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Tém tit:

Tiéu dung xanh ngay cang tré nén quan trong hon 601 vOi cac qudc gia dang phat trién nhu Viét
Nam. Vi vy, nghlen clru nay nham xem xét nhitng yéu tb tac dong dén y dinh mua ciia nguoi tiéu
dung tré tudi ddi véi thuc pham hitu co — mot loai san pham xanh. Két qua cho thay thai do, kiém
soat hanh vi cam nhén, nhan thirc tinh hiru hiéu vé hanh dong vi mai truong tac dong tich cuc dén
¥ dinh mua d6i v6i nhitng ngudi tiéu ding cé nién tin cao. Vi nhitng ngudi c6 niém tin thap thi ¥
dinh mua cua ho khong bi anh hudng boi thai do, kiém soat hanh vi cam nhan, nhan thic tinh hitu
hiéu vé hanh dong vi méi truong. Chuan muyc chu quan tac dong tich cuc dén y dinh hanh vi cta
nguoi ti€u dung cho du nguoi do nam giir niém tin cao hay thap, nhung muc do tac dong cua
chuan myc cha quan 1én y dinh mua ciia nhém nguoi tiéu dung c6 niém tin cao hon 1a 16n hon so
v61 nhom ngudi cé mae do niém tin thap hon.

Twr khoa: Hanh vi tiéu dung; Niém tin; PCE: Thuc phcfm hiru co; TPB.

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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