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TOM TAT

Trong nhiing nam gan day, nhu cau tiéu dung thyc phdm hiiu ¢ - tiéu dung bén ving ngay cang
gia tdng déng ké & nhiéu nai trén thé gidi. Bén canh cac yéu té thuc ddy hanh vi tiéu dung thuc
pham hiu co thi cling con mét s rao can lam gidm nhu cau déi véi thuc phdm nay. Muc tiéu clia
nghién ctru nay nham thao luan va lam rd cac yéu té chi phdi dén hanh vi tiéu dung thuc pham
hiru co. Nghién clu tién hanh luge khdo, phan tich va tdng hop két qua tir 86 nghién cuu thuc
nghiém dugc thuc hién ti cac quéc gia khac nhau. Cac két qua chinh dugc trinh bay bao gém:
khung ly thuyét nghién ctu dugc van dung trong bdi canh tiéu dung thuc phdm hiu co, déng
ca doi vai hanh vi tiéu dung thuc phdm hitu co, rao cdn doi vaéi hanh vi tiéu dung thuc phdm hiru
co. Chin yéu t6 dong co dugc thao luan la quan tam dén sdc khoé ca nhan; thudc tinh sdc khoe
clia thuc phdm hiu co; an toan thuc pham, chat lugng thuc pham; khia canh cdm quan, quan tam
vé mai trudng; kién thic thuc phdm hitu co; gid tri xa hoi; tinh cach ca nhan. Trong khi d6, gia c3;
thiéu thong tin va su sén cé; su hoai nghi vé nhan va chiing nhan thuc phdm hitu co; thiéu niém
tin vao cac bén lién quan dugc xem xét la cac yéu t6 rao can chinh. Ngoai ra, goi y hudng nghién

clu ké tiép cling dugc thao luan.

Tur khoa: nghién clu téng quan, thuc phdm hitu co, déng cg, rao can, hanh vi tiéu dung

GIOI THIEU

Trong nhiing nam trg lai day, xu hudng tiéu dung thuc
phédm hitu co (organic food) dang phit trién mot cach
nhanh chéng va rong khap. Du bdo gid tri cta thi
trudng toan cdu sé dat 320,5 ti USD vao nam 2025.
Trong d6, nhém trai cay va rau qua hiiu co dugc danh
gid 1a phan khtc c6 sy ting trudng vugt bac véi doanh
thu udc tinh vao ndm 2025 sé vugt ngudng 110 ti
UsD'.

Trong xu hudng phat trién cta thi trudng thyc phdm
hiiu co toan cau, Viét Nam dugc ddnh gid 1a nude co
tiém nang 16n cho viéc phét trién thi trudng nay. Xu
hudng san xudt va tiéu dung thuc phdm hiiu co ngay
cang dugc nha nudc, cic doanh nghiép, ngudi san
xudt va ngudi tiéu dung quan tdm déic biét trong boi
canh yéu cau ngay cang cao vé€ vin dé an toan va than
thién v6i moi truong. Ca nudc hién cé khoang 40/63
tinh phat trién mo hinh san xudt hitu co véi dién tich
trong trot 1én t6i 23.400 ha, trong d6 cic san phim
chti yéula rau, qua, ché?. Nam 2018, Bo Nong Nghiép
My (USDA) da xép Viét Nam hang thi 51/179 quéc
gia vé tiém ndng san xudt noéng nghiép hiu co véi 50
cong ty Viét Nam dugc ching nhén tiéu chudn hiu
cd USDA cho cic mit hang néng san gém rau, cu,
duia va san phdm dua, gao, trdi cay sdy. Dong thoi,
nguoi tiéu dung ngay cang luu y va than trong hon

trong viéc tim kiém va stt dung thuc phdm tdt cho stic
khoé. Tinh dén thang 9/2019, t6ng mic tiéu thu san
phém hitu co hang nim tai Viét Nam khoang 500 ty
doéng, trong do, riéng Ha Noi va TP H6 Chi Minh da
tiéu thu khoang 400 ty d6ng néng san hitu co?.

V& mit ly luan, nhiéu hoc gia cling da tién hanh
nghién ctiu va xdc dinh cac yéu t6 anh huong dén
tiéu dung thyc phdm hitu co ctia ngudi tiéu dung &
nhiéu pham vi, d6i tugng va phuong phép ti€p cin
khac nhau. Theo d6, m¢t s6 nghién ctiu tap trung vao
nhoém céc yéu t6 thuc ddy xu hudng va hanh vi tiéu
dung thuc ph&m hiiu co cta ngudi tiéu diing nhu: y
thiic vé stic khoé, an toan, chét lugng, quan tdm vé
moi trudng, 161 séng, ¥ thiic xa hoi. S6 con lai di vao
xem xét anh hudng ctia mot vai yéu t6 gay tré ngai
ciing nhu kho khén trong viéc tiép cén va tiéu dung
loai thyc phdm nay nhu: gid cao, sy sdn c6 cta thuc
phém hitu co, ap luc vé thoi gian, thiéu thong tin va
su hoai nghi vé chiing nhan thuc ph&m hitu co*.
Ngoai ra, Talwar et al. (2021)° khuyén nghi nén xem
xét ly do khién ngudi tiéu dung phan déi viéc mua
thuc phdm hitu co va danh sy quan tim déng k€ dén
su phan khang trudc khi 4p dyng ctia nhiing ngudi
khong mua d6i véi viéc tiéu thu thuc phdm hitu co.
DPong thoi, mot s6 nghién ctiu cing dé xuét can tién
hanh lam r6 yéu t6 chi ph6i dén hanh vi tiéu dung

Trich dan bai bao nay: Hai L N, Loc L T. Tiéu dung thuc pham hiru co: Nghién cifu tdng quan vé yéu
t6 dong co va rao can. Sci. Tech. Dev. J. - Eco. Law Manag.; 6(1):2115-2126.
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thuc phdm hiiu co & nhiing boi canh vin héa, xa hoi
khac nhau®~.

Chinh vi vay, nghién citu téng quan vé hanh vi tiéu
dung thuc phdm nay 1a thuc sy quan trong va cn
thiét. Ba muc tiéu chinh dugc dit ra bao gom: 1) tom
tat cac ly thuyét nghién ctu dugc van dung trong cac
nghién ctiu trude day khi giai thich hanh vi tiéu dung
thuc phdm hiiu co; 2) xac dinh va phéin loai dong co va
rao can anh hudng dén hanh vi tiéu dung thuc phim
hiiu co; 3) Dé xudt huéng nghién ctiu vé€ hanh vi tiéu
duing thyc phdm hiiu co.

PHUONG PHAP NGHIEN CUU

Chung t6i tién hanh phén tich tdng hgp dya trén lugc
khao cac bai nghién ctiu ¢6 lién quan dén hanh vi tiéu
duing d6i véi thuc phdm hitu co. Céc ti khoa duge
st dung trong qué trinh tim kiém t6ng hgp thong
qua cic trang web sciencedirect.com, emerald.com,
scholar.google.com bao gém: thuc phdm hitu co (or-
ganic food), théi do déi véi thuc phdm hitu co (atti-
tude towards organic food), y dinh mua thuc phdm
hiiu co (Purchase intention). Két qua sau khi dugc
chon loc ¢6 86 bai bdo chit lugng dugc dua vao phan
tich tdng quan. D¢ 1a cac bai bdo dugc ding trén cac
tap chi uy tin thudc cdc nha xudt ban Elsevier, Emer-
ald, Taylor & Francis.

Céc nghién ctiu dugc thyc hién va cong b két qua tit
ndm 2005 dén thang 03 nam 2021 (Hinh 1). Trong
téng s6 86 bai bao dugc luge khio (Bing 2), c6 15 bai
viét (17%) ap dung phuong phap dinh tinh, 66 bai viét
(77%) tiép can va gidi quyét bang phuong phép dinh
lugng va con lai két hop ca hai phuong phap 1a 5 bai
viét (6%). Cac nghién ctu dugc tién hanh & nhiéu
quéc gia va ving lanh thd khdc nhau véi 42 cong bd
dugc thyc hién & cdc nude phét trién, 38 cong bd dugc
tién hanh ¢ cdc nudc dang phat trién con lai 1a cac
cong bé dugc thuc hién dong thsi & nhiéu qudc gia
hodc nghién ctiu ¢ tinh chit so sanh trong béi canh
davan hoa (Bang 1). Mot s6 nu6e phat trién nhu: My,
Anh, Dic, Nhat Ban, Nauy, Pan Mach, Y, Bi... dang
phét trién dién hinh nhu: An D, Trung Qudc, Iran,
Romani, Viét Nam, Malaysia.

KET QUA TONG QUAN NGHIEN CU'U

Khung ly thuyét

Ly thuyét hanh dong hop ly (TRA) ctia Ajzen & Fish-
bein (1975) 10 va Iy thuyét hanh vi c6 k& hoach (TPB)
clia Ajzen (1991)!'! dugc van dung kha nhiéu & cac
nghién cttu di trudc d€ dy dodn va xem xét nhu céu
d6i véi thuc phim hitu co>'2717. Ngoai ra, mot s6
cac khung ly thuyét khéc ciing dugc st dung trong cac
nghién cdu trude day nhu: moé hinh SOBC giai thich
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cdc yéu t6 anh hudng dén miic do sin long mua va
hanh vi mua d6i véi thuc phdm hitu co’; Iy thuyét gia
tri-niém tin-chuén muc (VBN) va ly thuyét thai do-
hanh vi-bdi canh (ABC) dugc dp dung dé giai thich
nguyén nhéin ngudi tiéu ding mua thuc phdm hiu
61318

Bén canh d6, Iy thuyét chudi Mean-end, 1y thuyét thai
d6 gid tri ki vong va ly thuyét thai d6 ctia Eagly &
Chaiken ctng l4n lugt dugc dp dung dé€ giai thich
thudc tinh san phdm, yéu t6 van héa véi nhu cau tiéu
dung thyc phdm hitu co1°-2!. Mit khéc, khi xem xét
duéi goc do gid tri, Iy thuyét gia tri tiéu dung ctia Sheth
va cong sy (1991)?? dugc 4p dung dé gidi thich tai sao
ngudi tiéu ding mua hodc khong mua thyc phdm hiu
c62% hodc xem xét vai trd gid tri ca nhan lén hanh vi
tiéu dung thuc phdm co?»?° thong qua ly thuyét gid
tri clia Schawart & Sagiv (1995)%°. Ngoai ra, ly thuyét
tin hiéu chi phi cia Bird & Smith (2005) >’ vA m6 hinh
niém tin stic khoe clia Rosenstock (1974) % ciing da
dugc st dung.

Nhu vay, khd nhiéu khung ly thuyét da dugc cac hoc
gid van dung khi thyc hién nghién ctu vé tiéu ding
thuc phdm htiu co ¢ nhiéu goc do khac nhau. Tuy
nhién, phin I6n cac nghién ctiu nay tap trung vao viéc
gidi thich cdc cac yéu td thuc ddy tiéu dung thyc phim
hiiu co. Trong khi d6, kha it khung ly thuyét dugc st
dung dé nghién ctiu vé cic yéu t6 rao can d6i vdi tiéu
duing thyc phdm nay*.

Yéu t6 anh huéng dén tiéu dung thuc pham
hitu co

Nhém yéu té thuc ddy

Thit nhdt, Quan tam dén siic khoé cd nhin (personal
health concern)

Yéu t6 nay da dugc cac hoc gid nghién ctiu va xem
xét & nhiéu khia canh khéc nhau nhu: y thiic vé stic
khoé (health consciousness), dinh hudéng stic khoé
(health orientation), stic khoé (health), gid tri stic
khoé (health value), quan tdm dén stic khoé (health
concern).

Theo do, quan tdm dén stic khoé cd nhan dugc hiéu la
su két hgp cac hanh vi tich cuc trong théi quen sinh
hoat hang ngay ctia cd nhan d6, ho luén chi y dén tinh
trang stic khoé ctia minh va tich cyc tim kiém ciing
nhu st dung thong tin stic khoe tii nhiéu ngudn khac
nhau hodc viéc chiu trach nhiém vé stic khoe ctia ho
va ¢ dong luc dé€ giti stic khoe ctia chinh minh. Vi
vay, cac nghién ctiu trude day da chi ra raing mot cé
nhén cang c6 y thtic vé stic khoé thi ho cang quan
tam thyc phm hitu co va chinh diéu d6 thiuc ddy
viéc tiéu dung thyc phdm hitu co - thyc phdm bén

Vfing 3,15,16,20,25,29—34.
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Hinh 1: S8 lugng bai theo ndm céng bé. Nguén: Téng hgp tinh toan cla tac gia tir s6 lugng bai béo dugc lugc

khao

Ung ho quan diém trén, khi xem xét méi quan hé
gitia ¥ thic vé van dé stic khoé véi thai do va y
dinh mua thyc phdm hiiu cd, nghién ctiu cta Hsu
et al. (2016)3°; Lee (2016)3%; Michaelidou & Has-
san (2008)°!; Nguyen et al. (2019)'*; Rana & Paul
(2017)3; Tandon et al. (2020a)7; Yadav & Pathak
(2016) %7 da chi ra ring yéu t6 lién quan dén stic khoé
¢6 anh huéng manh dén thédi d6 ctia nguoi tiéu dung
d6i v6i thuc phdm hitu co. Dong thoi, yéu t6lién quan
dén stic khoé cang anh hudng tryc tiép dén y dinh

mua thuc phdm hitu co 12717

va gidn tiép dén y dinh
mua thong qua thudc tinh chét lugng bén trong cua
sin phim va can bing cuc séng 1°.

O mot khia canh khac, dinh hudng stic khoé (health
orientation) cing dugc phan tich 1a c6 anh hudng téi
viéc tiéu dung thuc phdm hitu co*%%°, Theo d¢, dinh
hudng stic khoe dugc goi 1a nhan thic va khuynh
hudng ctia mot cd nhian d€ hudng téi stic khoe t6t
lién quan dén 16i s6ng, ché€ d¢ dn udng va né cé anh
hudng tich cuc dén viéc tiéu dung thuc phdm hiiu co.
Va ban than ngudi tiéu dung cang quan tam dén stic
khoé thi ho cang mong muén st dung cac sin phim
dinh dudng trong ché d¢ 4n uéng va diéu dé théi thuc
ho mua thuc phim hitu co*0~43.

Thit hai, Thudc tinh siic khée ctia thuc phdm hiu co
(health attribute of organic food)

Nguoi tiéu dung cdm nhin thuc phim hiu co
tét cho stic khoé hon so v6i thyc phim thong
thudng #4461 vi nhan thdc thyc phdm nay nhiéu

dinh dudng®’~* va khong chiia hod chit doc haiC.
Ngoai ra, Ditlevsen et al. (2019) 51 da chira rdng su
hiéu biét vé stic khoe c6 mot y nghia khic nhau véi
nhiing ngudi tiéu dung khac nhau. Theo d9, stic khoé
dugc hiéu theo ¢ ba khia canh cu thé: stc khoe la
su thuan khiét, stic khoe 13 niém vui va quan diém
toan dién vé stic khoe. Trong d6, thuc phdm hiiu co
dugc nhin nhén & géc d0 stic khoe 1a su thudn khiét vi
ngudi tiéu dung nhin nhan thyc phdm nay lanh manh
dén muc chiing khong bi nhiém bén va tinh khiét hon
thuc ph&m thong thuong>>2,

Thii ba, An toan thuc phdm (food safety)

Ngudi tiéu dung cang ngay cang quan tdm nhiéu hon
dén van dé vé sinh an toan thyc phdm cta thuc phdm
ma ho tiéu thyu. Do d6, vdn dé an toan thuc phdm dugc
danh gia 1a mot trong nhiing yéu t6 ¢6 anh hudng dén
déng co mua thuc phdm hitu cg>1330:53:54,

bic biét, trong mot s6 nghién ctiu trude day cua
Tsakiridou et al. (2008)°°; Van Loo et al. (2013)°°
ciing d4 xdc dinh vén dé an toan thuc phdm 13 dong co
chinh hudng nguai tiéu dung dén viéc st dung thuc
phdm hitu co. Piéu nay hoan toan dé hiéu béi dudi
gbc d6 nhan thic ctia ngudi tiéu dung, khi nhic téi
vin dé an toan thyc phdm thi ho nghi ngay t6i viéc st
dung phén bon, thudc tri sau, chit bdo quan, khing
sinh va phu gia trong qua trinh san xut thyc phdm 2,
trong khi d6 thuc phdm hitu co dugc nhin nhén la an
toan véi ngudi dung vi ching dugc san xuét ma khong
stt dung cdc hod chat doc hai khong mong muén nhu

trén 1327,
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Chinh vi vy, ma viéc st dung thuc phdm htu co
dugc xem 13 an toan hon so véi thuc phdm thong
thudng 15:53:58:59,

Thii tu, Chdt lugng thic phdm (food quality)

Céc nghién ctiu vé€ dong co tiéu thu thuc phdm hiu
co nhdn manh vai tro quan trong ctia chat lugng thuc
phém (food quality). Theo d6, nghién ctiu ctia Rah-
nama (2017) ?* khi kiém tra anh hudng clia cac gia tri
tiéu dung d6i v6i hanh vi lya chon ctia phu nit d6i véi
stia chua hitu co dé cho thdy rang bén canh huong vi,
gid ca thi chét lugng thuc phdm hitu co dugc xem xét
la gia tri quan trong va c6 anh hudng dén viéc tiéu
duing loai thuc phdm nay.

Tuong tu, anh hudng ctia chit lugng thyc phdm déi
v6i hanh vi tiéu dung thuyc phm hiiu co cing da
dugc kiém chiing trong s nghién ctiu ctia Hamzaoui-
Essoussi et al. (2013)%; Loizou et al. (2013)°!; Paul
& Rana (2012)*!; Rahnama (2016)%%; Smith & Pal-
adino (2010)!%; Van Loo et al. (2013)7°. Ngoai ra,
cing c¢6 mot s6 két qua nghién cttu dinh tinh cho
thdy ngudi tiéu dung thuc phdm hitu co lién tudng
thuc phdm nay véi nhiing dic tinh thuc phdm chit

186263 " Quan diém nay

lugng cao va sy tdn hudng
mot lan niia dugc dong thuan thong qua nghién ciiu
dinh lugng dugc thuc hién béi Janssen (2018)°. Cu
thé, chit lugng va sy tdn hudng anh hudng truc tiép
va gién tiép dén tiéu dung thuc phdm hiu co thong
qua vai tro trung gian ctia thai do d6i véi thuc phim
hiu co.

Thit ndam, Khia canh cdm quan (sensory aspect)

Khia canh cdm quan lién quan dén cdm nhén cta
ngudi dung déi véi huong vi, hinh thiic, mui cta thyc
phdm - tam goi 13 thudc tinh cdm quan (sensory at-
tribute). Nhiing thudc tinh nay dugc xem 1a yéu t6
quan trong nhét ma ngudi tiéu dung can nhic khi lya
chon thyc phdm ®*. Xem xét trong béi canh tiéu diing
hiiu co, chung cang dugc biét dén la gia tri gia tang
ctia san xudt thyc phdm hitu co bén canh céc dic tinh
dao diic®. Déng thsi, cac nghién cdu trude day da
chting minh anh hudng tich cuc ctia thudc tinh nay
d6i véi tiéu thy thyc phim hitu cg?!23:38:48,66-69,
Thit séu, Quan tdm vé moi trudng (Environmental con-
cern)

Hanh vi ctia mét cd nhin cling c6 thé dugc dy doan
thoéng qua viéc tim hiéu sy quan tdm cua ho d6i véi
cdc vin dé lién quan dén moi trusng >4, Méi quan
tam vé moi truong dugc hiéu la mic d6 ma mot ngusi
nhén thic cac vin dé lién quan dén moi trudng va né
luc giai quyét ching hodc sdn sang gop stic minh dé
giai quyét.

San phidm hitu co dugc xem 14 it gay hai cho moi
truong hon so vdi thuc phdm dugc trong thong
thudng nhd vao viéc khong st dung hod chat nhan
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tao doc hai nhu thudc trii siu, thudc diét co, phan bon
hoa hoc®7%, Péng thoi, hanh vi mua sim thuc phdm
hiiu co 12 hanh vi than thién v6i moi trudng . Vivay,
nhiing ca nhin quan tdm dén cac vdn dé moi truong
sé c6 thai do tich cuc va hanh vi mua sdm cdc san
phdm hitu co - san phdm than thién véi méi truong.
Céc nghién ctu trong nhiing nim tré lai day!”71-74
ciing da khéng dinh vai trd quan trong cia yéu t6 moi
truong lén thai do va hanh vi cia nguai tiéu dung doi
v6i thuc phdm hiu co.

Thii bdy, Kién thiic thuc phdm hiiu cé (organic food
knowledge)

Kién thiic vé€ phim hiiu co ctia ngudi tiéu dung dugc
hiéu la nhiing gi ma ngudi tiéu dung biét vé thuc
phdm hiiu co va kha nang déanh gid chit lugng, dic
tinh doc ddo cta cic thuc phdm hiu co. Theo Aert-
sens et al. (2011)%4, kién thiic vé thuc phdm hiiu co
bao gém hai dang chinh la kién thiic cht quan - nhiing
gl ma ngudi tiéu dung nhan théy ho biét va kién thic
khéch quan - nhiing gi ma ngudi tiéu dung thuc su
biét. Muc d¢ kién thiic vé thuc phdm hiiu co ¢6 anh
hudng dédng ké dén thdi d9, y dinh va hanh vi tiéu
dung 324377576 Ngoai ra, kién thiic vé thyc phim
hiiu co ciing déng vai tro diéu tiét tich cuc 1én méi
quan hé gitia thai do ca nhén, y thiic vé stic khoe va y
dinh mua hang 7.

Thit tam, Gid tri xa hoi (social value)

Gia tri xa hoi cing dugc xem la van dé anh hudng dén
cam xuc, va hanh vi ctia mot ngudi. Theo Sheth et al.
(1991)22, gid tri xa hoi dugc dinh nghia nhu la cam
nhén sy hitu ich ctia mot ngudi ¢ duge ti sy lién két
v6i mot hodc mot nhom ngudi trong xa hoi. N6 bao
gom hai khia canh: mot 1a chuén muc xa hoi va hai la
dia vi x3 hoi. Trong d6, khia canh chufn muc xa hoi
lién quan dén viéc thuc hién hanh vi cia mét ¢4 nhan
bi chi phdi bdi nhiing nhém ngudi quan trong nhu gia
dinh (ba/me, anh/chi, vg/chong...), ban bé va ngusi
than. Dia vi xa hoi 1 gia tri quyén luc xem xét trong
phuong dién dé cao ban than””. Trong pham vi va béi
canh lién quan dén tiéu dung thuc phdm hiu co, gid
tri xa hoi dugc xem xét thong qua nhiing thudc tinh
nhu: mdi quan tdm vé danh tiéng la mot chién lugc
hiéu qua dé thuc ddy hanh vi tiéu diung thyc phim
hitu co - tiéu diing bén viing’%; cong nhan xa héi anh
hudng dén mic do sdn sang chi trd 2% va ban sic dao
dtic cd nhan anh huong tich cuc dén thai do d6i véi
thuc ph&m hitu co va ¥ dinh mua>!.

Thii chin, Tinh cdch cé nhan (individuals’ personality)
Tinh cdch cd nhén (individuals' personality) cta
ngudi tiéu dung c6 lién quan dén nhan thic va
hanh vi ctia ho d6i véi viéc lya chon va tiéu dung
thuc phidm >80, Nghién ctiu ctia Scheier & Carver
(1985)#! xem lac quan va bi quan nhu 1a nhiing dic
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diém tinh cach. Theo d6, nhiing ngudi tiéu dung lac
quan tiéu thu thyc phdm htu co nhiéu hon nhiing
ngudi tiéu dung bi quan va nhiing ngudi tiéu dung bi
quan c6 thébat ddu tiéu thu thuc phdm hitu co sau khi
trong ho xuét hién méi quan tdm dén moi trudng 2.
Ngoai ra, cac ddc tinh vé€ tinh cach ¢6 anh hudng lén
s& thich 4n uéng clia ngusi tiéu ding®?. Trong bsi
canh tiéu dung hitu co, nghién ctiu ctia Gustavsen &
Hegnes (2020) %, cho thdy ring mét s6 dic tinh vé
tinh cach c6 anh hudng dén thai do va muc do sin
sang chi trd d6i véi thuc phdm hiiu co nhu: dic tinh
sdn sang trai nghiém cé lién quan tich cuc dén théi
do, trong khi hudng ngoai c6 lién quan tiéu cuc dén
théi do d6i v6i thyc phdm hitu co va nhitng cd nhan ¢6
dac tinh tin tim cao sé c6 muic 6 sdn sang chi tra cho
thuc phdm hitu co thdp hon so véi thuc phidm thong
thudng.

Nhoém yéu té rao can

Thit nhdt, Gid cd (Price)

Mic du, gia ca khong phai luc nao cling dugc xem 1a
rao can quyét dinh duy nhat nhung lai 13 yéu t6 quan
trong trong qué trinh ra quyét dinh mua hang cta
ngudi tiéu ding®. Gia 1a mét trong s6 nhiing yéu
t6 anh hudng dén viéc gia ting nhu ciu ciing nhu tin
sudt mua ctia nguoi tiéu dung déi véi thyc phdm hiu
co 138488 " Phan 16n ngusi tiéu diing cho biét Iy do
ho khéng mua thyc ph&m hitu co 1 vi gia cao .
Gid cta thyc phdm hitu co cao anh hudng tiéu cuc
dén gia tri cim nhan cfia ngudi tiéu dung”! va 1a trg
ngai dugc ngudi tiéu dung nhic dén nhiéu nhét khi
ho muén mua thyc phdm hiiu co so véi thuc phim
khac 13,15,24.

Thit hai, Thiéu thong tin va sy sdn cd (Limited infor-
mation & Availability)

Thiéu thong tin va su san c6 ctia hang hod hitu co cling
14 vdn d€ anh hudng dén hanh vi tiéu thy thyc phdm
hitu co 1099293 v phit trién thi trusng thyc phim
nay®. Theo d6, mic dit ngudi tiéu dung c6 thai do
tich cuc véi loai thuc phdm nay nhung chinh nhiing
rao can trén khién ho cam thdy ngan ngai va lam giam
y dinh mua thyc phdm hitu co. Thiéu hang hod, pham
vi hep v nguén cung khong thudng xuyén *4; tinh sin
c6 ctia mit hang hiiu co tai ctia hang thép 95 khién cho
viéc mua sdm mdt hang nay tré nén bat tién khi ma
ngudi diing mudn chuyén tu viéc tiéu diing hang hod
thong thuong sang hang hod hitu co, dédc biét khi ma
ho chiju ap luc vé thoi gian.

Thii ba, Sy hoai nghi vé nhan va chitng nhdn thuc phdm
hitu co ( doubt regarding certification/labeling)

Nhin va chiing nhin thyc phdm hitu co dugc xem xét
la mot trong nhiing yéu t6 quan trong khuyén khich

ngudi tiéu diing mua thuc phdm hitu co”®. Tuy nhién,
mot khi ngudi tiéu dung hoai nghi hodc nghi ngo vé
cac nhdn dén va chiing nhén hitu co (doubt regarding
certification/labeling) do thi€u thong tin, thiéu long
tin hodc nhan mac khong ro rang thi day lai 1a rao
can anh hudng dén viéc tiéu dung loai thuc phim
nay®”?8. Nghién ciu ctia Sondhi (2014)%° ciing da
chi ra réng thong tin san phdm anh hudng dang ké
dén nhan thic ctia nguoi tiéu dung vé san phdm hiu
co. D€ c6 dugc long tin clia ngudi tiéu ding, nha san
xudt phai xdc thuc va xdc nhan san phdm ctia ho thong
qua chiing nhan thyc phim 100101,

Thii tu, Thiéu niém tin vao cdc bén lién quan (Lack of
trust in stakeholders)

Hanbh vi tiéu dung thyc phdm n6i chung va thyc phim
hiiu co néi riéng cing bi chi phdi boi niém tin ctia
ngudi tiéu dung vao cac bén lién quan (stakeholder)
tham gia trong chudi qué trinh canh tic, san xudt,
cung ung thuc phdm. Ho c6 thé la néng dan, nha
san xudt, chinh quyén, nha phan phoéi hodc nha ban
1é tham gia vao chubi qua trinh trén. Nghién ctiu ctia
Lee & Holden (1999) 192 da chi ra ring sy tin tudng
vao cdc san phdm hiiu co, hé théng chiing nhan va
tinh trung thuc ctia cac nha san xudt 1a rit quan trong
dé tiéu dung bén viing cdc san phdm hiu co. Tuy
nhién, mot khi nguoi tiéu ding con hoai nghi do thiéu
niém tin vao cac bén lién quan thi ho sé ngan ngai
trong viéc lua chon thyc phdm hitu co. Nhiing ngudi
khong stt dung thuc phdm hitu co hodc st dung khong
thudng xuyén bdi vi ho cé xu huéng khong tin vao
nhiing ngudi nong dan, nhiing ngudi nudi tréng, canh
tac theo phuong phép hitu cg3%°%100:193 hay nhiing
thuc phdm dugc dan nhén hitu co c6 dung la thuc
phdm hiu co 103 thiéu niém tin vao nha ban 1& lai 1a
mot trong nhiing rao can anh hudng dang ké dén miic
dd san long chi trd cia ngudi tiéu dung cho viéc tiéu
duing thyc phdm nay**.

GO1Y HUGNG NGHIEN CUU KE TIEP

Vé mit ly thuyét, cic nghién cttu vin dung da dang
cdc ly thuyét nén khdc nhau. Tuy nhién, phin 16n cac
nghién ctu dugc luge khao tap trung vao khung ly
thuyét giai thich dong co ddi véi tiéu diing thuc phim
hiiu co. Vi vay, cac nghién ciiu ké tiép cin quan tim
nhiéu hon niia viéc van dung mot s6 ly thuyét phu
hop d€ giai thich va lam rd cic yéu t6 rao can anh
huoéng dén tiéu dung thuc phdm hiiu co. Dic biét,
cac nghién ctiu nén danh sy quan tim dang k& doi véi
nhiing ngudi khong mua thyc ph&m hitu co”.

Vé phuong phap, bén canh dp dung phuong phéap dinh
lugng céc nghién cdu trong tuong lai lién quan dén
tiéu dung thyc phdm httu co nén tién hanh phuong
phép dinh tinh ddc biét 1a: Mot mat, khdm phd sau
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céc yéu td (dodng co, rao can) chi phdi dén hanh vi
tiéu thu thyc phdm hiiu co. Mat khac, nhé vao d6 ¢
thé di vao giai thich hanh vi ctia nguoi tiéu dung dit
trong boi canh vdn héa khac nhau.

V& béi canh va déi tugng, cin c6 nhiing d6i sanh vé
hanh vi tiéu dung thyc phdm hitu co gitta nhiing nudce
c6 nén van hoa khac nhau hodc gitia cac nhom doi
tugng khdc nhau vé ddc diém tinh cach cé nhén - lién
quan dén nhén thic va hanh vi ctia ho d6i véi viéc lua
chon va tiéu dung thyc phdm 79,

Két qua cua cac nghién ctu di trude tap trung hiu
hét vao thdi d6 va mitc do san long/xu hudng (y dinh
mua) - cdu tric co ban cta quyét dinh*. Do dé, cac
nghién ctiu ké tiép cin di vao xem xét hanh vi mua
thuc sy, hanh vi mua 13p lai d6i vé6i thuc phdm huu co.
Ngoai ra, cling cAn quan tdm dén hanh vi ctia cd nhan
vugt ra ngoai nhiing giao dich co ban trudc va trong
qua trinh giao dich gitia ngudi ban va ngudi mua nhu
tuyén truyén, thuyét phuc.

KET LUAN

Nghién cttu téng quan nay da giai quyét dugc ba muc
tiéu chinh ddt ra. Mot mat, so lugc cac ly thuyét nén
dugc van dung trong cic nghién ctiu trude day. Mit
khéc, xac dinh dugc dong co va rao can khac nhau
lién quan dén hanh vi tiéu dung thyc phdm hiu co.
Viéc hiéu rd dong co va rao can déi vdi tiéu dung thuc
phdm nay sé gitp cac nghién ciiu trong tuong lai c6
co s& xac dinh cac yéu t6 khi dua vao trong nghién
ctu tiéu thy thuc phidm hitu co dit trong nhiing béi
canh khac nhau. Thém vao d6, cac nha tiép thi, nha
ban 1é c6 can cit d€ dua ra nhiing chinh séch va chién
lugc truyén thong phu hgp ddi v6i thyc phdm nay.
Sau cung, mot s6 goi ¥ cing dugc dé xudt nhu tap
trung vao hanh vi mua thuc t€, hanh vi mua ldp lai,
hanh vi vugt ra ngoai nhiing giao dich co ban gita
ngudi ban va ngudi mua hay nhiing yéu t6 rao cian
théhién sy phan khéng danh sy quan tim dang ké dén
su phan khang trudc khi thich ting ctia nhiing ngudi
khoéng mua déi véi viée tiéu thu thuc phdm hiiu co
Bén canh nhiing két qua dat dugc, nghién ctu nay
ciing ton tai mot s6 han ché€ nhat dinh. Thi nhat, s6
lugng bai nghién ctiu dugc luge khao con tuong déi it
(chua t6i 100 bai). Thd hai, ndi dung lugc khao chua
lam rd dugc su khac biét vé két qua nghién ctiu & boi
canh nghién ctiu khac nhau vé€ van hoa, diéu kién kinh
té. Tht ba, vai tro diéu tiét va kiém sodt clia mot s6
bién nghién ctiu c6 lién quan dén hanh vi tiéu dung
thuc phd&m hitu co chua dugc dé cap va tém lugc trong
nghién ctu nay.

CACTU VIET TAT

ABC - Attitude-Behaviour-Context theory

AT - The Alphabet theory
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BRT - Behavioral reasoning theory

BST - Bem’s self-perception theory

CBAF - Cost-benefit analysis framework

CDP - Consumer decision-making process

CST - Costly signaling theory

DT- Decision theory

ECGTSAT- Eagly and Chaiken’s general-to- specific
attitudes theory

EVAT- Expectancy-value attitude theory

FCQ- Food choice questionnaire

FT - Field theory

HBM - Health Beliefs Model

HMIBP -
behavior perspective

HOEM - Hierarchy of effects mode
IRT - Innovation resistance theory
MET- The means-end theory

PT- Personality theory

Hierarchical ~motivational-identity—

SCT - The self-concept theory and means-end theort
SDT - Self- determination theory

SOBC -
Consequence
TCT - The Control theory

TCV - The theory of consumption values

Stimuluse-Organisme-Behaviore-

TPB - Theory of planned behavior
TRA - Theory of reasoned action
VBN - Value-Belief-Norm theory

XUNG POT LO1iCH

Céc tac gia tuyén bd rang khong cé xung dot lgi ich
trong viéc xudt ban nghién ctiu nay.

PONG GOP CUA CAC TAC GIA

Lé Nam Hai: thu thdp di liéu, phén tich danh gia,
chinh stia
Lé Tudn Loc: phén tich danh gid, gop ¥, chinh stia
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Bang 1: Théng ké sé lugng nghién ctiu theo théi gian, pham vi va phuong phap thuc hién

Thoi S6 luong  Pham vi thuc hién
gian nghién ctiu

Nuéc phat  Nudc dang

trién phat tién
2005 3 3 0
2006 2 2 0
2007 3 0 2
2008 3 3 0
2009 2 1 1
2010 2 2 0
2011 2 2 0
2012 6 2 4
2013 6 5 0
2014 7 5 2
2015 8 3 4
2016 10 4 6
2017 8 1 6
2018 10 5 5
2019 7 2 4
2020 5 1 3
2021 2 1 1
Téng 86 42 38

Phuong phép thuc hién

Cahaikhu  Dinh tinh binh lugng Két hop
vuc

0 1 2 0
0 0 2 0
1 1 2 0
0 0 3 0
0 1 1 0
0 1 1 0
0 0 1 1
0 0 6 0
1 3 3 0
0 3 4 0
1 0 7 1
0 0 10 0
1 3 5 0
0 0 7 3
1 2 5 0
1 0 5 0
0 0 2 0
6 15 66 5
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Bang 2: Théng ké tdng hgp nghién ciu theo phuong phap nghién citu va khung ly thuyét

Phuong phép

Dinh tinh

Dinh lugng

Két hop

Cong trinh nghién ctiu

Ditlevsen et al. (2019), Kushwah et al. (2019), Petrescu et al. (2017), Rana
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Sobhanifard (2018), Hashem et al. (2018), Puska et al. (2018), Xie et al.
(2015), Jensen et al. (2011)

Khung ly thuyét

TCV, IRT, VBN,
ABC, TRA, TPB

SOBC, TPB, TCT
PT, DT, BRT, SDT,
AT, TPB

MET, TRA, HMIBP,
TCV

SCT, FT, HBM
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SAT, CBAF, HOEM,
CDP, BST,

CST
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Organic food consumption: a literature review on motives and
barriers

Le Nam Hai'?"", Le Tuan Loc'

ABSTRACT
1Y In recent years, the consumption of organic food - sustainable consumption has increased signif-
(Sl icantly in many parts of the world. Besides the factors that promote organic food consumption
Use your smartphone to scan this behavior, there are also barriers to reducing the demand for this food. This study aims to present
QR code and download this article and discuss the factors that influence organic food consumption behavior. We review, synthesize,

and analyze 86 studies conducted from different countries. The main results consist of theoretical
framewaorks applied in the organic food consumption context, motivations for organic food con-
sumption behavior, barriers to organic food consumption behavior. The nine motivational factors
are: concern for personal health; health attributes of organic food; food safety; food quality; sen-
sory aspects; environmental concerns; organic food knowledge; social values; personality. Price;
the lack of information and availability; doubt regarding certification/labeling and the lack of trust
in stakeholders are considered as the main barriers. In addition, implications for further research
are also discussed.
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