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The�current�paper�aims�to� analyze� factors�a�ecting�green�consumption� intention�based�on�

W�H�H�WHQGHG�W�HRU��RI�S�DQQHG��H�DYLRU��7�H�SURSR�HG�PRGH��L��DQD���HG���LQJ�UHJUH��LRQ�
analysis�with�data�from�295�participants.�The�results� indicate� that�attitude� towards�buying�

green�products,�behavioral�control,�social�in�uence,�and�knowledge�about�green�products�are�

four�factors�that�have�signi�cantly�positive�in�uences�on�consumers’�intention�of�purchasing�
green�products.�However,� in�contrast�to�some�previous�studies,�environmental�concern�has�

no�direct� relationship�with�consumers’�green�consumption� intention.� Incredibly,� this�paper�
FRQWUL��WH��WR�W�H�HFRWR�UL�P�GH�WLQDWLRQ�����HQFR�UDJLQJ�JUHHQ�FRQ��PSWLRQ�WR�SUHYHQW�W�H�

QDW�UD�� HQYLURQPHQW� LQWHQWLRQ� �L�H��� HFR��R�YHQLU�� HFR�IULHQG��� S�D�WLF�� RUJDQLF� IRRG��� DQG�

��L�G�D�QDW�UD��GH�WLQDWLRQ�LPDJH�
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The�world’s�emerging�economies,�such�as�Vietnam,�are�facing�several�environmental�issues,�

including�deforestation,�soil�degradation,�water,�air�pollution,�and�loss�of�biodiversity�due�to�

their�rapid�urbanization�and�industrialization.�One�of�the�most�direct�causes�of�these�issues�

is� greenhouse� gas� emissions� from� consumer� goods� production� (McKechnie� HW� DO��� �������

8QGR��WHG����SURPRWLQJ�JUHHQ�FRQ��PSWLRQ�L��RQH�RI�W�H�SUH��LQJ�DFW��WR�PLQLPL�H�F�LPDWH�

change’s�consequences�and� implement� sustainable�development�goals.�Green�consumption�

can�satisfy�people’s�basic�needs�while�preserving�the�functions�and�workings�of�any�natural�

ecosystem.�Thus,�it�helps�protect�the�environment�we�are�living�in�and�our�next�generations’�

I�W�UH�

�FFRUGLQJ� WR��HYHUD��SUHYLR����W�GLH��� ��F��D��/HRQLGR��HW�DO�� �������DQG�3H�R�D�HW�DO��

(2013),�“green�consumption”�is�becoming�popular�research�in�developed�nations.�Currently,�

the� �ndings� of� Liu� HW� DO�� ������� UHYHD�� W�DW� JUHHQ� FRQ��PSWLRQ� �D�� LQFUHD�HG� W�H� �W�GLH��

on� customers’� behaviors.� Furthermore,� many� previous� pieces� of� research� explore� the�

HQYLURQPHQWD�� FRQFHUQ� DQG� JUHHQ� FRQ��PSWLRQ� LQWHQWLRQ� RI� FRQ��PHU�� LQ� GHYH�RSLQJ� DQG�

GHYH�RSHG�FR�QWULH���)RU�H�DPS�H�����HW�DO��(2017)�investigate�the�“Taiwanese�undergraduate�

students’�pro-environmental�towards�green�products�in�the��ght�against�climate�change”.

)�UW�HUPRUH��3H�R�D�HW�DO��(2013)�state� that�“even�the�most�recent�researchers�have�just�

�WDUWHG�WR�H�S�RUH�W�H�IDFWRU��W�DW��H�S�WR�H�S�DLQ�JUHHQ�FRQ��PSWLRQ��H�DYLRU���PDQ��RI�W�H�H�

�W�GLH��IRF��HG�RQ���RQ�H�S�DLQLQJ��H�DYLRUD��LQWHQWLRQ���+HQFH��WR�UH�SRQG�WR�W�H�FD����RI�

I�W�UH��W�GLH����HYHUD��SLHFH��RI�UH�HDUF��IRF���RQ�F��W�UH�DQG�YD��H���H�J���3HSSHU�HW�DO����������

�RFLRGHPRJUDS�LF�F�DUDFWHUL�WLF���H�J���'LDPDQWRSR��R��HW�DO����������DQG�F��WRPHU�LQWHQWLRQ�

(e.g.,�Wu� and�Chen,� 2014).�However,� the� research�on� green� consumption� in�Vietnam�has�

little�attention.�Therefore,�this�study�explores�some�of�the�factors�a�ecting�intention�towards�

consuming�green�products�in�Vietnam.

The�objective�of�this�research�focuses�on�clarifying�the�factors�a�ecting�green�consumption�

intention�using� the�extended� theory�of�planned�behavior� as� the� framework� to�measure� the�

change�of�consumer�behavior�from�intention�to�action.�The�research�questions�of�this�paper�

are:�(i)�What�are�the�factors�a�ecting�green�consumption�intention�in�the�context�of�Vietnam,�

�LL��:�LF�� IDFWRU� L�� W�H�PR�W� LPSRUWDQW��7�L�� �W�G��D��R�SURYLGH��PHDQLQJI��� LQ�LJ�W�� LQWR�

the�green�marketing�literature�on�segmenting�customers.�Moreover,�the��ndings�would�help�

SR�LF�PDNHU��� DFDGHPLF� UH�HDUF�HU��� DQG� SUDFWLWLRQHU�� �QGHU�WDQG� DQG� SURPRWH� FRQ��PHU�

behavior�change�towards�sustainability.

The�rest�of�this�paper�is�organized�as�follows.�Section�2�contains�the�literature�review�and�

��SRW�H�L��GHYH�RSPHQW���HFWLRQ���SUH�HQW�� W�H� GH�FULSWLRQ�RI� W�H�GDWD�DQG� W�H�H�WLPDWLRQ�

strategies.�Section�4�shows�the�main�empirical�results,�and�Section�5�concludes�the�paper.



�2��1���2���1���1���21�����212������1����1�����1��2������12��� ��

���/LWHUDW�UH�UH�LH��DQG�K�SRWKHVLV

2.1�Green�consumption

According�to�the�Organization�for�Economic�Cooperation�and�Development�(OECD),�green�

products� can� be� encouraged� to� reduce� environmental� damage.� Meanwhile,� Lin� and�Huang�

(2012)� de�ned� “green� products�as�products� used� from� fewer� resources� and�having� a� lower�

impact�and�risk�on�the�environment,�while�also�preventing�the�generation�of�waste�that�is�already�

in� its� form”.�Adawiyah� (2017)� states� that�green�product�concepts� are� related� to� sustainable�

SURG�FWLRQ�DQG���SS���F�DLQ�PDQDJHPHQW��W�H�HQYLURQPHQW��WHF�QR�RJ���DQG�SUDFWLFH�

One�of�the�most�comprehensive�de�nitions�is�the�Green�Option�Matrix�(GOM)�proposed�

by�Dangelico�and�Pontrandolfo�(2010).�They�create�a�tridimensional�matrix�based�on�when,�

why,�and�how�much� the�goods�are�green.�By�examining� the�environmental�concern,�green�

products� are� categorized� into� pollution/waste� focus,� material� focus,� or� energy� focus.� For�

example,�a�green�product�with�a�material-focus�factor�uses�natural�materials�for�sustainable�

development;�a�green�product�that�focuses�on�energy�could�produce�energy�from�renewable�

sources�and�minimize�waste�and�reducing�pollution�caused�by�other�products.

Along�with�green�products,�green�consumption�is�considered�a�trend�of�the�21st�century.�

According�to�UNEP�(2009),�green�consumption�is�de�ned�as�“the�use�of�services�and�related�

products�which�respond�to�basic�needs�and�bring�a�better�quality�of�life�while�minimizing�the�
use�of�natural�resources�and�toxic�materials�as�well�as�the�emissions�of�waste�and�pollutants�

RYHU�W�H��LIH�F�F�H��R�D��QRW�WR�MHRSDUGL�H�W�H�QHHG��RI�I�W�UH�JHQHUDWLRQ���

2.2�Attitude�towards�green�consumption�and�green�consumption�intention

According�to�the�theory�of�reasoned�action,�“behavior�is�a�function�of�prominent�information�
or�beliefs�related� to�the�behavior”�(Ajzen�and�Madden,�1986).�Beliefs�combine�behavioral�

beliefs� and�normative� beliefs.� Straughan�and�Roberts� (1999)�also� found� that�“people�who�

think� their� e�orts� contributing� to� solving�ecological� problems,� are�more� actively� engaged�

LQ�HQYLURQPHQWD����IULHQG����H�DYLRU����7�HUHIRUH��LW�FDQ��H�FRQF��GHG�W�DW�FRQ��PHU���DYH�

JRRG�DWWLW�GH��D�R�W�JUHHQ�JRRG���7�L��DWWLW�GH�S���H��W�HLU�GHFL�LRQ�WR�S�UF�D�H�JUHHQ�RQH��

W�DW��DYH�PR�W���UH���WHG�LQ�W�HLU�D��H��PHQW�

In� this� respect,� “the� more� individuals� think� that� their� e�orts� can� solve� environmental�

SUR��HP���W�H�PRUH��LNH���W�H��DUH�WR�SHUIRUP�HQYLURQPHQWD����FRQ�FLR����H�DYLRU��LQ�HYHU�GD��

life,� shaping�the�positivity�towards�ecologically�conscious�behaviors�and�developing�green�

consumption�intentions”�(Kim�and�Han,�2010).�From�these�researches�mentioned�above,�the�

following�hypothesis�is�proposed:

H1:�Attitude�towards�green�consumption�positively�in�uences�green�consumption�behavior.

2.3�Behavioral�control�and�green�consumption�intention

As�stated� in� the�theory�of� reasoned�action�of�Fishbein�and�Ajzen� (1975),�“the� intention� to�

carry�out�a�given�act�is�determined�by�the�attitude�toward�the�behavior�and�subjective�norms,�

and�the�degree�to�which�the�intent�is�executed�under�the�conscious�control�of�the�individual”.�
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Ajzen�(1991)�further�develops�the�theory�of�planned�behavior�by�adding�an�individual’s�self-
determination�and�perception�(i.e.,�perceived�behavioral�control,�which�distinguishes�theory�
of� planned� behavior� from� its� predecessor).�Behavioral� control� shows� the�degree� to� which�
an� individual� thinks� the� behavior� is�under� their� control.�Thus,�when� forecasting� variables�
that�a�ect� individual� intention�and�behavior,� perceived�behavioral�control� is� considered� to�
have�a�signi�cant�in�uence.�“The�more�attitudes�towards�the�behavior,�the�more�support�from�
���MHFWLYH�U��H��WR�SDUWLFLSDWH�LQ�W�H��H�DYLRU��W�H�PRUH�W�H�D�L�LW��WR�FRQWUR��W�H��H�DYLRU�L��
SHUFHLYHG� WR�W�H��H�DYLRU��W�H�PRUH�F��WRPHU�� LQWHQG�WR�SHUIRUP� W�HLU��H�DYLRU�� �)LH�GLQJ�
HW�DO���������1J��HQ�DQG�+D��������1J��HQ���������7�HUHIRUH�� LW�FDQ��H�SURSR�HG�W�DW�W�H�
consumers’�behavioral�control�will�a�ect�their�purchase�intention�(Chen�and�Chang,�2012).

H2:�Behavioral�control�positively�in�uences�green�consumption�behavior.

2.4�Social�in�uence�and�green�consumption�intention

According�to�the�theory�of�reasoned�action�of�Fishbein�and�Ajzen�(1975),�the�“customer�intent�
is�a�function�of�two�components;�one�person�by�nature�and�the�other�re�ecting�social�in�uence�
can�be�called�subjective�norms”.�The�subjective�norm�is�de�ned�as�the�“social�pressure�that�
FD��H��DQ�LQGLYLG�D��WR�SDUWLFLSDWH�LQ�D�SDUWLF��DU��H�DYLRU���)L���HLQ�DQG��M�HQ���������7�H�
in�uence�of�society�happens�when�“individuals�change�their�thoughts,�feelings,�or�behavior�
in�response�to�society�or�their�surroundings�”�(Turner,�1991).�Consumers�living�in�society�will�
be�in�uenced�by�his/her�surrounding�community,�especially�in�the�case�of�green�consumers.�
Chen-Yu�and�Seock’s�(2002)�results�showed�that�“many�times,�it�has�been�observed�that�people�
manipulate�or�modify�their�thoughts�and�actions�to��t�in�with�other�groups�or�societies”.

)URP�W�H�W�HRU��RI�UHD�RQHG�DFWLRQ��)L���HLQ�DQG��M�HQ������������MHFWLYH�QRUP��FDQ��H�
formed�by�perceiving�common�beliefs�from�people�or�social�factors�that�in�uence�consumers�
(acquaintances�such�as� family�and�friends,� the�government,�and� the�media).�The�degree� to�
which�the�traditional�belief�factors�are�subjective�to�the�buying�trend�of�consumers�depends�
RQ��L��W�H��HYH��RI���SSRUW�RSSR�LWLRQ�WR�FRQ��PHU�S�UF�D�H���DQG��LL��W�H�PRWLYH�RI�FRQ��PHU��

following� the�wishes� of� in�uential.�The� extent� to�which� people�are� involved� in� consumer�
intention� and� what� motivates� consumers� to� follow� relevant� people� are� two� fundamental�
factors�for�the�subjective�evaluation�benchmark.�The�stronger�the�level�of�intimacy�with�the�
people�involved,�the�greater�the�in�uence�on�their�buying�decision.�The�greater�the�con�dence�
of�consumers�in�the�relevant�people,�the�greater�their�buying�intention�will�be.

Social� in�uence� can� be� categorized� into� di�erent� components� through� cultural� and�
SHHU� SUH���UH� DQG� �RFLD�L�DWLRQ�� PHGLD�� DQG� RW�HU� RUJDQL�DWLRQ�� �0R�F�L�� DQG� ���UF�L����
1978).�Meanwhile,�governmental�in�uence�shows�the�degree�to�which�a�person’s� thoughts�
DQG��H�DYLRU��DUH� ���MHFWLYH�WR�W�H� LQWHUYHQWLRQ�RI� W�H�JRYHUQPHQW��,Q� �RPH�FR�QWULH��� W�H�
government�might�be�expected�to�leave�consumer�choices�under�the�markets’�power.�However,�
HYLGHQFH� ��JJH�W�� W�DW� JRYHUQPHQW� LQWHUYHQWLRQ� L�� FU�FLD�� IRU� GH�LJQLQJ� DQG� ��DSLQJ� W�H�
context� within�which� consumers� act� (Wol�� and� Schönherr,� 2011).�About� the� relationship�
between�social�in�uence�and�green�purchasing�intention,�Caruana�(2007)�suggests�that�“green�
buying� is� an� expression� of� consumers’� social� norms� as�well� as� their� values� and� beliefs”.�
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Furthermore,�research�has�already�shown�“peer�in�uence�is�the�most�important�determinant�

in�predicting�green�behaviors�among�youth�in�Hong�Kong”�(Lee,�2010).�From�these�results,�

it�is� suggested�that�normative� social� in�uence�can�positively�a�ect�the�green�consumption�

intention�of�consumers.�Thus,�the�hypothesis�H3�is�proposed�as�follows:

H3:�Social�in�uence�positively�in�uences�green�consumption�intention.

2.5�Environmental�concern�and�consumers’�green�consumption�intention

Over�the�last�twenty�years,�environmental�concern�has�continued�to�grow.�The�de�nition�of�

HQYLURQPHQWD��FRQFHUQ�YDULH��IURP�DQ�LQGLYLG�D���LQFH�LW��PHDQLQJ�L��D��URDG�WHUP�GH�FUL�LQJ�

the�variety�of�behaviors�to�reduce�the�harmful�in�uence�on�the�natural�environment.

�HYHUD��UH�HDUF�HU���DYH�HQGHDYRUHG�WR�F�D��LI��FRQ��PHU���D�HG�RQ�W�HLU�HQYLURQPHQWD��

beliefs�and�attitudes.�Environment�concern�was��rst�de�ned�in�1972�and�is�seen�as�“individual�

showing� their� concern� about� environment”.�According� to� Jiménez-Sánchez� and� Lafuente�

(2010),� there� is� a� “the� multidimensional� de�nition� and� behavioral� orientation� of� concern�

about�the�environment,�in�addition�to�considering�di�erent�types�of�environmental�behaviors,�

D��R�LQFRUSRUDWH��RW�HU�S��F�R�RJLFD��IDFWRU��RU�FRQ�WU�FW��W�DW�DUH�UH�HYDQW�WR�W�HP���H�LHI���

values,�attitudes,�knowledge�and�other�factors”.�� �

Many�researchers�see�environmental�concern�as�a�general�attitude�(Bamberg,�2003)�which�

proposes�the�attitudes�according�to�speci�c�situations.�Researches�from�Samarasinghe�(2012)�

and�Pandey�(2012)�suggest�environmental�concern�as�a�factor�that�has�a�positive�in�uence�on�

consumer’s�intention�to�buy�a�green�product.�This�can�be�concluded�that�environmental�concern�

has�positively�impacted�purchase�intention�(Ari�n�HW�DO�,�2016;�Chi,�2021a).�Therefore,�it�is�

logical� to�assume� that�those�who�have� the�intention� to�buy�green�products�will�have�to�be�

concerned�and�conscious�about� the�environment.�Having�the� interest,�consumers�will�have�

D�QRWLFHD��H�F�DQJH�IURP��H�DYLRUD��LQWHQWLRQ�WR�FRQ��PSWLRQ�LQWHQWLRQ�IRU�W�H��DNH�RI�W�H�

environment.�The�following�hypothesis�is�suggested:

H4:�Environmental�concern�signi�cantly�in�uences�the�intention�towards�green�products.

2.6�Knowledge�towards�green�products�and�green�consumption�intention

“Consumer�knowledge�of�green�products�is�a�key�role�in�driving�green�consumers’�buying�

behavior”�(Asha�and�Rathiha,�2017).�The�awareness�of�green�products�is�one’s�understanding�

RI� LQWHUUH�DWHG� IDFWRU��� LQF��GLQJ� PRGH���� IHDW�UH��� GL�WUL��WLRQ� F�DQQH���� HWF�� �RQ��PHU��

who�are�aware�of�green�products�can�distinguish�green�products�from�other�traditional�non-

green�products;� as�well�as� acknowledge�green�products�as�additional�useful�features�of�an�

HQYLURQPHQWD���� IULHQG��� SURG�FW� HQYLURQPHQW�� 7�H�� FDQ� �RFDWH� UH�LD��H� ��RS�� DQG� �WRUH��

where�they�supply�green�products.�If�one�needs�to�use�green�products,�one�should�be�aware�

of� the�ways� to�identify�green�attributes�that�decide�whether�a�product� is�green�or�not.�The�

consumer�should�be�aware�of�the�features�of�green�products�(Asha�and�Rathiha,�2017).

Businesses�use�many�methods� to� connect�with� their�green�customers�who�want� to�buy�

more� environmentally� friendly�goods� or� products.�For� traditional� consumers�who�want� to�
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protect� the� environment,� companies� will� use� di�erent�methods� and� tools� to� promote� eco-

friendly�products�by�o�ering�di�erent�programs,�such�as�discounts�and�coupons.�Consumers,�

therefore,�can�gain�more�bene�ts�and�create�a�bigger�market�share.�Consumers�always�believe�

that�the�value�of�personal�bene�ts�and�importance�to�the�products�they�receive�is�the�protection�

of� the�environment�by�minimizing�pollution.�Hessami�and�Youse�� (2013)�also� shows� that�

knowledge�about�green�products�positively�a�ects�consumers’�consumption�intention.

H5:�Knowledge�about�green�products�signi�cantly�in�uences�green�consumption�intention.

2.7�Self-responsibility�and�consumers’�green�consumption�intention

Behavioral� intention� is� de�ned� as� “internal,� self-controlling,� self-regulating,� and� self-

disciplined�behaviors�which�are�initiated�by�moral�judgment�and�responsibility”�(Eckhardt�HW�

DO�����������RQ��PHU��QRW�RQ���SDUWLFLSDWH�LQ�W�H�YD��H��RI��H�DYLRU���W�D��R�GHFLGH�WR�JLYH�D�

F�RLFH�D�R�W�W�HLU�F�RR�LQJ�GHFL�LRQ��7�H��W�G��RI�0LF�DH��HW�DO���������UHJDUGLQJ�FRQ��PHU�

responsibility�for�sustainable�consumption�suggests�that�“consumers’�responsibility�can�be�a�

better�determinant�of�persistent�consumption�intention�and�behavior”�and�that�“sustainable�

attitude�and�a�sense�of�responsibility�towards�sustainable�consumption�have�a�positive�impact�

RQ��H�DYLRU������� HW� DO�� (2017)�also� show� the� relationship�between�self-responsibility�and�

the�increase�in�green�product�purchasing�intention.�Self-responsibility�has�a�relationship�with�

intentions�to�purchase�green�products.�Accordingly,�the�following�hypothesis�is�developed:

H6:�Self-responsibility�signi�cantly�in�uences�green�consumption�intention.

)L��UH����The�authors’�proposed�framework

6R�UFH����JJH�WHG����W�H�D�W�RU�
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Based�on�the�literature�review�about�green�consumption�and�the�previous�studies,�the�authors�

compiled� a� set�of� questions� to� collect� data� for�analysis.�The� questionnaire� is� divided� into�

6� sections.�The��rst� section�measures�consumers’�attitudes� towards�green� products,� which�

consist�of�4�questions.�The�second�section�measures�consumers’�behavioral�control,�which�

consists�of�4�questions.�The�third�section�measures�the�extent�to�which�consumers�are�a�ected�

by�social�in�uence.�The�fourth�part�includes�the�consumers’�environmental�concern,�which�

has�3�questions.�The��fth�part�measures�consumers’�knowledge�of�green�products,�which�have�

4�items.�The�last�section�part�shows�the�consumers’�environmental�self-responsibility.

The� scales� used� to� analyze� the� factors� are� the�scales� that�were� used� in� previous� studies.�

The�authors�compiled�the�observed�factors�and�modi�ed�them�for�more�compatibility�with�the�

Vietnam�context.�The�measuring�scale�is�the�Likert�scale�with�1�representing�”totally�disagree”�

and�5�representing�“totally�agree”.�More�details�about�the�scales�are�presented�in�the�table�below:

7DEOH����4�H�WLRQQDLUH��LWHP�

6FDOHV 2EVHU�HG��DULDEOHV 6R�UFHV

Attitude�towards�
���LQJ�JUHHQ�
SURG�FW����7�

�7� ,�UHD�����LNH�W�H�LGHD�RI����LQJ�JUHHQ�SURG�FW� Kim�and�Han�(2010);�
�M�HQ��������7� I� �nd� the� idea� of� buying� green� products� really�

wise

�7� I� �nd� the� idea� of� buying� green� products� really�
IDYRUD��H

�7� I� �nd� the� idea� of� buying� green� products� really�
DGPLUD��H

3HUFHLYHG�
�H�DYLRUD��FRQWUR��
����

��� I��nd�it�easy�to�perform�green�consumption �M�HQ�������

��� I�can�buy�green�products�if�I�want�to

��� ,�IHH��,��DYH�HQR�J��UH�R�UFH���WLPH��PRQH���HWF��
WR�SHUIRUP�JUHHQ�FRQ��PSWLRQ

��� ,��DYH�WLPH�WR�UH�HDUF��DQG�FRQ�LGHU����LQJ�JUHHQ�
SURG�FW��D��DQ�D�WHUQDWLYH�WR�WUDGLWLRQD��SURG�FW�

Social�in�uence�
��,�

�,� ���� RI� W�H� SHRS�H� LPSRUWDQW� WR� PH� ��H� JUHHQ�
SURG�FW�

�M�HQ�������

�,� ����RI� W�H�SHRS�H� LPSRUWDQW� WR�PH�DGYL�H�PH�WR�
��H�JUHHQ�SURG�FW�

�,� The�media�(radio,�newspaper,�TV,�etc)�provides�
P�F��LQIRUPDWLRQ�UHJDUGLQJ�JUHHQ�SURG�FW�

�,� 7�H�JRYHUQPHQW�L��UHFRPPHQGLQJ�SHRS�H�WR���H�
JUHHQ�SURG�FW�

Environmental�
concern�(EC)

EC1 +�PDQ��DUH�GH�WUR�LQJ�W�H�HQYLURQPHQW 1J��HQ�HW�D���
����������L������D�EC2 I’m�worry�about�the�pollution�of�the�environment

EC3 It�is�complicated�when�I�think�about�the�balance�
RI�W�H�HQYLURQPHQW
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6FDOHV 2EVHU�HG��DULDEOHV 6R�UFHV

Knowledge�about�

JUHHQ�SURG�FW��

(KL)

KL1 ,� FDQ� GL�WLQJ�L��� JUHHQ� SURG�FW�� IURP� QRUPD��

WUDGLWLRQD��SURG�FW�

+H��DPL�DQG�

Youse��(2013)

KL2 I�know�reliable�distributors�of�green�products

KL3 I� am� con�dent� I� have� enough� knowledge� and�

awareness�about�green�products

�H�I�UH�SRQ�L�L�LW��

��5�

�5� ,�DP��DSS��WR���H�JUHHQ�SURG�FW��IRU���SSRUWLQJ�

W�H�QDW�UD��HQYLURQPHQW��

�DGDY�DQG�3DW�DN�

������

�5� Individuals� make� any� e�orts� to� prevent� the�

HQYLURQPHQW

�5� I�consider�the�environmental�issue�when�making�

D�S�UF�D�H

�5� When�I�use�green�products,�I�think�it�will�bene�t�

P��H�I�DQG�W�H�FRPP�QLW�

*UHHQ�

FRQ��PSWLRQ�

LQWHQWLRQ��,1�

,1� Soon,� I� am� willing� to� buy� green� products� for�

P��H�I�DQG�P��IDPL��

�DGDY�DQG�3DW�DN�

������

,1� ,�LQWHQG�WR���H�JUHHQ�SURG�FW�

,1� I�intend�to�make�an�e�ort�to�buy�green�goods�

6R�UFH��The�authors’�compilation

Previous�studies� show� that�many� factors� are� a�ecting� the� green�consumption� intention�

of�consumers.�However,� in�di�erent�contexts�and�cultures�as�well� as� research�objects,�not�

D���IDFWRU��FDQ�SURYH� W�HLU� UR�H� DQG���LWD�L�LW����RPH�HYHQ�SURG�FH�FRQWUDGLFWRU�� UH���W�� LQ�

dissimilar�research.�Thus,�the�pilot�study�will�examine�the�appropriateness�of�elements�in�the�

conceptual�model�and�formulate�a�well-suited�questionnaire�in�terms�of�Vietnam�conditions�

DQG��DQJ�DJH��7�L��SUH�LPLQDU��UH�HDUF��L��FDUULHG�R�W�����DYLQJ�����HFW�UHU��DW�)RUHLJQ�7UDGH�

University�look�for�questionnaires.

According�to�Tabachnick�(2013),�“the�minimum�sample�size�is�employed�by�the�formula��

Q� ��������P��P�L��W�H�Q�P�HU�RI�LQGHSHQGHQW�FRQ�WU�FW���LQ�FRQG�FWLQJ�P��WLYDULDWH�UHJUH��LRQ�

analysis”.� In� this� study,� the� minimum� sample� size� is� 98� observed� samples.� However,� the�

�DPS�H��L�H�IRU�W�H���UYH��L��GHWHUPLQHG�DW�����R��HUYDWLRQ���7�����W�H��DPS�LQJ�PHW�RG�L��

FRQYHQLHQW�

5HJDUGLQJ�W�H�Q�P�HU�RI��DPS�H���WR�DF�LHYH�D�PLQLP�P�RI�����R��HUYDWLRQ���W�H�D�W�RU��

set�a�target�for�the�survey�to�be�350.�The�survey�was�conducted�for�three�months�(June�2020�

-�August�2020)�at�two�big�cities�(Hanoi�and�Quang�Ninh).�Data�were�collected�by�directly�

DSSURDF�LQJ�UH�SRQGHU��DW���SHUPDUNHW��DQG���RSSLQJ�PD�����5HJDUGLQJ�W�H���UYH��UH���W���

DIWHU���UYH�LQJ�����SHRS�H�GLUHFW����W�H�UH���W��R�WDLQHG�����YD�LG�UH�SRQ�H���7�HUHIRUH��W�H�

response�rate�is�84.28%.

7DEOH����4�H�WLRQQDLUH��LWHP���FRQWLQ�HG�
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���5HV�OWV�DQG�GLVF�VVLRQ

Concerning�demographic�information,�the�respondents�are�from�16�to�over�60�years.�However,�

most�of�them�are�young�consumers�(77%�of�respondents�age�16�to�40�years)�and�are�females�

(64%).�About�81%�of�respondents�have�a�university�education�or�higher.�The�exploratory�factor�

analysis�(EFA)�was�employed�to�assess�reliabilities�and�validities,�according�to�Podsako��HW�

DO���������DQG���L���������

7DEOH����Results�of�EFA

�RQVWU�FW )DFWRU�ORDGLQ� �URQEDFK�V��OSKD

Attitude�towards�buying�green�products�(AT) �7� 0.846 �����

�7� �����

�7� �����

�7� �����

3HUFHLYHG��H�DYLRUD��FRQWUR������ ��� ����� �����

��� �����

��� �����

��� �����

Social�in�uence�(SI) �,� ����� �����

�,� �����

�,� 0.679

�,� �����

Environmental�concern�(EC) EC1 ����� �����

EC2 �����

EC3 �����

Knowledge�about�green�products�(KL) KL1 ����� �����

KL2 �����

KL3 0.765

�H�I�UH�SRQ�L�L�LW����5� �5� 0.762 0.625

�5� 0.865

�5� 0.786

�5� �����

*UHHQ�FRQ��PSWLRQ�LQWHQWLRQ��,1� ,1� ����� 0.776

,1� 0.776

,1� 0.765

6R�UFH��The�authors’�calculation

The� “Pearson-product� moment� Correlation� coe�cient”� is� used� to� measure� the� linear�

relationship�between�proposed�constructs.�From�Table�3�below,�it�can�be�seen�that�all�observed�

factors�can�signi�cantly�and�positively�a�ect�green�consumption.
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7DEOH�����RUUH�DWLRQ��PDWUL�

,1 �7 %� ./ 61 (�

,1 �

���

�7 ������� �

�����

��� ���

�� ������� 0.364** �

����� �����

��� ��� ���

KL ������� 0.268** ������� �

����� ����� �����

��� ��� ��� ���

�1 ������� 0.076 ������� ������ �

����� ����� ����� �����

��� ��� ��� ��� ���

EC ������ ������� ������ ����� ����� �

����� ����� ����� ����� �����

��� ��� ��� ��� ��� ���

6R�UFH��The�authors’�calculation

Having� Kaiser-Meyer-Olkin� measure� of� sampling� adequacy� between� 0.5� and� 1� is� a�

requirement�before�doing�Exploratory�factor�analysis�as�the�sample�is�proven�to�be�adequate�for�

factor�analysis.�Furthermore,�it�is�required�that�the�signi�cance�of�Barlett’s�Test�of�Sphericity�

being� less� than� 0.5� to� accept� that� there� may� be� a� statistically� signi�cant� interrelationship�

between�variables.�Therefore,�the�authors’�signi�cance�of�0.00�satis�es�the�requirements.

Six�of�the�extracted�factors�have�a�Total�Initial�Eigenvalues�greater�than�1,�with�a�cumulative�

percentage�of�variance�at�66.017%,�satisfying�the�requirement�that�this�value�must�be�greater�

than�50%.�In�short,�these�six�extracted�factors�can�explain�66.017%�of�the�variability�of�the�

variables.�After�using�factor�loading�of�≥�0.5�and�the�Principal�Components�extraction�method,�

the�results�were�shown�in�Table�4�below.�According�to�the�results�in�the�table,�the�observed�

variable�SR�2�was�disquali�ed�and�therefore�removed�from�the�research�model.�On�the�other�

hand,�the�results�from�the��rst�analysis�suggested�that�observed�variables�SR1�and�SR3�should�

�H�FRP�LQHG�LQWR�W�H�IDFWRU��7�

After�extracting�the�disquali�ed�observed�factors�SR2�and�rerun�Bartlett’s�test�in�SPSS,�the�

results�were�shown�in�the�tables�below.�The�results�of�the�factor�analysis�show�that�the�total�

variance�extracted�is�equal�to�65.277%�(>�50%),�KMO�>�0.5,�and�Sig.�<�0.05�so�EFA�analysis�
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is�appropriate.�The�analytical�results�show�that�after�eliminating�observed�variables�that�do�
not�meet�the�requirements,�the�initial�6�factors�with�26�observed�variables�were�grouped�into�

5�factors�with�23�factors.

7DEOH����Test��nal�analysis

.02�DQG�%DUOHWW�V�7HVW

Kaiser�-�Meyer�-�Olkin�Measure�of�Sampling�Adequacy �����

Barlett’s�Test�of�Sphericity “Approx.�Chi-Square” 2767.905

'I ���

�LJ� ����

Pattern�matrix��nal�analysis

)DFWRUV

� � � � � �

�7� �����

�7� �����

�7� �����

�7� �����

�5� �����

�5� �����

��� �����

��� 0.699

��� 0.697

��� 0.685

�,� �����

�,� �����

�,� 0.685

�,� 0.684

KL3 �����

KL1 0.836

KL2 �����

EC1 �����

EC3 �����

EC2 �����

,1� 0.761

,1� �����

,1� �����

6R�UFH��The�authors’�calculation
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�IWHU� FRQG�FWLQJ� DQ� H�S�RUDWRU�� IDFWRU� DQD���L�� DQG� SUH�LPLQDU�� HYD��DWLRQ� RI� W�H�

UH�LD�L�LW�� RI� W�H� �FD�H�� W�H� D�W�RU�� PDGH� DPHQGPHQW�� WR� W�H� SURSR�HG� IDFWRU�� LQ� W�H�

hypothesis�as�below:

“Attitude� towards�buying�green� products-AT”� includes�5�observed� variables�AT1,�AT2,�

AT3,�AT4,�SR1,�SR3.�The�attitude� towards�green�products�now�not�only� re�ects� the�mere�

interest� of� young� green�products� but� also� shows�what� they� feel�when� using� the� products,�

which�is�to�help�protect�the�environment.�Adding�more�variables�to�the�factor�helps�it�express�

more�comprehension�and�dimensions�of�the�attitude�of�consumers�towards�green�products.

“Behavioral�control-BC”�includes�4�observed�variables�BC1,�BC2,�BC2,�BC4�which�show�

the�extent�to�which�consumers�feel�comfortable�and�easy�to�perform�the�green�consumption�

�H�DYLRU��

“Knowledge� about� green� products-KL”� comprises� of� 3� observed� variables� KL1,� KL2,�

KL3,�which�indicate�consumers’�knowledge�about�green�products�and�green�consumption.

“Social�in�uence-SI”�consistes�of�4�observe�variables�SI1,�SI2,�SI3,�SI4.�This�re�ects�the�

degree�to�which�young�consumers�change�or�alter�their�purchasing�decision�in�response�to�the�

environment�around�including�acquaintances,�governmental�policies,�and�the�media.

The� last� factor,� “Environmental� concern-EC”,� has� three� observed� variables�EC1,� EC2,�

EC3�which�show�how�consumers�are�conscious�about�environmental�problems.

7�H�UHJUH��LRQ�PRGH��L��HPS�R�HG�WR�SRUWUD��W�H�SURSR�HG���SRW�H�H����LQJ�W�H�PHW�RG�

Enter.�After�analyzing�Pearson�correlation,��ve�independent�factors�(AT,�BC,�SI,�KL,�and�EC)�

correlate�with�the�dependent�factor�(IN).

7DEOH����Results�of�the��nal�regression�analysis

0RGHO�6�PPDU� �129�D

Coe�cientsD

0RGHO

8QVWDQGDUGL�HG�
Coe�cients

6WDQGDUGL�HG�
Coe�cients

6L��

5� �GM��5� 6L�� ) % %HWD

����� ����� ������ 46.922

��RQ�WDQW� ����� �����

�7 ����� 0.067 �����

�� ����� ����� �����

�, ����� ����� �����

KL� ����� ����� �����

6R�UFH��The�authors’�calculation

After�the�second�regression�analysis�is�run,�all�four�variables�of�AT,�BC,�SI,�and�KL�are�

quali�ed�as�explanatory�factors�for�the�change�of�green�consumption�intention�of�consumers�

�,1���7�H�DGM��WHG�5��coe�cient�showed�a�value�of�0.385�which�means�that�in�100%�of�the�

variation�of�the�dependent�variable,�the�satisfaction�is�38.5%.
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�lso,�when�looking�at�the�“Sig.”�column,�the�value�is�0.000,�which�speci�es�the�statistical�
signi�cance�of�the�regression�model�that�was�analyzed.�P�is�lower�than�0.05,�indicating�that�
this� proposed� framework� signi�cantly� predicts� the� proposed� variable.� From� all� the� above�
tests,�the�proposed�model�chosen�was�suitable.�The�authors�propose�the�following�model:

Green�consumption�intention�=�0.383�+�0.370*AT�+�0.295*BC�+�0.193*SI�+�0.110*KL

In�conclusion,�customers’�attitude�towards�buying�green�products�has�the�highest�impact�
(0.370)�on�green�consumption�intention�in�Vietnam,�followed�by�perceived�behavioral�control�
(0.295),�social�in�uence�(0.193),�and�knowledge�towards�green�products�(0.110).

The�study�examined�the�factors�that�a�ect�intention�for�purchasing�green�products�based�
on�the�theory�of�planned�behavior.�Factors�put�into�analysis�was�the�attitude�towards�buying�
green�products,�behavioral�control,�social�in�uence,�environmental�concern,�and�knowledge�of�
green�products.�The�results�revealed�that�consumers’�attitudes�towards�buying�green�products,�
behavioral�control,�social�in�uence,�and�knowledge�a�ect�consumption�intention,�except�for�
HQYLURQPHQWD��FRQFHUQ��

In�the�research,�attitude�towards�green�products�is�revealed�to�be�the�strongest�indicator�
of� forming� green� consumption� intention,� which� is� in� line� with� Maichum� HW� DO�� ��������
Consumers�having�environmental�concerns�are�expected�to�have�a�favorable�attitude�towards�
green� products.�The� research� results� also� show� that� purchase� intention� is� in�uenced� by� a�
positive� attitude� towards� buying� green�products,� especially�when� consumers� are�aware� of�
HQYLURQPHQWD��SURWHFWLRQ�

The�research��ndings�showed�that�behavioral�control�is�revealed�to�be�the�critical�predictor�
of�purchasing�intention.�The�result�is�in�line�with�the�research�of�Verma�and�Chandra�(2018),�
which�investigated�visit�intention�to�the�green�hotels�with�the�sample�size�of�295�undergraduates�
DQG�SR�WJUDG�DWH���7�HUHIRUH��LW�FDQ��H�FRQF��GHG�W�DW�SHUFHLYHG��H�DYLRUD��FRQWUR��L��LPSRUWDQW�
IRU�SUHGLFWLQJ�JUHHQ�FRQ��PSWLRQ�LQWHQWLRQ��5HJDUGLQJ��LWHUDW�UH���H�DYLRUD��FRQWUR��UHIHU��WR�
a�person’s�beliefs�that�are�considered�within�their�control.�It�re�ects�the�degree�of�di�culty�
and�barriers�for�people�when�they�think�to�be�action.�In�many�ways,�when�people�can�control�
their�actual�behavior,�they�will�be�expected�to�ful�ll�their�intentions.

The�current�research�also�showed�that�social�in�uence�is�proven�to�impact�the�customers’�
intention� to� buy� green� products� in� Vietnam.� These� �ndings� are� similar� to� the� results� of�
Adawiyah�(2017).�Some�recent�studies�conducted�in�collectivist�cultures�also�reported�that�
social�in�uence�greatly�a�ects�green�purchase�intention�and�behavior�(Chan�and�Lau,�2000;�
�DJR��L�HW�DO�,�2000).�Therefore,�it�can�be�suggested�that�social�in�uence�plays�a�signi�cant�
role� in� customers’� purchasing� decisions.� As� Vietnamese� society� bears� characteristics� of�
a� collectivist� society,� people� are� strongly� in�uenced� by� relationships� around� them� (i.e.,�
family,� friends,� colleagues,� etc.).� Besides,� the� Vietnamese� government� has� made� several�
attempts�to�promote�green�products� through�policies�and�propaganda,�which�consequently�
a�ect�consumers’�intention�to�buy�green�products.�The�media�also�play�an�important�part�in�
promoting�green�consumption� intention�when� the�concept�of�green�marketing�has�become�
more�popular�between�companies�and�corporations.
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Knowledge�of�green�products�is�considered�as�one�of�the�determining�factors�of�consumers’�

green�consumption,� which� is� in�accordance�with� the� research� of�De�Koning�HW� DO�� ��������

However,�regarding�environmental�concerns,�it�has�no�impact�on�green�consumption�intention.�

This��nding�is�in�contradiction�with�previous�studies�such�as�Maichum�HW�DO���������

����RQFO�VLRQ

Regarding�the�signi�cance�of�promoting�green�purchasing�intention�among�consumers�in�an�

emerging�market�such�as�Vietnam,�the�current�paper�provides�an�important�understanding�of�

consumers’�green�consumption.�Based�on�the�research�results�and�the�current�context�of�Vietnam,�

W�H�D�W�RU��SURSR�H��RPH� UHFRPPHQGDWLRQ��DQG� SUDFWLFD�� LPS�LFDWLRQ�� IRU� W�H� JRYHUQPHQW��

policymakers,�and�marketers�to�increase�green�consumption�frequencies�and�e�ciency.

7�H�UH�HDUF��SUH�HQW���RPH�FRQWUL��WLRQ��W�HRUHWLFD����DQG�SUDFWLFD�����)LU�W����W�L���W�G��

SURYLGH��PHDQLQJI���LQ�LJ�W��LQWR�W�H�JUHHQ�PDUNHWLQJ��LWHUDW�UH�RQ��HJPHQWLQJ�F��WRPHU���

With�more�promising�buying�powers,�Vietnamese�consumers�of�the�21st�century�also�possess�

much�more�consciousness�and�knowledge�about�health�and�the�environment�as�well�as�related�

contextual� concerns�and�purchasing� barriers,�which� requires� the�markets� to�come�up� with�

reasonable�marketing�strategies.�Moreover,�according�to�the�study’s��ndings,�environmental�

concern� does� not� directly� lead� to� green� consumption� intention,� which� contradicts� some�

SUHYLR����W�GLH���7�L��FDQ��H���HG�D��D�SUH�LPLQDU���D�L�����RW�HU��W�GLH��RQ�W�H�PDUNHW��HFWRU�

for�further�understanding�green�consumption�in�the�Vietnamese�context.

,Q�SUDFWLFH��W�H�UH���W��D��R�JLYH�SUDFWLFD��UHFRPPHQGDWLRQ��WR�PDUNHWHU��DQG�JRYHUQPHQW���

DQG�LQ�WLW�WLRQ��LQ�LQFUHD�LQJ�JUHHQ�FRQ��PSWLRQ����UHPRYLQJ�W�H��DUULHU��WR�JUHHQ�S�UF�D�LQJ��

stimulating� favorable� attitudes,� utilizing�social� in�uence,� and� increasing� knowledge� about�

the� �eld.�Consumers� will�be� the�key�consumption� force� soon,� and� thereby� it� is�critical� to�

learn� the� way� they� behave� according� to� the� change� of� social� contexts� and� environmental�

contexts.�Especially,�this�paper�contributes�to�ecotourism�destinations�by�encouraging�green�

FRQ��PSWLRQ�LQWHQWLRQ��L�H���HFR�UH�WD�UDQW��RUJDQLF�IRRG���WR�SUHYHQW�W�H�QDW�UD��HQYLURQPHQW�

DQG���L�G�D�QDW�UH�GH�WLQDWLRQ�LPDJH�

Even� though� the�research�has�successfully�developed�a� framework�to� study� factors�that�

a�ect�the�green�consumption�of�consumers,�it�is�still�restricted�by�some�limitations.�Firstly,�the�

study�uses�the�method�of�convenience�sampling�within�a�limit�of�time�and�scope,�thereby�the�

results�might�not�represent�the�whole�population.�Some�other�studies�that�inspect�the�in�uence�

of� prices� and� the�willingness� to� pay� factors� are� researches� from�Biswas� (2015)� or�Zhu� HW�

DO��(2013).�Future�research�has�to�expand�with�a�larger�number�of�consumers�from�various�

majors�and�explore�the�gap�between�intention�and�green�consumption�behavior�and�the�factors�

a�ecting�that�gap�for�more�practical�understanding�and�practices.
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