draws on
a sizeable purposive sample of Vietnamese consumers who have actively used
blockchain-enabled QR codes to trace organic food origins, ensuring the relevance
and applicability of the findings. This methodological rigor enables the study to
contribute meaningful insights into the intersections of cultural values, technology,
and sustainable consumption, advancing the state of the art in the field of organic
food research.

Methods
Scales and questionnaire survey

This study employed a survey-based approach in Vietnam to investigate the key
variables and evaluate the proposed hypotheses. Data collection was conducted
through an online questionnaire, following a cross-sectional research design that
relied on self-reported responses. The questionnaire was meticulously developed
by integrating validated measurement scales from existing literature, ensuring
a reliable and well-structured data collection process. Participants’ responses were
captured using a seven-point Likert scale, where the value of one indicated “strong-
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ly disagree” and the value of seven signified “strongly agree”. To measure for
Hofstede (1991)’s cultural dimensions, such as PD (4 items), UAI (4 items), CLT
(8 items), IDN (7 items), LTO (6 items), and MAS (6 items), the scales from the stud-
ies of Yoon (2009), Mai et al. (2003), Sreen et al. (2018), and Yoo et al. (2011) were
adopted. Moreover, the three variables in the TPB, including ATF (4 items), SN
(4 items), and PBC (7 items), were adopted from the studies of Yadav and Pathak
(2016), Yazdanpanah and Forouzani (2015), and Sultan et al. (2020), respectively. To
measure BET, a scale was derived from the studies of Choe et al. (2008) and Chen
and Huang (2013). Lastly, the scales from the research of Ladwein and Sanchez
Romero (2021) and Le-Anh and Nguyen-To (2020) were adopted to measure IOF
and behavior. A reverse-coded question (IOF4) was also incorporated to control for
and mitigate bias and abnormal responses.

Sampling

A targeted sampling strategy was implemented to identify individuals who had
a verifiable history of purchasing organic food products. To ensure accuracy in
participant selection, blockchain-based QR codes were utilized to validate the
origin and authenticity of these organic products within the past six months. Before
accessing the online survey, potential respondents were presented with a screening
question: “In the last six months, have you used QR codes to confirm the origin of
organic food items you purchased?” Participants who responded with “No” or
“Not yet” were politely excluded from the study, and their interest in participating
was acknowledged with gratitude. Only those who answered “Yes” to the screen-
ing question were granted access to continue with the survey, ensuring that the
sample included individuals with direct, recent experience relevant to the research
objectives.

To ensure the reliability of the data collection process and minimize automated
or inauthentic responses, participants were required to provide either an email
address or a phone number to receive additional research-related products or re-
sults. This step ensured that responses were linked to genuine individuals. Fur-
thermore, random validation questions were included in the survey to confirm
participants’” attention and engagement, such as describing their most recent expe-
rience with using QR codes to verify organic food origins. A thorough review of
responses was also conducted to identify and exclude inconsistent or nonsensical
answers, safeguarding the integrity of the dataset.

Participants who met the eligibility criteria and voluntarily chose to join the
study were first introduced to the core concepts relevant to the research. Before
starting the questionnaire, they were provided with an overview detailing the
study’s objectives and its intended outcomes. Upon completing the survey, partici-
pants received an acknowledgment expressing gratitude for their contributions.
The survey, which was conducted online via the Google Forms platform, remained
accessible between March 15 and June 5, 2024. To reach a diverse audience of indi-
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viduals aged 18 years and above, the survey was widely disseminated through
various social media channels, including platforms like Zalo, Facebook, Viber, In-
stagram, and Messenger. This approach ensured broad participation across differ-
ent digital spaces. The dataset includes information on respondents’ gender, age,
educational levels, and monthly income, which is summarized in Table 1 to reflect
socioeconomic diversity. However, geographic location (e.g., place of permanent
residence) was not directly collected. To enhance representativeness, we ensured
the distribution of the questionnaire across the three main regions of Vietnam:
Northern, Central, and Southern regions. This approach also might increase region-
al coverage.

The choice of Vietnam as the research context is informed by its rapidly devel-
oping organic food market and the growing adoption of blockchain-enabled tracea-
bility technologies. Over recent years, Vietnam has experienced significant shifts in
consumer behavior driven by heightened concerns over food safety and an increas-
ing demand for transparency in food supply chains (Phung & Tran, 2024). High-
profile incidents involving food contamination have raised public awareness about
the need for verifiable product origins, making Vietnam a critical market for exam-
ining these issues (Ho et al., 2024). The organic food sector in Vietnam has seen
steady growth, supported by increasing consumer interest in health and sustaina-
bility and bolstered by governmental efforts to promote organic farming and envi-
ronmentally friendly practices. Additionally, Vietnam’s integration of blockchain
technology within its food supply chains represents an emerging trend to address
consumer concerns about product authenticity and traceability (Duong et al., 2024).
The country’s diverse cultural landscape, spanning the Northern, Central, and
Southern regions, further enhances its relevance as a research setting, providing an
opportunity to explore how regional variations in cultural values influence atti-
tudes and behaviors toward organic food consumption. Moreover, Vietnam’s posi-
tion as an emerging economy presents a unique context for understanding the rela-
tionships between cultural norms and modern technological innovations (Huy Tuu
& Huu Khoi, 2024). The simultaneous influence of traditional cultural values and
the adoption of advanced technologies such as blockchain offers insights into con-
sumer behavior that are particularly relevant for other developing economies un-
dergoing similar transitions. Therefore, Vietnam provides a valuable case for inves-
tigating the interaction between cultural values and blockchain-enabled traceability
in shaping consumer attitudes and behaviors towards organic foods, with implica-
tions for broader applications in other emerging markets.

Data analysis approach

This study employed a systematic approach to data analysis to ensure validity
and reliability while addressing the research hypotheses. First, Cronbach’s «a testing
and confirmatory factor analysis (CFA) were conducted using SPSS 28.0 and AMOS

25.0 to assess the internal consistency and validate the measurement model. These
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methods ensured that the scales demonstrated reliability and convergent and dis-
criminant validity. Harman’s single-factor test was applied to address potential
common method variance (CMV). Finally, hierarchical multiple regression was
utilized to test the research hypotheses, particularly for examining moderating
effects. This method was selected due to its ability to evaluate interaction effects
and incremental contributions of predictor variables at different stages of the re-
gression model. Hierarchical multiple regression allows researchers to systematical-
ly include variables in a stepwise manner, making it possible to examine the unique
and combined effects of independent variables and moderators on the dependent
variable (Ho et al., 2024). This approach was particularly suitable for testing the
moderating effect of blockchain-enabled traceability on the relationships between
perceived behavioral control, purchase intentions, and behaviors. Consequently,
these methods provide a rigorous and comprehensive approach to analyzing the
data, ensuring the validity and robustness of the findings.

Scale validation and common method bias

Once the data was considered appropriate, the researchers performed « testing
and CFA on the complete set of constructs. Initially, the results showed that the « if
the item deleted for IOF4 (reverse item) was 0.846, which is higher than the aior of
0.765. Consequently, IOF4 was excluded from the original construct of IOF
(Leontitsis & Pagge, 2007). After removing the unsatisfactory item IOF4, the meas-
urement model exhibits excellent fitness indexes: x2 = 17060.767, df = 1482, x/df =
11.512, GFI = 0.894, AGFI = 0.877, CFI = 0.934, TLI = 0.927, NFI = 0.928, and RMSEA
=0.044 (Xia & Yang, 2019).

Additionally, Table 2 indicates that the values for a, CR (composite reliability),
and AVE (average variance extracted) all exceed their respective cut-off values of
0.63, 0.7, and 0.7 (Hu & Bentler, 1999). The SRAVEs (the square root of AVE), dis-
played in italics in Table 2, exceed the correlations between constructs, while the
factor loadings for all items are greater than 0.5 (Hair ef al., 2020) (see Table 3). Fi-
nally, we conducted Harman's single-factor test to examine CMV. The analysis
revealed that a single factor accounted for only 32.821% of the total variance, which
is well below the commonly accepted threshold of 50% (Harman, 1976). This indi-
cates that CMV is not a significant issue in this study. Therefore, the scales are
deemed reliable and appropriate for hierarchical multiple regression analysis.

Results

Adjusted R? for the three models indicates that the explanatory power ranges from
54.8% in Model 1, 66.6% in Model 2, and 67.7% in Model 3. These results demon-
strate that the variables included in the models explain 54.8% of the variance in
attitudes toward purchasing organic foods, 66.6% in organic food purchase inten-
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tions, and 67.7% in organic food purchase behaviors. While the adjusted R? values
reflect moderate to substantial explanatory power, it is essential to acknowledge
that consumer behavior is inherently influenced by a wide range of external, per-
sonal, and situational factors that extend beyond the constructs examined in this
study. The focus on cultural dimensions, blockchain-enabled traceability, and psy-
chological constructs from the TPB provided a targeted approach, but necessarily
excluded other potential influences, such as economic conditions or marketing
communications, which may contribute to additional variance. Nonetheless, the
adjusted R? values reported here are consistent with those observed in prior re-
search on consumer behavior and organic food consumption (Liang et al., 2024;
Nascimento & Maria Correia Loureiro, 2024) , where models typically explain
a similar proportion of variance due to the complexity of behavioral outcomes.
These results demonstrate the utility of the proposed model in providing meaning-
ful insights while highlighting opportunities for future research to incorporate
additional variables to enhance the explanatory power further.

Hierarchical multiple regression is used to test formulated hypotheses. Control
variables such as gender, age, education, and income were included in the models
to ensure the reliability of the statistical analyses. The results in Table 4 reveal that
BOF is positively affected by both PBC (8 = 0.096, p < 0.001) and IOF (B = 0.496,
p <0.001). Hla and H1b are thus supported. Moreover, IOF was also significantly
and positively influenced by attitude toward purchasing organic food (p = 0.459,
p < 0.001), SN (B = 0.026, p < 0.001), and PBC (8 = 0.253, p < 0.001). H2a, H2b, and
H2c are therefore supported. Interestingly, BET was found to positively moderate
the impacts of PBC on IOF ({3 = 0.020, p < 0.001) and BOF (3 = 0.036, p < 0.001). H3a
and H3b are thus supported. Figures 2 and 3 demonstrate the interaction plots.

The attitude towards purchasing organic foods is positively influenced by UAI
(p=0.120, p < 0.001), CLT (p = 0.050, p < 0.001), LTO (p = 0.692, p < 0.001), and nega-
tively impacted by MAS (8 = -0.052, p < 0.001), but not affected by PD and IDN
(p > 0.05). H5, H6, H8, and H9 are thus supported while H4 and H7 are not sup-
ported. Remarkably, mediation analyses through PROCESS macro method (Hayes,
2022) in Table 5 reveal that four cultural values (UAIL, CLT, LTO, and MAS) indi-
rectly affect IOF through ATF (B = 0.264, 95% CI [0.242, 0.286; 3 = 0.202, 95% CI
[0.174, 0.229]; 3 = 0.478, 95% CI [0.450, 0.505]; ]; f = 0.196, 95% CI [0.171, 0.221], re-
spectively) and also pose serial indirect impacts on BOF via ATF-IOF path
(B = 0.146, 95% CI [0.130, 0.161]; B = 0.112, 95% CI [0.095, 0.128]; = 0.256, 95% CI
[0.233, 0.278]; p = 0.107, 95% CI [0.092, 0.123], respectively). PD and IDN do not
have these indirect effects since interval confidences contain zero.

Discussions

The findings show that BOF is positively influenced by both PBC and purchase
intention, which aligns well with the TPB. According to TPB, an individual’s inten-
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tion to perform a behavior is the primary determinant of whether they will actually
do so (Ajzen, 1991), which is evident in the strong relationship between purchase
intention and actual purchasing behavior in this study. These findings also suggest
that consumers strongly intending to buy organic foods are highly likely to follow
through (Duong, 2023; Sultan et al., 2020). Moreover, the significant impact of PBC
indicates that consumers’ belief in their ability to purchase organic foods plays
a crucial role in their actual behavior. TPB asserts that when individuals feel confi-
dent in their capacity to carry out a behavior influenced by factors such as access,
affordability, and knowledge, they are more likely to engage in that behavior
(Leong et al., 2023; Sultan et al., 2020). Thus, these findings support TPB by high-
lighting the importance of both intention and perceived control in understanding
and predicting BOF.

The findings indicate that attitudes toward purchasing organic food, SN, and
PBC significantly influence IOF. These positive relationships suggest that consum-
ers who view organic foods favorably feel social pressure to purchase them and
believe they have control over purchasing decisions are more likely to intend to buy
organic foods. These results are consistent with prior studies, such as those by Dong
and Gao (2024), who found that a positive attitude toward organic food significant-
ly enhances purchase intentions. Similarly, the influence of SN aligns with research
by Kamboj et al. (2023), which highlighted the role of social influence in shaping
IOF. Furthermore, the significant impact of PBC on purchase intention supports
findings by Yadav and Pathak (2016), demonstrating that consumers who feel ca-
pable of buying organic foods are more likely to intend to do so. Thus, our study
corroborates and extends the existing literature by reaffirming that these three fac-
tors — attitudes, SN, and PBC — are crucial in forming intentions to purchase or-
ganic foods.

Our study also demonstrates that BET acts as the significant moderator of the
impact of PBC on both IOF and behavior. This finding indicates that when consum-
ers are equipped with transparent and verifiable information about the origins and
quality of organic foods through blockchain technology, their confidence in their
ability to purchase these products is significantly enhanced. This increased confi-
dence boosts their intention to buy organic foods and directly influences their actu-
al purchasing behavior. These findings support existing literature, such as Li ef al.
(2023), which highlight how transparency and traceability can enhance consumer
trust and perceived control, encouraging pro-environmental purchasing behaviors.
This study advances our understanding by illustrating blockchain technology’s
significant role in empowering consumers through perceived control, thereby fos-
tering both the intention and actual behavior of purchasing organic foods.

The findings indicate that attitudes toward purchasing organic foods are posi-
tively influenced by UAI, CLT, and LTO while being negatively impacted by MAS.
Specifically, consumers in cultures with high UAI tend to favor organic foods due
to the perceived safety and reliability of these products, aligning with previous
research highlighting the importance of risk reduction in consumer choices (Khan et
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al., 2024). Collectivist cultures, which prioritize group well-being and social harmo-
ny, are also more likely to have positive attitudes towards organic foods, support-
ing the notion that social and environmental benefits drive purchasing behavior in
these societies (Duong et al., 2023). LTO emerges as a strong positive influence,
suggesting that individuals who value future rewards and sustainability are more
inclined to purchase organic foods, which is consistent with studies emphasizing
the role of future-oriented thinking in sustainable consumption (Sreen et al., 2018).
Conversely, the negative impact of MAS suggests that in cultures where competi-
tiveness and material success are emphasized (Kreicbergs ef al., 2024), there is less
appreciation for the values associated with organic food consumption, such as envi-
ronmental sustainability and health consciousness. Interestingly, the study finds
that PD and IDN do not significantly affect attitudes toward purchasing organic
foods, indicating that hierarchical structures and self-reliance may not substantially
shape consumer attitudes in this context. These insights contribute to a broader
understanding of how Hofstede (2010)’s cultural dimensions influence consumer
attitudes toward organic foods, highlighting the importance of addressing cultural
factors in promoting organic food consumption.

Conclusions

This study comprehensively explores the relationship between cultural values and
blockchain-enabled traceability in shaping consumer attitudes, intentions, and
behaviors toward organic food consumption. By integrating Hofstede’s cultural
dimensions into the TPB, the research offers a nuanced understanding of how cul-
tural factors such as uncertainty avoidance, collectivism, long-term orientation, and
masculinity influence consumer attitudes toward purchasing organic foods. More-
over, the moderating role of blockchain-enabled traceability is examined, highlight-
ing its potential to enhance perceived behavioral control and bridge intention-
behavior gaps in sustainable consumption. Using robust statistical methods and
a large-scale survey of Vietnamese consumers, the findings contribute to the litera-
ture on sustainable consumption by demonstrating the critical roles of culture and
technology in fostering organic food adoption. These insights pave the way for
targeted strategies that address cultural and technological dynamics, benefiting
policymakers, marketers, and supply chain managers in promoting sustainability
across diverse consumer markets.

Theoretical contributions

This research provides notable theoretical insights into the study of consumer
behavior, especially within the domain of organic food consumption. By integrating
Hofstede (2010)’s cultural dimensions with the TPB, this research offers a nuanced

perspective on how cultural values influence IOF and behaviors. Specifically, the
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study highlights the importance of UAI, CLT, LTO, and MAS in shaping consumer
attitudes towards organic foods, which in turn affect purchase intentions and be-
haviors. This integration enriches TPB by demonstrating that cultural factors are
critical in consumer decision-making processes, thus extending the applicability of
TPB across different cultural contexts.

Additionally, the study contributes to the literature on blockchain technology in
supply chain management by illustrating its moderating role in enhancing PBC.
The findings reveal that BET strengthens the relationship between PBC and both
purchase intentions and behaviors. This finding shows blockchain technology’s
potential to reduce information asymmetry and build consumer trust, providing
new insights into how technological innovations can facilitate sustainable consumer
practices.

Furthermore, this research addresses both the intention-behavior gap and the
perceived behavioral control-behavior gap in organic food consumption by examin-
ing the indirect effects of cultural values on purchase behavior through attitudes
and intentions. Identifying specific cultural dimensions that significantly influence
these gaps provides a deeper understanding of the factors driving sustainable con-
sumption behaviors. This contribution is particularly valuable for developing tar-
geted interventions and policies aimed at promoting organic food consumption in
diverse cultural settings.

Practical implementation

The findings of this study offer valuable insights for practitioners, including
policymakers, marketers, and supply chain managers, aiming to enhance organic
food consumption through targeted strategies.

First, understanding the significant influence of cultural values such as UAI,
CLT, LTO, and MAS on BOF can help marketers tailor their campaigns to resonate
with these cultural dimensions. For instance, in cultures with high UAI, marketers
should emphasize organic foods’ safety, reliability, and health benefits. Campaigns
highlighting the community and environmental benefits of organic food consump-
tion in collectivist societies may be more effective. For long-term-oriented cultures,
messaging focusing on the future health benefits and sustainability of organic foods
will resonate more. In contrast, strategies in masculine cultures may need to ad-
dress competitive pricing and the quality superiority of organic products.

Second, the study underscores the importance of PBC in driving IOF and behav-
iors. Enhancing PBC among consumers can be achieved through improving the
accessibility and affordability of organic foods. Retailers can focus on ensuring that
organic products are readily available and competitively priced while also provid-
ing clear and transparent information about their benefits and origins. Educational
initiatives that increase consumer knowledge about organic foods and their benefits
can further enhance PBC.
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The research also highlights the role of BET in building consumer trust and con-
fidence. Supply chain managers and retailers should consider implementing block-
chain technology to provide transparent and verifiable information about the jour-
ney of organic products from farm to table. This transparency can significantly
reduce information asymmetry, alleviate consumer concerns about product authen-
ticity, and drive purchase behavior. Leveraging blockchain technology can also
serve as a differentiator in the market, appealing to consumers who prioritize
transparency and trust in their purchasing decisions.

Moreover, addressing the intention-behavior and PBC-behavior gaps requires
a multifaceted approach. Marketers should design interventions that not only foster
positive attitudes and intentions toward organic foods but also make it easier for
consumers to act on these intentions. This strategy could include loyalty programs,
discounts, and promotions that incentivize organic food purchases. Additionally,
creating a supportive environment through partnerships with local communities
and influencers can reinforce social norms and encourage organic food consump-
tion.

Shortcomings of the research and avenues for further studies

While this study provides meaningful insights, it is essential to acknowledge
several limitations and outline future research directions to address these gaps and
advance the field. Firstly, the use of a cross-sectional research design imposes con-
straints on establishing causal relationships among the variables. Although signifi-
cant associations were found between cultural values, PBC, attitudes, intentions,
and behaviors are significant, they do not necessarily imply causation. Future stud-
ies could adopt longitudinal designs to establish causal relationships better and
observe how attitudes, intentions, and behaviors toward organic food consumption
evolve. For instance, tracking participants across different stages of organic food
adoption would enable researchers to capture the dynamics of behavioral change as
individuals respond to new influences such as marketing campaigns, policy shifts,
or advancements in blockchain-enabled traceability. Furthermore, longitudinal
studies could explore how consumer responses to cultural dimensions, such as
uncertainty avoidance or collectivism, might shift as societies experience economic
or technological transformations. These approaches would provide a more compre-
hensive understanding of the temporal and contextual factors driving organic food
consumption.

Secondly, the dependence on self-reported dataset can result in the possibility of
social desirability bias, where participants may overreport positive attitudes or
intentions toward organic food consumption to appear more favorable. This bias
can lead to inaccuracies in the portrayal of actual consumer behavior. To mitigate
this issue, future research should incorporate objective behavioral data, such as
analyzing transaction records, point-of-sale data, or purchase receipts, to validate
self-reported measures. Additionally, advanced methods, such as implicit associa-
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tion tests or experimental approaches, can be used to uncover unconscious attitudes
and genuine behavioral tendencies. Combining objective and implicit measures
with self-reported data could yield a more nuanced and accurate picture of con-
sumer behavior. Future studies might also explore innovative technologies, such as
eye-tracking tools or mobile app tracking, to investigate real-time consumer interac-
tions with organic products and blockchain systems.

Thirdly, the study was conducted exclusively within the Vietnamese cultural
context, which may limit the applicability and generalizability of the findings to
other regions or cultural settings. Cultural values and consumer behaviors often
vary significantly across countries and regions. While this research provides valua-
ble insights into the Vietnamese market, it may not fully capture the nuances of
consumer behavior in other parts of the world. Future research should replicate this
study in diverse cultural and economic environments to examine whether the rela-
tionships identified in this study are held across different populations. Comparative
studies across countries with varying levels of organic market maturity, cultural
dimensions, or blockchain adoption could provide richer insights into how local
contexts shape consumer behavior. For instance, exploring these dynamics in both
collectivist societies, like India, and individualistic markets, like the United States,
would enhance the robustness and generalizability of the findings. Such cross-
cultural comparisons could also open new avenues for identifying universal strate-
gies to promote organic food consumption and localized approaches tailored to
specific market needs.

Finally, future studies could expand the scope of this research by exploring ad-
ditional factors that influence organic food consumption and incorporating emerg-
ing technologies. For example, investigating how evolving digital innovations like
artificial intelligence (AI) or Internet of Things (IoT) systems interact with block-
chain-enabled traceability could shed light on new drivers of consumer trust and
purchasing behavior. Additionally, further research could examine the role of other
psychological and sociocultural variables — such as environmental knowledge,
moral norms, or generational differences — that may interact with cultural values
to shape attitudes and behaviors. These extensions would broaden the theoretical
landscape and equip practitioners with more targeted insights to design effective
interventions and strategies.
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Annex

Table 1. Participants’” information

Demographic variables Frequency %
Gender Male 2813 52.8
Female 2513 47.2
Age <20 785 14.7
(years old) 20-29 1909 35.8
30-39 1308 24.6
40-49 1138 214
50-59 122 2.3
> 60 64 1.2
Educational levels High school 1331 25.0
Bachelor 3576 67.1
Master and above 419 7.9
Monthly income <20 million VND 1258 23.6
20 — 30 million VND 1683 31.6
30 — 40 million VND 1649 31
40 — 50 million VND 458 8.6
Over 50 million VND 278 5.2

Note: N=5326. 1 USD = 25,405.00 VND (exchange rate on 12 December 2024).
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Table 3. Research instruments and standardized regression weights

Constructs Codes Measures Sources Fact(?r
loading
BET1 Blockchain-enabled ~ organic  food 0811
systems are traceable
Blockchain-enabled  organic  food
BET2 systems provide rich and detailed 0.815
duct inf ti et al. ;
Blockchain-enabled produc 1'1'1 ormation ' Choe et al. (2008);
traceabili Blockchain-enabled  organic ~ food  Chen and Huang
ty BET3 systems  accurate and  real-time  (2013) 0.864
information about the product
Blockchain-enabled  organic  food
BET4 systems provide complete information 0.791
from producers (farmers) to end users
OF1 I am willing to buy organic food in the 0.780
future
IOF2 Iplantob ic food 0.832
Organic food pran fo buy organic oo Ladwein and Sanchez
purchase intention IOF3 I will make an effort to buy organic  Romero (2021) 0.795
food '
[OF4 I may not purchase organic foods in the B
future ®
BOF1 I buy organic food on a regular basis 0.821
Organic food BOF2 I buy organic food for my daily needs’  [e-Anh and Nguyen- 0.668
purchase behavior products To (2020)
BOF3 ! havle bought organic food over the 0.821
past six months
ATF1 Buying organic food is a good idea 0.814
AtﬁtUdEA toward ) ATF2 Buying organic food is a wise choice Yadav and Pathak 0.832
purchasing organic 2016
foods ATF3 Tlike the idea of buying organic food ( ) 0.844
ATF4 Buying organic food would be pleasant 0.798
My family thinks that I should buy
SN1 organic foods rather than 0.701
non-organic foods
Most people I value would buy organic
SN2 foods rather than 0.835
non-organic foods
Yazd. h and
Subjective norms People I value (such as my teacher) Fijoj;al:’rin(zof ;
SN3 think you should buy 0.839
organic foods
My close friends, whose opinions
regarding diet are
SN4 important to me, think that I should 0830
buy organic foods
PBCI Purchasing organic food makes me feel 0734
good
PBC2 Spendmgl m(?ney on organic food R
products is enjoyable
PBC3 I havg control over my desire to buy 0.629
organic food
Perceived behavioral PBC4 Itis up to me tlo enjoy new experiences o .. (2020) 0727
control of trying organic food
PBC5 It is up to me to treat myself by eating 0781
organic foods
PBC6 Eating organic foods is a pleasure 0.704
For me, the best time to enjoy organic
PBC7 foods is  during meals with 0.734

family/friends




Table 3. Continued

Constructs

Codes

Measures

Sources

Factor
loading

Power distance

Uncertain avoidance

PD1

PD2

PD3

PD4

UAIl
UAI2

UAI3

UAI4

Subordinates are afraid to express
disagreement with their superiors
Subordinates  should  follow  their
superiors” decisions unconditionally.
Managers should make most decisions
by themselves

Subordinates should not question their
superiors’ decision

When starting a new job, I fear doing it
I fear uncertainty about the future

I fear ambiguous situations and
unfamiliar adventures

It is risky to do something that has
never been done before

Yoon (2009)

Yoon (2009)

0.854

0.712

0.892

0.839
0.866

0.879

0.856

Collectivism

CLT1

CLT2

CLT3

CLT4

CLT5

CLT6

CLT7

CLT8

T will stick with my family if they need
me, even when I am not happy with
them

Members of a family should stick
together, even when they are not happy
with each other

I behave in a manner consistent with
the way my family group expects me to,
even though I may not personally agree
with their expectations

Members of a family should behave in a
manner consistent with the way others
in the family expect them to, even
though they may not personally agree

I strive to make an important
contribution to my family

Members of a family should try to make
an important contribution to the family
I pursue goals that are important to my
family group, even though these goals
may not be consistent with my own
personal desire for achievement
Members of a family should pursue
goals that are important to the whole
family, even though these goals may
not be consistent with their own
personal desire for achievement

Mai et al. (2003)

0.755

0.779

0.805

0.857

0.733

0.717

0.819

0.811

Individualism

IDV1

1DV2

IDV3

IDV4

IDV5

When am not happy with my family, I
stay away from them

When members of a family are not
happy with one another, they should
stay away from each other

I behave consistently with my own
personal attitudes, even though my
family group may not agree with me
Members of a family should behave in a
manner consistent with their own
personal attitudes, even though others
in my family may not agree with them
Members of a family should not have to
rely on others in the family

Mai et al. (2003)

0.751

0.792

0.834

0.838

0.824




Table 3. Continued

Constructs Codes Measures Sources Fact(?r
loading
I pursue goals that are important to my
own personal achievement,
1Dve independent of the goals that my family 0762
. . may have
Individual
naividuatism Members of a family should pursue
DV7 goals that are important to their own 0.807
personal achievement, regardless of
family goals
Careful management of money is
LTO1 . 0.819
important to me
LTO2 T do not give up easily, even if I do not 0.829
Lone-t succeed in my first attempt
O,Hgt Gf:m LTO3 I believe in planning for the long-term Sreen et al. (2018) 0.838
rientation
N © LTO4 I value personal steadiness and stability 0.830
LTO5 T'work hard for success in the future 0.838
LTO6 Tdo not. mind giving up today’s fun for 0822
success in the future
MAS1 The fulfillment .of tasks is more 0.697
important than caring for others
MAS2 A jobAw1th hxgh earnings is better than a 0.663
job with quality of life
MAS3 A man should be strong, and a woman 0.705
should be tender
Masculini There are some jobs that a man can Yoon (2009); Yoo et al.
¥ MAS4 ) (2011) 0.623
always do better than a woman
Men usually solve problems with
MAS5 logical analysis, women usually solve 0.740
problems with intuition
It is more important for men to have a
MAS6 0.747

professional career than it is for women

Notes: N = 5326.
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Table 5. Mediation analyses

Bootstrap 95% Cls

Indirect paths Effects  BootSE LCI ucl

D 7 ATE > I0F 0.090 0.009 -0.072 0.108
UAL > ATF > IOF 0264 0011 0.242 0.286
CLT >  ATF 2>  IOF 0.202 0.014 0.174 0.229
DV >  ATF 2>  IOF 0.181 0.011 -0.159 0.202
LTO >  ATF 2>  IOF 0.478 0.014 0.450 0.505
MAS >  ATF 2>  IOF 0.196 0.013 0.171 0.221
PD >  ATF 2>  IOF 2>  BOF 0.049 0.005 -0.039 0.059
UAI >  ATF 2>  IOF 2>  BOF 0.146 0.008 0.130 0.161
CLT >  ATF 2>  IOF 2>  BOF 0.112 0.009 0.095 0.128
DV >  ATF >  IOF 2>  BOF 0.098 0.007 -0.085 0.111
LTO >  ATF 2>  IOF 2>  BOF 0.256 0.012 0.233 0.278
MAS >  ATF 2>  IOF 2>  BOF 0.107 0.008 0.092 0.123
ATF 2> IOF 2>  BOF 0.435 0.015 0.405 0.465
SN > IOF 2>  BOF 0.173 0.013 0.149 0.198
PBC > IOF 2>  BOF 0.459 0.016 0.428 0.488

Notes: N = 5326; LCI: Lower level of confidence interval; UCL: Upper level of confidence interval; SE:
Standard errors.
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Figure 2. Interaction effect of blockchain-enabled traceability and perceived
behavioral control on organic food purchase intention
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Figure 3. Interaction effect of blockchain-enabled traceability and perceived
behavioral control on organic food purchase behavior

5
45 A
4 .
—e— Low
.5 3.5 Blockchain-
.5:?! enabled
g 3 traceability
[)
ERE ---m--- High
o) Blockchain-
~§ 2 enabled
8 traceability
S 15 -
o
1

Low Perceived behavioral High Perceived behavioral
control control





