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ABSTRACT
With the rapid economic growth in Taiwan and the change of lifestyle, people are willing to spend more money on quality food
because of health and safety. Organic vegetable and fruit is getting more and more popular because it can keep the environ-ments
balanced and avoid the damage caused by pesticides. In this study, primary data were collected through a survey in the form of
guestionnaire distributed conveniently in Taichung, Changhua and Nantou areas. There were 351 valid questionnaires collected.
The purpose of this research is to construct and to investigate the causal model of consumers’ product involvement and perceived
risk on the purchase intention of organic vegetable and fruit. Linear structural relationships (LISREL) were used to analyze the
causal model. The results of this empirical study are as follows: 1. Product involvement is related negatively to perceived risk. 2.
Perceived risk is related negatively to purchase intention. 3. Product involvement is related positively to purchase intention. Finally,
this study brings up some suggestions to the government, farmers, busi-nessmen and consumers. It also offers advice on marketing
strategies and the manage-ment of Taiwan’ s organic agricultural products industry.

Keywords : product involvement ; perceived risk ; purchase intention
Table of Contents

0000000000 0b0o0D0oO00ooooDob0o0 WbO0oDO0o000ooOO0bOo0D0oDODOobOo0DO0oDOOobOoO0oDd
vOoooooooooooooooooooooooooovOooooooooooOoooooOooDbooooDoo
OvidbooooooooooooooooOooboooobviibobooooooooooobooooooDoboooo
000 xgOoooooooooooooooooooOoooooo 100000 ooooooooooboooooo
gboooiloboooooobooooooboooooboboooooo 3obobooboooobobbooDoDbOooo
gooob4000000000DO0O0DOODOODOOODOODOOO400000DO0ODODOODOODOODODO
gbooobgdebobbOobOODbOO0ODbOO0DLODOODOODOO0OD eODOUDDODLOUODOODODODODO
gboobgoorrobooboobooboobooboobooboboonnpoobobbooboobOoobon
gboooboobgo210b00bo0boobooboboobooboobob 280gbooboobOooboOobo
goooboobgobob 3gboooboobooboboobooboobobbooooboobooboobo
gboooboobobobob 4200b000b00b0obboobo0obo0oboboboobOo4s0booboobobo
gooobooboboboboo48b00boobobboobooboobobobobboobD 4800boobonoO
oswoTO OOoooobooboo osebobobobobooboooboobooboobooobesnbonooo
ooooboobobobobbooboob soobobboobooboobobobobDboobooobo eoDbooo
goooboobobbobooobooboo siooboobooboboobooboobobooobo 83

REFERENCES

000000 Engel,J. F., Blackwell R.D. & Miniard , P.W. (19950 000000 0000000O0)000:00000 O0O0O(@998)00O
goooooooooobobobobooo—-ooooboboboboobooooooob0obOobobobobooboobDobDOoDbO ™
OO0 @O0 000o0o00oDoo0oo:oopbooos1-5700000000DODO0O0DO O0ODOEess O OOOnooog
0000000000000 0O0000000DODO000O0O000D O0ODODEI OO0 DO0ODDbOODOODODOODOOOOd
00000O0000O000oDo00bOo0o0ooOoD Do UbD0ooDo0ooOoo0ooooooooooD--o0ooDo0oon
gooooOoOoOoOoOOOOOOOOOOOOOOO 0000000 OODODDODODOODOOOOOOOOOOOOOOOOOO
OOo0OO0OOOOOOOoOO0s9-116000000 000RO/)IIOIODODODOOOOOOOOOOOOONOONOONOOoooooooong
gOo0OOO0OOOO0OOO0OO000Eee) 00000000000 oooooooonononnd4~16
O000roUIOOIOOOoooo:ooooo oo o000 cooeonoooo:ooog
go0oOoOoOOoOO0:D0oOoOoUoUoOoOOOOOOODOOEIGOODODODOODOODOOOOOODOOOOOOOOOOOOOOOO
Vol.2,No0.2,21-370 000((200)0 000 0000000000000 O0OO0OO0OOOOOOO0OOOO0OO0OO0O0OOO0OOOOoOoOoooO
OO00oo0oooooooeoooooboooooooooooooobo0ooooooooDooooDobOoOo oOogEecemuon



0000000000000 0000000000000D00000000000D0O000000 000o@EesnNUuDOOODOO:
00000 000000003 OID0ND000oooonooooEIO0O0DNoo0oDnoooooooooooon
000000000oooo0DoooEI3 D000 00NDo00000o000D00oU0Doo00ooDoo0oDooDoooooOg
0000000000 000o00 ooo@euoooouooooooo00ooooooooooooooooo og
0998000000000 0D00D0ODOD0ODODODDO4075-1010 DO O(ROOO)UODDODOODOOOODODODOODOUODOODOOOOO
000000000000 000000000000000 000U OOODODDO0O0DoO00DoDoOo0ooDoDooooog
O00000311-3240 DooRoo)D0oooooooooooooooooooooooooooooooooooooooon
00000000 000D OIN0N0N0N0N0N0N0NONOOO24702:90 000 (19970 000000000000 061015-230
gdoRoOUIDDOOUIDO00N0NDN0ONUN0N0000N00O0U0oo00D0o0000oo000ooO000o0 0oooEoOOOd
O00000000000:00000000000 000000 Ajzen, 1. (1991). The Theory of Planned Behavior. Organizational
Behavior and Human Decision Processes, 50(2), 179-211. Andrews, J. C., S. Durvasula, & S. H. Akhter (1990). A Framework for Conceptualizing
and Measuring the Involvement Construct in Advertising Research, Journal of Advertising, 19 (4), 27-40. Bagozzi, R. P. & Yi, Y. (1988). On the
Evaluation of Structural Equation Models, Academy of Marketing Science, 16(1), 76-94. Baird, Inga Skromme, & Howard Thomas (1985). Toward
A Contingency Model of Strategic Risk Taking, The Academy of Management Review, 10(2), 230-243. Bansal, H. S. & Voyer, P. A.(2000).
Word-of-Mouth Processes Within a Services Purchasa Decision Context. Journal of Service Research, 3(2), 166-177. Barach, J.A.(1969).
Advertising Effectiveness and Risk In The Con-sumer Decision Process. Journal of Marketing Research, 6(3), 314-320. Batra, R. & Ray, M. L.
(1983). Affective Responses Mediation Ac-ceptance of Advertising. Journal of Consumer Research, 13 (September), 234-249. Bauer, R. A.(1960).
Consumer Behavior as Risk Taking. Dynamic Marketing for a Changing World, Chicago:American Mar-keting Association, 8, 389-393. Bentler,
P. M.,&Bonett, D.G.(1980), Significance Test and Goodness of Fit in The Analysis of Covariance Structures, Psychological Bulletin, 88, 588-606.
Bentler, P. M. (1995), EQS:Structural equation program manual. Encino, CA:Multivariate Software. Bettman, J. R. ( 1973). Perceived Risk and Its
Components:Amodel and Empirical Test. Journal of Marketing Research, 10( May), 184-190. Bearden, W. O. & T. A. Shimp. (1982). The Use of
Extrinsic Cues to Facilitate Product Adoption. Journal of Marketing Research, 14, 229-239. Bloch, P. H. & M. L. Richins(1983). A Theoretical
Model for the Study of Product Importance Perceptions. Journal of Mmar-keting, 47, 69-81. Boccaletti, S. & Nardella, M. (2000). Consumer
Willingness to Pay for Pesticide-free Fresh Fruit and Vegetables in Italy. Interna-tional Food and Agribusiness Management Review, 3(2), 297-310.
Brooker, G.(1984). An Assessment of an Expended Measure of Per-ceived Risk, in Advances in Consumer Research, ed. Thomas C. Kinnear,
Urbana, IL:Association for Consumer Research, 11, 439-441. Burnkrant, R., & Sawyer, A. (1983). Effects of Involvement and Message Content on
Information Processing Intensity. Harris R. editor. Information Processing Research in Advertising, 27, 43-65. Celsi, R. L., & J. C. Olson (1988).
The Role of Involvement in Atten-tion and Comprehension Processes, Journal of Consumer Re-search, 15(September), 210-224. Chaffee, S. H. &
J. M. Mclead (1973). Consumer Behavior. New Jersey: Wadsworth Publishing, 36-67. Chau, P. Y. K. & Hu, P. J. H. (2001). Information
Technology Accep-tance by Individual Professional: a Model Comparison Ap-proach. Decision Sciences, 32(4), 699-719. Chaudhuri, A.(2000).A
Macro Analysis of the Relationship of Prod-uct Involvement and Information Search: The Role of Risk. Journal of Marketing, 64(Winter), 1-12.
Childers, T. L. (1986). Assessment of the Psychometric Properties of an Opinion Leadership Scale. Journal of Marketing Research, 23(2), 184-188.
Clarke K. & R.W. Belk (1978). The Effect of Product Involvement and Task Definition on Anticipated Consumer Effort. Advances in Consumer
Research, 5, 313. Cox, Donald F. (1967). Risk Handling in Consumer Behavior[J an Intensive Study of Two Cases,” in Cox (Ed.), Risk-Taking
and Information-Handle in Consumer Behavior, Boston: Harvard University Press, 34-81. Cunningham, S. M.( 1967). The Major Dimension of
Perceived Risk. in Donald F. Cox (ED.), Risk Taking and Information Handling in Consumer Behavior, Boston:Harvard University Press, 82-108.
Dodds, W.B., K. B. Monroe, & D. Grewal (1991). The Effects of Price, Brand, and Store Information on Buyers’ Product Evaluations. Journal of
Marketing Research, 28 (August), 307-319. Dowling, G. R. (1986). Perceived Risk: The Concept and Its Meas-urement, Psychology and
Marketing, 3, 193-210. Dowling, G. R. & R. Staelin(1994). A Model of Perceived Risk and Intended Risk-handling Activity. Journal of Consumer
Re-search, 21, 119-134. Engel, J. F., & R. D. Blackwell. (1982). Consumer Behavior(4th ed), New York: The Dryden Press. Engel, J. F., Kollat, D.
T., & Blackwell, R. D. (1984). Consumer be-havior. Hinsdale, lllinois: The Dryden Press. Fishbein, M. (1963). An Investigation of the Relationships
between Beliefs about AnObject and the Attitude toward That Object. Human Relations, 16, 108-132. Garbarino Ellen & Johnson S. Mark (1999).
The Different Roles of Satisfaction, Trust, and Commitment in Customer Relationships. Journal of Marketing, 63, 57-64. Garretson, Judith A. &
Kenneth E. Clow(1999). The Influence of Coupon Fair Value on Service Quality Wxpectation, Risk Per-ception and Purchase Intention in the
Dental Indsutry. Journal of Service Marketing, 13(1), 59-72. Gary McCain (1991). Managing Atmospheric Effects on Consumers and Retail Works.
Journal of Business and Economic Perspec-tives, 17(2), 15-23. George A. Miller(1956). The Magical Number Seven, Plus or Minus Two: Some
Limits on Our Capacity for Processing Information. Psychological Review, 63, 81-97. Gil, J. M., Gracia, A. & Sanchez, M. (2000). Market
Segmentation and Willingness to Pay for Organic Products in Spain. Interna-tional Food and Agribusiness Management Review, 3, 207-226.
Grazioli, S. & Jarvenpaa, S. L. (2000). Perils of Internet Fraud : An Empirical Investigation of Deception and Trust with Experi-enced Internet
Consumers, IEEE Transactions on Systems, Man, and Cybernetics—Part A. Systems and Humans, 30 (4), 395-410. Greenwald, A.G. & Clark
Leavitt (1984). Audience Involvement in Advertising:Four Levels. Journal of Consumer Research, 11, 221. Houston, M. J., & Rothschild, M.
L.,(1978). Conceptual and Meth-odological Prespectives in Involvement. In Research Fronties in Marketing : Dialogues and Directions. Chicago :
American Marketing Association. Hu, L. & Bentler, P. M. (1999). Cutoff criteria for fit indexes in co-variance structural Equation Modeling,



International Journal of Electronic Commerce, 6(1), 1-55. Jacoby, J. & Kaplan L. B. (1972). The components of perceived risk. Advances in
Consumer Research. M Venkatesan, Chicago, 382-383. Kapferer, J. N. & G. Laurent (1985). Measuring Consumer Involve-ment Profiles. Journal
of Marketing Research, 22, 41-53. Kaplan, L.B. (1974). Components of Perceived Risk in Product Pur-chase: A Cross-Validation. Journal of
Applied Psychology, Vol.59, 287-291. Kwon, Y. H., Paek, S. L. & Ajzeni, M. (1991). Catalog v.s. Non-catalog Shoppers Apparel. California:
Wadsworth Pub-lishing, 35-62. Laczniak, R. N., D. D. Muehling & S. Grossbart(1989). Manipulating message involvement in advertising research,
Journal of Ad-vertising, 18(2), 28-38. Lastovicka, J. L. & D. M., Gardner (1978). Low Involvement Versus High Involvement Cognitive Structures.
Advances in Con-sumer Research, 5, 87-92. Laurent, G. & J -N Kapferer(1985). Measuring Consumer Involve-ment Profiles. Journal of Marketing
Research, 22(2), 41-53. Liebhardt, W. & R. Harwood(1985). Organic farming In Technology Public Policy, and the Changing Structure of
American Agri-culture. (Vol 11-Background Papers, No. 21)Office of technol-ogy Assessment, Congress of the United States. McKnight, D. H. &
Chervany N. L. (2002). What Trust Means in E-Commerce Customer Relationship: An Interdisciplinary Conceptual Typology, International
Journal of Electronic Commerce, 49, 51-60. McQuarrie(1992). The Zaichkowsky Personal Involvement Inventory: Modification and Extension.
Advances in Consumer Research, 14, 39-61. Miquel, S., Caplliure, E.M., & Aldas-Manzano, J.(2002). The Effect of Personal Involvement on the
Decision to Buy Store Brand. The Journal of Product and Brand Management, 11(1), 6-18. Mitchell, V. W, & Boustani, P. (1994). A Preliminary
Investigation into Pre- and Post-Purchase Risk Perception and Reduction. European Journal of Marketing, 28(1), 56-71. Mitra, K., M. C. Reiss &
L. M. Capella, (1999). An Examination of Perceived Risk, Information Search and Behavioral Intentions in Search, Experience and Credence
Services. The Journal of Services Marketing, 13(3), 208-228. Mowen, J. C. (1990). Consumer Behavior(2th ed.), N.Y.: Macmillan. Mulaik, S. A.,
James, L. R., Van Altine, J., Bennett, N., Lind, S., & Stilwell, C. C. (1989), Evaluation of Goodness-of-fit Indices for Structural Equation Mondes.
Psychological Bulletion, 105, 430-445. Oelhaf, Robert C. (1978). Economic and Ecological Comparisons with Conventional Methods. New York:
Wiley. Murray, Keith B. & John L. Schlacter (1990). The Impact of Services Versus Goods on Consumers: Assessment of Perceived Risk and
Variability. Journal of the Academy of Marketing Science, 18, 51-65. Perry, M. & Hamm, B. (1969). Canonical Analysis of Relations Be-tween
Socioeconomic Risk and Personal Influence in Purchase Decisions. Journal of Marketing Research, 6, 351-354. Petty, R. E., J. T. Cacioppo, & D.
Schumann (1983). Central and Pe-ripheral Routes to Advertising Effectiveness: The Moderating Role of Involvement. Journal of Consumer
Research, 102, 135-146. Peter, J. Paul & Lawerence Tarpey (1975). A Comparative Analysis of Three Consumer Strategies. Journal of Consumer
Research, 2(June), 29-37. Peter, J. P. & J. C. Olson(1999). Consumer Behavior and Marketing Strategy, New York: Mc Graw-Hill Book Co..
Reynolds, F.D. & W.D. Wells(1977). Consumer Behavior. New York: Mc Graw-Hill Book Co.. Robertson, T.S., J. Zielinski, & S. Ward (1984).
Consumer Behavior, lllinois: Scott, Foresman and Company, 279. Ronald, E. G. & J. Emmert (1991). Measuring Product Category In-volvement:
a Multitrait-multimethod Study. Journal of Busi-ness Research, 23, 363-371. Roselius, T. (1971). Consumer Ranking of Risk Reduction Methods.
Journal of Marketing, 35, 56-61. Schiffman, L.G. & L. L. Kanuk (1983). Consumer Behavior, New Jersey: Prentice Hall Inc. Schmidt, J.B., &
Spreng, R. A. (1996). A Proposed Model of External Consumer Information Search. Journal of Academy of Market-ing Science, 24, 246-256.
Sheth, J.N. (1974). An Investigation of Relationships among Evalua-tive Beliefs, Affect, Behavioral Intention, and Behavior. in Consumer
Behavior: Theory and Application, 22, 89-114. Sherif, M., & Cantril, H., (1947). The Psychology of Ego Involvement. New York : John Wiley and
Sons. Shimp, T. A., & Bearden, W. O. (1982). Warranty and Other Extrinsic cue Effects on Consumers’ Risk Perceptions. Journal of Con-sumer
Research, 9(1), 38-46. Slama, M.E. & A. Tashchian (1985). Selected Socioeconomic and Demographic Characteristics Associated with Purchasing
In-volvement. Journal of Marketing, 49, 72-82. Spence, H. E., J. F. Engel, & R. D. Blackwell(1970). Perceived Risk In Mail-Order And Retail Store
Buying. Journal of Marketing Research, 7 (3) , 364-369. Srinivasan, N. & B. T. Ratchford (1991). An Empirical Test of a Model of External Search
for Automobiles. Journal of Con-sumer Research, 18, 233-242. Stone, R. N. & Gronhaug, Kjell. (1993). Perceived risk: Futher Con-siderations for
the Marketing Discipline. European Journal of Marketing, 27, 39-50. Swaminathan, VVanitha, Elzbieta Lepkowska-White, & Bharat P. Rao (1999).
Browsers or Buyers in Cyberspace? An Investigation of Factors Influencing Electronic Exchange. Journal of Com-puter-Mediated Communication,
5(2), 152-190. Sweeney, J. C., Soutar, G. N., & Johnson, L.W. (1999). The Role of Preceived Risk in the Quality-Value Relationship:A study in a
Retail Environment. Journal of Retailing, 75, 77-105. Swan, J. E., & Nolan, J. J. (1985). Gaining Customer Trust: A Con-ceptual Guide for the
Salesperson. Journal of Personal Selling and Sales Management, 5(11), 39-48. Torjusen,H.,Lieblein G.,Wandel M., & Francis C.A.(2001). Food
System Orientation and Quality Perception among Consumers and Producers of Organic Food in Hedmark County, Norway. Food Quality and
Preference, 12 , 207-216. Woodside, A. G.(1976). Interactions of Consumption Situations and Brand Attitudes” , Journal of Applied Psychology,
61(6), 764-769. Wright, Peter L. (1973). The Cognitive Processes Mediating Accep-tance of Advertising, Journal of Marketing Research,
10(February), 53-62. Zikmund & Scott, J. L. (1973). A Factor Analysis of the Multi-Dimensional Nature of Perceived Risk. Proceedings of the
Southern Marketing Association, Houston, Tex.: Southern Marketing Association, 207-232. Zaichkowsky, J. L.,(1985). Measuring the Involvement
Construct. Journal of Consumer Research. 12, 341-352. Zaichkowsky, J.L.(1994). The Personal Involvement Inventory: Re-duction,Revision and
Application to Advertising, Journal of Advertising, 23(4), 70-94. Zeithaml, Valarie A., Leonard L. Berry & A. Parasuraman (1988). The Natureand
Determinants of Customer Expectations of Ser-vice. Journal of the Academy of Marketing Science, 21, 56-92.



