


THE IMPACT OF GREEN MARKETING FACTORS ON CONSUMERS’ GREEN PURCHASE INTENTION IN THE FOOD AND BEVERAGE INDUSTRY IN HANOI

Abstract
In the context of a rapid transition toward green consumption in major urban areas of Vietnam, such as Hanoi and Ho Chi Minh City, green marketing has appeared as a strategically critical issue for businesses operating in the food and beverage (F&B) industry. This research aims to identify and quantify the extent to which green marketing factors affect consumers’ green purchase intention in Hanoi. Data collection was carried out through a structured survey questionnaire administered to 468 consumers, and the data were analyzed using SPSS, including reliability testing (Cronbach’s Alpha), Pearson correlation analysis (r), and multiple linear regression. The findings reveal that six green marketing factors influence green purchase intention based on 24 observed variables, among which “Green Product”, “Green Price”, and “Green Place” exert the strongest impact. The study contributes empirical evidence in the Vietnamese context, clarifying the role of green marketing in shaping purchase intention and sustainable consumption behavior in urban settings. Moreover, the paper provides managerial implications for F&B enterprises seeking to transition toward environmentally friendly business practices.
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1.	INTRODUCTION 
[bookmark: _Hlk60233070]Over the past few years, Vietnam, particularly its major urban centers such as Hanoi, has faced escalating environmental issues and the complex effects of climate change. Widespread air and water pollution, along with urban waste, are significantly affecting public health and quality of life. Rapid population growth and pressure on urban infrastructure have further exacerbated these environmental challenges. Concurrently, extreme weather events such as prolonged heat waves, irregular flooding, and saltwater intrusion pose unprecedented threats to sustainable development (Saleem et al., 2024).
In this context, consumers are increasingly favoring environmentally friendly and health-conscious products, as both environmental concern and health consciousness have been shown to positively influence purchase intentions toward green food in Vietnam (Nguyen et al., 2025). This shift is especially noticeable in the food and beverage (F&B) industry, which is directly connected to human health. The demand for “green” products that are transparent in origin and meet food safety standards is becoming increasingly urgent (Yang et al., 2020). However, the adoption of green marketing practices in Vietnam remains limited, both in awareness and in practical implementation among businesses (Nguyen et al., 2025). This reality underscores the pressing need for deeper investigation into the factors influencing green consumption intention to help businesses realign their marketing strategies accordingly.
Against this backdrop, the present study was conducted to identify and measure the impact of green marketing factors on consumers’ green purchase intention within the F&B sector in Hanoi. Employing a quantitative approach, the study aims to provide research-based evidence to inform practical managerial implications that can foster sustainable consumption and help enterprises design marketing solutions aligned with emerging consumer trends. 
To accomplish the research objectives, this study focuses on the following questions:
(1) What are the main green marketing factors, and to what extent do they influence consumers’ green purchase intention in the food and beverage industry?
(2) What managerial implications should be proposed to reshape consumer perceptions and enhance their green purchase intention?
(3) How are businesses in the food and beverage industry responding to practices that promote sustainable production and consumption?
2.	Literature Review and Hypotheses
2.1.	Literature review
Theory of Reasoned Action (TRA): The Theory of Reasoned Action (Fishbein & Ajzen, 1975) posits that behavior is shaped by the intention to perform it, which is influenced by personal attitudes and subjective norms. Personal attitude refers to an individual's beliefs and evaluations of the potential outcomes of the behavior, while subjective norms represent the influence of others. This theory helps explain the process by which consumers form the intention to buy green food, including beliefs in the product's safety and health benefits (Fishbein et al., 1980). Studies employing the Theory of Reasoned Action, such as the research by Kumar et al. (2023), show that personal attitude and subjective norms significantly influence the intention to buy organic food, with personal attitude related to perceptions of health and environmental benefits, and subjective norms reflecting social pressure from family and friends (Kumar et al., 2023). Similarly, some authors also confirm the impact of these two factors on the intention to buy organic food, affirming the applicability of the Theory of Reasoned Action in analyzing consumer behavior towards organic food (Duong et al., 2025; Tuu, 2025). 
Theory of Planned Behavior (TPB): According to Ajzen (1991), the Theory of Planned Behavior (TPB) adds the factor "Perceived Behavioral Control" to the Theory of Reasoned Action (TRA), reflecting the ease or difficulty of performing the behavior (Ajzen, 1991). TPB is widely used in customer behavior research with key factors such as attitude, subjective norms, and perceived behavioral control, along with extended factors such as green beliefs and environmental concern  (Asif et al., 2023; Fauzi et al., 2024; Hameed et al., 2019). The research by Ahmed et al. (2021) demonstrates that attitude, subjective norms, and perceived behavioral control all have a positive impact on the intention to purchase organic food (Ahmed et al., 2021). The Theory of Planned Behavior (TPB) helps identify key factors influencing the intention to buy green food, such as personal attitude, awareness of environmental concerns, health, and product sustainability.
2.2.	Hypotheses
2.2.1. Green marketing
According to Charter and Polonsky (2017), green marketing is a management approach designed to recognize and address stakeholder needs while avoiding any detrimental effects on individuals or the environment (Charter & Polonsky, 2017). Armstrong Soule and Reich (2015) contend that green marketing satisfies the present demands of both consumers and businesses, while also ensuring the sustainability and capacity to meet the needs of future generations (Armstrong Soule & Reich, 2015). Green marketing is not entirely independent but shares similarities with other forms of marketing, distinguished by its humanistic values and emphasis on sustainability. Baca and Reshidi (2025) point out that green marketing has a strong impact on consumers' intention to purchase green products, as consumers recognize the benefits of eco-friendly products, which in turn fosters sustainable consumption behaviors (Baca & Reshidi, 2025).
2.2.2. Green purchase intention
Green purchase intention not only demonstrates consumers' interest in environmentally friendly products but also reflects their intention to buy products considered "green" from a personal perspective (Asl & Khoddami, 2020). This intention directly impacts actual purchasing behavior when consumers transition from intention to action. Meanwhile, the green purchase intention also responds to a company's green marketing activities, such as eco-labels, environmentally friendly packaging, and green branding (Nguyen-Viet, 2022). Factors such as consumers' environmental beliefs, the image of the green brand, and their perception of the product's value all influence the green purchase intention (Chen & Chang, 2012). The study by Sammer and Wüstenhagen (2006) indicates that eco-labels promote purchase intention when consumers perceive the product as transparent and trustworthy (Sammer & Wüstenhagen, 2006). Packaging and green branding create a competitive advantage, encouraging consumers to choose green products even when they are more expensive (Bashar et al., 2023). Therefore, the green purchase intention is an indicator of the success of green marketing and a precursor to promoting sustainable consumption behavior.
2.2.3. Green product
"Green product" refers to a product whose production process has minimal environmental impact and utilizes eco-friendly materials (Dangelico & Pontrandolfo, 2010). Studies indicate that green products positively influence purchase intention, as they introduce safe, healthy products that meet strict green standards. According to Gallego-Alvarez et al. (2025) green products, especially in the food and beverage sector, reduce harmful chemicals, attracting consumers who are concerned about health (Gallego-Alvarez et al., 2025). Clearly communicating the product's safety helps enhance purchase intention. Green products positively influence purchase decisions, as demonstrated by Lopes et al. (2024). They also contribute to sustainable development by reducing environmental impact (Yang et al., 2020; Sembiring, 2021). König and Maier, (2024) emphasize that green products with recycled materials, biodegradable packaging, and emission-reducing processes create a positive impression on customers and drive purchasing decisions (König & Maier, 2024).
2.2.4. Green price
According to João MM Lopes et al. (2024), green price refers to the higher price consumers are willing to pay for green products if they provide environmental benefits (João MM Lopes et al., 2024). Majeed et al. (2024) argue that consumers often believe that environmentally friendly products are of higher quality, and as a result, they are willing to pay a premium (Majeed et al., 2024). However, the green pricing strategy must take consumer affordability into account. Mahmoud (2018) highlights the importance of establishing a reasonable green price, as it not only affects purchase intention but also influences perceptions of environmental protection (Mahmoud, 2018). Some authors also confirm the positive correlation between green price and purchase intention (König & Maier, 2024; Sembiring, 2021; Tan et al., 2025). However, Johnstone and Tan (2015) point out that excessively high green prices may cause consumers to hesitate in making a purchase (Johnstone & Tan, 2015). Sun et al (2022) and Khonifah and Harsoyo (2023) state that if consumers perceive green products as having long-term benefits, they are willing to pay more, indicating that product quality and social responsibility may be more important than price in the purchasing decision (Sun et al., 2022; Khonifah & Harsoyo, 2023).
2.2.5. Green place
According to Cilliers et al (2015), green place relates to the design and management of distribution channels for environmentally friendly products, minimizing negative impacts on the ecosystem (Cilliers et al., 2015). This includes selecting transportation methods, packaging, and implementing activities to reduce emissions, save energy, and encourage consumers to protect the environment. The study by Jannah et al. (2024) indicates that green places have a positive impact on purchase decisions, enhancing customer satisfaction and trust (Jannah et al., 2024). Ahmed et al. (2023) also affirm the correlation between green places and purchase intention (Ahmed et al., 2023). A green place helps brands stand out, demonstrating their commitment to environmental protection and creating positive connections with customers. Research by Johnstone and Tan (2015) shows that the availability of green products positively influences green consumption intention, as products that are easily accessible and time-saving encourage more sustainable purchasing behavior (Johnstone & Tan, 2015). 
2.2.6. Green marketing communication
Green marketing communication aims to inform and influence consumers' purchasing decisions, thereby increasing sales and improving performance (Bailey et al., 2018). Garg et al (2025) and Mahmoud (2018) indicate that green promotion positively influences purchase intention, as advertisements for green products capture customer interest and shift perceptions in a positive direction (Garg et al., 2025; Mahmoud, 2018). Breda et al. (2016) and Sembiring (2021) also demonstrate that green promotion helps enhance brand image through social activities (Breda et al., 2016; Sembiring, 2021). Green marketing communication, such as advertising and sales promotions, has helped build the company’s image and meet customer expectations. Research by Bailey et al. (2018) and Van and Nguyen (2022) affirms that green marketing communication has a strong impact on consumers' purchase intention, especially through social media and e-commerce (Bailey et al., 2018; Van & Nguyen, 2022). However, Yang et al. (2020) caution that if the green marketing strategy is perceived as "greenwashing," it can negatively affect purchase intention (Yang et al., 2020). Chau et al. (2022) emphasize that although green promotion has a relatively smaller impact, it remains a crucial element in educating awareness and enhancing brand image to drive purchase intentions (Chau et al., 2022).
2.2.7. Green packaging
According to Boncinelli et al (2023), packaging is a key feature of the product (Boncinelli et al., 2023). Bouhid et al. (2020) emphasize that environmentally friendly food packaging is a critical factor shaping consumer perceptions and responses, making it an essential element of marketing strategies in the food and beverage sector (Bouhid et al., 2020). Green packaging helps enhance brand awareness and boosts purchase intention. However, research by Magnier and Schoormans (2015) suggests that green packaging can be misinterpreted as a sign of reduced product quality, particularly if the packaging design appears simple or unattractive (Magnier & Schoormans, 2015). Scott and Vigar-Ellis (2014) highlight that packaging made from environmentally friendly materials, such as paper or bamboo, can help reduce plastic waste (Scott & Vigar‐Ellis, 2014). Leong et al. (2024) argue that green packaging and green marketing have a positive and statistically significant effect on green purchase intention (Leong et al., 2024). However, according to Nguyen and Huynh (2024), the impact of green packaging on purchase decisions is limited if not accompanied by factors such as product quality or reasonable pricing (Nguyen & Huynh, 2024). 
2.2.8. Eco-labelling
According to ISO, eco-labeling is a declaration of the environmental features of a product or service, which can take the form of a statement, symbol, or chart on the packaging or in the product documentation. Eco-labeling helps demonstrate that a product has been produced and distributed using environmentally friendly methods. Do and Le (2025) argue that certification of a product as environmentally friendly enhances consumer trust and encourages them to choose green products (Do & Le, 2025). Research by Daugbjerg et al. (2014) confirms that eco-labeling positively influences consumers' purchase decisions, as it provides clear information about the sustainability and environmental protection aspects of the product (Daugbjerg et al., 2014). However, Yang et al. (2020) warn that brands may exploit eco-labeling for economic gain, which can harm consumer trust and negatively affect purchasing behavior in the long term (Yang et al., 2020).
According to the empirical findings of previous studies, the research team proposes the following hypotheses:
H1: Green Product has a positive impact on consumers' green purchase intention.
H2: Green Price positively impacts consumers' green purchase intention.
H3: Green Place positively impacts consumers' green purchase intention.
H4: Green Marketing Communication positively impacts consumers' green purchase intention.
H5: Green Packaging has a positive impact on consumers' green purchase intention.
H6: Eco-labeling has a positive impact on consumers' green purchase intention.
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Figure 1. Research model
(Source: Proposed by authors)
3.	DATA AND METHODS
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Figure 2. Research methodology
(Source: Redrawn from Saunders et al., 2009 (Saunders et al., 2009))
3.1.	Research design
This research employs a quantitative methodology grounded in positivist philosophy and a deductive approach to test causal relationships among variables within the theoretical model. This aligns with the research objective of investigating the influence of green marketing elements on green purchase intention among food and beverage consumers in Hanoi. The study employs a survey questionnaire with closed-ended questions measured on a 5-point Likert scale for data collection, supplemented by one open-ended qualitative question to gather feedback from participants. The study was conducted ethically, ensuring the privacy and anonymity of all individuals involved. The survey was administered online via Google Forms, with data subsequently processed using SPSS 30.0 and Excel.
3.2.	Sampling method
The study uses snowball sampling to reach green food and beverage consumers in Hanoi. Selection criteria included being 18 years or older and having experience purchasing green food and beverages. The survey link was shared through social media and email, leveraging the research team's personal networks. Although this non-probability sampling method may affect the representativeness of the sample, the large sample size (468 responses), exceeding the initial target (270 responses), helped minimize bias and reflects the growing trend of consumer interest in green products. 
3.3.	Data analysis techniques
The study uses Excel for data processing and SPSS for data analysis. First, the data was cleaned in Excel to eliminate incomplete or invalid responses. Data analysis was subsequently performed using SPSS. The reliability of the measurement scales was evaluated using Cronbach's alpha (α), with α > 0.7 indicating internal consistency. Variables that did not meet standards (item-total correlation < 0.3) were eliminated. Next, multiple linear regression analysis was performed in SPSS 30.0 to examine the associations between independent and dependent variables. Convergent validity (Factor Loading > 0.5) and discriminant validity (AVE > 0.5) were examined to ensure model validity. Statistical significance was determined using t- and F-tests at a significance level of p < 0.05, and the R² coefficient was used to evaluate the model's explanatory power. Combined with qualitative questions, the research provides a comprehensive perspective on the influence of green marketing on green purchase intention, contributing to supporting businesses in strategic planning. The variables in the research model are summarized in Table 1 below:
Table 1. Summary of variables
	Variable
	Code
	Sign
	Source

	Dependent Variable

	Green Purchase Intention
	YD1, YD2, YD3. YD4
	 
	König & Maier (2024)
Van & Nguyen (2022)

	Independent Variables

	Green Product
	SP1, SP2, SP3, SP4, SP5
	++
	Uswatun, Fitria & Hery (2023)

	Green Price
	GC1, GC2, GC3, GC4, GC5
	++
	Khonifah & Harsoyo (2023)

	Green Place
	KP1, KP2, KP3, KP4
	“+
	Van & Nguyen (2022)

	Green Marketing Communication
	TT1, TT2, TT3, TT4
	++
	Khonifah & Harsoyo (2023)

	Green Packaging
	BB1, BB2, BB3
	++
	Li & Wang (2023)

	Eco-labelling
	NS1, NS2, NS3
	++
	Wojnarowska et al. (2021)



4.	Results 
The study collected 468 survey responses, of which 420 participants (89.7%) reported having previously purchased green products (food and beverages) in Hanoi. The survey results indicate that the majority of consumers in Hanoi prefer and use green products, reflecting growing concern for environmental protection and health. 
4.1.	Reliability evaluation of scales with Cronbach's alpha coefficient
Table 2- Cronbach's alpha coefficients of measurement scales
	Variables
	Cronbach's alpha
	Variable components
	Corrected item-total correlation

	Green product
	0.905
	SP1
	0.784

	
	
	SP2
	0.671

	
	
	SP3
	0.765

	
	
	SP4
	0.802

	
	
	SP5
	0.804

	Green price
	0.941
	GC1
	0.895

	
	
	GC2
	0.928

	
	
	GC3
	0.864

	
	
	GC4
	0.708

	
	
	GC5
	0.929

	Green place
	0.885
	KP1
	0.709

	
	
	KP2
	0.786

	
	
	KP3
	0.718

	
	
	KP4
	0.808

	Green marketing communication
	0.908
	TT1
	0.824

	
	
	TT2
	0.775

	
	
	TT3
	0.802

	
	
	TT4
	0.799

	Green packaging
	0.883
	BB1
	0.817

	
	
	BB2
	0.797

	
	
	BB3
	0.730

	Eco-labelling
	0.899
	NS1
	0.779

	
	
	NS2
	0.807

	
	
	NS3
	0.821

	Green purchase intention
	0.960
	YD1
	0.919

	
	
	YD2
	0.916

	
	
	YD3
	0.921

	
	
	YD4
	0.935


(Source: authors)
The Cronbach's Alpha analysis indicates that all observed variables exhibit satisfactory item-total correlations, ranging from 0.671 to 0.935 (> 0.3). The independent and dependent variables demonstrated Cronbach’s Alpha coefficients ranging from 0.883 to 0.960 (> 0.7), thereby meeting the required threshold for internal consistency reliability.
4.2.	Pearson correlation coefficient analysis 
Table 3-. Correlation results between variables
	
	YD
	SP
	GC
	KP
	TT
	BB
	NS

	YD
	Pearson Correlation
	1
	0.938**
	0.560**
	0.553**
	0.548**
	0.500**
	0.496**

	
	Sig. (2-tailed)
	
	0.000
	0.000
	0.000
	0.000
	0.000
	0.000

	SP
	Pearson Correlation
	0.938**
	1
	0.325**
	0.359**
	0.374**
	0.331**
	0.316**

	GC
	Pearson Correlation
	0.560**
	0.325**
	1
	0.355**
	0.081
	0.144**
	0.327**

	KP
	Pearson Correlation
	0.553**
	0.359**
	0.355**
	1
	0.123*
	0.059
	0.368**

	TT
	Pearson Correlation
	0.548**
	0.374**
	0.081
	0.123*
	1
	0.458**
	0.101

	BB
	Pearson Correlation
	0.500**
	0.331**
	0.144**
	0.059
	0.358**
	1
	0.135*

	NS
	Pearson Correlation
	0.496**
	0.317**
	0.327**
	0.368*
	0.101
	0.135*
	1

	Note. (*): Correlation is significant at the 0.05 level (2-tailed); (**): Correlation is significant at the 0.01 level (2-tailed).
(Source: authors)


The Sig. values of Pearson correlation between all independent variables and the dependent variable "Green Purchase Intention" are all less than 0.05 (Sig. = 0.000), indicating a linear correlation between these independent variables and the dependent variable. The correlation matrix results show that all six independent variables have correlation coefficients ranging from 0.496 to 0.938 (< 1), demonstrating positive relationships. The relationship coefficient between "Green Product" and "Green Purchase Intention" is the highest at r = 0.938, proving that these two factors have the strongest and most positive relationship. "Eco-labeling" has a weaker correlation with "Green Purchase Intention" as its Pearson correlation coefficient is < 0.5. The correlations between pairs of independent variables are relatively weak, indicating a low likelihood of multicollinearity.
4.3.	Multiple linear regression analysis
Table 4. ANOVA results 
	Model
	Sum of Squares
	df
	Mean Square
	F Statistic
	Sig.

	1
	Regression
	408.117
	6
	68.02
	544.176
	 0.000

	
	Residual
	51.623
	413
	0.125
	 
	 

	
	Total
	459.74
	419
	 
	 
	 


(Source: authors)
The F-test in ANOVA is used to test the hypothesis about the goodness of fit of the linear regression model. The F-test result (F = 544.176) and the significance level (sig.) of 0.000 indicate that the regression model fits the data well and that the independent variables are statistically meaningful. This demonstrates that the model's independent variables are associated with the dependent variable, "Green Purchase Intention”.
Table 5. Regression analysis results 
	Model
	Unstandardized Coefficients
	Standardized Coefficients 
	t
	Sig.
	Multicollinearity Statistics

	
	B
	Standard Error
	Beta
	
	
	Tolerance
	VIF

	 
	Constant
	-1.003
	0.382
	 
	-2.626
	0.010
	 
	 

	 
	SP
	0.289
	0.077
	0.261
	3.759
	0.000
	0.815
	1.227

	
	GC
	0.246
	0.081
	0.242
	3.507
	0.003
	0.793
	1.261

	
	KP
	0.215
	0.061
	0.233
	3.147
	0.001
	0.800
	1.250

	
	TT
	0.211
	0.077
	0.214
	3.032
	0.008
	0.920
	1.087

	
	BB
	0.183
	0.058
	0.178
	2.726
	0.002
	0.721
	1.387

	
	NS
	0.163
	0.073
	0.153
	2.225
	0.028
	0.831
	1.204


(Source: authors)
The significance levels of the independent variables "Green Product," "Green Price," "Green Place," "Green Marketing Communication," "Green Packaging," and "Eco-labeling" are all statistically meaningful. The Variance Inflation Factors (VIF) for these variables are all less than 2, indicating that multicollinearity is not present in the model. The regression coefficients for all six factors are positive, indicating that these factors positively affect the dependent variable "Green Purchase Intention”. 
The multiple linear regression research equation in its unstandardized β coefficient form is constructed as follows:
YD = -1.003 + 0.289*SP + 0.246*GC + 0.215*KP + 0.211*TT + 0.183*BB + 0.163*NS + ε
According to the standardized β form:
YD = 0.261*SP + 0.242*GC + 0.233*KP + 0.214*TT + 0.178*BB + 0.153*NS + ε
The prediction outcomes from the multiple regression model suggest that “Green Product” is the most significant factor, followed by “Green Price” and “Green Place.” The next in terms of importance are “Green Marketing Communication”, with “Green Packaging” and “Eco-labeling” ranking fifth and sixth, respectively.
4.4.	Results of hypothesis testing
Table 6. Results of hypothesis testing 
	Hypothesis
	Content
	Direction of Impact
	Hypothesis Result

	H1
	Green Product positively influences consumers' green purchase intention.
	(+)
	Accepted

	H2
	Green Price positively influences consumers' green purchase intention.
	(+)
	Accepted

	H3
	Green Place positively influences consumers' green purchase intention.
	(+)
	Accepted

	H4
	Green Marketing Communication positively influences consumers' green purchase intention.
	(+)
	Accepted

	H5
	Green Packaging positively influences consumers' green purchase intention.
	(+)
	Accepted

	H6
	Eco-labelling positively influences consumers' green purchase intention.
	(+)
	Accepted


(Source: authors)
All six hypotheses regarding the influence of green marketing factors on green purchase intention were accepted through multiple linear regression analysis. Specifically, "Green Product" (Beta = 0.261, sig = 0.000) and "Green Price" (Beta = 0.242, sig = 0.003) had the strongest influence, followed by "Green Place" (Beta = 0.233, sig = 0.001), "Green Marketing Communication" (Beta = 0.214, sig = 0.008), "Green Packaging" (Beta = 0.178, sig = 0.002), and "Eco-labelling" (Beta = 0.153, sig = 0.028). The regression coefficients for all variables are positive and statistically significant (p < 0.05), showing a positive correlation between the variables. The results show that the initial research model fits the empirical data and all hypotheses are supported, confirming that green marketing strategies play a vital role in promoting green purchase intention in Hanoi.
5.	DISCUSSION
5.1.	Addressing the research questions 
Question 1: What are the main green marketing factors, and to what extent do they influence consumers’ green purchase intention in the food and beverage industry?
The research outcomes indicate that the measurement scales used in the study exhibited high reliability (Cronbach’s Alpha > 0.7) and identified six green marketing factors that positively influence purchase intention in the food and beverage sector in Hanoi. These factors include: Green Product (β = 0.261), Green Price (β = 0.242), Green Place (β = 0.233), Green Marketing Communication (β = 0.214), Green Packaging (β = 0.178), and Eco-labeling (β = 0.153). Among them, Green Product emerged as the most significant factor on consumers’ purchase intention, highlighting the critical role of product quality and environmentally friendly attributes in shaping purchasing decisions. This result differs from the study of Tan et al (2025). Green Price and Green Place followed closely, underscoring the importance of reasonable pricing and convenient, eco-friendly distribution channels in promoting green consumption. Although the remaining factors had relatively lower impacts, they function as complementary elements; in particular, Green Packaging and Eco-labeling require further enhancement to increase persuasiveness, improve green communication effectiveness, and strengthen green value recognition. Overall, the results confirm the collaborative impact of the green marketing mix in promoting green consumption within the Hanoi market.
[bookmark: OLE_LINK2]Question 2: What managerial implications should be proposed to reshape consumer perceptions and enhance their green purchase intention?
The study results on the impact of green marketing factors on green purchase intention in the food and beverage sector in Hanoi suggest several important implications for raising consumer awareness and promoting sustainable consumption behaviors.
First, consumers need to deepen their understanding of products' environmental impacts through official sources such as corporate websites, sustainability reports, and environmental certifications. Actively learning and improving knowledge about green attributes like natural ingredients, sustainable production processes, and health impacts helps consumers identify truly sustainable products and make more informed purchasing decisions. Consumers should prioritize food and beverage products with clear origins, healthy ingredients, and reliable green production standards.
Second, buyers ought to shift their thinking about the value and cost of green products, focusing not only on immediate price but also on long-term benefits. Applying a "life cycle cost" approach to product evaluation, considering long-term health, environmental, and social benefits, helps consumers recognize the true value of green products relative to their investment costs. Purchasers should prioritize allocating budget to green products and accept reasonable prices for those that meet quality and sustainability standards.
Third, consumers should prioritize green places, such as organic farmers' markets and stores that use recycled packaging, to help reduce greenhouse gas emissions and plastic waste. Additionally, using environmentally friendly delivery services such as electric vehicles will incentivize businesses to develop sustainable supply chains. Moreover, adopting reusable packaging and reducing single-use plastic bags contribute to environmental protection, while fostering good consumption habits and spreading positive behaviors. Choosing green places also helps consumers access truly environmentally friendly products, avoiding influence from dishonest brands.
Fourth, consumers need to improve their ability to identify and evaluate information. Users should carefully check and evaluate eco-labels, recycled packaging, and brands' green commitments to avoid being influenced by "greenwashing" tactics. Understanding the meaning of common certifications, such as organic certification, trade fairs, or local eco-labels, helps consumers choose products that align with their values and concerns. Simultaneously, consumers should actively spread green consumption habits within the community by sharing experiences, reviewing products on social media, or joining sustainable consumer groups, thereby creating positive effects and encouraging more people to adopt environmentally friendly lifestyles.
Question 3: How are businesses in the food and beverage industry responding to practices that promote sustainable production and consumption?
The research findings have valuable implications for F&B enterprises seeking to adopt and integrate green marketing components to foster the green consumption trend. Specifically, firms are recommended to innovate their green product offerings, implement reasonable pricing strategies, and introduce loyalty incentive packages to stimulate consumer retention. Developing online sales channels through social media platforms and e-commerce marketplaces, alongside eco-friendly delivery options, will make it easier for consumers to access green products more conveniently and sustainably. Simultaneously, enterprises should intensify green marketing communication campaigns to raise public awareness regarding the environmental and health-related benefits of green consumption. Promoting take-back schemes for reusable packaging and adopting credible eco-labels such as FSC (Forest Stewardship Council), EU Ecolabel, USDA Organic, and the Vietnam Green Label can significantly enhance consumer trust and brand credibility.
Moreover, integrating circular economy principles into the value chain is essential. This involves optimizing production processes to minimize waste, recycling input materials, utilizing renewable energy sources, and deploying clean technologies. The publication of transparent sustainability reports is also vital for enhancing corporate accountability, reinforcing social responsibility, and fostering consumer confidence. In addition, internal training and the development of a green-oriented corporate culture play a critical role in ensuring that employees internalize and propagate green values across daily business operations. Finally, F&B businesses should proactively engage in industry linkages and strategic collaborations with suppliers, distributors, and local authorities to co-develop sustainable supply chains, thereby contributing to a long-term green consumption ecosystem. Sustainable business conduct in the F&B sector requires close cooperation with governmental agencies and civil society organizations. Firms are encouraged to participate in public policy and green production support programs, and to collaborate with local governments to implement regional linkage models, sustainable supply chain initiatives, and community-based consumption campaigns. Such public–private partnerships are fundamental to establishing a comprehensive green consumption ecosystem and realizing the national sustainable development strategy.
5.2.	Regarding research validity  
The study was conducted in the urban environment of Vietnam, particularly in Hanoi, a city currently facing critical challenges such as air and water pollution and domestic waste management. At the same time, Hanoi serves as the country’s economic, political, cultural, and social center. As a densely populated area with high consumer demand and increasing environmental awareness, Hanoi provides an ideal context for investigating green consumption trends in the food and beverage (F&B) sector. Temporarily, the research was conducted from August 2024 to January 2025, a period during which environmental and public health issues gained urgent attention, with Hanoi frequently ranking among the most polluted cities in the world for air quality.
From a theoretical perspective, this study draws upon and extends key contributions in the domains of green marketing and sustainable consumer behavior, including the model proposed by Khonifah & Harsoyo (2023) in their study conducted in Yogyakarta, as well as international research such as Majeed et al. (2022), König & Maier (2024), Sembiring (2021), and several studies conducted in Vietnam on consumer perception of green products. These works consistently demonstrate that components of the green marketing mix - namely product, price, place, and marketing communication have a strong influence on consumers’ green purchase intention.
However, most of the aforementioned research was conducted in international contexts where green consumer behavior is already relatively well-established. The direct application of these models to the Vietnamese market requires careful adaptation to the country’s cultural, social, and cognitive specificities. Therefore, the current study ensures research validity by both building on empirically tested theoretical foundations and adjusting the model to the local context, specifically the F&B sector in Hanoi. This approach enhances the study’s practical relevance and applicability, enabling the development of managerial implications that align with the realities of the Vietnamese market.
6. 	CONCLUSIONS 
The study identifies six green marketing factors: Green Product, Green Price, Green Place, Green Marketing Communication, and Eco-labeling, as having a positive impact on consumers’ Green purchase intention in Hanoi. Among these, Green Product (β = 0.261), Green Price (β = 0.242), and Green Marketing Communication (β = 0.233) exhibit the strongest effects, reflecting the growing trend of sustainable consumption. These findings suggest that food and beverage enterprises should prioritize developing high-quality green products, adopt reasonable pricing strategies, expand online distribution channels integrated with eco-friendly delivery services, enhance transparent communication, innovate sustainable packaging, and adopt credible eco-labeling schemes.
However, using a non-probability sampling technique (snowball sampling) might limit the representativeness and generalizability of the results. Additionally, the study focuses solely on purchase intention and does not measure actual consumer behavior, potentially leading to an intention-behavior gap. Future research should address these limitations by incorporating qualitative methods, including in-depth interviews, and investigating actual purchase behavior to gain a deeper understanding of green consumption trends.
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