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Abstract

The objectives of this study are to investigate the influence of the attributes of organic
vegetables and fruits together with purchase intention as well as consumers’ generation. In this
study, the population is consumers, who are experienced in organic vegetables and fruits. The
information was gathered utilizing online surveys, with 388 respondents and an 83.44 percent
response rate. Multiple regression analysis was used for the statistical analysis. The findings indicate
that customers are concerned about all four aspects of organic product, including healthfulness,
environmental friendliness, cost, and flavor. These four attributes are positively encouraged

consumers for purchasing organics product. In contrast, there is no effect between consumers’
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generation to the attributes of organic product and purchase intention. According to this study, while
designing a product strategy, organic vegetable and fruit business owners should take into account
the four characteristics of these products to magnify purchase intention of all consumers’ generation.

Keywords: Organic, Purchase intention, Attributes, Millennials, Generation
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2 Fuandou () 132 A11 098 1.190 235
5701 (P) 109 056 140 1.956 051

@@ (T) 195 078 198 2.494 013

ALY (A) -563 553 -350 -1.019 309

AxH 101 160 270 631 529

AxE 051 153 142 333 739

AxP 025 072 055 345 731

AxT -037 101 -090 -367 714

Adj.R?,=.353, F,=.000,Adj.R2,=.348, F,=.000
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