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Abstract

Our society's concept of healthy lifestyle is limited to eating fruits and vegetables regularly ; however, when these items are
filled with pesticides, rather than having a positive impact, it will adversely affect our health in the long run. Therefore, it is vital
to know the attitude of young consumers towards organic food products. There is a high chance for beliefs and habits
developed at a young age to prolong, thus giving this study its impetus to take place. Using the purposive sampling technique,
112 respondents (young college students) between the age group of 20 - 24 years participated in the study. Throughout the
literature on buying of organic food products, the concept of fear and food safety concern has been treated as one construct,
however, there are studies which stated that they can be treated as different. Along with that, a positive attitude does notlead to
positive behaviour due to various influences from the environment. The present study found that both fear and food safety
concern acted as a catalyst to motivate individuals to form a positive attitude towards organic food products to lead a healthy
lifestyle. However, the interaction effect of social pressure had a higher chance of increasing the healthy lifestyle of an
individual.
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cross the globe, one in 10 people fall victim of food-borne diseases and 4, 20,000 people die as a result of it

every year (World Health Organization, 2015). Food-borne illnesses are defined by the World Health

Organization as diseases, usually either infectious or toxic in nature, caused by agents that enter the body
through the ingestion of food. However, compared to the food borne illnesses caused by microbial origin,
consumers are more fearful about the chemical residue in their food products (Uyttendaele, Franz, & Schliiter,
2016). In 2009, the National Centre for Disease Control reported that 51% of food commodities in India were
contaminated with pesticide residues (Srivastava, 2009) and in 2014 and 2017, studies conducted in Kerala found
high amount of pesticides and insecticides in fruits, vegetables, and spices (John, 2017 ; Pillai, 2014). Along with
this, ban on Maggi due to high amount of monosodium glutamate (MSG) and lead have heightened the consumers'
fear and concern over conventional food which they are consuming (Pai, 2018).

According to Angelis (2013), the organic food industry's growth is predicted at a compound annual growth rate
(CAGR) 0f 21.34%. This clearly depicts a shift in the consumers' attitude towards health. The present study takes
into account young consumers, who belonged to the age category of 20-24 years as they are the future consumers
and building block of our society.

By 2020, India will become the youngest country in the world, making 430 million Indian youth, the potential
consumers (Prakash & Patel, 2013). As youth's purchasing power increases over time, it is imperative to
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understand their attitude towards sustainable products. Even though their purchase power is limited at present,
their influence in family decision making cannot be ignored (Wray - Lake, Crouter, & McHale, 2010). Moreover,
the habits which they develop in their late teen/ early adulthood will continue to their later stages of life (Plante,
2012).

In the present scenario, we are loaded with lots of information regarding the ill effects which conventional
farming has on an individual's health as well as upon the environment (Jayanthi, 2015). The traditional approach
such as medical camps, media campaigns, etc., provide information and advices directly ; however, their purpose
is only confined to educating the individual rather than creating a behavioural change (European Food Information
Council Review, 2014; Kennedy, Beckley, McFarlane, & Nadeau, 2009). Stern's ABC theory has mentioned that
behaviour is a function of internal factors and contextual (environmental) factors (Duan, Chou, & Cheng, 2015).
Therefore, for this study, internal factors such as fear and food safety concern and contextual factors such as social
pressure are taken into consideration.

Various fear appeal theories such as drive reduction model (Hovland, Janis, & Kelley, 1953; Janis & Feshbach,
1953), parallel response model or parallel process model (PPM) (Leventhal, 1970), protection motivation theory
(PMT) (Rogers, 1975) etc. all state that fear is the driving element which motivates individuals to take action. In
addition, fear has the persuasive power to make an individual change his/her lifestyle even when they don't want to
(Eide & Toft, 2013). Likewise, food safety concern which creates anxiety, drives an individual to change his/her
behaviour (Zhu, Jackson, & Wang, 2017). However, focusing only on individual level factors such as fear and food
safety concern can limit this study, therefore, contextual factors, such as social pressure, are also taken into
consideration.

The main purpose of this study is to report that fear and food safety concern are two individual constructs which
can motivate an individual to change his/her lifestyle by forming a positive attitude towards organic food products.
However, the positive attitude of an individual always does not lead to a positive behaviour, as his/her environment
also plays a key role. Therefore, the study also tries to gain an insight into the effect of contextual factors such as
social pressure on an individual's healthy lifestyle. In addition, as limited organic consumer studies have been
carried out in India, this study will be able to contribute to the existing body of literature (Balaji & Injodey, 2017 ;
Nandi, Bokelmann, Gowdru, & Dias, 2014).

Literature Framework and Hypotheses Development

Lifestyle is a way of living which an individual develops by adapting a particular set of behaviour, which manifest
in their day to day living (Chen, 2009; Ping, Cao, Tan, Guo, Dou, & Yang, 2018). It is influenced by both tangible
and intangible factors such as culture, family, reference groups, and social class along with an individual's attitude,
interest, opinion, and values (Solomon, Bamossy, Askegaard, & Hoog, 2009). Lifestyle practices of young adults
are very important as there is a high chance that their habits will continue to their adulthood also. According to the
health belief model (HBM), improvement in lifestyle or behaviour changes are possible only if an individual
believes in the possibility of change and the benefit which he/she can acquire overrides the cost, which furthur
explains that consumers can consider their diet as healthy by avoiding addictive, processed, and high salt foods,
and by increasing the amount of fruits and vegetables, however, when these food items are filled with pesticides, it
won't be healthy in the long run (Roberts & Marvin, 2011; Soliman, Elsayied, & Shouli, 2018).

Realization that one's way of living is healthy/ unhealthy is formulated by the attitude which consumers have
towards their diet and physical activity. Avoiding a particular food due to the fear and concern for food safety is not
a healthy diet. Thus, consumers who have a positive healthy eating attitude will be motivated to lead a healthy diet
and have a healthy lifestyle (Naughton, McCarthy, & McCarthy, 2013) by including organic food products.
Furthermore, we postulate that fear and safety concern act as a driving force to form an attitude towards organic
food products which in turn motivate consumers to lead a healthy lifestyle. Therefore, healthy lifestyle is treated as
an outcome variable in this study.
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(1) Fear and Concern : Fear is a negatively - valence emotion, which formulates a high level of stimulation. It is
induced by a threat that is considered to be significant and personally relevant (Easterling & Leventhal, 1989 ;
Lang, 1984). It can also be defined as a physical and emotional response to a perceived threat or danger (Daddis,
2004). On the other hand, food safety concern refers to the feeling of anxiety or worry with blended interest,
uncertainty, and apprehension (Merriam - Webster, 1997) due to pesticide residue in food products and also due to
various food scare scandals (Pham, Nguyen, Phan, & Nguyen, 2018).

For several decades, extensive studies and theories were developed regarding how fear acts as a catalyst to
change consumer behaviour (Ruiter, Kessels, Peters, & Kok, 2014 ; Scarpa & Thiene, 2011). According to the
drive model, when an individual is confronted by danger, he/she will be fearful and will be motivated to protect
himself/herself and when fear is eliminated, there is no longer a drive for action (Janis & Feshbach, 1953).
Likewise, the driving element of protection motivation theory is that fear arouses a cognitive process which
induces a change in behaviour.

Food safety concern represents consumers' anxiety or worry with regard to residues in food resulting from
fertilizers, chemical sprays, preservatives, and artificial additives (Pham et al., 2018 ; Xie, Wang, Yang, Wang, &
Zhang, 2015) along with genetically modified food. Apart from fear, food safety concern has motivated consumers
to buy organic food products (Michaelidou & Hassan, 2008 ; Shafiea & Rennieb, 2012). However, there are other
studies which stated that food safety concern cannot be considered as the main motivating factor by consumers for
purchase of organic food products (Shaharudin, Jacqueline, Suhardi, & Shamsul, 2010).

Generally, fear and concern are treated as a similar physiological response ; however, studies have found that
these two constructs are separate human emotional behaviour (Perkins, Kemp, & Corr, 2007; Tuccitto, Giacobbi,
& Leite, 2010). An individual who is fearful can sidestep the cognition process in a severe situation (fight or flee)
but when an individual is only concerned, his/her cognitive process is ignited as he/she doesn't feel any life -
threatening situation (Tucker - Ladd, 1996). For instance, when a person is fearful of pesticides, he/ she either
avoids buying pesticide filled products or switches to organic buying, however, if a consumer is just concerned or
anxious, he/she will first analyze the situation and try to reduce the pesticide effect by soaking the vegetables and
fruits in water and in the future, the consumer may or may not convert to buying organic. Thus, formation of
attitude towards a particular situation depends on the individual's evaluation and emotional feelings (e.g., fear,
concern, joy, and anger), which in turn influences their buying behaviour (Colom - Gorgues, 2009).

Hence, we propose the following hypotheses for verification :

& H1: Consumers' fear towards conventional food products has a positive impact on their healthy lifestyle.

% H1la: Consumers' fear towards conventional food products has a positive impact on their attitude towards
organic food products.

& H2: Consumers' food-safety concern has a positive impact on their healthy lifestyle.

% H2a: Consumers' food safety concern has a positive impact on their attitude towards organic food products.

(2) Attitude: By keeping the basic concept of attitude, many researchers have defined attitude differently. Pride
and Ferrell (1991) defined attitude as “knowledge and positive or negative feelings about an object or activity”
(p. 244). This same concept was defined in a different way by Eagly and Chaiken (1998), as “a psychological
tendency that is expressed by evaluating a particular entity with some degree of favour or disfavour” (p. 269). Thus
for this study, we can operationalize attitude as generating a positive or negative feeling towards organic food
products after evaluating it. Researchers have stated that belief helps to formulate attitude in an individual along
with value (Lee, 2016; Shafiea & Rennie, 2012). The belief that conventional food products and farming practices
are not safe and fear that they can affect the health and environment in the long run motivates consumers to form a
positive attitude towards organic products (Kumar & Ali, 2011 ; Sutherland, 2011). Thus, there is a high chance for
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an individual with a positive attitude towards organic food products to comply with the guidelines to lead a healthy
life (Heartya, McCarthya, Kearney, & Gibney, 2007). Furthermore, an individual's fear and concern over
conventional food products can motivate consumers to buy organic (Tucker - Ladd, 1996), thereby leading to a
healthy lifestyle. Based on the above review, the following hypotheses are formulated :

% H3: The relation between consumers' fear and healthy lifestyle is mediated by attitude towards organic food
products.

& H4 : The relation between food-safety concerns and healthy lifestyle is mediated by attitude towards organic
food products.

(3) Contextual Factors: Hines, Hungerford, and Tomera (1987) stated that there is a high chance for contextual
factors to interrupt the behaviour even though individual factors play a crucial role in forming an attitude. This
attitude-behaviour gap has been studied by various researchers (eg: Carrington, Neville, & Whitwell, 2010;
Kuchinka, Balazs, Gavriletea, & Djokic, 2018). In the context of consumer behaviour, the contextual factor
represents "momentary encounters with those elements of the total environment which are available to the
individual at a particular time" (Belk, 1975, p. 157). It has been operationalized in this study as factors which either
motivate or hinder an individual's behaviour after an attitude is formulated. Previous researchers found that an
individual with a positive attitude need not necessarily buy organic food products due to the barriers such as
economic constraints, availability, social pressure, etc. (Carrington et al., 2010 ; Klockner, 2012). In this study, we
focus on social pressure as the respondents were still dependent upon their parents ; however, they had the
capability of generating strong influence on the present and future buying.

Today's generation are in an environment where over abundance of food exists. Teen and the early adolescents
group are in a period where social pressure from peers is high (Adedeji & John, 2015). Researchers have stated that
social pressure can influence an individual's behaviour. Azjen (1991) in his theory of planned behaviour (TPB)
model conceptualized social pressure as an act of performing or not performing behaviour according to the social
norms and the fear of exclusion from the society is what motivates an individual to abide by the expectations. Thus,
even though individual factors such as fear and food safety concern formulate a positive/negative attitude towards
organic food products, social pressure can either strengthen or weaken the relation between the attitude towards
organic products and healthy lifestyle. Thus, from the literature review, it is not difficult to imagine that if there is a
positive pressure towards organic food products, positive evaluation formed by individuals will ultimately lead to
ahealthy lifestyle as they will be motivated to buy organic products, however, if the pressure is negative, even if the
evaluation of organic food products is positive, they will not be motivated to buy organic food products. Based on
the above review, the following hypothesis is formulated :

& H5 : Social pressure moderates the relationship between attitude towards organic food products and healthy
lifestyle such that increased levels of social pressure should strengthen an individual's attitude towards organic
food products to lead a healthy lifestyle.

Methodology

(1) Data Collection and Samples : For this study, the target population was post graduate students in the age group
of 20 - 24 years, who will be joining the workforce within 1 or 2 years. Around 150 questionnaires were given out.
After the elimination of invalid responses, a useable sample of 112 respondents was considered for this study. Out
of'the total usable sample, 60 valid responses were obtained from Management and 52 from Science backgrounds.
The students were grouped based on their educational background and we assumed that there existed significant
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attitude differences between the two groups based on their subject of study. In order to avoid researcher's bias, no
previous information regarding organic food products was provided. The purposive sampling technique was used
to collect the data. The survey was conducted in late 2015 and early 2016.

(2) Measures : Scales of six constructs used in this study were adapted from existing validated scales. Fear is
measured using a 6-item scale adapted from Scarpa and Thiene (2011) to assess the degree of threat which
motivates individuals to lead a healthy life. Food safety concern is measured using a 3-item scale adapted from
Michaelidou and Hassan (2008), which is a modified scale taken from Roddy, Cowan, and Hutchinson (1996).
The mediating variable, 'attitude' and the outcome variable, 'healthy lifestyle' is measured using a scale developed
by Gil, Gracia, and Sanchez (2000). The attitude scale consisted of nine items, which included both positive and
negative aspects of organic food products. Positive aspects took account of quality and health aspects and external
appearance, while negative aspects probed inside the consumer to know whether they considered organic as
'fraud,' 'worse,' 'expensive,' and 'fashion.' The healthy lifestyle scale consisted of 11 items, which included three
dimensions : natural food consumption, life equilibrium, and health care. Finally, the moderating variable, social
pressure is measured with a 3 - item scale, and it is adapted from Ajzen (2002). The social pressure scale took into
account the opinion of family/friends/shopkeepers, etc. All these scales are measured using a 7- point Likert
agreement scale.

Data Analysis and Results

In order to analyze whether the educational background of young adults has any effect on their healthy lifestyle
practices, t-test has been conducted. However, no significant difference can be seen. Furthermore, to fulfil the
objectives of the study, mediated hierarchal regression analysis was used to determine whether attitude is able to
explain a significant proportion of the variance in the healthy lifestyle of young adults. It was agreed on by previous
researchers that attitude may account for all or some of the relationships between the independent and dependent
variables. In addition, direct and indirect mediation will be tested for this model. To analyze the moderation effect
of'social pressure, moderated regression analysis (MRA) will be performed.

Before conducting any analysis, reliability of scales used in this study was tested. In order to improve the
internal consistency of the attitude scale, one item which measured 'fashion' is deleted and one item from fear
which measured, 'l fear that the environment suffers under conventional agricultural practices' is also deleted,
thereby meeting the general reliability criterion (which is greater than 0.7) (Cronbach, 1951). The Table 1 reports
the mean and Cronbach's a value.

In addition, Pearson's correlations between independent variables - intervening and interaction and dependent
variable were checked to undermine whether there existed any multicollinearity between the predictors. However,
none of the items reached 0.70, which is the cut off level to check whether two items explain the same concept.

Table 1. Correlations and Means for the Model Constructs

Fear Food Safety Concern Attitude Healthy Lifestyle  Social Pressure  Mean

Fear (.72) 25.68
Food Safety Concern .25 (.74) 19.98
Attitude .52 .30 (.70) 40.06
Healthy Lifestyle .52 .32 48 (.83) 44.76
Social Pressure (M2) 12 .68 .68 21 (.82) 15.52

Note : Cronbach's a value for each construct is shown in parentheses.
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Thus, the possibility of multicollinearity present in the study is rejected. Further, hypotheses analysis is carried out
using Statistical Package for Social Sciences (SPSS-Version 20).

(1) Sample Description: The total sample composed of 58 men and 54 women. The number of respondents who
had heard about organic food products was high (100%). However, their concept about organic food slightly
deviated from the correct definition of “without chemicals™ (23%). Around 36% of the respondents claimed it as
“natural/pure” while 22% responded as “healthy food”. Majority of the subjects garnered this information from
newspapers (41%), TV programmes (24%), and family members (13%). Even though the respondents' level of
awareness about organic food products was high, their knowledge was comparatively less as only 10% were able to
identify the “Organic India” label.

(2) Testing for Mediation : The most widely used method for testing for mediation is the causal step approach
developed by Baron and Kenny (1986). The following conditions need to be fulfilled :

% The independent variable(s) predict the dependent variable (Model 1) ;
% The independent variable(s) predict the mediator variable (Model 2) ; and

& The effect of independent variable(s) on the dependent variable either needs to reduce or become insignificant
when the mediator variable is introduced (Model 3).

The results of the mediated hierarchal regression analysis are shown in the Table 2. The results of Model 1 reveal
that fear and food safety concern account for 29% of explained variances for the consumers' healthy lifestyle
practices. HI and H2 predict that consumers' fear and food safety concern towards conventional food products has
a positive impact on their healthy lifestyle. The standardized regression coefficents of the independent variables
are significantly greater than zero (b = 0.40 ; p < 0.0001 ; » = 0.20 ; p < 0.05) and in the expected direction.
Therefore, H1 and H2 are supported.

Furthermore, Hla and H2a predict that consumers' fear and food safety concern towards conventional food
products has a positive impact on their attitude towards organic food products. The results of the Model 2
standardized regression coefficient of the independent variables in the regression model is significantly greater
than zero (b = 0.47, p<0.0001; b = 0.18, p < 0.0001) and in the expected direction. Therefore, Hla and H2a are
supported. The results are in line with the previous research studies which stated that fear and food safety concern
are important factors for a change in an individual's behaviour (Aertsens, Verbeke, Mondelaers, & Huylenbroeck,
2009 ; Michaelidou & Hassan, 2008; Scarpa & Thiene, 2011 ; Wier, O'Doherty, Andersen, & Millock, 2008).

However, the standardized regression coefficient of fear is greater than that of food safety concern, which
shows that consumers who are more fearful have higher chances of changing their lifestyle than consumers who
are concerned. This is in line with the findings which argued that fear can bypass the cognition process, while

Table 2. Mediated Hierarchal Regression Analysis
Healthy Lifestyle (Model 1) Attitude Towards Organic Food (Model 2) Healthy Lifestyle (Model 3)

B P B P B P
Fear 0.46 <0.0001 0.47 <0.0001 0.34 <0.0001
Food Safety Concern 0.20 <0.05 0.18 <0.0001 0.15 <0.05
Attitude 0.25 <0.0001
R 0.31 0.30 0.35
Adjusted R’ 0.29 0.29 0.23
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concern ignites the process, which clearly shows that compared to safety concerns, fear acts as a catalyst to
motivate an individual to change his/her behaviour (Janis & Feshbach, 1953 ; Tucker-Ladd, 1996).

After deriving a significant relation in between the two models, the potential mediator attitude is added to
Model 1. The results of Model 3 indicate that the standardized coefficient of attitude is greater than zero, which
validates that attitude towards organic foods has a positive effect on an individual's healthy lifestyle. However, the
regression coefficient of fear and food-safety concern reduces its magnitude when the mediating variable attitude
is added, indicating the existence of partial mediation. The standardized regression coefficient of fear and food
safety concern reduce from b = .46 to b = .34 and » =.20 to b =.15, respectively, when the effect of attitude as a
mediating variable is considered. This shows that attitude towards organic food products has some mediating
effects on the healthy lifestyle practices of individuals and their concern for food safety and fear. It is seen that
attitude mediates 26% (.46 - .34/.46 =.26) of fear effect and 25% (.20 -.15/.20 =.25) of the safety concern effect,
which supports H3 and H4 hypotheses. This implies that fear and food safety concern have a role in motivating an
individual to lead a healthy lifestyle.

(3) Testing for Moderation : To test the hypothesis whether contextual factors moderate the relationship between
attitude towards organic food products and healthy lifestyle, a moderation regression analysis was conducted
(Aiken & West, 1991). Two MR As were conducted separately to test the moderating effect of social pressure on an
individual's healthy lifestyle. The results of the moderated regression analysis are shown in the Table 3. The first
step is to predict the outcome variable by introducing the two variables, attitude towards organic food products and
the moderating variable - social pressure (Model 1s). These variables account for a significant amount of variance
in the healthy lifestyle of an individual, R°=.24, F(2,109) = 17.52, p=<.001. The interaction term - social pressure
is created after centering these variables. Centering of the interaction variables is created to avoid
multicollinearity (Cohen, Cohen, West, & Aiken, 2003).

Further, in the Model 2s, the interaction term, that is, the product of attitude and social pressure is added to the
Model 1s, which accounts for a significant proportion of the variance in an individual's healthy lifestyle, AR’=.04,
AF (1,108)=6.17, p=<.05, b =.20, 1(108) = 2.48, p = <.05. In this study, it can be interpreted that the interaction
term adds significantly beyond the main effects (R* Change = .04, p <.05), indicating that there is a statistically
significant interaction between social pressure and attitude in predicting a healthy lifestyle. Therefore, HS is
supported.

Thus, this result is in line with the findings of previous studies which stated that an individual's behaviour varies
with the amount and direction of social pressure which his/her surroundings influences upon him/her (Fishbein &
Ajzen, 2010 ; Penman & McNeill, 2008). From the Cohen's effect with respect to size of social pressure (f°=0.44),
we can estimate that social pressure moderates 44%. This is in line with the findings of studies which confirmed the

Table 3. Moderation Regression Analysis

Healthy Lifestyle

Model 1s Model 2s

B P B P
Attitude 0.47 <0.0001 0.47 <0.0001
Social Pressure 0.06 ns 0.09 ns
Attitude * Social Pressure 0.25 <0.0001
R’ 0.24 0.30 0.26
Adjusted R’ 0.22 0.28
Incremental F 17.31 15.481

Indian Journal of Marketing « October 2018 13



importance of social pressure on an individual's behaviour (Ding, Newman, Buhs, & Shell, 2018 ; Ruiter et al.,
2014 ; Vermeir & Verbeke, 2008; Voon, Sing, & Agrawal, 2011).

Discussion and Conclusion

Throughout this study, a better understanding of what motivates an individual to lead a healthy lifestyle is
ascertained. The results indicate that fear and food safety concern of an individual play a vital role in forming a
positive attitude toward organic food products. This finding is in line with the findings of previous research studies
(e.g. Colom - Gorgues, 2009 ; Michaelidou & Hassan, 2008 ; Pino, Peluso, & Guido, 2012). However, when
compared among these two items, individuals who are more fearful have better chances of having a positive
attitude toward organic food products than people who are only concerned. Protection motivation theory also
supports this concept of fear being a catalyst to ignite a cognitive process, thereby motivating an individual to
change his/her behaviour. In addition, it is found that a positive attitude generated by fear and safety concern
toward organic food products encourages individuals to lead a healthy lifestyle. Thus, the mediated role of attitude
in forming a behaviour is established, which is in accordance with the previous research findings (Heartya et al.,
2007). However, the study ascertains the existence of attitude - behaviour gap, where positive attitude towards
organic food products does not always lead to healthy behaviour, therefore, an external factor such as social
pressure has a greater influence on an individual's healthy lifestyle.

Managerial Implications

The findings from this study would benefit the producers, NGOs, and government agencies who promote the
organic food industry in India rather than creating a general awareness about organic food products. However, it is
very essential to make individuals comprehend the chronic effects which pesticide residue in food products can
have on their health. The study provides a clear perception about the young generation of India. Even though young
adults are aware about the organic food products, their knowledge about its concept is limited. Therefore, more
awareness campaigns have to be undertaken through newspapers and TV as more number of young adults gather
information through these media.

These young adults are concerned about the ill effects of conventional food products and they are also fearful
towards these products. The information and knowledge about conventional food products should be nurtured as
young adults have a great influence on parents and their buying behaviour ; furthermore, they are the future of our
society. Therefore, there is a high chance that the positive attitude they develop in the early stages of life can
continue in the later stages of their lives.

As fear towards conventional food products emerged as the most important factor in the current study, it is very
essential for stakeholders of organic products to capture the already existing fear to promote organic buying. Fear
appeal advertisements not only create an awareness about the ill effects of conventional food products, but also
motivate consumers who are looking for substitutes to buy organic food products.

The study further demonstrates the importance of social pressure as young adults are easily influenced by their
peer groups, opinion leaders, etc. It is very essential to focus and formulate strategies to gain the attention of these
groups. In order to gain direct access to these groups, apart from newspapers and TV,
seminars/conferences/workshops, and so on should be conducted to promote awareness about the benefits of
consuming organic food products.

Limitations of the Study and Scope for Further Research
As the focus of the study was mainly young adults, there are constraints in generalizing this study to a larger group.
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So, future researchers should study the same constructs in the adult group and try to understand how these
constructs will motivate them to lead a healthy lifestyle. The non-probability sampling method used in the study
may also constrain the generalizability of the study. A longitudinal study which helps to understand these young
consumers' actual buying in the future will be able to examine the attitudinal changes that occur over the period.
Furthermore, there might be other factors which may influence the healthy lifestyle of young adults which we have
overlooked, so the future researchers can look into these factors as well.
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