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Abstract  

Change in the environment leads to resource diminution and endangers the eco-systems, which starts 

impacting to the economic progress of the countries around the world. More extreme weathers, biodiversity 

reduction may frighten our existing way of living life. To manage within available finite resources and to meet 

the needs of growth and live, it is required to make food consumption patterns more environmentally 

sustainable. It is becoming quite essential to incorporate the sustainable consumption and sustainable 

Development Goals (SDG) patterns into the daily food choices and eating habits. A large number of people 

are already having the affirmative and concerned views towards sustainable food and its consumption but still 

the notable breach exists between their approaches, practice for purchase and consumption of sustainable food 

products.  

The current work focused on studying consumers’ behaviour towards sustainable food consumption. A 

structured questionnaire was equipped and disseminated to the potential respondents via Google form. 161 

responses were received. Findings of the study suggested awareness and positive attitude about sustainable 

food and readiness to consume, and pay premium for it among the respondents but also highlighted the 

drawbacks of unavailability and high price of sustainable food products.   

This research paper contributes towards understanding awareness and attitude towards sustainable food and 

its consumption practices. This will help us to achieve SDG goal that are ensuring the sustainable consumption 

and production patterns and also helps in creating insights for the actionable policies and practices. 

 

Keywords: SDG#12, Sustainability, Sustainable Consumption, Sustainable food Consumption 

 

Introduction 

The UN members under the Sustainable Development Summit - 2015, have taken up the Sustainable 

Development Goals (SDGs), for repositioning the way of sustainability. Particularly # SDG 12, explains about 

the responsible production and consumption targeting to the present structure and pattern of buyer behaviour 
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to be more sustainable. In precise, it emphasizes in providing suitable information and escalating the 

consciousness about sustainability and life style in harmony with the environment. India, being at the 

significant point in time of the gradual progression from an evolving country to a world leader, continues to 

face numerous intrinsic setbacks in the province of sustainable consumption and production (SCP). The notion 

of SCP has proceeded over the time and is described in many ways. A frequently used explanation is: “the use 

of services and associated products which respond to the basic needs and get a better quality of life while 

reducing the use of natural resources and noxious supplies as well as the discharge of waste and contaminants 

over the life cycle of those services or products so that it is not to jeopardize the desires of future generations” 

(ISSD 1994). An additional broadly applied and the latest definition is given by UNEP: “SCP is the holistic 

approach to minimize the harmful ecological impacts from consumption and manufacturing systems while 

upholding the quality of life for all” (UNEP 2011). Though abundant research is done for the consumer 

behaviour in general (Muralidharan et al., 2015; Sharma and Kurani, 2004), but there have been very less 

research done as far as sustainable consumer behaviour is concerned.  

 

Literature reviewed: 

In the current research, literature reviewed ranges from 1972 till 2025 as concern regarding sustainable 

development was coined during 70s and later realized to develop the sustainable consumption and production 

since early 2k.  Reviewed literature has been classified under two categories: a) Sustainability and Sustainable 

Production and Consumption, b) Sustainable Food Consumption. 

Sustainability and Sustainable Consumption: 

The scientific community in 1970s, started to comprehend that unsustainable progress was leading nowhere 

but toward environmental and economic fall down, which is also known as “limits to growth”, the Club of 

Rome has proposed this term first time (Meadows et al., 1972). After years of financial development and 

progress, the sustainable development (SD) is understood to be an effort “without alternative” for the 

continued existence of civilization (Seiffert and Loch, 2005). As a principal objective and crucial requirement 

for establishing Sustainable Development, the assimilation of consumption and production systems with 

Sustainable Development was prepared and executed (Akenji and Bengtsson, 2014; Lozano et al., 2015). In a 

modern time, sustainability has become an essential behavioural standards for diverse communal cluster. It 

becomes progressively more high up subject of academic research (Cervellon and Carey, 2014), public policy 

creation (European Commission, 2016) and marketing practice (Skroupa, 2017). The center thought of 

sustainability is based on the rethinking of consumption pattern for saving natural resource and achieving 

sustainable development for the nation (Hofmeister-Tóth et al., 2011, Kates et al., 2005; Nguyen et al., 2017; 

Quoquab and Mohammad, 2016). Rising demand for food, water, energy, and other means have caused in 

resource exhaustion, contamination, ecological deprivation and climate change, the earth approaching towards 

its biophysical boundaries. Humans are now using more means than ever before; the existing models of 

development across the world are not sustainable. One of the key elements for achieving sustainable 
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development is the transition towards Sustainable Consumption and Production (UNEP-2015). It is obvious 

that excess use and misuse of the environmental resources are at increasing and as a result, earth soil’s crucial 

assets are lessening to a frightening level (Reimer and Alisat, 2015; Bogueva et al., 2017). The exponential 

growth of businesses and globalization have directed towards the increased transnational movement, which is 

the main cause of environmental smash up in different ways.  

In developed economies, conventional and mature manufacturing technologies restrict the basic transform of 

environmental burden from the manufacturer (Moors et al., 2005). But facing the excessive, uneconomical 

and unproductive usage of resources, in this situation some considerable attempts must be undertaken to 

change the over-consumption patterns (from the consumption viewpoint) which helps to reduce the raw 

material and energy intensity (Jonkutė and Staniškis, 2016; Staniškis, 2012). 

On the other hand, in developing economies, there will be insufficient resources to convene essential 

necessities over and over again where millions of people are facing under-consumption (Clark, 2007). 

Governmental strategies in these developing economies try to grow their economy and attempt to feed the 

famished and under privileged, rather than focusing on the environmental well-being (Fang et al., 2007), even 

though these underdeveloped or developing economies  have observed the environmental breakdown of the 

development pattern executed by them, often referred to as a rearward approach tending to “grow first, clean 

up later” of the developed ones (Rock and Angel, 2007, Manohar and Kumar, 2016; Vergragt et al., 2016). 

However, governance functionality for SCP is nevertheless unsatisfactory in several aspects (Schroeder, 2014) 

and these programs do not result in the intended success. 

Strategies for SCP differ for various countries depending on economic condition, demography, and socio-

cultural factors (Spaargaren, 2011).While India as one of the fastest growing economies of the world, but the 

same time it facing challenges which are largely ingrained with the socio-economic setting of the country, as 

it continued to be the home of the large mass of poor (Francis & Sarangi, 2021), half of the Indian population 

and a major growth was found to have occurred in the lower-middle-class families, who now consume at a 

much higher rate than before (Krishnan and Hatekar, 2017). Utilization of available possessions in ethical 

manner is becoming significant for patrons as well as corporate all over the world and thus, conscientious 

activities are needed to guard the environment. Varying financial condition and enhancement in earnings level 

resulted into a noteworthy shift in the consumption behavior of Indian middle class (Divesh kumar et al,2011). 

The Value Belief Norm (VBN) framework in its adapted version (A. Francis and G.K. Sarangi, 2022) have 

been applied in the Indian context which was grounded on consumption behavioural norms, the result has 

classified Indian millennial (entering in their young adulthood in the early 21st century) into 5 different 

categories like; unwilling consumers, aware consumers, cognizant consumers, consumers under the transition, 

and non-adapters respectively. Further it has been discovered that in the larger cities of India the environmental 

issues have been found at elevated stage but as a contradict; millennial of those large cities were found less 

involved, less in readiness to forgo than small cities of India. Younger millennial was more attentive about 

the environmental allusions concerning the consumption whereas; seniors were found more occupied in 
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sustainable consumption. Gender wise, females found more conscious than males. But the study concluded 

that it is very doubtful that India will achieve any of the targets of SDG 12 by 2030, unless some severe 

dealings are taken by the Government to turn around the present trend (CUTS International, 2021).  

Sustainable consumption and production aim to utilize the resources responsibly to cater current needs without 

bargaining with the future generations. In the Indian context, motivations for adopting sustainable practices 

differ across age groups and regions. Kaur et al. (2022) witnessed that generations engage in the 3Rs- 

“Reduce, Reuse, Recycle” differently, compelled by varied personal motivations. Similarly, Simon Kumar 

(2022) found that health concerns ominously impact sustainable household behaviors in Kerala. Recent studies 

also show that while awareness of sustainability is developing, practical choices are still shaped more by 

product attributes like quality and price than by social influence, as seen in Garg et al. (2024). Kirmani et al. 

(2024) emphasized that green literacy and perception are playing a vital role in shaping eco-friendly 

consumption, suggesting a need for targeted education and behavioral nudges to foster sustainable lifestyles. 

Sustainable Food Consumption: 

Climate changes hazard our sole eco-systems, which leads to more severe and intense weather events, 

diminishes the biodiversity, and in several ways terrorizes our existing way of living (O’Neill et al., 2017). 

Food represents a major issue in sustainable production and consumption, with its great impact on the 

environment as well on the economy (Donati et al., 2016; Fanzo, 2019). Consumption of domestic food is 

increasing, more than 60% of global greenhouse gas emissions and 50- 80% total supply usage of it (Ivanova 

et al., 2016). In this situation, building people’s eating patterns more environmentally sustainable is now more 

vital (Springmann et al., 2016; Hartmann and Siegrist, 2017; Magrini et al., 2018; Hedin et al., 2019), mainly 

in high-income nations, transforming food consumption is considered an essential condition for reaching 

global sustainability goals (UN, 2016). A considerable number of researches shown that customers value the 

moral facet in a merchandise and there is a readiness to spend more for such products. Further the Food 

preferences and eating behavior is tough to alter as it is a vital aspect of people’s lifestyles (Sonestedt et al., 

2005; Flaherty et al., 2018), and their socio-cultural environment (Cairns, 2019; Carrus et al., 2018; Wright et 

al., 2001). Food preferences are also subject to the marketing efforts made by the food companies that have 

caused transformation in their dietary norms, in food and beverage category fondness and in the cultural values 

underneath the food behaviors (Cairns, 2019). The involvedness of food related decisions makes them 

vulnerable to an extensive array of societal, cognitive, sentimental, and environmental influences (Bublitz et 

al., 2010).  

A study tried to provide the theoretical background of the assertiveness and behavioral intention discrepancy 

by capturing the purchase intention for sustainable food, (dairy products). It has been measured that the bases 

for purchase intentions according to the theory of planned behaviour, namely, availability, social norms, 

perceived behavioral control, and attitudes, are relevant and important for different consumer segments as per 

the values and confidence hold by customers. The findings gave in the public policy and marketing suggestions 

for motivating sustainable food consumption among young adults (Iris Vermeira and Wim Verbeke, 2007). 
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In a same line, by recognizing and supporting a research roadmap, the research intended to contribute to tackle 

the obstacle of persuasive individuals to modify their eating and consumption habits toward more 

environmentally sustainable food consumption (ESFC). The resulting intrusion ranged from an illustration 

instructing and initiating personal norms as a mean to triggering the ecologically sustainable standards, to the 

exercise the feedback, executing intents and the refuting of revulsion and food neo-phobia as means to promote 

the endorsement of the intended ESFC. All in all, this study yielded a set of 33 future research questions in 

the interdisciplinary food domain that deserve to be addressed with the aim of fostering ESFC (Iris Vermeira 

et al,2020). 

An examination of the present condition for the sustainable food habits amongst Slovak consumers have done 

with the leading purpose to establish the extent of buyer knowledge and alertness for sustainable food 

consumption and food waste by their acquiring decisions. There was a state of reliance between opinions on 

access to information and place of residence was not confirmed. The reliance between the finding the data and 

how and where the food products are produced and the level of education was confirmed. A dependency 

within the purchase of locally grown food and household income was established.  And further a differences 

in preference of preparing shopping list according to age generations was also found significant (Mária 

Holotová et al..2021). In one of the studies (WBCSD, 2008) made around the sustainable consumption across 

14 countries including India, revealed that people feel consent to make actions about reducing consumption 

and waste to protect the environment. Investigating the factors affecting consumers’ attitudes towards food 

products with sustainable attributes has been done with an empirical analysis with a sample of 300 consumers 

intended at reviewing the factors affecting consumer attitudes towards food products with sustainable 

attributes, like Organic, Fair Trade and typical products, are presented (Annunziata A., Scarpato D. .2014).  

Sustainable food consumption in India is predisposed by many factors including education, awareness, cultural 

habits, and product appeal. Dhawan et al. (2023) highlighted that while awareness is rising, significant policy 

and information gaps still exist. Biswas and Roy (2018) highlighted the role of education and social standards 

in urban consumers' sustainable food choices. Kotebagilu et al. (2023) noted growing interest in plant-based 

diets, though barriers like lack of awareness and acceptance remain. Goel et al. (2023) showed that food 

sustainability depends greatly on recipe composition and traditional dietary practices. More recent studies 

reinforce these findings: the WFP–IIMR (2025) survey revealed increased interest in millets, though taste and 

familiarity limit wider adoption. The Sahu report (2025) displayed Indian consumers are flowing towards 

sustainable food quicker than many global peers. DeCesaro et al. (2024) confirmed that India’s traditional diet 

has a comparatively moderate environmental footprint. These insights underline the importance of food 

education, taste adaptation, and cultural alignment to support sustainable eating habits in India. 

 

In total, the initiatives to encourage sustainable food consumption will compete with other situational 

influences on public’s food selections that resulted that consumers' behavioral intention in the marketplace is 

actually inconsistent with their conveyed approach in direction of products with a moral facet. There was a 
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substantial gap found between favorable attitudes and actual purchase and consumption of more sustainable 

food products (Iris Vermeira and Wim Verbeke, 2007, Iris Vermeira et al..,2020).  
 

Global Trends in Sustainable Food Consumption 

Global studies indicate that while awareness of sustainable food is rising, actual consumer behavior often lags 

behind due to various barriers. Vermeir et al. (2020) found a common "attitude-behavior gap" in European 

countries, where people support sustainability but hesitate to act because of price concerns, narrow availability, 

and entrenched habits. In a comparison of millennials in China and India, Kong and Zhang (2022) sought 

that Chinese consumers are inclined more by government policies and eco-labels, while Indian consumers 

base their choices on social influence, health, and cultural beliefs—often struggling plant-based alternatives 

due to taste and tradition. In the Nordic region, Schaefer and Crane (2021) detected that strong belief in 

institutions and clear food labeling encouraged people to pay more for sustainable options. On the other hand, 

Sáez-Martínez et al. (2020) reported that in Latin America, especially in Colombia and Mexico, financial 

restrictions, lack of awareness, and poor access to eco-friendly products especially in rural areas hamper 

sustainable choices, despite traditional diets that are naturally more plant-based. These insights underline that 

consumer motivations and barriers to sustainable food vary greatly by region, shaped by economic, cultural, 

and institutional factors. Finally, Africa highlights cultural importance and affordability, but struggles with 

infrastructure and scarcity offering message for India on the value of local systems and community-driven 

approaches. 

Through the referred literature, it has been observed that several communities already have affirmative and 

apprehensive views towards sustainable food and its consumption but still the notable fissure exists between 

their attitudes, practice for buying and using the sustainable food products.  

 

Research Methodology 

The paper builds on the descriptive research method. The Primary data collection was done through the online 

surveys (Google Form) through the structured questionnaire from 161 respondents of Gujarat State by using 

the convenience sampling method. Descriptive Statistics, Exploratory Factor Analysis, and cross tabulation 

have been applied to analyze the data by using the SPSS software. Sustainable Consumption Behaviour (SCB) 

scale created by Farzana Quoquab, et al..2019 is used as a base of this research paper and accordingly 

respondents’ sustainable food consumption behaviour and attitudes has been interpreted. Question numbers 7 

to 12 are multiple response questions (respondents can tick more than one options for the same) so in those 

questions first responses (first choices) are utilized for the analysis.        

 

Research Objectives of the research are: 

1. To identify the awareness and comprehension level of customers for sustainable food. 

2. To understand the reasons to get attracted towards sustainable food. 
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3. To identify the problems faced to get sustainable food.  

4. To identify the categories to establish the patterns in respondents’ sustainable behaviour for food 

consumption. 

Results: 

 Table 1.: Demographic Attributes of Respondents (N = 161) 
Demographic Attributes n % 

Gender 

Female 81 50.31 

Male 80 49.69 
Age 

20-39 121 75.16 

18-20 24 14.91 

40-60 16 9.94 
Educational Qualification 

Postgraduate 110 68.32 

Undergraduate 44 27.33 

Professional (CA/CS/MEDICINE/LAW) 7 4.35 
Occupation 

Student 117 72.67 

Service 28 17.39 

Professionals 9 5.59 

Business 7 4.35 
Annual Family Income     

1-5 lakhs 58 36.02 

5-10 lakhs 40 24.84 

less than 1 lakh 35 21.74 

More than 10 lakhs 28 17.39 
 
Table-1 describes the demographic attributes of the responders. Respondents covered in the study are with 

the almost equal gender distribution (M-49% and F-51%), more youth (75%) of 20-39 years of age group, 

students (73%) with the post-graduation (68%) degree and 36% and 24% respondents with annual income 

group of 1-5 lakhs and 5-10 lakhs respectively. Thus, the respondents surveyed are representing the youth and 

its behaviour towards sustainable food consumption. Further, the outcomes suggested that 82% respondents 

are aware about the sustainable food (Table-2) and when it was asked to explain the meaning of sustainable 

products on average, respondents selected four meaning of Sustainable Product i.e. Organic Food Products 

(83%), Environment friendly Food products (78%) next is Plant based food products and Animal Friendly 

products respectively 48% and 43% (Table-3). Though respondents also interpreted sustainable products as 

Seasonal products, products made without child labor or even locally produced products in a smaller amount.   
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Table 2.: Awareness regarding Sustainable Food (N = 161) 
Awareness n % 

Yes 132 82 
No 29 18 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
25% respondents get to know about the sustainable products from the shop staff whereas; 20% respondents 
were knowing about the sustainable products as they have experienced earlier, 14% and 12% respectively get 
the information from their family-friends and TV programs (Table-4).  When asked, reasons to find the 
sustainable products attractive (Table-5) to utilize form the respondents’ side majorly was Good quality (68%) 
of product and 16% found it that it provide Good health. Good taste and Better safety concern also got some 
low percentage opinion but surprisingly, Good for Environment (2%) and Good for society (1%) has got the 
lowest percentage of respondents’ opinion.  
 

Table 4.: Respondents' Sources of information about Sustainable Products (N = 161) 

Source of Information n % 

Shop staff 40 25 
I go on my own knowledge and experience  33 20 
Family/Friends 22 14 
Television programs 20 12 
NGOs 15 9 
Labels on packaging 13 8 
Information present on the shop floor 10 6 
Consumer organizations 8 5 

 

Table 5.: Respondents' reasons to find of Sustainable Products attractive (N = 161) 

Reasons n % 
Good Quality 110 68 
Good for Health 26 16 
Better safety concern 14 9 
Good taste 6 4 
Good for Environment 3 2 
Good for society 2 1 

Table 3.: Respondents' understanding about Sustainable Products (N = 161) 

Understanding N % 

Organic food products 133 83 

Environment friendly food products 125 78 

Plant based food products 78 48 

Animal Friendly products 70 43 

Seasonal food products 53 33 

Produced without the use of child labor 49 30 

Locally produced food products 48 30 

Fair trade food products 44 27 

Produced from legal logged material 32 20 

Insect-based food products 11 7 
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Table 6.: Respondents' Places to buy Sustainable Products  (N = 161) 

Place n % 
Various different supermarkets 60 37 
Natural food shops/organic shops/supermarkets; 38 24 
Small independent shops 25 16 
Shops other than the supermarket 16 10 
Unable/difficult to get sustainable food 10 6 
Farmers market 6 4 
Internet 6 4 

 
Table-6 describes that Different supermarkets (37%), Natural food stores (24%), Small independent shops 

(16%) and other than supermarket (10%) are the major sources to get the sustainable products by the 

respondents. as a first choice, Farmers’ market and Internet comes, but for very less respondents (4% each). 

6% of respondents found unable or difficult to get the sustainable products. Inline to the same, Table-7 

describes the problems faced by respondents to get the sustainable products. Among those the Lack of 

availability (21%) of sustainable products comes second after the High price (64%) of the sustainable products. 

Non-attractive appearance also got less opinion (8%) with difficult to preserve (2%), inconvenience to use 

and difficult to trust the products and the producers for the sustainable products. In these, 4% of respondents 

found difficult to change their existing habits to use regular food products (instead of sustainable products). 

Still 71% of respondents shown their readiness to spend as much as 5% or more for sustainable products if it 

makes available to them, where 22% can pay 10-20% more for the same. Among all respondents, 7% are 

ready to pay any price to get the sustainable food products.  (Table-8)     

 
Table 7.: Problems faced by respondents to get Sustainable Products (N = 

161) 
Problems n % 

High Price 103 64 
Lack of  availability 34 21 
Non Attractive appearance/non-aesthetic 13 8 
Hard to change the existing habits (of using regular food products) 6 4 
Difficult to preserve 3 2 
Inconvenience to use 1 1 
Difficult to trust such (sustainable) products and producers 1 1 

Table 8.: Respondents' readiness to pay higher for Sustainable Products   
(N = 161) 

Pay more upto n % 
5% more 114 71 
10-20% more 36 22 
Any price 11 7 

 
Findings derived from Exploratory Factor Analysis:  

The factor analysis was steered to categorize the constructs which ultimately will establish the patterns in 

consumer behaviour for the sustainable food consumption. KMO and Bartlett’s test suggested the sampling 
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adequacy. Three factors are recognized through the factor analysis, which are having propositions for the 

sustainable consumer behaviour of respondents regarding the food consumption. The cumulative variance of 

these three factors comprises 70.846%, with factors 1, to 3 explaining 31.214 %, 30.626%, and 9.005% of the 

variance respectively (Table 9 &10). 

Table-9a 
KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.    0.957 
Bartlett's Test of Sphericity Approx. Chi-Square 3478.600 

Df 253 
Sig. 0.000 

Table-10 Total Explained Variance  

Elements Primary Eigenvalues Extraction Sums of Squared 
Loadings 

Rotation Sums of Squared 
Loadings 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

Concern for 
the food 
waste  

13.794 59.972 59.972 13.794 59.972 59.972 7.179 31.214 31.214 

Concern for 
recycling and 
environment 

1.533 6.664 66.636 1.533 6.664 66.636 7.044 30.626 61.841 

Awareness 
about social 

responsibility  

0.968 4.210 70.846 0.968 4.210 70.846 2.071 9.005 70.846 

 

The rotated component matrix showing the factor loading in three factors which describing the sustainable 

behaviour of respondents towards food consumption (Table-11). It will help to explain the pattern of their 

behaviour which included the Concern for the food waste, Concern for recycling and environment and 

Awareness about social responsibility. Though statement 7 was loaded in concern for the food waste which 

as per the researchers’ view should be a part of concern for recycling and environment but such differences 

may help to describe the understanding and interpretation of respondents for sustainable food consumption. 

Even though respondents were shown their awareness about the social responsibility as a citizen but still they 

expressed that in matter of usefulness and requirement of the product they may ignore the environmental 

concern at times. 

 

Table-11 Rotated Component Matrix 

  Component 
Concern 
for the 
food 
waste  

Concern for 
recycling 

and 
environment 

Awareness about 
social responsibility 

I attempt to decrease my food consumption by thinking of other 
persons. 

    0.541 

I consume food wisely to avoid wastage. 0.657     
I don’t prefer to waste food or beverage. 0.699     
While eating in restaurant, I order food(s) only the quantity that I 
can have in order to avoid wasting food. 

0.752     

I purchase (food products) merely to fulfill my basic needs and 
wants. 

0.756     
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I ponder sensibly about what (food products) I need to purchase. 0.768     

I recycle food vessel whenever there is a chance. 0.737     

I try to avoid consuming plastic bag (to carry food products) since 
it is not environmental friendly. 

  0.465   

I choose to use paper bag (to carry food products) as it is 
biodegradable. 

  0.508   

I frequently pay extra money to buy environmentally friendly 
product (e.g. organic food). 

  0.528   

I am anxious about the scarcity of the natural resources.   0.609   

I prefer to purchase organic food since it is environmental friendly.   0.542   

I don’t care about the environment, as long the product is usable 
for me. 

    0.816 

I constantly recall that my additional consumption can create 
burden for the future generation to meet up their needs. 

      

I am conscious to Cut down on the food wastage while consuming 
it 

  0.614   

I am Cutting down on packaging by preferring the fresh products 
to consume. 

  0.688   

I prefer to eat seasonal foods to avoid the storage for cutting down 
energy (electricity) for preservation (relates to fresh products). 

  0.674   

I prefer to Eat locally/regionally produced foods (to reduce the fuel 
consumption used in transporting it) 

    0.762 

I think buyers are somewhat accountable for the environmental 
issues caused by the food products they buy. 

  0.768   

I believe it is important that food products are sustainable.   0.780   

I think, consumers should enthusiastically choose for sustainable 
alternatives 

  0.794   

I think, traditional food products are sustainable enough, care for 
the environment is not connected to do with the food products I 
buy. 

    0.583 

I think, the sustainable food is simply accessible and easy to use.     0.590 
Extraction Method used is Principal Component Analysis with Varimax Rotation Method along with Kaiser 
Normalization.  

 

Discussion 

The aim of this research study was to identify the consciousness level about the sustainable food products 

among respondents and to understand that how they interpret the sustainable consumption with reference to 

the sustainable food, as well their attitude and the variables helping to mold their sustainable behaviour. 

 

The awareness level in the surveyed consumers was quite satisfactory as 132 out of 161 (i.e. 82%) are aware 

about the sustainable food products. The important extract of the analysis from the respondents’ demographic 

profile is that majority of respondents representing the youth i.e 20-39 years of age group. This cohort is either 

holding post-graduation degree or studying it. Above this, they are belonging to the middle or upper middle 

class.  It indicates that youth is very well aware about the sustainable food and their education can be 

utilized to increase the scope of the importance of sustainability in the society. 

Respondents have varied understanding and interpretation regarding sustainable products. Majority have 

interpreted sustainable products under four categories ie. For them sustainable products mean, “Organic food 
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products”, “Environment friendly products”, “Plant based food products”, and the fourth one was, “Animal 

friendly products.” Apart from these four, less percentage of respondents understood the meaning of 

sustainable as season food products, products made where child labour are not utilized, or fair trade food 

products, locally produced food products, products produced legally, without any unethical or harmful 

practices. This result gives the food for a thought that respondents may not explicitly understand or 

interpreted the significance of what sustainable food products actually are? As their knowledge is 

limited to “organic” or “environmentally” products only. A sustainable product is a product, which will 

give as modest impact on the environment as possible during its life cycle (Lennart Y. Ljungberg ,2007). This 

definition is in fact not completely defined according to the amount of impact on the environment or the nature. 

As we can be understood, there are many different features and information related to this definition. There 

are three areas of important issues (L.Y. Ljungberg, 2007) connected to sustainable product development: 

environment (Eco-system), Equity (equal distribution and use of natural resources) and, futurity (impact on 

future generation).  

Another point to be noted is about the sources providing the information about sustainable food products as 

the current survey showing that the shop staff, family/friends, and TV shows are the major sources of 

information after their own experiences and knowledge. It suggested that effective source of information for 

sustainable products are word of mouth. It can be strengthening either by motivating existing users or 

even by activating other sources like NGOs, Detailed Product Labels, Consumer Organizations or even 

Government Institutions. The type and utilization of information is depending upon whether the buying 

situation is being done for the first time, or a repeat purchase, or a personalized rebuy (Varey 2002). The 

sources of information used by consumers differ from certain commercial and marketing communications 

such as websites, direct mail, messages, television advertising, and packaging; to subtler source will be as 

opinion leaders and word of mouth, which have the potential to be highly influential, but also less controllable 

(Pickton and Broderick 2005). 

 

Main reasons for respondents to find sustainable products attractive are good quality, and followed by good 

for health. Some respondents found it better for safety concern too. But even after interpreting the 

sustainable product as “environment friendly Products” they didn’t find it attractive as it is good for 

environment, this itself contradict their views. Higher percentage of respondents gets sustainable food 

products from various supermarkets or from the Natural food shops. It suggests that sustainable products 

are not easily available in the small shops, farmers’ markets or even from internet. When, respondents 

have asked about the problems faced to get sustainable food products after High priced reason the frequently 

mentioned problem was lack of availability. Non- esthetic, difficult to preserve, inconvenient etc were 

followed by it. But the striking problems probed by respondents were, difficulty to change their existing food 

habits and difficult to trust the product producers or sellers. It asked for attention to improve the supply 

chain as well the authenticity of the producers/sellers. 
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A great part of respondents has shown their readiness to pay up to 5% more than the regular products, for 

sustainable food products, but still very less responses agreed to pay more than that or any price for it. 

Researchers have observed that the current study found that one of the major problem respondents have stated 

was the high cost of sustainable food products.  It is showing that even after having positive attitude, well 

awareness and good reasons to buy sustainable food products but still the intentions are very weak to 

consume or to buy it. Thus, it is showing the difference between respondents’ attitude and practicing to 

purchase sustainable food products. Results and practices are showing that sustainable organic food, 

products free from child labor, legally logged wood, and fair-trade products often have market shares of less 

than 1% (MacGillivray, 2000). 

From the base of the literature (Farzana Quoquab, et al..2019), majorly few categories of variables have 

extracted, which were; satisfying basic needs, concern towards quality of life, care for environment wellbeing, 

taking life cycle approach, concern for future generations, Recycle, practical alternatives, products alternative 

and social responsibility. In the current study three variables have been identified: Concern for the food waste, 

Concern for recycling and environment and little contribution from awareness regarding their social 

responsibilities. This result suggested clearly that still enough attitude towards sustainable good consumption 

is not developed, which can help to understand the consumer behaviour pattern for sustainable food products.    

 

Conclusion  

Sustainable consumption and production are vital to achieving sustainable development, as highlighted in the 

United Nations' Sustainable Development Goal (SDG) 12. Sustainable consumption is based on consumer’s 

decision-making process that takes the social responsibility into account and adding up to their individual 

requirements and desires (Meulenberg, 2003). As sustainable food consumption is  an everyday consumption 

practices and so it is  still profoundly driven by handiness, routine practice, value for money, personal fitness 

and wellbeing concerns, pleasure-seeking, and individual responses to social and institutional norms (SDC, 

2003,; IGD, 2002a, 2002b; FSA, 2000), and, most importantly, they are likely to be resistant to change. 

Current research affirmed that among the studied respondents, the young respondents are well aware about 

the sustainable food and well educated thus, their education can be helpful to increase the scope of the 

sustainability. They interpreted sustainable food as organic or environmentally products. Main motive for 

respondents to use sustainable products are its good quality, and reasons for good health. Major source is word 

of mouth but sustainable food products have restricted availability with the high price and asked for 

authenticity of supply chain.  

This study addresses a key research gap by exploring sustainable food consumption in India, linking consumer 

behavior with sustainability goals. It enriches global and theoretical frameworks while offering practical 

insights for policy, education, and market strategies. The findings also open doors for future cross-cultural 

and interdisciplinary research. The empirical findings of the current study suggest that sustainable products 

can be endorsed to the wider audience through some specialized communication efforts that perceived lower 
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barriers to consumption. Although the collective interest in sustainability and sustainable food products is 

increasing and consumer attitudes also building positive but the behavioral patterns are not univocal 

consistently with their positive attitude but ambiguous with reference to the action. The study leaves the scope 

to explore various cohorts, region and time zone for the further study. further the scope of this study extends 

to a comparative analysis grounded in TPB (Theory of Planned Behavior), VBN (Value–Belief–Norm 

Theory), and Social Practice Theory to understand sustainable food consumption.  

It further explores India’s culturally rooted consumption patterns, benchmarks global best practices, and 

proposes region-specific, culturally aligned policy interventions. To support sustainable food habits in India, 

policy makers should emphasis on creation of eco-labels which are clear, and reliable by using third-party 

verification. Providing tax relief or grants for sustainable foods like millets and organic items, and including 

them in public food patterns, can help rise their reach. Awareness campaigns in local languages, especially 

through digital media, can inspire people to make eco-friendly choices. Additionally, food businesses should 

provide affordable sustainable products, align with local food ethnicities, and collaborate with farmers and 

NGOs. Being transparent about their environmental practices can also help gain consumer trust and promote 

lasting change. 
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