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Abstract. As the use of blockchain technology in the food sector has soared
in recent years, it is imperative to examine how consumers respond to this
novel practice. For this purpose, this study aims to understand the factors
influencing consumers' purchase intention for blockchain-traceable coffee.
As a hub of coffee consumption in Southeast Asia, Bangkok has advanced
in the application of QR code-based traceability in the coffee sector.
Consequently, this research employs the Stimulus—Organism—Response
(SOR) framework as a theoretical foundation to carry out a survey study,
and specifically, consumer blockchain knowledge (BK) is treated as
stimulus, consumer trust in blockchain (BT) is treated as organism and
consumer purchase intention (INT) is regarded as response. An online
survey was conducted from September to October 2025, and respondents
were recruited by using a purposive sampling technique. For the statistical
analysis, Hayes’ PROCESS macro (model 4) was applied to analyze the
mediating effect of trust in blockchain. The results revealed that BK
significantly affect BT ($=0.503, p<.001), and BT significantly predict INT
(B=0.815, p<.001). Although the direct effect of BK on INT is not significant
(B=0.032, p=.458), the indirect effect of BK on INT was confirmed
(B=0.410) with 95% bootstrapped confidence interval that zero did not exist
[0.317, 0.503]. Thus, a full mediation of Bl is exhibited. The results support
the S-O-R logic, which holds that stimuli influence consumer behavioral
responses by shaping their psychological states.

1 Introduction

Global coffee consumption continues to grow, especially in developing economies. The
global coffee market has reached USD 269 billion [1]. Thailand has emerged as a dynamic
market, contributed by the rising consumption and an expanding specialty coffee culture [2].
Beyond quantity, consumers are increasingly placing a higher value on quality-related signals
such as ethical sourcing, authenticity and the transparency of the origin of the product.

On the other hand, the coffee supply chain remains fragmented, with multiple actors
involved, ranging from farmers to retailers. In many cases, this fragmentation results in
information asymmetry, which occurs when consumers lack reliable information about
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product origin and production processes [3]. Such imbalance can undermine trust and hinder
informed decision-making.

Blockchain technology offers a promising solution by providing a decentralized,
immutable, and transparent ledger [4, 5]. Through QR-code interfaces, consumers can access
detailed information about sourcing, processing, and distribution. This technological
capability has the potential to enhance transparency and rebuild trust. Nevertheless, adoption
depends not only on technical features but also on how consumers perceive and trust the
system [6].

Although blockchain has been widely discussed in food supply chains [7], empirical
research on its application in coffee remains limited. Moreover, the psychological mechanism
linking blockchain knowledge to behavioral outcomes is underexplored, particularly in
emerging markets.

Generation Z is a critical consumer segment in Bangkok. As digital natives, they rely
heavily on mobile technologies and digital information when making purchasing decisions.
Their preference for transparency and authenticity makes them particularly relevant for
studying blockchain-enabled traceability.

Consequently, the primary objective of this study is to investigate the relationships
between blockchain knowledge (BK) and consumer trust in blockchain (BT), consumer trust
in blockchain (BT) and purchase intention (INT), and blockchain knowledge (BK) and
purchase intention (INT). In particular, the mediation effect of consumer trust in blockchain
is examined.

2 Literature Review

2.1 Stimulus-Organism-Response Model

The Stimulus—Organism—Response (SOR) model, introduced by Mehrabian and Russell [8]
and extended by Donovan and Rossiter [9] explains how environmental stimuli influence
internal psychological states, which subsequently shape behavioral responses. The model has
been widely applied in consumer research due to its ability to capture the process through
which external factors translate into actions.

In this study, blockchain knowledge represents the stimulus, as it reflects consumers’
exposure to and understanding of the technology. Trust in blockchain represents the
organism, capturing internal cognitive and affective evaluations. Purchase intention
represents the response, reflecting behavioral outcomes.

The application of SOR to blockchain contexts is particularly relevant because blockchain
introduces complex technological information that consumers must interpret. Unlike
traditional stimuli such as store atmosphere, blockchain involves abstract concepts such as
decentralization and immutability. Therefore, the role of psychological interpretation,
especially trust, is even more critical.

Consumer trust is a central construct in consumer behavior and plays a key role in
reducing perceived risk and uncertainty [10]. Blockchain technology enhances trust by
improving transparency, reducing reliance on intermediaries, and providing verifiable
information to consumers [4].

Purchase intention reflects the likelihood of a consumer purchasing a product and is
widely used as an indicator of behavioral response in marketing research.
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2.2 Blockchain Knowledge and Consumer Trust

The theory of information asymmetry [3] suggests that when consumers lack reliable
information, trust in the market decreases. Blockchain technology addresses this issue by
providing transparent and tamper-proof information.

Consumers with higher levels of blockchain knowledge are more capable of
understanding how the technology works and why it can be trusted. This understanding
reduces uncertainty and enhances confidence in the system. Empirical studies indicate that
blockchain-based transparency increases trust, particularly when consumers are familiar with
the technology [6, 11].

Thus, blockchain knowledge can be seen as a cognitive resource that enables consumers
to interpret technological signals and develop trust.

H1: Blockchain Knowledge Influences Consumer Trust in blockchain

2.3 Consumer Trust and Purchase Intention

Blockchain systems provide secure, immutable, and transparent information, which can
enhance consumers’ confidence in product authenticity. Trust plays a critical role in
consumer decision-making by reducing perceived risk and increasing willingness to act.

Studies show that blockchain-enabled traceability significantly enhances consumer trust,
which in turn drives purchase intention [12, 13]. When consumers trust that the information
provided is accurate and reliable, they are more likely to make a purchase.

Within the SOR framework, trust represents the internal psychological mechanism that
connects external stimuli to behavioral outcomes.

H2: Blockchain-based trust influences Purchase Intention

2.4 Blockchain Knowledge and Purchase Intention

Consumers with higher blockchain knowledge are more likely to recognize the value of
traceability systems. This awareness can reduce technology-related anxiety and increase
perceived benefits.

However, knowledge alone may not directly lead to purchase intention. Instead, its effect
may operate through trust, as consumers must first believe in the reliability of the system
before acting on it [14].

H3: Blockchain Knowledge Influences Purchase Intention

3 Research Method

3.1 Model Specification

To align with the framework of Stimulus-Organism-Response (SOR), relationships among
blockchain knowledge (BK), trust in blockchain (BT), and purchase intention (INT) are
modelled as follows:
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Where:

BK refers to blockchain knowledge (stimulus)
BT refers to trust in blockchain (organism)
INT refers to purchase intention (response)

All constructs in the model (BK, BT, and INT) are treated as latent reflective variables,
measured on a five-point Likert scale and treated as continuous variables in the analysis. The
model is analysed using the OLS-based Process Macro model 4, which assumes the
dependent variable is continuous. Within the S-O-R framework, BK serves as the external
stimulus, BT functions as internal cognitive evaluation, and INT represents behavioural
response. In addition, BT serves as a mediator between BK and INT.

3.2 Data collection

The online survey was conducted in Bangkok during September and October 2025, and data
were collected using purposive sampling, as our target respondents were consumers who had
previously used a traceable feature, such as a QR code. 350 questionnaires were distributed,
and 270 were ultimately returned, providing comprehensive, valid information for data
analysis.

3.3 Data analysis

For statistical analysis, Hayes” PROCESS macro [15] was used to assess the extent to which
BT mediates the relationship between consumer blockchain knowledge and purchase
intention. In particular, the indirect effects were assessed using a bootstrapping technique
with 5000 samples (Hayes, 2017). Statistical significance was determined based on bias-
corrected 95% confidence intervals (CI). When the CI does not include zero, a significant
indirect effect is confirmed. Therefore, t-values are not reported for the indirect effect.

4 Results

Table 1 exhibited the results of the mediation test by using Process Model 4. First of all, the
direct relationship between BK and BT (§ = 0.503, p <.001), and BT and INT are significant
(B =0.815, p <.001). However, the direct effect of BK on INT (f = 0.032, p = .458) is not
significant.

More importantly, the mediation effect was assessed by using a bootstrapping technique
with 5000 samples. The results reveal a significant indirect effect of BK on INT through BT,
as the 95% confidence interval does not include zero (5 = 0.410, 95% CI [0.317, 0.503]).
This means that trust in blockchain fully mediates the impact of blockchain knowledge on
purchase intention.

The findings support the stimulus—organism-response framework, indicating that
consumers’ blockchain knowledge indirectly affects their purchase intention for traceable
coffee by influencing their trust in blockchain technology. It implies that although consumers
understand blockchain technology, they tend to convert their thoughts into a real purchase if
they feel trust.
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Table 1. Mediation Analysis Using PROCESS Model 4

| 95% CI
Path B SE t-value V;’lue (LLCI, Result
ULCI)
[0.425,
H1 BK — BT 0.503 0.0397 12.657 Hkx 0.581] Supported
[0.711,
H2 BT — INT 0.815 0.0529 15.414 Hkx 0.919] Supported
[-0.053, Not
H3 BK — INT 0.032 0.0435 0.743 458 0.118] significant
Indirect BK — BT [0.317, -
Effect  INT 0.410 0.0478 — — 0.503] Significant
Mediation o o o - o Full
Type mediation

Note: N = 270; *** significant at .001 level; t-values and p-values are reported for direct
effects only; indirect effects are evaluated using bootstrapped confidence intervals (5,000
resamples).

5 Discussion and Conclusion

The results show that blockchain knowledge does not directly affect consumers’ intention to
purchase traceable coffee. Instead, its effect functions via consumer trust. It implies that
knowing only about blockchain technology is not enough to facilitate consumer buying
behaviour; rather, whether knowledge can enhance consumers' trust in this advanced
technology and system matters most.

Thus, this study highlights the role of trust as an essential psychological mechanism
bridging technology information (e.g. sourcing, manufacturing, delivering) and behaviour.
Only when consumers believe this technology can ensure transparency, traceability, and
privacy will they view it as credible and reliable; thereby, they tend to show a higher intention
to buy traceable coffee.

Further, full mediation supports the SOR framework that blockchain is an effective
stimulus that shapes consumers' internal psychological evaluation, and purchase intention
reflects consumers’ behavioural response. This path confirms that the consumer
psychological process is vital to translating technology-related information into consumer
behaviour.

6 Implications

First of all, instead of focusing on consumer education about blockchain technology, firms
should focus on communication channels that could build and empower consumer trust. In
this context, credibility, authenticity and transparency should be emphasized in the
communication process.

Second, regarding consumer trust, firms should present blockchain information in a user-
friendly way, meaning that QR codes, information on origin, planning, processing, and
delivery, as well as farmer profiles, should be clearly presented and easily understood. This
might make consumers feel comfortable and confident.

Last but not least, for coffee brands, once blockchain technology is adopted, it is
suggested that they reposition themselves as sustainable brands. This will not only translate
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their trust into action but also create their competitiveness by differentiating themselves in
the market and reinforcing consumers' perception of sustainable coffee.
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