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 Investigating the Impact of Market Perceptions and Cultural Norms on Sustainable
Food Consumption: Food Waste Avoidance as a Mediator in Saudi Arabia

 دراسة تأثير تصّوّرات السوق والمعايير القثافية على الاستهلاك الغذائي المستدام:
 تجّنّب هدر الطعام كمتغريّر وسيط في المملكة العربية السعودية 

مجلة العلوم الإنسانية 
دورية علمية محكمة تصدر عن جامعة حائل 

المستخلص
هدفت هذه الدراسة إلى استكشاف كيفية إرتباط الصور النمطية السوقية بالأعراف القثافية، وكيف ثيمل تجنب هدر الطعام وسيطاًً في استهلاك 
الغذاء المستدام. وسيعى هذا البحث إلى تحديد كيفية تأثير القثافة والتوجهات الفكرية على العادات الغذائية في المملكة العربية السعودية لتجنب 
هدر الطعام بشكل مستدام. تم جمع البيانات من خلال استبيانات شملت 559 مشاركاًً. وتم فحص العلاقات بين المتغيرات المختلفة مع مراعاة 
تأثير الوساطة بإستخدام نمذجة المعادلات الهيكلية )SEM(. وكشفت النتائج أن القيم القثافية تُعُد محددات رئيسية لسلوكيات تجنب هدر الطعام 
وترتبط ارتباطاًً مباشراًً وإيجابياًً بالعادات الاستهلاكية الخضراء. بالإضافة إلى ذلك، سيهم وضع علامات الجودة بشكل كبير في تجنب هدر الطعام 
والنمــو المســتدام في الاســتهلاك. وكذلــك تــشير نتائــج هــذه الدراســة إلى ضــرورة النظــر إلى تجنــب هــدر الطعــام والاســتدامة في الاســتهلاك الغذائــي في 
فََّحيُحــز بشــكل أفضــل مــن خلال  إطــار الســياق القثــافي عنــد تصميــم التــدخلات الغذائيــة. ووفقــاًً لنتائــج البحــث الحالي، فــإن الســلوك المســؤول للأفــراد 
وجود علامات منتج واضحة وذات جودة. ويتمثل إسهام هذه الدراسة في الأدبيات الحالية من خلال دمج القثافة، والتوجهات السوقية، وتجنب 

هدر الطعام ضمن إطار واحد للاستهلاك الغذائي المستدام في المملكة العربية السعودية.
الكلمات المفتاحية: القيم القثافية، تجنب هدر الطعام، الاستهلاك المستدام، جودة الملصق. 

Abstract
The purpose of this study is to explore the connection between market stereotyping and cultural norms, with 
food waste avoidance acting as a mediator in sustainable food consumption. The objective of the current 
research is to recognize how culture and perceptions affect food habits in Saudi Arabia to avoid food waste 
sustainably. Data were gathered through questionnaire surveys and included 559 participants. Individuals’ 
relationships according to various structures were viewed regarding mediation effects using the SEM. The 
analysis found that cultural values are determinants of food waste avoidance behaviors and have direct and 
positive correlations with green food consumption. In addition, quality marking contributes significantly to 
food waste avoidance and sustainable consumption growth. The findings of this study indicate that food waste 
avoidance and sustainability in food intake must be viewed in the context of food culture interventions. Ac-
cording to the current research findings, responsible behavior by individuals is better driven by clear and 
high-quality product markings. The current study contributes to the literature by combining culture, market 
perceptions, and food waste avoidance in one sustainable food intake structure in Saudi Arabia.

 Keywords: Cultural Values, Food Waste Avoidance, Sustainable Consumption, Quality Labelling.
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Introduction:

The general trends in food consumption across 
the world are evolving rapidly, with more empha-
sis on sustainability and sustainability impact. In 
Saudi Arabia, cultural and societal practices have 
led to food wastage; hence, food sustainability is a 
challenge (Moraes et al., 2021). The amount of food 
waste is very high in Saudi Arabia, and food is rou-
tinely thrown away during national religious and cul-
tural celebrations (Redlingshöfer et al., 2020). The 
interitude of culture, market, and food waste is the 
avenue and dare to come up with sustainable food 
consumption patterns. 

Another vital factor in consumer preference is 
quality marking. According to research evidence, 
food quality certificates and food marking are among 
the priority areas in food purchasing decisions in Sau-
di Arabia (Slorach et al., 2020). Marking can be used 
to authenticate food safety, nutrition, and sustainabil-
ity; however, it affects food intake habits (Berjan et 
al., 2022). Nonetheless, the quality marking effect on 
waste reduction regarding food waste and consump-
tion of pro-environment food is lacking. 

Consumer perceptions regarding marketing are 
known as awareness, attitudes, and beliefs, which are 
influenced by marketing campaigns such as adver-
tising, labelling, branding, and promoting sustain-
able food products. These images affect consumer 
opinions and buying habits. In Saudi Arabia, cultural 
and religious principles dictate the consumption of 
food, as hospitality principles promote excess food 
production, which tends to lead to wastage (Williams 
et al., 2020). The effects of marketing interventions 
on cultural norms should be understood to develop 
effective interventions. Concerns about traditional 
values contribute to resourcefulness and caution, 
yet food waste is on the rise (Moshtaghian et al., 
2021). It is important to highlight that the interac-
tion between marketing beliefs and the environment 
of cultural practices is complicated in the formation 
of consumer behavior. The reduction of food waste 
generated within the environment is crucial for the 
development of green consumption behavior. 

Direct action in terms of warehousing food 
waste reduction has been identified as directly bene-
fiting green consumption (Garske et al., 2020). Most 
operational changes that can ensure sustainability 
goals include food intake frequency, purchase pat-
terns, and meal proportions (Tanveer et al., 2021). 
Nonetheless, these tendencies are mainly fed by the 
market and society. 

The GCC sustainability goal in Saudi Arabia 
is geared towards sustainable construction of food 

security and waste. Government regulations have 
started to focus on education, green branding, and 
incentives to generate sustainable purchasing behav-
ior (Scalvedi and Rossi, 2021). Nevertheless, there is 
some evidence that leaves one with the opinion that 
there remains a considerable portion of the popula-
tion that is unaware of the impact of food waste and 
its purchasing habits on the environment at large. It 
is vital to overcome such knowledge gaps to ensure 
sustainability in the future.

Other regions have successfully utilized mar-
ket-oriented strategies, including sustainability certi-
fication and eco-labelling, to influence food choices 
towards sustainability. Whether such strategies will 
hold in Saudi Arabia is unknown, but in view of 
market culture and economic perceptions (Stancu & 
Lähteenmäki, 2022). These determinants may assist 
policymakers and businesses in establishing success-
ful attitude-change strategies to bring about change.

As awareness of food sustainability rises in 
most countries worldwide, food waste remains an 
issue in the Kingdom of Saudi Arabia, influenced 
by cultural practices and market consumption. The 
misuse of resources in the country is extremely high, 
which is contrary to its religious and social beliefs 
(Read and Muth, 2021). Although the concept of 
quality labelling is meant to help consumers make 
purchase decisions, it is less clear whether it helps 
them minimize food waste and reduces a lapse in 
sustainable consumption. Moreover, the culture of 
being kind and hospitable that compels individuals to 
pay more than is required to put food on the table also 
contributes to wasteful acts. With regard to the Sau-
di market, minimal studies have been conducted on 
the relevance of food waste avoidance towards the 
re reckoning of environmentally friendly consum-
er behavior. This study aims to address this gap by 
exploring the impact of quality labeling and culture 
on food consumption and the opportunities to aid in 
waste prevention. 

This study dwells upon the complexity of the 
relationship between market and cultural factors and 
sustainable commercial food use in Saudi Arabia 
through the prism of food waste dodging. The aim 
of the study was to determine the extent of quality 
labelling in food consumption based on environ-
mental sustainability and whether the credibility 
and visibility of the labelling will influence licensed 
food products on the consumption choices made by 
the consumer (Jribi et al., 2020). In this study, the 
contribution of cultural values to the realization of 
food waste avoidance behavior in Saudi Arabia is 
examined due to the prevalent and strongly estab-
lished hospitality conceptions, which may facilitate 
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overpurchase and food waste. This study aimed to 
determine whether food waste avoidance is an in-
termediate point of cultural values, quality labelling, 
and sustainable food consumption. This study also 
aimed to determine consumer perception of food 
product labelling and its role in responsible buying. 
Above all, this study aims to recommend measures 
that would enhance sustainability by embracing food 
waste mitigation in unity with Saudi Arabia’s Vision 
2030 of an ecologically friendly society.

Problem Statement:

In Saudi Arabia, the problem of food waste is 
a key issue of sustainability, even though evidence 
of environmentally friendly consumption is growing 
globally. According to recent statistics, the level of 
food waste on a per-capita basis in Saudi Arabia is 
among the highest in the world, and it is estimated to 
be approximately 427 kg per individual per year (Sau-
di Grains Organization, 2022). This topic is further 
aggravated by the robust cultural hospitality customs, 
liberal food preparation, and social gathering expecta-
tions and norms, which usually promote showcasing 
abundance as a demonstration of respect and generos-
ity. Meanwhile, food marketing strategies (and, more 
specifically, the marketing strategies involving persua-
sive emotional appeals and other promotional indica-
tors) may unintentionally increase over-purchasing be-
havior and create an even stronger disconnect between 
the awareness of sustainability and the true behavior 
of a consumer. Therefore, there is an urgent need to 
understand the effects of cultural norms, advertising 
effects, and consumers’ mental models on food waste 
patterns in Saudi Arabia.

Despite the extensive scholarly studies on sus-
tainable consumption and mitigation of food waste 
management globally, the research gap in sustainable 
consumption has been largely overlooked in Saudi 
Arabia, and there is a lack of literature on the inter-
play between cultural values and marketing forces. 
Research which has been conducted on this issue has 
concentrated mostly on general opinions about sus-
tainability, and little is said about the impact of the cul-
tural habits of generosity, social status, and hospitality 
on food purchase and food discard choices. Addition-
ally, the existing literature does not possess an accurate 
conceptualization of how marketing instruments, such 
as eco-labelling, quality certification, or promotional 
framing, can interact with ingrained cultural anticipa-
tions. According to Benyam et al. (2021), the existing 
literature does not reflect the cultural dynamics of the 
region that support sustainable food behaviors. This 
oversight hinders scholars’ knowledge and prevents 
the creation of effective and culturally specific sustain-
ability intervention measures.

Given these gaps, it is crucial to explore how 
the association between cultural values, quality label-
ling, and sustainable food consumption in Saudi Ara-
bia can be mediated by food waste avoidance behav-
iors. This complex may be evidence-based to inform 
food producers and marketers who want to market 
sustainable decisions in the most culturally sensi-
tive way possible. An example is determining the 
eco-label characteristics that can effectively motivate 
waste-averse consumers to purchase products so that 
more effective labelling and certification systems can 
be created to assist the Saudi market (Williams et al., 
2020). Moreover, the results will be applicable to the 
national policy direction associated with Saudi Vi-
sion 2030, which focuses on decreasing food waste 
and enhancing the effective use of resources (Zamri 
et al., 2020). In general, this study not only provides 
an important scholarly gap but also offers an input to 
the issue of global sustainability, since the research 
has provided approaches that help decrease the re-
sources, reduce greenhouse gas emissions, and aid in 
protecting the environment in the long term..

Research Gap:

The research problem is now clearly stated; 
however, it needs to be made stronger by adding em-
pirical statistics to prove how big and urgent the prob-
lem of unsustainable food consumption and waste is 
on the national and international levels in Saudi Ara-
bia. Providing quantitative data, such as estimations 
of the amount of food wasted at the national level 
or measures of consumer behavior, will put the issue 
in perspective and support its practical importance. 
In addition, a separate section describing the gap in 
previous studies is necessary to define the scholarly 
contribution of the study. This gap highlights the lim-
ited focus on culturally motivated factors of sustain-
able food consumption in Middle Eastern contexts, 
the under-researched mediating role of food waste 
avoidance, and the poor application of established 
theories of behavior in past studies. Such inclusion 
would make the study more rigorous, clear, and aca-
demically positioned.

Significance:

This study is valuable as it assists in identifying 
the association between marketing and culture with 
sustainability, the three main factors that empower 
consumer choices in Saudi Arabia. This type of study 
provides a good model that marketers, policymakers, 
or people who have an interest in the sustainability of 
the world can utilize to build or create fruitful cam-
paigns because it assists in realizing that the avoid-
ance of food waste can be viewed as a mediator. This 
study will also help bridge the gap in the local litera-
ture on sustainability consumption in Gulf countries, 
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where tradition shapes food preferences. In addition, 
the findings will aid the industry in re-engineering 
the marketing process and integrating the concept of 
sustainability without frightening customers to do so. 
When modified marketing messages are perceived 
as moderation and gratitude endorsed by that culture, 
the success of public campaigns and greater business 
choices will be promoted through such messages. This 
study will facilitate the increase of Saudi Arabia in the 
2030 vision by dispersing sustainable mindsets linked 
to the Saudi spirit and clever customer selections.

Research Questions:

The research questions are as follows:

•	 To explore the impact of quality labelling on 
environmentally friendly food consumption.

•	 To explore the impact of cultural values on en-
vironmentally friendly food consumption.

•	 To determine the mediating role of food waste 
avoidance in the relationship between quality 
labelling and environmentally friendly food 
consumption.

•	 To determine the mediating role of food waste 
avoidance in the relationship between cultural 
values and environmentally friendly food con-
sumption.

Literature Review:

Conceptual Grounding:

The current study is supported by the Theory 
of Planned Behavior (TPB), which postulates that 
attitudes, subjective norms, and perceived behavioral 
control influence the intentions and real behaviors of 
individuals. Quality labelling should be recognized 
as an attitudinal antecedent in the context of environ-
mentally friendly food consumption because it offers 
plausible information on environmental benefits, 
production standards, and safety assurance (Benyam 
et al., 2021). The perception that consumers have 
about eco-labels and quality certifications leads them 
to develop a better positive belief in products that are 
sustainable, improving their intentions to buy them 
(Zamri et al., 2020). Therefore, the TPB provides 
the conceptual rationale that labeling cues reinforce 
pro-environmental attitudes, which agrees with the 
first research question.

To enhance the cultural aspect, the structure in-
corporates the Cultural Values Theory and Value-Be-
lief-Norm (VBN) Theory. Culturally specific values, 
that is, social responsibility, modesty, stewardship, 
and respect towards resources, are directly applied 
in collectivist settings such as Saudi Arabia, which, 
according to the values, shape subjective norms and 

personal moral imperatives for sustainability (An-
nosi et al., 2021). The VBN postulates that people 
with good internal environmental or moral values are 
predisposed to believe in pro-environmental beliefs 
and adhere to their own norms, which they use to 
make sustainable food selections (Nicastro and Car-
illo, 2021). Hence, cultural values not only influence 
societal demands but also mobilize moral standards 
that promote environment-friendly consumption and 
offer a theoretical conceptualization of the second re-
search question.

The mediating factor of food waste avoidance 
is supported by TPB and VBN. The TPB considers 
food waste avoidance as a behavioral intention that 
moderates the impact of attitudes and norms on ac-
tual sustainable behavior (Messner et al., 2021). As 
quality labelling contributes to the improved value 
and significance of food to the environment, con-
sumers will have less reason to discard food, which 
contributes to the implementation of sustainability 
in the broad sense of the word (Aldaco et al., 2020). 
Equally, VBN emphasizes that cultural and moral 
beliefs against waste trigger responsible behavior, so 
waste avoidance is paramount because cultural val-
ues affect the contribution of sustainable food pref-
erences. Thus, to some extent, avoiding food waste 
becomes a viable behavior channel that bridges both 
quality labelling and cultural values to green food 
consumption, as per the last two research questions.

Theoretical Support for the Variables and 
Their Determinants:

Quality labelling is a significant attitudinal an-
tecedent that presents plausible information about 
environmental safety, production integrity, and sus-
tainability advantages (Benyam et al., 2021). Previ-
ous findings have shown that eco-labels play a huge 
role in consumers’ perception of trust, product value, 
ethical standards, and environmental responsibility 
(Deliana, 2022; Grunert et al., 2014). Where labels 
are a clear indication of sustainability attributes, they 
reinforce positive beliefs, perceived behavioral con-
trol, and, thus, intentions to buy green food (Zamri et 
al., 2020; Testa et al., 2020). 

Sustainability practices are largely influenced 
by cultural values, particularly in collectivist cultures 
such as Saudi Arabia. There is a large body of so-
cial norms and practices connected with modesty, 
collective responsibility, hospitality, and stewardship 
that shape consumption patterns in households, pref-
erences formed, and waste behaviors (Annosi et al., 
2021). Scholarly studies within similar cultural con-
texts indicate that conformity to societal demands, 
ethical responsibility, and sustainable consumption 
are motivated by cultural values (Nicastro and Caril-
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lo, 2021; Al-Jubair and Nguyen, 2022). According to 
the VBN framework, internalized values are activat-
ed, and pro-environmental beliefs trigger responsible 
consumption decisions. 

Both TPB and VBN understand the avoidance 
of food waste as a behavioral process that depends on 
attitudes, cultural norms, and moral beliefs. Within 
the framework of TPB, waste avoidance is involved 
in terms of the change in the nature of intention and 
behavior: once people value sustainability and trust 
information on eco-labels, they are less prone to dis-
card food and more predisposed to responsible con-
sumption (Messner et al., 2021; Stancu et al., 2016). 
Similarly, VBN proposes that cultural and ethical 
values that oppose waste give rise to personal reg-
ulations that uphold responsible food management, 
portion control, and effective intake (Aldaco et al., 
2020; Hansmann et al., 2020). Thus, the behavioral 
pathway between cultural values, quality labelling, 
and green food consumption is waste avoidance. 

Quality Labelling:

Food industry labelling is a pertinent device that 
helps consumers make choices. Quality labelling can 
emphasize the aspects of food safety, nutrition, and 
sustainability, and hence, helps make informed deci-
sions (Zamri et al., 2020). The essence of part of the 
labelling, such as organic, fair trade, or eco-friendly, 
will lead the business towards what consumers be-
lieve is an improvement in the quality of the services 
and goods offered and responsible behavior in rela-
tion to the environment. Quality labelling could be an 
emerging issue that shapes food consumption in Sau-
di Arabia, as people are becoming more concerned 
with environmental and other health-related issues 
(Benyam et al., 2021). However, there is growing 
ignorance among consumers regarding whether the 
labels are valid; hence, consumers do not feel confi-
dent about the way they establish policies. 

The relationship between quality labeling and 
consumer purchasing behavior is necessary. Custom-
ers turn to the use of quality labels to have evidence 
of the genuineness and worth of a product, especially 
when there is a lack of uniformity in imposing reg-
ulations, which can be disorienting to a significant 
proportion of the population (Annosi et al., 2021). 
For example, the Vision 2030 intervention in Saudi 
Arabia has attempted to enhance the quality of food 
labeling to meet international standards (Attiq et al., 
2021). Nevertheless, the literature proves that con-
sumer trust is not imminent because the knowledge 
that there are still some labels that are a mere mar-
keting trick with no underlying signal, substance, or 
sustainability does not positively reflect (Vermeir et 
al., 2020). 

In this case, compliance and transformation of 
consumer education must be followed to formulate 
a quality claim. Consumer education and awareness 
are incapable of quality labelling. The labels help to 
simplify and make purchasing an easier process, but 
the research has proven that a staggering number of 
Saudi Arabian consumers find it hard to obtain the 
required information with the help of the packages 
(Nicastro and Carillo, 2021). Most of these environ-
mental certifications, such as carbon footprint label-
ling and eco-labels, are not fully understood, leading 
to low or no sustainable food intake. This implies that 
some consumers are not influenced by these labels, 
leading them to modify their purchasing patterns. 

Another aspect of quality labelling is the read-
iness of consumers to spend money on eco-labelled 
products. Saudi Arabian customers are willing to pay 
more to eat organically and have items with sustain-
able labeling because of their confidence in the le-
gitimacy of the labels (Brennan and Browne, 2021). 
However, price sensitivity remains a challenge, par-
ticularly when engaging middle- and low-income 
consumers who prefer to use cheap goods instead 
of staying sustainable (van Geffen et al., 2020). This 
shows that consumer intention is not related to con-
sumer action; therefore, there is a need to create fi-
nancial incentives or subsidies to help make better 
decisions regarding environmentally friendly food 
choices. 

In addition, quality labelling is enhanced by 
marketing and branding, which will always remain 
a component of any business. Producers and sellers 
value food labels as an influential marketing strategy 
that allows them to attract the attention of pro-sus-
tainability consumers (Pocol et al., 2020). In Saudi 
Arabia, there has been an increase in the number of 
local food makers pursuing halal labels and organic 
certificates to maximize the opportunity to sell their 
independent products in the market. Research has 
also shown that deceptive or vague labels that are 
improperly designed may result in losing customer 
trust; therefore, the necessity of restrictive rules that 
imply credibility in the system of labelling should be 
achieved and preserved (Amicarelli et al., 2021).

Digital background food labelling has gener-
ated new opportunities for reaching consumers. QR 
codes in combination with blockchain technology 
are applied to food packages to achieve sophisticated 
traceability of the food origin source, business striv-
ing to become sustainable, or ethically source food 
products (Aldaco et al., 2020). This is because such 
technological innovations can inform consumers to 
make better choices in Saudi Arabia, which is be-
coming increasingly digitally literate (Filimonau et 
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al. 2021). The issue of accessibility and digital divide, 
in its turn, must be solved to offer possible fixes that 
will allow all consumers to access these inventions.

Cultural Values:

Cultural values significantly impact food con-
sumption, and Saudi Arabia is one of the countries 
in which cultural practices, socio-religious elements, 
and additional norms define eating patterns (Huang 
et al., 2020). There is a two-sided sword in the min-
gling of cultural preservation and sustainability to 
deal with environmentally friendly food consump-
tion (Lins et al., 2021). The high levels of food waste 
in Saudi Arabia can be enhanced by conspicuous cul-
tural values such as an emphasis on hospitality and 
kindness combined with the prodigality of meal por-
tions and preparation of overeats; the cultural norms 
of such social values contribute to social integration 
and unification (Messner et al., 2021). All these fac-
tors make it difficult to ensure that successful sus-
tainability policies for reducing food waste will be 
effective in this part of the world.

Moderation, resourcefulness, and food ethics 
are the central precepts of Islamic teachings. Islam 
encourages followers to refrain from wastefulness 
and consume food responsibly (Amicarelli et al., 
2022). However, the reality is different, as there is 
a gap between religious beliefs and actual practices, 
and food waste is commonplace among Saudi fam-
ilies (van Geffen et al., 2020). Thus, it becomes ev-
ident that religious teachings are often undermined 
by societal norms and culture. Therefore, purposeful 
policy frameworks intended to merge sustainability 
and religion for better behavioral change are neces-
sary.

Food consumption is also influenced by famil-
ial and social relationships. Within Saudi families, 
dietary selections are often made by family patri-
archs or matriarchs, who tend to observe the cultural 
practices of large portions and feasting (Amicarelli 
et al., 2022). These and other practices make it dif-
ficult for older people to shift towards more sustain-
able dietary practices. In contrast, younger Saudis 
have started to embrace more sustainable ways of 
consumption due to the effects of globalization and 
social media, which suggests an attitude change to-
wards sustainability and food waste among the new 
generation (Vittuari et al., 2023).

Additionally, affluence changes cultural at-
titudes toward food consumption. Food overcon-
sumption contributes to wasteful behavior because 
Saudi Arabia is a high-income country with a food 
surplus due to the resources it possesses (Conrad & 
Blackstone, 2021). More affluent individuals tend to 

waste food more elaborately than lower-income fam-
ilies, who display less wasteful consumption patterns 
(Ciccullo et al., 2021). This emphasizes the necessity 
of educating people on the need to reduce food waste 
as a humanitarian and environmental issue, regard-
less of their social status.

Public Awareness campaigns portray sustain-
ability as a collective responsibility rather than an 
individual effort. Attitude shifts have occurred as a 
result of this thinking; thus, programs that include 
religious leaders, community influencers, and edu-
cational institutions to discuss sustainability work 
towards helping people build a stronger community 
that supports the four pillars of sustainability (Rasool 
et al., 2021).

The blending of global food culture into the 
Saudi culture further affects consumption patterns. 
The availability of Western food, fast food, and pro-
cessed foods, and the increased consumption of these 
foods, have led to higher changes in eating patterns, 
which are sometimes detrimental to sustainable food 
practices (Reisch et al., 2021). The most difficult 
challenge is addressing the need for cultural pres-
ervation while achieving sustainable development 
goals. Restoring the use of minimally processed lo-
cal and seasonal foods is important for safeguarding 
health and environmental concerns.

Food Waste Avoidance:

Food waste avoidance will be critical in attain-
ing the required sustainability in food consumption 
in a country like Saudi Arabia, where food waste 
levels are worrying. As the population and the level 
of economic development opened new possibilities, 
the changes in the food consumption pattern over 
the years have been noted to have as a result of that, 
drastically augmented the extent of food waste be-
ing generated at both the business and home seg-
ments (De Laurentiis et al., 2020). The findings 
show that food disposals are caused by structural 
norms and economic factors, in addition to a lack 
of information on the impact of food disposals on 
the environment (Chen et al., 2020). The social and 
religious traditions of Saudi Arabia attribute surplus 
unused food as an excellent characteristic and el-
ement of social courtesy that leads to immoderate 
consumption. Further, according to Islam, which 
promotes the use of food in large amounts, it should 
be pointed out that Islam condemns extravagance 
and excess spending above the level of necessity 
or suggestions strongly and demands moderation 
when accessible resources are used (Rasool et al., 
2021). Thus, there appears to be an ongoing fight in 
the country when it comes to determining the ratio 
between the expectations of the culture and the reli-
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gious angle, and therefore, the phenomenon of food 
waste mitigation becomes a complicated issue. 

There are some positive proactive governmen-
tal inputs and programs in Saudi Arabia, as it has 
been observed that the policies of Saudi Arabia are 
guided by search initiatives into food waste manage-
ment policies. Sustainable consumption and waste 
reduction have been enforced by law, and campaigns 
have been carried out by the Saudi government as 
part of Vision 2030 (De Laurentiis et al., 2020). A 
highly required new direction is the food waste pro-
gram to teach consumers about sustainable actions, 
meal scheduling, portion control, food preservation, 
and cleaning (Al-Obadi et al., 2022). Moreover, a 
structural strategy involving the submission of a few 
policies, including food labels, to identify the expiry 
date and differentiate between best before and use by 
dates helped to avoid food waste (Kim et al., 2020). 
These are proactive efforts that lead towards the aim 
of the government to change the acquired perception 
of consumption by the people. 

Education and awareness are critical for ad-
dressing food wastage. Similarly, Rasool et al. 
(2021) confirmed that a considerable number of Sau-
di households lack adequate knowledge about food 
storage methods, a factor that contributes to the con-
siderable issue of food wastage in the household. Be-
havioral changes will occur more in people regarding 
food waste through educational campaigns that out-
line the economic and environmental consequences 
of food waste (Luu, 2020). In addition, social media 
and other online activism about food sustainability 
have increased, contributing to the reduction of food 
waste (Filimonau et al., 2023). Digital outreach can 
be used by the Saudi government and sustainability 
organizations to highlight and communicate the right 
food management practices to a larger population.

Culture is critical in dictating how human be-
ings consume and use food, in some cases opposing 
efforts to reduce industrial wastage. In Saudi Ara-
bia, social, religious, and family events tend to be 
accompanied by collective meals and large portions 
of food (Bigdeloo et al., 2021). Social relations are 
solidified with these practices, which lead to mas-
sive over-eating. The literature has mentioned that 
cultural norms and practices do not provide an ad-
equate sustainability approach to food, including 
how the declining of food offerings or the setting 
of the amount of food to be served can be perceived 
as rude (Martin-Rios et al., 2020). To address this 
issue, other sustainability advocates have proposed 
how food surplus, particularly overcapacity, can be 
used by people after events by people who can ben-
efit and enjoy it rather than disposing of it, which 

is another sustainability strategy (de Los Mozos et 
al., 2020). 

Food waste can be prevented using technolog-
ical and digital innovations. In Saudi Arabia, mo-
bile applications that can assist with food-related 
donations and redistribution, such as restaurant-to-
food banks, are popular (Coderoni & Perito, 2020). 
Furthermore, technological advancements in food 
packaging, including intelligent labels with QR 
codes, allow the retrieval of real-time data on the 
freshness of fruits and vegetables, minimizing food 
waste (Kattiyapornpongpong et al., 2023). Even su-
permarkets and grocery chains have embarked on 
new pricing methods, whereby goods nearing ex-
piration are given lower prices to use them before 
expiring (Mak et al., 2020). These measures align 
with the goals of the digital transformation of Sau-
di Arabia and are considered effective methods for 
combating food waste at the consumer, retail, and 
commercial levels. 

Some factors that contribute to avoiding food 
waste include economic factors. As has been de-
termined, better-off individuals in Saudi Arabia 
consume more food than poorer families begin to 
consume less food because of their resources and, 
thereby, are often not inclined towards mindful con-
sumption (Messner et al. 2020). They have more 
income, which allows families with higher status 
to buy more food than they need because of ad-
vertising and convenience shopping (Elshaer et al., 
2021). Likewise, consumers with limited budgets 
have opted to budget and plan their meals, buy in 
large quantities, and store their food in ways that 
would improve the shelf life of their foods (Giorda-
no et al., 2020). Reducing food waste in the house-
holds of high-income earners is an issue of behav-
ior change intervention, whereby the consumer can 
receive a reward upon minimizing waste or taxing 
food waste.

The current literature on sustainable food con-
sumption and food waste prevention contains useful 
information; however, a significant number of stud-
ies predominantly concern Western or developed 
country settings. As Saudi Arabia and the GCC re-
gion have a unique cultural, economic, and regula-
tory environment, it is vital to place these findings 
in perspective to comprehend the nature of how and 
why they may or may not be applicable to the lo-
cal situation. The next table presents the main stud-
ies related to sustainable food behaviors that can be 
discussed in terms of their significance and their 
outcomes. The synthesis explains why it is vital to 
conduct region-based studies on cultural peculiarities 
and consumer behaviors within this region.
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Hypotheses Development:

Quality labelling is a critical element that im-
pacts consumer behavior and raises concerns regard-
ing product safety, sustainability, and environmental 
impact. Consumers tend to purchase more green la-
belled food products if they consider quality labels to 
be true and trustworthy (Bajželj et al., 2020). Labels 
such as organic, “Organic,” “eco-friendly,” “car-
bon-neutral,” and “fair trade” are important in driving 
consumers towards more sustainable purchasing de-
cisions (Teoh et al., 2022). In Saudi Arabia, there has 
been a paradigm shift in food labelling regulations in 
the recent past to be on par with global sustainability 
regulations, indicative of the rising consciousness of 
economically responsible consumption (Lehtokun-
nas et al., 2022).

Consumers’ purchasing decisions largely rely 
on trust in quality certification. Studies have shown 
that consumers who trust sustainability certifi-
cates to a greater degree have a greater preference 
for green-labelled food than for conventional food 
(Teigiserova et al., 2020). However, there is always 
some deficiency in trust in authenticity claims and 
in emerging markets, where enforcement by reg-
ulators is still in development. In Saudi Arabia, the 
Saudi Food and Drug Authority (SFDA) has been 
facilitating food labelling, claiming that eco-friendli-
ness is subject to strict regulations meant to enhance 
consumer trust (Aydin & Yildirim, 2021). Strict dis-
closure and verifiability systems may theoretically 
maximize the effect of quality labelling on green 
consumption. 

Consumer education is crucial for ensuring suf-
ficient quality product marking. Research has shown 
that consumers who have acquired food label-read-
ing and interpretation skills buy food considering the 
environment ( Huang et al., 2021). However, the lack 
of sustainability marking and labelling convention 
understanding constrains such marking to have an 
impact on purchasing behavior (Skaf et al., 2021). 
Public education and events in Saudi Arabia, through 

food sustainability, have the potential to fill such gaps 
and are quality markers among effective tools for 
green purchasing. 

Price sensitivity is an important barrier to the 
consumption of eco-label products. Studies have 
shown that while some consumers value sustainabili-
ty, they are averse to paying extra for a product unless 
it seems to provide them with value (de Sadeleer et 
al., 2020). In Saudi Arabia, the same logic applies, 
and cost incentives, such as subsidies for organic or 
sustainably produced foods, can drive the consump-
tion of eco-labelled products (Aguirre Sánchez et al., 
2021). Given these considerations, this study posits 
that quality labelling has a positive and significant re-
lationship with eco-friendly food consumption.

H1: Quality labelling positively impacts envi-
ronmentally friendly food consumption. 

The intersection of culture and food intake is 
particularly dominant in societies where traditions, 
social norms, and religion predetermine the ways 
people live. For example, in Saudi Arabia, situated 
in the center of the Arabian Peninsula, the cultural 
aspect of hospitality plays a huge role in food con-
sumption (Boschini et al., 2020). These cultural val-
ues enhance social cohesion; however, they also lead 
to excess consumption, especially in food prepara-
tion and waste disposal. However, sustainability ef-
forts could use local practices as a base (Luu, 2020). 

In all its aspects, Islam greatly values modera-
tion and not wastefulness (Israf). During the religious 
teachings of Islam, the Quran, and the Hadith, the 
concepts of consumption, resource utilization, and 
wastage are given importance (Rasool et al., 2021). 
Regardless of these teachings, studies have described 
a disconnection between beliefs and actual consumer 
behavior, as large portions of food have been wasted 
by Saudi households (Bajželj et al., 2020). The use 
of campaigns that can make faith-based institutions 
more sustainable will facilitate more environmental-
ly friendly arrangements that will enable consumers 
to recharge the inadequacies of such loopholes. 
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Altering systems of cultural values also influ-
ence food consumption behavior. Saudi Arabians of 
older generations appear to have traditional food hab-
its, which involve high consumption, but young con-
sumers are adopting sustainability habits (Al-Obadi 
et al., 2022). The introduction of social media and 
digital platforms has radically altered the dietary 
preferences of the younger generation and enhanced 
the consciousness towards sustenance, plant-based 
foods, locally produced food items, and less food 
waste (Zamri et al., 2020). This shift in generation 
foreshadows the fact that cultural values are under-
going adjustment and, therefore, afford the introduc-
tion of sustainability initiatives to be assimilated into 
shifting customer demands. 

Food consumption habits in Saudi Arabia are 
influenced by economic prosperity and social ju-
risdiction. Research has revealed that a substantial 
proportion of families with high incomes are fond 
of food waste due to over-buying and shopping (At-
tiq et al., 2021). In general, lower income levels are 
more prone to being more sustainable through the 
application of resourceful sustainable food manage-
ment strategies (Pocol et al., 2020). These findings 
can give policymakers and the businesses opportu-
nities to customize interventions to be used with the 
wealthier consumers in order to be able to accom-
plish the goal of attaining green consumption. On 
these grounds, this study assumes that the environ-
mentally friendly consumption of food is greatly and 
positively affected by cultural values.

H2: Cultural values have a significant positive 
impact on environmentally friendly food consump-
tion.

The endeavor to avoid food waste emerges as 
an important mediator of the interaction between 
quality labelling and sustainable food consumption 
practices. More informed consumers are likely to 
exhibit behaviors such as mindful purchasing, por-
tioning, and food storage activities that contribute to 
reducing food waste (Read & Muth, 2021). Research 
has shown that eco-labels increase the likelihood 
of sustainability marketing messages being issued, 
which has the potential to modify consumers’ atti-
tudes towards waste reduction (Aydin & Yildirim, 
2021). Unfortunately, in Saudi Arabia, food waste is 
a persistent challenge that can be alleviated through 
enhanced food labelling standards that help educate 
consumers in choosing products that minimize waste 
(Scalvedi & Rossi, 2021).

Consumer awareness and trust in quality labels 
are determinants of food waste avoidance. Eco-la-
belled products guided by a sense of credibility 
should increase effortful waste-directed actions, in-

cluding meal planning and prioritization of products 
that boast sustainable packaging (Stancu & Lähteen-
mäki, 2022). The main problem is that vague or mis-
leading information is always the order of the day in 
the identified labels. Consumers are highly unlikely 
to practice waste reduction if they do not understand 
the sustainability information provided. Improving 
the effectiveness of sustainability claims could im-
prove the marketing and legislative environment of 
quality labelling, particularly in reducing food waste 
(I. Y. Huang et al., 2021).

The use of QR codes and smart labels on food 
products facilitates waste elimination and improves 
food traceability (Jribi et al., 2020). These innova-
tions allow consumers to determine the freshness of 
their food products and how they should be stored, 
thus minimizing the chances of disposing of them 
too early and reducing food waste. In Saudi Ara-
bia, the incorporation of these digital tools into food 
packaging modernizes the food labelling system and 
can enhance the relationship between quality labels 
and food waste reduction to promote more sustain-
able consumption. Thus, this study proposes the 
hypothesis that the avoidance of food waste acts as 
a significant mediator in the relationship between 
quality food labelling and the consumption of food 
products in a pro-environmentally friendly manner.

H3: Food waste avoidance significantly medi-
ates the relationship between quality labelling and 
environmentally friendly food consumption.

The prevention of food waste serves as a me-
diator between cultural values and sustainable food 
consumption because it transforms deep-seated 
traditions and religious values into actions. In prior 
conversations, Islamic social norms have laid down 
strict measures against wastefulness, but the rituals 
of hospitality and the culture of plenty have led to 
profligate food waste instead (Aldaco et al., 2020). 
By reframing waste prevention as a measure with 
cultural and religious merits, advocates of sustain-
ability can reconcile deep-seated cultural values with 
environmentally friendly food practices (Van Geffen 
et al., 2020).

Studies have shown that community-based 
strategies, such as food donation and other publicity 
activities, serve as good motivators for reducing food 
waste (Garske et al., 2020). In Saudi Arabia, it has 
been culturally accepted that the activity of feeding 
excess food to the needy is a good initiative; there-
fore, it was easy to market this issue, demonstrating 
that sustainability can be incorporated into existing 
practices within the boundaries of the cultural frame-
work (Tanveer et al., 2021).
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Generational shifts also affect these relation-
ships. Younger consumers are continuously exposed 
to sustainability movements; as a result, they are 
inclined to adopt food waste reduction strategies 
(Huang et al., 2021). As digital interaction is increas-
ingly integrated into consumer practices, creating 
and utilizing technology-based interventions for food 
redistribution, particularly mobile applications, in-
creases food waste avoidance efforts in sociocultural 

values and sustainable consumption (Rasool et al., 
2021). Based on this information, this study proves 
that food waste avoidance is a significant mediator of 
the relationship between cultural values and environ-
mentally sustainable consumption.

H4: Food waste avoidance significantly medi-
ates the relationship between cultural values and en-
vironmentally friendly food consumption.

Methodology:

This is an explanatory study because the aim 
of the study was to establish the connection between 
quality labelling, cultural factors, the prevention of 
food waste, and the consumption of environmental-
ly friendly foods. The direct and indirect links of the 
variables made the measurement difficult; therefore, 
an explanatory research design was chosen (Pearl-
son et al., 2019). This study developed associations 
according to the literature available and tested them 
with the help of empirical evidence. The gathered 
data were from 559 Saudi citizens. Convenience 
sampling was selected because of the ease of access 
to the sampled respondents and a sample of various 
consumer views (Etikan, 2016). This technique was 
particularly useful in Saudi Arabia, where respon-
dents were not inclined to participate in market and 
academic questionnaires via the Internet. 

To ensure consistency, objectivity, and accu-
racy of the data, a standardized questionnaire was 
developed for use in the surveys. Self-administered 
surveys play a critical role in consumer behavior, atti-
tude measurement, product perception, and purchase 
activities (Hair et al., 2020). The questionnaire began 
with personal questions to provide information on 
the background of the respondent. Base questions 
were used to measure each variable using validated 

measurement instruments for Saudi Arabia.

The perception of quality labeling was studied 
using four questions that were created based on past 
research on food labeling perceptions among con-
sumers (Żakowska et al., 2019). The cultural values 
questionnaire included three questions borrowed 
from the food culture and food consumption litera-
ture (Al-Qahtani and Hussein, 2023). The given me-
diating variable, food waste avoidance, was assessed 
with the help of three questions borrowed or adapted 
to prior research on food waste attitudes (Żakowska 
et al., 2019). Three states of environment-friendly 
food consumption characterized the dependent vari-
able. 

To evaluate the data, partial least squares struc-
tural equation Modelling (PLS-SEM) was selected, 
as it is helpful in the analysis of complex relationships 
between variables, and when large data requirements 
are small to mid-sized (Hair et al., 2019). PLS-SEM 
efficiently processes cross-sectional data compared 
to covariance-based SEM, which can be more easily 
used with longitudinal data; thus, it can sufficiently 
serve epistemological exploratory research where 
consumer behavior is a matter of concern (Sarstedt 
et al., 2020). Moreover, PLS-SEM allows for testing 
both the direct and indirect effects in the presence of 
mediating effects and without analyzing the correla-
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tions between quality labelling, cultural values, food 
waste avoidance, and green consumption (Hair et al., 
2020). Because the research was anticipated to make 
predictions and explain consumer behavior varia-
tions in Saudi Arabia, PLS-SEM delivers solid and 
rational conclusions that can be feasible in testing 
hypotheses.

In Saudi Arabia, the study involved specific data 
on 559 respondents sampled over the following peri-
od of January to February 2025. A balanced number 
of genders is evident, as the sample constituted 58% 

men and 42% women. Regarding the age of respon-
dents, 45% were aged between 18 and 30 years, 35% 
between 31 and 40 years, and 20% between 41 and 
50 years. The respondents’ level of education was as 
follows: 50% had completed undergraduate degrees, 
35% had acquired master’s degrees, and 15% had 
PhDs. The given population structure is informative 
of the overall representation of the study population, 
which can justify the transferability of the data to the 
Saudi consumer context.

Analysis:

Table 1 lists the factor loadings that describe 
the association between the indicators and observed 
variables and their latent constructs. The range of 
factor loadings for the Cultural Values construct 
was from 0.502 to 0.821, demonstrating a moder-
ate to strong association with the indicators. The 
most representative relative to the other variables 
of the Cultural Value construct was CV3, which 
had the highest factor loading of 0.821. The range 
of factor loadings for the Environment-Friendly 
Food Consumption construct was also high, from 
0.703 to 0.870, where the highest loading was giv-

en to EF1 (0.870), highlighting its importance in 
defining the construct itself. The factor loadings 
for Food Waste Avoidance ranged between 0.759 
and 0.782, with FWA2 having the highest loading 
of 0.782. The lowest point in the range is 0.772 
for Quality Labelling, while the highest is 0.867, 
noted in QL3, which holds this honor for having 
the highest factor loading. In conclusion, the factor 
loadings were sufficient to confirm a good fit for 
the items with their respective constructs, enhanc-
ing the measurement model’s trustworthiness and 
accuracy.
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Table 2 presents the average variance ex-
tracted (AVE) values for each construct, which 
are pivotal in evaluating the convergent validity 
of the measurement model. The AVE is (0.495), 
environment-friendly food consumption is 
(0.631), Food Waste Avoidance is (0.589), and 
Quality Labelling is (0.654). The checks that 
can be established with the greatest threshold for 
AVE state that any figure above 0.50 confirms the 
existence of sufficient convergent validity. In this 

case, as Environment-Friendly Food Consump-
tion and Quality Labelling possessed AVE scores 
above 0.50, they are considered to demonstrate 
adequate convergent validity. However, the Cul-
tural Values was found to be below 0.495; hence, 
it will require some level of refinement to impro-
vise the set construct dead head. The p-values for 
these averages were also significant (p=0.000), 
providing statistical validity and steady strength 
to the model measurement.

The data estimated reliability for various 
constructs is detailed in this table: rho_c, rho_a, 
and Cronbach’s alpha, with each value permit-
ting the evaluation of the measurement model. 
Regarding Cultural Values, the reliability values 
were as follows: rho_c (0.739), rho_a (0.771), 
and Cronbach’s alpha (0.735). These metrics in-
dicate moderate internal consistency. Regarding 
environment-friendly food consumption, the mea-
surements were remarkably high at rho_c (0.895), 
rho_a (0.900), and Cronbach’s alpha (0.895). 
These measurements indicate overwhelming 

support for the reliability. Similarly, Food Waste 
Avoidance was measured with good reliability of 
rho_c (0.811), rho_a (0.812), and Cronbach’s al-
pha (0.811) values. Finally, Quality Labelling also 
showed strong reliability at rho_c (0.883), rho_a 
(0.885), and Cronbach’s alpha (0.882). The data 
indicate that the measurement model’s reliability 
offers a broad range of generalizations, with en-
vironment-friendly food consumption and quality 
Labelling having the strongest internal coherence, 
which additionally supports the validity of the 
constructs.

Table 4 shows the Heterotrait-Monotrait Ra-
tio (HTMT), which is appropriate for discriminant 
validity criteria, meaning that it checks whether 
the constructs are sufficiently separated from each 
other. The HTMT values for the pairwise com-
parisons of constructs are as follows: Environ-
ment-Friendly Food Consumption <-> Cultural 
Values (0.955), Food Waste Avoidance <-> Cultur-
al Values (1.024), Food Waste Avoidance <-> En-
vironment-Friendly Food Consumption (0.987), 
Quality Labelling <-> Cultural Values (0.981), 
Quality Labelling <-> Environment Friendly 
Food Consumption (0.906), and Quality Labelling 
<-> Food Waste Avoidance (0.908). Usually, an 

HTMT value that exceeds 0.90 is considered the 
threshold for checking discriminant validity, im-
plying that the constructs may be too closely relat-
ed to each other, which can be problematic. In this 
situation, the pairwise comparison of Food Waste 
Avoidance and Cultural Values exceeded the 1.00 
mark (HTMT = 1.024). This implies that the two 
constructs are not far apart and must be examined 
in depth. Nevertheless, there is a more reasonable 
range for the rest of the construct pairs, with en-
vironment-friendly food consumption and cultural 
values having a close overlap (HTMT = 0.955) but 
with sufficient coverage below the worrying mark 
of 1.00. Therefore, it can be said that all constructs 
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rely on each other for proper validity. However, 
there seems to be an outlier in the Food Waste 

Avoidance and Cultural Values pair that needs to 
be assessed in greater detail.

The path coefficients for the structural model 
of one of the relationships between the constructs 
defined in Table 5 were defined. The path coeffi-
cient from cultural values to food waste avoidance 
was 0.912, with a p-value of 0.000. This indicates 
that cultural values have a strong and statistically 
significant positive relationship with food waste 
avoidance. Moreover, the relationship between food 
waste avoidance and environment-friendly food 
consumption had an even higher path coefficient 
of 0.989 and a p-value of 0.000. This suggests that 
the relationship between food waste avoidance and 
environment-friendly food consumption is also very 
strong, positive, and statistically significant. Finally, 
for quality labelling, the path coefficient for food 
waste avoidance was 0.934, and the p-value was 
0.000. This provides evidence of the positive effect 
of quality labelling on food waste avoidance, which 
is significant. The p-value for all of them remained 
below the accepted 5% threshold, indicating that the 
connections hypothesized above were indeed based 
on sound data. 

Discussion:

The statistical findings show strong correlations 

among the main variables. In addition to the number 
of significance, the trends provide applicable infor-
mation in the context of sustainability behavior in 
Saudi Arabia. The evaluation indicates that cultural 
values play a significant role in food waste avoidance 
with a positive impact. In practice, this means that 
the norms conceptually deep-rooted (respect towards 
food, hospitality, and religious doctrines) do not 
merely regulate social action, but they are converted 
into behavior intentions and make them less wasteful 
when triggered (Tanveer et al., 2021). 

The results also indicate that environmental-
ly friendly consumption is highly predicted by the 
avoidance of food waste. In practice, people who are 
used to planning their meals, keeping food in good 
condition, or being spacious about buying are more 
inclined to use sustainable production and express 
interest in sustainable consumption (Rasool et al., 
2021). This is because there is no linear relationship 
between awareness and food waste reduction; rather, 
it serves as a behavioral entry point that guides con-
sumers to greener decisions. The package promoting 
portion control, writing a meal plan, or giving away 
excess food might thus be a viable solution for 
building sustainability adoption.
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There is also a positive and significant rela-
tionship between quality labeling and waste avoid-
ance. Label clarity and trustworthiness seem to en-
hance the value of a product to the consumer, thus 
encouraging them to consume their meal rather 
than discarding it. This implies that as long as con-
sumers perceive that the food is certified, organic, 
or sustainably sourced, they consider it more valu-
able and are more careful about handling it (Attiq 
et al., 2021). For retailers, this means that better 
labeling systems, clear certification, and training 
on how to interpret labels might help overcome 
the beneficial effects of waste reduction and sus-
tainable buying.

The statistical findings taken as a whole 
demonstrate that culture is a primary factor that 
causes behavior, waste avoidance is a primary fac-
tor that results in sustainable practice, and quality 
labeling is a primary factor that promotes respon-
sible decision-making. The model thus indicates a 
linear process according to which cultural values 
influence attitudes toward waste, labeling enhanc-
es the feeling of confidence and responsibility, and 
both processes mutually stimulate the sustainabil-
ity of consumption. In practice, the national food 
strategies of sustainability might be more success-
ful when the cultural narratives become a part of 
the label communication and when waste preven-
tion programs are offered not only as environ-
mental strategies but also as culturally significant 
practices that can fit Saudi values and Vision 2030 
sustainability objectives.

Conclusion

The results of the current study support the 
key position of cultural values in determining en-
vironmentally friendly food consumption in Saudi 
Arabia and highlight a number of trends that ex-
pand the global literature. In line with international 
data, quality labeling plays a major role in food se-
lection. However, within the context of Saudi Ara-
bia, this study shows that the label would only be 
meaningful in relation to the cultural demands of 
trust, purity, and moral accountability. This brings 
out a dynamic situation that is context-specific and 
is not well embodied in Western literature, where 
the term effectiveness has been largely associated 
with environmental knowledge and less with the 
cultural meaning. Furthermore, the findings verify 
the conclusions of previous research that individu-
als with rigid cultural or moral standards are more 
inclined towards sustainable behavior. This study 
builds on the prior body of literature by demon-
strating that cultural values are predictive of not 
only waste avoidance but also sustainable food 

buying; therefore, they confer two roles to culture 
as a predictor of behavior.

Based on the Theory of Planned Behavior, 
we found that using cultural values, subjective 
norms, and personal beliefs are reinforced and 
hence enhance sustainable consumption intentions 
- a less effective effect in research carried out in 
individualistic cultures. The findings also support 
the Value-Belief-Norm Theory in that they reveal 
that waste avoidance is a moral action that is pre-
cipitated by cultural norms; however, unlike previ-
ous literature, the mediating impact of food waste 
avoidance is stronger in collectivist situations. 
These observations suggest that cultural values do 
not necessarily complement environmental deter-
minants but can be a major source of sustainable 
consumption in high-context societies. In general, 
this research contributes to the theoretical knowl-
edge about sustainability behavior by making 
culture a background factor, an antecedent, and a 
behavioral mechanism.

Recommendations

The results of the presented research provide 
direct implications on the formulation of practical 
proposals which correspond to the evidence made in 
the literature, especially the pivotal nature of cultur-
al values and quality labelling in the development of 
environmentally friendly food consumption. Moral 
responsibility and sustainable food behavior are 
highly shaped by cultural norms in collectivist soci-
eties, which was shown in the previous studies (An-
nosi et al., 2021; Nicastro and Carillo, 2021). These 
conclusions are supported by the current findings, 
which indicate that culture values of Saudi Arabia 
are important predictors of food waste avoidance 
and sustainable purchasing. This supports the pre-
vious fact that moral and cultural beliefs are more 
valuable in leading pro-environmental behavior in 
high-context cultures (Stancu et al., 2016; Messner 
et al., 2021). Thus, among the policy implications, 
it should be noted that one of the recommendations 
is that policymakers and sustainability practitioners 
need to incorporate the cultural story of steward-
ship, respect to resources, and social responsibility 
in the national food waste campaign, which is in 
line with the cultural values paradigm that is high-
lighted throughout the literature.

On the same note, the results of the study with 
regard to the potent effect that quality labelling has 
on sustainable consumption give a basis on policy 
recommendations related to labelling. In line with 
the findings of Benyam et al. (2021), Grunert et al. 
(2014), and Zamri et al. (2020), the findings indi-
cated that credible labels are associated with better 
consumer trust, less uncertainty, and waste-avoid-
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ance behavior because they increase the perceived 
value of food. This is in line with the fact that 
eco-labels are educational instruments that act as 
strong sources of information when making re-
sponsible buying choices, as stated by Testa et al. 
(2020). On the basis of these convergent results, 
this paper suggests additional standardization of 
sustainability labels, tightening of the certification 
policy and special educational courses to raise 
awareness among the consumers to the meaning 
of labels. The practice helps achieve efforts by the 
country identified in Saudi Vision 2030, which has 
made food waste reduction a strategic goal (Sau-
di Grains Organization, 2022), as well as the ele-
ments of global sustainability outlined in Aldaco 
et al. (2020) and Hansmann et al. (2020). Taken 
together, these recommendations are well based 
on the empirical outcome of the present study and 
the existing theoretical and empirical sources.

Implications

The findings have significant policy, indus-
try, and theoretical implications. Sustainable food 
initiatives in Saudi Arabia should be established 
at the policy level in the cultural context of com-
munity, stewardship, and respect for resources. 
Waste-reduction programs developed at the inter-
national level usually aim at environmental con-
sciousness, whereas this research proposes that 
culturally inculcated messages, including religious 
stewardship, shared responsibility, and respect for 
blessings, could be more successful on a local 
scale. The regulator should emphasize quality la-
beling systems that are clear, simple to understand, 
and culturally oriented towards credibility and 
genuineness, as a vacuum exists in international 
labeling systems that are largely technically ori-
ented rather than culturally driven.

The findings indicate that marketing con-
cepts should consider cultural practices and eth-
ics relating to waste minimization and sustainable 
consumption. In contrast to Western markets, 
where green branding may be concerned with cli-
mate impact most of the time, Saudi consumers 
react more to messages related to cultural identi-
ty, ethics, and respect for resources. Hence, food 
producers and retailers are advised to consider 
implementing culturally based narratives in their 
communication strategies, being clear, honest, and 
ethically transparent in their labelling practices. 
Likewise, community groups and social leaders 
can utilize existing cultural practices, including 
hospitality standards, food sharing, and conserva-
tive resource usage, to influence sustainable prac-
tices. Culturally based interventions can produce 

more behavioral changes than traditional aware-
ness campaigns. Finally, this study highlights the 
necessity of multidimensional labeling policies 
and community-driven approaches to engagement 
that can embody not only global sustainability 
guidelines but also local culture and provide a cul-
turally specific way to decrease food waste and en-
courage sustainable consumption in Saudi Arabia.

Limitations and Future Directions:

While this study contributes to the literature, 
it also has some limitations. The sample utilized in 
this research may not capture all the cultural val-
ues of various geographical locations, which might 
affect the applicability of the results. Additional-
ly, self-reporting, which is subject to bias, such 
as social and recall bias, was used in this study’s 
data collection. Future research should address 
these limitations by using broader and more rep-
resentative samples, along with experimental or 
observational approaches, to further examine the 
relationship between cultural values, food waste 
avoidance, and sustainable consumption practices. 

Subsequent studies should seek to better un-
derstand the possible interactions between cultural 
values and food-related behaviors. For instance, 
examining how other cultures view environmental 
concerns and sustainability may provide valuable 
perspectives on consumer behavior in different set-
tings. In addition, research that relies on monitoring 
consumer attitudes and behavior changes over an 
extended period can enhance the understanding of 
the impacts of sustainability interventions, particu-
larly those focusing on food waste and eco-friendly 
consumption practices in the long term.
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