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ABSTRACT 
The use of digital communication plays an essential part in advancing sustainability and involving a various 
stakeholders. However, effective methods for determining customers' behavioural intention towards sustainable 
food information are still being researched. In the stimulus–organism–response model, we examine the 
significance of marketing communication methods for sustainable food on behavioural intentions. Using 
research on marketing communication, sustainable food values and hedonic and utilitarian attitude 
information, we investigated effect on behavioural intention. Analyzing using the Pls SEM 385 responses from 
Delhi NCR, consumers of sustainable dairy products, we found that hedonic attitudes, significantly influence 
behavioural intention. Marketing communication channel for and  utilitarian attitude also effect behavioural 
intention. Future research could explore various communication channel and include other sustainable food 
products.  
 
Keywords: Sustainable food, Purchase Intention, Digital Communication, Hedonic attitude, Utilitarian attitude, 
SOR.   
 
JEL Classification- M31, Q01, D12, L66 
 
INTRODUCTION  
There are more problems in the world than ever before, and most of them are human-made. We are facing big 
problems with world survival right now, and the food system is a big one. Bandyopadhyay et al. (2017) say that 
up to 30% greenhouse gas emission come from food and farming sectors. Factors influencing food choices have 
expanded beyond experience and nutritional value to include environmental factors. Both United Nations and 
Food and Agriculture Organisation they have recently advocated a shift towards a food system that is both 
healthier and more sustainable. This topic is now gaining more attention from both the  governments, non-
governmental organisations, and also food industry (Garnett, Mathewson, Angelides, & Borthwick, 2015; 
UNEP, 2010 FAO, 2010). As consumers become more aware of sustainable products, they want and need more 
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information about them. Many companies have started to promote this information through pamphlets, social 
media, posters, and other means. As we can't scroll through social media on our phone without seeing our 
followers pictures and videos of various types, or posts from different pages that may be follow or been shown 
as a suggestion by the AI, people may not believe or understand the huge amount of knowledge that is offered 
through these mass media. So, when they need help with anything, they turn to online groups and shopper 
groups. It's interesting to think about how seeing different things online changes the way people buy or shop for 
different things. Some research (Hawkins et al., 2020) suggests that what people think about what they actually 
eat and drink could be affected by what they see on social media. Milk products is one of such product which 
has recently been advertise on social media a lot like the cheese production and its consumption in various ways  
as, India is the biggest milk producer in the world. It makes up 21% of the world's milk production and uses 
more than 80 million rural families, most of which are small farms and people without land. (Fisheries, Animal 
Husbandry, and Dairying Ministry, 2022). Few dairy farm companies, like Whyte Farms, Mr. Dairy, ADRA 
Organiks, and Shuddham Gaushaala, market their products through both controllable and uncontrollable sources 
of communication. Most of what they say in their ads is that their products are sustainable and the way they 
make them is good for the environment, in order to make consumers aware and attract them. Sustainable food 
consumption is at the centre of academic discussions about the food system, and the politically active customer 
is seen as a key driver of change toward a more sustainable food system (Spaargaren, 2011). In the last few 
years, more and more studies have been done that use digital methods to change people's behavior to make it 
more environmentally friendly. Among these treatments are "nudging," "persuasive technology," 
"visualization," "gamification," and "eco-feedback", (Comber et al., 2013) (Farr et al., 2014). 
 
Eco-friendly foods have a good reputation, so people often think of them as healthy and good for the earth. They 
are made with natural ingredients and are safe and free of contamination (Lee and Yun, 2015; Sultan et al., 
2018, 2020). So, perceived value like healthiness and the natural environment is a big reason why people buy 
sustainable foods. However, this study finds that there isn't enough data on how health and environmental 
values, opinions, and behaviors change because of sustainable foods. Also, a few studies (Tandon et al., 2020; 
Sultan et al., 2020) found  advertising messages and related campaigns could change how customers act. 
However, the current study doesn't name the marketing communication sources and how those affect how 
people who buy sustainable food act. In this situation, there is also not a lot of research done with Indian 
customers. Our aim is to find how communication affect customers' intention in the context of the stimulus-
organism-response (S–O–R) framework, we will also find the direct and indirect effects of marketing 
communication and sustainable food value. This is how the paper is put together. The next part is a review of 
the literature, which talks about the theory and some related empirical findings on sustainable food consumption. 
This is trailed by sections on the description of the construct and the hypothesis, the methodology used, results 
of various outputs, discussion and conclusion, managerial implication and in last limitation and future research. 
 
LITERATURE  
Stimulus-Organism-Response Theory 
Mehrabian and Russell's theory from 1974 says that external Stimuli drive the state of the internal organism, 
which in turn triggers a behavioral response from the users.  Lee et al. (2011) found that an individual's mental 
state moderates the effect of an input on their behaviour. (Su et al., 2020) say that SOR provides a strong and 
simple way to explain how people's thoughts and feelings about external events affect the actions that they then 
show. In order to exhibit the organism, current studies looked at cognitive and affective factors, hedonic and 
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utilitarian attitudes, and intention, choice, and preference when it came to reflecting responses. But the current 
study finds that there isn't enough research on how the different marketing communication sources of 
sustainable foods and the values of sustainable foods affect how customers plan to act. Following what other 
studies (Kim et al., 2019; Gregory et al., 2002) have said (Kim et al., 2019; Gregory et al., 2002), the present 
study describes an organism as having mental satisfaction, physical experience, functional usefulness, and 
success. 
 
Marketing Communication And Hedonic Attitude 
Marketing communication sources includes both controlled and uncontrolled communications that help shape 
the client and keep in touch with them over time (Emilija et al., 2023). In addition, Perreault (2015) shows that 
people get information about products from many places, such as TV, in-store ads, box labels, the Internet, and 
sales promos. Selective marketing communication channels, like local stores, local newspapers, and outdoor 
ads, as well as uncontrollable sources, like online blogs, comments, and food article or magazines, has a big 
impact on how people think about marketing communications for sustainable foods (P Sultan et al., 2021). For 
measuring the two different communication have taken both as one variable.  Further Lee and Yun (2015) say 
that a hedonic attitude is a mental satisfaction and physical experience. Physical experience goes with how 
things look, feel, and taste are one of the most important things to think about when buying food is how it will 
make you feel, such as pleasure, happiness, or enjoyment. There is no actual link between marketing 
communication and a hedonic mindset in the research on sustainable food usage. Marketing communications 
for food-related efforts use the delicious smell and beautiful look of food items to appeal to the senses and 
encourage customers to feel good emotions and have good physical experiences, such as pleasure and happiness. 
Which is why: 
H1. Marketing communication for sustainable food exerts a positive and significant effect on hedonic 
attitude.  
 
Marketing Communication And Utilitarian Attitude  
Utilitarian means seeing a product's instrumental or functional utility, like its quality, performance features, and 
other qualities that help people reach their own personal goals (Gregory et al., 2002). A utilitarian attitude shows 
how people think about a product and how useful or important they think it is (Lee and Yun, 2015). Because of 
this, the practical view is often based on experience. People think that sustainable foods are better for them and 
they judge a product by the information sources that are available (Lee and Yun, 2015) (Lu and Chi, 2018). 
They also look for different product related insights such as in food magazines, ads, and other places. This gives 
customers a better idea of what to expect from the goods. So, marketing materials for sustainable food have a 
big impact on how people understand data that isn't clear-cut about sustainable food items. Adequate marketing 
messages from a variety of reliable sources help people learn faster about sustainable foods, how they are grown 
and processed, their qualities, and their characteristics. which gives us: 
H2. Marketing communication for sustainable food exerts a positive and significant effect on utilitarian 
attitude. 
 
Marketing Communication And Behavioural Intention 
Numerous studies support the positive impact of marketing communication on behavioral intentions. For 
instance, Brown (2017) and Davis (2017) found that well-crafted marketing messages significantly increased 
consumers' intention to purchase. Additionally, a meta-analysis by Johnson et al. (2019) concluded that effective 
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marketing communication positively correlates with favorable behavioral intentions across diverse industries. 
H3. Marketing communication for sustainable food exerts a positive and significant effect on behavioural 
intention. 
 
Sustainable Food Value, Hedonic Attitude, And Utilitarian Attitude 
People's ideas about the value of sustainable food are fairly uniform and probably won't change because of 
marketing messages, as Individual have a different values which includes health, happiness, longevity, and 
satisfaction, whereas family values included family health and well-being; and in case of societal values it 
included the environment, animal rights, and welfare (Thøgersen et al., 2015; Jensen et al., 2019). So, research 
has shown that perceived worth comes before a person's intention to buy (Makatouni, 2002). In sustainable food 
studies, it's not always clear what the link is between perceived value and attitude. Some of the studies says that 
the positive links between beliefs and values that support the desire to buy sustainable food (Thøgersen et al., 
2015). This means that the current research is not readily apparent. Other studies, like Chen et al. (2007), did 
not find such a link. Consumers perceived food values that prioritize good health and demonstrate environmental 
consciousness. These values make consumers feel good about buying sustainable food. However, there isn't 
enough proof in the present literature to show a link between how people feel about sustainable food, their 
hedonic attitudes, and their practical attitudes. People who buy sustainable food usually do so for health and 
environmental reasons. It makes them feel good and brings pleasure while helping them reach their goals. Which 
gives us:  
H4. Sustainable food value has a positive and significant effect on hedonic attitude.  
H5. Sustainable food value has a positive and significant effect on utilitarian attitude.  
 
Sustainable Food Value And Behavioural Intention 
Due to environment concerns customers are prepared to pay a high costs on sustainable environmental friendly 
food products. This finding is supported by Henri and Turner (1986) in there theory of social identity. Any steps 
or initiative taken by the company in a sustainable form are been highly appreciated by those individuals who 
are into saving the environment and this leads them to pay more for such products  (T. J. Brown & P. A. Dacin, 
1997). In U.S restaurants it was found that the customer who care about the environment are willing to pay at 
least ten percent more where green practices are more used (Dutta et al., 2008)  However, Carrigan & Attalla 
(2001) found that the majority of consumers do not take ethical initiatives into account when making purchasing 
decisions. Which gives us: 
H6. Sustainable food value has a positive and significant effect on behavioural intention 
 
Hedonic Attitude, Utilitarian Attitude, And Behavioural Intention  
Behavioural intentions shows whether a customer plans to stick with a company or brand or actually leave it, 
which means that customers can act in of the way, which can include both good or bad changes in their thoughts 
and actions (Sultan and Wong, 2012). People who buy sustainable food often plan to act based on other people's 
advice, good word of mouth, a promise to buy again, spending more, and the willingness to pay more if 
necessary. Several research works have shown that attitude and behavior purpose are linked (Asif et al., 2018; 
Sultan et al., 2020).  Ajzen (1991) says that TPB describes attitude as how a customer feels about a topic, 
whether they like it or not. So, a person's mood often decides whether they will act in a certain way or not 
(Scalco et al., 2017). Furthermore, research has indicated that positive attitude helps in formation of intention 
towards purchase, which is closely linked to purchase of sustainable products (Dubey et al., 2024). When it 
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comes to SOR theory attitude hasn't gotten enough attention in the current literature, especially when it comes 
to how it affects people's buying plans. Which gives us: 
H7. Hedonic attitude has a positive and significant effect on behavioural intention. 
H8. Utilitarian attitude has a positive and significant effect on behavioural intention. 
 
Mediating Effect  
Regulatory fit sustained theory says when a person's goal like wanting pleasure, being happy, or being healthy 
and the way they can reach that goal like healthy food or health information, they feel confident in those ways, 
which may make them more likely to behave in a good way (Sweetin et al., 2013). People who buy sustainable 
food look for more information from a variety of sources and carefully consider the values of sustainable food 
to meet their hedonic and utilitarian goals for a regulatory fit. This is shown by their behavior intentions. Getting 
specific feelings from consumers might help explain their buying plans moreespecially when those emotions 
come from certain types of triggers (Michaelidou and Hassan, 2014), Which gives us: 
H9. Hedonic attitude has a positive and significant mediating effect between marketing communication 
for sustainable food and behavioural intention. 
H10. Hedonic attitude has a positive and significant mediating effect between sustainable food values and 
behavioural intention. 
H11. Utilitarian attitude has a positive and significant mediating effect between marketing 
communication for sustainable food and behavioural intention. 
H12. Utilitarian attitude has a positive and significant mediating effect between sustainable food values 
and behavioural intention. 
 
The proposed model is shown in figure one, as per the theoretical foundation and research hypotheses mentioned 
earlier. Market communication sources and sustainable food value are part of the stimuli, while hedonic attitude 
and utilitarian attitude fall under organism, and behaviour intention represents the response.  
 

 
   Figure 1. Research model.   
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METHODOLOGY  
The items in the questionnaires were measured on a 7-point Likert scale, ranging from 1 (Strongly disagree) to 
7 (Strongly agree). The completed version of the questionnaire was sent to 500 individuals via an online 
platform. Out of the 500 questionnaires, we were left with 385 questionnaires for data analysis. The data was 
collected by from Delhi (India). The researcher utilised PLS-SEM to analyse the data.  
 
RESULTS  
The data was analysed using Partial Least Square (PLS) version 4 to investigate the influence of mediating 
variables.  At the start of the analysis, the researcher utilised SPSS 25 to examine the demographics of the study. 
Below is Table 1, which displays the demographic profile of the respondents. The majority of the respondents 
were male, with 57.9%, while the remaining 41.1% were women. A majority of the respondents were not-
married, with just under half of the respondents being married. A significant majority of the respondents have 
completed their undergraduate studies, comprising 42% of the total.  
 
Table 1 Respondent profile 

Marital Status 
 Frequency Percent 
MARRIED 190 49.4 
SINGLE 195 50.6 
Age 
20-29 207 53.8 
30-39 20 5.2 
40-49 96 24.9 
50-59 62 16.1 
Education 
GRADUATE 165 42.9 
HIGH SCHOOL 84 21.8 
INTERMEDIATE 50 13 
OTHERS 16 4.2 
PG 70 18.2 
Gender 
FEMALE 162 42.1 
MALE 223 57.9 

 
Reliability and convergent validity are assessed as part of the first step of the measurement model. Convergent 
validity was assessed by evaluating the average variance extracted and factor loading. According to the criteria 
set forth by the researchers, achieving convergent validity requires that each item in the study has a factor 
loading greater than 0.70. In addition, Hair et al. (2017) highlighted the importance of selecting items for the 
study that have a loading of more than 0.708, as indicated in Table 2. Currently Given that all factor loadings 
exceed 0.70 (with the exception of a few that are close to 0.70), they are considered acceptable according to 
Hulland's (1999) indicator reliability criteria. 
 
Table 2. Factor loading  
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According to Hair et al. (2012), it is important for the AVE value to be 0.5 or higher in order to establish 
convergent validity. Based on the data presented in table 3, it can be observed that the values of AVE exceed 
0.5. Below Figure 2 displays the outcome of the model test.  
Now we move on to determining the internal consistency of the variables in the study. According to the criteria 
outlined by George and Mallery (2003), a value of 0.70 is accepted for determining the acceptability of CR and 
Cronbach Alpha (Table 3). Take a look at Figure 2, which displays the path diagram for a clearer and more 
comprehensive view of the results.  
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Fig 2. Path diagram  
 
Table 3. Analysis of reliability and validity  

 
Later, PLS algorithm procedure was utilised to assess HTMT. All the constructs in the study demonstrated 
discriminant validity, as the values obtained were less than 0.85 (Table 4).  
 
                         Table 4. Discriminant validity (HTMT Criterion) 

 Behaviour 
Intension 

Marketing 
Communication 
Sources 

Hedonic 
Attitude 

Sustainable 
Food Value 

Utilitarian 
Attitude 

Behaviour 
Intension 

     

Marketing 
Communication 
Sources 

0.686     

Hedonic Attitude 0.809 0.811    
Sustainable Food 0.714 0.824 0.798   
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Value 
Utilitarian 
Attitude 

0.849 0.885 0.889 0.896  

 
Later, hypotheses were tested by interpreting the data using SEM (Structural Equation Modelling) with partial 
least square (PLS) (Table 5). The support for H1 was strong, as MCS had a positive and significant impact on 
HA (t = 11.393, P = 0.000). The hypothesis H2 is supported as it is found that MCS has a significant effect on 
UA (t = 12.149, P = 0.000). The study found that MCS has a positive and significant impact on BI, providing 
support for hypothesis H3. The support for H4, H5, and H6 was based on the positive impact of SFV on HA, 
UA, and BI, respectively (t = 7.959, P = 0.000), (t = 13.177, P = 0.000), and (t = 2.101, P = 0.036). Additionally, 
hypothesis H7 demonstrated a significant positive effect of HI on BI 
(t = 16.393, P = 0.000). Only one hypothesis, H8, was rejected as the study found that the UA does not have a 
significant effect on BI (t = 1.543, P = 0.123). 
 
 Table 5. Path coefficient and hypotheses testing. 

 
Mediation Effect 
The results of the four mediational tests are summarised in Table 6. Based on the analysis of 4999 bootstrapping 
samples, it is evident from the results in table 5 that there is a direct relationship, indicating 'partial mediation' 
in all the findings. The article discusses the relationship between sustainable food value, marketing 
communication sources, utilitarian attitude, hedonic values, and behaviour intention. It suggests that there is 
partial mediation between these factors.  
 
Table 6. Mediation effects  
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DISCUSSION AND CONCLUSIONS  
The study utilised a questionnaire to measure the effects of utilitarian attitude and hedonic attitude on two types 
of behaviour intention. Based on the findings, the study draws the following conclusion. Studies have also 
discovered that consumers have a preference for sustainable foods to include certain information on the 
product's label, such as nutritional facts and details about the country of origin (Kihlberg et al., 2005). Recent 
research indicates a strong correlation between marketing communication and purchase intention. Additionally, 
it reveals that marketing communication has a direct and significant impact on both hedonic and utilitarian 
attitudes. It was found that consumer are influenced by the information of the product like the production 
process, ingredients, certificates and other information’s (Vermeir and Verbeke, 2004). Therefore, providing 
information to the consumer through in-store promotion, have shown influence in sustainable food purchases 
(Sultan et al., 2020). In contrast to the study conducted by Konuk (2019), our research aligns with the findings 
of Ditlevsen et al. (2019).  
Marketing communications have a noticeable impact on behavioural intentions, with both hedonic and 
utilitarian attitudes playing a role in mediating this effect. This discovery is quite remarkable within the realm 
of the S-O-R model and the literature on sustainable food consumption. It reveals that relying solely on 
marketing communications is insufficient to sway behavioural intentions. Instead, it is important to create a 
well-balanced communication mix that aims to elicit positive evaluations from consumers in terms of their 
hedonic and their utilitarian attitudes, ultimately leading to behavioural intentions. In contrast, behavioural 
intentions shows a evidence of partial mediation between sustainable food values and behavioural intentions 
through hedonic and utilitarian attitudes. This suggests that food values have a direct impact on behavioural 
intentions. The available research confirms that consumers' purchase intentions are influenced by food values, 
as shown in previous studies (Aertsens et al., 2009; Makatouni, 2002).  
 
MANAGERIAL IMPLICATION  
The insights from this paper can be useful for the companies indulged in sustainable food products. Firstly, it is 
important to prioritise the genuine needs of consumers when developing sustainable products. The utilitarian 
value of a sustainable product is primarily centred around its price and authenticity. Price plays a crucial role 
for consumers, as it provides them with easy access to the product. However, if the price is too high, even 
interested consumers may be unable to afford the product. In order to achieve optimal cost-efficiency without 
compromising on quality, a company must focus on screening, coordination, and integration within its supply 
chain. Our goal is to minimise labour and investor expenses, enabling us to pass on the savings to consumers. 
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This means that you can enjoy the tangible benefits of our high-quality products at affordable prices. 
Additionally, it is recommended that marketers thoroughly analyse the communication mix strategies 
considering variations in gender and location. When it comes to sustainable foods, it is important to carefully 
design communication channels to effectively convey the health-value messages. These messages can include 
promoting the health benefits, encouraging a healthy lifestyle, and emphasising the positive impact on overall 
well-being. When investing in marketing communication channels, it is crucial to carefully plan and structure 
the approach. Special consideration should be given to influencing consumers' attitudes towards both hedonic 
aspects, such as feeling good and enjoying spending money on sustainable food, as well as utilitarian aspects, 
such as ethical production methods, and environmental friendliness. These outcomes can include an increased 
desire to buy, a stronger commitment to making a purchase, and positive word-of-mouth recommendations. 
Research indicates that crafting communication messages, channel mixes, and value propositions that are 
carefully tailored to the preferences of different consumer groups can lead to positive attitudes, intentions, and 
behaviours. This is particularly relevant for male-female and urban-metro consumers. In conclusion, findings 
provide valuable insights for managers seeking to influence the behavioural intentions of those sustainable food 
consumers by the effect of marketing communication with sustainable food value.  
 
LIMITATIONS 
There are certain limitations to our research findings. It appears that regional differences were not considered 
in this study. The research was conducted in Delhi NCR India, so it does not take into account the impact of 
individuals from different countries. It is still unclear how regional differences impact consumer willingness to 
have intention, so this paper warrants further investigation. Additionally, the survey sample for this study 
primarily consists of young consumers who are more inclined to use sustainable products. This is likely 
influenced by the information they receive from various communication channels. Additionally, researchers can 
explore the option of segmenting consumers by age group for better understanding of their behavioural 
intentions. Future research can be beneficial by investigating the different communication channels or perceived 
values, and how they impact consumer demographics. When using a survey tool, it's important to be cautious 
because the findings from this type of survey (online) can be influenced by self-selection bias. This occurs when 
respondents choose whether or not to participate in the survey, which can affect the overall model estimation.  
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