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The Mediating Role of Marketing Channels’ Availability
and the Moderating one of Consumers’ Demographics/
Geographics on the Relationship between their Perception
of the brand and Change in Price
A Field Study on Organic Food Products Industry
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Abstract

This research discussed the the mediating role of
marketing channels’ availability, especially retailers, and the
moderating one of consumer’s demographic and geographic
characteristics on the relationship between his/ her perception
toward organic food products’ brand and the change in their
prices. An empirical study was conducted using Probability-
Systematic Random Sampling Technique with a size of 384
observations, and the data was collected through face-to-face
meetings with the visitors of some of big-sized, medium-sized
retailers, supermarkets, and specialized stores in organic food
products (Carrefour, Spinneys, Hyper One, Sun Mall, Kher
Zaman, Kazyon, Negmet Heliopolis, Ragab’s Sons, and
Seoudi, Gourmet, and Emtenan), with a response rate of 96.6%
(371 correct questionnaires out of 384).

The collected data were analyzed using SPSS and AMOS
Programs, and a significant relationship was proved between
consumer’s perception toward organic food products’ brand
and change in their prices. Also, it is proved that consumer’s
perception toward organic food products’ brand has a
significant indirect effect on the change in their prices through

the availability of marketing channels (retailers); the more the

-c-



availability of retailers, the better the perception toward
organic food products’ brand, and the lower the consumer’s
sensitivity of the change in their prices.

Moreover, a significant difference in consumer’s
perception was proved with respect to income, age, and gender
only as moderating variables. While, the moderating effect of
consumer’s geographic location on his/ her perception toward
organic food products and their prices was insignificant.

Key words: consumer’s perception, concept of brand,
marketing channels, retailers, consumer’s demographic and
geographic characteristics, change in price, and organic food

products.
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