The role of national culture
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e [he aim of this paper is to understand
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are influenced by culture.
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products through ecolabel Is a way to const 46,098 * -34,058 34,1083 * -46,075 * -41618 * -45085 *  -459025
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e RQ1: Are there any significant [+, . 0078
relationships between collective values el 0073
and sustainable behaviour disclosure?
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METHODOLOGY DISCUSSION AND CONCLUSIONS

ECO;= By + B1PPC; + B5POP; + & i=1,..44 (1)
e Businessandorganizational culture influencethe component
ECO = o, + BrHOFs, + BaiPPCit B3 POP; + £ =144 ) of corporate sustainability, and the food industry revga\s 0
be one of the most central sectors to showcase a sustainable

ji=1,..6 Drocess.
e The solidity of the economy is important in adopting
e 148 food eco-labels from 44 countries were extracted  sustainable behaviors.
from ecolabelindex.com e A problem of endogeneity ought to be highlighted, although
e 6-D Model variables were extracted from hofstede-  classic conditions have pbeen neutralized.
Insights.com
e GDP and POP were used as control variables.
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