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This research examines how basic psychological need satisfaction (Consumer Autonomy Satisfaction, Consumer 

Competence Satisfaction, and Consumer Relatedness Satisfaction) influences consumer well-being in the organic food 

sector, focusing on Lithuania. Based on data from 400 organic consumers analyzed using PLS-SEM, this study found that 

Consumer Autonomy Satisfaction has a significant positive effect on both self-congruity and organic food authenticity. The 

experience of Consumer Competence Satisfaction strengthens self-congruity but not organic food authenticity, while the 

experience of Consumer Relatedness Satisfaction boosts authenticity only when traceability knowledge is present. Organic 

food authenticity has the strongest direct effect on both hedonic and eudaimonic well-being, challenging its hygiene factor 

role. Self-congruity mediates all three need satisfaction experiences into well-being. By linking the effects of need 

satisfaction experiences on consumer well-being, the study contributes to the development of Self-Determination Theory. It 

repositions perceived authenticity as a primary driver of well-being and redefines traceability as a psychological enabler of 

social connection. The results provide reflective knowledge for marketers and policymakers aiming to implement changes 

in organic food markets to encourage innovation. 

Keywords: Organic Food, Basic Psychological Need Satisfaction, Hedonic Wellbeing, Eudaimonic Wellbeing, Consumer 
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Introduction 

The development of the global organic food market has 

indeed been considerable. However, this has played a much 

more crucial role in the rapid outcomes of the COVID-19 

pandemic, triggering consumer demand for healthy/clean 

food products (Chetioui et al., 2023). The pandemic, as a 

health crisis, has, to some extent, influenced global 

consumer consumption behavior regarding the health and 

immunity benefits of organic food, shaping consumers' 

behavior and attitudes towards organic food (Huo et al., 

2025). This growing interest in organic food is intrinsically 

linked to consumer wellbeing, as organic consumption is 

associated not only with physical health benefits but also 

with psychological satisfaction derived from making 

ethical, environmentally conscious choices (Ganglmair-

Wooliscroft & Wooliscroft, 2019; Issock et al., 2023). The 

research also indicates that a consumer who practices 

sustainable consumption patterns, e.g., purchasing organic 

food, is characterized by increased hedonic wellbeing 

(pleasure and satisfaction) and eudaimonic wellbeing 

(meaning and purpose) (Ryan & Deci, 2001; Saini et al., 

2025). As a result, the European organic retail market has 

been growing steadily, reaching a market value of $50.4 

billion in 2023 (Witzke, 2025). In this growing market, the 

consumption of organic food serves as a notable case study 

in sustainable consumption practices. The main drivers of 

healthy food consumption have now shifted from personal 

health to other concerns related to the environment and 

ethical values (Felicetti et al., 2025; Saraiva et al., 2021). 

For examining the psychological drivers of this behavior, 

Lithuania can be a fascinating example. As a growing 

market within an EU framework, this shows how such 

consumer behavior patterns could be investigated in a post-

transition economy, featuring specific issues for expanding 

organic consumption beyond the Western European model 

(Pileliene & Tamuliene, 2021).         

From a comprehensive statistical analysis, organic 

farming practices, market outcomes, and stakeholder 

consultations indicate that the area of organic farmland in 

Lithuania rose by 48 % from 2014 to 2022, reaching 8.59 % 

of total agricultural land at that time (Lithuanian Ministry of 

Agriculture, 2023). However, according to the EEA report 

(2025b), this progress has slowed, as the share of land under 

organic farming decreased to 8.25 % in 2023, before a 

modest recovery to 8.6 % in 2024 (EEA, 2025b). As a result, 

Lithuania's current share is notably below the estimated EU-

27 average of 11.0 % (EEA, 2025a). The trend indicates the 

difficulty of translating production growth into market 

growth and provides a critical context for investigating the 

psychological barriers to regular organic consumption. 
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The increased production capacity represents one of the 

major developments in the agricultural sector of the Baltic 

countries. Still, several factors may explain why the increased 

capacity has not led to the frequent consumption of organic 

produce in Lithuania. Research has shown that the Lithuanian 

population is particularly sensitive to the price aspect of 

organic produce (Pileliene & Tamuliene, 2021). Additionally, 

another reason limiting access to these products across 

regions is the complexity of their logistics and distribution 

channels. Most importantly, in rural areas, the availability and 

accessibility of stores selling organic food products have not 

yet been fully established (Kumar et al., 2025). On the other 

hand, and perhaps most importantly, there is concern about 

how authentic the product actually is, which raises doubts 

about the organic claim (Gorton et al., 2021). 

From a psychological perspective, removing barriers and 

enhancing consumer well-being requires awareness of 

motivational processes. According to Self-Determination 

Theory, the satisfaction of basic psychological needs 

(autonomy, competence, and relatedness) has been identified 

as the basic motive for sustainable positive behaviors and 

well-being (Ryan & Deci, 2000). It is necessary to distinguish 

between basic psychological needs and their satisfaction. 

According to Self-Determination Theory, autonomy, 

competence, and relatedness are understood as basic human 

psychological needs, innate, universal dispositions that all 

humans possess (Ryan & Deci, 2000). While the needs 

themselves remain constant, their level of satisfaction varies 

from one person to another and from situation to situation. In 

other words, changes in the level of need satisfaction directly 

affect well-being (Neubauer et al., 2020; Ryan & Deci, 2000). 

In the present study, these needs are not treated as directly 

observable needs themselves, but are operationalized through 

perceived need satisfaction experiences in the context of 

organic food consumption. Thus, 'autonomy satisfaction,' 

'competence satisfaction,' and 'relatedness satisfaction' refer 

to the extent to which consumers experience feelings of 

volitional choice, effectiveness, and social connectedness 

when making organic food consumption decisions. This 

distinction is important because SDT-based empirical 

research commonly examines the satisfaction of basic 

psychological needs as the observable manifestation of 

motivational processes in specific life domains or contexts 

(Ahmad et al., 2013; Chen et al., 2015; Sheldon et al., 2001). 

In relation to organic food, consumer well-being itself is a 

multi-dimensional phenomenon, involving hedonic (pleasure 

and satisfaction) and eudaimonic (meaning and value 

alignment) experiences (Issock et al., 2023; Ryan & Deci, 

2001). Although previous studies have concentrated more on 

economic and attitudinal barriers to organic consumption 

(Gorton et al., 2021; Pileliene & Tamuliene, 2021), the 

current paradigm in Lithuania is rigorously confined within 

the economic framework and consumer buying intentions 

(Zidan et al., 2025). As a result, the psychological 

mechanisms that convert organic food preferences into 

holistic consumer wellbeing have been insufficiently studied. 

In particular, there is no unified framework that describes the 

relationship between the fulfilment of basic psychological 

need satisfaction (autonomy, competence, relatedness) and 

both hedonic and eudaimonic well-being via identity-based 

and product-integrity pathways. Moreover, the possible 

contribution of traceability knowledge as a psychological 

facilitator of this process has been overlooked, and traceability 

is traditionally considered a supply-chain issue rather than a 

consumer knowledge construct (Duong et al., 2024). 

To bridge this gap, more psychological research is 

needed to develop the existing concepts further. For example, 

the concept of traceability is typically viewed as a supply-

chain or technology challenge (Duong et al., 2024), rather 

than as consumer knowledge that can influence their trust and 

satisfaction. By exploring these psychological aspects of the 

local Lithuanian context, the research paper seeks to gain a 

better insight into the extent to which the purchase of organic 

food can contribute to consumer wellbeing beyond just 

transactional indicators. 

The literature reviewed identifies various interrelated 

gaps, which are linked and include, among others, the 

psychological mechanisms between basic need satisfaction, 

fulfillment, and specific aspects of consumer wellbeing, the 

synergizing roles of self-congruency and authenticity, and the 

moderating role of traceability knowledge. 

To address these gaps, this study poses the following 

research questions: (1) To what extent do the basic 

psychological need satisfaction (autonomy, competence, and 

relatedness) influence consumers' sense of self-congruity and 

their perceptions of organic food authenticity? (2)  How do 

self-congruity and organic food authenticity mediate the 

relationship between basic psychological need satisfaction 

experiences and consumer wellbeing? (3) How does 

traceability knowledge moderate the relationship between 

basic psychological need satisfaction experiences and organic 

food authenticity? and (4) What is the relative contribution of 

self-congruity and organic food authenticity in enhancing 

consumer wellbeing? 

To the best of our knowledge, this study is one of the few 

attempts to present an integrated conceptual framework that 

combines need-satisfaction theory, self-congruity, and 

authenticity to describe consumers' well-being when 

consuming organic food products. The integrated conceptual 

framework for this study will offer valuable insights to 

retailers, policymakers, sustainable marketers, certification 

bodies, and academicians regarding the psychological need 

satisfaction that can transform the consumption of organic 

products from a mere purchase into something more, creating 

true consumer wellbeing and supporting sustainable 

environmental outcomes. 

In addition to the psychological contribution of the study, 

it provides insights into how the drivers of consumer 

wellbeing can inform innovation-based changes in food 

markets. The psychological processes underlying the link 

between organic consumption and wellbeing can be 

understood to support business model innovation in retail, 

regulatory system design for certification bodies, and market 

restructuring strategies that can help economies like Lithuania 

close the gap with Western European organic markets. 

Literature Review and Theoretical Development 

Literature Review 

Consumer Wellbeing in the Organic Food Context  

The consumption of organic food serves as a notable 

case study in sustainable consumption practices where 
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consumer outcomes extend beyond the transactional. In this 

area, consumer well-being is linked to something beyond an 

individual-level outcome, linking personal satisfaction to 

perceived contribution to a larger environmental and ethical 

good (Saini et al., 2025). This is in line with the accepted 

psychological models that have differentiated hedonic 

wellbeing (positive affect, pleasure, satisfaction) and 

eudaimonic wellbeing (a sense of meaning, authenticity, and 

purpose in life) (Ryan & Deci, 2001). According to research 

on ethical consumption, decisions based on individual values 

can contribute to both dimensions (Acosta Aguinaga & 

Barcellos de Paula, 2025; Ganglmair-Wooliscroft & 

Wooliscroft, 2019). Ultimately, this form of consumption 

may develop a positive feedback loop between personal and 

environmental well-being (Kasser, 2017; Steg & Vlek, 2009). 

Self-Determination Theory (SDT) in Organic Consumption  

To understand the motivational drivers underlying such 

well-being outcomes, Self-Determination Theory provides 

a foundational framework. Self-Determination Theory 

(SDT) is a macro-theory of human motivation that provides 

the background for the "why" of this process: sustained 

behavior and well-being are energized by the satisfaction of 

three primary psychological needs: autonomy, competence, 

and relatedness (Ryan & Deci, 2000). In organic 

consumption, autonomy is manifested in volitional choice 

consistent with personal values; competence, in a sense of 

feeling effective at sorting out confusing product claims and 

certifications; and relatedness, in terms of affiliation with 

like-minded communities or ethical producers (Schulze & 

Janssen, 2024). SDT was successfully used to describe 

intrinsic motivation and participation in sustainable 

consumption patterns (Gilal et al., 2020; Gilal et al., 2019); 

however, its specific mechanisms leading to well-being 

outcomes in organic food markets remain to be elaborated.  

Self-Congruity Theory 

Whereas SDT refers to the fundamental needs that drive 

behavior, Self-Congruity Theory provides an identity-based 

process linking the basic needs to consumer outcomes. Self-

Congruity Theory offers a mid-range, identity-based 

mechanism to explain how need satisfaction translates into 

well-being. Originally proposed by Sirgy (1982), it states that 

satisfaction arises from a match between the self-concept and 

the image of a product or behavior. When organic 

consumption aligns with a consumer's "green" or 

"responsible" self-identity, it enhances self-consistency and 

positive self-evaluation (Luan, 2016). Empirical work confirms 

self-congruity as a strong driver of attitudes and intentions in 

ethical consumption (Kolanska‐Stronka & Singh, 2024). 

However, a significant gap persists, as this research stream 

has primarily focused on purchase intention (Zidan et al., 

2025), with limited investigation into its direct consequences 

for consumer hedonic and eudaimonic well-being. 

Authenticity Perception 

In addition to the identity-based approach to self-

congruity, the idea of authenticity reflects the integrity and trust 

that consumers seek in a product. The notion of perceived 

authenticity in consumption, especially as developed by 

Beverland and Farrelly (2010), is a product-based 

complement of the way. Authenticity is one of the essential 

indicators of trust, reducing consumers' anxiety and 

increasing their satisfaction. It may be both multi-faceted 

(objective authenticity (verifiable facts about origin and 

process) and subjective authenticity (personal, symbolic 

resonance) (Sidali et al., 2021). The perception about the 

genuineness and trustworthiness of an organic product is 

often built upon competence (evaluating claims) and 

relatedness (shared community standards) (Beverland & 

Farrelly, 2010). Although authenticity is positively 

associated with favorable consumer outcomes, it remains 

unclear how this concept can serve as a mediator between 

psychological needs and the dimensions of well-being. In 

this study, the term "organic food authenticity" refers to this 

multi-dimensional conceptualization, encompassing 

consumer perceptions of both objective and subjective 

authenticity as discussed above. 

Traceability Knowledge 

A different but similar construct that can affect 

authenticity perceptions is traceability knowledge, which 

provides consumers with verifiable details about a product's 

origin and path. Traceability knowledge is a concept that 

pertains to a consumer's awareness of a product's origin, 

pathway, and validation (Lin et al., 2023). Although it may 

traditionally be viewed as a supply-chain management or 

technological concern (Duong et al., 2024), it is 

psychologically conceptualized as a crucial type of 

consumer knowledge. This information can empower 

consumers, increase trust and reduce perceived risk 

(Nguyen & Nguyen, 2025). Its possible contribution as a 

contextual moderator, enhancing the association between 

basic psychological need satisfaction (in particular 

relatedness and competence) and perceptions of 

authenticity, is a new and understudied direction with 

wellbeing implications. 

Research Gaps 

The foregoing review reveals a rich but fragmented 

research landscape. While each stream offers valuable 

insights, several conceptual voids remain unaddressed. 

First, despite Self-Determination Theory distinguishing 

between autonomy, competence, and relatedness as the 

primary psychological needs (Ryan & Deci, 2000), the 

scientific evidence has not examined the simultaneous 

impact of these needs on identity-based (self-congruency) 

and product-based (authenticity) processes in the context of 

organic food. Second, while self-congruity and authenticity 

have been studied separately as drivers of consumer 

attitudes, their relative contributions to multi-dimensional 

wellbeing (hedonic and eudaimonic) remain unexplored, 

with most studies focusing narrowly on purchase intention 

(Zidan et al., 2025). Third, knowledge of traceability has 

been narrowed to its operational use in supply chains 

(Duong et al., 2024), without considering its potential as a 

psychological factor that may enhance the relationship 

between social connection and perceived authenticity. 

These conceptual gaps need to be filled with an integrated 

model that analyzes the pathways by which need 

satisfaction leads to consumer well-being. 
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Theoretical Framework 

In this study, Self-Determination Theory, Self-Congruity 

Theory, and Authenticity Perception are integrated into a 

unified framework. The framework assumes that the relevant 

motivational drivers are not the basic psychological needs as 

abstract human requirements, but consumers' perceived 

satisfaction experiences of autonomy, competence, and 

relatedness in the context of organic food consumption. 

Based on SDT, satisfaction of these needs can serve as an 

observable indicator of motivational processes, reflecting 

the extent to which individuals experience volitional choice, 

effectiveness, and social connectedness in particular 

situations. Accordingly, the present model proposes that 

autonomy satisfaction, competence satisfaction, and 

relatedness satisfaction influence consumer well-being 

through two psychological mechanisms: (1) an identity-

based mechanism, in which need satisfaction increases self-

congruity (Sirgy, 1982), and (2) a product-integrity 

mechanism, in which satisfaction increases perceptions of 

organic food authenticity (Beverland & Farrelly, 2010). 

These two pathways are proposed to, in turn, enhance both 

hedonic (pleasure-based) and eudaimonic (meaning-based) 

dimensions of consumer wellbeing. Furthermore, this study 

positions traceability knowledge as a contextual moderator 

that can amplify the relationships between psychological 

need satisfaction and authenticity perceptions. The 

proposed conceptual model (Figure 1) illustrates these 

hypothesized relationships. 
 

 
Figure 1. Conceptual Model of Consumer Wellbeing in Organic 

Food Consumption 

 

Hypothesis Development  

 

Direct Effects of Basic Psychological Need Satisfaction 

Experiences on Self-Congruity  

One of the most critical precursors to behavior is self-

image, congruent behavior itself, that is, behavior which is 

in alignment with the person's conception of themselves. 

When a consumer selects a product, the sense of choice that 

they experience is autonomy in consumer behavior (Ryan & 

Deci, 2000). A customer feels they have a choice over 

whether to make a purchase when they can freely choose 

between different brands (Prince & Wahid, 2023). When 

consumers choose organic food based on their own values, 

without external pressure, they are most likely to perceive 

this action as an honest expression of who they are, thereby 

enhancing self-congruity (Fernandes & Saraiva, 2022; 

White et al., 2019). In the following hypotheses, 

‘Autonomy’, ‘Competence’, and ‘Relatedness’ refer to need 

satisfaction experiences as operationalized in this study. 

Based on the given reasoning in this section, the following 

hypothesis is proposed: 

H1. Consumer Autonomy Satisfaction positively 

influences Self-Congruity. 

Competence involves the feeling of efficacy and 

mastery (Ryan & Deci, 2000). Consumers who feel 

informed and capable of navigating complex organic claims 

are more likely to see their choice as intelligent and 

consistent with a competent self-image, leading to higher 

self-congruity (Kolańska‐Stronka & Singh, 2024; Liu et al., 

2023). This alignment between their actions and their self-

view strengthens self-congruity. Based on this reasoning, 

the following hypothesis is proposed: 

H2. Consumer Competence Satisfaction positively 

influences Self-Congruity. 

Relatedness refers to the basic need to feel connected 

and to belong to significant social groups (Ryan & Deci, 

2000). The choice of organic foods can be a socially 

symbolic choice that will associate a person with other like-

minded individuals who care about their health and the 

environment, and, hence, the self-congruency will also 

increase when the consumption aligns with a valuable social 

group (Carfora et al., 2019; Zidan et al., 2025). In a society, 

when consumption aligns with a cherished social identity, it 

enhances the consumer's self-congruity. Based on this 

reasoning, the following hypothesis is proposed: 

H3. Consumer Relatedness Satisfaction positively 

influences Self-Congruity. 

 

Direct Effects of Basic Psychological Need Satisfaction 

Experiences on Organic Food Authenticity 

Consumer motivation is primarily guided by autonomy, 

a fundamental psychological need characterized by volition 

and self-endorsement of actions (Ryan & Deci, 2000). 

When consumers feel a sense of control (autonomy) over 

their organic preferences, they are intrinsically motivated to 

pursue products that align with their self-concept and 

values, thereby increasing their sense of authenticity 

(Fernandes & Saraiva, 2022). In the context of organic 

foods, this volitional, value-driven pursuit leads consumers 

to value and seek products they perceive as authentic, 

honest, and uncontaminated, which are the main qualities of 

authenticity (Schulze & Janssen, 2024). The 

correspondence between autonomous motivation and the 

pursuit of authentic products therefore enhances a product's 

perceived authenticity.  Based on this reasoning, the 

following hypothesis is proposed: 

H4. Consumer Autonomy Satisfaction positively 

influences Organic Food Authenticity.  

The competence, which is the desire to feel effective 

and capable in relationships with the environment (Ryan & 

Deci, 2000), is essential to navigate intricate market 

offerings. Competence in organic markets is characterized 

by consumer knowledge and the ability to understand 

certifications, trace supply chains, and claims (Kolańska‐

Stronka & Singh, 2024). Such critical evaluation and 

validation of product information reduces uncertainty and 
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builds an evidence base that generates trust (Lyu et al., 

2025). Thus, consumers who feel competent are more likely 

to form a strong, justified belief in the genuineness and 

integrity of organic products, leading them to feel they are 

more authentic. Based on this reasoning, the following 

hypothesis is proposed: 

H5. Consumer Competence Satisfaction positively 

influences Organic Food Authenticity. 

The social meaning of consumption is brought into 

consumption by relatedness, the basic necessity to feel 

connected to and appreciated by significant individuals or 

groups (Ryan & Deci, 2000), Consumption of organic foods 

can be used as a marker of membership to communities that 

attach importance to health, environmental conservation, 

and ethical production (Beverland, 2006; Zidan et al., 

2025). When consumption is shared or validated within a 

valued social group, it reinforces the individual's 

identification with the group's ideals (Papaoikonomou et al., 

2016). This social identification makes the consumption act 

more consistent with the social self-concept, thereby 

increasing self-congruity. Based on this reasoning, the 

following hypothesis is proposed: 

H6. Consumer Relatedness Satisfaction positively 

influences Organic Food Authenticity. 

Direct Effects on Consumer Wellbeing Dimensions 

Self-congruity, which is a process in which consumption 

acts in harmony with self-concept, is inherently an intrinsic 

reward. It produces instant positive affect, including joy, 

satisfaction, and less cognitive dissonance, which are 

essential elements of hedonic well-being (Kim & Kim, 2025; 

Sirgy, 1982). These positive affective states are directly 

increased when buying organic food is perceived as aligning 

with one's identity (Dittmar, 2007). Based on this reasoning, 

the following hypothesis is proposed: 

H7a. Self-Congruity positively influences Hedonic 

Wellbeing. 

In addition to short-term gratification, self-congruent 

behavior satisfies the eudaimonic desires for purpose and 

authenticity (Aji, 2025). When individuals behave in 

manners that seem true to them, this offers a sense of 

purpose, adds meaning to a coherent life story, and supports 

aspects of self that are highly valued (Ismael & Ploeger, 

2020; Sirgy, 2018). The meaning-based dimension of well-

being is supported by organic consumption that appeals to a 

consumer's environmental or ethical self. Based on this 

reasoning, the following hypothesis is proposed: 

H7b. Self-Congruity positively influences Eudaimonic 

Wellbeing. 

Authenticity acts as a powerful heuristic for quality and 

safety, reducing purchase uncertainty and risk (Featherman 

et al., 2006; Kim & Song, 2020). The confirmation that an 

organic product is genuine and trustworthy delivers sensory 

and emotional gratification, such as feelings of delight, 

comfort, and contentment, which are central to hedonic 

wellbeing (Beverland & Farrelly, 2010). Based on this 

reasoning, the following hypothesis is proposed: 

H8a. Organic Food Authenticity positively influences 

Hedonic Wellbeing. 

Authenticity relates consumption to higher values of 

purity, tradition, and ethical integrity (Beverland & Farrelly, 

2010; Nunes et al., 2021). When the consumer believes a 

product is genuine, they can feel engaged in a genuine or 

authentic form of consumption, which helps develop a sense 

of personal integrity, moral fulfillment, and a commitment 

to a cause greater than themselves (Arslan, 2025; Sutton, 

2020). This makes the experience more than just a form of 

pleasure, but a form of fulfillment that boosts eudaimonic 

wellbeing. Based on this reasoning, the following 

hypothesis is proposed: 

H8b. Organic Food Authenticity positively influences 

Eudaimonic Wellbeing. 

Mediating Role of Self-Congruity and Organic Food 

Authenticity   

It is hypothesized that self-congruity mediates both 

dimensions of consumer well-being and each of the 

fundamental psychological needs. The rationale behind this 

route is that the self-expressive nature of consumption is 

enhanced by need satisfaction. Specifically, by making 

consumers feel autonomous (or have volitional choice), 

competent (through informed choice), and associated with 

others (through social connection) as an outcome of organic 

purchases, such experience increases the congruence 

between the act of consumption and their self-concept 

(Sirgy, 1982, 2018). This self-congruity, in turn, promotes 

self-consistency and identity affirmation, and minimizes 

psychological discomfort, which are central elements of 

hedonic and eudaimonic well-being (Huta, 2020; Ryan & 

Deci, 2000, 2001). Self-congruity is therefore not merely a 

passive effect of need-satisfaction; it is an active process 

that provides psychological rewards, with its motivational 

states becoming identity-congruent experiences, increasing 

both the pleasure-based and the meaning-based dimensions 

of well-being. The following hypotheses specify these 

mediational relationships: 

H9a. Self-congruity mediates the relationship between 

Consumer Autonomy Satisfaction and Hedonic Well-

being. 

H9b. Self-congruity mediates the relationship between 

Consumer Autonomy Satisfaction and Eudaimonic 

Wellbeing. 

H9c. Self-congruity mediates the relationship between 

Consumer Competence Satisfaction and Hedonic Well-

being. 

H9d. Self-congruity mediates the relationship between 

Consumer Competence Satisfaction and Eudaimonic 

Wellbeing. 

H9e. Self-congruity mediates the relationship between 

Consumer Relatedness Satisfaction and Hedonic Well-

being. 

H9f. Self-congruity mediates the relationship between 

Consumer Relatedness Satisfaction and Eudaimonic 

Wellbeing. 

Simultaneously, it is hypothesized that organic food 

authenticity serves as a mediator between psychological 
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needs and hedonic and eudaimonic well-being. This 

pathway works by verifying product integrity; the need 

satisfaction increases perceptions of authenticity by making 

organic choices feel motivated (autonomy), accurately rated 

(competence), and socially endorsed (relatedness) 

(Beverland, 2006). When consumers believe in a product's 

authenticity, they feel a sense of trustworthiness and ethical 

assurance, which fulfils expectations and reduces doubt. 

This fulfillment is linked to experiential wellbeing 

(pleasure, satisfaction) and meaningful consumption 

(purpose, integrity) (Beverland & Farrelly, 2010; Sutton, 

2020). Thus, authenticity creates a perception filter that 

increases need-based motivation to reach a validated form, 

leading to meaningful consumption that induces both 

dimensions of well-being. Accordingly, the following 

mediation hypotheses are proposed: 

H10a. Organic Food Authenticity mediates the 

relationship between Consumer Autonomy Satisfaction 

and Hedonic Wellbeing. 

H10b. Organic Food Authenticity mediates the 

relationship between Consumer Autonomy Satisfaction 

and Eudaimonic Wellbeing. 

H10c. Organic Food Authenticity mediates the 

relationship between Consumer Competence 

Satisfaction and Hedonic Wellbeing. 

H10d. Organic Food Authenticity mediates the 

relationship between Consumer Competence 

Satisfaction and Eudaimonic Wellbeing. 

H10e. Organic Food Authenticity mediates the 

relationship between Consumer Relatedness 

Satisfaction and Hedonic Wellbeing. 

H10f. Organic Food Authenticity mediates the 

relationship between Consumer Relatedness 

Satisfaction and Eudaimonic Wellbeing. 

The Moderating Role of Traceability Knowledge 

This study posits that traceability knowledge serves as a 

key moderator, particularly in the relationship between 

psychological needs and perceptions of organic food 

authenticity. Though often studied as a supply-chain 

mechanism (Duong et al., 2024), its role as a psychological 

enabler is underexplored. Traceability knowledge, as the 

objective information needed to authenticate organic 

properties, serves as the competent consumer, thereby 

directly supporting the correlation between competence and 

perceived authenticity (Fu et al., 2023; X. Wu et al., 2021). 

This information makes them more knowledgeable and, 

therefore, enables them to make informed decisions 

(autonomous consumers). In the context of relatedness needs, 

information about supply chain transparency can increase 

feelings of relatedness to producers and the ethical 

community, thereby supporting the notion and perceived 

functionality of organic authenticity (Montecchi et al., 2019; 

Vazquez Melendez et al., 2024). Thus, knowledge of 

traceability is anticipated to strengthen the positive effect of 

basic psychological need satisfaction on the authenticity of 

organic food. By enhancing these pathways to perceived 

authenticity, traceability knowledge is ultimately expected to 

have an indirect, positive influence on both hedonic and 

eudaimonic well-being. Based on this, the following 

hypothesis is formulated: 

H11a. Traceability knowledge positively moderates the 

relationship between Consumer Autonomy Satisfaction 

and Organic Food Authenticity, such that the relationship 

becomes stronger at higher levels of traceability 

knowledge. 

H11b. Traceability knowledge positively moderates the 

relationship between Consumer Competence 

Satisfaction and Organic Food Authenticity, such that the 

relationship becomes stronger at higher levels of 

traceability knowledge. 

H11c. Traceability knowledge positively moderates the 

relationship between Consumer Relatedness Satisfaction 

and Organic Food Authenticity, such that the relationship 

becomes stronger at higher levels of traceability 

knowledge. 

Methodology 

Research Design 

In this research, a quantitative, cross-sectional, and 

explanatory design is employed. The cross-sectional design 

collected information at a single point in time among a 

specific population of consumers of organic products in 

Lithuania. This enabled the analysis of relationships among 

the latent constructs in the proposed model. The nature of this 

design is explanatory because it attempts to move from 

description to hypothesizing causal and moderating 

relationships. The proposed study will help clarify the 

connections between psychological variables and their impact 

on consumer behavior and well-being regarding organic 

consumption. The quantitative paradigm facilitated the 

evaluation of constructs and the use of complex multivariate 

statistical analyses, including Structural Equation Modeling 

(SEM), which effectively identifies outcomes in models that 

incorporate mediation and moderation effects (Sabol et al., 

2023). This proposed conceptual framework is presented in 

Figure 1 below. 

Data Collection and Survey Instrument 

This research used a -based methodology to efficiently 

gather sufficient standardized data on a large number of 

variables within a set timeframe (Hair, Risher, et al., 2019), 

which is essential for achieving the statistical power required 

for SEM analysis (Kline, 2023). A survey of consumers of 

organic food in Lithuania was conducted using a previously 

tested questionnaire. This questionnaire was completed 

online by consumers who had bought organic products within 

the last three months. The survey was conducted among 

consumer groups through an online professional survey 

interface, which contains approximately 20,000 active survey 

members in Lithuania who are willing to participate in web 

surveys. Additionally, the agency providing the data uses the 

computer-assisted web interview (CAWI) approach to gather 

information, employing prescreening to ensure respondents' 

attention. Each targeted respondent was required to complete 

the online questionnaire via a special web link sent to them 

via email. 

A stratified quota sampling strategy was used to ensure 

the sample represented the Lithuanian population of organic 

consumers. The stratified quota sampling strategy was 
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adopted to ensure the sample reflected the demographic 

characteristics of the intended population (organic consumers 

in Lithuania). Stratification by gender and age was used to 

make the sample representative of the target population (see 

Section 3.3 for detailed sample characteristics). A survey 

means was used to collect a total of 400 complete and valid 

questionnaires, which were sent to the target population, 

comprising panel members who met the organic consumption 

screening criterion. This method offers greater comparability 

and a more representative outcome than traditional random 

sampling methods (Hair, Black et al., 2019; Putnam & 

Yonish, 1999). The original questionnaire was drafted in the 

English language before the study was conducted. Using a 

clear translation approach to maintain the concept's integrity 

and selecting the most suitable language context for the 

Lithuanian setting, the questionnaire was translated into 

Lithuanian by two independent professional translators. The 

two versions were compared, and the resultant questionnaire 

was developed. 

A structured questionnaire with three major sections has 

been employed. To eliminate the risk of irrelevance and 

recency bias, the survey began with a screening question 

asking whether respondents had purchased organic food in 

the past 3 months. A set of questions on the purchase occasion 

of organic food followed this. The majority of the 

questionnaires used a set of constructs measured with a scale 

derived from existing literature. In particular, the Consumer 

Wellbeing 14-item scale was based on the original version of 

Pontin et al. (2013) and Ismael and Ploeger (2020), assessing 

two dimensions: Hedonic Well-Being (4 items) and 

Eudaimonic Well-Being (10 items). The Consumer 

Autonomy Satisfaction scale was modified to 4 items and 

taken after Prince and Wahid (2023). The 3-item scale used 

to measure Competency Satisfaction was also an adaptation 

of the same scale, Prince and Wahid (2023). The Consumer 

Relatedness Satisfaction scale (3 items) was also based on 

Prince and Wahid (2023). Traceability Knowledge was 

measured using a 3-item scale adapted from Lin et al. (2023) 

and Magalhaes et al. (2021). Organic Food Authenticity was 

divided into two dimensions: Objective Authenticity 

(measured using a 3-item scale) and Subjective Authenticity 

(measured using a 4-item scale), both adapted from Sidali et 

al. (2021). Self-Congruity was measured using a 3-item scale 

adapted from Gravelines et al. (2022). 
Table 1 

Construct Measurement Sources 

Construct Items Sources 

Consumer Autonomy Satisfaction 4 Prince and Wahid (2023) 

Consumer Competence Satisfaction 3 Prince and Wahid (2023) 

Consumer Relatedness Satisfaction 3 Prince and Wahid (2023) 

Organic Food Authenticity  7 Sidali et al. (2021) 

Self-Congruity 3 Gravelines et al. (2022) 

Traceability Knowledge 3 Lin et al. (2023); Magalhaes et al. (2021) 

Hedonic Well-Being  4 Pontin et al. (2013); Ismael and Ploeger (2020) 

Eudaimonic Well-Being  10 Pontin et al. (2013); Ismael and Ploeger (2020) 
 

 

 

All the items were measured using a 5-point Likert scale 

(1 = Strongly Disagree to 5 = Strongly Agree). The source of 

specific items is presented in Table 1. Finally, the last part of 

the instrument gathered information for the demographic 

profile, specifically age, gender, level of education, 

geographic area of residence, and household income, for 

sample description and potential use as control variables. The 

questionnaire underwent a pilot test prior to full deployment 

to assess its clarity, comprehensibility, and the time required 

to complete its items. Feedback from the pilot led to minor 

refinements in phrasing. 

Target Population, Sampling and Sample Characteristics 

The survey sample consisted of consumers of organic 

products in Lithuania who had bought organic products three 

months prior to data collection. The criteria for selecting the 

survey sample were such that only people with a certain level 

of experience were chosen, and it was on this basis that certain 

variables under investigation were evaluated. 

The study used a probability-based online survey with 

multi-stage stratified sampling. Soft age (generational) quotas 

were applied (18-27, 28-43, 44-59, 60-78 years) to ensure 

representativeness of the sample result based on the 

demographic characteristics of the target population. The 

sample was calculated as per the Structural Equation 

Modeling requirements. It is usually suggested that a 

minimum ratio of 10 observations to estimated parameters is 

used (Hair, Risher et al., 2019). Given the intricacy of the 

theoretical model in the current research, with several latent 

constructs and potential pathways, a robust sample was 

needed. Hence, a target sample of N = 400 valid responses 

was selected. 

Once the data had been gathered and filtered, a final 

sample of 400 valid data points was obtained. The data 

obtained was completely valid, as all 400 data sets were used 

in the analysis and the target data were achieved. The sample 

size meets the SEM threshold, providing high confidence in 

the analysis, and subgroup analyses can be conducted. The 

population demographics of the sampled population are 

shown in Table 2. As illustrated, the sampled population 

consisted mostly of females (53.5 %), with similar 

proportions of ages ranging from 18 to 27 (24.5 %), 28 to 43 

(25.25 %), 44 to 59 (25.25 %), and 60 to 78 (25.25 %). The 

predominant demographic factor was that most respondents 

resided in major cities (65.25 %), and the majority had a 

college/bachelor’s degree (40.5 %) or a master’s degree or 

higher (35.5 %). The distribution of household incomes was 

within the defined categories, with most respondents falling 

into the €1,201 to €1,700 (23.25 %) and the €701 to €1,200 

(22 %) categories. The demographic is reflective of an active, 

urban, and educated consumer base of organic products. 
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Table 2 

Demographic Profile of Respondents 

Demographics  Frequency Percentage (%) 

Gender 
Male 186 46.5 

Female 240 53.5 

Age 

18–27 years 98 24.5 

28–43 years 101 25.25 

44–59 years 101 25.25 

60–78 years 100 25 

City 

Major city (e.g., Vilnius, Kaunas, Klaipeda) 261 65.25 

Town or small city 111 27.75 

Rural area / Village 28 7 

Income 

Under €700 34 8.5 

€701 - €1,200 88 22 

€1,201 - €1,700 93 23.25 

€1,701 - €2,200 46 11.5 

Over €2,200 45 11.25 

Prefer not to say 94 23.5 

Education 

Secondary school or lower 31 7.75 

Vocational school 65 16.25 

College / Bachelor's degree 162 40.5 

Master's degree or higher 142 35.5 

 

Findings 

Data Analysis 

Data analysis for this research followed a two-step 

approach, ensuring the robustness of the analysis instruments 

and the validation of the proposed structural relations in the 

data. This is consistent with guidelines followed by structured 

methodologies for data analysis. 

Firstly, descriptive statistics analyses were conducted. 

SPSS software was employed for the analyses. The 

respondent's demographic characteristics are presented in 

Table 2.  

Afterwards, SmartPLS version 4.0 was used to evaluate 

the proposed structural model and hypothesized relationships 

among the constructs of Consumer Autonomy Satisfaction, 

Consumer Competence Satisfaction, Consumer Relatedness 

Satisfaction, self-congruity, organic food authenticity, 

traceability knowledge, and hedonic and eudaimonic well-

being. In the present work, the standard analysis was 

performed using variance-based partial least squares 

structural equation modeling (PLS-SEM) to achieve 

effective processing and interpretation of the obtained data 

(Sarstedt et al., 2020). It is an appropriate method for 

estimating structural models with multiple variables, is not 

affected by sample size, requires little information about the 

distributions, and is mostly employed in theory development or 

for prediction studies (Hair, Risher et al., 2019). 

Measurement Model Assessment 

The reliability, convergent, and discriminant validity of 

the measurement model were assessed using confirmatory 

factor analysis (CFA) within Partial Least Squares 

Structural Equation Modeling (PLS-SEM). The survey 

instrument consisted of 37 questions. Following an 

assessment, 11 items with low loadings were eliminated to 

achieve a parsimonious and psychometrically adequate 

measurement model (Hair et al., 2019). The items were 

dropped whenever their factor loadings were below the 0.50 

criterion or when they exhibited high cross-loadings, 

indicating potential discriminant validity issues. Retained 

items of each construct exhibit high composite reliability 

(>0.70) and average variance extracted (>0.50), which is 

presented in Table 3. It is noteworthy that only a single 

construct is measured by two items in the final model, 

Consumer Autonomy Satisfaction. According to the 

methodological rules (Hair et al., 2019), two-item 

constructs can be accepted when they have a high composite 

reliability (0.807), high factor loadings (0.721 and 0.916), 

and an AVE more than 0.50 (0.68). The final model includes 

all other constructs that are measured using three or more 

items to achieve adequate domain coverage. The final model 

of measurement consisted of 26 items. According to Table 

3, all retained constructs exhibited good reliability, with 

composite reliability (CR) exceeding the recommended 

value of 0.70 (Hair et al., 2019). Convergent validity was 

established with average variance extracted (AVE) values 

greater than 0.50 for each construct (Fornell & Larcker, 

1981). All constructs met the composite reliability and AVE 

standards, which ensure the overall robustness of the 

measurement model. Detailed loadings for the final items 

are provided in Appendix A, and the full initial item pool is 

presented in Appendix B. 

Discriminant validity was assessed using the Fornell-

Larcker criterion and the Heterotrait-Monotrait (HTMT) 

ratio. As shown in Table 4, the square root of the AVE for 

each construct (diagonal values) was greater than its 

correlations with other constructs (off-diagonal values), 

confirming discriminant validity (Fornell & Larcker, 1981).
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Table 3 

Measurement Model Assessment Results 

Construct Composite Reliability AVE 

Consumer Autonomy Satisfaction 0.807 0.68 

Consumer Competence Satisfaction 0.769 0.529 

Consumer Relatedness Satisfaction 0.864 0.68 

Self- Congruity 0.887 0.724 

Organic Food Authenticity  0.914 0.78 

Traceability Knowledge 0.854 0.661 

Hedonic Wellbeing 0.913 0.778 

Eudaimonic Well-Being 0.877 0.544 

The analysis shows that the correlation between 

hedonic and eudaimonic well-being (0.765) was high, which 

is consistent with prior well-being literature acknowledging 

their related yet distinct nature (Ryan & Deci, 2001). 

Additionally, all HTMT ratios were below the conservative 

threshold of 0.85 (Table 5) (Henseler et al., 2016), providing 

further support for discriminant validity. 

Table 4 

Discriminant Validity (Fornell-Larcker) 
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Consumer Autonomy Satisfaction 0.824 
      

 

Consumer Competence Satisfaction 0.349 0.727 
     

 

Consumer Relatedness Satisfaction 0.29 0.203 0.825 
    

 

Eudaimonic well-being 0.309 0.313 0.308 0.774 
   

 

Hedonic well-being 0.305 0.261 0.335 0.765 0.882 
  

 

Organic Food Authenticity 0.345 0.284 0.32 0.653 0.629 0.883 
 

 

Self-Congruity 0.364 0.321 0.33 0.403 0.398 0.316 0.851  

Traceability Knowledge 0.495 0.488 0.342 0.391 0.345 0.396 0.459 0.812 

Table 5 

Discriminant Validity (HTMT Ratio) 
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Consumer Autonomy Satisfaction         

Consumer Competence Satisfaction 0.608        

Consumer Relatedness Satisfaction 0.432 0.259       

Eudaimonic well-being 0.419 0.449 0.362      

Hedonic well-being 0.411 0.392 0.389 0.765     

Organic Food Authenticity 0.489 0.403 0.37 0.721 0.724    

Self-Congruity 0.512 0.469 0.397 0.49 0.478 0.382   

Traceability Knowledge 0.729 0.697 0.404 0.477 0.423 0.496 0.589  

Common Method Bias 

The same instrument was used to gather data on 

predictor and dependent variables of the same respondent, 

which could be a cause of common method bias (Podsakoff 

et al., 2003). In order to measure this, a one-factor test of 

Harman was taken with the help of SPSS 16.0. An unrotated 

exploratory factor analysis indicated that one factor 

accounted 39 % of the total variance, which is lower than 

the suggested 50 %. These findings indicate that common 

method bias is not a major concern in this study. 

 

Structural Model Assessment 

Direct Effects Testing 

A bootstrapping procedure with 5000 subsamples was 

used to estimate the structural model on whether the 

hypothesized direct paths are significant (Hair, Black et al., 

2019; Sarstedt et al., 2019). The results of all hypothesized 

direct effects are provided in Table 6. The results 

demonstrated that Consumer Autonomy Satisfaction, 

Consumer Competence Satisfaction, and Consumer 

Relatedness Satisfaction showed a strong positive impact on 

self-congruity (H1, H2, H3 supported). For Organic Food 
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Authenticity, Consumer Autonomy Satisfaction (β = 0.222, 

p < 0.01) and Consumer Relatedness Satisfaction (β = 0.119, 

p = 0.050) were significant positive indicators (H4, H6 

supported), while the effect of Consumer Competence 

Satisfaction was not significant (H5 not supported). Both 

mediators demonstrated strong, significant effects on the 

well-being outcomes. Self-congruity positively influenced 

both hedonic (β = 0.222, p < 0.001) and eudaimonic well-

being (β = 0.219, p < 0.001) (H7a, H7b supported). 

Importantly, organic food authenticity had the strongest 

direct effects in the model on both hedonic wellbeing (β = 

0.557, p < 0.001) and eudaimonic wellbeing (β = 0.583, p < 

0.001) (H8a, H8b supported).  

Table 6 

Structural Model Results (Direct Effects) 

Hypothetical Relationships Path Coefficient (β) Standard Deviation T value  P value Supported? 

H1: CAS→ SC 0.231 0.073 3.149 0.001 Yes 

H2: CCS → SC 0.196 0.073 2.670 0.004 Yes 

H3: CRS → SC 0.223 0.065 3.452 0.000 Yes 

H4: CAS→ OFA 0.222 0.077 2.882 0.002 Yes 

H5: CCS → OFA 0.101 0.073 1.372 0.085 No 

H6: CRS → OFA 0.119 0.072 1.649 0.050 Yes 

H7a: SC → HWB 0.222 0.064 3.469 0.000 Yes 

H7b: SC → EWB 0.219 0.059 3.743 0.000 Yes 

H8a: OFA → HWB 0.557 0.065 8.503 0.000 Yes 

H8b: OFA → EWB 0.583 0.059 9.900 0.000 Yes 

Note(s): CAS = Consumer Autonomy Satisfaction, CCS = Consumer Competence Satisfaction, CRS = Consumer Relatedness 

Satisfaction, SC = Self-Congruity, OFA = Organic Food Authenticity, TK = Traceability Knowledge, HWB = Hedonic Wellbeing, 

EWB = Eudaimonic Wellbeing. 

Model Explanatory and Predictive Power 

The model's explanatory power was evaluated using the 

coefficient of determination (R²), which indicates the 

percentage of variance in an endogenous construct 

explained by its exogenous predictors. The R² values 

showed that the set of antecedents explained 22.0 % of the 

variance in Self-Congruity, 26.6 % in Organic Food 

Authenticity, 43.8 % in Hedonic Wellbeing, and 46.8 % in 

Eudaimonic Wellbeing. As per the conventional guidelines 

in behavioral research, an R² value as low as 0.20 is 

considered indicative of a significant predictive capacity in 

consumer behavior contexts (Hong et al., 2023). Therefore, 

the R² values for the well-being constructs (0.438, 0.468) 

can be considered substantial, while those for the mediators 

(self-congruity and authenticity) are moderate, suggesting 

other unmeasured factors may influence these perceptual 

constructs. To evaluate the predictive relevance of the 

model, the Stone-Geisser (Q²) test was employed via a 

blindfolding procedure, which assesses the cross-validated 

redundancy. As reported in Table 7, all Q² values were 

above zero, confirming the model's predictive relevance for 

the endogenous constructs (Cha, 1994; Hair, Black et al., 

2019). The Q² values for Hedonic Wellbeing (0.177) and 

Eudaimonic Wellbeing (0.171) further support the model's 

ability to predict these key outcome variables. 
Table 7 

Model Explanatory and Predictive Power (R² and Q²) 

Construct R2 Q² 

Eudaimonic Well-being 0.468 0.171 

Hedonic Well-being 0.438 0.177 

Organic Food Authenticity 0.266 0.21 

Self-Congruity 0.220 0.186 

Mediation Analysis Results  

To assess the indirect effects of basic psychological need 

satisfaction on hedonic and eudaimonic well-being through 

self-congruity and authenticity of organic foods, a mediation 

analysis was conducted. Table 8 represents the results. 

The results of the analysis revealed a similar pattern for 

self-congruity. It significantly mediated the relationships 

between Consumer Autonomy Satisfaction, Consumer 

Competence Satisfaction, Consumer Relatedness 

Satisfaction and both types of wellbeing (hedonic and 

eudaimonic) (H9a to H9f supported). This shows that the 

fulfillment of these need satisfaction experiences enhances 

well-being mainly by making organic consumption feel 

congruent with one's identity. A different pattern has 

emerged for organic food authenticity. It only served as a 

significant mediator for the pathways originating from 

Consumer Autonomy Satisfaction to both hedonic and 

eudaimonic well-being (H10a-b supported). The indirect 

effects through authenticity for Consumer Competence 

Satisfaction and Consumer Relatedness Satisfaction were 

not statistically significant (H10c to H10f not supported). 

This suggests that the perception of a product's authenticity 

primarily translates autonomous, value-driven choices into 

well-being, but does not play the same mediating role for 

competence and Consumer Relatedness Satisfaction. 

Moderation Analysis Results 

A moderation analysis was conducted to examine 

whether traceability knowledge strengthens the 

relationships between basic psychological need satisfaction 

and the perception of organic food authenticity. The results 

of the interaction effects are presented in Table 9. 
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The analysis showed that there was a significant positive 

moderating effect of traceability knowledge between 

Consumer Relatedness Satisfaction and authenticity (β = 

0.163, t = 2.777, p = 0.003), which supports H11c. This 

suggests that the information as to the traceability of a product 

plays a big role among consumers with a stronger sense of 

social connectedness in increasing their belief in the 

authenticity of the product. 

However, the interaction effects for Consumer 

Autonomy Satisfaction (H11a) and Consumer Competence 

Satisfaction (H11b) were not statistically significant. This 

suggests that traceability knowledge does not strengthen the 

relation between autonomous choice and consumer expertise 

to perceived authenticity. Therefore, the moderating role of 

traceability is specific to the social connection (relatedness) 

pathway.
Table 8 

Mediation Result Analysis (Indirect Effects) 

Hypothetical 

Relationships 

Path 

Coefficient (β) 

Standard 

Deviation 
T value  P value Confidence Interval Supported? 

H9a: CAS→ SC → HWB 0.051 0.025 2.049 0.02 [0.018-0.102] Yes 

H9b: CAS→ SC → EWB 0.051 0.022 2.338 0.01 [0.021-0.092] Yes 

H9c: CCS → SC → HWB 0.044 0.02 2.141 0.016 [0.015-0.081] Yes 

H9d: CCS → SC → EWB 0.043 0.023 1.867 0.031 [0.023-0.095] Yes 

H9e: CRS → SC → HWB 0.05 0.022 2.255 0.012 [0.023-0.095] Yes 

H9f: CRS → SC → EWB 0.049 0.02 2.479 0.007 [0.023-0.089] Yes 

H10a: CAS→ OFA → HWB 0.123 0.046 2.692 0.004 [0.052-0.202] Yes 

H10b: CAS→ OFA → EWB 0.129 0.046 2.82 0.002 [0.057-0.208] Yes 

H10c: CCS → OFA → HWB 0.056 0.041 1.369 0.086 [0.015-0.081] No 

H10d: CCS → OFA → EWB 0.059 0.044 1.338 0.09 [0.011-0.132] No 

H10e: CRS → OFA → HWB 0.066 0.041 1.603 0.054 [0.005-0.14] No 

H10f: CRS → OFA → EWB 0.069 0.042 1.63 0.052 [0.003-0.142] No 

Note(s): CAS = Consumer Autonomy Satisfaction, CCS = Consumer Competence Satisfaction, CRS = Consumer Relatedness 

Satisfaction, SC = Self-Congruity, OFA = Organic Food Authenticity, TK = Traceability Knowledge, HWB = Hedonic Wellbeing, 

EWB = Eudaimonic Wellbeing 
 

Table 9 

Moderation Result Analysis (Indirect Effects) 

Hypothetical 

Relationships 
Path Coefficient (β) Standard Deviation T value  P value Supported? 

H11a: CAS× TK → OFA 0.075 0.055 1.368 0.086 No 

H11b: CCS × TK → OFA 0.021 0.054 0.397 0.346 No 

H11c: CRS × TK → OFA 0.163 0.059 2.777 0.003 Yes 

Note(s): CAS = Consumer Autonomy Satisfaction, CCS = Consumer Competence Satisfaction, CRS = Consumer Relatedness 

Satisfaction, SC = Self-Congruity, OFA = Organic Food Authenticity, TK = Traceability Knowledge, HWB = Hedonic Wellbeing, 

EWB = Eudaimonic Wellbeing 

Supplementary of Model Assessmen  

To supplement the main analysis, this study conducted 

additional assessments for the PLS-SEM findings following 

recent methodological recommendations (Sarstedt et al., 

2019; Vaithilingam et al., 2024). To determine the statistical 

significance of the path coefficients, indirect effects, and 

interaction terms, a bootstrapping procedure with 5,000 

subsamples was first used. Second, the predictive relevance 

was also tested using the Stone-Geisser Q2 test via 

blindfolding, in which all Q2 values were found to be 

greater than zero, indicating the model's predictive ability 

(see Table 7). Third, both the Fornell-Larcker criterion and 

the Heterotrait-Monotrait (HTMT) ratio were used to 

establish discriminant validity, and all HTMT ratios were 

below the conservative value of 0.85 (Henseler et al., 2016). 

All these procedures contribute to the strength and 

interpretative soundness of the structural model. 

 

 

 

Discussion 

The results show that the perceived satisfaction 

experiences of autonomy, competence, and relatedness are 

transformed into consumer well-being through distinct 

psychological processes in the organic food context. To start 

with competence, the findings indicate that it significantly 

affects self-congruity (H2: β = 0.196, p = 0.004), in line with 

the literature on consumer behavior, which focuses on 

knowledge empowerment. Consumers who feel competent 

have the mental capacity to critically evaluate complex 

product claims and certification labels, enabling them to make 

precise decisions consistent with their self-concept (Liu et al., 

2023; Schulze & Janssen, 2024). This is indicative of the 

general tendency for consumer knowledge in sustainable 

markets to augment identity-consistent decision-making 

(Kolanska‐Stronka & Singh, 2024). Nevertheless, Consumer 

Competence Satisfaction did not have a direct positive impact 

on organic food authenticity (conceptualized in this study as 

a multidimensional construct encompassing both objective 

and subjective elements) (H5: β = 0.101, p = 0.085). This 

implies that knowledgeable consumers believe that their 

organic decisions are consistent with their competent self-

image, but knowledge alone does not reinforce product 
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genuineness beliefs in the Lithuanian market, this result is 

the opposite of studies carried in more developed organic 

markets, where knowledge and authenticity beliefs are 

usually correlated (Gorton et al., 2021; Issock et al., 2023). 

The significant mediation by the self-congruity (H9c and 

H9d: β = 0.044 and 0.043, p < 0.05) shows that Consumer 

Competence Satisfaction improves well-being mainly 

through identity verification procedures and not through 

perceptions of authenticity or direct channels. This helps to 

confirm the theoretical assumption that informed consumers 

gain psychological value by performing an informed 

consumer identity in practicing organic purchases (Carfora 

et al., 2019), which is consistent with identity-based theories 

of consumption that consider self-congruity a central 

process that connects knowledge to positive outcomes 

(Gravelines et al., 2022; Sirgy, 2018). 

Contrary to expectations about economic constraints in 

Lithuanian markets, Consumer Autonomy Satisfaction 

emerged as a significant driver across multiple pathways. 

Consumer Autonomy Satisfaction positively influenced 

both self-congruity (H1: β = 0.231, p = 0.001) and organic 

food authenticity (H4: β = 0.222, p = 0.002). This result 

supports the role of Consumer Autonomy Satisfaction as a 

core psychological need proposed by Self-Determination 

Theory (Ryan & Deci, 2000). It indicates that, even though 

the Lithuanian market is sensitive to price, the feeling of 

volitional choice remains a powerful psychological force 

among consumers. Although prior studies emphasize the 

limitation of premium pricing on the purchase of organic 

products (Pilelienė & Tamuliene, 2021; Wang et al., 2020), 

our findings suggest that even when consumers make an 

organic selection, they perceive it as a sincere self-

congruent choice, which aligns with recent studies of value-

based selection in green consumption (Schulze & Janssen, 

2024). The mediation analysis also explains the role of 

autonomy. The mediating role of self-congruity in the 

consequences of Consumer Autonomy Satisfaction on both 

hedonic (H9a: β = 0.051, p = 0.02) and eudaimonic wellbeing 

(H9b: β = 0.051, p = 0.01) was significant, demonstrating that 

autonomous decisions have a beneficial influence on 

wellbeing by strengthening identity consistency which is a 

fundamental mechanism in identity-based models of 

consumption (Sirgy, 1982). More significantly, this 

relationship was also mediated by organic food authenticity 

(H10a and H10b: β = 0.123 and 0.129, p < 0.01), indicating 

that Consumer Autonomy Satisfaction affects the relationship 

in two different ways: identity alignment and trust in product 

genuineness. This is in contrast to competence, which 

exclusively operates via self-congruency, underscoring the 

exclusive ability of Consumer Autonomy Satisfaction to 

boost both self-concept and perception of product trust at the 

same time. These results are consistent with the studies that 

place autonomy as especially relevant in the context of 

ethical consumption when the personal principles are the 

ones that determine how the individual makes a choice 

(Fernandes & Saraiva, 2022). 

The Consumer Relatedness Satisfaction shows a subtle 

trend indicative of the market situation in Lithuania. 

Consumer Relatedness Satisfaction, in turn, substantially 

increased self-congruity (H3: β = 0.223, p < 0.001), 

indicating that social connection reinforces identity 

alignment in organic consumption, consistent with social 

identity approaches to ethical consumption (Papaoikonomou 

et al., 2016). Nonetheless, its direct influence on organic food 

authenticity was relatively low (H6: β = 0.119, p = 0.050), 

implying that social belonging is not the sole guarantee of 

product genuineness in such a market. The partial support is 

consistent with findings that organic consumption in post-

socialist economies, such as Lithuania, is usually motivated 

at the individual level by health and safety concerns, but not 

by collective ethical identities (Pileliene & Tamuliene, 

2021; Trenouth & Sovova, 2025). The mediation analysis 

reveals that Consumer Relatedness Satisfaction enhances 

well-being primarily through self-congruity (H9e and H9f: 

β = 0.049–0.050, p < 0.05) rather than authenticity pathways 

(H10e-f: β = 0.066–0.069, p > 0.05). This indicates that 

when there is a weaker organic consumption community, 

social ties can contribute to wellbeing by validating identity 

rather than by acknowledging product trust. 

The moderating effect of Traceability Knowledge 

offers the essential understanding of how digital information 

can trigger social processes in markets such as Lithuania’s. 

The positive interaction between traceability knowledge and 

Consumer Relatedness Satisfaction on authenticity 

perceptions (H11c: β = 0.163, p = 0.003) shows the extent 

of positive interaction between social connection 

(traceability knowledge) and tangible trust (product origin 

information). This aligns with current studies on digital 

traceability systems that fill the gaps in physical 

consumption societies by facilitating virtual social 

networks, transparency, and moral validation (Lai et al., 

2025; Montecchi et al., 2019). When consumers have access 

to stories about producers, production, and supply chain 

journeys, their perception of connection is more efficiently 

translated into beliefs about product authenticity, thereby 

building “digital relatedness” (Lewis, 2018). Notably, 

traceability knowledge did not moderate the autonomy-

authenticity (H11a: β = 0.075, p = 0.086) and competence-

authenticity relationships (H11b: β = 0.021, p = 0.346). This 

particularity implies that the traceability is rather a socially 

and ethically validating instrument than a decision-supporting 

tool or control-enhancing instrument. Practically, although 

traceability information is empowering all the consumers, it 

is especially efficient in the case of consumers who already 

have social motivation, as it helps close the gap between 

trusting a product and belonging to the community, which is 

also a significant factor in the markets such as Lithuania, 

where organic consumption communities are still evolving. 

The direct effects of self-congruity on both hedonic 

(H7a: β = 0.222, p < 0.001) and eudaimonic well-being 

(H7b: β = 0.219, p < 0.001) reinforce the established 

proposition that consumption aligned with one's self-

concept enhances subjective well-being (Kolanska‐Stronka 

& Singh, 2024; Sirgy, 1982). This implies that consumers 

experience well-being as they are able to make purchases 

that allow them to practice highly sought attributes of both 

environmental and health in sustainable markets, like 

identity-expressive consumption (Carfora et al., 2019; 

Gravelines et al., 2022). Notably, self-congruity had a 

universal mediating effect, which significantly transformed 

all three need satisfaction experiences in psychology 

(Consumer Autonomy Satisfaction, Consumer Competence 

Satisfaction, and Consumer Relatedness Satisfaction) into 

both wellbeing dimensions (H9a-f supported). This 
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integrated mediation pattern indicates that self-congruity is 

the central identity-verification process through which basic 

need satisfaction experiences enhance consumer well-being. 

Even though authenticity had direct effects on well-being 

dimensions that were more robust (β = 0.557 and 0.583 vs. 

0.219 and 0.222), the mediational role of self-congruity is 

broader, indicating that identity alignment may be a more 

fundamental psychological process that is mediated by 

various motivational pathways. This differentiation adds to 

recent attempts at distinguishing between product-oriented 

and identity-oriented wellbeing processes of sustainable 

consumption (Issock et al., 2023; Kim & Kim, 2025). 

Most notably, the organic food authenticity had the most 

significant direct effects throughout the whole model, which 

significantly predicted both hedonic (H8a: β = 0.557, p < 

0.001) and eudaimonic wellbeing (H8b: β = 0.583, p < 0.001). 

Such significant coefficients that are over twice those of self-

congruity indicate that perceived product genuineness is not 

an inactive expectation but a strong active source of consumer 

wellbeing within the Lithuanian organic market. This 

contradicts the view of hygiene factor (Pratt et al., 2020) and 

instead places authenticity as a major experience motivator 

that provides pleasure and meaning (Beverland & Farrelly, 

2010; Nunes et al., 2021). The results of the mediation 

analysis indicate a more selective variation. The authenticity 

mediation analysis played a significant role only in the 

autonomy-wellbeing pathways (H10a and H10b: β = 0.123 

and 0.129, p < 0.01), but not in the competence and 

relatedness ones (H10c to H10f: p > 0.05). This specificity 

suggests that authenticity primarily transforms value-based, 

voluntary choices into wellbeing, rather than expertise or 

social connection. In backgrounds like Lithuania where 

organic certification is established but not taken for granted, 

authenticity perceptions seem to function as a reward for 

autonomous decision-making, this finding extends recent 

work on authenticity as a value-verification mechanism in 

ethical consumption (Arslan, 2025; Sutton, 2020). Unlike 

studies that indicated that certified authenticity is becoming 

more commodified (W. Wu et al., 2021), our findings 

indicate that in markets where trust is still in the development 

stage, authenticity continues to be a source of high levels of 

consumer satisfaction and meaning. It can indicate the 

specific significance of the cue of trust within the situations, 

where the organic assertions remain a source of doubt among 

consumers, and perceived authenticity does not merely 

qualify as a constraint, but as a substantial wellbeing booster. 

Conclusion, Limitations and Future Research  

Theoretical Contribution 

The current study also adds several critical theoretical 

contributions to existing literature in the fields of sustainable 

consumer behavior and organic food consumerism. Firstly, 

this paper extends the applicability of Self-Determination 

Theory by identifying the contextual salience of need 

satisfaction experiences within markets such as Lithuania’s. 

Although SDT considers autonomy, competence, and 

relatedness to be contingently equal in importance (Ryan & 

Deci, 2000), this study finds that Consumer Autonomy 

Satisfaction has a uniquely strong impact on both identity 

formation and trust constructs, which are sensitive to price, 

Consumer Competence Satisfaction has a unique impact that 

strengthens identity formation but not product trust, while 

Consumer Relatedness Satisfaction requires traceability to 

influence authenticity perception. This theoretical 

prioritization addresses the need for a more contextual 

understanding of SDT within the consumer studies literature 

(Gilal et al., 2019; Schulze & Janssen, 2024) and 

demonstrates the role of the market development stage in 

shaping how need satisfaction translates into well-being. 

Secondly, this research establishes how self-congruity 

functions differently from authenticity through its 

psychological mechanisms. Self-congruity functioned as a 

common factor that connected all psychological requirements 

to wellbeing while establishing its role as a core identity-

verification process (Carfora et al., 2019; Sirgy, 2018), 

authenticity created the leading direct effect on well-being, 

which contradicted its status as merely a hygiene factor (Pratt 

et al., 2020). Rather, for markets such as Lithuania, 

authenticity plays an essential role as an experience-centric 

motivational factor, fostering hedonic and eudaimonic 

aspects in consumers (Beverland & Farrelly, 2010; Nunes et 

al., 2021), concurrently and consecutively, thereby 

transforming autonomous decision-making into states of 

well-being in sustainable consumption. 

Third, it presents a psychological reinterpretation of 

traceability. Instead of confining traceability to supply chain 

or technological perspectives (Duong et al., 2024), this 

proposed concept views traceability knowledge through the 

lens of a psychological mediator that unlocks latent social-

ethnic connections. More precisely, traceability allows the 

translation of relatedness into authenticity perceptions and 

satisfies needs for belongingness via digitally-mediated 

bonds with producers and ethical communities, especially 

valuable in those markets characterized by weak physical 

consumption networks (Kang & Namkung, 2019; Montecchi 

et al., 2021), fills an important and heretofore lacking 

conceptual space related to the psychological, and not purely 

functional, effects of traceability for consumers. 

Practical Implications 

The findings of this research offer actionable insights for 

stakeholders seeking to increase consumer well-being and 

develop organic food markets in Lithuania and similar 

economies. 

For retail and marketing practices, there are three 

implications for strategy. First, given the high level of direct 

influence that authenticity has on well-being (β = 0.557-

0.583), communication needs to stress product authenticity 

and trust in certifications. This implies moving forward from 

health or environmental messages to trust signals (Beverland 

& Farrelly, 2010). Second, while competency building has 

value for self-congruity (β = 0.196), communication needs to 

stress identity empowerment, particularly the ‘informed 

consumer,’ rather than product authenticity. The use of 

technologies such as QR codes can simplify the verification 

of certification credibility (Arslan, 2025; Liu et al., 2023). 

Third, communications addressing autonomy must include 

volitional behavior and personal value beliefs, since 

autonomy played a strong role in self-congruity and 

trustworthiness despite price sensitivities. These strategies 

represent business model innovations that shift organic 
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retailing from price-based competition to value-based 

differentiation, a critical transformation for markets where 

price sensitivity has historically limited growth. 

To the policy makers and the certification agencies, it is 

advisable to adopt a dual approach. To facilitate autonomy 

pathways, specific economic incentives that are offered to 

stimulate organic staples, including subsidies or vouchers, 

might help to make ethical choices more affordable, 

especially to people with low income (Wang et al., 2020). At 

the same time, social pathways can be triggered through 

investments in narrative-based traceability infrastructure. It 

entails the shift of basic information of origin to engaging 

narratives of local farmers, sustainable processes, and supply-

chain origins (Lai et al., 2025; Montecchi et al., 2019). This 

storytelling would turn traceability into a technical capability 

and a method of creating digital relatedness and a sense of 

trust. This two-pronged methodology, economic incentives 

and narrative traceability, is a regulatory system innovation 

that transforms certification into the realm of market 

development instead of compliance. In such contexts, these 

kinds of innovations can speed up the process of reorganizing 

food markets into more value-added and trust-based 

interactions. 

To sustainability activists and educators, it may be 

especially effective to position organic consumption as a 

personal health choice and ecological health measure. This 

may be more effective by making more emphasis on the 

competence-self-congruity pathway, in which one gets to 

make identity-consistent decisions that can improve well-

being, rather than sacrifice-based or only ethical appeals, 

particularly in individualistically-oriented markets. In this 

way, this approach connects organic consumption to 

contemporary wellbeing aspirations while serving 

environmental objectives. This reframing is favorable to 

market restructuring in that organic consumption is not 

positioned as a premium niche market but rather a 

mainstream wellbeing choice, to bridge the consumption 

divide between emerging and developed organic markets.  

Limitations and Future Directions 

Despite the importance of this study, there are a number 

of limitations identified that point to fruitful areas of further 

inquiry. Firstly, the cross-sectional nature of the research 

hinders the generation of strong causality. Longitudinal 

studies can be employed to monitor shifts in psychological 

needs, perceptions, and well-being with regard to specific 

pathways. Secondly, being a country-specific research, the 

Lithuanian case prevents a broader generalization. Future 

studies must employ the suggested model within other similar 

context, and a comparison with a developed organic market 

in the west could provide insights. 

Thirdly, this study operationalized autonomy, 

competence, and relatedness by measuring perceived need 

satisfaction experiences, instead of measuring the basic 

psychological needs themselves. This aligns with the 

common empirical applications of SDT in which the basic 

needs are regarded as universal psychological needs, and the 

degree of their satisfaction or frustration is assessed in 

particular contexts. However, the interpretation of the results 

of this measurement approach should be treated as evidence 

of the importance of perceived need-satisfaction in the 

consumption of organic food, and not as evidence of the 

differences in basic needs between consumers. Future studies 

could test the two types of need satisfaction and need 

frustration at the same time, or investigate the impact of 

different consumption contexts on satisfying or thwarting 

autonomy, competence, and relatedness. 

Fourth, based on the psychological reconceptualization of 

traceability in this study, there are possibilities of researching 

on other factors in the supply chain on the basis of consumer 

psychology. For example, blockchain verification processes, 

“farm to table” narratives of transparency, or knowledge of the 

processes of certification can act as moderators and mediators 

in the need–authenticity–wellbeing sequence. Thus, this study 

also establishes interdisciplinary connections between supply 

chain management and psychology. 

Fifth, although this research took into consideration 

perceptual well-being outcomes, future research might 

investigate whether the psychological benefits identified here 

translate to consistent behavioral outcomes, for example, 

long-term organic purchasing or sustained advocacy 

behaviors. Lastly, a mixed-methodology study could offer a 

richer information flow about the subjective nature of 

wellbeing experienced through consumption. 
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Appendix A 

Construct Item Code Loading Survey Item Source 

Consumer Autonomy 

Satisfaction  

CA1 0.721 If I had a choice, I would buy organic food. 
Prince and Wahid 

(2023) CA3 0.916 
I feel free to express myself, my opinions, and my 

concerns about buying organic food. 

Consumer Competence 

Satisfaction 

CC1 0.693 
When engaging in organic food-purchasing 

behavior, I feel like a competent person. 

Prince and Wahid 

(2023) 
CC2 0.818 

When engaging in organic food-purchasing 

behavior, I feel very capable. 

CC3 0.661 
When engaging in organic food-purchasing 

behavior, I feel very effective. 
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Construct Item Code Loading Survey Item Source 

Consumer Relatedness 

Satisfaction 

TR1 0.873 
Purchasing organic food makes me feel a sense of 

love and care for my health and well-being. 

Prince and Wahid 

(2023) 

TR2 0.819 
Buying organic food gives me a feeling of closeness 

to nature and confidence in health safety. 

TR3 0.661 

Consuming organic food helps me maintain warm, 

supportive relationships with family or friends who 

value healthy lifestyles. 

 Self- Congruity 

SC1 0.858 
I feel that I am a part of the organic food consumer 

community. 
Gravelines et al. 

(2022) SC2 0.899 
People who buy organic food products are a lot like 

me. 

SC3 0.792 Buying organic food products reflects who I am. 

Organic Food 

Authenticity  

OFA1 0.829 
Organic food producers are very oriented toward 

respect for tradition. 
Sidali et al. 

(2021) OFA2 0.926 
I am sure that all the ingredients of this product come 

from organic sources. 

OFA3 0.891 Organic food makes me feel close to the producer. 

Traceability Knowledge 

TK1 0.78 
I am familiar with an organic product package with 

a label or QR code for traceability information. 
Lin et al. (2023) 

and Magalhaes et 

al. (2021) 

TK2 0.899 
I have bought organic food with traceability 

information (label/QR code). 

TK3 0.792 
I carefully observe the traceability information when 

it is identified on the label of organic food. 

 Hedonic Wellbeing 

HWB1 0.867 In most ways, my life is close to my ideal. Pontin et al. 

(2013) and Ismael 

and Ploeger 

(2020) 

HWB2 0.898 The conditions of my life are excellent. 

HWB3 0.881 
So far, I have gotten the important things I want in 

life. 

Edaimonic Well-Being 

EWB1 0.826 I lead a purposeful and meaningful life. 

Pontin et al. 

(2013) and Ismael 

and Ploeger 

(2020) 

EWB2 0.726 
My social relationships are supportive and 

rewarding. 

EWB3 0.725 I am engaged and interested in my daily activities. 

EWB4 0.745 
I actively contribute to the happiness and well-being 

of others. 

EWB5 0.737 
I am competent in doing the activities that are 

important to me. 

EWB6 0.658 
I feel best when I'm doing something worth investing 

a great deal of effort in. 

 

Appendix B 

Adopted Sources 

Consumer Autonomy Satisfaction 

1. If I had a choice, I would buy organic food.  

2. I feel free to make my own organic food-buying decisions.  

3. I feel free to express myself, my opinions, and my concerns about buying organic food.  

4. I think organic foods have greater control in the market.  

Prince and Wahid (2023) 

Consumer Competence Satisfaction 

1. When engaging in organic food-purchasing behavior, I feel like a competent person.  

2. When engaging in organic food-purchasing behavior, I feel very capable.  

3. When engaging in organic food-purchasing behavior, I feel very effective.  

Prince and Wahid (2023) 

Consumer Relatedness Satisfaction 

1. Purchasing organic food makes me feel a sense of love and care for my health and well-being. 

2. Buying organic food gives me a feeling of closeness to nature and confidence in health safety. 

3. Consuming organic food helps me maintain warm, supportive relationships with family or 

friends who value healthy lifestyles. 

Prince and Wahid (2023) 

Organic Food Authenticity 

1. I can trust the label of organic food.  

2. Organic food producers are very oriented toward respect for tradition.  

3. I am sure that all the ingredients of this product come from organic sources.  

4. Organic food makes me feel close to the producer.  

5. Organic food allows producers to charge fair prices.  

6. Organic food is the embodiment of moral purity.  

7. Organic food allows the producers to express themselves and be creative. 

Sidali et al. (2021) 
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Adopted Sources 

Self-Congruity 

1. I feel that I am a part of the organic food consumer community.  

2.  People who buy organic food products are a lot like me.  

3.  Buying organic food products reflects who I am.  

Gravelines et al. (2022) 

Information Traceability 

1.  I am familiar with an organic product package with a label or QR code for traceability 

information.  

2. I have bought organic food with traceability information (label/QR code).  

3. I carefully observe the traceability information when it is identified on the label of organic food.  

Lin et al. (2023) and 

Magalhaes et al. (2021) 

Consumer Wellbeing 

Hedonic Well-Being (HWB) 

1. In most ways, my life is close to my ideal. 

2. The conditions of my life are excellent. 

3. So far, I have gotten the important things I want in life. 

4. If I could live my time over, I would change almost nothing. 

Eudaimonic Well-Being (EWB)  

1. I lead a purposeful and meaningful life. 

2. My social relationships are supportive and rewarding. 

3. I am engaged and interested in my daily activities. 

4. I actively contribute to the happiness and well-being of others. 

5. I am competent in doing the activities that are important to me. 

6. I feel best when I'm doing something worth investing a great deal of effort in. 

7. I am a good person and live a good life. 

8. It is important to me that I feel fulfilled by the activities that I engage in. 

9. My life is centred around a set of core beliefs that give meaning to my life. 

10. I am optimistic about my future. 

Pontin et al. (2013) and Ismael 

and Ploeger (2020) 
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