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Abstract

Purpose: This research examines the factors that influence organic food purchasing decisions of kindergartens in Ho Chi Minh City,
Vietnam. Research Design, Data, and Methodology: A mixed-method research was utilized in this study. It included a focus group
of 10 participants and a survey of 304 respondents, (quantitative research) who are employed in the selected kindergartens, using both
online and paper surveys based on nonprobability and convenient sampling. The SPSS and SmartPLS 3 software were used to analyze
data. Results: a) Eight factors affect the purchase decision of kindergartens; b) Environment Attention, Normative Beliefs, Trust belief
on brand, Cost of meal set, and Reference group positively affect Intention behavior; ¢) Feeling safe positively affect Perceived Quality
Product. Perceived quality of product and Intention behavior positively affect organic food Purchase Decision of kindergartens.
Conclusion: Eight factors affect organic food purchasing decisions of kindergartens in Ho Chi Minh City. This study offers
recommendation and solutions for a stable output of organic products in Vietnam, and ways to popularize them within the community.
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rapidly at kindergartens and primary schools, with some
cases affecting hundreds of students. In particular, on
October 10, 2018, 279 students at Xin Cai Primary School

1. Introduction

In the final 6 months of 2018, Vietnam has inspected
351,128 firms, have discovered 68,362 of which violated
the regulations, accounting for 19.47% of the total amount.
First six months in 2018, there have been 53 cases of food
poisoning in the country, affecting 1,301 people, 1,079
hospitalized, and 11 dead. According to the report, the
number of large-scale food poisoning at schools took up
about 3.7% of the total amount. During the period between
2018 and 2019, the cases of food poisoning happened

1 First Author, Marketing Department, University of Finance —
Marketing, 2/4 Tran Xuan Soan Street, Tan Thuan Tay Ward,
District 7, Ho Chi Minh City, 72910, Vietnam.
Email:truonghong230396@gmail.com

2 Dean of Marketing Department, University of Finance — Marketing,
2/4 Tran Xuan Soan Street, Tan Thuan Tay Ward, District 7, Ho
Chi Minh City, 72910, Vietnam. Email: ts.truong@ufm.edu.vn

@© Copyright: The Author(s)

This is an Open Access article distributed under the terms of the Creative Commons
Attribution  Non-Commercial License (http://Creativecommons.org/licenses/by-nc/4.0/)

which permits unrestricted noncommercial use, distribution, and reproduction in any
medium, provided the original work is properly cited.

in Ha Giang was poisoned by the breakfast served at school.

October 10, 2018, in Ninh Binh, a case of food
poisoning occurred in the kitchen of Dinh Tien Hoang
Primary School, resulting in 352 students hospitalized for
treatment. On 15 November 2018 at Xuan Non-
Kindergarten, 200 kids had to be hospitalized for food
poisoning after a celebration at the school’s mess hall.
Multiple cases of food poisoning happening consecutively
raised an alarm about the lack of food hygiene in
kindergartens all over the country. In Vietnam today, food
poisoning in schools is a hot issue, being concerned by
parents as well as the government.

The state of domestic and foreign organic agricultural
production: According to FIBL-IFOAM (2018), in the year
2016, the total acreage of organic agriculture around the
world were 57.8 million acres, the biggest was in Oceania
with 27.3 million acres, followed by Europe (13.5 million
acres), Latin America (7.1 million acres), Asia (nearly 4.9
million acres), North America (3.1 million acres) and Africa
(1.8 million acres). Organic baby food made up to 80% of
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the baby food market in many countries. In Vietnam, there
are 53,348 verified acres of organic agriculture (equivalent
to 0.5% of the total area of agriculture), in addition to
58,199 acres of organic/ ecological aquiculture and 7,208
acres of primary forest to reap natural, organic products.
The retail of organic agricultural products of Vietnam was
around 18 million Euros, consumption of organic products
per capita is 0.2 Euro. The total value of Vietnam’s exports
of organic products was 77 million Euros.

Nielsen (2016) showed that up to 86% of Vietnamese
consumers would choose natural and organic products
when possible. However, access to and usage of organic
food was limited due to many problems arising from both
the consumers and the suppliers. The research objective of
this topic is to determine the influencing factors and the
extent to which it affects the decision to buy organic food of
preschools in Ho Chi Minh City, thereby suggesting
appropriate management implications for Vietnamese
businesses operating in the field of organic food production
and trading.

2. Literature Review

2.1. Organic Food

Organic foods are foods produced by the methods and
standards of organic agriculture. The standards of organic
food have a difference between regions in the world.
However, organic agriculture, in general, is geared towards
farming promotes ecological balance, diversity, and
biodiversity conservation. In organic agriculture, it is
possible to limit the use of certain pesticides, herbicides, and
synthetic fertilizers. Organic food is also not allowed to be
treated by irradiation, industrial solvents, or synthetic food
additives. According to IFOAM (2005) “The Organic
agriculture is a production system that maintains the health
of soil, ecosystems, and people, based on ecological
processes, biodiversity, and cycles adapted to local
conditions for availability to benefit the environment, share
and promote fair relationships, good quality of life for all
relevant people". In the study of Liu (2003), green or
organic foods refer to foods that are safe to be consumed,
fine quality, concerned with the humane animal treatment,
nutritious foods, and produced under the principle of
sustainable development.

2.2. Environment Attention (EV)

Environment Attention (EV) is a belief, attitude, and
preoccupation, the awakening of an individual or an
organization with an endangered environment and
exhausting resources (Said, Paim, & Masud, 2003; Kalafatis,
Pollard, East, & Tsogas, 1999). Environmental concerns

play a key role in determining the intention to purchase
organic food so that the purchases of organic food are
considered environmentally friendly behaviors (Yadav &
Pathak, 2016). Responsibility in dealing with environmental
issues not only helps organizations to remain competitive
and increase their market shares but also there is evidence
indicating increased consumer loyalty toward such
organizations (Chegini & Saleh, 2016). Although
environmental awareness measurement is difficult,
knowledge is recognized as the basis for environmental
beliefs (Barber, Odean, & Zhu, 2008; Gil, Gracia & Sanchez,
2000). Therefore, environmental and social concerns affect
their intention to buy (Ibitoye, Nawi, Man, &
Kamarulzaman, 2014; Junior, da Silva, Gabriel, & de
Oliveira, 2015). Accordingly, the hypothesis study is:

H1: Environmental attention positively affects the intention
of buying organic foods of the Kindergarten Schools.

2.3. Normative Belief (NB)

Normative Belief (NB) is composed of subjective norms
and Personal norms. Studies have shown that normative
beliefs affect a consumer’s attitude and purchase intentions
about organic products (Ajzen, 1991). In the study of Lee
(2008) reported that of seven predictors of behavior for
purchasing green products, social influence had the biggest
impact on purchasing behavior. Personal norms refer to
consumers’ beliefs about the actions they should perform,
which influence the actions the consumers will perform
(Fishbein & Ajzen, 1975). Thegersen (2002) found that
when consumers were choosing whether to purchase organic
or non-organic wine, the final choice depended on the
consumer’s norms once attitude and subjective norms were
controlled for. Personal norms have been found to arouse
positive feelings about “doing the right thing” when
purchasing organic products. With organic food, the actual
quality is what buyers are interested in, so when they are
confident they feel good about their product quality. When
they have strong beliefs, they will assume that organic
products are good and safe, from which they choose to use
and make buying decisions. According to Pirog and Larson
(2007), Dickieson, Arkus, and Wiertz (2009), Ibitoye, Nawi,
Man, and Kamarulzaman (2014), the confidence in the
safety of products that affect the intention to buy, thus this
research hypothesizes that:

H2: Normative belief positively impacts intention behavior.

2.4. Trust Belief on Brand (TB)

Personal faiths in certain aspects can either motivate or
suppress one’s behavior (Ajzen, 2001). The product is one of
the main parts of a brand (Aaker, 1996). The faith in a
certain brand or a product is the psychological evaluation of
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a customer of that brand. The brand provides the consumers
with both the product’s benefits and their psychological
needs, causing the customers to switch to the brand name
merchandise (Tho & Trang, 2002). Other, trust is one of the
most important factors leading to a positive impacting on
behavior buying (Smiciklas, 2011; Nguyen, 2018). Ida and
Andrew (1989) showing the results as the faith in a brand
affects a customer’s attitude and reviews for that product,
the more they believe in the product, the more self-
convincing they will be in their purchase decisions,
believing the products they’re using are at a high quality,
and vice versa. Therefore, the belief in a certain brand or
product that is their favorite also affects their purchase
decisions. To kindergartens, there aren’t any particularly
popular organic brands affecting their purchases yet, the
trust in a certain brand is only making the school board to
prefer its quality for now. So, the bigger the faith of
kindergartens towards brands and products, the products’
quality that they will perceive better. This study
hypothesizes

H3: The Trust believes in a brand positive effect on
intention behavior.

2.5. Cost of Meal Set (CS)

Cost of meal Set is the money amount agreed between
parents and the school to pay for the daily meals of the
children, ensuring the menu for children with adequate
nutrition. The results of Nguyen (2013); Veiga Neto and
Melo (2013) and Lautiainen (2015) showed that the cost of
the meal set affects buying decisions. The results of
qualitative research through group discussions show that the
children's ration will be balanced by the school to match the
cost of each meal that parents pay. If parents are willing to
increase the cost of their meals to match the price of organic
food, then the school is ready to buy organic food instead of
normal food. Therefore, this research makes a hypothesis:

H4: The cost of meal set positive impacts on intention
behavior.

2.6. Reference Group (RG)

Reference Group (RG) is understood as a group of two
people or more, sharing the same rules, beliefs, and having a
connection that makes their behaviors depend on one
another. The reference groups are the ones who have a direct,
or indirect effect on the behaviors and opinions of someone
else. Tarkiainen and Sundqvist (2005) claim that attitudes
are communicated between people and thus, people with
positive attitudes regarding a product will affect the attitudes
of their surrounding people. The reference groups affected

because of their opinions, advice affected the overall
purchase intention of the whole organization. In
kindergartens’ case, these groups are people or organizations
that had opinions, evaluations that affected the purchase of
organic foods of the facilities. The decision of buying said
foodstuffs of these schools were under the general advice of
parents, nutritionists, and other teaching facilities. According
to Lessig and Park (1977), the reference groups affected
purchases based on three key points: emotional value,
compliance, and information. The results study of Le (2014)
and Teng and Wang (2015), showed that these groups
affected purchasing safe products, dietary supplements, and
baby foods. From the aforementioned arguments, this
research has come to a hypothesis:

HS: The reference groups had a positive effect on intention
behavior.

2.7. The Feeling of Safety (FS)

The Feeling of Safety (FS) is a sense of doubt in certain
organic products’ safety. In today's life, most consumers still
have their doubts about organic products, since ensuring the
manufacturing processes in Vietnam are still not quite
convincing enough, as opposed to ease of accessing ‘dirty
foods’ at the moment. For products such as foodstuffs and
beverages, safety has always been the number one concern.
These products’ safety values are what the consumers will
notice the most when they’re considering a purchase and
eventually use them. Food safety was highlighted as a
motive for purchasing organic food (Padel & Foster, 2005).
The consumer feeling of safety in regards to products will
affect their evaluations and reviews about the quality of
these products. So, food safety issues have driven consumers
to seek safer foods whose qualities and attributes are
guaranteed (Lockie, Lyons, Lawrence, & Grice, 2004).
Williams and Hammitt (2001) found that consumers believe
organically grown produce poses a fewer risk to the
consumer than conventional products. If they feel safe when
using the product, it would be considered high quality or
conversely. Therefore the hypothesis is set:

H6: The feeling of safety has a positive influence on the
perceived quality product.

2.8. Certificate of Origin (CO)

Certificate of Origin (CO) means a specific form
identifying the goods, in which the authority or body
empowered to issue it certifies expressly that the goods to
which the certificate relates originate in a specific country
(Attakora Dwomoh, 2019). This certificate may also include
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a declaration by the manufacturer, producer, supplier,
exporter, or another competent person. The previous
research has found that consumers use both Certificates of
Origin as cues to product quality (Carneiro & Faria, 2016).
Consumers are consistently found to use the Certificate of
Origin as a cue in product evaluations, along with the price,
brand name, and product labels (Dekhili & Achabou, 2014).
In other research, this certificate not only a quality signal for
the customer but also an important tool in helping customers
identify organic products. Without a Certificate of Origin,
the consumer might not be aware that the product is organic
because the differentiation between conventional and
organic food may not be that discernible (Van Loo, Caputo,
Nayga, Meullenet, & Ricke, 2011).

H7: Certificate of origin affects perceived quality product
organic food.

2.9. Perceived Product Quality (PQ)

The perceived product quality is the knowledge and
beliefs of consumers about the quality of products with
expressions such as shape, size, color... external expressions
such as price, brand, origin, the location of sale (Olson &
Jacoby 1972; Olson, 1977). The result is further supported
by Adcroft, Teckman, Kwak, and Kang (2009), Tsiotsou
(2006), Hoch and Banerji (1993), Yee, and San (2011),
Woese, Lange, Boess, and Bogl (1997) which indicate that
perceived product quality has a positive association with the
purchase decision. Perceived product quality is a critical
element for consumer decision making (Jin & Suh, 2005)
that is directly related to the reputation of the firm that
manufactures the product (Davis, Aquilano, Balakrishnan, &
Chase, 2005). Other, perceived product quality has a direct
impact on customer purchase decisions and brand loyalty,
especially during the time customers have less or no
information about the products that they are going to
purchase (Aaker, 1991; Kotler & Armstrong, 2003).
Regarding Kindergarten Schools, knowledge of product
quality will promote faster the decision-making process of
buying organic food. In this study, the specific hypothesis to
be tested is:

H8: Perceived product quality affect positively purchase
decisions.

2.10. Intention Behavior (IB)

Intention Behavior (IB) mentions the readiness of a
purchase decision, positively influences the purchase
decision. The Theory of Reasoned Action (TRA) and
Technology Acceptance Model (TAM) model shows a high
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correlation between intent and actual use. The positive
relationship between intention and purchase decision is
described by Ajzen and Fishbein (1980), Newberry, Kleinz,
and Boshoff (2003), Nguyen (2015), Nguyen (2018). Based

on the previous literature, the hypothesis proposed:

H9: Intention-behavior affects in the same direction as the
purchase decision.

2.11. Purchase Decision (PD)

The purchase decision is the final stage in consumer
behavior. The purchase decision is understood as the act of
buying or deciding to buy with no hesitation, just waiting for
the goods to be received and paid.

Table 1: Construct and measurement item source and
Results Testing
LM Focus group
Constructs meas_;urement Source research
item
Environment 4 Gil, Gracia & Accepted
Attention Sanchez (2000) P
Thagersen
. . (2002); Ajzen
Normative Belief 4 (1991); Fishbein Accepted
& Ajzen (1975)
e Tho & Trang
Trusér‘ziléef n 4 (2002); Nguyen Accepted
(2018)
Nguyen (2013);
Cost of Meal Set Veiga & Melo
(CS) 4 (2013); Accepted
Lautiainen (2015)
Reference Teng & Wang
Group 4 (2015) Accepted
Padel & Foster
The Feeling of (2005); Lockie,
Safety 4 Lyons, Lawrence, Accepted
& Grice (2004)
Botonaki,
Certificate of Polymeros,
Origin 4 Tsakiridou, & Accepted
Mattas (2006)
. Woese, Lange,
Pr(i:ieurgte gsglit 4 Boess, & Bogl Accepted
Y (1997)
Holak &
Intention Lehmann (1990);
Behavior 4 Nguyen (2018, | Accepted
2019)
Shaharudin,
Purchase Pani, Mansor,
Decision 4 Elias & Sadek Accepted
(2010); Nguyen
(2019)
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3. Methodology

The mixed-method include qualitative research and
quantitative research was applied in this study. Qualitative
research used a group discussion method with 10
participants, of which 7 experts and 3 representatives of
preschool. The purpose of qualitative is to explore and check
the validity of constructs and measurement items. Group
discussions used unstructured questionnaires, in which
section 1 is an outline to explore, and section 2 tested
content validity by CRV index:

Ne—ﬁ

2
RV =
CRV = — 7

It involves a panel of participants rating items into one of
three categories: “essential,” “useful, but not essential,” or
“not necessary.” In which Ne is the number of respondents
said it is necessary; N is the total number of participants. CV
R values range between —1 (perfect disagreement) and +1
(perfect agreement) with CVR values above zero indicati
ng that over half of panel members agree an item essenti
al. When CRV > 0, the construct and measurement items
achieve content reliability (Laewshe, 1975). However, when
interpreting a CVR for any given item, it may be important
to consider whether the level of agreement is also above that
which may have occurred by chance. Therefore, CVR(yjsical
is used instead of CRV.

In this study that is some participant 10 members, if
CVRciisical = 0.8, the constructs and measurement items will
be accepted (Ayre & Scally, 2014). The quantitative research
was conducted by a cross-sectional survey with 304
respondents representing preschools. Convenient, non-
probability sampling techniques are applied. Approach to
take samples by direct interview at the school administrative
office and by a self-filled survey on google doc with
respondents agreeing to participate. The questionnaire has a
clarification to ensure that the respondent representing the
preschool has bought organic food or has decided to buy,
when the supply is available, buy it immediately. The form
of the questionnaire in this research applied a 5-point Likert
scale (1= strongly disagree; 5= strongly agree).
Questionnaires were distributed both electronically and by
paper. The data for this study was obtained by an electronic
survey distributed on Facebook, via email, and through a
face-to-face survey. The administration process took 30 days.
The SPSS and SmartPLS 3 software were used to analyze
collected data.

4. Results

4.1. Qualitative research

The original conceptual model with 10 constructs and 40
measurement items was developed from the theoretical
background and previous research. The result focus group
showed that all 10 constructs and 40 measurement items
have CVR > 0.8. It gained content validity to be further
quantitative research.

4.2. Quantitative research

4.2.1 Descriptive Analysis Result

This research was conducted in Ho Chi Minh City in
May 2019 with the total number of votes issued was 459,
the number of votes collected was three hundred and ninety,
of which three hundred and four valid votes (accounting for
sixty-six point two three percent). A total of three hundred
and four schools responded to the survey, of which Two
hundred and fifty eight of the surveyed schools were
knowledgeable about organic food (Eighty-four to eight
seven percent), purchased or decided to buy, the remaining
fifteen and thirteen percent which was provided information
by the research team decided to buy also. Specifically, the
rate of private kindergartens was about forty-four point
four-one percent; Public preschools accounted for thirty-
eight point eighty-two percent; International preschools
accounted for eleven point five one hundred percent, and
private preschools accounted for five point twenty six
percent. On average, the school fees are four million and
five hundred thousand VND/month.

4.2.2 Exploratory Factor Analysis (EFA)

The measurement items were refined using exploratory
factor analysis (EFA) and poorly fitted items were excluded
from the study. In this study, an extraction method principal
axis factoring with Promax rotation was used. The Kaiser-
Meyer-Olkin measure of sampling adequacy (KMO) =
0.837; Chi-Square = 4714.152; df = 630, Sig. = 0.000; Sig.
0.000; Extraction Sums of Squared Loadings Cumulative =
64.929%. Pattern Matrix had 10 factors with 36
measurement items (TB4, SF4, CS4, and CO4 was deleted
from the model). Factor loadings of the indicators for each
construct were statistically significant and sufficiently high
to demonstrate that the indicators and their underlying
constructs were accepted. The conceptual model with ten
constructs with thirty six measurement items was qualified
for Structural Equation Modeling analysis.

4.2.3. Structural Equation Modeling (SEM)

4.2.3.1. Assessment of the Model
Partial least square structural equation modeling (PLS-
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SEM) is a suitable technique to test the complex models
which include the mediated-moderation relationships.
SmartPLS 3 is the emerging SEM tool that assists the
estimation process based on PLS-SEM. The result showed
that 1 construct (CO) and three measurement items have to
delete from the conceptual model due to outer loading and
reliability is not satisfactory. The model has remained nine
constructs with thirty three measurement items satisfactory
continuous to further assessment. Model fit: this model
presents excellent approximate goodness of fit, since the
value of the SRMR (Standardised Root Mean
Squareresidual) estimated model has a value of 0.077,
complying with the minimum standards described 0.08 level
(Sarstedt, Ringle, & Hair, 2017). Thus, the overall model
had a good fit.

In the next step, we check the formative measurement
models for the collinearity of indicators by looking at the
formative indicators’ VIF values. According to the results,
VIF of the PQ1 has the lowest (one point two four nine) to
the highest value of EV3 (two point four zero two). Hence,
VIF values are uniformly below the threshold value of three.
Therefore, collinearity among the predictor constructs is not
a critical issue in the structural model, and we can continue
examining the results report.

4.2.3.2. Valuation of the Measurement Model

The reliability and validity analysis will be carried out
through the analysis of individual reliability (factorial loads
and commonality) and internal consistency (composite
reliability, convergent validity through of the AVE, and
finally, discriminant validity via Heterotrait—Monotrait ratio).

Internal Consistency Reliability: According to Sarstedt,
Ringle, and Hair (2017), a factor displayed its reliability if
its Composite. Reliability and Cronbach’s alpha and Rho-A
is greater than zero point seven. The result showed that the
Cronbach’s alpha coefficient retested was from zero point
seven two two to zero point eighty and seventy, rho-A was
from zero point seven four two to zero point eight seven two,
and Composite Reliability of all constructs in this study was
from zero point eight three four to zero point nine eleven
(see Table 2). The results confirm the existence of good
internal reliability of the measurement model.

Convergent Validity: This study checked Construct
Validity both by Loadings, indicator Reliability, and Average
Variance Extracted (AVE). The results showed that outer
Loading of thirty three measurement items was from, and
Indicator reliability of thirty three measurement items was
from zero point nine three to zero point eighty and seventy
larger than zero point five and AVE of nine constructs from
zero point five years eight to ero seven one nine larger than
zero point five, therefore, nine constructs were considered to
have achieved validity (see Table 2).

Discriminant Validity: This study checked to construct

discriminant validity by Heterotrait Monotrait (HTMT). The
result showed that all constructs have excellent values, well
below zero point eight five already supports discriminant
validity.

The value R*: the result shows that R* values of all three
endogenous constructs are respectively 1B (0.463), followed
by DS (zero point three seven), and PQ (zero point zero two).
These results provide clear correlation coefficients squares
support for the model. The effect sizes f for all structural
model relationships for all combinations of endogenous
constructs and corresponding exogenous. IB has a weak
effect size of zero point zero four five) on PD and PQ of
zero point one zero three on PD.

The Q* values of three endogenous constructs are
considerably above zero. More precisely, Q® construct cross-
validated redundancy of IB has the highest values (zero
point three one), followed by DS (zero point zero nine one),
and PQ (zero point zero one one). These results provide
clear support for the model’s predictive relevance regarding
the endogenous latent variables.

4.2.3.3. Hypothesis Testing

The conceptual model and nine hypothesis were tested
using bootstrapping. Considering the results obtained in the
previous (see Table 3), it indicated the value of the fit model
and that the overall variables were supported. Eight
hypothesis were significant and less than the p-value below
than zero point zero five level, except for H7 (see Table 3).
Overall, all the path coefficient-related hypothesis were
supported from zero point one zero five to zero point tow
none three (see Figure 1). It was also shown that
environment attention, normative beliefs, trust belief on
brand, cost of meal set, reference group, feeling of safety,
perceived product quality, and intention behavior were
positively influenced the entrepreneurial decision

4.2.3.4. Findings

The result shows that six factors indirectly affect
purchasing decisions through the perceived product quality
and intention behavior. The perceived quality product
impact the strongest on purchase decision with f = 0.299.
This is similar to the results research of Adcroft, Teckman,
Kwak, and Kang (2009), Tsiotsou (2006), Hoch and Banerji
(1993), and Yee and San (2011). The feeling safe directly
affects the perceived quality product with a coefficient f =
zero point one four two. It is the same results research of
Lockie, Lyons, Lawrence, and Grice (2004). Environment
attention; normative beliefs; trust belief on brand; the cost
of meal set and reference group have been shown to
influence purchasing behavior by result research of Junior,
da Silva, Gabriel, and de Oliveira (2015), Fishbein and
Ajzen, (1975), Smiciklas (2011), Nguyen, (2018), Nguyen
(2013), Veiga Neto and Melo (2013), and Lautiainen (2015),



Thi Hong TRUONG, Xuan Truong NGUYEN /Journal of Distribution Science 18-7 (2020) 73-81 79

Le (2014). This result research shows that Environment
attention; normative beliefs; trust belief on brand; the cost
of meal set and reference group have a direct impact on
intention behavior with a coefficient of following = zero
point one eight six, respectively; p = zero point one one
three; B = zero point two eight eight; and § = zero point one
one eight. The purchasing intention influences to decide to
buy with coefficient B = zero point one nine eight. The
positive relationship between intention buying to purchase
decisions has also been confirmed through studies of
Newberry, Kleinz, and Boshoff (2003), Nguyen (2015),
Nguyen (2018).

Table 2: Validity and Reliability of the Measurement Model
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NB 0.848 0.852 | 0.898 | 0.687 = ol ey b
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PQ 0.737 0.742 | 0.835 | 0.558 E
PD 0.849 0.854 | 0.898 | 0.689 = R
RG 0.745 0.802 | 0.835 | 0.563
B 0.780 0.780 | 0.872 | 0.695 Figure 1: Structural Equation Modeling

Table 3: Construct and Hypothesis Test
Original Sample Mean Hypothesis test
Constructs STDEV O/STDEV P Values
Sample (O) (M) Results

CS->IB 0.299 0.300 0.053 5.606 0.000 H4 Supported
EV->IB 0.186 0.186 0.054 3.451 0.001 H1 Supported
FS>PQ 0.142 0.160 0.055 2.564 0.010 H6 Supported
IB>PD 0.198 0.197 0.061 3.269 0.001 H9 Supported
NB->IB 0.113 0.118 0.046 2.449 0.014 H2 Supported
PQ->PD 0.299 0.307 0.062 4.853 0.000 H8 Supported
RG->IB 0.118 0.121 0.049 2.385 0.017 H5 Supported
TB->IB 0.288 0.286 0.047 6.115 0.000 H3 Supported

5. Conclusions

Organic food is a matter of high interest to consumers.

This study sought to investigate factors affecting organic
food purchasing decisions of kindergarten schools in Ho
Chi Minh City. The results of this study show that 8 factors
influence the decision to buy organic foods, including
feeling safe, perceived quality product, normative beliefs,
environment attention, trust in belief, cost of meal set,
reference group, intention behavior. A perceived quality
product has the strongest influence on purchasing decisions

of school, so businesses need to promote marketing to
increase the level of awareness and understanding of the
school about values, roles, and benefits of using organic
food in the daily meals of preschool children. The school's
perception of the quality of organic food is influenced by
factors: consumer safety perception for the product.
Therefore, promoting brand building activities creating trust
with quality products and safety for the school is extremely
necessary before they decide to choose suppliers. Therefore
through activities: Introducing the organic food production
process through the media and farm visits so that the
businesses demonstrate the process through organic
production certificates. The titles that businesses achieve
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will be the solution to help businesses build trust with the
school.

6. Limitations and Future Research

In the research, the survey subjects did not use organic
food, so it was completely subjective conjecture, and
difficult to assess the factors of price, quality, and product
benefits. Another limitation of this research is that it did not
yet assess the impact of demographic factors of individuals
within the organization on the decision to buy organic food.
The direction of research development: Research this model
on a larger scale in many provinces and cities across the
country to get more accurate and representative results.
Research and develop organic agricultural value chains,
bringing genuine products of farmers to consumers.
Nevertheless, it would be interesting topics for future
research.
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