
Int. J. Anal. Appl. (2025), 23:61 

 

 

Received Dec. 21, 2024 

2020 Mathematics Subject Classification. 91B42. 

Key words and phrases. purchasing behavior; food; improve health; consumer; e-commerce; Vietnam. 

  

https://doi.org/10.28924/2291-8639-23-2025-61 © 2025 the author(s) 

ISSN: 2291-8639  

1  

 

Analyzing Food Purchasing Behavior Helps Improve Consumers' Health on E-Commerce 

Platforms in Viet Nam  

 

Nguyen Thi Phuong Giang, Nguyen Binh Phuong Duy, Phan Tran Ha My, Chu Hue Nhi, 

Nguyen Thi Ngoc Tuyet, Huynh Nhat Hao, Thai Dong Tan*    

Faculty of Commerce and Tourism, Industrial University of Ho Chi Minh City, Viet Nam 

*Corresponding author: tantd24031@pgr.iuh.edu.vn 

 

ABSTRACT. The project aims to understand and analyze the factors influencing food buying behavior to help improve 

consumers' health on e-commerce platforms. As life gets busier, consumers tend to search for and choose healthy food 

products online. Understanding this shopping behavior will help businesses and product suppliers on the e-commerce 

platform better orient their business strategies. This study combines both qualitative and quantitative research 

methods. Based on data collected from a survey of 400 people, the data was analyzed using SmartPLS 4 software. The 

collected results are processed through 3 steps: descriptive statistics, measurement model testing, and structural model 

testing. This study analyzes food buying behavior that helps improve consumers' health on e-commerce platforms. The 

study results are expected to help identify the main factors affecting purchasing decisions, thereby providing business 

strategy recommendations for businesses and promoting online healthy food consumption. 

 

 

1. Introduction 

E-commerce in Vietnam is experiencing remarkable development, being recorded as one 

of the fastest-growing markets in the world. According to the Department of E-commerce and 

Digital Economy, in 2023, Vietnam will lead Southeast Asia in the field of e-commerce; five major 

e-commerce platforms as Shopee, Lazada, Tiki, Sendo and TikTok Shop in Vietnam have affirmed 

the great potential of the market and the readiness of businesses to exploit e-commerce platforms. 

Consumers are increasingly concerned about their health, especially after the COVID-19 

pandemic has changed their shopping habits, promoting food consumption through e-commerce 
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platforms. This helps reshape the market, creating new opportunities for online retailers to access 

health and nutrition-related product groups. 

The impact of major public health events, such as the COVID-19 pandemic and increased 

technological information on e-commerce platforms on consumer behavior, has led to many 

changes in shopping behavior. In particular, it affects consumers' purchasing behavior for healthy 

foods. Buying behavior is promoted when there is a connection to health problems, and 

customers will make a purchase decision quickly. According to the Department of E-commerce 

and Digital Economy, in 2023, Vietnam's e-commerce will grow by 25% and be among the top in 

the world. Continuing with The Business Research Company's F&B research report released in 

2023, the F&B market is expected to scale to more than $9.225 billion by 2027, with an average 

growth rate of 6.3%. 

In Vietnam, the retail landscape is rapidly shifting to omnichannel retail, with consumers 

rushing to buy essential products, including health foods, for themselves and their families 

through e-commerce platforms. According to the e-Journal of the Vietnam Association of 

Economic Sciences (2023), Vietnam's e-commerce growth is forecasted by companies to continue 

to boom in the coming years and will reach 39 billion USD by 2025. 

Food shopping behavior significantly impacts personal and community health, especially 

when modern consumers prioritize clean, safe, and biologically rich food [60]. The COVID-19 

pandemic has further promoted this trend as healthcare awareness through diet increases [59]. 

E-commerce (e-commerce) has become an important bridge, helping consumers easily access and 

choose healthy food thanks to product reviews, transparent information, and personalized 

suggestions. E-commerce meets the community's needs and promotes nutrition awareness and 

healthy consumption habits. 

Some previous studies have suggested that health awareness strongly impacts consumer 

attitudes and shopping behavior. In a research paper by [61], it is argued that solid knowledge of 

personal health can play an important role in forming positive attitudes and healthy behaviors. 

Health-conscious consumers will choose health-conscious products, so health awareness 

positively impacts attitudes toward consumption [64]. However, there is still a gap in research on 

the specific impact of product consumers' health awareness in shopping – consumers in Vietnam 

now tend to prefer shopping on e-commerce platforms more than before, but they are not 

necessarily sure of their knowledge. Only a few studies have focused on analyzing the 

aggregation of risks, price, ease of use, and subjective standards related to consumers' health 

awareness impacting purchasing attitudes. Therefore, the research team believes that the study 

"Analyzing food buying behavior helps improve the health of consumers on e-commerce 
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platforms" is necessary for the study. It helps us better understand the factors that affect 

purchasing decisions and make suitable strategies for businesses to refer to to recommend 

suitable strategies. It can also be added to the reference so that other studies can view and serve 

as reference data for the report. 

The study will explore the key factors impacting consumers' purchasing decisions on e-

commerce platforms. These factors include price, ease of use of the platform, food safety, risk 

perception, and health-related consumption habits. The goal is to provide recommendations to 

suppliers across platforms and online retailers to improve the interface, service, quality, and 

information about the product. 

Contributing to raising public awareness of the importance of nutrition and health. 

Service providers and businesses can build an effective e-commerce platform development 

strategy. Optimize healthy food delivery services. Raising awareness about nutrition and health 

is one of the important goals of the research. By improving e-commerce platforms, businesses can 

provide clear, transparent information about product quality, food uses, and health benefits, 

raising public awareness about healthy eating. Encouraging consumers to choose healthy foods 

through e-commerce platforms will help reduce diseases related to unhealthy diets and improve 

the quality of life for society. 

2. Literature Review 

2.1. Concept 

According to [10], consumer purchasing behavior is a synthesis of activities directly 

related to searching, earning, purchasing, owning, and using. According to another concept, 

purchasing behavior is the process of studying how to choose products or services of individual 

and organizational customer groups to meet the needs and desires of consumers, specifically 

what consumers want to buy, why they buy products etc. services, why they buy that brand, how 

they buy, where they buy when to buy, and how much to buy [44], Besides, purchasing behavior 

is determined by the intention to buy, and intention is the best predictor of behavior [5]. 

Food is an essential commodity, playing an important role in human life. According to 

[71] defines "Food as a product that people eat and drink in fresh form or has been preliminarily 

processed, processed and preserved. Food does not include cosmetics, cigarettes and substances 

such as pharmaceuticals" . 

According to [60], the definition of health awareness generally refers to an individual's 

willingness to do something good for their health. In other words, health awareness is the extent 

to which health concerns are considered in an individual's daily activities [13]. In addition, 
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according to [1], health awareness reflects an individual's thinking about health issues and a 

willingness to take action to ensure health. 

An e-commerce platform is an e-commerce website that allows organizations and 

individuals, not website owners, to conduct sales or provide services on it [11]. Within the 

framework of the research, the authors based on the shopping behavior of consumers on e-

commerce platforms, so the form of e-commerce platforms that was researched was B2C e-

commerce platforms. 

2.2. Theoretical Model 

The Theory of Reasoned Action (TRA), developed by [27], explains the relationship 

between attitudes and human behavior. According to this theory, the individual's attitude 

towards a particular behavior and the surrounding social factors (subjective norms) all influence 

the intention to perform the behavior, and this intention leads to the actual behavior. TRA 

emphasizes that attitudes directly impact intentions and indirectly through subjective standards, 

which help predict behavior based on attitudes, subjective standards, and intentions to act. 

The TPB model was proposed by [4] in his study "From Intention to Action: A Theory of 

Planned Behavior." TPB was developed from TRA, a theory first proposed in 1980 by Martin 

Fishbein and Ajzen. Behavioral trends are assumed to include the motivating factors that 

influence behavior and are defined as the level of effort that people try to perform that behavior 

[5]. 

The TPB model assumes that a behavior can be predicted or explained by the intentions 

to perform that behavior. [3] argues that intention is a function of three influencing factors: First, 

one's attitudes toward the behavior. Second, there are Subjective Norms. Third, Perceived 

Behavioral Control. In particular, behavioral control cognition refers to human perception of how 

easy or difficult it is, and behavioral control cognition can change according to different situations 

and actions [5]. Subjective attitude and norm factors are inherited from the TRA theory. Attitude 

toward behavior refers to the degree to which a person has a favorable or unfavorable assessment 

or assessment of the behavior in question [5]. Subjective norms refer to the perceived social 

pressure to perform or not to perform an act [5]. 

The Technology Acceptance Model (TAM) presented by [18] is an extended model of TRA 

with additional factors, including the perception of usefulness, ease of use, and external variables. 

The Technology Acceptance Model (TAM) was developed from the model of rational action and 

intended behavior [19] to predict the acceptance of information technology services and systems. 

The purpose of this model is to predict the acceptability of a tool and determine the modifications 

that must be included in the system to make it acceptable to users. [18] defines the concept of 
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perceived usefulness as the degree to which an individual believes that using a particular system 

will enhance his or her work performance. The perception of ease of use is the degree to which 

an individual believes that using a particular system will require no physical or mental effort. 

This model suggests that the acceptability of an information system is determined by two main 

factors: perceived usefulness and perceived ease of use. 

The UTAUT (Unified Theory of Acceptance and Use of Technology) model was proposed 

by Venkatesh et al. in 2003 to explain the factors that affect users' adoption and use of technology. 

This model focuses on four main factors: Performance Expectancy, Effort Expectancy, Social 

Influence, and Facilitating Conditions. These factors are governed by gender, age, experience, 

and voluntariness. UTAUT has become a valuable tool for researchers and businesses to assess 

the adaptability of new technologies, thereby building effective implementation strategies. 

This model helps explain the acceptance and use of e-commerce platforms to buy health-

promoting foods. Factors such as expected effectiveness (buying food to improve health), 

expected effort (ease of using e-commerce platforms), social influence (recommendations from 

friends and relatives about online purchases), and favorable conditions (infrastructure and 

support from marketplaces) all impact people's buying behavior. 

2.3. Hypotheses and research model 

2.3.1. Price  

A price is a unit of goods, services, or assets expressed in money. In a market economy, 

prices depend on the supply and demand of goods and markets. The price of the same type of 

goods is suitable for spending and has a lower price than other places; the level of decision to 

choose goods will be high[40]; [14]. According to [45]; [41], price is defined as the amount of 

money a customer has to pay to get a product.[80];[41] Argue that price is the cognitive balance 

consumers perceive between a service's benefits and the monetary cost of using that service. 

Pricing strategies, discounts, and promotions are critical in influencing consumer behavior and 

fostering brand loyalty, prompting businesses to scrutinize pricing strategies [14]. When 

shopping online, price has a positive effect when customers notice that the benefits they receive 

are more than the costs they pay. Therefore, the price affects the consumer's purchase intention 

or shopping behavior. The hypothesis proposed is: 

H1: Price has a positive impact on shopping behavior on e-commerce platforms. 

2.3.2. Easy of use 

According to [19], Perceived ease of use is defined as the extent to which a user feels that 

the system is easy, convenient, uncomplicated, and does not require much effort to learn or 

operate. Previous studies have shown that ease of use is also found to influence trust, and when 
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shopping online on e-commerce platforms, consumers feel that the activities are performed 

quickly and conveniently [39]; [2]. The easier use of the mobile app will positively impact 

purchase intent through the mobile app. According to [47], a study of e-wallet user satisfaction 

found that ease of use positively and significantly impacts online purchase behavior. Research by 

[77] concluded that perceived ease of use positively affects online shopping behavior. Therefore, 

the proposed hypothesis is that ease of use affects purchase behavior. 

H2: Ease of use positively impacts shopping behavior on e-commerce platforms. 

2.3.3. Risk Perception 

According to the study by [16] and [55] , cognitive risk refers to the nature and extent of 

risk consumers perceive when contemplating a purchase decision. According to [9], when 

consumer-perceived risk is high, consumers' online purchase intent is low, and when consumer-

perceived risk is low, consumers' online purchase intent is high. Online shopping on e-commerce 

platforms has a higher risk perception than traditional shopping because buyers do not directly 

interact with the seller but only interact with the product through images, videos, and reviews of 

products and services [66]. [25] emphasizes the impact of perceived risk on consumer objection 

to purchasing behavior, emphasizing the importance of understanding consumer perception to 

mitigate risk in online shopping. Therefore, the study proposes the following hypothesis: 

H3: Risks hurt shopping behavior on e-commerce platforms. 

2.3.4. Subjective Norms 

Subjective norms are the impact of important people such as friends, colleagues or 

relatives on behavioral intentions. Subjective norms also positively influence purchase intention 

through social media [65]. According to [33], the subjective norm is the influence of the 

surrounding reference group and the policies of the government and the mass media of media. 

The results show that subjective norms factors positively affect shopping intentions on 

Vietnamese business websites. At the same time, [12] also concluded that subjective norms 

significantly impact Vietnamese consumers' shopping intentions. From there, the proposed 

hypothesis is: 

H4: Subjective norms positively impact shopping behavior on e-commerce platforms. 

2.3.5. Health Consciousness 

According to [54], it is determined that consumers' health awareness is an important 

determinant of consumers' attitudes towards buying food. Furthermore, studies have also 

explored the relationship between health awareness and purchasing behavior among specific 

consumer groups. The study by [6] examined the food-purchasing behavior of Chinese university 

students, while [73] focused on young consumers and their purchasing intent toward food. Both 
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studies highlight the importance of health consciousness and its positive impact on consumer 

attitudes and behaviors toward food products. Furthermore, the regulatory role of health 

consciousness has been studied in food purchase intentions. The literature shows that health 

consciousness is the main factor influencing consumer attitudes, intentions, and behaviors 

toward purchasing health-promoting foods [20];[26].  

H5: Health consciousness positively impacts purchase intention on e-commerce 

platforms.  

H6: Health consciousness has a positive impact on purchasing attitude. 

2.3.6. Food Safety 

According to [72], food safety is recognized in processing and handling food from the 

cultivation process to the time the food is delivered to consumers to prevent diseases that may 

occur from food. [51] affirmed that food hygiene and safety are consumers' top concerns today; 

this concern is associated with the problem of using chemicals in breeding and processing. The 

study by [53], delved into consumers' intention to purchase clean-label products in Taiwan, 

highlighting the importance of food certification and consumer purchase intent. Food products 

that are certified safe by reputable bodies often win a positive attitude from consumers compared 

to other products. Besides, [82] conducted a comparative study of Generation X, Y, and Z in food 

purchasing behavior during the pandemic, shedding light on the change in consumer behavior 

across different generations. Therefore, the proposed hypothesis is: 

H7: Food safety has a positive impact on purchasing attitude. 

2.3.7. Attitude 

According to [7], attitude is an important determinant of an individual's tendencies and 

has a positive relationship with behavior. According to [27], attitude is the degree to which an 

individual makes positive or negative judgments about behavior. Studies have shown that when 

consumer attitudes are more optimistic, purchase intent tends to improve [15]. Many studies have 

shown that attitudes have the same relationship with purchase intention [64]; [41]. So, the 

proposed hypothesis is: 

H8: Purchasing attitude positively impacts purchase intention on e-commerce platforms. 

2.3.8. Purchase Intention and Behaviour 

According to [27], intention is the factor that motivates an individual to be willing to 

perform behavior in the future. Research by [12] and [41], demonstrates that purchase intention 

positively affects the purchase behavior of electronic products (Home Appliances) via online 

transactions. Consumer behavior is influenced by factors such as green marketing initiatives, 

green brand awareness, and semi-social relationships with social media influencers [23];[84]. The 
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relationship between purchase intention and purchase behavior is an important aspect of a 

consumer's decision-making process. Purchase intention is defined as the likelihood or 

probability that a consumer intends to engage in purchasing behavior [15]. So, the proposed 

hypothesis is: 

H9: Purchase intention positively affects purchasing behavior on e-commerce platforms. 

 

Figure 1. Proposed research model 

3. Research Methodology 

The authors conducted qualitative and quantitative research to investigate how analyzing 

food purchasing behavior helps improve consumers' health on e-commerce platforms in 

Vietnam. The selection of the quantitative research method allows for precise measurement of 

the relationships between variables. This can lead to highly reliable conclusions that can be 

broadly applied in both theory and practice. Additionally, the objectivity of quantitative data 

ensures the accuracy of the research results in the Journal of Applied Economic Sciences 216, 

facilitating the assessment of the impact and significance of the main variables in the study 

sample. 

The qualitative research method was used to develop measurement scales and 

questionnaires during the quantitative research phase. After thorough exploration, the group of 

authors inherited previous studies and developed measurement scales for six independent 

variables (Price, Ease of Use, Risk Perception, Subjective Norms, Health Consciousness, and Food 

Safety), two causal variables (Attitude, Purchase Intention), and the dependent variable 

(Purchase Behavior). The authors collected quantitative data through questionnaires distributed 
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via email and various social media platforms. The included questionnaire, multiple-choice 

questions using a 5-point Likert scale, allows participants to express their level of agreement, 

ranging from "strongly disagree" to "strongly agree.” The choice of sampling method in 

quantitative research plays a crucial role. A proper sampling method ensures the 

representativeness of the study sample, thereby increasing the reliability and accuracy of the 

results. 

If the sample is not representative, the conclusions drawn from the research may be 

biased, leading to incorrect or inappropriate decisions. Moreover, selecting the appropriate 

sampling method helps optimize resources and time while minimizing random errors and other 

confounding factors. After discussion, the authors applied the convenience sampling method 

with an estimated sample size of 400 participants. After collection, the data was cleaned and 

analyzed using SmartPLS 4 software. The analysis methods will include Descriptive statistics, 

measurement, and structural model testing. 

4. Research Results 

4.1. Descriptive Statistics 

To collect the data, a survey questionnaire was sent to consumers above 18 years old who 

shop for health-enhancing foods on e-commerce platforms and live in Ho Chi Minh City. After 

collecting, filtering out invalid surveys, and cleaning the data, 400 valid survey responses were 

obtained.   

According to Table 1, out of 400 surveys, women accounted for 58.5% with 234 responses, 

while men accounted for 41.5% with 166 responses. This suggests a gender gap, but it is not 

significant. This gender difference may reflect different shopping behaviors and reactions to 

interest in other health-enhancing foods between men and women. Most respondents were 18-

25, accounting for 69.3% of the sample. This may indicate that young people have high health 

consciousness. 

Based on the study's results, the income bracket of 5-10 million VND and less than 5 

million VND did not have a large gap of 41.8%, equivalent to 167 answers and 30.8%, equivalent 

to 123 answers, respectively. This is the average income range of the survey. The next group is 

the group of 10-15 million VND, accounting for 21% with 84 answers. The income bracket of over 

15 million VND had 26 answers, accounting for 6.5%. There is a significant difference in income 

between over 15 million VND and other income brackets. The highest income bracket (over 15 

million VND) accounts for a small proportion compared to the low-income group. This indicates 

that the behavior of buying foods that help improve health is mainly in the age of 18-25 and has 

an income bracket of above and below 5 million. 
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Table 1. Description of the research sample 

Personal Information Details Quantity Percentage(%) 

Gender 
Male 166 41,5 

Female 234 58,5 

Age 

18 to 25 years old 277 69,3 
26 to 35 years old 76 19,0 
36 to 45 years old 35 8,8 

Above 46 years old 12 3,0 

Income 

Under 5 Million 123 30,8 
5 - 10 Million 167 41,8 

10 - 15 Million 84 21,0 
Above 15 Million 26 6,5 

Purchase frequency 
Under 3 times 172 43,0 

From 3 to 5 times 136 34,0 
More than 5 times 92 23,0 

 

4.2. Measurement Model Evaluation 

According to [34], to evaluate the quality of the observed variable, the Outer Loading 

Coefficient ≥ 0.7. The results of Table 2 show that all the observed variables are of high quality 

with a range of 0.736 - 0.912 and are retained in the study model. 

Table 2. Outer Loadings 

 AT EU FS HC PB PI PR RP SN 

AT1 0.823                 
AT2 0.769                 
AT3 0.815                 
EU1   0.777               
EU2   0.848               
EU3   0.793               
FS1     0.824             
FS2     0.865             
FS3     0.824             
HC1       0.865           
HC2       0.828           
HC3       0.828           
PB1         0.760         
PB2         0.797         
PB3         0.870         
PI1           0.850       
PI2           0.747       
PI3           0.812       
PR1             0.863     
PR2             0.813     
PR3             0.823     
PR4             0.736     
RP1               0.862   
RP2               0.876   
RP3               0.907   
RP4               0.912   
SN1                 0.801 
SN2                 0.819 
SN3                 0.776 
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In Table 3, the reliability evaluation has a coefficient that will range from 0 to 1, and the 

resulting scales of Cronbach's Alpha >=0.7 [20] and Composite reliability >=0.7 [34] are at the 

optimal level. It shows that all factor structures have good reliability when the coefficients of both 

scales are more significant than 0.7. As for convergence, we will rely on the average variance 

index of AVE > 0.5 to measure it, and the results show that the convergence guarantee value is 

reached [39]. According to this result, all the concepts mentioned in terms of convergence achieve 

a specific value and reliability. 

Table 3. Reliability and convergence test 

Factor Cronbach's alpha Composite reliability Average variance extracted  

AT 0.725 0.844 0.644 

EU 0.731 0.848 0.650 

FS 0.788 0.876 0.702 

HC 0.793 0.878 0.707 

PB 0.736 0.851 0.656 

PI 0.725 0.846 0.647 

PR 0.825 0.884 0.656 

RP 0.913 0.938 0.791 

SN 0.716 0.841 0.638 
 

In Tables 4 and Table 5, the discriminating scale is evaluated using the HTMT ratio and 

the Fornell-Larcker criterion. For Table 4, the HTMT indices in the scale are all =< 0.9, which 

shows that the scale achieves differentiation [37]; along with that, the HTMT ratio ranges from 

0.058-0.900, confirming the differentiation of the scales. Table 5, Fornell-Larcker is a standard 

strictly satisfied under all conditions. All structures with different relationships are groups of 

components outside the diagonal. The differential value requires the diagonal elements to be 

greater than the non-diagonal elements. 

Table 4. HTMT 

 AT EU FS HC PB PI PR RP SN 

AT          

EU 0.660         

FS 0.749 0.743        

HC 0.524 0.684 0.557       

PB 0.814 0.696 0.755 0.532      

PI 0.773 0.563 0.677 0.486 0.894     

PR 0.885 0.649 0.747 0.534 0.738 0.687    

RP 0.058 0.113 0.126 0.159 0.212 0.115 0.066   

SN 0.776 0.770 0.789 0.656 0.895 0.900 0.786 0.140  
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Table 5. Fornell-Larcker 

 AT EU FS HC PB PI PR RP SN 

AT 0.803         

EU 0.480 0.806        

FS 0.576 0.567 0.838       

HC 0.394 0.522 0.443 0.841      

PB 0.596 0.512 0.577 0.411 0.810     

PI 0.561 0.412 0.511 0.373 0.655 0.804    

PR 0.685 0.506 0.604 0.440 0.581 0.532 0.810   

RP -0.041 -0.093 -0.110 -0.137 -0.179 -0.096 -0.058 0.890  

SN 0.559 0.557 0.593 0.496 0.651 0.648 0.608 -0.111 0.799 

4.3. Structural Model Evaluation 

The structural model that includes the value of f2, the VIF coefficient, and all path 

indicators, R2 and Q2 has been analyzed based on the influence dimension, which gives statistical 

significance and their magnitude. A bootstrapping test was performed, and a total of 5000 

iterations were used to obtain t-statistics for the data, the confidence interval, and the urgency of 

the relationships in it. 

According to Table 6, the estimation of the path coefficient is based on the regression of 

each dependent variable and the predicted variable [34]. If there is a multi-collinear phenomenon 

in independent variables, it will lead to the failure to ensure the path coefficients. The VIF results 

also show that the association of prediction factors does not violate the assumption of 

multilinearity because all coefficients are within the acceptable range, i.e., VIF = 1.016 – 2.304 < 5, 

so the model will not violate this phenomenon. 

The value of R squared denotes the degree to which independent variables are explained 

to a dependent variable. R2 will fluctuate from 0 to 1; the closer to 1, the higher the explanation 

for the dependent variable, and the closer to 0, the lower the explanation for the dependent 

variable. According to the results of Table 6, the variables that play a dependent role are AT, PI, 

PB, R2 adj AT is 0.352, so independent variables such as FS and HC explain 35.2% of the variation 

of the AT-dependent variable, and the remaining 64.8% are not explained because other factors 

have not been included in the model. R2 adj PB is 0.563, so independent variables such as EU, PI, 

and PR explain 56.3% of the variation of PB-dependent variables in the model and 43.7% are not 

explained due to other factors that have not been evaluated. R2 adj PI is 0.338, so independent 

variables such as AT and HC explain 33.8% of the variation of PI-dependent variables in the 

model and 66.2% are not explained due to other factors that have not been evaluated. 

In each component model, there will be a value of R2 that represents the level of 

explanation of the independent variables to the dependent variable and, at the same time, a value 



Int. J. Anal. Appl. (2025), 23:61 13 

 

of Q2 that represents the degree of prediction of the independent variable to the dependent 

variable. [76] have identified Q as an indicator of the overall quality of the component model. 

Accordingly, if all component models have a Q2 > 0, the overall structural model of the study also 

achieves the overall quality. [34] gave the levels of Q2 corresponding to the model's forecasting 

ability as follows: 0 < Q2 < 0.25: low level of forecast accuracy; 0.25 ≤ Q2 ≤ 0.5: average level of 

forecast accuracy; Q2 > 0.5: high level of forecast accuracy. Q2 results in Table 4.6 show Q2 AT = 

0.347; Q2 PB = 0.480; Q2 PI = 0.247. Then Q2 PB forecast accuracy is at a low level, and Q2 AT and 

Q2PI are at a moderate level. 

According to[14], the f2 index table is used to assess the importance of the firm, medium, 

or weak impact of independent variables on dependent variables, which is described as follows:  

● If f2< 0.02, the degree of impact is minimal (or no effect).   

● If 0.02 ≤ f2 < 0.15, the impact level is negligible.   

● If 0.15 ≤ f2 < 0.35: average impact level.   

● If f2≥ 0.35: high impact level. Based on the data in Table 6, the f2 in the model shows that 

all variables have a negligible impact on the average impact from 0.021-0.308. 

The innovative PLS method uses non-parametric Bootstrap analysis to determine the 

importance of the coefficients [34]. To assess whether there is a significant deviation of the path 

coefficients from 0, the t-value is calculated through bootstrapping testing. This study applied the 

non-parametric bootstrapping technique to 400 observations, with 5000 iterations, to ensure the 

linear structure model validation requirement. 

The original Sample is called the normalized impact coefficient, which is used to compare 

the order of impact of independent variables in descending order: FS variable with the strongest 

AT impact (β = 0.499), AT->PI (β = 0.490), PI->PB(β = 0.342), SN->PB (β = 0.228), PR->PB (β = 

0.182), HC->PI (β = 0.180), HC->AT(β = 0.173), EU->PB (β = 0.143) these factors positively impact 

purchasing behavior. In addition, the risk factor also impacts purchasing behavior but hurts RP-

>PB (β= -0.097). Thus, the hypotheses H1, H2, H3, H4, H5, H6, H7 and H8 are all accepted. 

Moreover, P Values are the level of significance of testing t. The comparison threshold of the 

significance level is 0.05. The results of Table 6 show that all P values of the impacts are below 

0.05, so these effects are statistically significant. 
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Table 6. Structural model testing 

 Original sample (O) VIF T statistics P values f2 Result 

AT -> PI 0.490 1.184 9.202 0.000 0.308 Accept 

EU -> PB 0.143 1.554 2.893 0.004 0.030 Accept 

FS -> AT 0.499 1.245 9.714 0.000 0.310 Accept 

HC -> AT 0.173 1.245 3.467 0.001 0.037 Accept 

HC -> PI 0.180 1.184 3.359 0.001 0.041 Accept 

PI -> PB 0.342 1.823 7.668 0.000 0.148 Accept 

PR -> PB 0.182 1.780 3.816 0.000 0.043 Accept 

RP -> PB -0.097 1.016 2.898 0.004 0.021 Accept 

SN -> PB 0.228 2.304 3.795 0.000 0.052 Accept 

R2 adj AT = 0.352; R2 adj PB = 0.563; R2adj PI = 0.338 

Q2 AT = 0.347; Q2 PB = 0.480; Q2 PI = 0.247 

 

Table 7 shows that the intermediate variable acts as a third variable that interferes with 

the relationship between the other two variables. This relationship is formed in a causal chain, 

where the independent variable acts on the intermediate variable, and the intermediate variable, 

in turn, transmits this effect to the dependent variable [51], [58]. 

According to [51] and [58], the intermediate variable is seen as a third factor interfering 

with the relationship between two other factors. Accordingly, the independent variable affects 

the intermediate variable, and the intermediate variable affects the dependent variable. This effect 

can be called the "Indirect Effect". 

For the research paper, there are six separate indirect relationships, including FS -> AT -

> PI -> PB, HC -> PI -> PB, HC -> AT -> PI -> PB, FS -> AT -> PI, HC -> AT -> PI, AT -> PI -> PB. 

After analyzing the Specific Indirect Effects, we can see that the relationships all have a P-value 

< 0.05, which is statistically significant at 95% confidence [34]. On the other hand, the indirect 

impact coefficient of the FS-> AT -> PI relationship reaches 0.244, and the AT -> PI -> PB reaches 

0.167, which indicates that the AT variable has a more substantial intermediate effect than the PI 

variable. 

Table 7. Intermediate hypotheses 

 Original sample (O) T statistics P values Result 

FS -> AT -> PI -> PB 0.083 4.306 0.000 Accept 

HC -> PI -> PB 0.061 3.216 0.001 Accept 

HC -> AT -> PI -> PB 0.029 3.094 0.002 Accept 

FS -> AT -> PI 0.244 5.683 0.000 Accept 

HC -> AT -> PI 0.085 3.331 0.001 Accept 

AT -> PI -> PB 0.167 5.548 0.000 Accept 
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Figure 2. PLS-SEM Measurement Model Results 

5. Discussion 

5.1. Discussion of Research Results 

Factors influencing food buying behavior help improve consumers' health on e-commerce 

platforms, with six independent variables, two intermediate variables and one dependent 

variable as the results obtained after the research process. PLS-SEM results in the measurement 

model conformity assessment show that the scales and components have achieved the scale's 

reliability through the CR index, the convergence value through the evaluation of the extracted 

average extraction variance index (AVE) and the off-factor load factor. Evaluating the 

discriminating value of the scale through the Heterotrait-Monotrait Ratio (HTMT) and Fornell-

Larcker indexes, the indices in the study are satisfactory, so the scale achieves a good 

distinguishing value. 
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Structural model conformity assessment, structures and scales do not occur as 

multicollinear phenomena through the variance magnification factor (VIF). The results of 

hypothesis testing show that eight factors positively affect and one negative variable to the 

"Behavior of buying health-promoting food" on the e-commerce floor of consumers through 2 

intermediate variables: Purchase Intention - Attitude". The R2 AT= 0.352 index shows that the 

explanation of "Attitude" is explained by about 35.2% of the dependent variables, the remaining 

64.8% depends on other factors that have not been mentioned in this study model, and R2 PI= 

0.338 shows that the explanation of "Purchase Intention" is explained by about 33.8% of the 

dependent variables,  The remaining 66.2% depends on other factors that have not been covered 

in this study model. Generally, the degree of influence f is more significant than 0.02, so the 

independent variables in the SEM model greatly influence the dependent variable. A Q2 value 

greater than 0.02 emphasizes the predictability of the previously mentioned model. 

The Bootstrapping test experiment and hypothesis testing have six independent variables 

through 2 intermediate variables, "Purchase Intention" and "Attitude," both of which have an 

impact on purchase behavior, of which one negative impact variable, "Risk," and five positive 

impact variables include:  "Price," "Ease of use," "Subjective Norms," "Health Consciousness" and 

"Food safety" in which: 

The variable "Food Safety" has the highest impact with β = 0.499, indicating that the 

intermediary variable is "Attitude," which has a positive impact on the "Purchase Behavior" on 

the e-commerce floor of consumers. The more awareness about food safety, the more positive 

attitudes consumers have toward purchasing behavior. This result is consistent with the previous 

research paper [33]. 

The second highest impact variable, "Attitude," with β = 0.490, shows that the 

intermediate variable is "Purchase Intention," which has a positive impact on the "Purchase 

Behavior" on the e-commerce floor of consumers. The more positive the consumers' attitude, the 

more likely it will lead to their buying behavior. This result is consistent with the previous 

research paper [59]. 

The third highest impact variable, "Purchase Intention," is β = 0.342, positively impacting 

the "Purchase Behavior" on the e-commerce floor of consumers. The more consumers intend to 

buy, the more likely it is to lead to their buying behavior. This result is consistent with the 

previous research paper [61]. 

The "Subjective Norms" variable has the fourth highest impact with β = 0.228, positively 

impacting the "Purchase Behavior" on the e-commerce floor of consumers. The more subjective 
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the consumer, the more likely it is to lead to their buying behavior. This result is consistent with 

the previous research paper [38]. 

The fifth highest-impact "Price" variable, with β = 0.182, positively impacts the "Purchase 

Behavior" on the e-commerce floor of consumers. When the price is right, more consumers will 

want to carry out their buying behavior. This result is consistent with the previous research paper 

[24]. 

The sixth highest-impact variable, "Health Consciousness," with β = 0.180, shows that the 

intermediate variable is "Purchase Intention," which has a positive impact on the "Purchase 

Behavior" on the e-commerce floor of consumers. The more consumers know about health 

consciousness, which will lead to more purchase intentions, the more likely it is to lead to their 

buying behavior. This result is consistent with the previous research paper [13]. 

The seventh highest impact variable, "Health Consciousness," with β = 0.173, positively 

impacts the "Attitude" on the e-commerce floor of consumers. When consumers have more health 

consciousness, their attitude will also change, and they will want to carry out their buying 

behavior more. This result is consistent with the previous research paper [64]. 

The eighth highest impact variable, "Ease of Use," with β = 0.143, positively impacts the 

"Purchase Behavior" on the e-commerce floor of consumers. When a product is easy to use, 

consumers also have their buying behavior. This result is consistent with the previous research 

paper [87]. 

The variable "Risk Perception" ranked in the last position with β = -0.097, negatively 

impacting the "Purchase Behavior" on the e-commerce floor of consumers. This result is consistent 

with a previous research paper [74]. The research paper also shows that there is a positive impact 

of "Price," "Ease of Use," "Subjective Norms," "Health Consciousness," "Food safety," "Attitude," 

and "Purchase Intention" to "Purchase Behavior." Besides, "Risk Perception" also negatively 

affects "Purchase Behavior." 

At the same time, the research paper also highlights the important role of 2 mediating 

variables, namely "Attitude" and "Purchase Intention" in the purchasing behavior of consumers 

[30]. Thereby, it is further affirmed that through 2 intermediate variables, namely "Attitude" and 

"Purchase Intention," the factors of "Food Safety," "Attitude," and "Health Consciousness" affect 

the two intermediate variables, namely "Attitude" and "Purchase Intention," the e-commerce floor 

of consumers. 

The results of the study showed that all hypotheses were accepted. Food safety, purchase 

awareness, and attitude are appreciated more than the other factors. 
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5.2. Managerial Implications  

Conclude from the results of the analysis and discussion of the research. The authors 

concluded: "Factors affecting consumers' health-promoting food buying behavior on e-commerce 

platforms" are arranged in the following order: Food safety, Attitude, Purchase intent, Subjective 

standards, Price, Health consciousness, Ease of Use, and Risk. Seeing the positive impact of 

"Price," "Ease of Use," "Subjective Norms," "Health Consciousness," "Food Safety," "Attitude," and 

"Purchase Intention" to "Purchase Behavior." Besides, "Risk Perception" also negatively affects 

"Purchase behavior." The authors proposed solutions suitable for sales and other activities based 

on the study results. This helps businesses and sellers attract more potential customers, boost 

sales revenue and increase competitive advantage. The authors propose two directions for 

building governance implications: for businesses and consumers. 

Implications for businesses 

In the current era of strong e-commerce, businesses need to focus on factors that have a 

positive impact on the behavior of buying food to improve the health of consumers on e-

commerce platforms, such as Food Safety, Attitude, Purchase Intention, Subjective Norms, Price, 

Health Consciousness, Ease of Use, Risk Perception. 

Health safety is the most influential factor. Businesses need to ensure that their products 

meet safety norms and are transparent in the origin of raw materials and production processes. 

These things help businesses build trust with customers and differentiate themselves from 

competitors, bringing peace of mind to their workers. Blockchain technology has become a trend 

and is increasingly popular in Vietnam; businesses can apply it to track the expiration date and 

condition of goods and verify the origin of product materials, making it easier for consumers to 

check information and be more assured when purchasing. 

The dedicated and professional service attitude and caring in every business detail give 

customers a sympathetic look and a sense of being respected. Once customers feel respected, 

cared for, and listened to, they will return to continue buying products and recommend them to 

those around them. Businesses should regularly remind and organize training.  

Many factors influence consumers' purchase intent. To stimulate customer purchase 

intent, businesses must continuously improve and deliver high-quality products, fast, trendy 

customer service, and attractive promotions relevant to the current context. For example, the 

upcoming "11.11 mega sale" or "Black Friday." 

Subjective Norms: Businesses need to exploit the subjective norms of consumers through 

marketing campaigns that emphasize the benefits of improving the health and safety of food. 

These campaigns must be designed to be close and easy to understand, helping consumers to be 
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more aware of the benefits of using health-promoting products. Businesses should use social 

media channels like Facebook and Instagram to promote their products. 

Reasonable pricing is one of the important factors in attracting customers. Businesses can 

regularly organize large discount programs and events, buy one get one free, buy one get two, 

give vouchers when buying high-priced products, flash sales, trial prices, and increase the 

number of sets to create convenience and attractiveness for customers. 

Consumers' health consciousness is increasingly enhanced. Therefore, businesses should 

emphasize product quality and health benefits in advertising campaigns. Make a short video on 

health-promoting foods with products from businesses or simply update information about the 

benefits of health-promoting products from businesses. 

The ease of use of e-commerce platforms is also a factor that businesses cannot ignore. 

Businesses should improve the user interface and provide convenient features such as quick 

product search, detailed product reviews, easy payment to create  

Mitigating risk by providing flexible return policies and dedicated, timely customer care 

will help strengthen trust and drive buying behavior. Businesses should build an effective 

customer support system, clear return policies, and professional customer care services, ready to 

solve all customer questions and problems promptly and quickly. 

Implications for consumers 

It is necessary to focus on food safety. To make a wise purchase decision, consumers 

should carefully learn about the origin of raw materials, expiration dates, storage, and product 

quality, carefully read reviews from previous buyers, use evaluation tools and comments, and 

check information from other places to minimize risks. 

Consumers should have a positive attitude, be willing to explore when researching 

information and evaluating products, and read reviews and comments carefully, which will help 

consumers have a more comprehensive view of the product and lead to a more intelligent 

purchase decision. 

Product quality, customer service, and attractive promotions influence consumers' 

purchase intentions. They should take a hard look before deciding to buy a product. Hunting for 

offers through significant shopping events such as "11.11 Shopping Day" or "Black Friday" is also 

a good opportunity for consumers to shop at low prices with accompanying gifts. 

Consumers are often subjective in their product purchase decisions. They should carefully 

learn about the product's origin and quality and read buyers' reviews before buying. Next is 

buying on reputable channels, with checking, returning, and refunding policies to ensure 

benefits. 
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In terms of prices, consumers should take advantage of purchases through programs and 

events with significant discounts, buy one get one free, buy one get two, give vouchers when 

buying high-priced products, flash sales, and trial prices to buy products at reasonable prices. 

Health consciousness is an important factor, so consumers should prioritize products that 

are beneficial to improving health, have safety certifications, have clear import certificates, and 

ensure quality products from reputable brands and big brands. 

For ease of use, consumers should choose platforms with a sound customer support 

system, an easy-to-use user interface, a good shopping experience, easy-to-solve all problems 

during the shopping process, and clear return policies. 

To minimize risks when shopping, consumers should choose platforms with transparent 

return policies and timely and professional customer care services, choose shops with favorite 

labels, have high followers and 5-star reviews, and buy from malls on the floor to minimize risks.  

5.3. Limitations of the Study 

Although the authors have made many efforts to improve the research paper in the 

implementation process, this paper also has some limitations, leading to inevitable shortcomings 

in the research results. The number of survey samples and sample collection methods only focus 

on synthesizing surveys from Google Forms. There are not many methods for collecting data 

tables to ensure dataset reliability. The survey sample is still limited, so the sample 

representativeness is not high. Therefore, the group proposes to expand the scope of research in 

several countries in the region in order to be able to propose more suitable models and solutions 

because this is a common topic of the whole world, and the level of interest in this research topic 

is highly appreciated. 

5.4. Suggestions for Future Research  

Finally, the authors suggest that future studies should further explore other factors or 

attributes that may influence the purchasing behavior of foods that enhance consumers' health. 

The team intends to address these limitations by expanding the sample size to increase reliability 

and minimize errors. In addition, the scope of the study is limited to focusing on a specific area 

in Vietnam, such as the North, Central, and South. It is proposed that new elements be added to 

the research model to increase the persuasiveness of future studies. These will help to give a 

holistic view and make more effective management recommendations.    

6. Conclusions 

Although the COVID-19 pandemic has led to a series of negative impacts, it has 

inadvertently become the perfect environment for the outstanding development of e-commerce 

and has contributed to strengthening the awareness of improving human health. Creating a 
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premise for the rapid development of technology opens up opportunities for businesses to 

operate online on e-commerce exchanges. In order to be able to survive and thrive in this fiercely 

competitive environment, it is essential to define specific goals clearly. From there, you can 

propose strategies that are suitable for your business. 

With the topic "Analyzing Food Purchasing Behavior Helps Improve Consumers' Health 

On E-Commerce Platforms In Vietnam," the authors conducted a survey study to understand 

better the trend of shopping behavior for foods that help improve health. The authors collected a 

questionnaire with several 400 samples and analyzed it using Smart PLS software. The research 

paper completed the previously set goals by identifying theories, proposing influencing factors 

and analyzing measuring the strong or weak impact on people's health-promoting food 

purchasing behavior. Consumption on the e-commerce floor, in particular, are six independent 

variables in the model the research team proposed earlier after analysis showed that the results 

were statistically significant. The conclusion also pointed out that the article's factors are similar 

to those of previous studies. The study not only gives theoretical importance but also provides 

additional management implications for companies, helping them to adjust their business 

strategies to suit the actual tastes and needs of their target customers. 
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