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ABSTRACT 

The human perspective on food has changed a lot. Initially, people fulfill their food needs just to 

survive or not starve. But nowadays, this is all changing, humans prioritize nutrition and 

environmentally friendly products. Of course, this is interesting because consumer behavior explains 

that consumers may not be interested in this type of food. The aim of this study is to know the 

determinant factors of consumer purchasing intention of environmentally sustainable food. To 

systematize the obtained results, this paper offers a literature review from the Scopus database. The 

literature used for the study is related to consumer intention for sustainable agricultural foods. The 

articles included in the review were selected on the basis of the aim of the research. Consumers 

purchasing intention of environmentally sustainable food is influenced by internal and external 

factors. Internal factors consist of age, gender, and education. Meanwhile, external factors consist of 

prestige, price and product information. The main strategies that need to be done to increase 

consumer purchasing intention are to encourage the efficiency of production and logistics of the 

environmentally sustainable food and to increase cooperation between stakeholders to disseminate 

content and benefits of the products. 
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1. Introduction 
  
Various fields of research, including economics, have studied consumer behavior in depth. Several 
consumer behavior studies focus on how individuals or households make decisions to maximize utility 
and satisfaction when purchasing goods and services [1]. In general, consumers exhibit asymmetric 
behavior in searching for, purchasing, consuming, and evaluating the products and services they 
choose [2]. 
 Consumer behavior can quickly change like resembles actions in a film where each actor has lines, 
props, and costumes that are necessary to a good performance. Since people act out many different 
roles, they may modify their consumption decisions according to the particular ‘play’ they are in at the 
time. The criteria that they use to evaluate products and services in one of their roles may be quite 
different from those used in another role [3]. Understanding consumer behavior will help us to 
understand how changes in income, prices, and other factors affect the demand for goods and services 
and why the demand for some products is more sensitive than others to changes in prices and income 
[4]. Consumers increasingly choose foods that are assured to be healthier, safer, and more 
environmentally friendly [5]. 
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 The external and internal factors have greatly influenced consumer decisions. External factors 
included in the marketing and other stimuli groups, such as family, reference group, social class, 
culture, religion and ethnicity, geography, and others. This group then added a marketing mix, namely 
product, price, place, and promotion. Next, the internal factor that Kotler and Armstrong called the 
buyer's Black Box consists of motivation, perception, knowledge, attitudes, and memory. Then, 
consumers will have an intention and make a response or decision to purchase or not to purchase [6]. 
 One of the products that humans really need is food. Even though Robert Malthus said one day 
humans will have limited or shortage of food, it turns out that consumers still choose food according to 
their respective tastes. It is interesting to study because as previously stated, consumer behavior is very 
much influenced by many factors. The human perspective on food has also changed a lot. After the 
second world war, peoples fulfill their food needs just to survive or not starve. But nowadays, humans 
have realized the need to fulfill nutrition so that regulating the type of food becomes obligatory.  
 The other considerations, people's awareness of the environment has increased the demand for 
environmentally friendly food products. The pattern of crop cultivation has changed from the initial 
use of chemicals, what we know as the Green Revolution, to be minimizing the use of chemical 
pesticides and fertilizers. The pattern of land clearing has also become one of the concerns of 
consumers. Initially, consumers were willing to accept food products resulting from the conversion of 
forests to agricultural land (deforestation). Now, consumers are aware of damaging the environmental 
ecosystem or climate change, and consumers want the producers to provide environmentally friendly 
products. Then it followed by various certifications for environmentally friendly food products or eco-
label, as well as agreements between exporting countries and importers such as Roundtable on 
Sustainable Palm Oil.  
 However, these are not necessarily enough, there are still prices, quality, or other factors that may 
cause consumers not to intend to buy environmentally sustainable food. So, the aim of this study is to 
know the determinant factors of consumer purchasing intention of environmentally sustainable food. 
 
2. Methods 
  
 Regarding the search criteria, a literature research has been carried out using Scopus online 
database (www.scopus.com). The research considered a period of approximately 5 years, from January 
2015 to December 2020. The searching process considered different combinations of the following 
keywords: ‘consumer’, ‘purchasing intention’, ‘sustainable’, ‘agricultural product’, and 
‘environmental’. These combinations have to appear in any of the sections of the eligible article. Then, 
70 articles were identified in the Scopus database search, including double counts. Further, accurate 
screening of the identified papers was carried out to assess their relevance according to the aims of the 
literature review. Based on the title and abstract, 12 articles were selected and included in the 
consumer intention for environmentally sustainable agricultural products. 
 
3. Results and Discussion 
  
 At first, ecology for some consumers is an attribute that is considered not very important. 
However, in recent times, this attribute has become one of the main considerations for consumers 
when purchasing products. Various requests regarding environmental sustainability certification are 
growing in the food business and can be stimulating farmers to also participate [7]. Even consumers 
will stop buy products produced by companies that pollute the environment. This relates to the social 
responsibility of each individual to defend the environment against economic progress and a higher 
level of concern for pollution [8]. This awareness is ultimately shared by consumers of food products. 
 Consumers who buy environmentally sustainable foods have several considerations. First, related 
to products, where quality is the most important. Consumers believe that when consuming a good 
product will guarantee the environment will be safe. However, this must be based on consumer 
knowledge about the impact of environmentally sustainable products that can be good for the land and 
the environment. Likewise, for livestock products, consumers consider the importance of meat 
branding that shows traceability in order to ensure that they are more secure in purchasing a product of 
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the desired quality. Furthermore, animal welfare is also a main consideration by consumers with 
greater involvement in the sustainability of meat purchasing. Second, consumer preferences and 
awareness about the benefit of the products on personal and family health. If a consumer already 
shopping for environmentally sustainable foods, like organic products, and learn about the health 
benefits and higher nutritional values, then their preference for healthy food will increase, and 
shopping this product again. Next reason is social factors. The case in China shows that there are 
consumers who choose this product because of prestige, the desire to be recognized as having high 
social status in the community. Another factor, social media, also shapes consumers' intention to 
purchase environmentally sustainable food because this media provides a lot of information about the 
benefits of products for health and the environment. The last reason is the perceived economic value 
of the products. Rational consumers really expect to get maximum economic value, that is spend as 
little income as possible but get high-quality products. Moreover, a country that has a lot of poor 
citizens will be prioritizing economic value more than other attributes during their shopping trips. 
Low-income consumers are reluctant to buy environmentally sustainable food because they think of 
these foods as "elite", “luxuries for the rich”, “upscale”, “marketing hype”, or "for certain folks" [9, 
10. 11, 12, 13]. 
 Consumers in a developed country have a different thought while purchasing environmentally 
sustainable food, especially spend their money. For example, in Japan, consumers would be willing to 
pay for environmentally friendly agricultural products, especially organic products. In fact, they are 
willing to pay up to 33% more expensive for organic and safe products than conventional products. 
Labels regarding product information are the main consideration for consumers to do that. Consumers 
place great emphasis on detailed and clear information about food security and healthy. Other 
information that consumers need is the pesticides and fertilizers that are used to produce it as well as 
an effective communication suggestion to enhance the sustainable agricultural market. This also 
facilitates the process of product certification by trusted institutions [14]. 
 The importance of the safety food certificate is also one of the considerations for consumers in 
developing countries to choose environmentally sustainable food. In China, consumers prefer meat 
that has organic and green food certification. Both represent the highest level of food safety. However, 
as previously explained, prices can reduce the consumption of environmentally sustainable food in 
developing countries [9, 15]. 
 In another developed country, Italy, consumers are very concerned about food quality. If they 
want to buy food products, they will read food labels, certification, origin, and nutritional values. 
Even, if their knowledge has increased, consumers are willing to buy waste to value (WTV) food that 
is environmentally friendly. Knowledge about environmental sustainability and the naturalness of 
products makes the consumer easy to accept these foods [16]. The same findings also occur in 
developing countries. The issue of protecting the environment also motivates consumers to purchase 
environmentally friendly agricultural products [17]. 
 Meanwhile, the inherent factors in each individual have different influences. Older peoples are 
less likely to buy environmentally sustainable food because of their conservative attitude towards 
rejecting new foods or technologies. This condition is the opposite of the educational factor, where an 
educated person is more rational and has a huge willingness to purchase environmentally sustainable 
foods. They pay attention to the various benefits for themselves and the environment. A similar 
situation occurred with male peoples who were more open to receive this food because they also paid 
attention to these benefits [16]. Although these results are debatable because in other studies, [17] 
showed otherwise. In this research, increasing age will increase people interest in buying 
environmentally sustainable food. Meanwhile, female consumers are more likely to put their 
willingness to purchase this product. 
 Product or market information and ecological knowledge really has a big influence on consumer 
purchasing decisions on environmentally sustainable food [8]. Consumers who never purchasing this 
product declare that they are not very price sensitive. But the main problem is they have not generally 
accepted its positive claims. This condition is caused by consumers not getting complete information 
(information asymmetry) about the impact of this food [17]. [15] stated that the consumers’ 
understanding of safety-certified food has the greatest impact on the consistency of consumption 



 

 119 

intention and behavior. Even can increase the consumption up to 61.4%. Therefore, some food 
companies have begun investing in brand communication, especially environmentally sustainable 
food, and it influences consumers' purchase attitude and intention to buy this product [10, 13, 18]. 
   
4. Conclusion 
  
 Consumers purchasing intention of environmentally sustainable food is influenced by internal and 
external factors. Internal factors consist of age, gender, and education. According to the literature, all 
of these internal factors have different effects on consumers, which can strengthen or even weaken the 
intention to purchase this product. Meanwhile, external factors consist of prestige, social media, price, 
and product information. Most consumers refuse to purchase environmentally sustainable food when 
the price increases or is more expensive than conventional foods. Incomplete product information will 
also reduce consumer intention to purchase this product. 
 The main strategies that need to be done to increase consumer purchasing intention are to 
encourage the efficiency of production and logistics of the environmentally sustainable food and to 
increase cooperation between stakeholders (producers, companies, and government) to aggressively 
disseminate content and benefits of the products to consumers by social media or word-of-mouth. 
These two strategies can open up opportunities for further research, namely how to increase product 
and logistic efficiency and good communication patterns to socialize environmentally sustainable food 
about product, process or origin, certification, and other. 
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