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ABSTRACT

Grounded in the Theory of Reasoned Goal Pursuit (TRGP), this study examines tourists’
intentions toward regional organic food in the Northern Himalayan region of India, an
ecologically sensitive tourism context. Extending TRGP, trust is conceptualized as both a
mediating mechanism between goal-driven motivations and behavioral outcomes, and a
moderator of the motivation—intention relationship under conditions of uncertainty. Data from
560 domestic tourists were analyzed using covariance-based structural equation modelling
and moderated mediation. The findings indicate that active procurement and approval goals
significantly enhance purchase motivation, which strongly predicts intention, while perceived
behavioral control influences motivation independently of trust. Trust partially mediates
goal-motivation relationships and strengthens the conversion of motivation into intention.
The study advances TRGP by introducing a goal-validation mechanism and offers policy-
relevant insights by emphasizing the role of certification systems, trust-building measures,
and governance frameworks in promoting sustainable food consumption in tourism
destinations......

Keywords: Organic food consumption, tourism policy, sustainable tourism, trust, theory of
reasoned goal pursuit, Himalayan tourism.

sustainable tourism development and the integration of
local food systems into destination planning. However,
the effectiveness of such policy efforts depends on
understanding the behavioral drivers that influence
tourists’ consumption choices, particularly in contexts
characterized by information asymmetry and uncertainty
regarding product authenticity.

INTRODUCTION

Food consumption has emerged as a central dimension of
sustainable tourism, particularly in ecologically sensitive
regions where tourist behavior directly affects
environmental integrity and local livelihoods. The
increasing demand for organic and regionally sourced

food reflects a broader shift toward health consciousness,
environmental responsibility, and authenticity-oriented
consumption (Agarwal et al., 2025). Despite this growing
interest, limited attention has been given to how tourism
policy and regulatory mechanisms can promote
responsible food consumption, especially in fragile
destinations where product authenticity and sustainability
claims are difficult to verify.

The Northern Himalayan region of India provides a
compelling context for examining these issues. While
tourism growth has generated economic opportunities, it
has also intensified environmental pressures, including
biodiversity loss, waste generation, and resource depletion
(Baloch et al., 2023; NITI Aayog, 2019). In response,
policy initiatives have increasingly emphasized
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Existing research on sustainable consumption has largely
relied on the Theory of Planned Behavior (TPB), the
Norm Activation Model (NAM), and Value—Belief~Norm
(VBN) theory (Concari et al., 2023; Li and Shan, 2025).
While these frameworks provide valuable insights into
pro-environmental behavior, they often conceptualize
intention as a relatively static outcome of beliefs, offering
limited explanation of how individuals actively pursue
multiple goals in dynamic tourism settings. This limitation
is particularly relevant in unfamiliar destinations, where
tourists simultaneously seek personal benefits, social
approval, and environmentally responsible experiences.

To address this gap, the present study adopts the Theory
of Reasoned Goal Pursuit (TRGP) (Ajzen and Kruglanski,
2019), which conceptualizes behavior as a goal-directed
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process driven by active procurement and approval goals.
Unlike TPB, TRGP captures the dynamic and
motivational nature of decision-making (Hamilton, 2024),
making it particularly suitable for tourism contexts
characterized by experiential consumption and
uncertainty. However, in such settings, tourists often face
a goal-means validation problem, where they are unable
to determine whether a behavior reliably leads to desired
outcomes, especially when product attributes such as
“organic” cannot be directly verified.

Within this context, trust becomes a critical mechanism
that enables individuals to evaluate the credibility of
available options. This study conceptualizes trust as both
a mediator that strengthens the translation of goals into
motivation and a moderator that enhances the conversion
of motivation into intention. By incorporating Trust
towards Regional organic food (TOF) into the TRGP
framework, the study provides a process-based
explanation of how tourists validate and enact sustainable
consumption choices under uncertainty (Amin and Tarun,
2021; Watanabe et al., 2020).

This research contributes in two important ways. First, it
extends TRGP by introducing trust as a goal-validation
mechanism in high-uncertainty tourism contexts. Second,
it offers policy-relevant insights by demonstrating how
trust-building measures, certification systems, and
governance frameworks can support sustainable food
consumption in ecologically sensitive destinations. By
linking micro-level behavioral processes with macro-level
policy considerations, the study provides a foundation for
designing more effective tourism policies that promote
responsible consumption and destination sustainability.

2. Literature Review
2.1. Underpinning Theory

The TPB has been widely applied to explain consumer
intentions in sustainable consumption and tourism
contexts (Li and Shan, 2025). It posits that intention is
shaped by attitude, subjective norm, and perceived
behavioral control. However, TPB conceptualizes
intention largely as a static outcome of beliefs, offering
limited insight into the dynamic and goal-directed nature
of decision-making in tourism settings. This limitation is
particularly relevant in unfamiliar destinations, where
tourists simultaneously pursue personal, social, and
environmental goals.

To address this limitation, Ajzen and Kruglanski (2019)
proposed the Theory of Reasoned Goal Pursuit (TRGP),
which conceptualizes behavior as a goal-driven process.
TRGP introduces active goals and motivation as central
mechanisms linking cognition and behavior, making it
more suitable for tourism contexts characterized by
experiential consumption and uncertainty. While
emerging studies support the applicability of TRGP in
environmental behavior (Concari et al., 2023; Luong,
2025), limited attention has been given to how such goal-
driven processes can inform tourism policy, particularly
in designing mechanisms that promote sustainable
consumption in uncertain destination environments.

2.2. Active Goals and Motivation

Within TRGP, behavior is driven by the pursuit of active
goals that individuals perceive as attainable through
specific actions. Active procurement goals (APG) reflect
personal benefits such as health, quality, and experiential
value, while active approval goals (AAG) capture the
desire for social recognition and acceptance (Ajzen and
Kruglanski, 2019). These goals energize motivation when
individuals perceive that a behavior can effectively
achieve desired outcomes.

In tourism contexts, organic food consumption is often
associated with perceived quality, authenticity, and
environmental  responsibility, =~ which  strengthen
procurement-driven motivation (Cavite et al., 2022; Ray
et al,, 2024). Similarly, social approval motives may
influence tourists to adopt sustainable consumption
practices that signal responsible behavior and enhance
social identity (Shin et al., 2019; Javed et al., 2025).
Empirical evidence suggests that both procurement and
approval goals can significantly shape motivation toward
pro-environmental actions (Concari et al., 2023; Luong,
2025).

From a policy perspective, these goal-driven motivations
highlight the importance of designing tourism systems
that reinforce perceptions of quality, authenticity, and
sustainability through institutional mechanisms such as
certification, labeling, and destination branding.
Accordingly, the following hypotheses are proposed:

H1: APG positively influence OPM toward local organic
food in tourist destinations of the Northern Himalayas.

H2: AAG positively influence OPM in tourist
destinations of the Northern Himalayas.

2.3. Perceived Behavioral Control

Perceived behavioral control (PBC) reflects an
individual’s assessment of the ease or difficulty of
performing a behavior (Ajzen and Kruglanski, 2019;
Tariyal and Chamoli, 2025). In tourism contexts, PBC
captures tourists’ perceived ability to access, identify, and
purchase organic food while traveling. When individuals
perceive higher levels of control, their motivation to
engage in the behavior increases.

Previous research  indicates that accessibility,
affordability, and availability are critical determinants of
sustainable consumption behavior (Khan et al., 2023;
Madureira et al., 2025). Unlike goal-driven pathways,
PBC represents a resource-based feasibility mechanism
that operates independently of goal validation processes.
This suggests that policy interventions aimed at
improving availability, infrastructure, and visibility of
organic food can directly enhance tourists’ perceived
control and motivation. Accordingly:

H3: PBC positively influences OPM in tourist
destinations of Northern Himalayas.

2.4. Motivation and Purchase Intention

Motivation serves as the immediate antecedent of
behavioral intention within goal-driven frameworks
(Ajzen and Kruglanski, 2019). In tourism, motivated
individuals are more likely to engage in sustainable
practices, including organic food consumption (Buhalis et
al.. 2023: Ribeiro et al.. 2023). Empirical studies
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consistently demonstrate a positive relationship between
motivation and pro-environmental behavioral intentions
(Liu and Yang, 2022; Jakubowska et al., 2024).

In the context of organic food consumption, motivations
related to health, environmental responsibility, and
experiential value significantly influence purchase
intentions (Hu et al., 2024; Tandon et al., 2020). From a
policy perspective, strengthening these motivational
drivers through destination-level strategies can enhance
sustainable consumption outcomes. Thus:

H7: OPM positively influence OPI
destinations of Northern Himalayas.

2.5. Trust Role in Goal Pursuit

in tourist

Trust plays a critical role in consumer decision-making,
particularly in contexts where product attributes are not
easily verifiable (Roh et al., 2022; Murphy et al., 2022).
In tourism settings, uncertainty regarding the authenticity
of organic food is amplified due to limited information
about local supply chains. As a result, tourists rely on trust
to evaluate whether organic food can fulfill their desired
goals.

Importantly, trust is not only a psychological construct but
also a policy-mediated outcome shaped by certification
systems, regulatory oversight, and institutional
credibility. In the context of organic food, trust is often
constructed through formal mechanisms such as
certification labels, quality standards, and governance
frameworks that validate product authenticity (Amin and
Tarun, 2021; Watanabe et al., 2020).

2.5.1. Trust as Mediator

Within the TRGP framework, active goals influence
motivation through a validation process in which
individuals assess whether a behavior is a credible means
of achieving desired outcomes. Trust facilitates this
process by reducing uncertainty and strengthening
perceived credibility. Empirical evidence suggests that

trust mediates the relationship between psychological
drivers and sustainable consumption behavior (Ayyub et
al.,2021; Rohetal., 2022). From a policy perspective, this
highlights the importance of certification systems and
regulatory mechanisms in reinforcing consumer
confidence. Accordingly:

H4: TOF mediates the relationship between tourists’
APG and OPM.

H5: TOF mediates the relationship between tourists’
AAG and OPM.

H6: TOF mediates the relationship between tourists’
PBC and OPM.

2.5.2. Trust as Moderator

Trust is also expected to strengthen the relationship
between motivation and intention by enhancing decision
confidence. When tourists trust the authenticity and
quality of organic food, they are more likely to translate
motivation into actual purchase intention. Conversely,
low trust may weaken this relationship despite high
motivation.

From a policy perspective, transparent governance
structures and credible certification systems can amplify
the effectiveness of motivational drivers in shaping
behavior. Prior research supports the moderating role of
trust in sustainable consumption contexts (Amin and
Tarun, 2021; Watanabe et al., 2020). Thus:

HS8: TOF moderates the relationship between tourists’
OPM and OPL.

Based on the reviewed literature and hypotheses, Figure 1
presents the proposed conceptual framework of the study.

H1
APG H8 Moderating Effect

2 T -
AAG »  TOF »  OPM W, opi

S

H3 Hé

PBC
Figure 1: Conceptual Framework of Goal-Driven Organic Food Consumption
Methodology Goals (AAG) were measured using six-item scales

3.1. Measurement of Variables

All measurement items were adapted from established
scales and contextualized to assess tourists’ organic food
consumption in Northern Himalayan destinations.
Responses were recorded on a five-point Likert scale
ranging from 1 (strongly disagree) to 5 (strongly agree).
Active Procurement Goals (APG) and Active Approval

adapted from Luong (2025). Perceived Behavioral
Control (PBC; 3 items) and Organic Purchase Intention
(OPI; 4 items) were adopted from Yazdanpanah and
Forouzani (2015). Organic Purchase Motivation (OPM; 3
items) was measured using Islam et al. (2024), while Trust
in Organic Food (TOF; 4 items) was adapted from Amin
and Tarun (2021) and Watanabe et al. (2020).
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A pilot study with 50 respondents was conducted to
ensure clarity and validity. The pilot sample size of 50
aligns with established methodological guidelines, which
recommend a sample approximately 10% the size of the
target population for such preliminary tests (Connelly,
2008). Items with factor loadings below 0.70 were
removed, resulting in a final instrument of 22 items used
for structural analysis. The complete inventory of final
measurement items is provided in Appendix 1.

3.2. Sampling and Data Collection

A purposive sampling approach was employed to target
tourists with prior experience of consuming organic food
during travel. Snowball sampling was used to extend
respondent reach. Both non-probability sampling
techniques are well-documented in hospitality and
tourism literature, facilitating access to a varied and
pertinent respondent pool (Sarmiento and Ramos, 2022).

The study was conducted across six popular tourist
destinations in the Northern Himalayan region of India—
Nainital, Rishikesh, Shimla, Manali, Gulmarg, and
Ladakh. These destinations were selected for their natural
beauty, cultural diversity, and growing reputation for
organic produce that attracts environmentally conscious

travelers (Barbhuiya, 2021; Chandel & Sharma, 2024;
Jaiswal, 2024; Lone et al., 2023). Examining visitors to
these locations provides meaningful insights into how
travelers perceive and choose organic food in an
emerging-market context. This geographical diversity
also strengthens the empirical representativeness of the
findings, reflecting both pilgrimage and leisure-based
tourism segments.

The data were collected over three months (April-June
2025) through a structured online questionnaire
distributed via digital platforms. After screening and data
cleaning, 560 valid responses were retained for analysis.
The sample size satisfies recommended thresholds for
covariance-based structural equation modeling (CB-
SEM) (Hair et al., 2019).

3.3. Demographic Characteristics of Travelers

The sample comprised a diverse group of tourists in terms
of gender, age, education, and income. A higher
proportion of respondents were female and middle-aged,
consistent with prior research indicating stronger
engagement with health-conscious and sustainable
consumption practices among these groups. Detailed
demographic characteristics are presented in Table 1.

Table 1: Travelers’ Profile (n=560)

Category Characteristics Frequency | Percentage (%)
Gender Male 240 42.86
Female 320 57.14
Age 18-30 years 80 14.29
31-45 years 150 26.79
46-59 years 200 35.71
Above 60 years 130 23.21
Topography Domestic (Indian tourists) | 420 75.00
Global (International) 140 25.00
Marital Status Married 300 53.57
Unmarried 230 41.07
Others 30 5.36
Education High School 40 7.14
Bachelor 260 46.43
Master’s 180 32.14
Doctorate 30 5.36
Others 50 8.93
Monthly Income | Below 325000 70 12.50
%25000-50000 90 16.07
%¥50001-75000 110 19.64
X¥75001-100000 140 25.00
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Above 100000

150 26.79

4. Analysis and Results

The analysis followed a structured approach consistent
with CB-SEM procedures. The dataset was screened for
missing values, normality, and outliers before assessing
measurement reliability and validity. An exploratory
factor analysis (EFA) was conducted to confirm the
dimensional structure of the constructs. Subsequent
measurement model assessment involved evaluating
composite  reliability, convergent validity, and
discriminant validity to confirm the psychometric
robustness of the constructs.

After establishing measurement adequacy, the structural
model was estimated to examine the proposed direct

relationships (H1-H3 and H7). This was followed by
mediation testing (H4-H6), and moderation analysis
employing PROCESS Macro Models (Hayes, 2018).

The EFA results supported a six-factor solution,
explaining 65.3% of the total variance, consistent with the
theoretical model. The retained factors correspond to
Active Procurement Goals (APG), Active Approval Goals
(AAG), Perceived Behavioral Control (PBC), Organic
Purchase Motivation (OPM), Organic Purchase Intention
(OPI), and Trust in Organic Food (TOF). Detailed results
are presented in Table 2.

Table 2: Exploratory Factor Analysis (EFA)

Active  Procurement | 6 4.22 18.1% 18.1%
Goals (APG)

Active Approval Goals | 3 3.18 13.6% 31.7%
(AAG)

Perceived Behavioral | 3 2.45 10.5% 42.2%
Control (PBC)

Organic Purchase | 4 2.02 8.6% 50.8%
Motivation (OPM)

Organic Purchase | 3 1.78 7.6% 58.4%
Intention (OPI)

Trust in  Regional | 3 1.62 6.9% 65.3%
Organic Food (TOF)

Total (6 Factors) 22 — 65.3% —

Note: (Varimax rotation; only primary factor loadings displayed; loadings < .40 suppressed).

4.1. Reliability Assessment

Composite reliability (CR) and Cronbach’s alpha values exceeded the recommended threshold of 0.70 for all constructs,
indicating strong internal consistency (Beyer et al., 2019)(Table 3). The reliability statistics are reported in Table 3.

Table: 3 Composite reliability / Internal consistency table

Active Procurement | 6 0.88 0.91
Goals (APG)

Active Approval Goals | 3 0.82 0.86
(AAG)

Perceived Behavioral | 3 0.79 0.83
Control (PBC)

Organic Purchase | 4 0.85 0.88
Motivation (OPM)
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Organic Purchase | 3 0.86 0.89
Intention (OPI)

Trust in  Regional | 3 0.84 0.87
Organic Food (TOF)

4.2. Convergent Validity Evaluation

Convergent validity was assessed to confirm that each measurement item loading significantly demonstrates adequate
construct representation. As presented in Table 4, all standardized factor loadings exceeded the recommended threshold of
0.60. Furthermore, the Average Variance Extracted (AVE) values for all constructs were above 0.50 (Fornell and Larcker,
1981), thereby confirming satisfactory convergent validity. Composite reliability values also exceeded 0.80 across all
constructs, further supporting measurement robustness.

Table: 4 Convergent validities — Item Loadings and AVE

Active Procurement Goals (APG) (o = | APGI1 0.82 0.91 0.57
0.88)

APG2 0.80

APG3 0.79

APG4 0.76

APGS5 0.74

APG6 0.71
Active Approval Goals (AAG) (o= 0.82) | AAGI1 0.84 0.86 0.65

AAG2 0.81

AAG3 0.78
Perceived Behavioral Control (PBC) (o | PBCI1 0.77 0.83 0.56
=0.79)

PBC2 0.75

PBC3 0.72
Organic Food Motivation (OPM) (a = | OPMI 0.86 0.88 0.60
0.85)

OPM2 0.81

OPM3 0.74

OPM4 0.69
Organic Purchase Intention (OPI) (a = | OPII 0.88 0.89 0.68
0.86)

OPI2 0.86

OPI3 0.79
Trust in Regional Organic Food (TOF) | TOF1 0.81 0.87 0.62
(a=0.84)

TOF2 0.79

TOF3 0.78

4.3. Discriminant Validity Assessment

To ensure that each construct represented a distinct conceptual domain, discriminant validity was assessed using the
heterotrait-monotrait (HTMT) ratio of correlations. As presented in Table 5, all HTMT values were below the conservative
threshold of 0.85 recommended by Henseler et al. (2015), thereby confirming satisfactory discriminant validity and indicating
adequate empirical distinction among the study constructs.
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Table 5: Discriminant Validity — HTMT Matrix

APG 1.00

AAG 0.48 1.00

PBC 0.45 0.42 1.00

OPM 0.52 0.46 0.40 1.00

OPI 0.49 0.44 0.37 0.57 1.00

TOF 0.44 0.40 0.36 0.50 0.51 1.00

4.4. Structural Model Estimates (Direct Effects)

The structural model was estimated using covariance-based structural equation modeling (CB-SEM). The structural model
results indicate that Active Procurement Goals significantly influence Organic Purchase Motivation (f = 0.36, p < .001),
supporting H1. Active Approval Goals (f = 0.24, p < .001) and Perceived Behavioral Control (f = 0.21, p < .001) also
demonstrate significant positive effects on motivation, supporting H2 and H3. Furthermore, Organic Purchase Motivation
significantly predicts Organic Purchase Intention (f = 0.29, p <.001), supporting H7 (Table 6).

Table 6: Structural Model — Direct Effects (H1, H2, H3, H7)

H1 APG — OPM 0.36%** YES
H2 AAG — OPM 0.24%* YES
H3 PBC — OPM 0.21%** YES
H7 OPM — OPI 0.29%#* YES

4.5. Mediation Analysis (PROCESS Model 4)

To examine whether Trust in Regional Organic Food (TOF) mediates the relationships, Hayes’ PROCESS Macro (Model 4)
with 5,000 bootstrap resamples was employed (Table 7). The indirect effect of Active Procurement Goals on Organic Food
Motivation through TOF was statistically significant (indirect =~ 0.13), as the bootstrapped confidence interval did not include
zero, thereby supporting H4. Given that the direct effect of APG on OPM remained significant (f = 0.36, p < .001), the
mediation is characterized as partial. Similarly, TOF significantly mediated the relationship between Active Approval Goals
and Organic Food Motivation (indirect ~ 0.10), supporting H5. As the direct effect of AAG on OPM also remained significant
(B=0.24, p<.001), partial mediation is confirmed. In contrast, the indirect effect of Perceived Behavioral Control on Organic
Food Motivation via TOF was not statistically significant, as the path from PBC to TOF was non-significant (§ = 0.07, ns).
Consequently, H6 was rejected. The overall structural relationships and mediation effects are illustrated in Figure 2.

Figure 2: Estimated Structural Model
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Table 7: Mediation Analysis (PROCESS Model 4; 5,000 bootstrap samples)

4

H4 APG —-TOF — OPM 0.44%#* 0.29%#* 0.36%*** 0.13 Partial
HS AAG—TOF — OPM 0.36%#* 0.29%#* 0.24 % 0.10 Partial
Heé PBC— TOF — OPM 0.07 (ns) 0.29%#* 0.27]%** 0.02 Rejected

4.6. Moderation Analysis

A moderation analysis was conducted using Hayes’
PROCESS Macro (Model 1) with 5,000 bootstrap

resamples. Both the predictor (OPM) and moderator
(TOF)pwere mean-centfed to reduce multicollinearity and Constant | 0.9 1 0.1 ) 8.17 | < 075 | 1.21
facilitate interpretation of the interaction effect. As 8 . 001
presented in Table 8, the interaction term (OPM x TOF) OPM 05 00 | 110 | < 045 | 065
was positive and statistically significant (B = 0.09, p = (predictor | 5 5 0 001
.002, 95% CI [0.03, 0.15]), indicating that trust )
strengthens the relationship between outcome motivation
and purchase intention (HS8). The positive interaction TOF 0.2 | 0.0 | 4.00 | < 0.10 | 0.30
effect suggests that higher levels of trust strengthen the (moderato | 0 5 .001
relationship between motivation and purchase intention r)
Table 8 — Moderation Analysis (PROCESS Model 1): OPM x |00 |00 3001000003 |0.15
OPM x TOF — OPI TOF 9 3 2

(interactio

n)
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Bootstrapping = 5,000; predictor and moderator mean-
centred

4.7. Conditional Effects of the Moderator

The conditional effects analysis shows that the impact of
OPM on OPI increases with higher levels of trust. The
relationship is weakest at low trust (B = 0.40) and
strongest at high trust (B = 0.70), confirming the
reinforcing role of trust in translating motivation into
intention (Table 9, Figure 3).

Table 9: Conditional Effects of OPM on OPI at Values of TOF

Low (Mean —1 SD) | 0.40 0.07 | 5.71 | <.001 | 0.27 0.53
Medium (Mean) 0.55 0.05 | 11.00 | <.001 | 0.45 0.65
High (Mean + 1 SD) | 0.70 0.08 | 8.75 | <.001 | 0.54 0.86
Trust level
2.0 e LOwW (slope = 0.40)
—— Meadium (slope = 0.55)
w— High (slope = 0.70)
1.5
=
g
g
=
) ‘.0 -
b
o
&
0.5 |-
0.0 o >

-9

0

Outcome Motivation (mean-centred)

Moderation Interaction plot: OPM =xTOF — OP|

Figure 3: Moderation Interaction Plot — OPM x TOF — OPI

5. Discussion and Conclusion

The findings of this study provide a structured
understanding of how goal-driven motivations and trust
mechanisms shape tourists’ organic food consumption in
Himalayan destinations. Active procurement goals
emerged as the strongest predictor of motivation,
indicating that tourists are primarily influenced by
perceived quality, health benefits, and experiential value.
Organic food consumption in such contexts therefore
reflects a purposeful effort to achieve functional and
emotional value associated with authenticity and well-
being, consistent with prior research on perceived value in
organic food consumption (Watanabe et al., 2020; Ray et
al., 2024).

Active approval goals also significantly influenced
motivation, highlighting the role of social identity in
sustainable consumption behavior. Organic food choices
function as visible signals of responsible and
environmentally conscious behavior, suggesting that
tourists are influenced not only by personal benefits but
also by social expectations, aligning with studies

emphasizing social identity in sustainable consumption
(Du and Jiang, 2025).

Perceived behavioral control was found to positively
influence motivation, indicating that accessibility and
ease of purchase remain critical enablers of sustainable
consumption (Fisher and Oyserman, 2017). This finding
suggests that policy interventions aimed at improving
availability, affordability, and visibility of organic food
through infrastructure development and local supply chain
integration can directly enhance tourist engagement.

Trust plays a central role in shaping behavioral outcomes
by both mediating and moderating relationships within the
model. The mediation results indicate that trust
strengthens the translation of procurement and approval
goals into motivation by validating the credibility of
organic food offerings (Hu et al., 2021). In contrast, the
absence of mediation in the PBC pathway suggests that
accessibility operates independently of trust-based
evaluations, highlighting the distinct roles of credibility
and feasibility in decision-making processes (Hansen et
al., 2018).
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The moderation findings further demonstrate that trust
amplifies the relationship between motivation and
purchase intention. Tourists with higher levels of trust are
more likely to convert their motivation into actual
intention, reinforcing the importance of institutional
credibility in uncertain tourism contexts, consistent with
prior findings on trust in organic consumption (Amin and
Tarun, 2021). From a policy standpoint, this underscores
the need for robust certification systems, transparent
labeling, and effective governance mechanisms to
enhance trust and support sustainable consumption.

Overall, the study advances the Theory of Reasoned Goal
Pursuit (Ajzen and Kruglanski, 2019) by introducing trust
as a goal-validation mechanism in high-uncertainty
tourism environments. More importantly, it contributes to
tourism policy by demonstrating how behavioral drivers
and institutional mechanisms interact to shape sustainable
consumption outcomes. Integrating these insights into
tourism policy can support the development of more
effective strategies for promoting organic food
consumption and enhancing destination sustainability in
ecologically fragile regions such as the Himalayas.

6. Implications

The findings of this study offer important implications for
tourism policy by demonstrating how goal-driven
motivations and trust mechanisms jointly shape tourists’
organic food consumption in ecologically sensitive
destinations. The significant influence of procurement and
approval goals, along with the mediating role of trust,
highlights the need for institutional mechanisms that
enhance the credibility of organic food systems.
Policymakers should prioritize strengthening certification
frameworks, ensuring transparency in labeling, and
promoting traceability systems that enable tourists to
verify product authenticity and quality. Such interventions
can reinforce trust and facilitate the translation of goal-
driven motivations into sustainable consumption
behavior.

The moderating role of trust further indicates that
regulatory assurance and governance structures are
critical in converting motivation into purchase intention.
Tourism authorities should integrate organic food systems
into destination-level sustainability —strategies by
establishing  standardized  certification  protocols,
monitoring compliance, and supporting local producers
through policy incentives. These measures can improve
both consumer confidence and market accessibility,
particularly in contexts characterized by information
asymmetry.

The findings also show that perceived behavioral control
influences motivation independently of trust, suggesting
that accessibility-related interventions remain equally
important. Policy efforts aimed at improving availability,
affordability, and visibility of organic food—through
infrastructure  development, local supply chain
integration, and destination planning—can directly
enhance tourists’ perceived control and engagement.

From a managerial perspective, destination managers and
service providers should align with policy frameworks by
emphasizing certification, communicating product

authenticity, and designing consumption environments
that highlight quality and sustainability. However, these
efforts are most effective when supported by credible
governance systems that institutionalize trust.

From a theoretical standpoint, the study extends the
Theory of Reasoned Goal Pursuit by demonstrating that
trust operates both as a goal-validation mechanism and as
a boundary condition in high-uncertainty tourism
contexts. This highlights the importance of integrating
behavioral and institutional perspectives to better
understand sustainable consumption in tourism settings.

7. Limitations

This study has several limitations that provide directions
for future research. First, the use of a cross-sectional
design and non-probability sampling may limit the
generalizability of the findings. Future research may adopt
longitudinal and probability-based approaches to improve
robustness. Second, the study is confined to the Northern
Himalayan region, and the findings may not be directly
applicable to other tourism contexts with different
environmental or institutional conditions.

Third, the model focuses on motivation and trust within
the Theory of Reasoned Goal Pursuit and does not
incorporate broader psychological constructs such as
moral norms or intrinsic motivation, which may further
influence sustainable consumption. Finally, the study does
not include institutional or policy-level variables, such as
regulatory frameworks or certification effectiveness,
which may shape trust and behavior. Future research
should integrate these factors to better understand the
interaction between behavioral processes and tourism
policy.

Declaration

The authors declare no potential conflicts of interest with
respect to the research, authorship, and/or publication of
this article. The participants were informed about the
purpose of the study, and their prior informed consent was
obtained.

Funding

The author(s) received no financial support for the
research, authorship, and/or publication of this article.

REFERENCES

I. Agarwal, N., Chamoli, A., Tariyal, A. and Gupta,
S.K. (2025) ‘Green trust and environmental concern’s
influence on Gen Z’s organic food consumption:
Exploring consumption value dynamics’, Atna Journal of
Tourism  Studies, Vol. 20, pp. 281-301.
https://doi.org/10.12727/ajts.33.13

2. Ajzen, 1. and Kruglanski, A.W. (2019)
‘Reasoned action in the service of goal pursuit’,
Psychological Review, Vol. 126, pp. 774-786.
https://doi.org/10.1037/rev0000155

3. Amin, S. and Tarun, M.T. (2021) ‘Effect of
consumption values on customers’ green purchase
intention: A mediating role of green trust’, Social
Responsibility Journal, Vol. 17, pp. 1320-1336.
https://doi.org/10.1108/SRJ-05-2020-0191

Advances in Consumer Research

114



How to cite : Manish Semwal, Dr. Chandramauli Dhaundiyal, Dr. Amit Tariyal, Goal-Driven Organic Food Consumption in Himalayan
Tourism: The Role of Trust and Implications for Sustainable Tourism Policy. Advances in Consumer Research. 2026;3(10): 105-116

4, Ayyub, S., Asif, M. and Nawaz, M.A. (2021)
‘Drivers of organic food purchase intention in a
developing country: The mediating role of trust’”, SAGE

Open, Vol. 11, pp- 1-12.
https://doi.org/10.1177/21582440211045076
5. Baloch, Q.B., Shah, S.N., Igbal, N., Sheeraz, M.,

Asadullah, M., Mahar, S. and Khan, A.U. (2023) ‘Impact
of  tourism  development upon environmental
sustainability: A suggested framework for sustainable
ecotourism’, Environmental Science and Pollution
Research, Vol. 30, pp- 5917-5930.
https://doi.org/10.1007/s11356-022-22496-w

6. Barbhuiya, M.R. (2021) ‘Overtourism in Indian
cities: a case study of Nainital’, International Journal of
Tourism Cities, Vol. 7, No. 3, pp. 702-724.
https://doi.org/10.1108/1JTC-08-2019-0148

7. Beyer, D., Lowe, S. and Wendler, P. (2019)
‘Reliable benchmarking: Requirements and solutions’,
International Journal on Software Tools for Technology

Transfer, Vol. 21, pp- 1-29.
https://doi.org/10.1007/s10009-017-0469-y
8. Buhalis, D., Leung, X.Y., Fan, D., Darcy, S.,

Chen, G., Xu, F. and Farmaki, A. (2023) “Tourism 2030
and the contribution to the sustainable development goals:
The tourism review viewpoint’, Tourism Review, Vol. 78,
pp- 293-313. https://doi.org/10.1108/TR-04-2023-620

9. Cavite, H.J., Mankeb, P. and Suwanmaneepong,
S. (2022) ‘Community enterprise consumers’ intention to
purchase organic rice in Thailand: The moderating role of
product traceability knowledge’, British Food Journal,
Vol. 124, pp. 1124-1148. https://doi.org/10.1108/BFJ-02-
2021-0148

10. Chamoli, A. and Agarwal, N. (2024) ‘Tourist
preferences for regional food: A study on food neophobia
and consumption value factors’, Revista Turismo &
Desenvolvimento, Vol. 46, pp- 307-325.
https://doi.org/10.34624/rtd.v4610.34901

11. Chamoli, A., Tariyal, A. and Rana, V. (2025)
‘From green trust to green plates: How external stimuli
shape Gen Z’s local food purchases in organic tourism
destinations’, International Journal of Gastronomy and
Food Science, Vol. 34, 101288.
https://doi.org/10.1016/j.1jgfs.2025.101288

12. Chandel, V.B.S. and Sharma, M.R.
(2024)‘Climate change and weather extremes in tourist
towns: challenges for livelihood in Himachal Pradesh,
India’, in Climate Change, Vulnerabilities and
Adaptation: Understanding and Addressing Threats with
Insights for Policy and Practice, Springer, pp. 61—
78.https://doi.org/10.1007/978-3-031-49642-4 4

13. Concari, A., Kok, G., Martens, P. and Brink, N.
(2023) ‘Investigating the role of goals and motivation on
waste separation behavior through the lens of the theory
of reasoned goal pursuit’, Environmental Management,
Vol. 72, pp. 1019—1031. https://doi.org/10.1007/s00267-
023-01820-1

14. Connelly, L.M. (2008) ‘Pilot studies’,
MEDSURG Nursing, Vol. 17, p. 411

15. Du, L. and Jiang, S. (2025) ‘Enhancing green
food consumption intentions among Chinese Generation
X: Integrating environmental values and self-identity into
the theory of planned behavior’, Sustainability, Vol. 17,
2942. https://doi.org/10.3390/sul 7072942

16. Fisher, O. and Oyserman, D. (2017) ‘Assessing
interpretations of experienced ease and difficulty as
motivational constructs’, Motivation Science, Vol. 3, p.
133

17. Fornell, C. and Larcker, D.F. (1981) ‘Evaluating
structural equation models with unobservable variables
and measurement error’, Journal of Marketing Research,
Vol. 18, pp. 39-50.
https://doi.org/10.1177/002224378101800104

18. Hair, J.F., Hult, G.T.M., Ringle, C.M. and
Sarstedt, M. (2019) A primer on partial least squares
structural equation modeling (PLS-SEM), 2nd ed., Sage,
Thousand Oaks, CA

19. Hamilton, K. (2024) ‘Extending the theory of
reasoned goal pursuit: Applications in consumer decision-
making’, Journal of Consumer Behaviour, Vol. 23, pp.
125-139.
https://doi.org/10.1080/08870446.2022.2026946

20. Hansen, J.M., Saridakis, G. and Benson, V.
(2018) ‘Risk, trust, and the interaction of perceived ease
of use and behavioral control in predicting consumers’ use
of social media for transactions’, Computers in Human
Behavior, Vol. 80, Pp- 197-206.
https://doi.org/10.1016/j.chb.2017.11.010

21. Hayes, A.F. (2018) ‘Partial, conditional, and
moderated moderated mediation:  Quantification,
inference, and interpretation’, Communication
Monographs, Vol. 85, pp- 4-40.
https://doi.org/10.1080/03637751.2017.1352100

22. Henseler, J., Ringle, C.M. and Sarstedt, M.
(2015) ‘A new criterion for assessing discriminant
validity in variance-based structural equation modeling’,
Journal of the Academy of Marketing Science, Vol. 43,
pp- 115-135. https://doi.org/10.1007/s11747-014-0403-8

23. Hu, T., Al Mamun, A., Reza, M.N.H., Wu, M.
and Yang, Q. (2024) ‘Examining consumers’ willingness
to pay premium price for organic food’, Humanities and
Social Sciences Communications, Vol. 11, pp. 1-15.
https://doi.org/10.1057/s41599-024-03789-6

24. Hu, Z., Li, X., Wang, J., Xia, C., Wang, Z. and
Perc, M. (2021) ‘Adaptive reputation promotes trust in
social networks’, IEEE Transactions on Network Science
and  Engineering, Vol. 8, pp. 3087-3098.
https://doi.org/10.1109/TNSE.2021.310377

25. Jaiswal, 1. (2024) “Assessing tourism
sustainability: a case study of Ladakh region’, in The
Need for Sustainable Tourism in an Era of Global Climate
Change: Pathway to a Greener Future, Emerald
Publishing Limited, . 151-172.
https://doi.org/10.1108/978-1-83608-668-020241023

26. Jakubowska, D., Dabrowska, A.Z., Pachotek, B.
and Sady, S. (2024) ‘Behavioral intention to purchase
sustainable = food:  Generation Z’s  perspective’,

Advances in Consumer Research

115



How to cite : Manish Semwal, Dr. Chandramauli Dhaundiyal, Dr. Amit Tariyal, Goal-Driven Organic Food Consumption in Himalayan
Tourism: The Role of Trust and Implications for Sustainable Tourism Policy. Advances in Consumer Research. 2026;3(10): 105-116

Sustainability, Vol. 16, 7284.
https://doi.org/10.3390/sul 6177284

27. Javed, M.K., Tahir, M.S., Capaldo, A., Ahmad,
J., Wasaya, A., Ahmed, A.U. and Chani, M.I. (2025)
‘Shaping sustainable tourism: The influence of norms and
social media rumors on tourist behavior’, Environment,
Development  and  Sustainability,  pp. 1-21.
https://doi.org/10.1007/s10668-025-06240-1

28. Khan, K., Hameed, I., Akram, U. and Hussainy,
S.K. (2023) ‘Do normative triggers and motivations
influence the intention to purchase organic food? An
application of the goal-framing theory’, British Food
Journal, Vol. 125, pp. 886-900.
https://doi.org/10.1108/BFJ-11-2021-1194

29. Li, Y. and Shan, B. (2025) ‘Exploring the role of
health consciousness and environmental awareness in
purchase intentions for green-packaged organic foods: An
extended TPB model’, Frontiers in Nutrition, Vol. 12,
1528016. https://doi.org/10.3389/fnut.2025.1528016

30. Lone, B.A., Jeelani, P., Ganaie, M.1., Shah, S.A.
and Mayer, 1.A. (2023) ‘Multicriteria evaluation of
tourism potential of designated tourist destinations in
Kashmir Himalayas, India’, Journal of Quality Assurance
in Hospitality & Tourism, Vol. 26, No. 2, pp. 167-184.
https://doi.org/10.1080/1528008X.2023.2231151

31. Luong, T.B. (2025) ‘The impact of green
knowledge and sustainability on green travel intentions
through the lens of theory of reasoned goal pursuit’,
Tourism  Review, Vol. 80, pp. 1124-1140.
https://doi.org/10.1108/TR-03-2024-0206

32. Madureira, T., Nunes, F., Veiga, J., Mata, F.,
Alexandraki, M., Dimitriou, L. and Malissiova, E. (2025)
‘Trends in organic food choices and consumption:
Assessing the purchasing behaviour of consumers in
Greece’, Foods, Vol. 14, p- 362.
https://doi.org/10.3390/foods 14030362

33. Murphy, B., Martini, M., Fedi, A., Loera, B.L.,
Elliott, C.T. and Dean, M. (2022) ‘Consumer trust in
organic food and organic certifications in four European
countries’, Food Control, Vol. 133, 108484.
https://doi.org/10.1016/j.foodcont.2021.108484

34. NITI Aayog (2019) Sustainable tourism in the
Indian Himalayan region. Report of Working Group II,
NITI Aayog, Government of India. Awvailable at:
https:/niti.gov.in/writereaddata/files/document.publicati
on/Doc2.pdf

35. Ray, A., Das, B. and She, L. (2024) “What affects
consumers’ choice behaviour towards organic food
restaurants? By applying organic food consumption value
model’, Journal of Hospitality and Tourism Insights, Vol.
7, pp. 2582-2602. https://doi.org/10.1108/JHTI-04-2023-
0238

36. Ribeiro, M.A., Seyfi, S., Elhoushy, S.,
Woosnam, K.M. and Patwardhan, V. (2025)
‘Determinants of generation Z pro-environmental travel
behaviour: The moderating role of green consumption
values’, Journal of Sustainable Tourism, Vol. 33, pp.
1079-1099.
https://doi.org/10.1080/09669582.2023.2230389

37. Roh, T., Seok, J. and Kim, Y. (2022) ‘Unveiling
ways to reach organic purchase: Green perceived value,
perceived knowledge, attitude, subjective norm and trust’,
Journal of Retailing and Consumer Services, Vol. 67,
102988. https://doi.org/10.1016/j.jretconser.2022.102988

38. Sarmiento, A.M. and Ramos, A. (2022)
‘Community-based tourism and local participation: A
mixed methods approach’, Sustainability, Vol. 14, 5933.
https://doi.org/10.3390/su14105933

39. Tandon, A., Dhir, A., Kaur, P., Kushwah, S. and
Salo, J. (2020) ‘Why do people buy organic food? The
moderating role of environmental concerns and trust’,
Journal of Retailing and Consumer Services, Vol. 57,
102247. https://doi.org/10.1016/j.jretconser.2020.102247

40. Tariyal, A. and Chamoli, A. (2025) ‘Examining
tourist desire to remain at Chota Chardham homestays:
The role of religion as a moderator’, Tourism and
Hospitality Research.
https://doi.org/10.1177/14673584251316271

41. Watanabe, E.A.D.M., Alfinito, S., Curvelo,
I.C.G. and Hamza, K.M. (2020) ‘Perceived value, trust
and purchase intention of organic food: A study with
Brazilian consumers’, British Food Journal, Vol. 122, pp.
1070—1184. https://doi.org/10.1108/BFJ-05-2019-0363

42. Yazdanpanah, M. and Forouzani, M. (2015)
‘Application of the theory of planned behaviour to predict
Iranian students’ intention to purchase organic food’,
Journal of Cleaner Production, Vol. 107, pp. 342-352.
https://doi.org/10.1016/j.jclepro.2015.02.071.

Advances in Consumer Research

116



