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Abstract

Sustainability is one of the major challenges of the 21st century. Despite growing environmental
concern, consumer actions often do not align with their intentions, a phenomenon known as the
Attitude-Behavior Gap (ABG).

This study investigates the individual and contextual factors influencing the translation of purchase
intentions into sustainable food purchasing behavior. It examines the moderating roles of product
availability, social norms, and perceived individual impact, while exploring how these dynamics
can catalyze business innovation.

A quantitative research approach was employed, integrating a comprehensive literature review
with a cross-sectional online survey (N=103). Data were analyzed using linear regression and the
PROCESS macro to test both direct relationships and moderation effects.

The results confirm that intention is a significant antecedent of sustainable behavior, while the
analyzed barriers (availability, social norms, and perceived impact) did not statistically moderate
the relationship between intention and action. Notably, product availability and environmental
knowledge emerged as significant direct antecedents of behavior.

This study advances the existing literature by empirically confirming that intention serves as a key
antecedent of behavior in the context of sustainable food consumption. Furthermore, it provides
practical insights for businesses on leveraging consumer intentions to promote sustainable
practices. By reframing the Attitude—Behavior Gap as a latent market opportunity, this research
highlights paths for business strategies aimed at aligning consumer values and intentions with

effective purchasing behavior.
Keywords: Attitude—Behavior Gap (ABG); Sustainable Food Consumption: Consumer Behavior;

Theory of Planned Behavior (TPB); Theory of Reasoned Action (TRA); Sustainability; Market
opportunity
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1. Introduction

Sustainability has become a central issue of the 21st century, driven by unprecedented
global environmental challenges that threaten planetary balance, human well-being, and the
conditions necessary for future generations (PBScience, 2025). Several major industries, including
the food sector, the built environment, mobility, and energy, contribute significantly to this crisis,
demonstrating how contemporary production and consumption patterns are intrinsically linked to
environmental degradation (UNEP, 2024).

The global food system alone accounts for 21-37% of greenhouse gas emissions (IPCC,
2019), uses 70% of freshwater resources (UNESCO, 2024), and contributes to deforestation,
biodiversity loss, soil degradation, and food waste (FAO, 2021). Within this context, the food
sector stands out as an area in which individual choices play a particularly significant role (Poore
& Nemecek, 2018). Eating is a daily and universal act, making dietary decisions highly influential
in shaping environmental impacts (Garnett, 2014). However, despite growing environmental

awareness, behavioral change remains limited (GlobeScan, 2021).

Consumers frequently face a trade-off between personal convenience and environmental
responsibility. As a result, reducing the environmental footprint of the food system requires not
only systemic industrial transformations, but also substantial shifts in individual consumption
patterns. Although sustainable consumption has become a major societal concern, a significant
discrepancy persists between consumers’ stated intentions and their actual purchasing behavior, a
phenomenon widely recognized in the literature as the attitude—behavior gap (ABG) (Kollmuss &
Agyeman, 2002; Peattie, 2010; Vermeir & Verbeke, 2006). For instance, while more than 60% of
consumers report being willing to pay more for sustainable products, only 17% effectively adopt

more sustainable consumption practices (GlobeScan, 2021).

Previous studies suggest that the ABG is influenced by multiple barriers, including
contextual factors such as price and product availability, logistical constraints such as convenience
and effort, psychological barriers such as low perceived individual impact and lack of trust in
certifications, and socio-cultural influences such as habits and social norms (Andrade & Vieites,
2025; Enamala et al., 2025; Girisaran & Khanna, 2025; Vermeir & Verbeke, 2006). While the

literature extensively discusses these barriers and the psychological dimensions of sustainable
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consumption (Ajzen, 1991; Vermeir & Verbeke, 2006), fewer studies explore how understanding
the ABG can generate opportunities for innovation and new market solutions within the sustainable
food sector.

Accordingly, this study seeks to answer the following research question: How do individual
and contextual factors influence the translation of purchase intentions into actual sustainable food

consumption behavior?

This research is relevant from both academic and practical perspectives. From an academic
standpoint, the study contributes to the integration of consumer behavior theories with the attitude—
behavior gap framework within the context of sustainable food consumption (SFC), establishing a
theoretical convergence between the Theory of Planned Behavior (TPB) and the ABG literature.
From a practical perspective, the research aims to provide actionable insights into how
organizations can better understand latent consumer demand and transform existing barriers into
opportunities to foster the development of sustainable food consumption markets. In doing so, the
study offers a new perspective on the ABG, viewing it not only as a limitation to sustainable

consumption, but also as a potential driver of innovation and transformation within the food sector.

Understanding the attitude—behavior gap (ABG) is essential not only for advancing
consumer behavior research, but also for supporting more effective strategies to promote
sustainable food consumption. In this context, the study examines the relationship between
purchase intention and actual purchasing behavior, considering the moderating effects of social
norms, product availability, and perceived environmental impact, which were selected based on
barriers commonly identified in previous studies on sustainable consumption (Enamala et al., 2025;
Girisaran & Khanna, 2025; Vermeir & Verbeke, 2006). By analyzing how these factors influence
the attitude—behavior gap, the research seeks to contribute to the development of strategies capable

of encouraging a more consistent adoption of sustainable consumption practices.



2. Literature Review

This chapter presents the concepts of the attitude—behavior gap (ABG) within sustainable food
consumption (SFC), examining theoretical perspectives on consumer behavior, sustainability and
sustainable consumption. It highlights behavioral intention as a key predictor of action and the
barriers to adopting more responsible dietary practices, drawing on the work of reference scholars.
Grounded in the Theory of Planned Behavior (TPB), purchase intention is positively related to the
purchase of sustainable products, as higher levels of intention reflect greater effort and willingness
to act; however, the literature highlights that this relationship is often weakened by contextual and
situational barriers, contributing to the persistence of the ABG.

The literature review establishes the conceptual basis for examining the study’s research

question and hypotheses.
2.1. Sustainability

The concept of sustainability emerged as a response to the growing environmental, social,
and economic challenges that characterize the contemporary global context (WCED, 1987).
Although it has been refined over the past decades, its initial foundations continue to serve as a

central theoretical reference.

The first widely recognized definition of sustainability was presented in the Brundtland
Report (WCED, 1987), prepared by the United Nations World Commission on Environment and
Development (WCED). The document defined “sustainable development” as “development that
meets the needs of the present without compromising the ability of future generations to meet their
own needs.”. This formulation sought to reconcile economic development, environmental
protection, and social justice, recognizing that the prevailing growth model generated
environmental crises and inequalities incompatible with long-term well-being. By stating that
environment and development are not separate spheres, the report established the foundations for

the systemic understanding later adopted.

The evolution of this concept gained momentum in the following years, especially with the
contribution of John Elkington (1997), who introduced the Triple Bottom Line (TBL) model. This
approach presents the idea that sustainability requires a simultaneous balance among three
dimensions, economic, environmental, and social, reinforcing that corporate performance cannot

be measured exclusively by profit, but also by socio-environmental impact.



Currently, sustainability is understood as a continuous process of structural transformation,
aimed at harmonizing economic growth, social inclusion, and environmental preservation by the
UN 2030 Agenda and the Sustainable Development Goals (SDGs) (United Nations, 2015). The
Agenda 2030 operationalizes the concept by proposing integrated goals and targets to promote
more sustainable patterns of production and consumption, reduce inequalities, and protect the
planet. The Agenda 2030 is based on the recognition that global challenges are interconnected and
require systemic changes across value chains, individual behaviors, and public policies (United
Nations, 2015).

Thus, sustainability can be synthesized as the ability to maintain development over time,
ensuring that natural, social, and economic capital is sufficient to support present and future
generations. It involves balancing economic prosperity, human well-being, and environmental

integrity within planetary boundaries (Richardson et al., 2023).
2.2. Sustainable consumption

Consumption is a central element of social life and economic history. In addition to
satisfying basic needs such as food, housing, mobility, leisure, and recreation, the act of consuming
also performs fundamental symbolic and cultural functions. It operates as a powerful mechanism
for the creation of identity and social identification (Jackson, 2005). Individuals consume to meet
subsistence needs, but also to reaffirm their positions, personality, and role within their social group
(Jackson, 2005). Thus, consumption contributes to identity formation, the expression of status, and
the construction of meaning in social interactions (Jackson, 2005). Material goods, therefore, are
not only important for their functional use, but also for the symbolic meanings they carry, acting

as mediators of social norms, cultural belonging, and recognition within groups (Jackson, 2005).

This symbolic dimension of consumption reveals the structuring role that the social context
plays in consumer behavior. Social norms, cultural expectations, and group pressure shape what is
considered desirable or acceptable to consume, influencing both intention and action. This strong
influence of social context is a crucial starting point, as behavior is affected by social pressure and
norms. Which provides the basis for including Social Norms as a moderating variable and for
formulating H4.

However, consumers are not entirely free to choose what to consume. They often find
themselves “trapped” in unsustainable consumption patterns due to structural barriers such as

limited access, socioeconomic inequalities, institutional constraints, dominant business models,
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and the very architecture of market incentives. They are also frequently limited by pre-existing
unsustainable consumption patterns (Jackson, 2005). Among the previously mentioned barriers are
the perception of higher prices, limited product availability, convenience, lack of trust in
certifications, insufficient information, and perceptions of quality and the impact of individual
change.

This justifies the hypothesis of the study, which aims to analyze how these barriers actually

function as moderators between consumers’ purchase intentions and their actual behavior.

It is important to emphasize that this study does not intend to demonize consumption.
Consumption is an inherent part of modern societies and can generate well-being, economic
development, and cultural expression. The problem is not consumption itself, but the current
patterns of production and consumption, whose material and energy intensity exceed planetary
limits and therefore cannot be sustained (UNEP, 2024). The need to rethink these patterns leads to

the concept of sustainable consumption.

Although there is still no absolute consensus on its definition, it is widely accepted that
sustainable consumption is based on multiple dimensions, including environmental sustainability,
focused on the ecological impacts of the product life cycle; social sustainability, related to working
conditions, social justice, and community impact; and economic sustainability, aimed at ensuring

resilience and continuity of business activities (Sajn, 2020).

The widely used definition in international reports is “the use of goods and services that
respond to basic needs and provide a better quality of life, while minimizing the use of natural
resources, toxic materials, and emissions of pollutants over the life cycle, so as not to jeopardize
the needs of future generations” (UNEP, 2010).

UNEP complements this view, adding that sustainable consumption and production means
doing more and better with less, by decoupling economic growth from environmental degradation,
increasing resource efficiency, and promoting sustainable lifestyles. In this sense, sustainable
consumption is defined as the use of products or services to meet consumer demand and improve
quality of life while reducing the use of non-renewable resources, hazardous substances, and waste

generated during consumption (Kristia et al., 2023).

In summary, understanding consumption as a social practice influenced by symbolic,
cultural, and structural factors makes it clear that the adoption of sustainable consumption does not

depend exclusively on individual will, but rather on a set of social, economic, and institutional
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conditions that shape and limit consumer choices. From this perspective, it becomes clear that the
challenges associated with sustainable consumption arise not only from individual barriers but also
from the existing production and distribution systems, revealing the need to transform both
attitudes and structures. The concept of sustainable consumption offers a comprehensive
perspective that articulates environmental, social, and economic dimensions, establishing the

conceptual foundations for the discussions in this research.

2.2.1. Sustainable food consumption (SFC)

The definition of sustainable consumption has been applied to sectors, such as energy,
household use, tourism and the food sector. In this study, the focus is on the food system, which
makes it essential to clarify the concept of Sustainable Food Consumption (SFC), given that it
represents a central objective in global sustainability agendas, as evidenced by SDGs 12.3 and 2.4
(Kristia et al., 2023). For example, SDG target 2.4 aims to ensure sustainable food production
systems, while SDG target 12.3 focuses on reducing food waste, demonstrating the need for

transformations in both production and consumption patterns.

Although sustainable consumption is important in different domains, the food system
stands out due to its high contribution to environmental and social impacts. As presented in the
Introduction, the production and consumption of food account for a significant share of GHG
emissions, intensive water use, and biodiversity loss, making food choices a critical point of
intervention (FAO, 2021; IPCC, 2019).

SFC should not be understood as an isolated act, but rather as a process that involves
meeting consumers’ food needs while considering the entire production chain, from acquisition to
disposal, and seeking to minimize environmental impacts (Kristia et al., 2023). In this sense,
consumers who attempt to adopt more sustainable practices begin to consider various aspects: the
type of diet they follow (with emphasis on plant-based diets, recommended to reduce climate
impacts), food production methods, raw materials used, disposal practices, and waste prevention
(Kristia et al., 2023). In practice, SFC covers behaviors such as consuming organic foods, reducing
meat consumption and prioritizing plant-based diets, purchasing local and seasonal foods, and

adopting practices that minimize waste (Kristia et al., 2023).

The consolidated concept was presented at the International Scientific Symposium named

“Biodiversity and Sustainable Diets: United Against Hunger,” held by the Food and Agriculture



Organization (FAO) and Bioversity International in 2010, where the first official definition of
sustainable diets was established. The event took place in a context of food crises, biodiversity loss,
and increasing diet-related diseases, showing that current food systems were unsustainable: while
1 billion people faced hunger, others suffered from obesity and chronic illnesses (Burlingame &
Dernini, 2012).

The definition, as documented by Burlingame and Dernini (2012), states:

“Sustainable diets are those with low environmental impacts which contribute to food and nutrition
security and to a healthy life for present and future generations; they protect and respect biodiversity
and ecosystems; are culturally acceptable, accessible, economically fair; nutritionally adequate, safe

and healthy; while optimizing natural and human resources”

This definition sets out the principles that guide the concept of SFC and indicates the need
for profound transformations in food systems, oriented towards efficiency and equity, promoting
foods with lower carbon and water footprints and encouraging the use of food biodiversity,
including traditional and local foods.

SFC, therefore, refers to eating patterns that reconcile human health, food security and low
environmental impact, while respecting cultural, social, and economic aspects (Burlingame &
Dernini, 2012). The concept encompasses both the type of food consumed and associated

behaviors, such as avoiding waste and prioritizing ethical and sustainable products.

However, adopting SFC presents significant challenges. Food choices are deeply personal
and embedded in cultural, social, and emotional routines. In addition to the common barriers to
sustainable consumption, many of them already mentioned in this study, (such as perceptions of
higher prices, limited product availability, convenience, lack of trust in certifications, insufficient
information, and doubts about individual impact), within the food context these barriers are
compounded by more personal and immediate factors that often outweigh sustainability concerns.
Such factors include food taste, the search for pleasure (hedonism), and personal health as a

primary decision factor (Vermeir and Verbeke, 2006).
The need to balance often conflicting demands, (taste, price, health, and sustainability),
makes SFC one of the most challenging fields for behavioral change. Understanding how these

barriers operate is therefore essential for analyzing the ABG, which is the focus of the next chapter.



2.1. Consumer behavior

To understand consumer behavior and the factors that influence the translation of
intention into action in sustainable consumption contexts, it is important to examine how theories
explain the formation of attitudes, intentions and the adoption of behaviors. The Theory of
Reasoned Action (TRA) (Fishbein & Ajzen, 1975) adopts a cognitivist perspective, assuming that
individuals make decisions rationally and that their behaviors result from beliefs, attitudes, and

intentions.

Ajzen (1991) extended this model through the Theory of Planned Behavior (TPB) by
introducing perceived behavioral control (PBC), recognizing that behavior can be constrained by
barriers, resources, or conditions perceived by the individual despite favorable intentions. The
theory increases the explanatory capacity of the relationship between intention and behavior,
although it still assumes a cognitive and intentional process.

The debate on sustainable consumption highlights a recurring phenomenon: the attitude—
behavior gap (ABG), defined as the discrepancy between positive environmental attitudes and
actual sustainable behavior (Vermeir & Verbeke, 2006). Although not a formal theory, the ABG
is widely discussed in the literature (e.g., Kollmuss & Agyeman, 2002; Peattie, 2010; Vermeir &
Verbeke, 2006), revealing the limitations of approaches based exclusively on intention to explain
behavior. While not derived from the TPB, the ABG engages with it by demonstrating that
contextual, structural, and social factors may constrain sustainable behavior.

These concepts constitute the conceptual basis for this study and support the analysis of

the factors that influence the transformation of intentions into sustainable behaviors.
2.1.1. Theory of Reasoned Action

The TRA (Fishbein & Ajzen, 1975) is one of the most influential theoretical approaches for
understanding and predicting intentional human behavior. It provides a systematic model to explain
the psychological processes through which individuals make decisions and translate them into
action (Fishbein & Ajzen, 1975).

The TRA assumes that individuals are rational actors who process information to form
intentions, the primary determinant of behavior (Fishbein & Ajzen, 1975). According to Fishbein
and Ajzen (1975), intention is shaped by two core elements: attitude toward the behavior, the

individual's positive or negative evaluation of a behavior based on its expected consequences and



beliefs about those consequences (behavioral beliefs), and subjective norms, representing the social
pressure to perform or not perform the behavior, derived from normative beliefs (what significant
others consider appropriate) (Fishbein & Ajzen, 1975). SeeAppendix D.

The TRA therefore organizes decision-making as a rational and sequential process in which
beliefs shape attitudes and subjective norms, which determine behavioral intention and,
consequently, behavior (Fishbein & Ajzen, 1975). Intention represents the individual’s motivation
and subjective probability of acting and serves as the immediate antecedent of observable behavior,
being considered the primary, consistent predictor of behavior (Fishbein & Ajzen, 1975).

However, its accuracy depends on specific behavioral definitions and applies only to actions
under volitional control. Thus, intention alone is insufficient unless supported by stable attitudes
and norms (Fishbein & Ajzen, 1975).

The theory also explains that part of the observed gap results from attempts to predict
specific actions based on general attitudes (Fishbein & Ajzen, 1975). While general attitudes
predict broad behavior patterns, individual actions require equally specific intentions (Fishbein &
Ajzen, 1975).

Thus, despite its seminal contribution, the application of the TRA in complex contexts has
revealed important limitations, especially because many behaviors are not entirely under volitional
control (Ajzen, 1991).

Recognizing these limitations, Ajzen (1991) expanded the theory and developed the TPB,
introducing the construct of PBC, which allows the incorporation of external barriers to action
execution (Ajzen, 1991). The TRA is therefore used here as the historical and conceptual
foundation for understanding the limitations that motivated the development of the subsequent

model.
2.1.2. Theory of Planned Behavior
The TPB was developed by Ajzen (1991) as an extension of the TRA, originally

formulated by Fishbein and Ajzen (1975). The new theory sought to overcome limitations of the
original one, particularly regarding behaviors over which individuals do not have complete
volitional control, while still assuming that intention to perform a behavior is the primary

determinant of its execution (Ajzen, 1991).



A key contribution of the TPB is the inclusion of perceived behavioral control (PBC),
which acknowledges that behavior is shaped not only by intention but also by the individual’s
perceived control over the factors required for its execution (Ajzen, 1991). Within this
framework, intention results from the combined influence of three antecedents: attitude toward
the behavior, subjective norms, and perceived behavioral control. Consequently, the more
favorable the attitude and subjective norm and higher perceived control, the stronger the intention
to act (Ajzen, 1991).

Ajzen (1991) further emphasizes that intention only converts to behavior when under
actual control, requiring non-motivational factors such as time, money, and resources. Therefore,
strong intention combined with the necessary opportunities and resources tends to result in

successful behavior performance.

Based on these two theories, it is considered relevant to investigate, as the first
hypothesis, whether purchase intention directly influences the purchasing behavior of sustainable

products. From this principle, the first hypothesis of this study emerges:

H1: Purchase intention is positively related to sustainable food purchase, assuming that higher

levels of intention indicate greater effort toward performing the behavior.

PBC is central to understanding the relationship between intention and behavior, as it
influences both intention formation and the effort invested in action and may function as a
substitute for actual control when perception is sufficiently accurate (Ajzen, 1991). The theory

uses three determinants of action: attitude, subjective norms, and PBC (Ajzen, 1991).

In summary, PBC explains why intention alone does not always lead to behavior, as it can
inhibit intention formation, weaken perseverance during action, or create psychological barriers

when perceived control is inaccurate, even in the absence of real constraints (Ajzen, 1991).

Although the TPB explains how attitudes, norms, and PBC shape intention, empirical
research in sustainable consumption reveals a persistent gap between intentions and actual
behavior (Carrington, Neville & Whitwell, 2010). This gap, known as the ABG, highlights the
limitations of purely intention-based models and is essential for understanding why favorable
consumer attitudes toward sustainability do not always translate into concrete action, as discussed
in the next section (Carrington, Neville & Whitwell, 2010).
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2.1.3. Attitude-Behavior Gap

The Attitude—Behavior Gap (ABG) is the discrepancy between favorable intentions and
actual behavior, occurring when consumers hold sustainable convictions but fail to act on them
during decision-making (Carrington et al., 2010). This gap helps explain why transitions toward
responsible consumption progress more slowly than expected, despite growing awareness and
stated intent (GlobeScan, 2021).

The discussion of the ABG emerges from the limitations of the TRA (Fishbein & Ajzen,
1975) and the TPB (Ajzen, 1991). Although these theories recognize that attitudes and intentions
are important antecedents of behavior, empirical literature shows they frequently fail to translate

into action.

This gap raises the question of why consumers, despite having intentions to consume more
sustainably and access to information, frequently revert to conventional patterns (GlobeScan,
2021).

Several barriers contribute to the ABG. Among the most recurrent barriers identified in the
literature reviewed (Enamala et al., 2025; Girisaran & Khanna, 2025; Andrade & Vieites, 2025;
Vermeir & Verbeke, 2006) are higher price perceptions, limited product availability, convenience,
low trust in certifications, insufficient information, quality perceptions, low perceived impact of
individual behavior change, social context and social norms, as well as deeply embedded cultural
habits. These factors hinder the translation of pro-environmental intentions into effective

sustainable consumption behaviors.

The ABG is particularly evident in sustainable consumption: while consumers increasingly
value and intend to purchase sustainable products, actual conversion remains low (Vermeir &
Verbeke, 2006). Even those with strong ethical commitments frequently revert to conventional

patterns when faced with concrete purchasing decisions (GlobeScan, 2021).

The ABG constitutes a central phenomenon for understanding why sustainable behaviors
do not progress at the desired pace, despite the expressive rise in intention and environmental
awareness, and it demonstrates that traditional cognitive models are insufficient to explain complex
behaviors, especially those that depend on contextual, emotional, and structural factors. In this
sense, it becomes increasingly clear that intention is necessary but not sufficient, and that
sustainable behaviors depend on additional conditions that extend beyond individual rationality
(Kollmuss & Agyeman, 2002).
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2.1.3.1. Barriers to sustainable consumption

As previously discussed, several barriers contribute to the ABG. The literature indicates
that in sustainable consumption, the ABG results from factors that act as barriers to translating
intentions into concrete behavior (Vermeir & Verbeke, 2006). For the context of this study, three
main barriers were selected for in-depth analysis, serving as core variables of the proposed model,
which will be detailed in the chapter.

Situational factors such as price (Enamala et al., 2025; Girisaran & Khanna, 2025; Andrade
& Vieites, 2025), convenience (Enamala et al., 2025), the gap between perceived and actual control
(Vermeir & Verbeke, 2006), and product availability (Enamala et al., 2025; Girisaran & Khanna,
2025; Vermeir & Verbeke, 2006) stand out.

Given its consistent identification as a key barrier in several studies (Enamala et al., 2025;
Girisaran & Khanna, 2025; Vermeir & Verbeke, 2006) and its role in limiting consumers’ ability
to act on their sustainable intentions, Product Availability was selected as a moderating variable in

this study, leading to the formulation of the second hypothesis:

H2: Product availability moderates the positive relationship between purchase intention and
sustainable food purchase, and this relationship is stronger for consumers with lower sensitivity

to availability and convenience.

Psychological factors, such as personal involvement (Vermeir & Verbeke, 2006) and trust
in sustainability claims, often undermined by greenwashing concerns, significantly constrain
informed decision-making (Andrade & Vieites, 2025; Enamala et al., 2025; Girisaran & Khanna,
2025). Perceived Consumer Effectiveness (PCE) or Perceived Individual Impact emerges as a key
driver; consumers who believe their individual actions matter show greater consistency between
intention and behavior (Vermeir & Verbeke, 2006). Considering that this factor has been identified
as a barrier in several studies on the ABG in sustainable consumption, it was deemed an important
aspect to be analyzed in greater depth in this study. Therefore, Perceived Individual Impact was
selected as one of the study’s moderating variables, leading to the third hypothesis:

H3: Perceived Individual Impact positively moderates the relationship between purchase intention
and sustainable food purchase. .

Cultural habits (Vermeir & Verbeke, 2006; Girisaran & Khanna, 2025), perceptions of
product quality favoring conventional alternatives (Andrade & Vieites, 2025), and social norms
variables (Andrade & Vieites, 2025; Vermeir & Verbeke, 2006) further reinforce resistance to
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behavioral change. Social norms play a critical role in shaping consumption behavior, as they may
either inhibit or encourage sustainable choices and can even induce sustainable behavior among
consumers with initially weak pro-environmental attitudes. Based on this rationale, Social Norms
(Andrade & Vieites, 2025; Vermeir & Verbeke, 2006)was included as moderating in this study,

giving rise to the following hypothesis:

H4: Social norms moderate the positive relationship between purchase intention and sustainable
food purchase, such that this relationship weakens when consumers are exposed to social norms

that discourage sustainable behaviors.

Furthermore, as also discussed in the literature, there are some specific barriers in the
context of SFC, as barriers are intensified by more personal and immediate factors that often
outweigh sustainability concerns. These include food taste, the search for pleasure (hedonism), and
personal health as a primary decision criterion, as highlighted by Vermeir and Verbeke (2006).

The criteria adopted for selecting the barriers as model variables were, first, the frequency
with which the concepts appear in the analyzed literature, particularly in the case of availability
(Enamala et al., 2025; Girisaran & Khanna, 2025; Vermeir & Verbeke, 2006). In the case of social
norms, their recurrent presence in classical and foundational studies on the ABG, especially the

work of Vermeir and Verbeke (2006), was also taken into account.

Regarding perception of individual impact, also referred to in the literature as PCE, defined
as the belief that individual actions can meaningfully contribute to environmental outcomes, in
addition to its relevance in the seminal ABG literature (Vermeir & Verbeke, 2006), this study
builds on the understanding that belief in the effectiveness of individual actions directly affects
consumers’ ability to translate pro-environmental intentions into effective behavior, thus acting as
a central mechanism of the ABG and justifying its inclusion in the proposed analytical model.
Additionally, price was included as a control variable, given its assumed relevance across different

consu mption contexts.

Despite the multiplicity of factors contributing to the gap, this study focuses on a specific
set of barriers that act as moderating variables in the relationship between intention and purchasing

behavior.
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2.4. The proposed conceptual model

The proposed conceptual model, presented in Appendix E, emerges as a synthesis of the
concepts and hypotheses discussed in the literature review and aims to provide an integrated visual
representation of the relationships examined in this study. The model structure is intended to
facilitate understanding of the interactions between intention, behavior, and the factors that
influence the translation of intentions into effective actions within the context of sustainable

consumption.

As widely discussed in the consumer behavior literature, intention is considered one of the
primary predictors of behavior. Classical authors within the TRA and the TPB argue that behavioral
intention represents the most immediate antecedent of observed behavior (Fishbein & Ajzen, 1975;
Ajzen, 1991). In the proposed model, intention is operationalized as purchase intention (Variable
01: Independent variable), while behavior is operationalized as sustainable purchase behavior
(Variable 02: Dependent variable).

However, as highlighted in the literature on the ABG, the presence of a favorable intention
does not necessarily guarantee the adoption of consistent behavior (Vermeir & Verbeke, 2006).
Both the definition of the ABG and extensions of the TPB acknowledge that internal and external
factors may act as barriers, hindering or preventing the translation of intention into action (Vermeir
& Verbeke, 2006; Ajzen, 1991) . These factors operate as moderators of the intention—behavior
relationship, helping to explain why individuals with pro-environmental attitudes and intentions

often maintain conventional consumption patterns.

Accordingly, the conceptual model proposed in this study examines the influence of
specific barriers as moderators of the relationship between purchase intention and sustainable
purchase behavior. The selected barriers, previously discussed in the literature review and treated
as moderating variables in the model, are Availability (Variable 03), Perception of Individual
Impact (Variable 04), and Social Norms (Variable 05). In addition, price is included as a control
variable (Control variable 01), given its transversal relevance across different consumption
contexts and its frequent influence on purchasing decisions.

Furthermore, the model considers that certain factors primarily influence the formation of
intention and are therefore included as control variables. These include Consumer Awareness
(Control Variable 02), defined as knowledge of what sustainable products are and how to consume

sustainably, and Environmental Knowledge (Control Variable 03), understood as the level of
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understanding of environmental issues. The inclusion of these control variables is based on the
assumption that, in the absence of knowledge about environmental problems, an intention to
consume more sustainably is unlikely to emerge. Similarly, if individuals are unable to identify
sustainable products or understand how to consume sustainably within the context of SFC, the
adoption of such behaviors becomes impracticable.

The proposed conceptual model seeks to comprehensively capture the main theoretical
mechanisms discussed in the literature, enabling the analysis not only of the direct relationship
between intention and behavior but also of the moderating role of the selected barriers and the
influence of relevant control variables on the formation of sustainable consumption intentions. See

Appendix B for reference.

3. Research Methodology
3.1. Type of research

The present study adopts a quantitative methodology, whose primary focus is the testing of
objective theories through the analysis of relationships between measurable variables, enabling the
statistical treatment of numerical data (Creswell, 2014). This approach is particularly suitable for
investigating causal relationships between constructs and for evaluating theoretical models within

the field of consumer behavior.

The study is grounded in the post-positivist paradigm, which is based on a deterministic
philosophical stance, assuming that causes, represented by the variables in the model, are likely to
determine observable effects, in this case, purchase behavior. Within this framework, the research
seeks to empirically measure the phenomena under investigation by reducing abstract concepts to

a discrete set of variables suitable for statistical testing (Creswell, 2014).

A central aspect of this investigation is the use of variables, defined as characteristics or
attributes of individuals or organizations that can be measured or observed and that vary across the
subjects studied (Creswell, 2014). In this research, the variables refer to consumers’ perceptions,

intentions, and behaviors.

Sustainable food purchase behavior constitutes the dependent variable of the study and is
understood as the outcome or effect to be explained by the proposed model. Purchase intention of

sustainable food products is considered the independent variable, acting as the direct determinant
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of purchase behavior, as stated in Hypothesis H1.

Additionally, product availability, social norms, and perceived individual impact are
incorporated into the model as moderating variables. These variables function as contextual
intervening factors that influence the strength and direction of the relationship between purchase
intention and purchase behavior, as proposed in Hypotheses H2, H3, and H4. In this way, the model
seeks to understand not only whether intention leads to behavior, but also under which conditions
this conversion is facilitated or hindered.

Thus, the methodological objective of the study is the formal and statistical testing of the
proposed relationships, aiming to understand to what extent and in what ways contextual barriers

influence the conversion of intention into behavior within the context of SFC.
3.2. Methodological strategy

The research adopts a sequential design, combining a literature review and a quantitative
cross-sectional survey. These two methods are complementary and were employed at different
stages of the research to ensure both theoretical robustness and empirical validation of the proposed

model.

First, a literature review was conducted to establish the theoretical foundation of the study
and to support the development of the conceptual framework and research hypotheses. The review
was carried out using academic databases such as Scopus, Research Gate, and Google Scholar, as
well as institutional reports published by international organizations including the FAO, UNEP,
UNESCO, IPCC, and OECD. The literature review focused on key themes related to sustainability
fundamentals, SFC, behavioral theories, particularly the TPB and the ABG, as well as barriers and
drivers of sustainable consumption. The insights derived from this review informed the selection

of variables, the formulation of hypotheses, and the design of the survey instrument.

Second, the empirical stage of the research consisted of a cross-sectional survey, designed
to test the proposed theoretical relationships. This design is appropriate for obtaining a quantitative
description of attitudes, trends, and opinions within a population by analyzing a sample of that
population, with the aim of generalizing the results within the limits of the adopted method
(Creswell, 2014).

A structured online questionnaire was developed to assess consumers’ environmental

awareness, perceptions, intentions, and self-reported behaviors related to SFC. The questionnaire
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was composed of Likert-scale items, ranging from 1 (strongly disagree) to 5 (strongly agree), and
was adapted from validated measurement scales used in prior studies (e.g., Thegersen, 2010;
Bazhan et al., 2023; Mishra et al., 2023).

The questionnaire was organized into nine thematic sections, aligned with the variables of
the proposed conceptual model. These sections included: (i) demographic profile; (ii)
environmental knowledge (Mishra et al., 2023); (iii) consumer awareness of sustainable food
products (National Cleaner Production Centre, Sri Lanka [NCPCSL], 2018); (iv) purchase
intention (Thggersen et al., 2010); (v) purchase behavior (Pearson et al., 2013); (vi) perceived
availability (Bazhan et al., 2023); (vii) social norms (Bazhan et al., 2023); (viii) perceived impact
(NCPCSL, 2018); and (ix) price perception (Bazhan et al., 2023).

This structure enabled a comprehensive assessment of both individual-level factors (such
as knowledge, awareness, and intentions) and contextual factors (such as availability, social
influence, perceived impact, and price), thereby supporting a robust analysis of the determinants

of SFC in line with the objectives of the study.
3.3. Data collection procedures

The questionnaire was administered in a digital (online) format using the Qualtrics
platform. The instrument was translated and adapted into American English and Brazilian
Portuguese, ensuring semantic and cultural equivalence between versions through a back-

translation process.

The survey link was distributed via digital channels, including social media platforms
(LinkedIn and Instagram) and consumer groups in Portugal and Brazil, between November and
December 2025. Prior to starting the questionnaire, participants were informed about the objectives
of the study, the voluntary nature of their participation, and the assurance of confidentiality,

through the acceptance of an Informed Consent Form.
3.3.1. Target Population

The target population of this study consists of adult consumers (18 years or older) who are
responsible for food purchasing for their households and who reside predominantly in Portugal and
Brazil. The study aims to understand the behavior of these consumers regarding sustainable food
purchases, analyzing the Attitude—Behavior Gap (ABG) and the factors that may influence their

purchasing decisions.

17



3.3.2. Sampling and Sample Size

A non-probabilistic convenience sampling method was adopted, complemented by a
snowball sampling technique, through the online dissemination of the questionnaire via social

media platforms and specific consumer groups.

Although this technique does not ensure the statistical representativeness of the population,
it is widely used and accepted in Marketing and Consumer Behavior research for the validation of
theoretical models and the testing of causal relationships, particularly in exploratory studies (Hair
et al., 2019).

Data collection was conducted in two countries, allowing the inclusion of respondents from
different national contexts. However, the data were analyzed in an aggregated manner, and no
comparative or multigroup analyses between countries were performed. As such, respondents’
geographic origin served a descriptive purpose, contributing to sample diversity without

constituting an analytical variable in the model.
3.4. Data analysis

Data analysis was conducted using IBM SPSS Statistics (Statistical Package for the Social
Sciences), together with the PROCESS Macro version 4.3 (Hayes, 2022). Initially, the internal
consistency of the measurement scales was assessed using Cronbach’s alpha, in order to evaluate

the reliability of the items composing each construct.

After confirming scale reliability, the items for each variable were aggregated by calculating
their arithmetic mean, generating representative scores for each construct. Subsequently, the
research hypotheses were tested using linear regression analyses. Direct relationships were
examined through simple linear regressions, while moderating effects were assessed by including

interaction terms in the regression models.
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4. Results

This chapter presents the empirical results of the study, based on the statistical analyses
conducted to test the proposed hypotheses and examine the relationships between the variables
included in the conceptual model. The analyses were performed using IBM SPSS Statistics,
complemented by the PROCESS Macro (version 4.3) to assess direct effects and moderation
relationships.

The results are reported in a descriptive and objective manner, focusing primarily on
statistical significance and on whether the relationships between variables are positive or negative,
without advancing theoretical interpretations.

The chapter begins with a description of the sample characteristics, followed by an
assessment of the measurement scales and the results of the regression analyses conducted to test

the study’s hypotheses.

This study is grounded in a behavioral framework in which purchase behavior represents
the dependent variable, purchase intention is the primary independent variable, and availability,
social norms, and perception of impact (PCE) operate as moderating variables. In addition,
consumer awareness, environmental knowledge, and price sensitivity were included as control

variables.
To ensure the adequacy of the measurement instruments, the internal consistency of all

constructs was assessed using Cronbach’s alpha. The following subsections describe each variable

according to its role in the conceptual model.
4.1. Data Analysis

This chapter presents the findings of the quantitative study, integrating the insights obtained
from the questionnaire data. It begins with an assessment of the internal consistency of the
measurement scales, which was evaluated using Cronbach’s alpha to examine the reliability of the

items composing each construct. All analyses were conducted using IBM SPSS Statistics.

After confirming the reliability of the measurement scales, the proposed hypotheses were
tested. The results of these hypothesis tests are presented and discussed in the subsequent sections

of this chapter.

Cronbach’s alpha values equal to or greater than 0.70 were considered acceptable, in line

with commonly adopted thresholds in exploratory research.
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As the dependent variable in the model, purchase behavior refers to actual consumption
practices related to sustainable food products, including both purchase frequency and the
continuity of sustainable purchasing habits over time. This construct captures the realization of
stated intentions into observable behavior.

Purchase behavior was measured using two items assessing how frequently respondents
purchase products they consider sustainable and for how long they have engaged in such behavior.
The scale yielded a Cronbach’s alpha of 0.69, indicating an acceptable level of internal
consistency for a behavioral construct composed of a limited number of items. This result supports
the adequacy of the scale in capturing actual sustainable purchasing behavior.

Purchase intention represents consumers’ predisposition and motivation to purchase
sustainable food products, reflecting their willingness, planning, and effort to engage in such
behavior, even when the purchase has not yet occurred. This construct constitutes the primary
independent variable of the study.

Purchase intention was measured using three items capturing future-oriented behavioral
intentions, including intentions to purchase, plan, and actively seek sustainable food products. The
scale demonstrated excellent internal consistency, with a Cronbach’s alpha of 0.959, indicating a
high level of reliability and strong coherence among the items. This suggests that the scale

effectively captures the underlying construct of intention to purchase sustainable food products.

The study includes three moderating variables aimed at capturing contextual and perceptual
factors that may influence the strength of the relationship between purchase intention and purchase

behavior.

Availability reflects the degree of accessibility of sustainable food products within
consumers’ habitual purchasing environments and whether limited accessibility constitutes a
barrier to actual consumption. In the conceptual model, availability is treated as a moderating
variable, influencing the strength of the relationship between purchase intention and purchasing
behavior.

This construct was operationalized using four items related to product presence, ease of
access, and the consideration of purchasing sustainable food when available. The scale yielded a
Cronbach’s alpha of 0.534, indicating relatively low internal consistency. Although this suggests
some heterogeneity among the items, the scale was retained due to its conceptual relevance and

its considerable statistical significance, as will be demonstrated in the subsequent analysis.
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Social norms refer to the perceived influence of significant others and social expectations
on consumers’ purchasing decisions. As a moderating variable, this construct examines whether
social pressure or social discouragement affects the translation of purchase intention into actual
behavior.

The construct was measured using two items addressing perceived expectations and
preferences of important reference groups. The scale achieved a Cronbach’s alpha of 0.702,
indicating acceptable reliability and supporting its use in subsequent analyses.

Perception of impact, or PCE, reflects the extent to which consumers believe that their
individual actions can generate meaningful environmental outcomes. This construct was included
as a moderating variable, assessing whether stronger perceptions of individual impact enhance the
likelihood of converting intention into behavior.

The scale consisted of two items related to personal responsibility and perceived
environmental consequences of consumption choices. The construct demonstrated good internal
consistency, with a Cronbach’s alpha of 0.770, indicating that the items reliably capture

consumers’ perceived effectiveness.

The list of measurement items used in this study, including the constructs, the number of
items per scale, the corresponding questions, and the Cronbach’s alpha values, can be found in
Appendix C.

Three control variables were included in the analysis, as they are considered factors that
may potentially influence the relationship between the independent and dependent variables.

Consumer awareness reflects respondents’ perceived understanding of the environmental
impact of their daily consumption practices. This construct was measured using six items in which
participants were asked to indicate which of the following activities they believe have a negative
impact on the environment. The scale demonstrated good internal consistency, with a Cronbach’s
alpha of 0.795.

Environmental Knowledge captures consumers’ awareness of the environmental impacts
associated with food production and consumption. The seven-item scale demonstrated high
reliability, with a Cronbach’s alpha of 0.871, indicating strong internal coherence.

Price reflects the role of cost sensitivity in sustainable food purchasing decisions and
whether price acts as a barrier to actual behavior. The five-item scale presented good internal

consistency, with a Cronbach’s alpha of 0.806.
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Overall, the reliability analysis indicates that most constructs exhibit satisfactory internal
consistency, supporting their inclusion in subsequent regression and moderation analyses. The
clear distinction between dependent, independent, moderating, and control variables provides a
coherent structure for testing the proposed hypotheses and examining the mechanisms underlying
the ABG in SFC.

4.2. Sample Description

The final sample consisted of 154 respondents, of which 103 were valid cases used in the
statistical analyses, after the exclusion of 51 incomplete or missing responses. The following
section presents the demographic and socioeconomic characteristics of the valid sample.

The age distribution of the respondents indicates a predominance of young adults, with the
majority of participants aged 25-34 years (n = 62; 60.2%). Smaller proportions were observed in
the age groups 18-24 years (n = 8; 7.8%), 35-44 years (n = 10; 9.7%), 45-54 years (n = 6; 3.9%),
55-64 years (n = 13; 12.6%), and 65 years or older (n = 4; 3.9%). This distribution suggests that
the sample is largely composed of individuals in economically active stages of life.

Regarding gender, the sample was predominantly female (n = 60; 58.3%), followed by male
respondents (n = 41; 39.8%). A small proportion of participants identified as other (n = 1; 1.0%)

or preferred not to disclose their gender (n = 1; 1.0%).

Regarding country of residence, the majority of respondents resided in Brazil (n = 72;
69.9%), followed by Portugal (n = 23; 22.3%), while 7.8% (n = 8) reported residing in other
countries. Although the sample includes participants from different national contexts, the data
were analyzed in an aggregated manner, and country of residence was used solely for descriptive

purposes.

Most respondents lived in urban areas (n = 89; 86.4%), with smaller proportions residing
in suburban areas (outskirts of the city) (n = 9; 8.7%) and rural areas (countryside) (n = 5; 4.9%).
This urban predominance may influence perceptions of product availability and access to
sustainable food options, given the potentially greater availability of sustainable products,

alternative markets, and diverse points of sale in urban settings.

The educational profile of the sample reveals a high level of educational attainment. Most
respondents had completed higher education (n = 62; 60.2%), and a substantial proportion held a

postgraduate degree (Master’s or PhD) (n = 35; 34.0%). Only a small percentage reported
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incomplete higher education (n = 5; 4.9%) or completed high school as their highest level of
education (n = 1; 1.0%). This highly educated sample may be associated with higher levels of
environmental knowledge and awareness, which is relevant to the study’s focus on sustainable

consumption.

Regarding occupational status, the majority of respondents were employed full-time (n =
47; 45.6%) or self-employed/entrepreneurs (n = 30; 29.1%). Smaller proportions were employed
part-time (n = 6; 5.8%), students (n = 8; 7.8%), retired (n = 5; 4.9%), unemployed (n = 3; 2.9%),
or reported other occupational situations (n = 4; 3.9%). This distribution indicates that most
participants are economically active and likely involved in regular household purchasing

decisions.

With respect to dietary habits, most respondents identified as omnivores (consume all types
of food) (n = 58; 56.3%), followed by those who reported not following any specific dietary
pattern (n = 21; 20.4%). A considerable proportion reported following alternative dietary patterns,
including flexitarian (mostly vegetarian with occasional meat or fish) (n = 10; 9.7%), vegetarian
(excludes meat, poultry, and fish) (n = 9; 8.7%), vegan (excludes all animal products) (n = 2;
1.9%), and pescatarian (excludes meat and poultry but includes fish) (n = 1; 1.0%). Additionally,
1.9% of respondents (n = 2) selected other dietary categories. This diversity in dietary practices is

relevant for understanding variations in attitudes and behaviors related to SFC.

A detailed sociodemographic analysis is presented in Appendix A.
4.3. Hypotheses Testing

The constructs of the study were measured using multiple questionnaire items, with at least
two indicators per construct. The items were initially entered into SPSS and aggregated by
calculating the mean, resulting in the construction of the model variables. Subsequently, the
variables were classified as independent, dependent, or moderating and used for hypothesis testing

and analysis of the proposed relationships.

The hypothesis testing was conducted in two stages. In the first stage, regression analyses
were performed in SPSS to estimate the B coefficients and assess the statistical significance of the
relationships proposed in the theoretical model, analyzing the direct effects of the variables on the
dependent variable. In this stage, the relationship between the dependent variable (purchase

behavior) and the other variables in the model, including the independent variable as well as the
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moderating and control variables, was examined. The sign and magnitude of the B coefficient
indicated whether the relationships were positive or negative, while the significance value (Sig., or
p-value) allowed for the assessment of whether these relationships were statistically significant,
providing a preliminary evaluation of the hypotheses. It is important to note that even if a
moderating variable shows a significant direct effect in the linear regression, this does not
necessarily imply that it has a moderating effect on the relationship between purchase intention and
behavior.

In the second stage, the results were validated using the PROCESS Macro (version 4.3),
developed by Hayes (2018). Its use allowed for the formal testing of the proposed moderation
effects, verifying whether the interactions between the variables were statistically significant.
Relationships with p-values below 0.05 were considered statistically significant and supported,
while relationships with p-values above 0.05 were considered not supported.

The results of these analyses provide empirical support for some of the proposed
hypotheses, while others were not confirmed, offering important insights into the dynamics of the
ABG in SFC.

A comprehensive summary of all findings is presented in Appendix B.
4.3.1. Main Relationship Analysis (Purchase Intention — Behavior)

To test hypothesis H1, which proposed that purchase intention is positively related to the
purchase of sustainable products, a linear regression analysis was performed as previously
described. The results indicate a positive and statistically significant relationship between purchase
intention (independent variable) and purchase behavior (dependent variable) (B = 0.590; SE =
0.100; t = 5.931; p < 0.001). Therefore, H1 is supported.

4.3.2. Moderation Analysis

The remaining hypotheses of the study (H2, H3, and H4) investigate the moderating effects
of the variables availability, social norms, and perceived impact on individual behavior, acting as
moderators between purchase intention and purchase behavior.

It is important to highlight that even if a moderating variable shows a significant direct
effect in the linear regression, this does not necessarily indicate that it moderates the relationship
between intention and behavior. The PROCESS Macro (version 4.3) was used to formally test

these moderation effects.
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Hypothesis H4, which proposed that social norms moderate the relationship between
purchase intention and purchase behavior, weakening this relationship when norms discourage
sustainable behavior, was not supported. In the initial linear regression analysis, although social
norms showed a positive coefficient (B = 0.099; SE = 0.098; t = 1.002; p = 0.318), this effect was
not statistically significant. Moreover, the validation using the PROCESS Macro yielded p = 0.808,
considerably higher than the threshold for hypothesis support (p < 0.05), confirming that H4 was
not supported by the data.

Similarly, hypothesis H2, which proposed that availability moderates the relationship
between purchase intention and purchase behavior, was also not supported. Although availability
showed a positive and statistically significant direct effect (B = 0.416; SE = 0.126;t =3.291; p =
0.001), the PROCESS analysis revealed p = 0.8741 for the moderation effect, confirming that the
hypothesis is not supported.

Finally, hypothesis H3, which suggested that perceived individual impact strengthens the
relationship between purchase intention and purchase behavior, was not supported. The coefficient
for perceived impact was negative and statistically insignificant (B = —0.241; SE = 0.167; t =
—1.438; p = 0.153), and the PROCESS analysis yielded p = 0.5141, also failing to support the
hypothesis.

4.3.3. Control Variables Analysis

In addition to the hypothesis testing, three control variables were examined to better
understand the determinants of sustainable food purchasing behavior. The results obtained through
linear regression indicate that environmental knowledge had a positive and statistically significant
effect (B = 0.407; SE = 0.139; t = 2.932; p = 0.004), suggesting that higher environmental
knowledge is associated with increased sustainable purchasing behavior. Consumer awareness
showed a positive but not statistically significant effect (B = 0.144; SE = 0.155; t = 0.929; p =
0.355), while price exhibited a negative and statistically insignificant effect (B = —0.084; SE =
0.115;t=—0.731; p=0.467), indicating that price does not significantly influence sustainable food
purchasing in this sample. Overall, among the control variables, only environmental knowledge

demonstrated a significant impact on sustainable purchasing behavior.
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5. Discussion of Results

5.1 Summary of results

The present study aimed to understand how consumers’ intention to consume more
sustainable products in the food sector translates into actual sustainable consumption behavior, by
analyzing whether higher levels of intention are associated with higher levels of sustainable
behavior. In addition, the study sought to investigate whether barriers previously identified in the
literature, such as product availability, social norms, and perceived personal impact, act as
moderating factors, strengthening or weakening the relationship between intention and behavior
(Vermeir & Verbeke, 2006; Ajzen, 1991).

The results confirmed that intention does indeed play a significant role as an antecedent of
behavior, corroborating prior evidence in the literature (Fishbein & Ajzen, 1975; Ajzen, 1991).
However, the hypotheses proposing that the aforementioned barriers would act as moderating
variables in this relationship were not supported in the context of this study. Nevertheless, product
availability and the control variable of prior environmental knowledge showed a positive and

statistically significant relationship with sustainable purchasing behavior.

Overall, the findings indicate that factors such as easier access to sustainable products and
consumers’ level of environmental knowledge play a relevant role in the conversion of intention
into actual behavior. These results suggest that, although intention is a central element, contextual

and cognitive conditions may be relevant for the occurrence of concrete actions.

The following sections of this chapter develop a critical analysis of the results, exploring
possible explanations for the lack of support for the moderation hypotheses, as well as discussing

the confirmation of H1, in light of the existing literature and the empirical context of the study.

Hypothesis H1 (Purchase intention is positively related to the purchase of sustainable
products, assuming that higher levels of intention indicate greater effort toward performing the
behavior) was supported by the results of the study. This finding confirms the core assumptions of
the theoretical frameworks underpinning this research, namely the TRA (Fishbein & Ajzen, 1975)

and the TPB (Ajzen, 1991) and are aligned with extant research on consumer behavior

According to the TRA, individuals are considered rational agents who systematically
process relevant information to form intentions, which represent the primary determinant of

behavior. The results of this study support this assumption by demonstrating that higher levels of
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purchase intention are associated with a greater likelihood of actually engaging in the purchase of

sustainable products.

The TPB extends this model by acknowledging that, although intention is the most
immediate antecedent of behavior, other factors also influence its execution, namely: (1) attitude
toward the behavior, (2) subjective norms, and (3) perceived behavioral control (Ajzen, 1991).
Although these specific factors were not directly examined in this study, the findings reinforce the

central role of intention as a key element in explaining behavior.

While the positive relationship between intention and behavior is widely documented in the
literature, its confirmation in the context of SFC is not trivial, given that this type of consumption
is associated with routine and habitual decisions, often influenced by practical and contextual

constraints.

This finding is particularly relevant, as it reinforces the applicability of classical behavioral
theories in a domain characterized by low social visibility and high repetition of choices, where
behavior is not always the result of fully deliberative decisions. Thus, the results suggest that even
in this context, individuals with stronger intentions to engage in sustainable behavior are more

likely to effectively adopt such behavior.

In sum, the findings confirm that when individuals hold the intention to perform a given
behavior, they are more likely to effectively carry it out, even in contexts marked by potential
barriers or limitations. This result reinforces the relevance of intention as a central variable for
understanding sustainable consumption in the food sector and provides empirical support for the

theoretical model adopted in this study.

Although the proposed model received partial empirical support, Hypotheses H2, H3 and
H4 were not supported, indicating that not all contextual and psychological factors exert a
significant moderating effect on the relationship between purchase intention and sustainable food
purchasing behavior. These results provide relevant insights into the complexity of the ABG and

highlight the context-dependent nature of behavioral drivers.

Hypothesis H2 (Product availability moderates the positive relationship between purchase
intention and the purchase of sustainable products, and this relationship is stronger for consumers
with lower sensitivity to availability and convenience.) proposed that product availability would
moderate the positive relationship between purchase intention and the purchase of sustainable

products, strengthening this relationship, particularly for consumers with lower sensitivity to
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availability and convenience. This hypothesis was based on the assumption that the easy and
convenient availability of sustainable products would act as a facilitating factor in the

transformation of intention into behavior.

However, the results of the analysis did not support this hypothesis, as product availability
did not exhibit a statistically significant moderating effect on the relationship between intention
and behavior. Nevertheless, it is important to highlight that product availability showed a positive
and statistically significant direct effect on the purchase of sustainable products (B = 0.416; p =
0.001), indicating that higher levels of perceived availability are associated with a greater
likelihood of purchasing sustainable products.

This finding suggests that product availability directly influences purchasing behavior, but
does not necessarily function as a factor that strengthens or weakens the relationship between
intention and behavior. In this sense, availability appears to reduce structural barriers to sustainable
consumption, facilitating consumer action independently of the level of intention previously

formed.

Moreover, the context of the study may have limited the variability in participants’
perceptions of product availability. In contexts where sustainable products are already relatively
accessible, availability tends to cease functioning as a differentiating factor capable of

strengthening or weakening the intention—behavior relationship (Guagnano et al., 1995).

Taken together, these results indicate that, although product availability is a relevant factor in
increasing sustainable purchasing behavior, its role is better understood as a direct antecedent of
behavior, rather than as a moderator of the intention—behavior relationship, as originally proposed

in Hypothesis H2.

Hypothesis H3 (Perceived impact positively moderates the relationship between purchase
intention and the purchase of sustainable products) assumed that perceived impact would
strengthen the relationship between purchase intention and sustainable purchasing behavior, such
that consumers who believe their individual actions have a meaningful impact would be more likely
to act on their intentions. However, the results of the analysis did not support this assumption.

The lack of support for this hypothesis may be derived from the notion of perceived
inefficacy at the individual level, which is widely discussed in the sustainability and ABG
literature. Even when consumers recognize the importance of sustainability, they may

simultaneously believe that their individual actions are insufficient to generate meaningful
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systemic change. This perception can weaken the motivational role of perceived impact, limiting
its effectiveness in facilitating behavioral execution. In other words, individuals who act on their
intention to consume more sustainably may do so despite a limited sense of individual impact,

rather than because they believe their actions will produce significant change.

Furthermore, the non-significant effect of perceived impact suggests that moral or cognitive
awareness alone may be insufficient to overcome practical constraints. This is particularly relevant
in the context of food consumption, where additional factors, such as taste, the pursuit of pleasure
(hedonism), and personal health as a primary motivation, may further influence purchasing
decisions (Vermeir & Verbeke, 2006).

Together, these findings suggest that perceived impact is not effective in moderating the

translation of purchase intention into actual sustainable food purchasing behavior.

Hypothesis H4 (Social norms and social context moderate the positive relationship between
purchase intention and the purchase of sustainable products, such that this relationship weakens
when consumers are exposed to social norms that discourage sustainable behaviors), proposed that
discouraging social norms would weaken the relationship between purchase intention and actual
purchasing behavior. However, the results indicate that social norms did not exert a statistically

significant moderating effect on this relationship.

One possible explanation for this finding lies in the private and habitual nature of food
purchasing decisions. As discussed by Griskevicius et al. (2010), sustainable consumption is often
driven by motives related to visibility, social signaling, and status, which tend to be stronger in
publicly observable consumption contexts. When consumption occurs in public settings, choosing
sustainable products can serve as a signal of social status or moral identity. However, in more
private environments, such as online grocery shopping conducted individually at home, these
status-confirming motivations may weaken. In such contexts, consumers may be less inclined to
prioritize sustainable options and instead favor the personal comfort, familiarity, or perceived
quality associated with conventional products. Moreover, because food purchases are typically
embedded in routine consumption patterns are less subject to direct social observation or explicit
social pressure, consumers are more likely to rely on personal values, established habits, and
practical considerations rather than on perceived social expectations when making food-related

decisions.
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Additionally, the sample is characterized by relatively high levels of education and
environmental knowledge, which may reduce individuals’ susceptibility to social influence
(Vermeir & Verbeke, 2006). Consumers with higher awareness and more strongly internalized
values (Griskevicius et al., 2010) may be less likely to adjust their behavior in response to external

social norms.

From an ABG perspective, this finding suggests that social norms may not represent a
primary barrier to the translation of sustainable intentions into actual food purchasing behavior,
particularly in contexts where consumers already exhibit relatively high levels of awareness and

autonomy in decision-making.

In addition to the theoretical explanations discussed above, the lack of empirical support
for some of the proposed hypotheses may also be attributed to characteristics of the sample and the
scope of the selected barriers.

First, the sample size and composition may have influenced the observed results. The final
valid sample consisted of 103 respondents, predominantly urban, highly educated, and with
moderate to high income levels, and concentrated mainly in Brazil and Portugal. While this profile
is appropriate for exploratory research, it may limit the variability required to detect moderating
effects related to social norms and perceived impact. Consumers with higher socioeconomic status
and education may exhibit more stable values and greater autonomy in decision-making, reducing
the influence of external social pressures and moral perceptions on behavior, thereby minimizing

the role of subjective norms as a decisive factor (Vermeir & Verbeke, 2006).

Second, the geographic concentration and purchasing context of the sample may have
affected the relevance of certain barriers. Differences in market structure, retail formats, and the
availability of sustainable food products across regions may shape which factors are more salient
in influencing behavior. As such, the contextual importance of social norms and perceived impact
may vary across consumption environments.

Moreover, the selection of moderating variables was informed by studies on the ABG in
sustainable consumption more broadly (Andrade & Vieites, 2025; Enamala et al., 2025; Girisaran
& Khanna, 2025), rather than being exclusively derived from research focused on SFC.

While these barriers are well established in the general ABG literature, they may not fully
capture the most relevant constraints operating within the specific domain of food-related

decisions. SFC involves particular characteristics, such as food taste, the search for pleasure
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(hedonism), and personal health as a primary (Vermeir & Verbeke, 2006), that may reduce the
explanatory power of certain psychological or social barriers identified in other sustainability

contexts.

From this perspective, the non-validation of some hypotheses does not necessarily indicate
the absence of these effects, but rather suggests that their relevance may be context-specific. Future
research could therefore benefit from testing additional or alternative barriers, such as habit
strength, trust in food labels, taste expectations, or perceived quality (Vermeir & Verbeke, 2006;
Girisaran & Khanna, 2025), which may play a more prominent role in the SFC context.

Overall, these findings reinforce the argument that the ABG is a multifaceted phenomenon
and that its drivers and barriers may vary significantly across consumption domains, highlighting

the importance of context-sensitive approaches in sustainability research.

However, it is important to note that this study relies on self-reported data, which may not
fully reflect individuals’ actual behavior. Respondents’ statements indicating that they would
perform a given action despite the presence of barriers reflect the existence of intention, but not
necessarily the effective execution of the behavior in real-life contexts (Carrington, Neville &
Whitwell, 2010). Therefore, the responses may capture declared intentions more strongly than

observed behavior.
5.2. Theoretical Implications

This study corroborates the TPB, originally proposed by Ajzen (1991), by applying it to a
still underexplored domain: SFC. While the classical literature often analyses consumer behavior
in a broad and aggregated manner, this research focuses on a specific niche within sustainable

consumption, offering a more in-depth examination of sustainable food purchasing behavior.

Additionally, this study establishes a theoretical convergence between the TPB and the
concept of the ABG. Whereas the TPB posits intention as the immediate and central antecedent of
behavior, shaped by attitudes, subjective norms, and perceived behavioral control (Ajzen, 1991),
the literature on the ABG in sustainable consumption contexts suggests that this relationship is not

linear, as it is influenced by a complex set of situational barriers (Carrington et al., 2010).

By integrating both frameworks, this empirical investigation validates Ajzen’s (1991) core
assumption by confirming purchase intention as a statistically significant predictor of behavior in

the context of SFC. However, the study extends the original model by treating key ABG-related
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factors, specifically product availability, social norms, and perceived individual impact, not merely
as external variables or “noise,” but as moderating variables operating in the transition from

intention to actual purchasing behavior.

In line with the TPB, the findings confirm that purchase intention is a central and significant
predictor of sustainable purchasing behavior, reinforcing the importance of intentionality in
consumer decision-making processes. This result supports prior research that recognizes intention
as a necessary, though not always sufficient, condition for behavioral change in sustainability-
related contexts.

Beyond confirming established theoretical assumptions, this study demonstrates that the
ABG is strongly dependent on the consumption context, offering new insights specifically within
the domain of SFC. While product availability emerged as a significant factor influencing
sustainable purchasing behavior, other barriers frequently highlighted in the ABG literature,
namely social norms and perceived individual impact, did not exhibit significant moderating
effects. These findings corroborate the argument of Joshi and Rahman (2015) that ABG-related
barriers are highly context-dependent. It is therefore suggested that the utilitarian and everyday
nature of food consumption renders purchasing behavior more sensitive to immediate logistical
constraints than to normative pressures or altruistic motivations, distinguishing this domain from

other sectors of sustainable consumption.
5.3. Practical Implications

The following section presents the practical implications of the research findings and
proposes actionable strategies for entrepreneurs, startups, and companies in the sustainable food

sector.

While the ABG is a complex and systemic challenge, this study adopts a business-oriented
perspective, framing the gap as a market opportunity. In this context, the ABG is understood not
only as a behavioral limitation but also as a space for innovation, where companies can design
solutions that effectively translate consumer intentions into actual purchasing behavior.

The supported hypothesis confirms that purchase intention is positively associated with
sustainable purchasing behavior. Consumers who have already developed the intention to consume
more sustainably are more likely to translate it into action, highlighting the relevance of initiatives

that strengthen purchase intention. According to Vermeir and Verbeke (2006), this can be achieved
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by reducing perceived effort and low product availability, for example through communication
channels that allow consumers to verify points of sale, thereby demonstrating accessibility and

reinforcing intention.

The results indicate that product availability directly influences purchase behavior, even
without moderating the relationship between intention and action, highlighting the importance of
structural and contextual factors in enabling sustainable choices. For producers and retailers,
strategies that increase accessibility and reduce perceived effort can be effective. These include
expanding the physical and digital presence of sustainable products in conventional retail
environments through partnerships with traditional retailers, and ensuring consistent placement in

familiar shopping locations rather than limiting products to niche stores.

Visibility can be further enhanced through strategic placement and display, placing
products in convenient, easily noticeable locations accompanied by clear signage and eco-labels,
which reduce cognitive effort and support choices aligned with consumer intentions (Joshi &
Rahman, 2015). Offering a variety of products also serves as an additional incentive, catering to
different preferences and personal needs, thereby increasing the likelihood of purchase (Joshi &
Rahman, 2015).

Moreover, Griskevicius et al. (2010) suggest that the consumption of sustainable products
is also driven by status, depending on the visibility of the behavior. Therefore, making sustainable
consumption visible, through labels, certifications, or at the point of sale, is an effective strategy to

activate this status motivation.

Innovation in products and business models can further increase perceived availability and
purchase intention. Developing convenient products integrated into daily routines, alongside
distribution models such as subscriptions, meal kits, or default sustainable options on delivery

platforms, can reduce contextual barriers and support habitual sustainable consumption.

Additionally, the significant effect of environmental knowledge indicates that consumers
benefit from clear, actionable, and comprehensible information about the environmental impacts
of their food choices, particularly when linked to available alternatives. Strategies based on
prioritizing data and information in a verbal rather than numerical format, providing clear,
transparent, and detailed information, using promotions and point-of-sale materials to foster

education, or presenting comparisons between the impacts of conventional and sustainable
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products are therefore essential (Gleim et al., 2013). Since knowledge precedes intention, investing

in consumer education constitutes a crucial strategy for promoting sustainable behavior.

In contrast, the non-significant effects of social norms and PCE suggest that strategies
relying primarily on social pressure or moral appeals may have limited impact in the food

consumption context.

Overall, the findings indicate that promoting SFC requires structural interventions focused
on accessibility and knowledge, capable of facilitating effective behavior, whether through

convenience and habit or by translating positive intentions into concrete actions.
5.4. Limitations and Future Research

Despite its contributions, this study has some limitations that should be acknowledged and

that also suggest directions for future research.

First, the sample was relatively small and somewhat homogeneous, which may have limited
the statistical power of the analyses, particularly regarding the detection of moderation effects. The
majority of respondents had higher education levels, relatively high incomes, were employed or
ran their own business, and lived in urban areas with greater access to products. While
geographically diverse (69.9% Brazil, 22.3% Portugal, 7.8% other), future studies could benefit
from larger and more diverse samples to enable more robust testing of the proposed concepts and

relationships.

Furthermore, the reliance on non-probabilistic convenience sampling limits the
generalizability of the findings. Although commonly employed in exploratory consumer behavior
research, results should be interpreted with caution. Future research could employ probabilistic

sampling techniques or focus on more representative populations.

The cross-sectional design of the study also poses a limitation, as it captures a single point
in time and does not allow for the analysis of behavioral changes. Since sustainable consumption
is a dynamic process, it is not possible to determine whether increases in environmental awareness
lead to higher purchase intentions or whether these intentions consistently translate into actual
sustainable purchasing behavior. Longitudinal studies could track participants over time to better

capture the translation of intentions into real actions.

Additionally, the selection of moderating variables was primarily guided by the general

literature on the ABG in sustainable consumption, rather than studies specifically focused on
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sustainable food. Future research could explore alternative or additional barriers, such as food taste,
the pursuit of pleasure (hedonism), and personal health considerations (Vermeir & Verbeke, 2006),
which may be particularly relevant in food-related contexts.

It is also important to note that the reliance on self-reported data may introduce social
desirability bias, as respondents may overstate their sustainable behaviors or intentions. The lack
of studies that measure actual purchasing behavior, rather than stated intentions or self-reported
actions, represents a significant methodological limitation in the literature (Carrington, Neville &
Whitwell, 2010), which also applies to this study. Future research could complement survey data
with observational methods, purchase records, or experimental designs to strengthen the validity

of the findings.

6. Conclusions

This study aimed to investigate the ABG in the context of SFC, with the goal of understanding
how purchase intention translates into actual purchasing behavior and identifying the factors that
facilitate or impede this process. Additionally, this study explores how these insights can be
translated into business opportunities. Drawing on the TPB and the broader literature on sustainable
consumption, the research empirically examined the role of both contextual and individual

variables in explaining the persistence of the ABG.

The results confirmed that purchase intention is a strong predictor of actual purchasing
behavior, reinforcing its central role in consumer decision-making. In addition, the availability of
sustainable products emerged as an important facilitator of behavior, operating independently of
purchase intention. In contrast, other commonly cited barriers, such as social norms and perceived
individual impact, did not show a significant influence in this context. The study also demonstrated
that environmental knowledge is an influential factor in sustainable behavior, indicating that access

to information remains a differentiating factor and can shape individuals’ attitudes and actions.

By focusing specifically on the food sector, the study provides a more nuanced understanding
of the ABG, suggesting that the relevance of certain barriers may differ across consumption
domains. These findings highlight the importance of conducting sector-specific analyses and
underscore the need for context-sensitive approaches in both academic research and practical

interventions, moving beyond generalized assumptions about sustainable consumer behavior.
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Appendix A

Sociodemographic analysis of the sample

Variable Response Options Frequency Valid Percentage
18—24 years old 8 7.8
25-34 years old 62 60,2
3544 years old 10 9,7
Age
45-54 years old [ 58
55-64 years old 13 12,6
65 years old or more 4 3,9
Female 60 58,3
Male 41 39,8
Gender Other 1 1
Prefer not to say 1 1
. Brazil 72 69,9
c:;:?;;:e Portugal 23 223
Other 8 7.8
Urban area (city) 89 86,4
Area of Residence |Suburban area (outskirts of the city) 9 8,7
Rural area (countryside) 5 4,9
| live alone 17 16,5
2 people 45 43,7
Household Size |3 people 22 21,4
4 people 17 16,5
5 or more people 2 1,9
Completed high school 1 1
. Incomplete higher education 5 49
Education Level Completed higher education 62 60,2
Postgraduate (Master's/PhD) 35 34
Student 8 78
Employed {full-time) 47 45,6
Current Employed (part-time) 6 5,8
Occupational Status Unemployed 3 2.2
Self-employed / Entrepreneur 30 29,1
Retired 5 4,9
Other 4 3,9
Omnivore 58 56,3
Flexitarian 10 9,7
Vegetarian 9 8,7
Dietary Pattern |Vegan 2 19
Pescatarian 1 1
None of the above / No specific pattern 21 20,4
Other 2 1,9
Up to 1,500 units 7 6,8
1,501 to 3,000 units 18 17,5
Average Monthly [3,001 to 6,000 units 11 10,7
Household Income [6,001 to 10,000 units 21 20,4
Above 10,000 units 40 38.8
Prefer not to say 6 5,8
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Appendix B

Summary of Hypotheses Testing Results

Hypothesis

Results

H1: Purchase intention is positively related to the purchase of sustainable products.

Supported

H2: Product availability moderates the positive relationship between purchase intention
and the purchase of sustainable products, and this relationship is stronger for consumers
with lower sensitivity to availability and convenience.

Not supported

H3: Perceived Individual Impact positively moderates the relationship between purchase
intention and the purchase of sustainable products.

Not supported

H4: Social norms and social context moderate the positive relationship between purchase
intention and the purchase of sustainable produets, such that this relationship weakens
when consumers are exposed to social norms that discourage sustainable behaviors.

Not supported
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Survey measurement items

Appendix C

| always try to find affordable food options when shopping.

| intend to buy sustainable foods, provided they are sold at a lower price.

Variable Number of ltems Questions of the Scale Cronbach’s alpha
Purchase 2 How frequently do you purchase products that you consider sustainable? 0.69
behaviour For how long have you been purchasing products that you consider sustainable?
purchase In future, | intend to purchase environmentally sustainable food products.
intention 3 In future, | will try to buy sustainable food products 0.959

In future, | will plan my shopping so that | get to buy sustainable food products
Sustainable foods are available in sufficient quantities in the stores where | do my shopping.
Availability 4 It is hard to find s_ustainable fuods.in'the. stores where | go shopping. : : . 0.534
If there are sustainable foods available in the stores where | go shopping, | consider buying them.
| can easily find sustainable foods in my neighborheod.
Sodal norms 3 Many people who arPT i_mportantm me in life think that | §h0uld buy sustainable food. 0.702
The people whose opinions | value prefer not to buy sustainable food.
T | think that, as an individual, | am responsible for protecting the environment.
—rr 2 | believe that individuals should be careful when purchasing products, because buying certain products 0.770
can have more harmful impacts on the environment.
Please indicate which of the following daily consumption activities and practices you believe have a
NEGATIVE impact on the environment:
_Food waste.
Consumer 6 _Adiet high in beef consumption (more than three times per week). 0.795
awareness _Buying imported fruits and vegetables instead of locally produced ones. ’
_Consuming out-of-season (non-seasonal) foods.
_Purchasing foods with excessive single-use plastic packaging.
_Buying food from companies known for environmentally irresponsible practices.
| understand how my food choices affect climate change.
| am aware that food production is responsible for a significant amount of water use
| am aware that food production is responsible for a significant amount of land use, contributing to
deforestation, land degradation and biodiversity loss
. | am aware that certain agricultural practices and food production methods can cause negative
Environmental \ )
Knowledge 7 environmental impacts 0.871
| am aware that greenhouse gas emissions are generated throughout the food production and
distribution process
| am aware that the use of fertilizer and pesticides are bad for the environment and for my health
| am aware that the amount of food produced globally is enough to feed the entire population, but a
large share is diverted to feed livestock
The price of sustainable foods is very important to me.
| often refuse to buy sustainable foods because | think they are expensive.
Price 5 It is important to me that the price of sustainable foods is similar to that of conventional foods. 0.806
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Schematic representation of effects of stimulus variables on intentions.

Appendix D

Source: “Belief, attitude, intention and behavior: An introduction to theory and research”

(Fishbein & Ajzen, 1975, p.334)
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Proposed conceptual model

Control Variable:
Consumer Awareness

Control Variable:
Environmental Knowledge

Appendix E

Independent Vanable: ] H1 Dependent Vanable:
Purchase intention J ‘ Purchase behaviour
1
|
1
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H2 H3 H4
Moderating Variable: Moderating Variable: Moderating Variable:
Product availability ] Perception of impact ] Social norms }
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Appendix F

Survey

English o

Introduction

Hello,

This questionnaire is part of an academic study for the Master's program in
Innovation and Research for Sustainability at ISEG ~ Lisbon School of Economics &
Management The study aims to investigate consumer behavior, perceptions, and
habits related to the purchase and consumption of environmentally sustainable food
products.

The study seeks to understand factors such as:

« awareness of the environmental impact of food,

« values and attitudes toward sustainability,

- frequency and intention to purchase sustainable products,
« food habits and perception of environmental impact.

The results of this research will contribute to a better understanding of the
motivations and barriers associated with sustainable consumption. Please answer
honestly; there are no right or wrong answers.

This survey is confidential. Your email will be collected only for the purpose of sending
a follow-up questionnaire next week. Your email will not be linked to your answers, will
not be used for any other purpose, and will not be shared. All data will be analyzed in
aggregate form and used exclusively for academic purposes.

By proceeding and submitting your responses, you confirm that:

« you understand the purpose of the study,

« you are participating voluntarily,

« you consent to the use of your data exclusively for academic research,
- you are at least 18 years old.

If you do not agree, you may exit the questionnaire.

Estimated time to complete the survey: 5-7 minutes,
Thank you very much for your participation!

Julia Katz

18172028, 19:01
Master's Degree student in Innovation and Research for Sustainability ISEG — Lisbon
School of Economics & Management
contact: jullakatzd@alniseg.ulisboa, pt

Quallics Survey Sotware

Environmental Knowledge

I understand how my food choices affect climate change.

() swongly disagree

) oisagree

() Meither agree nor disagree
O Agree

() strongly agree

| am aware that food production is responsible for a significant amount of water use

() stongly disagree

() Disagree

() meither agree nor disagree
O Agree

() stongly agree

| am aware that food production is responsible for a significant amount of land use,
contributing to deforestation, land degradation and biodiversity loss

() stongly disagree

() oisagree
() Meither agree nor disagres

O agree
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() strongly agree

Qualirics Survey Software

I am aware that certain agricultural practices and food preduction methods can
cause negative environmental impacts

strongly disagree
Disogree
Neither agree nor disagree

Agree

00000

strongly agree

1am aware that greenhouse gas emissions are generated throughout the food
production and distribution process

strangly disagree
Disagree

Neither agree nor disagree
Agree

strangly agree

00000

Iam aware that the use of fertilizer and pesticides are bad for the environment and
for my health

strongly disagree

() Disogree
() nsither agree nor disagres
Q) agree
() swongly agree
quakrics o ID=5V_2AXpZhx i ibemr 5
AR 20126, 1801 CQualiries Survey Sobwars

Please indicate to what extent you believe each of the following daily consumption
activities and practices has a negative impact on the environment.

Heither
positive nar
negative

Extremely
negativa

Foodtwaste o) le) o)

A ciet tighin bt
consumption {more than
thres Bmes per week)

Somewhet
negatve

Somewhat Earemely

Auying imported nits and
vegetabies instead of
foaly prouced ones

Consuming out-of-
seceon {non-seascnal)
foock:

Purchasing faods with
‘encessive single-use
plastic pockaging

o O o O
o O o O
O o O

Buying feod fram
comparies known for
emvironmentally
Imesponsitie proctices.

O
O
O
O
(o]

Purchase Intention

In future, 1 intend to purchase environmentally sustainable food products.

(O strongly disagree
O bisagree
() Meither agree nor disagres

Q) agres

(O strongly agree

s Meclistoa cot qual ar.. 515
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Iam aware that the amount of food produced globally is enough to feed the entire
population, but a lorge share is diverted to feed livestock

(O strongly disagree

() tisagres

() Neither agree nor disagree
() Agree

() strongly agree

Consumer Awareness

How familiar are you with the term “sustainable products” [ ‘green products™?

() 1 know nothing about it

O 1know a little

O | have a moderate understanding
) 1 know quite o lot

) 1 know very well about it

In general, how much do you know about the environmental impact of the products
you buy or use?

() 1 know nothing about it
O 1 know a little
() 1 have a moderate understanding

O 1 know quite @ bt
(O 1 now very well about it

i ! 2ARPTERGWYCYIGAConexiLibrar

18012036, 1801 Gualties Survey Sotwers

In future, 1 will try te buy sustainable food products
() stongly disagree
() oisagree
() Neither agrse nor disagres

O agree

O stongly agree

In future, 1 will plan my shopping so that | get to buy sustainable food products

() stongly disagree

() risagree

() Neither agree nor disagree
QO Agree

() strongly agree

Purchase behaviour

How frequently do you purchase products that you consider sustainable?

Never
Rarely
sometimas

Often

O0000

Aways

For how long have you been purchasing preducts that you consider sustainable?

() tess than 6 months

it Meclistoa cot qual ar. 615

w15
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() &months - 1year

QO 1-3years
O 3-6 years
(O More than 5 years

Perception of Availability

sustainable foods are available In sufficient quantities in the stores where | do my
shopping.

() stongly disagree

() Disagree

O Neither agree nor disagree

O Agree

() swongly agree

itis hard to find sustainable foods in the stores where | go shopping,

O strongly disagree

() Disagres

O Neither agree nor disagree
O agree

Strangl! ree
gly ag

If there are sustainable foods available in the stores where | go shopping, | consider
buying them.

() stiongly disagree

() visagree

() Neither agree nor disagree

181012026, 19.01 Qualtrics Survey Software
O Agree

() stongly agree

| can easily find sustainable foods in my neighborhood.

(O strongly disagree

O Disagree

O Neither agree nor disagree
O Agree

O Strongly agree

lintend to buy sustainable foods, provided they are more accessible in the market.

O Strongly disagree
O Disagree
O Neither agree nor disagree

O Agree

o Strongly agree

Many people who are important to me in life think that | should buy sustainable food.

O Strongly disagree

O Disagree

O Neither agree nor disagree
QO Agree

O Strongly agree
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The people whose opinions | value prefer to buy sustainable food.

() stongly disagree

() Dbisagree

O Neither agree nor disagree
) agree

() strongly agree

it would help me make sustainable food consumption choices if my friends and
family also consumed sustainable food.

Strongly disagree
Disagree
Neither agree nor disagree

Agree

00000

Strongly agree

Perception of impact

| believe that my food choices have na impact on the environment

(O swongly disagree

() cisagree

(O Neither agree nor disagree
O aAgree

() strongly agree

Contexilibrar . 815

1801:2026, 1901

(O stongly disagree

() oisagree

() Neither agree nor disagres
O agree

(O strengly agree

Qualrics Survay Software.

1 often refuse to buy sustainable foods because | think they are expensive

() strongly disagree

() Disagree

() neither agree nor disagree
O agree

() stongly ogree

Itis important to me that the price of sustainable foods is similar to that of
conventional foods.

(O strongly disagree

() pisagree
() neither agree nor disagree

Q) agree

() strongly agree

Ialways try to find affordable food eptions when shopping.

(O strongly disagree

() oisagree

() Neither agree nor disagres
Q) agree

(O strengly agree

180172028, 18:01 Qualircs Survey Software

| think that, as an individual, | am responsible for protecting the environment.

() strongly disagree
(O Disagree
() Neither agree nor disagres

O agree

() strongly agree

| believe that individuals should be careful when purchasing products, because
buying certain products can have more harmful impacts on the environment
() strongly disagres
() Dpisagree
() Neither agree nor disagree

O Agree

() stongly agree

Perception of price

| believe sustainable food products are worth paying more for.

(O stongly disagree

(O oisagree

O Neither agree nor disagree
O agree

() strongly agree

The price of sustainable foods is very important 1o me.

yID=SV._: e 1015

18172026, 19.01 Qualrics Survay Software.

| intend to buy sustainable foods, provided they are sold at a lower price.

(O strongly disagree

() oisagres

(O neither agree nor disagree
O Agree

(O strongly agree

Profile

What is your age?

O () 18-24years old
O () 25-3ayears old
O () 35-44years old
(O () 45-54 years old
) () 8564 ysars ok
(O () 85 years old or more

Which gender do you identify with?

O remale
O male
(O other

(O Prefer not to say

VID=SV_; 115

VID=SV_; 12015
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In which country do you currently reside?

) Brazi

O Pportugal

N

which of the following best describes the area where you live?

() urban area (city)
() suburban area (outskirts of the city)
(O rural area (countryside)

How many people, including yourself, currently live in your household?

() 1ve alone

) 2 people

() apeople

() 4 people

(O 5ormore people

what is your highest level of education completed?

() incomplets high schooal
O Completed high school
() ncomplete higher education
O Completed higher education
() Postgraduate (Master's/PhD)

180172028, 18:01 Gualirics Survey Software

Whet is your primary field of study or professional area? (Please specify, e.g.,
‘Engineering’, Healthcare', Marketing', Education’, ‘Arts’, 'Science’, Business, elc:.)

What is your current occupational status?

() student

() Employed (full-time)

() employed (part-time)

(O unemployed

() sell-employed [ Entrepreneur

QO Rretired

() Homemaker | Stay-at-home parent

I

What is the average monthly income of your household (summ‘ng the incomes of all
people living with you)? (Please select the option that best represents your
household income in your local currency. You may convert to a common currency if
preferred, but local currency is acceplable.)

() Upo1500 units of local currency (eg. BRL EUR)
O From 1501 to 3,000 units of local currency

() From 3001 to 6,000 units of local currency

() From 6,001 1o 10,000 units of lacal currency

() Above 10,000 uniits of local currency

() Prefer not to say

4 ibra..  1¥15
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Do you follow a specific diet?

omnivore (eats all types of food)

Flexitarian (mostly vegetarian with occasional meat/fish)
Vegetarian (excludes meat. poultry. and fish)

vegan (excludes all animal products)

Pescatarian (excludes meat and poultry, but includes fish)
None of the above | No specific distary pattern”

0000000

Please provide your email

|

b
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