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Abstract
On the background of a growing global emphasis on sustainable consumption and the need to understand how environ-
mental and health consciousness influence green food preferences, this research investigates the psychological factors 
influencing Vietnamese consumers’ transition to green food choices. Building on the Theory of Planned Behavior (TPB), 
we extend the model by incorporating environmental and health consciousness two additional constructs to under-
stand their impacts on green food purchase intention and behavior. Data was collected from 569 consumers in Hanoi 
in face-to-face interviews, and Partial Least Squares Structural Equation Modeling (PLS-SEM) was used for analysis. Key 
findings reveal that green food purchase intention is a strong predictor of actual purchase behavior. Perceived behavioral 
control and social influence significantly affect purchase intention, while positive attitudes towards green food also play 
a crucial role. Besides, environmental concern has a significant impact on attitudes and green food purchase intention, 
because it plays an essential role in promoting sustainable consumption. In addition, health consciousness directly affects 
the purchase intention of green food but does not change overall attitude, indicating that health-related motives are 
distinct drivers of green food purchases in the Vietnam market. Our study is a unique contribution to the literature by 
the integration of environmental and health consciousness into the TPB framework and its application in a developing 
country context. The findings offer practical implications for policymakers and businesses aiming to encourage sustain-
able consumption patterns in Vietnam.
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1 Introduction

In recent years, the demand for green products has surged due to a growing necessity for environmental protection 
and sustainable development [20, 41]. Green consumption, which is related to environmentally responsible behavior is 
crucial for more environmentally friendly production methods and for a more sustainable food systems [5]. Green foods, 
which are produced using environmentally friendly methods, are commonly defined as environmentally sustainable food 
products, minimizing environmental impacts and often ensuring health benefits for consumers [45]. A concise defini-
tion of green foods that highlights their environmentally friendly production methods and health benefits is essential to 
understand the scope of this research [7, 10]. There is a significant impact of psychological factors on consumer behav-
ior towards green foods [6, 49, 61]. A key component of realizing sustainable development goals is the shift towards 
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sustainable consumption, especially in developing nations facing increasing environmental and health concerns chal-
lenges [15, 24]. This transition is presented as a key motivation behind the study. Especially in developing countries like 
Vietnam, the trend of green food consumption has risen because rapid industrialization and urbanization have led to 
increasing environmental threats [18, 58], highlighting the need to study the factors driving sustainable consumption 
behavior. This study hypothesizes that psychological factors are driving the transition to sustainable consumption and 
that sustainable consumption is a vital goal in the context of global sustainable development.

To foster sustainable consumer behavior, a clear understanding of the psychological factors influencing consum-
ers’ green food purchase decisions is necessary [35]. Psychological factors including environmental concerns, health 
consciousness, and social influence have a great impact in shaping consumers’ attitudes and promoting green food 
purchase behavior [13, 38]. According to the theory of planned behavior (TPB), attitude, perceived behavioral control, 
and subjective norms have important effects on intention and actual behavior [1]. In the field of green food consump-
tion, attitudes toward green food reflect positive or negative evaluations of green food products. In addition, perceived 
behavioral control, which refers to the ease or difficulty of performing a behavior, is also a factor that influences consum-
ers’ green food purchase intention [33, 53]. Social influence refers to the impact of people around them such as family 
members, friends, and social norms on consumers’ green food purchase intention and behavior [4, 59]. Consumers are 
more likely to purchase green food products when people around them support such behaviors [14, 54]. In addition, 
environmental concern refers to the extent to which consumers are aware of and concerned about environmental issues 
and their willingness to engage in consumption behaviors that reduce environmental impacts [28]. Furthermore, health 
consciousness represents the extent to which consumers are aware of and concerned about their health, thereby making 
healthier food choices to protect their health [30, 34]. While there is a substantial body of research on green consumption 
behavior, a gap remains in understanding the psychological determinants influencing green food purchasing decisions 
in Vietnam, a developing country undergoing rapid industrialization and urbanization.

In Vietnam, consumers are increasingly environmentally conscious and have begun to prioritize the use of green food 
products in the hope of bringing health benefits and limiting environmental impacts [15, 24]. It is the growing concerns 
about environmental degradation and food safety that have increased the demand for sustainable consumption [24]. 
The Vietnamese government has issued various policies and initiatives to promote sustainable agricultural production 
and green consumption, which indicates the country’s commitment to sustainable development [45]. However, despite 
initial positive fundamental changes, consumer awareness of green products is still limited, and the green food market in 
Vietnam remains underdeveloped [43, 57]. Therefore, understanding the factors that encourage Vietnamese consumers 
to purchase green food is crucial for promoting green consumption.

This study aims to fill above research gap by investigating the psychological factors influencing Vietnamese consumers’ 
transition to green food choices, focusing on environmental and health consciousness in shaping Vietnamese consumers’ 
green food purchasing decisions. This study seeks to answer the following research questions: (1) How do environmen-
tal concerns, health consciousness, and social influence affect Vietnamese consumers’ attitudes toward green food? (2) 
What is the impact of these attitudes, perceived behavioral control, and social influence on their intention to purchase 
green food? (3) How does purchase intention translate into actual green food purchasing behavior? Building on the 
Theory of Planned Behavior (TPB), which posits that attitude, perceived behavioral control, and subjective norms influ-
ence behavior through intention [1], this study extends the model by incorporating environmental concern and health 
consciousness. Partial least squares structural equation modeling (PLS-SEM) is used as an effective method to analyze 
the impact of factors on Vietnamese consumers’ green food purchase intention and consumption behavior. This study 
employs a survey of 569 consumers in Hanoi and uses Partial Least Squares Structural Equation Modeling (PLS-SEM) to 
analyze the impact of psychological factors on green food purchase intention and behavior. The study contributes to 
the literature by extending TPB in the context of green food consumption in a developing country, providing practical 
implications for policymakers and businesses to promote sustainable consumption.

Previous studies on sustainable food consumption often focus on Western contexts, leaving a knowledge gap regard-
ing consumer behavior in emerging economies such as Vietnam. Moreover, the existing literature provides limited 
insights into how combined environmental and health consciousness jointly influence purchase intentions for green 
food products. Therefore, our study addresses these gaps by examining the interplay between psychological factors 
within the Vietnamese consumer context, thereby contributing to a more comprehensive understanding of sustainable 
consumption behaviors across diverse cultural and economic settings. First, the paper will contribute theoretically by 
extending the application of the theory of planned behavior by incorporating additional psychological factors related to 
consumers’ green food purchases. Second, the results of this paper contribute to providing a basis for designing effective 
strategies for policymakers and marketers to promote sustainable consumption activities of Vietnamese consumers. Third, 
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the paper provides empirical evidence in the context of developing countries, specifically Vietnam, thereby enhancing 
understanding in developed countries about consumers’ green food consumption behavior. From this, policy recommen-
dations and strategic business suggestions are proposed to encourage green food consumption behavior in Vietnam. So 
that, the study not only offers insights into sustainable consumption behavior, but also highlights unique opportunities 
and challenges in the context of developing nations, which aligns with the journal’s goal of promoting understanding 
and action towards a more sustainable future.

2  Literature review

In recent years, the research trend on green consumption behavior has received significant attention, with many arti-
cles analyzing the influence of psychological factors on fostering sustainable consumption behavior [5, 30, 31, 58]. 
This section reviews the existing literature on important psychological factors that influence green food consumption 
behavior, including environmental concerns, health consciousness, social influences, attitudes towards green foods, and 
perceived behavioral control. This review will also explore the theoretical underpinnings of these factors, particularly 
the Theory of Planned Behavior (TPB), to provide a comprehensive framework for understanding their impact on green 
food purchasing decisions.

2.1  Environmental concerns

Environmental concern is understood as an individual’s level of awareness and concern about environmental issues 
and their willingness to act to minimize negative impacts on the environment [31, 33]. Recent studies on consumer 
behavior have emphasized the important role of consumers’ environmental concerns in shaping their green consump-
tion behavior. Yadav and Pathak [58] utilized a survey with young consumers in India and found that those with higher 
environmental concern tended to have more positive attitudes towards green products. However, Moser [37] focused 
on German consumers and used a different approach, analyzing actual purchasing data. This study suggested that 
environmental concern does not always lead to green purchasing behavior, especially when price is a significant fac-
tor. Furthermore, Ogiemwonyi [40] pointed out that for consumers, environmental concerns are a factor that strongly 
influences their attitude and intention to purchase green products. Since more environmentally conscious consumers 
will tend to prioritize products perceived to be environmentally friendly, environmental concerns shape the intention 
to purchase green products [47]. Studies have explored the link between environmental concern and specific green 
behaviors. Results indicate that individuals with higher environmental concern are more likely to engage in recycling, 
energy conservation, and the purchase of eco-friendly products [48]. Therefore, the following hypotheses are proposed.

Hypothesis 1 (H1): Environmental concern positively impacts attitudes toward green foods.
Hypothesis 2 (H2): Environmental concern positively impacts green food purchase intention.

2.2  Health consciousness

Health consciousness is an important factor leading to the purchase of green food products [42, 44]. When consumers 
care about their health, they will take the time to search for products that provide allegedly health benefits, such as 
organic or natural foods. These foods are associated with being environmentally friendly and consumers believe them 
to be healthy [25, 36]. Hoang et al. [24] found that health consciousness had a significant impact on attitudes toward 
organic food in Vietnam. However, this study only focused on organic food and did not consider other types of green 
foods. Additionally, this study did not consider other factors that may influence attitudes toward green food, such as 
environmental concern. They have suggested that consumers who regularly consume organic foods are often highly 
motivated to purchase these products due to health concerns. Because consumers believe that green food products are 
safer and more beneficial for their health, health consciousness plays a key role in influencing their purchasing behavior 
for these green food products consumption [27]. It is also important to consider the role of information and trust in 
influencing the impact of health consciousness on green food purchases. Consumers may seek out information about 
the health benefits of green foods from various sources, and their trust in these sources can significantly affect their 
purchase decisions [34]. Therefore, this article proposes the following hypotheses.

Hypothesis 3 (H3): Health consciousness positively impacts attitudes towards green food.
Hypothesis 4 (H4): Health consciousness positively impacts green food purchase intentions.
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2.3  Social influence

Social influence represents the impact of people around them such as family members, friends, and social norms on 
consumers’ green food purchase intention and behavior. The Theory of Planned Behavior (TPB) has posited that subjec-
tive norms, or social influence, have a significant influence on behavioral intentions [1]. Thus, social influence significantly 
determines consumers’ intentions. Many recent studies show that green food purchasing behavior is strongly influenced 
by social influences. For example, social influences, including peer pressure and social expectations, play an important 
role in promoting green product consumption [2]. According to De Medeiros and Ribeiro [16], advice and support from 
significant others in one’s family and relationships can shape positive attitudes toward green products and increase the 
likelihood of purchase. It’s also worth noting that social influence can be both direct (e.g., through family and friends) 
and indirect (e.g., through social media and cultural norms). Understanding these different types of influence is crucial for 
effective marketing and policy interventions [2]. Based on the preceding analysis, the following hypotheses are proposed.

Hypothesis 5 (H5): Social influence positively impacts attitudes towards green food.
Hypothesis 6 (H6): Social influence positively impacts perceived behavioral control.
Hypothesis 7 (H7): Social influence positively impacts green food purchase intentions.

2.4  Attitude towards green food

Attitude toward green food refers to consumers’ positive or negative judgments toward green food products. According 
to the theory of planned behavior (TPB), attitude is the most important factor in making behavioral intention decisions 
[1]. Consumers often have positive attitudes toward green This is because green foods offer benefits such as improved 
health, a cleaner environment, sustainability, and ethical production. In a developing country, an increased green food 
purchase intention among young consumers can be expected because the number of young people with a favorable 
attitude toward green food is increasing [3, 51, 56]. Similarly, Qi and Ploeger [46] also showed that consumers are more 
likely to purchase organic foods when they have positive attitudes toward these products. The formation of attitudes 
toward green food is complex and influenced by a combination of beliefs, values, and experiences. Understanding the 
psychological processes behind attitude formation can provide valuable insights for promoting green food consumption 
[13, 38, 47]. From there, there is the following hypothesis.

Hypothesis 8 (H8): Attitude towards green food positively impacts green food purchase intention.

2.5  Perceived behavioral control

Perceived behavioral control reflects an individual’s awareness of their ability to perform a specific behavior, used in TPB 
[1]. Perceived behavioral control includes the availability of resources, opportunities, and self-efficacy. In studies on green 
foods, perceived behavioral control often describes the ease or difficulty of finding and purchasing green food products, 
financial capacity, and an individual’s belief in their ability to purchase green food products [19, 56]. According to Jia et al. 
[26], perceived behavioral control has an important impact not only on purchase intention but also on stated purchase 
behavior. Consumers are more likely to form green food purchase intentions and follow through on their purchasing 
behavior when they perceive that they have control over green food purchasing decisions, as well as the resources neces-
sary to purchase your products [39]. It is also important to consider that perceived behavioral control can be influenced 
by external factors such as availability of green food products, their price, and the information available to consumers 
[19]. From the above analysis, the following hypotheses are proposed.

Hypothesis 9 (H9): Perceived behavioral control positively impacts green food purchase intention.

2.6  Green food purchase intention

TPB posits that an individual’s behavior is predicted by their intention to perform the behavior, which in turn is influ-
enced by their attitudes, social norms, and perceived behavioral control [1]. Individuals with positive attitudes toward 
green food, perceived social support, and confidence in their ability to purchase green food are more likely to express an 
intention to do so. Additionally, Stern’s Value-Belief-Norm (VBN) theory explains that consumers’ environmental behavior 
is driven by personal values and beliefs about the environmental consequences of their actions [52]. Consumers who 
value environmental sustainability and believe that their actions can mitigate environmental harm are more likely to 



Vol.:(0123456789)

Discover Sustainability           (2025) 6:415  | https://doi.org/10.1007/s43621-025-01275-w 
 Research

engage in green purchasing behaviors. Numerous empirical studies have demonstrated that green purchase intention 
is a strong predictor of stated green purchasing behavior, as shown in the research by [13, 55]. These studies provide 
robust evidence that consumers with strong green purchase intentions are more likely to follow through with stated 
green purchases. The link between intention and behavior is crucial because understanding what drives intentions to 
purchase green food can help develop strategies to translate these intentions into actual purchases [13]. Therefore, it 
can be concluded that green food purchase intention positively impacts green food purchasing behavior.

Hypothesis 10 (H10): Green food purchase intention positively impacts green food purchasing behavior.

2.7  Proposed research model

Thus, most of the literature reviews emphasize the importance of psychological factors in forming intentions and moti-
vating green food purchasing decisions. Among them, environmental concern, health consciousness, social influence, 
attitude towards green food, and perceived behavioral control all play important roles in forming intentions and moti-
vating consumers’ green food purchasing behavior. However, there are still research gaps. While the interaction of psy-
chological factors influencing green food purchases has been explored, research in developing countries like Vietnam 
remains limited. This study addresses this gap by investigating the specific interplay of environmental concern, health 
consciousness, social influence, attitude, and perceived behavioral control in shaping Vietnamese consumers’ green 
food purchasing decisions (Fig. 1).

3  Research methods

3.1  Sampling procedure

Random sampling was used to ensure a representative sample of consumers in Hanoi. The sampling procedure for this 
article included the following steps. First, to ensure diversity in respondents’ shopping habits and socio-economic condi-
tions, five shopping centers and five traditional markets in Hanoi were randomly selected from the list of local markets 
and shopping centers provided by the Hanoi Department of Industry and Trade updated to February 2024. Then, to 
capture a variety of consumer behaviors and attitudes at different times and days during the data collection period from 
February to April 2024, the interview date was randomly selected. Random selections were conducted on the website 
https:// www. random. org. Consumers at these locations were quasi-randomly approached on each interview date. Once 
these consumers agreed, the survey was conducted as face-to-face interview and collecting data. Before answering the 
questionnaire, participants were informed about the study’s purpose and assured of the confidentiality of their responses. 
Informed consent was obtained from each participant before they proceeded with the survey. 09 interviewers were 
trained on survey implementation to ensure equal survey administration to respondents.

Fig. 1  Conceptual model with 
green boxes displaying original 
TPB-model and blue boxes 
proposed extension. Source: 
Author’s proposed model

Environmental 
Concern

Health 
Consciousness

Social Influence
Green Food Purchase 

Behaviour

A�tude towards 
Green Food

Green Food Purchase
InInten�on

Perceived 
Behavioural Control

https://www.random.org


Vol:.(1234567890)

Research  
Discover Sustainability           (2025) 6:415  | https://doi.org/10.1007/s43621-025-01275-w

3.2  Questionnaire design

The questionnaire was designed to measure relevant variables identified in the literature review, including environ-
mental concern, health consciousness, social influence, attitudes toward green foods, controlling cognitive behavior 
as well as green food purchasing intention and stated behavior. A Likert scale, from 1 to 5, was used for respondents 
to indicate their level of agreement with each statement.

The questionnaire included sections on demographic information such as age, gender, income, education level, 
and occupation; environmental concern with statements measuring respondents’ awareness and concern about 
environmental issues; health consciousness with items assessing respondents’ concern for health and their preference 
for health-related products; social influence with questions related to the impact of family, friends, and social norms 
on respondents’ purchasing behavior; attitude towards green food with respondents’ positive or negative evaluation 
statements towards green food products; perceived behavioral control with items measuring the perceived ease or 
difficulty of respondents in purchasing green foods; and green food purchasing intentions and behaviors with ques-
tions assessing respondents’ stated behaviors related to purchasing green food products (Table 1). The questionnaire 
was initially drafted in English, then translated into Vietnamese by a professional translator, and back-translated to 
ensure accuracy. A pilot study with 30 respondents was conducted to test the clarity and validity of the questionnaire. 
The results of the pilot study were used to make revisions to the questionnaire before the main data collection phase.

Table 1  Measurement scales

Source: Author, 2024

Variable Item Explanation Reference source

Environmental concern ENV1 I am very concerned about the environment when buying green food [12, 58]
ENV2 I think it is important to buy green food to protect the environment
ENV3 I am willing to pay more for green food products
ENV4 I feel a personal responsibility to help solve environmental problems

Health consciousness HLC1 I am very conscious about my health [30, 42, 44]
HLC2 I make an effort to eat healthy foods
HLC3 I regularly check the nutritional content of food products before buying them
HLC4 Maintaining a healthy lifestyle is very important to me

Social influence SCI1 People who are important to me think that I should buy green food [16, 17, 32, 54]
SCI2 I feel social pressure to purchase environmentally friendly products
SCI3 My friends and family often discuss the importance of buying green food
SCI4 The green food choices of people around me influence me

Attitude towards green food ATT1 I have a positive attitude towards buying green food [37, 53, 54]
ATT2 I believe purchasing green food is a good idea
ATT3 I think buying green food is beneficial for the environment
ATT4 I feel good about purchasing green food products

Perceived behavioral control PBC1 I am confident that I can buy green food whenever I want [26, 29, 30]
PBC2 I have the resources necessary to purchase green food
PBC3 I find it easy to choose green food over conventional food
PBC4 I believe I have control over whether I buy green food or not

Green food purchase intention INT1 I intend to buy green food shortly [15, 21, 50]
INT2 I will make an effort to purchase green food
INT3 I plan to buy green food regularly
INT4 I am likely to buy green food products

Green food purchasing behavior BEH1 I frequently buy green food [11, 33, 40]
BEH2 I have bought green food in the past month
BEH3 I prefer green food over conventional food
BEH4 I recommend green food to others
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3.3  Data analysis method

This study employs Partial Least Squares Structural Equation Modeling (PLS-SEM) for data analysis. PLS-SEM is a 
statistical technique well-suited for evaluating complex models involving multiple latent variables and their relation-
ships. PLS-SEM was chosen because of its suitability for analyzing complex relationships involving multiple latent 
constructs, particularly in exploratory studies focused on predicting consumer behavior rather than confirming 
established theories. Unlike covariance-based SEM (CB-SEM), PLS-SEM does not require data to strictly meet normal 
distribution assumptions, making it especially appropriate for studies using survey data, which often violate these 
assumptions [22]. Additionally, PLS-SEM effectively handles smaller sample sizes and provides greater flexibility in 
model specification, which is advantageous in exploring emerging theoretical relationships within the context of 
sustainable consumption behavior in Vietnam. Unlike other methods such as linear regression analysis or analysis of 
variance, PLS-SEM offers the advantage of simultaneously assessing both direct and indirect relationships between 
variables, while efficiently handling latent variables. Furthermore, PLS-SEM focuses on explaining the variance in the 
dependent variables, aligning with the study’s objective to identify the psychological factors influencing green food 
purchasing behavior [22]. The analytical process includes evaluation of the measurement model, including assess-
ment of the reliability and validity of the measurement instruments, testing composite reliability and Cronbach’s 
alpha coefficients for internal consistency as well as assessing convergent validity and discriminant validity. It also 
involves evaluating the structural model, examining relationships between latent variables by testing proposed 
hypotheses, and evaluating path coefficients and the significance of relationships, and evaluate the overall model 
fit using R-squared and other fit indices. Before running the PLS-SEM analysis, data was screened for missing values 
and outliers. Missing values were handled using the mean imputation method. Outliers were identified and removed 
by examining z-scores and box plots.

4  Results

4.1  Descriptive statistics

Table 2 shows the descriptive statistics of the samples. The survey data of 569 participants revealed that the largest 
age group is 22–34 years old, comprising 36.9% of respondents. Females represent a majority at 61.2%, this is due to 
more females going to the market to buy food for their family’s consumption in Vietnam. The highest income group 
earns below 5 million per person, representing 31.8%. University graduates make up the largest educational group at 
23.7%. The most common occupation among respondents is office staff, representing 23.9% of the sample. The sample, 
therefore, is younger, more female, wealthier, better educated, and has a higher share of office staff than the average 
population of Hanoi [23]. This sample may not be fully representative of the general population of Hanoi, potentially 
limiting the generalizability of the findings. Future research should employ stratified sampling techniques to ensure a 
more representative sample across different demographic groups.

4.2  Results of model

Two latent variables, ENC4 and SOC2, were removed from the analysis because their outer loadings were below the 
acceptable threshold of 0.7. The model has been run a second time and Table 3 presents the results. The table of factor 
loadings from the structural equation model is more than 0.7, which shows strong associations between latent constructs 
and VIF values were below 5, indicating no multicollinearity issues [22]. Accordingly, the structural equation model results 
indicate strong associations between latent constructs, with attitude, behavior, and intentions demonstrating high 
reliability. Environmental and health concerns, perceived behavioral control, and social norms significantly influence 
behavioral intentions and actions. Items ENC4 and SOC2 were removed because their outer loadings were below 0.7, a 
standard practice in PLS-SEM to ensure construct validity, and their removal did not alter the constructs’ meaning [22]. 
Retaining items with lower loadings could weaken the internal consistency and construct validity, potentially compromis-
ing the interpretability and accuracy of the results. By removing these items, the model’s reliability, discriminant validity, 
and overall robustness were improved, ensuring that the remaining measures more accurately reflect the underlying 
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constructs without altering their conceptual essence. This adjustment enhances confidence in the relationships and 
conclusions derived from the analysis, thus strengthening the overall validity of the findings Table 3).

Table 4 presents the R-square and adjusted R-square values of a linear regression model with independent variables 
ATT, BEH, INT, and PBC. INT (Intention) has the highest R-square of 0.624, indicating its significant role in explaining the 
variance of the dependent variable. ATT (Attitude), BEH (Behavior), and PBC (Perceived Behavioral Control) exhibit lower 
R-square values ranging from 0.265 to 0.342, suggesting their comparatively weaker influences on the dependent variable 
in this model. These R-squared values indicate the proportion of variance in the dependent variables that is explained by 
the independent variables. A higher R-squared value indicates a better fit of the model. The values suggest that intention 
is very well predicted by the model while other variables are less well predicted.

Table 5 provides several reliability and validity measures for constructs in a research context. Cronbach’s alpha values 
range from 0.645 to 0.801, indicating good internal consistency for the constructs. Cronbach’s alpha equals 0.645, below 
0.7, it can be accepted. Composite reliability (rho_a and rho_c) values range from 0.648 to 0.905, suggesting strong reli-
ability of the measurement scales. Average variance extracted (AVE) values range from 0.579 to 0.713, indicating that the 
constructs explain a substantial amount of variance in their respective items. Overall, these measures affirm the reliability 
and validity of the constructs ATT, BEH, ENC, HEC, INT, PBC, and SOC in the study. The acceptable level for Cronbach’s alpha 
is generally 0.7, but in some cases, values above 0.6 can be considered acceptable, especially for exploratory studies. 
Composite reliability and AVE values indicate good reliability and validity of the constructs. The constructs are therefore 
reliable and valid for further use in the analysis.

The correlation matrix (Table 6) reveals key relationships in green food purchase behavior. Attitude toward green 
food (ATT) strongly correlates with purchase intention (INT) at 0.539, supporting Ajzen [1]. Purchase intention (INT) 
is highly predictive of stated purchasing behavior (BEH) with a correlation of 0.515. Environmental concern (ENC) and 

Table 2  Characteristics of 
samples

Source: Own survey, 2024

Characteristics Responses Percent (%)

Age
 Below 22 121 21.3
 22–34 210 36.9
 35–55 134 23.6
 56 and above 104 18.3

Gender
 Male 221 38.8
 Female 348 61.2

Family income per person
 Below 5 181 31.8
 5–10 142 25.0
 10–20 129 22.7
 Higher 20 117 20.6

Education level
 Below high school 98 17.2
 High school 128 22.5
 Vocational school 117 20.6
 University 135 23.7
 Postgraduate 91 16.0

Occupation
 Students 94 16.5
 Office staff 136 23.9
 Workers 84 14.8
 Business owners 101 17.8
 Retired 75 13.2
 Other 79 13.9

Total 569 100
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Table 3  Factor loadings for 
constructs in the structural 
equation model

Source: Own survey, 2024

Items ATT BEH ENC HEC INT PBC SOC VIF

ATT1 0.796 1.310
ATT2 0.726 1.212
ATT3 0.771 1.284
BEH1 0.794 1.491
BEH2 0.809 1.478
BEH3 0.828 1.438
ENC1 0.832 1.814
ENC2 0.717 1.346
ENC3 0.905 1.785
HEC1 0.770 1.551
HEC2 0.779 1.422
HEC3 0.774 1.506
HEC4 0.748 1.468
INT1 0.840 1.684
INT2 0.838 1.693
INT3 0.839 1.614
PBC1 0.763 1.365
PBC2 0.729 1.405
PBC3 0.770 1.498
PBC4 0.781 1.602
SOC1 0.757 1.528
SOC3 0.932 2.248
SOC4 0.835 1.884

Table 4  R-square and 
adjusted R-square values for 
latent constructs

Source: Own survey, 2024

R-square R-square 
adjusted

ATT 0.342 0.339
BEH 0.265 0.263
INT 0.624 0.621
PBC 0.296 0.295

Table 5  Evaluation of 
measurement model

Source: Own survey, 2024

Cronbach’s alpha Composite reliability 
(rho_a)

Composite reliability 
(rho_c)

Average variance 
extracted (AVE)

ATT 0.645 0.648 0.809 0.585
BEH 0.74 0.746 0.851 0.656
ENC 0.764 0.860 0.861 0.675
HEC 0.769 0.774 0.852 0.589
INT 0.79 0.791 0.877 0.704
PBC 0.759 0.762 0.846 0.579
SOC 0.801 0.905 0.881 0.713
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health consciousness (HEC) both significantly correlate with purchase intention (INT) at 0.636 and 0.522, respectively. 
Social influence (SOC) shows a strong correlation with perceived behavioral control (PBC) at 0.544, indicating the 
impact of social factors on perceived control over purchasing behavior. These correlations emphasize the intercon-
nectedness of attitudes, intentions, and social influences in predicting green food purchasing behavior. The findings 
underscore the importance of these factors in shaping consumer behavior towards environmentally friendly products. 
The correlation coefficients indicate the strength and direction of the relationships between variables. Values above 
0.5 are considered strong, supporting the hypotheses made in the study.

The data analysis reveals several significant relationships in the green food purchase behavior (Table 7). Attitude 
(ATT) influences purchase intention (INT) (t = 5.25, p < 0.001), supporting Ajzen’s [1] Theory of Planned Behavior (TPB); 
therefore, hypothesis H8 is accepted. Environmental concern (ENC) impacts both ATT and INT strongly (t = 15.577 
and 10.855, p < 0.001), thus hypotheses H1 and H2 are accepted, while health consciousness (HEC) affects INT (t = 10, 
p < 0.001) but does not significantly influence attitude (ATT) (t = 1.512, p = 0.131), therefore hypothesis H4 is accepted 
and H3 is rejected. Intention (INT) is a strong predictor of stated behavior (BEH) (t = 15.836, p < 0.001), aligning with 
Kim and Park (2020), hence hypothesis H10 is accepted. Perceived behavioral control (PBC) and social influence 
(SOC) also significantly impact INT (t = 4.316 and 4.244, p < 0.001), thus hypotheses H9 and H7 are accepted, and 
SOC influences PBC (t = 20.139, p < 0.001), highlighting the importance of social factors (Smith and Paladino, 2010), 
and hypothesis H6 is accepted. The t-statistics and p-values indicate the statistical significance of the relationships 
between the variables. A p-value less than 0.05 is generally considered statistically significant, meaning that the 
results are not likely due to chance. The t-values are the ratio of the coefficient to its standard error, which measures 
how much the coefficient varies around its mean. Higher t values mean higher significance for the influence of one 
variable on another.

Table 6  Correlation matrix of 
variables

Source: Own survey, 2024

ATT BEH ENC HEC INT PBC SOC

ATT 0.765
BEH 0.334 0.810
ENC 0.567 0.369 0.822
HEC 0.247 0.313 0.273 0.768
INT 0.539 0.515 0.636 0.522 0.839
PBC 0.351 0.256 0.334 0.318 0.506 0.761
SOC 0.336 0.335 0.379 0.361 0.539 0.544 0.845

Table 7  Path coefficient and 
total indirect effect of the 
structural model

Source: Own survey, 2024

Original sam-
ple (O)

Standard deviation 
(STDEV)

T statistics (|O/
STDEV|)

p values Hypoth-
esis (Accepted/
Rejected)

ATT→INT 0.159 0.030 5.250 <0.001 Accepted
ENC→ATT 0.503 0.032 15.577 <0.001 Accepted
ENC→INT 0.356 0.033 10.855 <0.001 Accepted
HEC→ATT 0.065 0.043 1.512 0.131 Rejected
HEC→INT 0.276 0.028 10.000 <0.001 Accepted
INT→BEH 0.515 0.032 15.836 <0.001 Accepted
PBC→INT 0.152 0.035 4.316 <0.001 Accepted
SOC→ATT 0.122 0.043 2.802 0.005 Accepted
SOC→INT 0.168 0.040 4.244 <0.001 Accepted
SOC→PBC 0.544 0.027 20.139 <0.001 Accepted
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5  Discussion and implication

Our study investigated the psychological factors influencing Vietnamese consumers’ attitudes and purchase inten-
tions towards green food, utilizing an extended Theory of Planned Behavior (TPB) framework. The findings high-
light the significant roles of environmental concern, health consciousness, social influence, attitude, and perceived 
behavioral control as determinants of consumers’ intentions to purchase green food products. Overall, the results 
underline the central importance of environmental consciousness in shaping both attitudes and intentions, while 
also revealing a noteworthy differentiation between health consciousness and general environmental attitudes, 
providing new insights into consumer behavior regarding sustainable food choices in Vietnam.

5.1  Discussion of the psychological factors influencing green food purchase behavior in Vietnam

The study’s finding that attitude (ATT) strongly influences purchase intention (INT) (t = 5.25, p < 0.001) aligns with the 
Theory of Planned Behavior (TPB) as posited by Ajzen [1]. This theory posits that an individual’s attitude significantly 
shapes their intention to act. This study confirms this relationship, underscoring the importance of fostering positive 
attitudes toward green food to enhance purchase intentions. Previous studies, such as Zaremohzzabieh et al. [62] and 
Armutcu et al. [9] also support this relationship, finding that positive attitudes towards green products are significant 
predictors of purchase intention. This suggests that interventions aimed at shifting consumer attitudes towards greater 
favorability of green food products will likely yield a positive change in consumer behavior. In addition, our study extends 
the TPB by explicitly incorporating both environmental awareness and health consciousness, providing empirical evi-
dence of their differentiated effects on consumer intentions toward green food in an emerging market context. Thus, 
it contributes to the broader field of sustainable consumption by highlighting the importance of integrating multiple 
psychological drivers to better understand and predict consumer behavior in sustainability transitions.

The significant impact of environmental concern (ENC) on both attitude (t = 15.577, p < 0.001) and intention 
(t = 10.855, p < 0.001) highlights its crucial role in shaping green consumer behavior in Vietnam’s capital market. This 
result is consistent with Phuong et al. [45] and Yanyan et al. [60], who emphasize that environmental concerns are 
drivers of both attitude and intention toward sustainable products. The significant effect of ENC on both attitude and 
intention emphasizes the importance of environmental consciousness as an antecedent to green food purchasing. 
The current study thus supports the idea that increasing environmental awareness among consumers can increase 
positive attitudes and intentions towards green food consumption. This is consistent with the previous literature 
linking environmental awareness with green consumption in Asian countries [37, 51].

Interestingly, health consciousness (HEC) significantly impacts purchase intention (t = 10, p < 0.001) but does not signifi-
cantly influence attitude (t = 1.512, p = 0.131). This might be connected to attitude’s strong connection to the environment 
but a lack of reference to health. Still. this distinction is an important contribution to the existing literature, suggesting 
that while health concerns are a direct motivator for purchase intention, they don’t necessarily affect consumers’ overall 
attitude towards green food. This result is consistent with studies such as Pandey et al., [42] and Parashar et al., [44] which 
also identify health-related factors influencing purchase intentions independently of general attitudes. This indicates 
that health-related messaging should target the desire to purchase, rather than attempting to create a positive attitude. 
This result shows that the difference between environmental concern and health consciousness.

However, the observed distinction between environmental and health consciousness also highlights a notable gap 
in understanding their precise relationship and potential interactions within consumer decision-making processes. 
Further empirical investigations should explicitly examine whether consumers perceive green food primarily as 
environmentally friendly, inherently healthy, or both simultaneously. Such research could explore whether environ-
mental and health consciousness operate as distinct and separate motivators, or whether they mutually reinforce 
each other to shape consumer intentions and attitudes toward green food purchases. For instance, future studies 
might investigate potential moderation or mediation effects between these constructs, assessing if heightened 
environmental awareness amplifies the impact of health concerns, or vice versa. Clarifying the interplay and possible 
overlap between these dimensions will provide deeper insights into consumer cognition and enable policymakers 
and businesses to develop precisely tailored marketing messages. Specifically, it will allow stakeholders to better 
align their communication strategies with consumer perceptions, addressing environmental and health benefits 
either jointly or individually to effectively enhance green food consumption in Vietnam.
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The study also confirms that green food purchase intention (INT) is a strong predictor of stated purchase behavior 
(BEH) (t = 15.836, p < 0.001). This finding aligns with previous research, including Tan et al. [53], Tran et al. [57] which 
demonstrated that purchase intentions reliably predict actual purchasing behavior. Our results are also consistent with 
Mancha and Yoder [33] who showed that intention is a powerful predictor of behavior across a variety of markets. This 
suggests that interventions which can effectively foster purchase intentions will therefore be effective in fostering actual 
purchasing behavior. These findings imply that policymakers and businesses can confidently use measures aimed at 
enhancing consumers’ intentions, such as targeted marketing and educational campaigns, to effectively stimulate actual 
green food purchases. Given the robust link between intention and behavior, investments in shaping consumer inten-
tions are likely to translate into tangible shifts toward sustainable consumption practices in Vietnam.

Furthermore, perceived behavioral control (PBC) (t = 4.316, p < 0.001) and social influence (SOC) (t = 4.244, p < 0.001) 
significantly affect green food purchase intention (INT). These results are consistent with prior research by Tan et al., [53] 
researched in Malaysia. This result highlights the complex interplay of both external (social) and internal (personal agency) 
factors in shaping consumer behavior. The additional finding that social influence impacts PBC (t = 20.139, p < 0.001) 
underscores the complex interactions between social norms and an individual’s sense of control. Previous research by 
Chen and Tung [12] has similarly highlighted how social influences can impact PBC and subsequently affect the inten-
tions of consumers in Taiwan, while Armutcu et al. [8] demonstrated the effect of PBC on intentions to buy green food 
in Türkiye. This indicates that marketing strategies should also consider how social pressures and an individual’s sense 
of their own purchasing agency interact. Marketing strategies aimed at promoting green food consumption should 
account for the interplay between social norms and individual perceptions of purchasing capability. Specifically, lever-
aging social influences, such as peer endorsements or community-driven campaigns, can enhance consumers’ sense of 
control, thereby boosting their intentions toward sustainable purchasing behaviors.

Fig. 2  Structural model. Source: Modelling results, 2024
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In summary, our study underscores the multifaceted nature of green food purchasing behavior in Vietnam. This behav-
ior is shaped by a dynamic interplay between environmental concerns, health consciousness, attitudes, social norms, 
perceived control and behavioral intention. These factors operate in a complex, interrelated system, and interventions 
aimed at increasing green food purchasing should therefore take these complexities into consideration (Fig. 2).

5.2  Implication for government and businesses

The findings of this research have important implications for both governmental policy and business strategy in Vietnam.
Given the significant role of attitude (ATT) in shaping purchase intention (INT), governmental policies should prior-

itize public awareness campaigns that foster positive attitudes toward green food products. This may be accomplished 
by providing clear information on the concrete benefits associated with green food, while also clearly addressing and 
dismantling any negative preconceptions consumers may have. These initiatives should emphasize environmental con-
cerns, as these directly impact attitudes toward green food, while separately targeting health consciousness to influence 
purchase intentions. These should be evidence-based, tailored and targeted, to specific consumer needs.

Moreover, given the significant impact of environmental concern (ENC) on both attitude and intention, governmental 
policies should actively promote environmental sustainability through educational programs and support for green 
food labeling and certifications. These actions would help consumers to make informed decisions and reinforce the 
importance of sustainability in the purchasing process.

For businesses in the green food sector, marketing strategies should be carefully aligned to address consumer’s envi-
ronmental and health concerns. This means marketing should not only highlight the environmental advantages of green 
food but also emphasize the health benefits. In addition, businesses should be aware of the interaction of perceived 
behavioral control and social factors in consumer purchasing. To enhance perceived behavioral control (PBC), green 
food enterprises should improve product accessibility, offer various price points, and generally reduce any barriers to 
purchasing. Additionally, leveraging social influence (SOC) through community-based marketing and partnerships with 
local influencers can promote the social acceptability of green food consumption.

In conclusion, the implications of these findings support a multi-pronged approach toward increasing green food 
purchasing, with governmental and business strategies targeting not only consumer attitudes and intentions, but also 
structural factors such as product availability and social norms.

6  Conclusion and further research

This study provides a comprehensive analysis of the psychological determinants shaping green food purchasing behavior 
among Vietnamese consumers, offering novel insights into the distinct roles of environmental concern and health con-
sciousness in this context. However, it is important to acknowledge that the sample may not be fully representative of the 
broader Vietnamese population, as it is skewed towards younger, more educated, and wealthier individuals. The findings 
contribute to the existing literature by highlighting the importance of tailoring strategies to address both attitudinal 
and motivational factors in promoting sustainable consumption. The findings also corroborate that positive attitudes 
significantly propel consumers’ intentions to procure green food products. Furthermore, the research underscores the 
crucial role of environmental awareness, demonstrating that heightened environmental concerns substantially impact 
both the attitudes and intentions of Vietnamese consumers towards green food. This underscores the importance of 
integrating environmental considerations into strategies for sustainable consumption. The study also validates that 
purchase intentions are robust predictors of actual purchasing behavior, reinforcing the necessity of fostering strong 
consumer intentions. The results make a significant theoretical contribution by extending the application of the Theory 
of Planned Behavior (TPB). Specifically, it integrates additional psychological factors—namely, environmental concern 
and health consciousness—into the TPB framework. Furthermore, the research provides valuable empirical evidence 
by testing this expanded model within the unique context of a developing country, Vietnam. This approach addresses 
existing research gaps and enhances the generalizability of the TPB in understanding sustainable consumption behaviors 
in diverse cultural and economic settings.

Moreover, health-related motivations are identified as specific drivers, as health consciousness directly influences 
green food purchase intentions, yet it does not alter overall attitudes towards green food. This suggests that health con-
cerns represent a distinct motivating factor for consumers in this market. Finally, the study reveals that both perceived 
behavioral control and social influence significantly shape the intention to purchase green food, while social factors also 
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influence perceived control, underscoring the complex interplay between internal and external factors in consumer 
decision-making.

In summary, these findings align with existing theories and provide a deeper understanding of the multifaceted 
nature of green food consumption in Vietnam. Notably, this research elucidates the consumer transition by analyz-
ing the impact of environmental and health consciousness on green food choices, offering valuable insights for both 
governmental bodies and businesses seeking to promote sustainable practices. The study highlights the necessity of 
targeted interventions that address environmental concerns and promote the health benefits of green food products 
to encourage sustainable consumption patterns among Vietnamese consumers. Policymakers should implement tar-
geted public-awareness campaigns emphasizing the personal health benefits and environmental advantages of green 
food, leveraging influential media channels to shape consumer perceptions positively. Policymakers should implement 
targeted public awareness campaigns emphasizing the environmental and health benefits associated with green food 
consumption, tailored specifically to consumer segments identified in this study. Additionally, government support in 
the form of financial incentives or tax reductions for green food producers can stimulate market growth and enhance the 
availability and affordability of sustainable food options in Vietnam. These targeted actions could significantly accelerate 
the shift toward sustainable dietary practices at the consumer and producer levels. Businesses could adopt more trans-
parent labeling practices and strategic pricing incentives, making green food products more accessible and attractive 
to Vietnamese consumers. Additionally, collaborative efforts between policymakers and businesses, such as subsidizing 
sustainable agricultural practices, could further accelerate consumer transition toward green consumption.

This study acknowledges several limitations that warrant consideration. First, the geographical scope, confined to 
Hanoi, inherently restricts the generalizability of findings, as consumer behaviors are likely to vary across different regions. 
Second, the sample composition, characterized by a disproportionately high representation of young, female, and edu-
cated individuals, may introduce bias and limit the accurate reflection of green food consumption patterns across the 
broader population. To address these limitations, future research endeavors should broaden the geographical scope 
to encompass diverse regions, while also accounting for factors such as price and product availability. Future research 
should conduct longitudinal studies to track changes in consumer attitudes and purchase behaviors over time, allowing 
for a deeper understanding of how sustainability trends evolve in Vietnam. Additionally, exploring the role of cultural 
factors, such as traditional dietary preferences and social norms, could provide valuable insights into the underlying 
motivations and barriers to green food consumption. These investigations would further enrich the literature by con-
textualizing sustainability practices within the unique cultural landscape of Vietnam. Notably, further investigations are 
warranted to elucidate whether consumers tend to equate green food with healthy food, and whether these constructs 
exert independent influences on purchasing decisions. In addition, future studies should examine the role of specific 
demographic variables such as age, income, and education in green food purchasing, compare findings across diverse 
cultural contexts to identify cross-cultural differences, incorporate qualitative methods like interviews or focus groups to 
gain deeper insights into consumer motivations, and apply advanced modeling techniques like moderated mediation 
or multi-group analyses to reveal more nuanced relationships.
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