
                                                           

                     

ORGANIC FOOD PURCHASING BEHAVIOR OF YOUNG CONSUMERS: 

THE ROLE OF TRUST 

 

  ác giả                 

 

                                              @gmail.com 

 

 óm tắt  

 

 i      g       g   c  g t            t   g       i   i các    c gi     g   át t i        i t 

  m           g i   c          m   m   t     g     t  tác    g            m   c    g  i ti   

   g t   t  i   i   i t  c    m     c  – m t    i  ả     m         t   ả c   t    t ái      i m 

  át       i cảm            t  c t         i              g    m i t    g tác    g t c  c c     

       m     i   i     g  g  i ti      g có  i   ti  c      i     g  g  i có  i m ti  t    t     

     m   c          g    ả       g   i t ái      i m   át       i cảm            t  c t        

 i              g    m i t    g  C     m c c        tác    g t c  c c                  i c   

 g  i ti      g c       g  i  ó  ắm gi   i m ti  c       t         g m c    tác    g c   

c     m c c                   m   c     óm  g  i ti      g có  i m ti  c                     

  i   óm  g  i có m c     i m ti  t         

 

           ừ k ó : H                                                      . 

 
Abstract: 

 

Green consumption becomes more and more important for developing countries like Viet 

Nam. Therefore, this study focuses on factors which can affect purchasing behaviour of 

young customers with regard to oganic food – a type of green products. Results from this 

study show that attitudes, perceived behavioral control and perception of effectiveness of 

actions for the environment positively impact purchasing behaviour of consumers with high 

trust. With respect to consumers with low trust their puchasing behaviour is not affectecd by 

attitudes, perceived behavioral control and perception of effectiveness of actions for the 

environment. Subjective norms positively affect consumer behaviour, regardless of whether 

the consumer has high trust or not. However, the effect of subjective norms on purchasing 

behaviour of consumers with high trust is greater than that of consumers with low trust. 
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