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ABSTRACT

The concern of food consumption should be recognized from a broader perspective,
especially in emerging markets. This research was aimed at investigating the roles of nutrition
content and ecological welfare, which correspondingly constitute nutrition and environmental
sustainability, within the food consumption behaviour of Vietnamese consumers. A sample
size of 312 participants and the structural equation modelling analysis were employed to
confirm that both nutrition content and ecological welfare of the food positively affected
consumer attitude, which significantly enhanced sustainable food consumption intention in
turn. The findings theoretically contributed to the application of the stimulus-organism-
response model in the context of sustainable consumption. There were several implications for
helping food industry insiders and executives precisely understand consumers’ sustainable
behavior and being successful in the green food sector.

Keywords: Sustainable consumption, green food, sustainable behavior, structural equation
modelling.

1. INTRODUCTION

The concept of sustainable consumption has garnered considerable global attention due
to its profound implications for long-term economic development, societal well-being, and
environmental preservation. It is defined as the satisfaction of essential human needs in a
manner that does not jeopardize the Earth’s ability to sustain future generations [1]. As
environmental and resource concerns intensify, sustainable consumption has become a critical
focus in both policy and academic discourse. However, disparities in economic development
and sociocultural contexts necessitate differentiated approaches to sustainable consumption
and production in developed versus developing countries. In many developing economies,
including Vietnam, rising income levels and improved living standards have coincided with
escalating environmental pressures. This growing dilemma forces policymakers and
stakeholders to confront the trade-off between economic advancement and environmental
stewardship [2]. Therefore, further empirical exploration is needed to understand the
determinants of sustainable consumption behavior in emerging markets such as Vietnam.

Consumers’ increasing awareness of health and environmental issues has stimulated
greater interest in sustainable food choices [3]. Significant transformation within the food
industry is essential to achieve enduring sustainability [4]. While prior studies have largely
concentrated on green product purchasing behaviors or organic food consumption patterns [5,
6], this study adopts a broader lens to examine sustainable food consumption behaviors. In
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addition to nutritional information, which has been recognised in various contexts as a tool to
facilitate healthier food choices [7], the ethical and ecological dimensions of food choices,
such as animal welfare and environmental impact, are increasingly shaping consumer
behaviour [8]. Placing greater emphasis on nutritional value tends to positively influence the
likelihood of purchasing sustainable food products, as it can enhance perceived product value.
Consumers’ understanding of a product’s nutritional quality, alongside their awareness of its
environmental attributes, has shown a significant association with utilitarian benefits. These
benefits are more directly linked to consumers' decisions to buy sustainable food [9]. This
study aims to address the gap in the literature by investigating both nutritional and ecological
factors as joint influences on sustainable food consumption behaviours.

The situation in developing countries presents a unique challenge, as these nations must
often balance the demands of economic growth with the imperative of environmental
protection. As a result, numerous sustainability-related initiatives have emerged through
grassroots or "bottom-up" approaches. In particular, within the food industry, certain
sustainability practices remain uncommon or inadequately implemented in these contexts. In
contrast, sustainability models developed in industrialized nations typically depend on
intricate accounting mechanisms, rigorous monitoring systems, strong governmental
oversight, and a high level of corporate social responsibility. Such requirements may be
impractical or unattainable for many developing nations [2]. In Vietnam, consumer sensitivity
to environmental pollution and sustainable products has grown markedly. A recent PwC
survey (2024) found that over 80% of Vietnamese consumers are willing to pay more for
sustainably produced goods [10]. Similarly, a survey conducted by the Business Association
of High-Quality Vietnamese Products revealed that consumers prioritize quality, safety,
durability, cost-effectiveness, freshness, and nutritional content when purchasing food [11].
According to [12], the Deputy Director of the Investment and Trade Promotion Centre,
residents of Ho Chi Minh City are increasingly interested in environmentally friendly
products. However, actual adoption remains low, primarily due to high prices and limited
awareness of product benefits. This underscores the need for a systematic investigation into
consumer behavior toward sustainable food products in the Vietnamese context.

Although the Stimulus-Organism-Response (S-O-R) model has been employed in
research examining green and organic food consumption, its applicability to sustainable food
consumption specifically remains underexplored [9]. This study seeks to conceptualize and
empirically test a Sustainable Food Consumption Intention (SFCI) model, where nutritional
and ecological stimuli (S) influence consumer attitudes (O), which in turn affect behavioral
responses (R). The primary objective is to investigate how perceived nutritional content and
ecological welfare—representing the health and environmental dimensions of sustainability—
influence attitudes and, subsequently, intentions related to sustainable food consumption
among Vietnamese consumers.

2. THEORETICAL FRAMEWORK AND RESEARCH HYPOTHESES
2.1. The S-O-R model

The Stimulus—Organism—Response (S-O-R) framework, originally introduced by [13],
conceptualizes human behavior as a reaction to environmental stimuli, processed through
internal cognitive and emotional states. The model comprises three core components: stimuli
(S), which are external influences; the organism (O), representing the individual’s internal
evaluations and emotional reactions; and the response (R), which refers to the resulting
behavioral outcomes, such as approach or avoidance actions. In essence, the model posits that
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environmental inputs are filtered through an individual’s psychological state, leading to a
specific behavioral reaction [6].

This study applies the S-O-R model to the context of sustainable food consumption by
identifying two key external stimuli: perceived nutritional content and ecological welfare.
These stimuli symbolize the health-related and environmental dimensions of sustainability,
respectively. The internal state—or organism—is represented by consumers’ attitudes toward
sustainable food consumption, which subsequently influences their behavioral response,
measured as SFCL

The rationale for selecting nutritional content and ecological welfare as stimuli lies in
their recognized roles in shaping consumer evaluations. Nutrition labels and health claims
serve as pivotal indicators during food selection, significantly guiding purchasing decisions
[7]. Concurrently, growing societal concern for environmental protection and animal welfare
has amplified the relevance of ecological attributes in consumer decision-making [8]. While
the S-O-R model has been widely validated in domains such as organic food [6, 14], food
tourism [15], and sustainable packaging [16], its application to the broader and emerging
category of sustainable food consumption, particularly in Vietnam, warrants further empirical
validation.

2.2. Hypotheses development

Substantial empirical evidence underscores the influence of consumer attitudes on
sustainable purchasing behavior. Attitudinal orientation toward environmental issues is a
robust predictor of pro-environmental intentions [17]. A meta-analysis conducted by Zhuang
et al. [18] confirmed a strong positive correlation between green attitudes and green purchase
intentions. Likewise, Gandhi et al. [1] affirmed that favorable attitudes toward sustainable
consumption positively affect behavioral intentions. In light of these findings, the present
study posits the following hypothesis:

HI: Consumers’ attitude toward sustainable food consumption positively influences SFCI.

In the Vietnamese context, nutrition-related information is a key determinant in food
choice. Detailed labelling—including nutrient content, ingredient composition, and health-
related claims—often enhances consumers’ perceptions of product quality [19]. These
perceptions can lead to favorable attitudes, especially when consumers perceive exaggerated
health benefits [20]. Zainol et al. [21] highlighted the significant role of nutritional knowledge
in shaping attitudes toward healthy food choices among young adults. Consequently, this
research proposes the following hypothesis:

H?2: Nutrition content positively influences consumers’ attitude toward sustainable food
consumption.

Environmental protection and animal welfare considerations are also critical in shaping
attitudes toward organic and sustainable food. Prior research demonstrates that heightened
concern for ecological welfare is associated with positive attitudes toward organic products
[22]. Although earlier studies [23] noted that health and environmental factors tend to
outweigh animal welfare in influencing purchase behavior, the importance of ecological
attributes remains significant [24]. Accordingly, this study proposes the following hypothesis:

H3: Ecological welfare positively influences consumers’ attitudes toward sustainable
food consumption.
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Figure I. Theoretical framework

3. METHODOLOGY
3.1. Data collection

This study employed a quantitative research design utilizing a self-administered online
questionnaire distributed during March and April 2025. A total of 320 responses were
collected from participants across various regions in Vietnam. After data screening, 312
responses were deemed valid and retained for analysis using Partial Least Squares Structural
Equation Modelling (PLS-SEM).

To ensure geographic diversity and maximize participation, the questionnaire was
disseminated via a range of social media platforms and targeted online communities. These
digital environments were selected strategically to capture responses from consumers who are
likely to engage in or express interest in SFCI.

All measurement items were adapted from validated sources in prior research to ensure
construct validity and reliability. Specifically, Nutrition Content was measured using four
items derived from [25], focusing on the perceived health-related attributes of food products.
Ecological Welfare was assessed through four items based on the scale developed by
Lindeman & Vaidndnen [26], which evaluates ethical concerns, including animal well-being
and environmental impact. Attitude Toward Sustainable Food Consumption was
operationalized using three items adopted from [27], capturing consumers’ affective and
cognitive evaluations of sustainable food. SFCI was measured using three items developed by
Yadav & Pathak [28] and further supported by Horrich et al. [29], reflecting the likelihood of
consumers engaging in sustainable food purchasing behavior. Each item was rated on a 5-point
Likert scale, ranging from 1 (“strongly disagree”) to 5 (“strongly agree”), enabling the
quantification of consumer attitudes and behavioral intentions.

Table 1. Measurement scales

Constructs Codes Items Sources
Nutrition NC1 | Sustainable food contains a lot of vitamins and [25]
content minerals

NC2 | Sustainable food keeps me healthy

NC3 | Sustainable food is nutritious

NC4 | Sustainable food is high in protein

Ecological EW1 | Sustainable food has been produced in a way which [26]
welfare has not shaken the base of nature
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EW2 | Sustainable food is packaged in an environmentally
friendly way

EW3 | Sustainable food has been produced in a way that
animals have not experienced pain

EW4 | Sustainable food has been produced in a way that
animals' rights have been respected

Attitude AT1 | Buying sustainable food is a good idea [27]
toward . . .

sustainable AT2 | Buying sustainable food is pleasant

food AT3 | Ilike the idea of buying sustainable food

consumption

Sustainable CI1 | I am willing to buy sustainable food while shopping [28]
food . I will make an effort to buy sustainable food in the
consumption

) . CI2 | near future

Intention

CI3 | I will definitely consider buying sustainable food

3.2. Sample description

Demographic analysis revealed that 46% of respondents were aged between 25 and 34
years, with female participants accounting for 55% of the total sample. In terms of income,
nearly half of the participants reported earning between USD 500 and USD 1,000 per month.
When asked about their familiarity with sustainable food, the majority indicated that they were
aware of and understood the concept, while approximately 18% had heard of it but lacked
clear comprehension.

4. RESULTS

4.1. Measurement model

Table 2 presents the assessment of validity, reliability, and variance inflation factors
(VIF) for the measured constructs. All Cronbach’s alpha (a) values for all constructs are above
the 0.70 threshold, and the factor loadings for each construct are above the acceptable cutoff
of 0.50. Composite reliability (CR) values surpass the 0.70 criterion, while the average
variance extracted (AVE) for all constructs exceeds the minimum threshold of 0.50. These
findings confirm that the constructs exhibit satisfactory convergent validity [30]. Moreover,
the VIF values reported in Table 2 are well below the critical value of 3.3, suggesting that
multicollinearity does not pose an issue in this study [31].

Table 2. Cronbach's Alpha, CR, AVE and VIF scores for constructs

Variables Cronbach'sa | CR | AVE | VIF
Attitude Toward Sustainable Food Consumption 0.830 0.898 | 0.747 | 1.000
Ecological Welfare 0.894 0.926 | 0.758 | 1.035
Nutrition Content 0.933 0.952 | 0.834 | 1.035
Sustainable Food Consumption Intention 0.773 0.868 | 0.686
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Table 3. Loading and cross-loadings

Attitude Toward | Ecologica | Nutrition . .
Sustainable Food | 1 Welfare Content Susmmalﬁlet;%ooifg?)s umption
Consumption (AT) (EW) (NO)

ATl 0.873 0.230 0.266 0.449

AT2 0.848 0.235 0.286 0.436

AT3 0.871 0.308 0.317 0.436

Ccli 0.444 0.229 0.203 0.830

CI2 0.366 0.180 0.145 0.807

CI3 0.448 0.285 0.236 0.848

EW1 0.206 0.839 0.135 0.185

EW2 0.320 0.894 0.122 0.292

EW3 0.238 0.822 0.197 0.258

Ew4 0.254 0.924 0.192 0.229

NC1 0.311 0.183 0.908 0.217

NC2 0.319 0.147 0914 0.216

NC3 0.318 0.177 0.890 0.211

NC4 0.271 0.159 0.939 0.228

Discriminant validity was subsequently assessed using established evaluation criteria.
The square roots of the AVE (Table 4) for each construct exceed the correlations with other
constructs [32]. Additionally, all Heterotrait-Monotrait (HTMT) ratios were below 0.90 [33],
and each construct’s item loadings were higher than their corresponding cross-loadings. These
results demonstrate satisfactory discriminant validity [34].

Table 4. Discriminant validity

AT | EW | NC CI
Fornell-Larcker Criterion
AT 0.864
EwW 0.299 | 0.871
NC 0.336 | 0.183 | 0.913
CI 0.510 | 0.283 | 0.239 | 0.828
Heterotrait-Monotrait Ratio (HTMT)
AT
EW 0.337
NC 0.379 | 0.202
CI 0.632 | 0.329 | 0.277
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4.2. Path analysis

Evaluating the suitability and predictability of the model is an important step to
confirm the reliability of the research hypotheses. In this study, the index used is the Stone-

Geisser Q? index, which tests the model's predictability of dependent variables.

Table 5. Stone-Geisser's Q? statistic value

SSO SSE Q? (=1-SSE/SSO)
Attitude Toward Sus‘Falnable Food 936.000 824.932 0.119
Consumption
Ecological Welfare 1248.000 | 1248.000
Nutrition Content 1248.000 | 1248.000
Sustainable Food. Consumption 936.000 775 374 0.172
Intention

As shown in Table 5, the Stone-Geisser’s Q? statistics for the key constructs—Attitude
Toward Sustainable Food Consumption and Sustainable Food Consumption Intention—are
greater than zero, indicating that the model demonstrates satisfactory predictive relevance.
Additionally, the standardized root mean square residual (SRMR) value of 0.063 is less than
0.08, indicating an acceptable level of model fit. Overall, the model has good fit [35].

Table 6. Hypothesis testing

Beta S.D. | T Statistics | p-values R? 2
EW > AT 0.246 0.051 4.869 0.000 0.071
NC -> AT 0.291 0.063 4.601 0.000 0171 0.099
AT > CI 0.510 0.061 8.366 0.000 | 0.260 0.351

As recommended by [34], R? values of 0.75, 0.50, and 0.25 are considered indicative of
substantial, moderate, and weak levels of explanatory power, respectively. Based on these
benchmarks, the results indicate that the nutrition content and ecological welfare exert a small
effect on both Attitude Toward Sustainable Food Consumption and Sustainable Food
Consumption Intention (Table 6). Furthermore, following [36] f? criteria, the findings reveal a
small effect size for Ecological Welfare and Nutrition Content, while Attitude Toward
Sustainable Food Consumption demonstrates a large effect size.

As Table 7, all hypotheses are accepted with the path coefficients significant at p < 0.001.
Nutrition Content has the most significant effect on attitude toward sustainable food
consumption (f =0.291), followed by Ecological Welfare (B = 0.246), Finally, attitude toward
sustainable food consumption positively influences positive Sustainable Food Consumption
Intention ( = 0.510).

Table 7. Indirect effect

Beta T Statistics | p-Values Mediation
EW > AT -> CI 0.110 3.962 0.000 Parital
NC -> AT ->CI 0.130 3.654 0.000 Full
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Table 7 shows that attitude toward sustainable food consumption has a significant positive
mediating effect between Nutrition Content, Ecological Welfare and Sustainable Food
Consumption Intention. However, the direct relationship between Nutrition Content and
Sustainable Food Consumption Intention is not significant. Thus, attitude toward sustainable
food consumption plays as a full mediator between the relationship between Nutrition Content
and Sustainable Food Consumption Intention.

5. CONCLUSION

The study investigated the influence of two key stimuli—nutritional content and
ecological welfare—on consumer attitudes and their subsequent intention to engage in
sustainable food consumption. The findings revealed that both independent variables exerted
significant positive effects on consumer attitudes. Among the two, nutritional content
demonstrated a more substantial influence, suggesting that health-related attributes are a
primary driver of consumer perception in this domain.

This insight aligns with earlier research emphasizing that consumers frequently associate
nutritional claims with improved health outcomes, which enhances product appeal and
credibility. Nevertheless, ecological considerations—including concern for environmental
sustainability and animal welfare—also contributed meaningfully to attitude formation. This
dual influence underscores the multidimensional nature of sustainable food evaluation by
Vietnamese consumers.

Furthermore, a statistically significant relationship was established between consumer
attitudes and their intention to purchase or consume sustainable food. This confirms the
proposed theoretical model and is consistent with prior empirical evidence [18, 1], which
emphasizes that favorable attitudes are reliable predictors of sustainable consumption
behaviors.

5.1. Theoretical implications

This research offers meaningful contributions to the growing body of literature on
sustainable consumption by validating the applicability of the S-O-R framework in the specific
context of sustainable food in Vietnam. While earlier applications of this model have focused
on organic or green products, this study extends its utility by integrating both health and
ecological perspectives, thereby providing a more comprehensive understanding of
sustainable food consumption behavior.

The study also addresses a notable gap in the literature by focusing on an emerging
economy, where sustainable consumption dynamics may differ significantly from those in
developed markets. By capturing these contextual nuances, the research contributes to theory-
building that is both culturally and economically relevant.

5.2. Managerial implications

From a practical standpoint, the findings yield several implications for businesses,
marketers, and policy-makers operating in the sustainable food sector. Given that both
nutrition and ecological welfare significantly shape consumer attitudes, stakeholders should
design and communicate product offerings that emphasize these dual benefits.

For businesses, this means clearly labelling and marketing nutritional value while
simultaneously highlighting environmentally friendly and ethical production practices.
Government agencies and non-profit organizations may also play a role by raising public
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awareness about the long-term benefits of sustainable food products, thereby reinforcing
positive attitudes and promoting behavioral shifts at scale.

Ultimately, by aligning product attributes with consumer values related to health and
sustainability, organizations can cultivate more robust and enduring consumer engagement
with sustainable food options.

5.3. Limitations and future research

While this study contributes valuable insights into the determinants of sustainable food
consumption intentions in Vietnam, several limitations must be acknowledged, which also
pave the way for future research.

First, the current research model concentrates on two primary stimuli—nutrition content
and ecological welfare—as antecedents to consumer attitudes. Although these factors
represent critical dimensions of sustainable consumption, they do not fully capture the broad
spectrum of motivations that may influence consumer decision-making. Future studies should
consider incorporating additional constructs such as price sensitivity, cultural values, social
influence, brand trust, and perceived behavioral control to construct a more holistic
framework.

Second, the data collection was confined to an online, self-selected sample, which may
not accurately reflect the broader Vietnamese population. Although efforts were made to
ensure regional diversity, the possibility of sampling bias cannot be excluded. To enhance
generalizability, subsequent research should employ probabilistic sampling techniques and
consider larger, nationally representative samples.

Third, the study adopts a cross-sectional design, limiting its ability to infer causality or
detect changes in consumer behavior over time. Longitudinal studies would be valuable in
capturing evolving consumer perceptions and the long-term effects of marketing or policy
interventions aimed at promoting sustainable consumption.

Finally, while this study focuses exclusively on Vietnam—a developing economy—
cross-national comparative studies are essential to understand how sustainable food
consumption behavior varies across cultural and economic contexts. Future research could
explore differences and similarities between developed and developing countries, thereby
contributing to a more global understanding of sustainable food consumption dynamics.

REFERENCES

1. Gandhi, M., Gupta, P., & Sharma, R. - From intentions to actions: A structural
equation modeling approach to understanding sustainable consumption behaviour.
Journal of Cleaner Production 490 (2025) 144767.
https://doi.org/10.1016/].jclepro.2025.144767

2. Wang, C., Ghadimi, P., Lim, M.K., & Tseng, M-L. - A literature review of sustainable
consumption and production: A comparative analysis in developed and developing
economies. Journal of Cleaner Production 206 (2019) 741-754.
https://doi.org/10.1016/j.jclepro.2018.09.172

3. Smith, S., & Paladino, A. - Eating clean and green? Investigating consumer
motivations towards the purchase of organic food. Australasian Marketing Journal 18
(2010) 93-104. https://doi.org/10.1016/j.ausmj.2010.01.001

298


https://doi.org/10.1016/j.jclepro.2018.09.172

Sustainable food consumption as an evolving context of Vietnamese consumer behavior

4,

10.

11.

12.

13.

14.

15.

16.

17.

Coderoni, S. & Perito, M.A. - Sustainable consumption in the circular economy. An
analysis of consumers’ purchase intentions for waste-to-value food. Journal of Cleaner
Production 252 (2020) 119870. https://doi.org/10.1016/j.jclepro.2019.119870

Shimul, A.S., Cheah, 1., Khan, B.B. - Investigating female shoppers’ attitude and
purchase intention toward green cosmetics in South Africa. Journal of Global
Marketing 35 (1) (2022) 37-56. https://doi.org/10.1080/08911762.2021.1934770

Lee, HJ., & Yun, Z.S. - Consumers’ perceptions of organic food attributes and
cognitive and affective attitudes as determinants of their purchase intentions toward
organic food. Food Quality and Preference 39 (2015) 259-267.
https://doi.org/10.1016/j.foodqual.2014.06.002

Kanter, R., Vanderlee, L., & Vandevijvere, S. - Front-of-package nutrition labelling
policy: global progress and future directions. Public Health Nutrition 21 (8) (2018)
1399-1408. https://doi.org/10.1017/s1368980018000010

Padel, S., & Foster, C. - Exploring the gap between attitudes and behaviour:
Understanding why consumers buy or do not buy organic food. British Food Journal
107 (8) (2005) 606—625. http://dx.doi.org/10.1108/00070700510611002

Qi, X., & Ploeger, A. - An integrated framework to explain consumers’ purchase
intentions toward green food in the Chinese context. Food Quality and Preference 92
(2021) 104229. https://doi.org/10.1016/j.foodqual.2021.104229

Viet Nam News - Businesses say there is growing demand for organic products.
(2025). Retrieved from https://viethamnews.vn/economy/1691064/businesses-say-
there-is-growing-demand-for-organic-products.html

Mai Chi Tran - Capitalizing on Vietnam’s Healthy and Sustainable Living Trend: A
Guide for International Retailers. Vietnam Briefing. (2023). Retrieved from
https://www.vietnam-briefing.com/news/capitalizing-on-vietnams-healthy-and-
sustainable-living-trend-a-guide-for-international-retailers.html/

Ho Thi Quyen - Green production, a game changer for the food industry. (2025).
Retrieved from https://en.vietnamplus.vn/green-production-a-game-changer-for-the-
food-industry-post311364.vnp

Mehrabian, A., & Russell, J. - An approach to environmental psychology. Cambridge,
MA: MIT Press (1974).

Hempel, C., & Hamm, U. - Local and/or organic: A study on consumer preferences
for organic food and food from different origins. International Journal of Consumer
Studies 40 (6) (2016) 732—741. https://doi.org/10.1111/ijcs.12288

Kim, M. J.,, Lee, C.-K., & Jung, T. - Exploring consumer behavior in virtual reality
tourism using an extended stimulus-organism-response model. Journal of Travel
Research 59 (1) (2018) 69-89. https://doi.org/10.1177/0047287518818915

Ketelsen M., Janssen M., & Hamm U - Consumers’ response to environmentally-
friendly food packaging - A systematic review. Journal of Cleaner Production 254
(2020) 120123. https://doi.org/10.1016/j.jclepro.2020.120123

Perera, C., & Hewege, C. - Climate change risk perceptions among green conscious
young consumers: implications for green commodity marketing. Journal of Consumer
Marketing 35 (7) (2018) 754-766. https://doi.org/10.1108/JCM-01-2018-2537

299



Thi Huong Giang Vo, Thi Quynh Nhu Nguyen, Duy Binh Luong

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

Zhuang, W., Luo, X., & Riaz, M.U. - On the factors influencing green purchase
intention: a meta-analysis approach. Frontiers in Psychology 12 (2021) 644020.
https://doi.org/10.3389/fpsyg.2021.644020

Scrinis, G., & Parker, C. - Front-of-pack food labeling and the politics of nutritional
nudges. Law & Policy 38 (3) (2016) 234-249. https://doi.org/10.1111/lapo.12058

Folkvord, F., Bergmans, N., & Pabian, S. - The effect of the nutri-score label on
consumer’s attitudes, taste perception and purchase intention: An experimental pilot
study. Food Quality and Preference 94 (2021) 104303.
https://doi.org/10.1016/j.foodqual.2021.104303

Zainol, Z., Yahaya, R., Osman, J., Razak, A.A., & Mohamad, A.M. - Nutrition label
knowledge and attitude to affect healthy food choice among young consumers in
Malaysia. Turkish Journal of Computer and Mathematics Education 12 (3) (2021)
701-710. http://dx.doi.org/10.17762/turcomat.v12i3.776

Khare, A. - Antecedents to green buying behaviour: a study on consumers in an
emerging economy. Marketing Intelligence & Planning 33 (3) (2015) 309-329.
https://doi.org/10.1108/MIP-05-2014-0083

Aarset, B., Beckmann, S., Bigne, Enrique, Beveridge, M., Bjorndal, T., Bunting, J., et
al. - The European consumers’ understanding and perceptions of the ‘‘organic’’ food
regime: The case of aquaculture. British Food Journal 106 (2) (2004) 93-105.
https://doi.org/10.1108/00070700410516784

Magnusson, M. K., Arvola, A., Hursti, U.-K. K., Aberg, L., & Sjodén, P.-O. - Choice
of organic foods is related to perceived consequences for human health and to
environmentally friendly behavior. Appetite 20 (2) (2003) 109-117.
https://doi.org/10.1016/S0195-6663(03)00002-3

Steptoe, A., Pollard, T. M., & Wardle, J. - Development of a measure of the motives
underlying the selection of food: The food choice questionnaire. Appetite 25 (3)
(1995) 267-284. https://doi.org/10.1006/appe.1995.0061

Lindeman, M., & V"a"an"anen, M. - Measurement of ethical food choice motives.
Appetite 34 (1) (2000) 55-59. https://doi.org/10.1006/appe.1999.0293

Wang, Y., Wiegerinck, V., Krikke, H., & Zhang, H. - Understanding the purchase
intention towards remanufactured product in closed-loop supply chains: An empirical
study in China. International Journal of Physical Distribution & Logistics
Management 43 (10) (2013) 866—888. http://dx.doi.org/10.1108/IJPDLM-01-2013-
0011

Yadav, R., & Pathak, G. S. - Intention to purchase organic food among young
consumers: Evidences from a developing nation. Appetite 96 (2016) 122-128.
https://doi.org/10.1016/j.appet.2015.09.017

Horrich, A., Ertz, M., & Bekir, L. - The effect of information adoption via social media
on sustainable consumption intentions: the moderating influence of gender. Current
Psychology 43, 16349-16362 (2024). https://doi.org/10.1007/s12144-023-05526-9

Hair, J.F., Black, W.C., Babin, B.J ., & Anderson, R. E. - Multivariate Data Analysis.
Pearson Prentice Hall, Upper Saddle River, New Jersey (2009).

Hair J.F., Sarstedt, J., Hopkins, M,L., & Kuppelwieser, V.G. - Partial least squares
structural equation modeling (PLS-SEM): An emerging tool in business research.
European Business Review 26 (2) (2014) 106-121.

300



Sustainable food consumption as an evolving context of Vietnamese consumer behavior

32. Fornell, C., & Larcker, D.F. - Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing Research 18 (1)
(1981) 39-50.

33. Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. - When to use and how to
report the results of PLS-SEM. European Business Review 31 (1) (2019) 2-24.

34. Hair, J.F., Hult, G.T.M., Ringle, C. M., Sarstedt, M., Thiele, K. O. - Mirror, mirror on
the wall: a comparative evaluation of composite-based structural equation modeling
methods. Journal of the Academy of Marketing Science 45 (5) (2017) 616—632.

35. Hu, L-T, Bentler, P. M. - Cutoff criteria for fit indexes in covariance structure analysis:
conventional criteria versus new alternatives. Structural Equation Modeling: A
Multidisciplinary Journal 6 (1) (1999) 1-55.

36. Cohen, J. - Statistical Power Analysis for the Behavioral Sciences, second ed.,
Routledge, New York (2013).

TOM TAT

TIEU DUNG THUC PHAM BEN VUNG NHU MOT BOI CANH DANG PHAT
TRIEN TRONG HANH VI NGUOI TIEU DUNG VIET NAM

V3 Thi Huong Giang', Nguyén Thi Quynh Nhu'*, Luong Duy Binh?
"Trong Pai hoc Cong Thwong Thanh phé Ho Chi Minh
ZTru’U‘ng Pai hoc Sai Gon
*Email: nhuntquynh@huit.edu.vn

Van dé tiéu dung thuc pham can dugc nhin nhan dudi goc do rong hon, dic biét trong
bbi canh cac thi truong méi ndi. Nghién ciru nay nham kham pha vai tro ciia ham luong dinh
dudng va phuc loi sinh thai — twong tmg v6i cac khia canh bén vitng vé dinh dudng va moi
truong — trong hanh vi tiéu ding thyc pham ctia nguoi ti€u dung Viét Nam. Vi c& méiu gém
312 nguoi tham gia va phuong phap phéan tich mé hinh cdu trac (SEM), két qua nghién ctru
cho thdy ca hai yéu t6 ham luong dinh dudng va phuc loi sinh thai caa thuc phdm déu c6 anh
huéng tich cuc dén thai do ciia nguoi tiéu ding, tir &6 gop phan nang cao y dinh tiéu dung
thyc pham bén viing mot cach dang ké. V& mit 1y thuyét, nghién ctru dong gdp vao viéc van
dung md hinh Kich thich — Chu thé — Phan tng (S-O-R) trong bi canh tiéu ding bén viing.
Bén canh d6, cic két qua nghién ciru mang lai nhiéu ham y thuc tién cho cic nha san xuat,
kinh doanh va quén 1y trong nganh thyc pham, gitup ho hiéu rd hon vé hanh vi tiéu dung bén
viing va nang cao kha ning thanh cong trong linh vuc thyc phim xanh.

Tir khéa: Tiéu dung bén ving, thyc phdm xanh, hanh vi bén viing, mé hinh phuong trinh
cau truic.
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