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ABSTRACT

Consumption and community are intertwined. The role of consumption as a connecting thread
among community members has been widely recognized in the literature. This resulted in the
development of several concepts around consumption communities including traditional
communities, a subculture of consumption, brand communities, consumer tribes and more
recently, the concept of new consumption communities has been introduced. These new
consumption communities emerged due to growing consumerism movements such as ethical,
green or sustainable consumerism. These consumerism movements display the active and
engaging role of the consumer in the marketplace which in turn resulted in the conscious and
demanding group of consumers who may not be connected geographically but connected
through an idea, brand or consumption activity. The scope of these new consumption
communities are widespread ranging from ethical communities encompasses a wider range of

issues to more specific communities such as organic food highlighting a specific issue.

Based on the grounding of the new consumption communities, organic food community
has been selected as the context of the present study. This is further supported by the growing
demand for organic food. The reasoning is attributed to the growing evidence of pesticides and
chemicals in fresh as well as processed food products, rising health and environment concerns,
increased spending on food production, and food quality issues. The consumers of this
community are highly motivated, informed, and demanding with respect to the product’s
biological quality. Consequently, the practice of organic farming and consumption of organic
food product has gained increased attention to fulfill the needs and demand of this growing
community. This is further evident from the increased academic contribution to this topic.

Nevertheless, although researchers have made several contributions regarding the



understanding of the organic food community and most importantly consumer perspective still
there are few gaps that need to be addressed.

The extensive review of literature on three main areas including consumption
communities, context of the study (organic food community in India) and systematic review of
literature on the factors influencing purchase decision making in the organic food context leads
to, among others, three main research gap: 1) there is a lack of studies on New Consumption
Communities around organic food in Indian context, 2) there is a lack of comprehensive
framework explaining factors influencing purchase intention and choice behavior in the
emerging new consumption communities’ context, 3) several focused on the individual organic
food consumption behaviour. However, there is a lack of studies on such behavior in communal
context (community-based organic food buyers). Hence, the objective of the present study is
to contribute to the body of knowledge covering the major research gaps that have been
identified. Thus, this research aims to study the purchase intention and choice behavior in the
context of community based organic food buyers in India. The research study has been
conducted in six phases. After conducting a literature review in phase one, phase two includes
identifying research gaps, defining research objectives and proposing a conceptual framework.
This research study adopted the theory of consumption values and innovation resistance theory
to draw an integrated framework for understanding factors influencing consumer intention and
choice behavior in a selected community context. As discussed, this study examined factors
influencing purchase intention and choice behavior of community- based organic food buyers
using multi-method research approaches ranging from phenomenological interviews to survey
method, thus bringing the methodological rigor to the current study.

Phase three is exploratory based on the phenomenological principal. This aim to
understand the consumption phenomenon in the selected community through the lived

experiences of the community based organic food buyers. This qualitative study also provides



inputs for the quantitative phase of the study. Through a systematic review of the literature and
qualitative study, two types of factors influencing purchase intention and choice behavior have
become evident. These are motivating and impeding factors which are positively and
negatively influences the purchase decisions respectively. This leads to phase four and phase
five of the study.

Phase four focuses on empirical study 1, wherein the influence of motivating factors on
purchase intention and choice behavior has been empirically tested. Phase five describes
empirical study 2, wherein the influence of impeding factors on purchase intention and choice
behavior has been empirically tested. Lastly, phase six synthesizes the findings of the studies
and draws the final conclusions and implication of the study. Some of the key findings of the
current study are: First, the meanings consumers ascribed around organic food was found to be
varied and they range from negative attribute (free from chemical) of conventional food to
more positive attribute (pure, environment-friendly) of organic food. Second, buying from
organic farmers markets founds to provide the sense of community to community-based
buyers. Third, it showcases the essential factors (motivating and impeding) influencing
purchase intention and choice behavior. Among the studied motives, social, emotional, and
epistemic values have a significant association with intentions. Conditional and epistemic
values have a significant association with choice behaviour. Next, among the studied barriers,
value barriers came out as the most significant barrier negatively influencing purchase
intention. Lastly, environmental concern has significant moderation effect on certain
associations. The findings of the study provide insight into public policymakers, marketers,
suppliers, and consumer associations by enhancing their current understanding of buying
behavior of the growing organic food community.

Keywords: Consumption Communities; New Consumption Communities; Organic Food

Community; Purchase Intention; Choice Behavior; Motives; Barriers
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