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1. What is sustainability? / What are sustainable issues in
the agri-food chain?

2. What are we studying?

3. What is next?
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What  do we all seek in our 
life?
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Reference: ht tps://ourworldindata.org/agricultural-production#explore-data-on-agricultural-production

R ef erence:https ://ourworldindata.org/environmental-impacts -of -f ood? ins ight=f ood-emis s ions -local# key-ins ights -on-the-environmental-impacts -of -f ood

Greenhous e gas  emis s ions  acros s  the agri-f ood s upply chain
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E nvironmental Problem
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P roduction k eeps  growth
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E conomic Growth
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Market competition

Enhances the 
quality of life

Protects the 
environmentEnsures farmers can support 

themselves
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The ability to maintain or support a
process continuously over time.

Sustainablity
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Sustainable issues in agri-food chain

Chemical Material

Information asymmetry

Food wast/ Food packaging

Overprocessed foods

Carbon dioxide

Food shortage
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How would a sustainable syst em be inst it ut ionalized?

01 S us tainable M odel

E xplored the complex 
relations hips  b/t major economic, 
s ocial, and environmental indices .
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C hannel  S trategy

Farmers '  adoption of  multiple s upply 
channels .

02

C ertif icat ion S ys tem

Alternative certif ication s ys tem f or 
s upply chain s us tainability, named PGS .

03

G ap b/t  cognit ion &  cons umption
H ow to turn to buy intention into 
cons umption amount f or s us tainable 
products .

04

W hat is  nex t?05

What  are we 
studying?
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Sale Volume
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Planting area of 
organic crops

Annual profit per 
farmer

Environmental 

Soil fertility

Reduced use of 
chemical pesticides

Social

Fairness of 
production-marketing

Organic agriculture 
population

Organic Agriculture
Organic A griculture is  a  production s ys tem that s us tains  the health of  s oils , ecos ys tems , and people.

(IF OA M  G eneral  A s s embly, 2 0 0 8 )

L iterature gap
Few studies have considered the sustainabilit y of organic agriculture
f rom the perspect ive of system st ructure (Zhen and Rout ray, 2003).
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How does organic agriculture cont ribute to sustainable 
development? Organic agriculture in Taiwan

Purpose: To clarif y the sustainable st ructure of developing organic
agriculture in Taiwan, we explored the complex relat ionships between
major economi and indices and const ructed a systemat ic model of
organic agricultural development .

Methods: System Dynamic; Simulat ion

Chia-Yi Liu* and Hsieh, Chen-Yu (2023) How does organic
agriculture contribute to sustainable development?
Organic agriculture in Taiwan, International Journal on
Food System Dynamics, (SCI) [Accepted & forthcoming]

12



(1) Organic farming techniques as key to environmental and 
economic improvement  by indirect  sales.

Area Planted to organic crops

Organic agriculture population

Annual profit of
organic farmer

Labor, Material,
Certification cost

Production costs of
organic farming

Annual profit per
organic farmer

Annual profit per
conventional farmer

Profit gap

Market price of organic
agriculture product

Newly added planting
area of organic crops

+

R1.2 (-)
R1.1 (+)
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簡報者
簡報註解
有機農耕技術促進環境與經濟效益R1.1與R1.2分別展示有機耕作的產銷經濟效益之價格與成本環路。其中，有別於一般市場機制，限於有機農產品的規模，目前的定價方式仍以成本加乘的方式為主，如R1.1所示；另外，初期採用有機耕作的農友，率先將面臨有機過渡效應(organic transition effect)的問題，亦即，對於原慣行農田的土壤狀態當進入有機農業轉型期時，因為受到土壤營養物質無法再利用化學肥料補給，導致不充足及無法再使用化學農藥抑制病蟲害，而導致轉型期初期整體產量下，且因轉型期過程中需要投入有機資材成本、驗證成本及相對於慣行農業較多的人工成本(Liebhardt et al., 1989)，誠如R1.2環路。農友共同考量R1.1與R1.2價格與成本環路下，決定其同儕是否採用有機耕作，則決定於收入差距，即有機耕作與慣行耕作的年利潤差異。當有機年收益高於慣行，則會強化農友採用有機技術的人數，進而持續影響價格、成本與有機農友利潤的動態發展(誠如R1.1及R1.2)。其次為，R2呈現慣行耕作技術競逐下的替代效果。當越多農民加入有機農業，有機農作物面積開始成長便會對慣行農業作物面積造成排擠及替代效應。即有機農作物面積上升，慣行作物面積下降將會導致產量減少，供給量減少價格自然因應市場機制而有所調升；當慣行作物價格上升，將有助於推動有機農作物的生產與銷售端的推動。見此，R2呈現出有機農作物的推動不僅強化當下的生產與銷售，亦會透由減緩替代技術(及慣行耕作)的威脅，而加速有機推廣的速度。最後，有機耕作技術長期可展現其於環境助益之經濟成效(R3)。有機耕作技術主要捨棄以化學農藥根除病蟲害、以化學肥料強化土壤肥力的耕作方式。目前主流的慣行農業因為大量施用化學肥料，對於土壤造成劣化、酸化等現象，而土壤肥力的維持與增進的重要性為永續農業發展最關注的焦點(Mäder et al., 2002)。由此可知，有機耕作於長期之下，確實可提升土壤肥力，進而提升有機耕作產量，帶動其農友經濟效益，誠如R3環路。整體而言，本研究透過系統環路強調：有機耕作技術的擴散具備下述幾項特色。首先，有機耕作技術利潤受到有機耕作面積的累積，具指數型成長。其二，有機耕作技術與慣行耕作技術彼此會相互擠壓與影響。最後，有機耕作技術長期之環境效益，會強化其經濟效益。



(2) Direct  sales channels can st rengthen environmental and social 
benef it s.
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簡報者
簡報註解
直接銷售模式強化環境與社會效益不同銷售機制對於有機農業永續性發展具有關鍵的影響性。Tregear (2011)更指出直接銷售模式是一個對環境、社會及經濟永續性具有潛力的供應鏈模式。農友於選擇直接或間接銷售的選擇上，其選擇機制主要受到三個主要環路(圖4-2)。首先，農友選擇快速擴展市場的間接銷售形式衝擊社會與環境環路(R4)。而直接銷售則可強化產銷公平性與生產者環境意識環路(R5)。最後，R6.1 & R6.2環路展現直接銷售與間接銷售間的互斥關係。接下來將依序說明關鍵環路。R4環路顯示，間接銷售環路雖可快速銷售大規模的產量，但會弱化產銷公平性。然而當整體經濟規模擴大時，相較於小規模生產的農場，單一作物大規模生產的農場具有穩定的產量及更低的交易成本，故間接銷售中的中間商與大規模農場進行契約生產可減少運銷與監督成本(Buck et al., 1997)。當有機農業規模擴大之後，生產機制開始轉向標準化、工業化的方式進行有機耕作，產銷機制導向於批發模式，追求規模經濟的過程，與大規模農場契作，而疏忽了小農生計，造成產銷不公平的現象，Lockie and Halpin (2005)稱之為”有機農業慣行化現象(organic agriculture conventionalizing)”。此現象將損害有機農業原有的四大原則中的公平、謹慎之社會價值，進而導致降低農民轉進入有機農業之意願(Smith & Marsden, 2004)。R5環路說明有機農產品之直接銷售模式，可強化生產者與消費者之間關係，促進雙方認知一致，最後強化產銷公平性(Brown & Miller, S. ,2008)。直接銷售運作模式實務上包含農夫市集、農場直銷、定期宅配以及社區支持型農業(Community Supported Agriculture , CSA)。於農夫市集的調查中，透過Aubry and Kebir (2013)在法國凡爾賽地區的9個農夫市集進行消費者問卷調查共計90份，發現此地區消費者對於直接購買的需求，來自於當地生產者與消費者的密切關係。其次，Feenstra et al. (2003)對美國各地具代表性的農夫市集之有機農民進行調查，調查發現約有八成的農民表示相較於其他銷售管道，農夫市集除了給予農民較大的議價空間，也增加與消費者接觸的機會，進而提升對自己農產品的自信心。另外，社區支持型農業(Community Supported Agriculture , CSA)是指一種建立在生產者與消費者彼此之間互相承諾與合作的農業運作機制，消費者以會員的形式，固定向農夫長期訂購農產品，消費者亦可親自拜訪農場，甚至一起參與生產工作。透過該種模式共同承擔生產風險與報酬，藉此改善農民所得(Brown & Miller, 2008)。由此可知，R5環路展現有機農業之直接銷售模式，可展現公平等社會價值，長期亦可加速擴展有機農作的面積，進而改善土壤肥力的恢復性，故R5環路為展現出直接銷售對於產銷公平(永續社會)與土壤肥力(永續環境)相互增長的正向環路。R6環路包含了直接銷售(R6.1)及間接銷售(R6.2)的互動模式影響產銷公平性的動態發展。其中，環路R6.2展示，當間接交易量增加時即抑制直接銷售量與產銷公平性的成長。然環路R6.1則說明，直接銷售交易量強化產銷公平性，進而帶動農民傾向採直接銷售，影響直接銷售比例減少間接銷售之供應量。綜合以上，有機農業的發展要維持經濟效益、環境效益及社會效益方能永續發展。本研究發現兩項重要環路結構，首先，於「有機農耕技術促進環境與經濟效益」環路展現有機耕作技術短期具有環境效益，而經濟效益則要待長期方能以指數成長展現。其次，「直接銷售模式強化環境與社會效益」環路揭露，直接銷售對於產銷公平性之正向社會價值。本研究透過系統動態的觀點下發現有機農業的環境、經濟及社會永續性並非獨立存在而是環環相扣，且長期發展是呈現相互成長的。有機耕作方式可降低慣行耕作的程度，強化了環境之經濟效益發展，而有機產業內的直接銷售模式強化環境之社會效益，為有機農業永續發展之兩大關鍵環路。



Sensit ivit y analysis f or Proport ion of  direct  sales

Reduced use of chemical peticides

Soil fertilityPlanting area of organic crops

Annual profit per organic farmer Fairness of production-marketing

Organic agriculture population
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簡報者
簡報註解
When the proportion of direct sales increases by 10% or 20%, For economic view:producers cannot respond efficiently to the change in the production-marketing volume and then cause a slight decrease in annual profit and organic planting area.For environmental view:For social view:In sum, Therefore, our results agree with those of recent studies emphasizing the need for the simultaneous use of indirect and direct sales modes to more effectively control the uncertainties in supply chains and respond flexibly to changes in production and marketing, thus maximizing the overall benefits to farmers (Liu and Lee, 2019; LeRoux et al., 2010).Excessive direct sales causes a fluctuation in social, economic, and environmental sustainability indices. In particular, producers are unable to respond efficiently to the change in the production-marketing volume because they need to perform multiple production-marketing tasks simultaneously (Keuschnigg, 2012). 



Concluison

 This study shows the antagonist ic and synergist ic
ef fects between economic, environmental, and
social indices.

 Based on the systemat ic st ructure of sustainable
agriculture, the mult iple chain modes should be
adopted.
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簡報者
簡報註解
研究貢獻建立於過去的研究缺口中:在有機農業的大規模生產和銷售中，保持經濟、社會和環境發展之間的平衡被認為是一個關鍵問題。 然而，我們使用 SD 方法並專注於台灣有機農業的發展，開發了有機農業的經濟、環境和社會可持續性的系統結構。本研究顯示了經濟、環境和社會指標之間的對抗和協同效應。 我們認為參與者應該更好地理解可持續農業的系統結構。 此外，還應採用多種產銷方式。於研究的管理意涵上:對於有機農業的研究人員、政策制定者、農民和消費者而言，系統地看待有機農業的可持續發展至關重要。 對於研究人員和政策制定者來說，有機農業的經濟、環境和社會指標之間的因果結構可以闡明農民和消費者行為背後的原因。(1)結構的角度看，規模化農場比小農戶承受著更大的盈利壓力； 因此，有機農民將傾向於以犧牲社會利益為代價來最大化經濟利益。如果有機農業的農民和消費者對直接和間接銷售的影響有系統的了解，這種系統性認識將影響他們對產銷方式的選擇，進而影響有機農業的發展方向。 規模化養殖場將通過大規模生產和銷售獲得短期利潤。 在他們的經濟需求得到滿足之前，他們很可能會犧牲短期利潤來通過直銷活動創造長期的社會地位和利益。(2)對於小型農場，LeRoux 等人。 (2010) 認為，通過調查營銷渠道的相對成本和收益，需要結合營銷渠道來最大化農場的整體績效。 因此，農民可以通過採用多種營銷渠道（如圖 4 中的 R1 和 R3 環所示）來提高經濟效益、環境友好性和社會公平性。。
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Long-term supply chains
Modes Indirect sales channel
Meaning Producers trade with consumers indirectly

through at least one middlemen.
Function Transactions are processed on a large-scale

and efficiently through a specialized division of
labor, and market supply and demand
mechanism.

Economic
Value

Based on the principle of comparative
advantage:
Large-scale production and consumption are 

carried out in different regions.
Division of labor is conducted efficiently

across, production, wholesale, logistics, and 
sale. 

Social Risk  Information and power asymmetry
between producer and consumer.

SuperMarket

Imported food
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Short -term supply chains
Modes Direct sales channel
Meaning Producers trade with consumers directly.

Function By reducing the geographic, spatial, and
cognitive distance between producer
and consumer. This mode builds more
community involvement by enhancing
the producer-consumer relationships.

Social
Value

The exchange between production and 
market information.
Producers interact with consumers 

directly, and they establish a 
relationship and share risks with each 
other. 

Economic
Risk

Producers act diverse roles (e.g.,
producers and consumers), and the
processing efficiency is low.

Farmer Market

Community-
Supported 
Agriculture, CSA

Participatory 
Guarantee 
Systems, PGS

19



Complementarity of Mult iple chains
Modes Direct sales channel Indirect sales channel
Meaning Producers trade with consumers directly. Producers trade with consumers indirectly through

at least one middlemen.
Function By reducing the geographic, spatial, and

cognitive distance between producer and
consumer. This mode builds more
community involvement by enhancing
the producer-consumer relationships.

Transactions are processed on a large-scale and
efficiently through a specialized division of labor,
and market supply and demand mechanism.

Value The exchange between production and 
market information.
Producers interact with consumers 

directly, and they establish a 
relationship and share risks with each 
other. 

Based on the principle of comparative advantage:
Large-scale production and consumption are 

carried out in different regions.
Division of labor is conducted efficiently across, 

production, wholesale, logistics, and sale. 

Risk Producers act diverse roles (e.g.,
producers and consumers), and the
processing efficiency is low.

 Information and power asymmetry between
producer and consumer.

Modes Direct sales channel Indirect sales channel
Meaning Producers trade with consumers directly. Producers trade with consumers indirectly through

at least one middlemen.
Function By reducing the geographic, spatial, and

cognitive distance between producer and
consumer. This mode builds more
community involvement by enhancing
the producer-consumer relationships.

Transactions are processed on a large-scale and
efficiently through a specialized division of labor,
and market supply and demand mechanism.

Value The exchange between production and 
market information.
Producers interact with consumers 

directly, and they establish a 
relationship and share risks with each 
other. 

Based on the principle of comparative advantage:
Large-scale production and consumption are 

carried out in different regions.
Division of labor is conducted efficiently across, 

production, wholesale, logistics, and sale. 

Risk Producers act diverse roles (e.g.,
producers and consumers), and the
processing efficiency is low.

 Information and power asymmetry between
producer and consumer.

Modes Direct sales channel Indirect sales channel
Meaning Producers trade with consumers directly. Producers trade with consumers indirectly through

at least one middlemen.
Function By reducing the geographic, spatial, and

cognitive distance between producer and
consumer. This mode builds more
community involvement by enhancing
the producer-consumer relationships.

Transactions are processed on a large-scale and
efficiently through a specialized division of labor,
and market supply and demand mechanism.

Value The exchange between production and 
market information.
Producers interact with consumers 

directly, and they establish a 
relationship and share risks with each 
other. 

Based on the principle of comparative advantage:
Large-scale production and consumption are 

carried out in different regions.
Division of labor is conducted efficiently across, 

production, wholesale, logistics, and sale. 

Risk Producers act diverse roles (e.g.,
producers and consumers), and the
processing efficiency is low.

 Information and power asymmetry between
producer and consumer.
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Liu, C.-Y. and Lee, C.-Y. (2019), “Multiple supply chain adoption under uncertainty”, 
International Journal of Physical Distribution & Logistics Management, Vol. 49 No. 3, 
pp. 305-326 (SSCI). https://doi.org/10.1108/IJPDLM-10-2017-0312

W hat f actors  enhance the adoption of  

mult iple chains ?

Mult iple supply 
chain adoption

21



Mult iple supply chain adopt ion under uncertainty

Purpose: test whether adopt ing mult iple supply chains (MSCs) can manage uncertainty and

mit igate the risk associated with a supply chain.

 Methods:
• Matched quest ionnaire surveys

• 112 respondents.

22



Rsearch St ructure

Statement. Over 50% of producers will sell to consumers directly in the
next 3 to 5 years. (1) Strongly agree (2) Agree (3) Not sure (4) Disagree (5)
Strongly disagree
• 3 if the answer is (3)
• 2 if the answer is (2) or (4)
• 1 if the answer is (1) or (5)

Statement 1: Compared to TSC, a stable sales volume in each month can be
guaranteed by selling to consumers directly
Statement 2: Compared to TSC, sale prices are higher if selling to
consumers directly. (1) Strongly agree (2) Agree (3) Not sure (4) Disagree (5)
Strongly disagree
• 3 if the answer is (3)
• 2 if the answer is (2) or (4)
• 1 if the answer is (1) or (5)
AND Multiply the scores of the two questions

Dummy variable coded “1” if the 
consumer’s peer adopts a MSC channel

Dummy variable coded “1” if the producers’
peer adopts a MSC channel

Proportion of producers selling through TSC ×
proportion of producers selling through SSCs

Transaction Cost Theory

23



Rsearch Result  I
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Rsearch Result  II
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This s tudy integrated the unders ocialized and
overs ocialized pers pectives (TC E and IT) to
unders tand how uncertainties of s upply chains may
be diminis hed.

 MS C adoption is a way to manage uncertainties
res ulting f rom s patial and ps ychological dis tance
in the s upply chain.

S ocial  implications  

Concluison & Discussion

 Dif ferent values of various supply chains

 Development of various supply chain modes.

St udy‘s  contribution
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簡報者
簡報註解
社會影響——食品有多個目標（可追溯性、公平性、效率、福祉）採用 MSC 可能滿足的供應鏈。 因此，政策制定者應該了解各種供應鏈的不同價值，促進各種供應鏈模式的發展。獨創性/價值——這項研究整合了社會化不足和過度社會化的觀點（TCE 和 IT）了解如何減少供應鏈的不確定性。 基於這些觀點，它發現採用混合治理模式和獲取制度信息是兩種途徑減少這種不確定性。實際意義——採用 MSC 是一種管理供應鏈中空間和心理距離導致的不確定性的方法。 生產者和消費者在考慮預先構建的社會規範後，通過採用 SC 來顯示他們的風險偏好。 因此，消費者和生產者對供應鏈的選擇反映了一個風險溝通的過程。 採用混合治理模式（採用 MSC）和獲取有關常見做法的信息是減少此類不確定性的兩種方法。



How would a sustainable syst em be inst it ut ionalized?

01 S us tainable M odel

E xplored the complex 
relations hips  b/t major economic, 
s ocial, and environmental indices .
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C hannel  S trategy

Farmers '  adoption of  multiple s upply 
channels .

02

C ertif icat ion S ys tem

Alternative certif ication s ys tem f or 
s upply chain s us tainability, named PGS .

03

G ap b/t  cognit ion &  cons umption
H ow to turn to buy intention into 
cons umption amount f or s us tainable 
products .

04
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Alt ernat ive cert if icat ion system for  supply chain sustainability 

Liu, C. Y. (2023). Alternative certification system for supply chain sustainability: how stakeholder alignment affects 
institutionalization. International Journal of Physical Distribution & Logistics Management, 53(1), 115-132.
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How PGS works?

Set up PGS’s team

Inspect, 
monitor, and 
certify 
compliance for 
regulation

Field verification 

Summary
meeting

Assessment Report

Traning PGS members (for participators)
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C ollective A s s ignments
PGS collective as s ignments are
embedded in the certif ied
proces s es , which include training,
verif ication, ecological reporting,
and f ield management.

F air P rocedures
B uild certif ication s tandards , PGS
incorporates the s ugges tions of
dis advantaged agrif ood s takeholders as
they jointly f ormulate recommendations .

C ol lective Intentional ity
PGS partic ipants are res pons ible
f or s upervis ing and taking
accountability f or one another’s
actions .

Social Sustainabilit y of  PGS in the Supply Chain

The social  impact s of  PGS are embedded in 
members' int eract ion and relat ionship 
management .

30



Alternat ive cert if icat ion system for supply chain sustainabilit y 

Purpose: how the alignment of disadvantaged agrifood stakeholders (e.g.,
small/applicant farmers, local organizat ions, consumers, and volunteer auditors) might
neut ralize the negat ive ef fects of stakeholder heterogeneit y (SH) on PGS recognit ion.

 Methods:
 113 mult ilateral matching quest ionnaires collected f rom 30 PGS act ivit ies of the Green

Conservat ion Label managed by Taiwan’s Tse-Xin Organic Agriculture Foundat ion (TOAF).
 Hierarchical regression to test the hypotheses.
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Rsearch St ructure

The number of roles for participants

It combines the average scores of
the items from three categories (e.g. Fair
constitutive procedure, Collective
assignments and Collective intentionality)
to evaluate the degree of respondents’
recognition of the sustainable value of PGS.

A dummy variable. The value is 1 if the
participants within the same PGS activity
care about ecology- and productivity.
Otherwise, the value of VC is 0

V alue congrence
A dummy variable. The value is 1 if the 
respondent has similar farming experience 
with the same crop as any other participant 
within the same PGS activity; otherwise, it is 0

S imilar back ground
A dummy variable. If a respondent belongs
to the same EC as any other participant
within the same PGS activity, the value is 1;
otherwise, it is 0 

E x ternal  community

Stakeholder heterogeneity PGS recognition

Stakeholder Alignment 
(developed by isomorphic logics)
• Value congruence (H2)
• Similar background (H3)
• External community (H4)

H2~H4

H1(-)

32



Rsearch Result  I
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 This s tudy trans f ormed is omorphic logics , including
coercive, mimetic and normative is omorphis ms , into a
mechanis m with which individuals can build a governance
s tructure that helps dis advantaged agrif ood s takeholders
develop alternative ins titutions by pooling their res ources .

Concluison

 PGS allow underprivileged actors to enact solut ions
collect ively to address social inequit ies and ecological
problems through fair procedures, collect ive assignments
and collaborat ive intent ionalit y.

 PGS members who leverage VC, SB and EC will have
a greater chance of successfully overcoming their
inst itut ional disadvantages.
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簡報者
簡報註解
社會影響——食品有多個目標（可追溯性、公平性、效率、福祉）採用 MSC 可能滿足的供應鏈。 因此，政策制定者應該了解各種供應鏈的不同價值，促進各種供應鏈模式的發展。獨創性/價值——這項研究整合了社會化不足和過度社會化的觀點（TCE 和 IT）了解如何減少供應鏈的不確定性。 基於這些觀點，它發現採用混合治理模式和獲取制度信息是兩種途徑減少這種不確定性。實際意義——採用 MSC 是一種管理供應鏈中空間和心理距離導致的不確定性的方法。 生產者和消費者在考慮預先構建的社會規範後，通過採用 SC 來顯示他們的風險偏好。 因此，消費者和生產者對供應鏈的選擇反映了一個風險溝通的過程。 採用混合治理模式（採用 MSC）和獲取有關常見做法的信息是減少此類不確定性的兩種方法。
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How does buy intent ion turn to consumpt ion 
amount  for sustainable products? 

R eas ons :

 Consumers demonst rate low interest in
SRP (social responsible products). SRP
market shares are very low (De
Pelsmacker, Janssens, et al. 2005).

 The major priorit ies of most comsumers:
qualit y/t aste, performance and, most of
all, price (Leire and Thidell, 2005).

 The analysis techniques are too simplist ic
to reveal the complexit ies of mot ivat ion
(Hughner et al., 2007).

 The classic market ing concepts care not
suitable for SRP market ing and
communicat ion (Davis, 2013).
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劉佳怡 (20XX).永續的購賣意圖如何促進消費投入? 產品認知價值與親社會
規範效果. 組織與管理, TSSCI, R&R1.



Sample Select ion Bias

R eas ons :

 Consumers demonst rate low interest in
SRP (social responsible products). SRP
market shares are very low (De
Pelsmacker, Janssens, et al. 2005).

 The major priorit ies of most comsumers:
qualit y/t aste, performance and, most of
all, price (Leire and Thidell, 2005).

 The analysis techniques are too simplist ic
to reveal the complexit ies of mot ivat ion
(Hughner et al., 2007).

 The classic market ing concepts care not
suitable for SRP market ing and
communicat ion (Davis, 2013).

Consumption 
Amount ($)

Xi
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Heckman Two-Stage Model

F irs t  S tage (P robit model)

 Consumers demonst rate low interest in
SRP (social responsible products). SRP
market shares are very low (De
Pelsmacker, Janssens, et al. 2005).

 The major priorit ies of most comsumers:
qualit y/t aste, performance and, most of
all, price (Leire and Thidell, 2005).

 The analysis techniques are too simplist ic
to reveal the complexit ies of mot ivat ion
(Hughner et al., 2007).

 The classic market ing concepts care not
suitable for SRP market ing and
communicat ion (Davis, 2013).

Consumption 
Amount ($)
Consumption 
Amount ($)

Xi

Quality
Taste
Pric etc…
ɛ(error term)
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Heckman Two-Stage Model

S econd S tage (OLS )

 Consumers demonst rate low interest in
SRP (social responsible products). SRP
market shares are very low (De
Pelsmacker, Janssens, et al. 2005).

 The major priorit ies of most comsumers:
qualit y/t aste, performance and, most of
all, price (Leire and Thidell, 2005).

 The analysis techniques are too simplist ic
to reveal the complexit ies of mot ivat ion
(Hughner et al., 2007).

Consumption 
Amount ($)

Xi

Prosocial determinants…
ɛ(error term)

 The clas s ic marketing concepts care not
s uitable f or S R P marketing and
communication (Davis , 2013 ).
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How does buy intent ion turn to consumpt ion amount  f or sustainable 
products? 

Purpose：t his study aims to explore the antecedents of buying decisions and consumpt ion
amounts separately.

Perceived usefulness

Perceived ease of use
Possibility of Buy

H1a(+)

H1b(+)

Under Buy=1

Amount of  
cons umption

Probit Model
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簡報者
簡報註解
個人理性效益評估感知易用性: 1.在生活中，我可以隨處看到有機的產品。2.透過有機標章可幫助我減少辨識有機產品的時間。3.有機標章可幫助我減少購買時對於品質的疑慮。4.有機產品的定價對我而言是可接受的。感知有用性:1.購買有機食品讓我覺得很開心。2.購買有機食品讓我感覺自己是一個更好的人。3.食用有機食品可以覺得身體無負擔。個人親社會規範 (CR=0.8063; AVE=0.582)有機食品的認知上:1.我認為有機蔬果比慣行蔬果更營養。2.比起慣行農業的消費者，有機產品的消費者具備食用在地蔬果的習慣，則可減少進口食品的購買，幫助國內農友。3.有機耕作禁止使用化學農藥肥料與基因改造的種子與資材，可保持田間生態的多樣性。親社會活動涉入性(CR=0.8665; AVE=0.5789)1.朋友或家人經常購買有機(標章)的產品。2.在我的生活中，我發現很多人購買有機(標章)的產品。3.我與我的朋友都會(每個月至少一次)參加相同的生態相關活動。4.我與我的朋友都會(每個月至少一次)參加相同的健康相關活動。5.我與我的朋友都會(每個月至少一次)參加相同的有關於農業或食品相關教育活動。



Rsearch Result  I
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How does buy intent ion turn to consumpt ion amount  f or sustainable 
products? 

Purpose：t his study aims to explore the antecedents of buying decisions and consumpt ion
amounts separately.

Perceived usefulness

Perceived ease of use
Possibility of Buy

H1a(+)

H1b(+)

Under Buy=1
H2a(+)Prosocial involved 

behavior Amount of  
cons umptionH2b(+)

Prosocial norm

Probit Model

OLS
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簡報者
簡報註解
個人理性效益評估感知易用性: 1.在生活中，我可以隨處看到有機的產品。2.透過有機標章可幫助我減少辨識有機產品的時間。3.有機標章可幫助我減少購買時對於品質的疑慮。4.有機產品的定價對我而言是可接受的。感知有用性:1.購買有機食品讓我覺得很開心。2.購買有機食品讓我感覺自己是一個更好的人。3.食用有機食品可以覺得身體無負擔。個人親社會規範 (CR=0.8063; AVE=0.582)有機食品的認知上:1.我認為有機蔬果比慣行蔬果更營養。2.比起慣行農業的消費者，有機產品的消費者具備食用在地蔬果的習慣，則可減少進口食品的購買，幫助國內農友。3.有機耕作禁止使用化學農藥肥料與基因改造的種子與資材，可保持田間生態的多樣性。親社會活動涉入性(CR=0.8665; AVE=0.5789)1.朋友或家人經常購買有機(標章)的產品。2.在我的生活中，我發現很多人購買有機(標章)的產品。3.我與我的朋友都會(每個月至少一次)參加相同的生態相關活動。4.我與我的朋友都會(每個月至少一次)參加相同的健康相關活動。5.我與我的朋友都會(每個月至少一次)參加相同的有關於農業或食品相關教育活動。
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Concluison

 By Heckman's two-stage model, this study conf irms that sample select ion bias exists
under analyzing organic buyers.

 Based on economic and social views, this study dist inguishes the causes of buying and
consumpt ion amount .

 Consumers' perceived values for products (such as perceived ease of use or usefulness)
cause their buying decision, but the personal moral norm and act ivit ies involvement of
prosocial are the crit ical factors for enhancing consumpt ion amount .

S ocial  implications  
 For potential cons umers of s us tainable

products , the s us tainable value initiative
s hould emphas ize the benef its of
products f or individuals .

 For s trengthen cons umption, it is
neces s ary to build a community, and then
through community activities to s hape
their cognition.

S tudy‘s  contribution
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What  is Next?

Ref lect ive & Automat ic System

F uture s tudy res t  on an interpretive paradigm which tak es  into account the social  
complexit ies of  consumpt ion rather than on rat ional  decis ion mak ing(Davis , 2 0 13 ).

Procras tination & Pres ent bias

Mental accounting

S ocial pref erence
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簡報者
簡報註解
從1980年代開始，行為經濟學的研究指出，人類其實有各式各樣的偏誤（bias），因此人的行為並不總是合乎邏輯。



Key Takeaways

01

S us tainabil ity

The ability to 
maintain or 
s upport a proces s  
continuous ly over 
time.

02

S ys tem view

the multiple chain 
modes  s hould be 
adopted.

03

M ultiple chain 

MS C  adoption is  
a way to manage 
uncertainties .

04

A lternative 
C ert if icat ion 

 PGS  is  the way of  
underprivileged 
actors ' s olution

 s takeholders 's
alignment

05

G ap of  Intention-
behavior

The determinants  of  
buying decis ions  and 
cons umption are 
dif f erent.

06

W hat is  nex t?

From traditional 
economics  to behavioral 
economics
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What  do we all seek in our life?

(Social)
Relationship

(Economic)
Material life

(Enviroment)
Spiritual life

To benefit others is to benefit ourselves
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F E E L  F R E E  T O 

R E A C H  OUT  T O 

M E W IT H  A N Y  

QUE S T ION S  OR  

C ON C E R N S .

Thank you

for  your  
time!

49


	投影片編號 1
	投影片編號 2
	投影片編號 3
	投影片編號 4
	投影片編號 5
	投影片編號 6
	投影片編號 7
	投影片編號 8
	投影片編號 9
	投影片編號 10
	投影片編號 11
	投影片編號 12
	投影片編號 13
	投影片編號 14
	投影片編號 15
	投影片編號 16
	投影片編號 17
	投影片編號 18
	投影片編號 19
	投影片編號 20
	投影片編號 21
	投影片編號 22
	投影片編號 23
	投影片編號 24
	投影片編號 25
	投影片編號 26
	投影片編號 27
	投影片編號 28
	投影片編號 29
	投影片編號 30
	投影片編號 31
	投影片編號 32
	投影片編號 33
	投影片編號 34
	投影片編號 35
	投影片編號 36
	投影片編號 37
	投影片編號 38
	投影片編號 39
	投影片編號 40
	投影片編號 41
	投影片編號 42
	投影片編號 43
	投影片編號 44
	投影片編號 45
	投影片編號 46
	投影片編號 47
	投影片編號 48
	投影片編號 49

