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Abstract

Background: Demand for sustainable food products in the global market experienced a 
significant increase in 2020. When compared with the Asia Pacific and global regions, the per 
capita growth of Indonesian sustainable food products in 2021 2021 is only 0.06 USD. The 
market for sustainable food products in Indonesia is still in its early stages and is expected to 
increase by 6.1% from 2021-2026.
Purpose: This study aimed to analyze factors that influenced sustainable food purchase 
intention and its managerial implications in the design of sustainable food marketing strategy.
Design/methodology/approach: The study involved six variables: consumer lifestyle, 
consumer personality, attitudes toward sustainable food products, subjective norms, perceived 
behavioral control, and sustainable food purchase intention. Data were collected from 209 
respondents in the Jabodetabek area and analyzed using Partial Least Squares Structural 
Equation Modelling (PLS-SEM).
Findings/results: The results of this study indicated that consumer lifestyle and personality 
had no significant direct effect on sustainable food purchase intention. However, the study 
showed that consumer lifestyle and personality positively and significantly affected attitudes 
toward sustainable food products. Furthermore, attitudes toward sustainable food products, 
subjective norms, and perceived behavioral control positively and significantly impacted 
sustainable food purchase intention. Additionally, consumer lifestyle and personality had a 
significant indirect effect on sustainable food purchase intention through attitudes toward 
sustainable food products.
Conclusion: The factors that influenced sustainable food purchase intention directly included 
attitudes toward sustainable food products, subjective norms, and perceived behavioral 
control. In contrast, consumer lifestyle and personality had an indirect effect on sustainable 
food purchase intention through attitudes toward sustainable food products.
Originality/value (State of the art): This study uses the LOHAS lifestyle and the Big Five 
personality traits to understand sustainable food purchase intention in the Jabodetabek area.

Keywords: LOHAS lifestyle, personality traits, organic food, sustainability, theory of 
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INTRODUCTION

Indonesia has a high demand for food as seen from the 
increase of average food consumption (BPS, 2021) 
and is projected to continue to increase until 2024 
(BKP, 2021). The large food demand causes various 
environmental and health problems, therefore meeting 
the demand through sustainable food production can be 
seen as a solution as well as a response to environmental 
and sustainability issues (Rivai and Anugrah, 2011; 
Fanelli, 2020). Sustainable food products are food that 
are produced with sustainability aspects in mind, such 
as organic food. Organic food is said to be sustainable 
because the production pay attention to the three pillars 
of sustainable development, namely economic, social 
and ecological aspects, by utilizing natural resources 
sustainably in accordance with nature carrying 
capacity, reducing input costs, improving the health 
of producers and consumers, and increasing farmers’ 
income (Mayrowani, 2012). 

Demand for sustainable food products on the global 
market experienced a significant increase during 2020 
(AOI, 2020). Based on Global Organic Trade Guide 
data, sustainable food products in Indonesia represent 
about 0.03% of global demand in 2021. The market 
for sustainable food products in Indonesia is still in its 
infancy and is expected to increase by 6.1% from 2021-
2026. Consumption level of sustainable food products 
in Indonesia in June-December 2019 was dominated 
by urban communities in the provinces of DKI Jakarta, 
West Java and DI Yogyakarta due to easy access to 
products. It can be concluded that sustainable food 
products have good prospects, but the market share 
growth is still relatively low compared to their potential 
as people still have limited access to the product. In 
addition, when compared with the Asia Pacific region 
and globally, per capita growth of Indonesian organic 
food products in 2021 will only be 0.06 USD. Hence, 
research needs to be carried out to examine factors that 
cause increased consumer demand for sustainable food 
products.

Consumer lifestyle and personality are important to 
understanding consumers’ sustainable food purchase 
intentions because they provide valuable insights 
that enable marketers to develop targeted marketing 
campaigns, product offerings, and messaging strategies 
that effectively appeal to their target audience’s 

preferences and values, ultimately influencing 
behavior. consumers and purchasing decisions. 
Lifestyle encompasses a person’s habits, preferences 
and behavior. Understanding consumer lifestyles 
helps marketers identify patterns and trends regarding 
their sustainable food consumption. Individuals with 
a LOHAS lifestyle may prioritize sustainable foods 
because of its health and sustainability benefits. 
Personality traits play an important role in shaping 
consumer behavior. Certain personality traits may be 
associated with a higher tendency toward sustainable 
food consumption. Understanding these personality 
traits helps marketers adapt their marketing strategies 
to suit specific consumer segments.

Furthermore, previous research results show that 
consumer lifestyle plays an important role in shaping 
consumer attitudes (Lin et al. 2018). Consumer 
personality is known to play a role in influencing interest 
in buying sustainable products (Sun et al. 2018; Lu et 
al. 2015). Consumer attitudes towards sustainability 
are known to mediate the relationship between lifestyle 
and interest in sustainable consumption (Matharu 
and Jain, 2021). Research conducted by Arifani 
and Haryanto (2018) and Irianto (2015) shows that 
attitudes, perceived behavioral control, and subjective 
norms affect purchase intention. 

This research is specifically using LOHAS lifestyle 
attribute to assess consumer lifestyle. LOHAS 
(Lifestyle of Health and Sustainability) describes an 
emerging lifestyle that is defined by attention to health, 
well-being, and environmental sustainability. LOHAS 
used in this study is divided into five dimensions, 
namely physical fitness, emotional health, spiritual 
health, environmentalism and social consciousness 
(Choi and Feinberg, 2021).

To understand consumer personality traits, this research 
uses The Big Five Personality. The Big Five Personality 
is a personality model that is widely used for research 
related to sustainable products (Sun et al. 2018; 
Gustavsen and Hegnes, 2020). This model can capture 
similarities between existing personality description 
systems and provide an integrative descriptive model 
(John and Srivastava, 1999). The personality traits 
according to this model are OCEAN (openness, 
conscientiousness, extraversion, agreeableness, and 
neuroticism). 
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by counting the number of paths (arrows) in the 
framework (Yahaya et al. 2019). The sampling method 
used in this study was non-probabilistic sampling, 
employing volunteer sampling techniques. Volunteer 
sampling is a technique for collecting sampling units 
on a voluntary basis. The survey was conducted on 209 
consumers of sustainable food products residing in the 
Jabodetabek area, including both potential consumers 
and those who had purchased sustainable food products. 
 
All research variables were measured using several 
measurement items with a 5-point Likert scale ranging 
from “strongly agree” (5) to “strongly disagree” 
(1). A preliminary test was conducted to assess the 
validity and reliability of the questionnaire. The data 
obtained from the main research were then analyzed 
descriptively and quantitatively. Descriptive statistical 
analysis was primarily used to process the respondents’ 
profile data and their answers to each measurement 
item. Quantitative analysis was conducted using 
Partial Least Squares Structural Equation Modelling 
(PLS-SEM). The research model (Figure 1) and the 
hypothesis of this study are as follows:

H1: Consumer lifestyle has a significant influence on 
sustainable food purchase intention 

H2: Consumer personality has a significant influence 
on sustainable food purchase intention

H3: Attitudes toward sustainable food products have a 
significant influence on sustainable food purchase 
intention

H4: Subjective norms have a significant influence on 
sustainable food purchase intention

H5: Perceived behavioral control has a significant 
influence on sustainable food purchase intention

H6: Consumer lifestyle has a significant influence on 
attitudes toward sustainable food products

H7: Consumer personality has a significant influence 
on attitudes toward sustainable food products

H8: Consumer lifestyle has a significant influence 
on sustainable food purchase intention through 
attitudes toward sustainable food products

H9: Consumer personality has a significant influence 
on sustainable food purchase intention through 
attitudes toward sustainable food products

Theory of planned behavior is an attitude model that can 
predict consumer interest to behave in a certain way. 
Factors that influence consumer interest are attitude 
toward behavior, subjective norms, and perceived 
behavioral control. The theory of planned behavior can 
be adapted for research related to the consumption of 
sustainable food products (Dangi et al. 2020). 

This study aims to provide insight related to the 
influence of LOHAS lifestyle and Big Five personality 
on consumer purchase intention of sustainable food 
products, the influence of consumer attitudes, perceived 
behavioral control, and subjective norms on purchase 
intention of sustainable food products, the influence of 
LOHAS lifestyle and Big Five personality on purchase 
intention of sustainable food products with consumer 
attitudes as intervening variables and formulate 
strategies to increase purchase intention of sustainable 
food products.

METHODS

Primary data was obtained through surveys by 
distributing online questionnaires. The population 
in this study consisted of consumers of sustainable 
food products in the Jabodetabek area, including both 
potential consumers and those who had purchased 
sustainable food products. This region was chosen 
because it has the largest urban population in Indonesia. 
Additionally, a survey conducted by AOI (2020) 
indicated that the level of consumption of sustainable 
food products in 2019 was dominated by individuals in 
DKI Jakarta, West Java, and DI Yogyakarta, suggesting 
that consumers of sustainable food products are 
primarily found in urban areas. Urban consumers have 
easier access to sustainable food products, which are 
available in various supermarkets, organic specialty 
stores, community markets, and organic restaurants. 
 
Marcoulides and Saunders (2006) stated that the 
minimum sample size depends on the maximum number 
of arrows pointing to the latent variables specified in 
the model when information about the population is 
not known with certainty. The determination of the 
sample size was based on path analysis, calculated 



Indonesian Journal of Business and Entrepreneurship, Vol. 3 No. 2, May 2017266

Business Review and Case Studies, 
Vol. 5 No. 2, August 2024

recommended outer loadings must be >0.708 because 
it shows that the construct can explain more than 50% 
of the variety of indicators, thus the measurement items 
are said to be reliable. There are 16 indicators that are 
eliminated because they do not meet the assumptions, 
which resulted in 35 remaining indicators that can be 
used in further testing. The composite reliability in this 
study is >0.7 which indicates that the indicators in this 
study are reliable. Convergent validity measurement 
using extracted average variance shows that all 
indicators have met the assumptions and are valid 
(AVE >0.5). Discriminant validity evaluation shows 
the extent to which the structural model empirically 
distinguishes structures from other constructs.  Cross 
loading value shows the correlation value between the 
indicator and the latent variable. Cross loading value 
for each indicator must be> 0.7. All indicators have met 
the assumptions and are declared valid. The results of 
the reflective model measurement can be seen in Table 
1.

Measurement of collinearity of formation indicators 
using VIF value shows that there is no collinearity 
problem between the research constructs. Evaluation 
of significance and relevance through outer weights 
confidence intervals shows that it has met the 
assumptions. The size of the influence of the relationship 
between variables can be seen in Table 2.
 

RESULTS
 
Respondent Characteristic

Based on the data from the distribution of questionnaires, 
an overview of the characteristics of respondents in 
the study was obtained. The respondent profile was 
dominated by women (55.50%) with an age range of 
25-34 years (46.41%), and the majority were unmarried 
(74.16%). The education level of most respondents was 
undergraduate (66.03%). The majority were private 
employees (61.24%) with a monthly income level above 
9 million rupiah (23.92%). Most respondents lived in 
the Jakarta area (86.60%). The majority were middle to 
upper-class consumers, as reflected in their education 
level (bachelor’s degree) and monthly income above 
the average regional minimum wage. Consumers who 
are well-educated and belong to the upper-middle 
social class tend to have a high awareness of the 
importance of health, leading to a healthy lifestyle and 
the consumption of sustainable food products as a form 
of this lifestyle (Adawiyah, 2021).

Structural Equation Modelling Analysis

The testing stages with this SEM method include 
outer model evaluation, inner model evaluation, 
and hypothesis testing (Yahaya et al. 2019). The 

Figure 1. Research model
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Table 1. Measurement results of the model
Variable Indicator Outer Loading CR AVE
Consumer 
Lifestyle 
(LS)

LS1.1. I buy and consume food with my health in mind 0.779 0.842 0.571
LS1.2. I limit my consumption of foods such as sugar, coffee, fat, etc. 0.761
LS1.3. I choose a diet that is low in fat, saturated fat or cholesterol 0.776
LS1.4. I avoid eating foods that are high in additives 0.704
LS2.1. I try to find the positive side of things 0.804 0.839 0.723
LS2.2. I strive to deal positively with failure and frustration 0.894
LS3.1. I feel connected to a power greater than myself 0.814 0.868 0.687
LS3.2. I nurture the spiritual aspect in myself 0.871
LS3.3. I make time every day to pray, meditate, or reflect on myself 0.801
LS4.2. I choose eco-friendly products 0.894 0.879 0.646
LS4.3. I choose sustainably sourced products over conventional ones 0.784
LS4.8. My purchase decisions are based on their effect on the world 0.760
LS4.9. I educate my family and friends about the benefits of 
environmentally friendly products

0.770

LS5.2. I have considered the local community and members of that 
community in their daily lives

0.896 0.913 0.839

LS5.3. I have considered the entire world population and the world's 
population in their daily lives

0.936

Consumer 
Personality
(PT)

O1. I see myself as a passionate person 1.000 1.000 1.000
C2. I see myself as a reliable worker 0.735 0.828 0.618
C3. I see myself as a person who does a thorough job 0.739
C4. I see myself as a person who is not lazy 0.876
E2. I see myself as a sociable person 0.844 0.898 0.745
E4. I see myself as a person full of energy 0.852
E5. I see myself as an active person 0.893
A1. I see myself as a person who likes to cooperate with others 0.857 0.820 0.695
A3. I see myself as a caring person who is kind to almost everyone 0.810

Attitudes 
(AT) 

AT1. I feel that sustainable food products are good for my health 0.873 0.905 0.760
AT2. I feel sustainable food products are beneficial to the environment 0.866
AT3. I feel that sustainable food products are valuable 0.876

Subjective 
norms (SN)

SN1. My family thinks that I should buy sustainable food products 0.891 0.931 0.817
SN2. My friend thinks that I should buy sustainable food products 0.922
SN3. My colleague thinks that I should buy sustainable food products 0.899

Perceived 
behavioral 
control 
(PBC)

PBC2. I have time to buy sustainable food products 0.825 0.827 0.615
PBC3. I have enough money to buy sustainable food products 0.774
PBC4. I have the necessary information to purchase sustainable food 
products

0.752

Purchase 
intention (PI)

PI1.1. I want to buy sustainable food products in the near future 0.929 0.927 0.864
PI1.2. I plan to buy sustainable food products 0.930

Table 2. Measurement of influence sizes
Laten Variable Influence F2 Description 

Consumer Lifestyle  → attitudes 0.067 Weak  
Consumer Personality → attitudes 0.107 Weak  
Consumer Lifestyle  → purchase intention 0.012 Weak  
Consumer Personality → purchase intention 0.002 No effect
Attitudes → purchase intention 0.055 Weak  
Subjective norms → purchase intention 0.051 Weak  
Perceived behavioral control → purchase intention 0.170 Moderate 
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Goodness of fit assessment is done by looking at the 
R2 value. The results of the structural model evaluation 
show the R value of the purchase interest variable is 
0.405. This indicates that lifestyle, personality, attitude, 
subjective norms, and perceived behavioral control 
are moderately able to explain the diversity in the 
purchase intention variable by 40.50%, while the rest is 
influenced by other variables not observed in this study.
In addition, the accuracy of the model prediction can 
be seen from the Q2 value where the higher the Q2 
value indicates more accurate prediction accuracy. The 
results of the predictive relevance test of this research 
model show a value of 0.329, which means that the 
independent variables in this research model have the 

ability to predict the dependent variable by 32.90%. The 
predictive accuracy of this research model is included 
in the moderate category. An evaluation diagram that 
had been analyzed with SEM can be seen on Figure 2. 

Results from hypothesis testing indicate that there 
are direct effects and indirect effects. Hypothesis 
testing shows that of the nine hypotheses tested, two 
hypotheses are not supported, namely Hypothesis 1 
and Hypothesis 2. Based on the hypothesis testing, it 
is found that the indirect effect is more significant than 
the direct effect. The results of hypothesis testing can 
be seen in Table 3.

Figure 2. Evaluation of SEM result
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Table 3. Results of hypothesis testing
Hypothesis Original sample Original sample t-statistic p-value Description

H1 Consumer Lifestyle → purchase intention 0.100 1.444 0.150 Not supported
H2 Consumer Personality → purchase intention 0.039 0.582 0.561 Not supported
H3 Attitudes → purchase intention 0.204 2.811 0.005 Supported  
H4 Subjective norms → purchase intention 0.201 3.256 0.001 Supported  
H5 Perceived behavioral control → purchase 

intention
0.380 4.640 0.000 Supported  

H6 Consumer Lifestyle  → attitudes 0.244 2.621 0.009 Supported  
H7 Consumer Personality → attitudes 0.309 3.576 0.000 Supported  
H8 Consumer Lifestyle → attitudes → purchase 

intention
0.050 1.983 0.048 Supported  

H9 Consumer Personality → attitudes → purchase 
intention

0.063 2.228 0.027 Supported  

Consumers who perceive sustainable food products as 
valuable are more likely to hold a favorable outlook 
on such products. Those with positive perceptions of 
sustainable food products often view them as healthier 
and safer options. Furthermore, consumers who 
recognize the environmental benefits of sustainable 
food products tend to maintain a positive attitude 
toward them, consequently increasing their inclination 
to purchase these items. The results of this study align 
with research conducted by Bagher et al. (2018), Ham 
et al. (2018), Putra (2018), and Sun et al. (2018), which 
state that consumer attitudes toward sustainable food 
products affect interest in purchasing such products. 
 
The result of Hypothesis 4 was supported with a 
path coefficient value of 0.201 and a t-count value of 
3.256, indicating that subjective norms have a positive 
and significant effect on the purchasing intention of 
sustainable food products. This finding shows that 
greater support from a consumer's social circle will 
increase their interest in purchasing sustainable food 
products. The role of friends and colleagues in shaping 
what is seen as normal or expected is crucial when it 
comes to buying sustainable food. Consumers with 
friends or colleagues who regularly support and suggest 
purchasing sustainable food products are more likely 
to want to buy them themselves. Moreover, if family 
members endorse and suggest buying sustainable 
food, consumers are more likely to follow suit and 
show increased interest in buying sustainable options. 
Research conducted by Bagher et al. (2018), Ham et al. 
(2018), and Setiawati et al. (2018) also confirmed that 
subjective norms have a significant positive influence 
on interest in purchasing sustainable food products. 
 

Hypothesis 1 stated that consumer lifestyle has a 
significant influence on sustainable food purchase 
intention, but the result of this hypothesis was not 
supported. The reason this hypothesis was not supported 
is that someone who lives a healthy and sustainable 
lifestyle does not necessarily intend to purchase 
sustainable food products. A healthy and sustainable 
lifestyle depends not only on the type of food consumed 
but also on physical activities and mental and spiritual 
states. Similar results were presented by Ramadhan et 
al. (2020), who found that health awareness does not 
have a direct significant influence on purchase intention. 
 
Hypothesis 2 stated that consumer personality has 
a significant influence on sustainable food purchase 
intention; however, the result of this hypothesis 
was not supported. This study implies that even 
though a consumer has an aligned personality, 
such as extraversion, openness to experience, 
conscientiousness, and agreeableness, it does not mean 
that they will have an immediate purchase intention. 
These results contrast with research conducted by 
Sun et al. (2018), which found that personality traits, 
such as agreeableness, conscientiousness, openness, 
and extraversion, had a positive significant effect 
on the purchase intention of sustainable products. 
 
The test result for Hypothesis 3 indicated that attitudes 
toward sustainable food products have a positive 
significant effect on sustainable food purchase 
intention. This hypothesis was supported with a path 
coefficient value of 0.204 and a t-count value of 2.811. 
This finding shows that the more positive consumer 
attitudes are toward sustainable food products, the 
higher their intention to purchase these products. 
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Hypothesis 5 stated that perceived behavioral control 
has a positive significant influence on sustainable food 
purchase intention. The test result showed that this 
hypothesis was supported, with a path coefficient value 
of 0.380 and a t-count value of 4.640. This indicates 
that a higher perception of consumer behavioral control 
will increase interest in purchasing sustainable food 
products. Consumers who are confident in their ability to 
easily purchase sustainable food products and have the 
financial means and accessibility to do so are likely to 
show greater interest in buying these products. Findings 
from Bagher et al. (2018) and Ham et al. (2018) confirm 
the results of this study. Setiawati et al. (2018) also found 
similar results, showing a positive effect of perceived 
behavioral control on purchase intention.
 
The result of the test for Hypothesis 6 indicated that 
consumer lifestyle has a positive significant influence on 
attitudes toward sustainable food products, with a path 
coefficient value of 0.244 and a t-count value of 2.621. 
This finding shows that consumers who maintain a 
healthy and sustainable lifestyle will likely have a positive 
attitude toward sustainable food products. Consumers 
who are environmentally conscious, focus on sustainable 
living, and maintain a healthy lifestyle through regular 
exercise and a balanced diet typically view sustainable 
food products more positively. Those with strong social 
awareness and a focus on emotional well-being also 
tend to hold positive attitudes toward sustainable food. 
Consumers who prioritize their emotional well-being 
often seek products that contribute to a better, more 
balanced life. Similarly, those who prioritize spirituality 
often look for food products that align with their values 
of living in harmony with nature. The results of this 
study were confirmed by Ham et al. (2018), indicating 
that lifestyle significantly influences consumer attitudes. 
 
Hypothesis 7 stated that consumer personality has 
a positive significant influence on attitudes toward 
sustainable food products, which was supported with a 
path coefficient value of 0.309 and a t-count value of 
3.576. This study showed that consumers who tend to 
exhibit traits of extraversion, openness to experience, 
conscientiousness, and agreeableness will have a positive 
attitude toward sustainable food products. Extroverted 
consumers, who enjoy socializing and sharing their 
thoughts, often see purchasing sustainable food as a 
means of expressing their values and supporting the 
environment and healthy living. Those who are open 
to new experiences often enjoy trying out new things, 
including sustainable food options. Consumers who 

are health-conscious tend to prioritize their well-being 
by checking food labels and understanding nutritional 
content. Furthermore, those with an agreeable nature 
typically prioritize peace and the well-being of both 
people and the environment. Research conducted by 
Petrescu et al. (2017) states that personality influences 
consumer attitudes toward sustainable food products. 
This is also in line with research by Busic-Sontic et 
al. (2017), which found that consumers who are open, 
extroverted, and agreeable tend to have a positive attitude 
toward sustainable products. Additionally, research 
by Sun et al. (2018) found similar results, showing 
that extroverted, agreeable, open, and conscientious 
consumers have a positive effect on consumer attitudes. 
 
Hypothesis 8 indicated that lifestyle does not directly 
affect the interest in purchasing sustainable food products 
but can influence it through consumer attitudes as an 
intervening variable. This hypothesis was supported, 
with a path coefficient value of 0.050 and a t-count value 
of 1.983. This shows that consumer lifestyle influences 
purchase intention through the formation of attitudes 
toward sustainable food products. The positive indirect 
effect indicates that consumers living a healthy and 
sustainable lifestyle will tend to have a positive attitude 
toward sustainable food products. This positive attitude 
will further contribute to increasing the purchase 
intention for sustainable food products. Consumer 
attitudes play an important role in mediating the impact 
of consumer lifestyle on purchase intention; therefore, it 
is important to form a positive attitude toward sustainable 
food products. Consumer attitudes are the basis for the 
formation of purchase intention (Setiawati et al., 2018). 
Similar research results were presented by Ramadhan 
et al. (2020), who found that health awareness does not 
directly affect purchase intention but can influence it 
through consumer attitudes as an intervening variable. 
 
Hypothesis 9 stated that consumer personality does 
not have a direct effect on purchase intention but can 
influence interest in purchasing sustainable food products 
through consumer attitudes as an intervening variable. 
Therefore, this hypothesis was supported in this study, 
with a path coefficient value of 0.063 and a t-count 
value of 2.228. Consumer personality, in this case, traits 
of extraversion, openness to experience, cautiousness, 
and agreeableness, affect consumer attitudes toward 
sustainable food products, which in turn influences their 
purchase intention. The results of this study align with 
the findings of Petrescu et al. (2017), which showed 
no significant direct effect between personality and 
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personality had positive significant indirect effects on 
sustainable food purchase intention through attitudes 
toward sustainable food products. As for the managerial 
implication, marketers should not only have focused 
their target market on consumers who lived a healthy 
and sustainable lifestyle and had extroverted, open to 
experience, conscientious, and agreeable personalities, 
but also tried to foster a positive attitude toward 
sustainable food products.

Recommendations 

As with other studies, there were some limitations to 
this paper. First, this study was limited to consumers in 
the Jabodetabek area, so further research was needed for 
other regions or Indonesia as a whole. The object of this 
study was sustainable food products, specifically organic 
food products in general, which did not represent other 
types of sustainable products; therefore, further research 
was warranted. In regard to the fact that there were 
still other variables outside the research that affected 
purchase intention, additional research needed to be 
carried out to complement the results of this study.
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purchase intention, but a significant effect of personality 
on consumer attitudes toward sustainable food products. 
 
Managerial Implications

There are several applied implications of this 
study that sustainable food marketers need to pay 
attention to regarding consumer purchase intentions. 
Firstly, marketers should consider better targeting 
consumers with healthy and sustainable lifestyles 
who are extroverted, open to experience, cautious, 
and agreeable. In addition to this demographic focus, 
marketers need to prioritize shaping consumers' 
positive attitudes toward sustainable food products. 
 
Marketing efforts to raise awareness about the accessibility 
and dissemination of information related to sustainable 
food products should be continued by organizations 
and governments. Marketers need to develop messages 
and campaigns that emphasize the social and ethical 
benefits of sustainable food. Additionally, providing 
information related to health and environmental benefits 
on packaging labels can enhance consumer interest. 
 
Furthermore, marketers should leverage the power of 
social networks to encourage individuals to recommend 
and introduce sustainable food products to their social 
circles. Engaging influencers or community leaders to 
advocate for sustainable food choices can create a ripple 
effect, increasing the likelihood of consumers embracing 
and purchasing these products. By focusing on these 
strategies, marketers can effectively enhance consumer 
purchase intentions for sustainable food products.

CONCLUSIONS AND RECOMMENDATIONS

Conclusions 

This paper provided not only theoretical approaches 
but also suggested marketing strategies to increase 
sustainable food purchase intention. The results from 
this study showed that consumer lifestyle and personality 
had no significant direct effect on sustainable food 
purchase intention. This study indicated that consumer 
lifestyle and personality had a positive significant 
effect on attitudes toward sustainable food products. 
In addition, attitudes toward sustainable food products, 
subjective norms, and perceived behavioral control 
had a positive significant impact on sustainable food 
purchase intention. Furthermore, consumer lifestyle and 
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