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Purpose: This research aims to identify factors that improve consumers' trust 

in organic food in social networks by providing authentic content, prioritizing 

these factors, and presenting a model for them. 

Methodology: In the phases of this research, first, the research literature in this 

field was examined. Then, with the theoretical saturation approach and through 

interviews with primary samples of the target audience and organic food 

consumers, a questionnaire was designed to measure the impact of 20 factors 

on consumer trust. Four hundred twenty-five organic food consumers 

confirmed this questionnaire and its factors 

Findings: The results led to the discovery of 20 effective factors, which were 

categorized and modeled with the help of exploratory factor analysis in 4 

categories of hidden variables with the names of emphasis on standards, 

description of product validity, credible recommenders, and valid supply. In the 

final step, with the help of a random forest algorithm in the artificial neural 

network, 20 identified factors were prioritized. 

Originality/value: For the first time, this study seeks to increase consumers' 

trust in organic food in social networks by improving the presentation of 

appropriate advertising content in messages. So far, no research has been done 

in this field, specifically in improving consumption and, as a result, the sale and 

acquisition of the organic food market. 

Keywords: Consumer, organic 
food, trust, social networks, 
content marketing 
 

                                                      
* Corresponding Author: e_tashakori@pgre.iust.ac.ir 
 

http://www.ijimes.ir/
mailto:e_tashakori@pgre.iust.ac.ir


2 

 

 

1. Introduction 

At the end of the 20th century, the world witnessed a change in consumer preference for organic food 

products. This consumption increased dramatically in this period. Traditionally, many farmers were 

unaware of modern food production techniques, so they did not use artificial fertilizers, pesticides, or 

other chemical preservatives in the food production process [1] . However, a trend emerged between 

the 1940s and 1960s that led farmers to use more efficient and intensive food production techniques. 

Despite the awareness of the benefits of organic food, this trend flourished. The reason for this was the 

increase in human population and devastating famines in certain regions of the world, which required 

more food production [2] . The reason for this was the increase in human population and devastating 

famines in certain regions of the world, which required more food production. As a result of this trend, 

organic farming lost its importance, and consumers preferred conventional products to organic products 

due to their abundance and lower prices [3] . 

Finally, the indiscriminate use of chemicals meant that consumers bought products with no nutritional 

value. The high prevalence of diseases such as diabetes and heart disorders sounded an alarm that made 

consumers realize the importance, quality, and safety of food more [4] . In response to this trend, in the 

late 20th century, the organic food movement began as a reaction to conventional farming methods that 

heavily depend on pesticides, chemical fertilizers, antibiotics, and growth hormones, which are harmful 

to human health and the environment. The most common motives for buying organic food are concerns 

for health and the environment [5] .  

The increasing desire for these products is such that today these products occupy a large share of the 

food market, and this share is constantly increasing [6] . For example, the organic food market grew 

from 20 billion dollars in 2002 to 64 billion dollars in 2012 [7] , and this amazing growth was such that 

in 2021 this share reached 497 billion dollars. 

If we put attention to this large market with amazing growth together with the increasing use of social 

networks by people, we can reach interesting results for activities in the field of the organic food 

business. According to the statistics of 2015, only in the United States, 65% of adults use social 

networks, and this statistic was higher than 90% for people between the ages of 18 and 25 [8] . Certainly, 

this statistic has increased even more now, showing that people, especially the future generations, are 

spending more and more time on social networks. 

If we pay the high time spent by most people on social networks alongside the flourishing growth of 

the organic food market, we can conclude that there is a very good opportunity to encourage and build 

the trust of organic food consumers on social networks, and it must be done. He did not forget this 

opportunity. 

Some researchers have already pursued this high importance. For example, some studies have 

investigated the role of trust in selling organic food through social networks [9, 10] . However, they do 

not know how to increase this trust and persuasion. Consumers have not trusted these foods more 

through social networks. In a more specific case, Sobhanifard and Eshtiaghi conducted research from 

this particular angle, that six categories of general factors with the names of valid experiences, 

generation of valid content, valid guarantees and certificates, valid information on product benefits, 

emphasis on the naturalness, and communication with previous buyers introduced social network 

messages to strengthen trust in organic food [11] . 
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There is such research, but there has not been clearer and more explicit research to discover how trust-

building texts are sent in social networks.  

In this regard, for the first time, this study seeks to increase consumers' trust in organic food in social 

networks by improving the presentation of appropriate advertising content in messages. So far, no 

research has been done in this field, specifically in improving consumption and, as a result, the sale and 

acquisition of the organic food market. 

The results of this research can be useful for all food businesses. Using the solutions this research seeks 

to discover and present, they can strengthen their internet marketing department in social networks. The 

research results can improve their presented content in social networks and increase the share of these 

companies in the food market by increasing the trust of potential and actual consumers of organic food. 

From a social point of view, the results of this research can help the health of society members. People 

will use healthier foods as they increase their trust in organic food products. This issue also reduces the 

costs of dealing with diseases because it prevents many wrong nutritional behaviors. 

     2. Research Literature 

2.1. Acceptance of Organic Food 

The word organic refers to the way or practice of farmers when growing, producing, and even 

processing products such as fruits, vegetables, summer herbs, and legumes. At the same time, dairy 

products and even meat, which are in the category of animal products, are not excluded from this 

classification. Farmers and ranchers who grow their crops organically do not use conventional and 

conventional methods for fertilization, pest control, or even common methods of dealing with various 

livestock diseases [12] . 

A household's consumption of organic products depends on important factors such as product price, 

income, consumer occupation, age, number of children, etc. Consumer buying behavior is a function of 

demographic factors such as age, gender, education level, income level, and household size [13] . 

Aertsens and colleagues studied the effect of individual variables on the consumption of organic 

products. According to this research, a person's knowledge of the physical properties of organic 

products is one of the most important positive factors. The product's higher price and lack of proper 

availability are the most important negative factors affecting this issue. The lack of information and 

awareness of the characteristics of organic products is the main reason for not buying by American 

consumers [14] . 

In the case of any purchase, both online and offline, various factors are involved in the customer's 

decision to purchase. Therefore, to increase organic product sales, we need to know the factors 

influencing the decision to buy organic products [6] . Sobhanifard stated that the naturalness, trust, 

health, and marketing affect the purchase of organic products [15] .  

Also, among the basic and important factors affecting the acceptance of organic food consumption, the 

most important factor is the marketing environment, the marketing mix, the harm caused by the 

consumption of poisons and chemicals, the destructive effects that these substances leave in products, 

health-related issues, and education [16, 17] .  

2.2. Consumer Trust in Organic Products in The Real World 

Rousseau and colleagues have provided a widely supported definition of trust: "a psychological state 
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involving the intention to accept vulnerability based on positive expectations of another's intention or 

behavior" [18] . 

Also, Wolff emphasized that trust is an intermediate stage between knowledge and ignorance because 

a complete lack of knowledge makes actions unpredictable, while complete knowledge completely 

removes the need for trust. Therefore, if the world is familiar and predictable, trust is not necessary [19] 

. 
Understanding the trust in organic food is complex because customer expectations focus on multiple 

aspects and effects [20]  . Expectations for health, taste, and environmental performance are the main 

drivers of organic food sales, but expectations for superior food safety and animal welfare are also 

prominent [21] .  
In organic food markets, trust is essential and can influence the consumer's decision. Organic products 

are essentially credit goods that differentiate themselves in the market based on a claim (being organic). 
Therefore, maintaining trust in organic food is important for retailers, the food industry, and the 

agricultural sector. The higher the consumer awareness of organic food labels, the higher the trust in 

organic food labels increases significantly. Apart from the awareness of the ease of purchase, it can also 

improve this trust [22] . 
Also, in this context, Chen found that age, education level, food safety knowledge, assessment of 

government regulations, and shopping convenience are important predictors of trust in organic food [4] 

. 
From a general point of view, other research on the trust relationship of a product (not only organic 

food products) shows that trust is a function of valid information such as quality or safety signals. 

Consumers who trust this information are willing to accept a higher price for the product because more 

information reduces information asymmetry [23] . 
In the specific case of organic food, trust in organic food depends on the consumer's level of knowledge 

and information regarding organic food. Consumers with more information about organic food products 

are likely to trust those products more [24] . Of course, it should be noted that consumers may 

sometimes trust retailers but do not trust the manufacturer's product manufacturer or even the 

manufacturer's suppliers [25] . 
Also, characteristics such as freshness, taste, non-chemical compounds, and naturalness of organic food 

improve trust and reduce the feeling of risk towards its consumption. In addition, perceived food quality 

improves customers' trust in organic food retailers. In terms of services, perceived service quality 

improves customers' trust in organic food retailers [26] . 
Finally, it should be noted that even store image is particularly important for building consumer trust 

because consumer trust in retailers' quality is mostly positively related to trust in organically labeled 

products [27] . 

2.3. Consumer Trust in Social Networks 

Although trust is important in the real world, it is much more important in cyberspace, and its 

importance is because trust plays a special role under conditions of change and instability [28] . When 

there are no traditional laws, policies, criteria, rules, or principles, people turn to personal relationships 

for guidance, and the quality of these relationships is largely determined by the level of trust [29] .  

The importance of trust in the social network environment is felt while this importance is also felt for 

organic food. However, although research on the methods of increasing trust in organic food has been 
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done in the real world (Table 1), these researches are few in social networks. 

While some other research has been done about the general effect of trust on the sale of these products 

[9, 10] , such research cannot be considered an explicit discovery of factors that should be in the text of 

social network messages to increase this trust. In the few types of research conducted, Sobhanifard and 

Eshtiaghi have generally discovered six categories of factors to strengthen these factors [11]  However, 

the problem is that to focus on improving this trust for these products in social networks, new research 

should be done in a more specific way so that it can show more precisely how this trust is increased. 

This is the important thing sought in the continuation of this research and a survey method. Research 

wants to improve this trust from the perspective of creating authentic content.  
 

Table 1. Factors affecting consumers' trust in organic food extracted from previous research 

 References Factors 

(Montoya-Weiss, Voss, 

& Grewal, 2003) 
[30]  Content in which the product is fully described 

(Ayyub, Wang, Asif, & 

Ayyub, 2018) 
[31]  

Content that expresses the convenient availability of 

goods and services 

(Khare & Pandey, 2017) [26]  
Content that mentions the 100% naturalness of the 

product 

(Khare & Pandey, 2017) [26]  
Content that shows that the product is free of any 

chemical compounds and toxins 

(Montoya-Weiss et al., 

2003) 
[30]  Content that pays a fair price for the product 

(Konuk, 2018) [27]  A picture of the store 

(Poppe & Kjærnes, 

2003) 
[32]  

Content that shows the product's health inspection 

certificate 

(Ayyub et al., 2018) [31]  
Content that shows the product has an organic food 

label and regulatory approvals 

(Hajli, 2015) [33]  
Content that expresses the therapeutic properties of the 

product 

(Cyr & Bonanni, 2005) [34]  No excessive advertising and spam  

(Nasir & Karakaya, 

2014) 
[35]  Content that shows the proper packaging of the product 

(Montoya-Weiss, Voss, 

& Grewal, 2003) 
[36]  

Content that shows the disadvantages of not using that 

product 

 

3. Methodology 

This research was done in 3 stages. In the first stage, research literature related to the topic was 

discussed, and an attempt was made to answer the main research question. In this regard, 12 factors 

(Table 1) mentioned directly in other research were proposed as factors and initial assumptions. These 

factors were not definitive because they were extracted from research that was not exactly related to the 

current research topic and was related to trust-building factors in the real world and not on the Internet 

and social networks. 

In the second step, using the theoretical saturation approach and using primary consumers, these factors 

were increased to 27 factors. Then in the third step, with the opinion of experts and the calculation of 

CVR, these factors were reduced to 20 items, and thus the desired questionnaire with 20. The factor 

introduced in Table 2 was constructed. 
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CVR is a famous and very common method for measuring content validity. To calculate this index, the 

opinions of experts on the content of the test are used; By explaining the objectives of the test to the 

elites and providing them with operational definitions related to the content of the questions, they are 

asked to rate each of the questions based on the three-part Likert scale "the item is necessary," "the item 

is useful but not necessary" and "the item is necessary." Do not have" to classify. Then, based on the 

following formula, the content validity ratio is calculated:  

𝐶𝑉𝑅 =
𝑛𝐸 −

𝑁
2

𝑁
2

 (1) 

In the above relationship, nE is the number of experts who answered the "necessary" option, and N is 

the total number of experts. Based on the number of experts who evaluated the questions, the minimum 

acceptable CVR value is determined according to Table 2. Questions for which the calculated CVR 

value is lower than the desired value, according to the number of experts evaluating the question, should 

be excluded from the test. Because it is obtained based on CVR, they do not have acceptable validity.  

 

Table 2. The minimum acceptable CVR value based on the number of experts 

CVR value Number of experts 

0.99 5 

0.99 6 

0.99 7 

0.78 8 

0.75 9 

0.62 10 

 

The initial questionnaire was distributed among eight experts, 7 of whom had a doctorate, and the others 

had a master's degree. Seven men and one woman answered the questions to assess content validity. 

The experts were between 25 and 41 years old; According to the table above and the answers of the 

experts to each question "the item is necessary," "the item is useful but not necessary," and "the item is 

not necessary," the content validity of the questionnaire was examined and questions number 10, 12, 

13, 15, 20, 25, 26 were removed from the initial questionnaire. Finally, the final questionnaire was 

prepared with 20 factors shown in Table 3. 

In the fourth step, a questionnaire was distributed among organic food consumers who are also active 

on social networks, and 425 questionnaires were analyzed. In this questionnaire, the consumers 

mentioned above were asked to declare their level of agreement with the effect of each of these 20 

factors in social network messages on their motivation to consume these goods. The range of numerical 

agreement was between 1 and 5. The demographic characteristics of these 425 people are described in 

Table 4.  

In the fifth step, exploratory factor analysis was used to discover hidden variables (main concepts) and 

perform modeling. Then, in the last step, i.e., the sixth step, the neural network method with a random 

forest algorithm was used to rank the discovered factors in the field of influence on increasing consumer 

trust.  
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Table 3. 20 new factors extracted through interviews with some food consumers and experts 

 Factors 

1 Introducing and describing the product in full  

2 State the availability of goods and services  

3 Referring to the 100% naturalness of the product  

4 Explain the fair price of the product  

5 Display a picture of the supplier's store  

6 Show that the product is free of any chemical compounds and toxins  

7 Referring to the product health inspection certificate  

8 Showing organic food labels and regulatory approvals  

9 Expressing the therapeutic properties of the product  

10 Show proper product packaging  

11 Showing reports related to the presence of the reporter and presenter at the production site and showing 

the production process 

 

12 Referring to the existence of famous standards in the product  

13 Show a picture or video of the production environment  

14 Mention the approval of experts in the field of the food industry and famous institutions  

15 The talk of famous people and called traditional medicine about that product  

16 Providing statistical and medical information about users against other people  

17 Referring to the expert's speech regarding the benefits of using the desired product  

18 Referring to pictures and videos of feedback from previous consumers of that food  

19 The content received belongs to a trusted person in food medicine  

20 Linking new content to one of the scientific and academic centers  

 

Table 4. Sampling demographic characteristics 

Items  % N 

Gender   

Male  63.77 271 

Female  36.23 154 
Education   

Only a high school degree  18.59 79 

Bachelor's degree  41.65 177 

Master's degree  32.47 143 

Doctoral Degree  7.29 26 
Age   

11-30  62.6 266 

30-55  32.2 137 

Above 55  5.2 22 

 

4. Data Analysis Method 

4.1. Exploratory factor analysis 

In the following, exploratory factor analysis was used to analyze the data of this research. SPSS software 

was used to perform its calculations. With the help of exploratory factor analysis, the number of analysis 

variables can be reduced, and hidden variables can be extracted to model and simplify the analysis [11] 

. In the mentioned method, Bartlett's Test of Sphericity and Kaiser-Meyer-Olkin Measure of Sampling 
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Adequacy calculations were used to determine the adequacy of the number of samples taken from the 

statistical community of organic food consumers, which are shown in Table 5.  

In this table, if the significant Bartlett test is less than 5%, then the adequacy of the samples is 

confirmed. Another indicator of the adequacy of the samples in this test and the corresponding table is 

the Kaiser-Mayer-Olkin test (KMO) index. This index should be more than 5.00 [37] . 

As seen in Table 5, the value of the KMO coefficient in this research is equal to 0.919, indicating the 

adequacy required for the selected samples. Also, according to this table, Bartlett's Test of Sphericity 

was significant (p < .001) and supported conducting an EFA.  

 

Table 5. KMO and Bartlett's test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 
0.919 

Bartlett's Test of Sphericity Approx. Chi-Square 3955.107 

df 190 

Sig. 0.000 

 

Next, Table 6 shows the commonalities extraction in the SPSS software output. The commonalities are 

shown under "Extraction." The values of this column show the amount of variance that the model 

extracted from the 20 variables predicts. For example, the value of 0.679 in the row related to the 

variable explaining the product's fair price shows that the model extracted by exploratory factor analysis 

can predict 67.9% of the changes in this variable. These values show the usefulness of these 20 variables 

in the model. If these values are closer to zero, their presence in the discovered model is useless, and 

they can be removed from the subsequent analysis in the construction and explanation of the model. 

Because the calculated values for all variables are above five or very close to this value, no variable 

was removed from the modeling process. 

 

Table 6. Commonality matrix with loadings for each of the items 

Factors Initial Extraction 

Introducing and describing the product in full 1.000 .499 

State the availability of goods and services 1.000 .586 

Referring to the 100% naturalness of the product 1.000 .700 

Explain the fair price of the product 1.000 .679 

Display a picture of the supplier's store 1.000 .607 

Show that the product is free of any chemical compounds and toxins 1.000 .702 

Referring to the product health inspection certificate 1.000 .769 

Showing organic food labels and regulatory approvals 1.000 .728 

Expressing the therapeutic properties of the product 1.000 .639 

Show proper product packaging 1.000 .631 

Showing reports related to the presence of the reporter and presenter 

at the production site and showing the production process 

1.000 .457 

Referring to the existence of famous standards in the product 1.000 .641 

Show a picture or video of the production environment 1.000 .513 

Mention the approval of experts in the field of the food industry and 

famous institutions 

1.000 .620 



9 

 

The talk of famous people and called traditional medicine about that 

product 

1.000 .587 

Providing statistical and medical information about users against other 

people 

1.000 .549 

Referring to the expert's speech regarding the benefits of using the 

desired product 

1.000 .684 

Referring to pictures and videos of feedback from previous consumers 

of that food 

1.000 .539 

The content received belongs to a trusted person in food medicine 1.000 .508 

Linking news content to one of the scientific and academic centers 1.000 .583 

Table 7 examined the factor structure, which revealed high cross-loading on four components. These 

four components were given descriptive labels. These four components and their sub-variables are 

shown in Table 8. According to this table, we will have the desired model according to Fig. 1. 

Table 7. Rotated component matrix 

Factors 

Component  

1 2 3 4 

Introducing and describing the product in full .580 -.144 .204 -.017 

State the availability of goods and services .623 -.252 .211 .299 

Referring to the 100% naturalness of the product .662 -.308 .333 -.234 

Explain the fair price of the product .614 -.432 .247 .233 

Display a picture of the supplier's store .548 -.172 -.209 .484 

Show that the product is free of any chemical compounds and toxins .714 -.283 .048 -.331 

Referring to the product health inspection certificate .726 -.336 -.234 -.273 

Showing organic food labels and regulatory approvals .726 -.262 -.240 -.273 

Expressing the therapeutic properties of the product .702 -.084 .370 -.045 

Show proper product packaging .554 -.162 -.054 .544 

Showing reports related to the presence of the reporter and presenter at the production 

site and showing the production process 

.517 .233 -.330 .160 

Referring to the existence of famous standards in the product .726 .020 -.334 -.047 

Show a picture or video of the production environment .640 .081 -.302 .081 

Mention the approval of experts in the field of the food industry and famous 

institutions 

.709 .179 -.253 -.143 

The talk of famous people and called traditional medicine about that product .532 .436 .333 -.053 

Providing statistical and medical information about users against other people .622 .357 .185 .031 

Referring to the expert's speech regarding the benefits of using the desired product .723 .401 .035 -.008 

Referring to pictures and videos of feedback from previous consumers of that food .599 .388 .121 .122 

The content received belongs to a trusted person in food medicine .600 .317 .211 -.055 

Linking new content to one of the scientific and academic centers .700 .156 -.227 -.129 
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Table 8. Hidden factors and their manifested variables 

Hidden variable 
(components) 

Manifest variable (factors) 

Emphasis on 
standards 

 

Referring to the product health inspection certificate 

Showing organic food labels and regulatory approvals 

Showing reports related to the presence of the reporter and presenter at the 
production site and showing the production process 

Referring to the existence of famous standards in the product 

Show a picture or video of the production environment 

Mention the approval of experts in the field of the food industry and 
famous institutions 

Linking new content to one of the scientific and academic centers 

Description of the 
product validity 

Introducing and describing the product in full 

Referring to the 100% naturalness of the product 

Explain the fair price of the product 

Show that the product is free of any chemical compounds and toxins 

Expressing the therapeutic properties of the product 

Credible 
recommenders 

The talk of famous people and called traditional medicine about that 
product 

Providing statistical and medical information about users against other 
people 

Referring to the expert's speech regarding the benefits of using the desired 
product 

Referring to pictures and videos of feedback from previous consumers of 
that food 

The content received belongs to a trusted person in food medicine 

valid supply 

State the availability of goods and services 

Display a picture of the supplier's store 

Show proper product packaging 
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Fig. 1. Factors increasing consumers' trust in organic food using social media messages with the approach 

of providing authentic content 

For more accuracy in the model and find reasons for trust, twenty factors were ranked using an artificial 

neural network and the widely used Random Forrest algorithm. Artificial neural networks are data 

mining and information classification methods that can be used to model and rank complex problems 

[38, 39] .  

For this purpose, the independent factor of the amount of organic food consumption during the week 

was used as the output variable of the neural network, and the twenty factors discovered through 

exploratory factor analysis were used as the input variables of the network. The codes implemented for 

this purpose in the Python software are described in Schema.1. the factors ranking has been provided 

in Table 8. 
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Schema. 1. Python software codes using the Random Forrest algorithm 

 

  

Table 8. Importance coefficients of  factors 

Factor No. Importance coefficient 
Factor 

No. 
Importance 
coefficient 

1 0.0444064 11 0.0569624 

2 0.0483890 12 0.0434247 

3 0.0480570 13 0.0442655 

4 0.0499047 14 0.0412287 

5 0.0616195 15 0.0572743 

6 0.0530650 16 0.0430701 

7 0.0500334 17 0.0442305 

8 0.0431227 18 0.0641391 

9 0.0519016 19 0.0607759 

10 0.0460103 20 0.0481194 

 

In Table 8, any factor with a higher coefficient has a higher importance. Therefore, five factors refer to 

pictures and videos of the feedback of previous consumers of that food, showing a picture of the store 

that supplies the product, the content received belongs to a trusted person in food medicine, the talk of 

famous people, and the so-called traditional medicine about that product and brand. Giving reports 

related to the presence of the reporter and presenter at the production site and showing the production 

process are respectively of higher importance in the subject. That is, if these 5 points, which have a 

valid advertising content approach, are present in the messages of social networks, it is more likely than 

others that the audience of that message will increase their sense of trust in the relevant organic food.  
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5. Discussion and Review 
After reviewing the research literature, using theoretical saturation approaches, and interviewing 

experts, this study modeled the survey data obtained from 425 consumers with exploratory factor 

analysis methods and then used an artificial neural network with a forest algorithm. Randomly ranked 

the factors.  

As mentioned earlier, trust-building factors can be strengthened with 20 factors as a solution from the 

point of view of validating the content of social networks, and these 20 factors are divided into four 

conceptual categories with the names of emphasis on standards, description of product validity, credible 

recommenders, and valid supply. Are categorized. 

This research is in line with the continuation of the research in which one of the general trust-building 

factors for the consumption of organic foods was introduced to create authentic content [11] . However, 

this research introduced and ranked 20 more detailed solutions for this approach to increasing trust. In 

the ranking, the two factors referring to the pictures and videos of the feedback of the previous 

consumers of those foods, displaying a picture of the store supplying the goods, were placed in the first 

and second ranks of importance and effectiveness in increasing trust.  

The first factor refers to the pictures and videos of the feedback of the previous consumers of those 

foods in line with many studies that play an important role in increasing sales and persuading or 

satisfying new customers in the opinion of previous consumers and customers of a product [40-42] . 

Also, the second factor, i.e., the display of a picture of the supplier's store, has been mentioned in some 

researches, confirming this importance [39, 43, 44] . 

The obtained results can be used for all food businesses in terms of management applications. The 

twenty discovered factors are solutions to improve trust in organic food and, as a result, increase the 

long-term sales of companies because increasing trust is an important factor in increasing long-term 

sales and expanding a company's market share [45] . 

Also, paying attention to the selected top ranks can improve the content marketing provided in social 

networks about organic foods, and according to research [46] . 

It can be hoped that by using the first ranks of this ranking, which was done with the help of the neural 

network method, the output variable of the neural network used (the amount of consumption of organic 

foods) will significantly improve.  

From a social point of view, the results of this research can help the health of society members. By 

increasing their trust in organic food products, people will use healthier foods because many researchers 

confirm a positive relationship between consuming organic foods and improving people's health [47] . 

This issue also reduces the costs of dealing with diseases because it prevents many wrong nutritional 

behaviors. Prevention over treatment has always been emphasized in medicine to improve society's 

costs. 

 

6. Research limitations 
Among the limitations we faced in this research was that the collected data is mainly related to 

consumers' lives with increasing financial power. Because organic products are one of those foods that, 

at least in Iran, are usually offered at a high price, and only people with an average to high-income deal 

with them, it has been assumed that if this survey were done in all classes of society, it would bring a 

better result for the study. 

Also, another limitation in this research was that people did not have a correct estimate of the exact 

amount of organic food consumption; Therefore, several people left the part related to the amount of 
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consumption of organic products blank or answered it with outlier numbers, which forced the 

researchers to identify only 425 questionnaires as usable out of 1200 questionnaires distributed, so that 

the validity of the following research is confirmed. 

Another limitation we faced in this research was that some respondents were not familiar with the 

scientific objectives of the research and gave unrelated answers. Sometimes, people did not spend 

enough time answering the questions correctly. However, the number of these people was small, and 

their answers were deleted. About 450 questionnaires were answered and returned; These 450 

questionnaires were examined, and outlier data were removed from them 425 questionnaires were 

finally approved, and all modeling was applied to this number. 

 

7. Future Research 
Considering that our first limitation in this research was the financial ability of organic food consumers, 

it is suggested to consider more demographic factors to know the statistical population so that the effect 

of these factors on the building blocks of trust can be determined more. Also, the relevant research tried 

to investigate the effective factors from the consumers' point of view. Despite this, necessary 

suggestions were made for various institutions and individuals, but the scope of the subject requires that 

this issue be examined from the perspective of different departments (marketing, producer, seller, 

supplier of raw materials, etc.); For example, the trust factor from the point of view of organic product 

sellers can be a suggestion for future research topics.  

Another limitation we faced in this research was that some of the respondents were not familiar with 

the scientific objectives of the research and gave unrelated answers. To avoid this problem in future 

research, the study sample should be specified more precisely and selected from a community. Who 

cares more about these issues; For example, the members of the association of organic and green goods 

consumers can be examined as a separate statistical sample so that problems such as the limitations 

mentioned above do not arise, and it seems that these people are more sensitive to questions such as the 

amount of food consumption and the amount of presence in the network. Social factors, another 

limitation of our research, are more accurate. Also, each hidden factor extracted separately can be the 

subject of future research. 

 

8. Conclusion 
The research aimed to identify and investigate the factors affecting the trust of organic food consumers 

in social networks by providing authentic content, prioritizing these factors, and providing a model for 

building this trust. To achieve this purpose, after studying the research literature in this field and 

interviewing the primary samples of the target audience and organic food consumers, a questionnaire 

was designed, and the information from 425 questionnaires of organic food consumers was used for 

data analysis. The results led to the discovery of 20 effective factors, which were categorized and 

modeled with the help of exploratory factor analysis in 4 categories of hidden variables with the names 

of emphasis on standards, description of product validity, credible recommenders, and valid supply. In 

the final step, with the help of a random forest algorithm, 20 identified factors were prioritized. 
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