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The�current�paper�aims�to�analyze� factors�a൵ecting�green�consumption� intention�based�on�
WKH�H[WHQGHG�WKHRU\�RI�SODQQHG�EHKDYLRU��7KH�SURSRVHG�PRGHO�LV�DQDO\]HG�XVLQJ�UHJUHVVLRQ�

DQDO\VLV�ZLWK�GDWD�IURP�����SDUWLFLSDQWV��7KH�UHVXOWV� LQGLFDWH� WKDW�DWWLWXGH� WRZDUGV�EX\LQJ�

green�products,�behavioral�control,�social�inÀuence,�and�knowledge�about�green�products�are�
four�factors�that�have�signi¿cantly�positive�inÀuences�on�consumers’�intention�of�purchasing�
JUHHQ�SURGXFWV��+RZHYHU��LQ�FRQWUDVW�WR�VRPH�SUHYLRXV�VWXGLHV��HQYLURQPHQWDO�FRQFHUQ�KDV�

no�direct� relationship�with�consumers’�green�consumption� intention.� Incredibly,� this�paper�
FRQWULEXWHV�WR�WKH�HFRWRXULVP�GHVWLQDWLRQV�E\�HQFRXUDJLQJ�JUHHQ�FRQVXPSWLRQ�WR�SUHYHQW�WKH�

QDWXUDO� HQYLURQPHQW� LQWHQWLRQ� �L�H��� HFR�VRXYHQLU�� HFR�IULHQGO\� SODVWLF�� RUJDQLF� IRRGV�� DQG�

EXLOG�D�QDWXUDO�GHVWLQDWLRQ�LPDJH�

.H\ZRUGV�� Social� inÀuence,� Green� consumption� intention,� Environmental� concern,�
(FRWRXULVP��'HVWLQDWLRQ�LPDJH

�� &RUUHVSRQGLQJ�DXWKRU��FKLQWN#IWX�HGX�YQ
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���,QWURGXFWLRQ

The�world’s�emerging�economies,�such�as�Vietnam,�are�facing�several�environmental�issues,�
LQFOXGLQJ�GHIRUHVWDWLRQ��VRLO�GHJUDGDWLRQ��ZDWHU��DLU�SROOXWLRQ��DQG�ORVV�RI�ELRGLYHUVLW\�GXH�WR�

their�rapid�urbanization�and�industrialization.�One�of�the�most�direct�causes�of�these�issues�
LV� JUHHQKRXVH� JDV� HPLVVLRQV� IURP� FRQVXPHU� JRRGV� SURGXFWLRQ� �0F.HFKQLH� HW� DO��� �������

8QGRXEWHGO\��SURPRWLQJ�JUHHQ�FRQVXPSWLRQ�LV�RQH�RI�WKH�SUHVVLQJ�DFWV�WR�PLQLPL]H�FOLPDWH�

change’s�consequences�and� implement� sustainable�development�goals.�Green�consumption�
FDQ�VDWLVI\�SHRSOH¶V�EDVLF�QHHGV�ZKLOH�SUHVHUYLQJ�WKH�IXQFWLRQV�DQG�ZRUNLQJV�RI�DQ\�QDWXUDO�

HFRV\VWHP��7KXV��LW�KHOSV�SURWHFW�WKH�HQYLURQPHQW�DQG�SUHVHUYH�WKH�SODQHW�IRU�IXWXUH�JHQHUDWLRQ�

$FFRUGLQJ� WR�VHYHUDO�SUHYLRXV�VWXGLHV��VXFK�DV�/HRQLGRX�HW�DO���������DQG�3HOR]D�HW�DO��

��������³JUHHQ�FRQVXPSWLRQ´�LV�EHFRPLQJ�D�SRSXODU�UHVHDUFK�LQ�GHYHORSHG�QDWLRQV��&XUUHQWO\��

the� ¿ndings� of� Liu� HW� DO�� ������� UHYHDO� WKDW� JUHHQ� FRQVXPSWLRQ� KDV� LQFUHDVHG� WKH� VWXGLHV�
RQ� FXVWRPHUV¶� EHKDYLRUV�� )XUWKHUPRUH�� PDQ\� SUHYLRXV� SLHFHV� RI� UHVHDUFK� H[SORUH� WKH�

HQYLURQPHQWDO� FRQFHUQ� DQG� JUHHQ� FRQVXPSWLRQ� LQWHQWLRQ� RI� FRQVXPHUV� LQ� GHYHORSLQJ� DQG�

GHYHORSHG�FRXQWULHV��)RU�H[DPSOH��<X�HW�DO���������LQYHVWLJDWH�WKH�³7DLZDQHVH�XQGHUJUDGXDWH�

students’�pro-environmental�towards�green�products�in�the�¿ght�against�climate�change”.
)XUWKHUPRUH��3HOR]D�HW�DO���������VWDWH� WKDW�³HYHQ�WKH�PRVW�UHFHQW�UHVHDUFKHUV�KDYH�MXVW�

VWDUWHG�WR�H[SORUH�WKH�IDFWRUV�WKDW�KHOS�WR�H[SODLQ�JUHHQ�FRQVXPSWLRQ�EHKDYLRUV��PDQ\�RI�WKHVH�

VWXGLHV�IRFXVHG�RQO\�RQ�H[SODLQLQJ�EHKDYLRUDO�LQWHQWLRQ´��+HQFH��WR�UHVSRQG�WR�WKH�FDOOV�RI�

IXWXUH�VWXGLHV��VHYHUDO�SLHFHV�RI�UHVHDUFK�IRFXV�RQ�FXOWXUH�DQG�YDOXHV��3HSSHU�HW�DO����������

VRFLRGHPRJUDSKLF� FKDUDFWHULVWLFV� �'LDPDQWRSRXORV� HW� DO��� ������� DQG� FXVWRPHU� LQWHQWLRQ�

(Wu�and�Chen,�2014).�However,�the�research�on�green�consumption�in�Vietnam�has�attracted�
little�attention.�Therefore,�this�study�explores�some�of�the�factors�a൵ecting�intention�towards�
consuming�green�products�in�Vietnam.

The�objective�of�this�research�focuses�on�clarifying�the�factors�a൵ecting�green�consumption�
LQWHQWLRQ�XVLQJ� WKH�H[WHQGHG� WKHRU\�RI�SODQQHG�EHKDYLRU�DV� WKH� IUDPHZRUN� WR�PHDVXUH� WKH�

change�of�consumer�behavior�from�intention�to�action.�The�research�questions�of�this�paper�
DUH��What�are�the�factors�aৼecting�green�consumption�intention�in�the�context�of�Vietnam?�
Which� factor�is� the�most� important?�7KLV� VWXG\�DOVR�SURYLGHV�PHDQLQJIXO� LQVLJKWV�LQWR�WKH�
green� marketing� literature� on� segmenting� customers.� Moreover,� the� ¿ndings� would� help�
SROLF\PDNHUV�� DFDGHPLF� UHVHDUFKHUV�� DQG� SUDFWLWLRQHUV� XQGHUVWDQG� DQG� SURPRWH� FRQVXPHU�

EHKDYLRU�FKDQJH�WRZDUGV�VXVWDLQDELOLW\�

7KH�UHVW�RI�WKLV�SDSHU�LV�RUJDQL]HG�DV�IROORZV��6HFWLRQ���FRQWDLQV�WKH�OLWHUDWXUH�UHYLHZ�DQG�

K\SRWKHVLV�GHYHORSPHQW��6HFWLRQ���SUHVHQWV� WKH� GHVFULSWLRQ�RI� WKH�GDWD�DQG� WKH�HVWLPDWLRQ�

VWUDWHJLHV��6HFWLRQ���VKRZV�WKH�PDLQ�HPSLULFDO�UHVXOWV��DQG�6HFWLRQ���FRQFOXGHV�WKH�SDSHU�

���/LWHUDWXUH�UHYLHZ�DQG�K\SRWKHVLV

2.1�Green�consumption
According�to�the�Organization�for�Economic�Cooperation�and�Development�(OECD),�green�
SURGXFWV� FDQ� EH� HQFRXUDJHG� WR� UHGXFH� HQYLURQPHQWDO�GDPDJH��0HDQZKLOH�� /LQ� DQG�+XDQJ�
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(2012)� de¿ned� “green� products�as�products� used� from�fewer� resources�and�having� a� lower�
LPSDFW�DQG�ULVN�RQ�WKH�HQYLURQPHQW��ZKLOH�DOVR�SUHYHQWLQJ�WKH�JHQHUDWLRQ�RI�ZDVWH�WKDW�LV�DOUHDG\�

LQ� LWV� IRUP´��$GDZL\DK� ������� VWDWHV� WKDW� JUHHQ�SURGXFW� FRQFHSWV�DUH� UHODWHG� WR� VXVWDLQDEOH�

SURGXFWLRQ�DQG�VXSSO\�FKDLQ�PDQDJHPHQW��WKH�HQYLURQPHQW��WHFKQRORJ\��DQG�SUDFWLFH�

One�of�the�most�comprehensive�de¿nitions�is�the�Green�Option�Matrix�(GOM)�proposed�
E\�'DQJHOLFR�DQG�3RQWUDQGROIR���������7KH\�FUHDWH�D�WULGLPHQVLRQDO�PDWUL[�EDVHG�RQ�ZKHQ��

ZK\�� DQG�KRZ�PXFK� WKH�JRRGV�DUH�JUHHQ��%\�H[DPLQLQJ� WKH�HQYLURQPHQWDO�FRQFHUQ��JUHHQ�

SURGXFWV� DUH� FDWHJRUL]HG� LQWR� SROOXWLRQ�ZDVWH� IRFXV�� PDWHULDO� IRFXV�� RU� HQHUJ\� IRFXV�� )RU�

H[DPSOH��D�JUHHQ�SURGXFW�ZLWK�D�PDWHULDO�IRFXV�IDFWRU�XVHV�QDWXUDO�PDWHULDOV�IRU�VXVWDLQDEOH�

GHYHORSPHQW��D�JUHHQ�SURGXFW�WKDW�IRFXVHV�RQ�HQHUJ\�FRXOG�SURGXFH�HQHUJ\�IURP�UHQHZDEOH�

VRXUFHV��PLQLPL]H�ZDVWH��DQG�UHGXFH�SROOXWLRQ�FDXVHG�E\�RWKHU�SURGXFWV�

$ORQJ�ZLWK�JUHHQ�SURGXFWV��JUHHQ�FRQVXPSWLRQ�LV�FRQVLGHUHG�D�WUHQG�RI�WKH���VW�FHQWXU\��

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�
XVH�RI�QDWXUDO�UHVRXUFHV�DQG�WR[LF�PDWHULDOV�DV�ZHOO�DV�WKH�HPLVVLRQV�RI�ZDVWH�DQG�SROOXWDQWV�

RYHU�WKH�OLIH�F\FOH�VR�DV�QRW�WR�MHRSDUGL]H�WKH�QHHGV�RI�IXWXUH�JHQHUDWLRQV´�

2.2�Attitude�towards�green�consumption�and�green�consumption�intention
$FFRUGLQJ�WR�WKH�WKHRU\�RI�UHDVRQHG�DFWLRQ��³EHKDYLRU�LV�D�IXQFWLRQ�RI�SURPLQHQW�LQIRUPDWLRQ�

or�beliefs�related� to�the�behavior”�(Ajzen�and�Madden,�1986).�Beliefs�combine�behavioral�
EHOLHIV� DQG�QRUPDWLYH� EHOLHIV�� 6WUDXJKDQ�DQG�5REHUWV� �������DOVR� IRXQG� WKDW�³SHRSOH�ZKR�

think� their� e൵orts�contributing� to� solving�ecological� problems,� are�more� actively� engaged�
LQ�HQYLURQPHQWDOO\�IULHQGO\�EHKDYLRUV´��7KHUHIRUH��LW�FDQ�EH�FRQFOXGHG�WKDW�FRQVXPHUV�KDYH�

JRRG�DWWLWXGHV�DERXW�JUHHQ�JRRGV��7KLV�DWWLWXGH�SXVKHV�WKHLU�GHFLVLRQ�WR�SXUFKDVH�JUHHQ�RQHV�

WKDW�KDYH�SULPDULO\�UHVXOWHG�LQ�WKHLU�DVVHVVPHQW�

In� this� respect,� “the� more� individuals� think� that� their� e൵orts� can� solve� environmental�
SUREOHPV��WKH�PRUH�OLNHO\�WKH\�DUH�WR�SHUIRUP�HQYLURQPHQWDOO\�FRQVFLRXV�EHKDYLRUV�LQ�HYHU\GD\�

OLIH�� VKDSLQJ�WKH�SRVLWLYLW\�WRZDUGV�HFRORJLFDOO\�FRQVFLRXV�EHKDYLRUV�DQG�GHYHORSLQJ�JUHHQ�

FRQVXPSWLRQ�LQWHQWLRQV´��.LP�DQG�+DQ���������)URP�WKHVH�UHVHDUFKHV�PHQWLRQHG�DERYH��WKH�

IROORZLQJ�K\SRWKHVLV�LV�SURSRVHG�

H1:�Attitude�towards�green�consumption�positively�inÀuences�green�consumption�behavior.
2.3�Behavioral�control�and�green�consumption�intention
$V� VWDWHG� LQ� WKH�WKHRU\�RI� UHDVRQHG�DFWLRQ�RI�)LVKEHLQ�DQG�$M]HQ� ��������³WKH� LQWHQWLRQ� WR�

FDUU\�RXW�D�JLYHQ�DFW�LV�GHWHUPLQHG�E\�WKH�DWWLWXGH�WRZDUG�WKH�EHKDYLRU�DQG�VXEMHFWLYH�QRUPV��

DQG�WKH�GHJUHH�WR�ZKLFK�WKH�LQWHQW�LV�H[HFXWHG�XQGHU�WKH�FRQVFLRXV�FRQWURO�RI�WKH�LQGLYLGXDO´��

$M]HQ��������IXUWKHU�GHYHORSV�WKH�WKHRU\�RI�SODQQHG�EHKDYLRU�E\�DGGLQJ�DQ�LQGLYLGXDO¶V�VHOI�

GHWHUPLQDWLRQ� DQG� SHUFHSWLRQ� �L�H��� SHUFHLYHG� EHKDYLRUDO� FRQWURO�� ZKLFK� GLVWLQJXLVKHV� WKH�

WKHRU\� RI�SODQQHG� EHKDYLRU� IURP� LWV� SUHGHFHVVRU���%HKDYLRUDO�FRQWURO� VKRZV� WKH�GHJUHH� WR�

ZKLFK�DQ�LQGLYLGXDO�WKLQNV�WKH�EHKDYLRU�LV�XQGHU�WKHLU�FRQWURO��7KXV��ZKHQ�IRUHFDVWLQJ�YDULDEOHV�

that�a൵ect� individual�intention�and�behavior,�perceived�behavioral�control� is� considered� to�
have�a�signi¿cant�inÀuence.�“The�more�attitudes�towards�the�behavior,�the�more�support�from�
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VXEMHFWLYH�UXOHV�WR�SDUWLFLSDWH�LQ�WKH�EHKDYLRU��WKH�PRUH�WKH�DELOLW\�WR�FRQWURO�WKH�EHKDYLRU�LV�

SHUFHLYHG� WR�WKH�EHKDYLRU��WKH�PRUH�FXVWRPHUV� LQWHQG�WR�SHUIRUP� WKHLU�EHKDYLRU´� �)LHOGLQJ�

HW�DO���������1JX\HQ�DQG�+D��������1JX\HQ���������7KHUHIRUH��LW�FDQ�EH�SURSRVHG�WKDW�WKH�

consumers’�behavioral�control�will�a൵ect�their�purchase�intention�(Chen�and�Chang,�2012).

H2:�Behavioral�control�positively�inÀuences�green�consumption�behavior.

2.4�Social�inÀuence�and�green�consumption�intention

$FFRUGLQJ� WR� WKH� WKHRU\� RI� UHDVRQHG� DFWLRQ�� WKH� ³FXVWRPHU� LQWHQW� LV� D� IXQFWLRQ� RI� WZR�

components;� one� person� by� nature� and� the� other� reÀecting� social� inÀuence� can� be� called�
subjective� norms”.� The� subjective� norm� is� de¿ned� as� the� “social� pressure� that� causes� an�
individual�to�participate�in�a�particular�behavior”�(Fishbein�and�Ajzen,�1975).�The�inÀuence�of�
VRFLHW\�KDSSHQV�ZKHQ�³LQGLYLGXDOV�FKDQJH�WKHLU�WKRXJKWV��IHHOLQJV��RU�EHKDYLRU�LQ�UHVSRQVH�WR�

society�or�their�surroundings�”�(Turner,�1991).�Consumers�living�in�society�will�be�inÀuenced�
E\�KLV�KHU�VXUURXQGLQJ�FRPPXQLW\��HVSHFLDOO\�LQ�WKH�FDVH�RI�JUHHQ�FRQVXPHUV��&KHQ�<X�DQG�

6HRFN¶V��������UHVXOWV�VKRZHG�WKDW�³PDQ\�WLPHV��LW�KDV�EHHQ�REVHUYHG�WKDW�SHRSOH�PDQLSXODWH�

or�modify�their�thoughts�and�actions�to�¿t�in�with�other�groups�or�societies”.

)URP�WKH�WKHRU\�RI�UHDVRQHG�DFWLRQ��VXEMHFWLYH�QRUPV�FDQ�EH�IRUPHG�E\�SHUFHLYLQJ�FRPPRQ�

beliefs�from�people�or�social�factors�that�inÀuence�consumers�(acquaintances�such�as�family�
DQG�IULHQGV��WKH�JRYHUQPHQW��DQG�WKH�PHGLD���7KH�GHJUHH�WR�ZKLFK�WKH�WUDGLWLRQDO�EHOLHI�IDFWRUV�

DUH�VXEMHFWLYH�WR�WKH�EX\LQJ�WUHQG�RI�FRQVXPHUV�GHSHQGV�RQ��L��WKH�OHYHO�RI�VXSSRUW�RSSRVLWLRQ�

to�consumer�purchases,�and�(ii)�the�motive�of�consumers�following�the�wishes�of�inÀuential.�
7KH�H[WHQW�WR�ZKLFK�SHRSOH�DUH�LQYROYHG�LQ�FRQVXPHU�LQWHQWLRQ�DQG�ZKDW�PRWLYDWHV�FRQVXPHUV�

WR�IROORZ�UHOHYDQW�SHRSOH�DUH�WZR�IXQGDPHQWDO�IDFWRUV�IRU�WKH�VXEMHFWLYH�HYDOXDWLRQ�EHQFKPDUN��

The� stronger� the� level� of� intimacy�with� the� people� involved,� the� greater� the� inÀuence� on�
their�buying�decision.�The�more�signi¿cant�consumers’�con¿dence�in�the�relevant�people,�the�
JUHDWHU�WKHLU�EX\LQJ�LQWHQWLRQ�ZLOO�EH�

Social� inÀuence� can� be� categorized� into� di൵erent� components� through� cultural� and�
SHHU� SUHVVXUH� DQG� VRFLDOL]DWLRQ�� PHGLD�� DQG� RWKHU� RUJDQL]DWLRQV� �0RVFKLV� DQG� &KXUFKLOO��

1978).�Meanwhile,�governmental�inÀuence� shows�the�degree�to�which�a�person’s� thoughts�
and�behaviors�are� subjective�to�the� intervention�of� the�government.�In� some�countries,� the�
JRYHUQPHQW�PLJKW�EH�H[SHFWHG�WR�OHDYH�FRQVXPHU�FKRLFHV�XQGHU�WKH�PDUNHWV¶�SRZHU��+RZHYHU��

HYLGHQFH�VXJJHVWV�WKDW�JRYHUQPHQW�LQWHUYHQWLRQ�LV�FUXFLDO�IRU�GHVLJQLQJ�DQG�VKDSLQJ�WKH�FRQWH[W�

within�which�consumers�act� (Wol൵�and�Schönherr,�2011).�About� the� relationship�between�
social�inÀuence�and�green�purchasing�intention,�Caruana�(2007)�suggests�that�“green�buying�
LV�DQ�H[SUHVVLRQ�RI�FRQVXPHUV¶�VRFLDO�QRUPV�DV�ZHOO�DV�WKHLU�YDOXHV�DQG�EHOLHIV´��)XUWKHUPRUH��

research�has�already�shown�that�“peer�inÀuence�is�the�most�important�determinant�in�predicting�
JUHHQ�EHKDYLRUV�DPRQJ�\RXWK�LQ�+RQJ�.RQJ´��/HH���������)URP�WKHVH�UHVXOWV��LW�LV�VXJJHVWHG�

that� normative� social� inÀuence� can� positively� a൵ect� the� green� consumption� intention� of�
FRQVXPHUV��7KXV��WKH�K\SRWKHVLV�LV�SURSRVHG�DV�IROORZV�

H3:�Social�inÀuence�positively�inÀuences�green�consumption�intention.
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2.5�Environmental�concern�and�consumers’�green�consumption�intention

Over�the�last�twenty�years,�environmental�concern�has�continued�to�grow.�The�de¿nition�of�
HQYLURQPHQWDO�FRQFHUQ�YDULHV�IURP�DQ�LQGLYLGXDO�VLQFH�LWV�PHDQLQJ�LV�D�EURDG�WHUP�GHVFULELQJ�

various�behaviors�to�reduce�the�harmful�inÀuence�on�the�natural�environment.

6HYHUDO�UHVHDUFKHUV�KDYH�HQGHDYRUHG�WR�FODVVLI\�FRQVXPHUV�EDVHG�RQ�WKHLU�HQYLURQPHQWDO�

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�“the�multidimensional�de¿nition�and�behavioral�orientation�of�concern�about�
the�environment,�in�addition�to�considering�di൵erent�types�of�environmental�behaviors,�also�
LQFRUSRUDWHV�RWKHU�SV\FKRORJLFDO�IDFWRUV�RU�FRQVWUXFWV�WKDW�DUH�UHOHYDQW�WR�WKHP��EHOLHIV��YDOXHV��

DWWLWXGHV��NQRZOHGJH��DQG�RWKHU�IDFWRUV´��� �

0DQ\�UHVHDUFKHUV�VHH�HQYLURQPHQWDO�FRQFHUQ�DV�D�JHQHUDO�DWWLWXGH��%DPEHUJ��������ZKLFK�

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�inÀuence�on�
FRQVXPHU¶V�LQWHQWLRQ�WR�EX\�D�JUHHQ�SURGXFW��7KLV�FDQ�EH�FRQFOXGHG�WKDW�HQYLURQPHQWDO�FRQFHUQ�

has�positively�impacted�purchase�intention�(Ari൶n�HW�DO�,�2016;�Chi,�2021a).�Therefore,�it�is�
ORJLFDO� WR�DVVXPH� WKDW�WKRVH�ZKR�KDYH� WKH�LQWHQWLRQ� WR�EX\�JUHHQ�SURGXFWV�ZLOO�KDYH�WR�EH�

FRQFHUQHG�DQG�FRQVFLRXV�DERXW� WKH�HQYLURQPHQW��+DYLQJ� WKH� LQWHUHVW��FRQVXPHUV�ZLOO�KDYH�

D�QRWLFHDEOH�FKDQJH�IURP�EHKDYLRUDO�LQWHQWLRQ�WR�FRQVXPSWLRQ�LQWHQWLRQ�IRU�WKH�VDNH�RI�WKH�

HQYLURQPHQW��7KH�IROORZLQJ�K\SRWKHVLV�LV�VXJJHVWHG�

H4:�Environmental�concern�signi¿cantly�inÀuences�the�intention�towards�green�products.

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

³&RQVXPHU�NQRZOHGJH�RI�JUHHQ�SURGXFWV�LV�D�NH\�UROH�LQ�GULYLQJ�JUHHQ�FRQVXPHUV¶�EX\LQJ�

EHKDYLRU´��$VKD�DQG�5DWKLKD���������7KH�DZDUHQHVV�RI�JUHHQ�SURGXFWV�LV�RQH¶V�XQGHUVWDQGLQJ�

RI� LQWHUUHODWHG� IDFWRUV�� LQFOXGLQJ� PRGHOV�� IHDWXUHV�� GLVWULEXWLRQ� FKDQQHOV�� HWF�� &RQVXPHUV�

ZKR� DUH� DZDUH� RI� JUHHQ� SURGXFWV� FDQ� GLVWLQJXLVK� JUHHQ� SURGXFWV� IURP� RWKHU� WUDGLWLRQDO��

QRQ�JUHHQ� SURGXFWV�� DQG� DFNQRZOHGJH� JUHHQ� SURGXFWV� DV� DGGLWLRQDO� XVHIXO� IHDWXUHV� RI� DQ�

HQYLURQPHQWDOO\� IULHQGO\� SURGXFW� HQYLURQPHQW�� 7KH\� FDQ� ORFDWH� UHOLDEOH� VKRSV� DQG� VWRUHV�

where� they�supply�green�products.�If�one�needs�to�use�green�products,�one� should�identify�
JUHHQ�DWWULEXWHV�WKDW�GHFLGH�ZKHWKHU�D�SURGXFW�LV�JUHHQ�RU�QRW��7KH�FRQVXPHU�VKRXOG�EH�DZDUH�

RI�WKH�IHDWXUHV�RI�JUHHQ�SURGXFWV��$VKD�DQG�5DWKLKD��������

%XVLQHVVHV�XVH�PDQ\�PHWKRGV�WR�FRQQHFW�ZLWK�WKHLU�JUHHQ�FXVWRPHUV�ZKR�ZDQW�WR�EX\�

more�environmentally�friendly�goods�or�products.�Companies�will�use�di൵erent�techniques�
DQG�WRROV�WR�SURPRWH�HFR�IULHQGO\�SURGXFWV�IRU�WUDGLWLRQDO�FRQVXPHUV�ZKR�ZLVK�WR�SURWHFW�

the�environment�by�o൵ering�various�programs,�such�as�discounts�and�coupons.�Consumers,�
therefore,�can�gain�more�bene¿ts�and�create�a�more�signi¿cant�market�share.�Consumers�
always� believe� that� the� value� of� personal� bene¿ts� and� importance� to� the� products� they�
receive�is�protecting�the�environment�by�minimizing�pollution.�Hessami�and�Youse¿�(2013)�
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also�show�that�knowledge�about�green�products�positively�a൵ects�consumers’�consumption�
LQWHQWLRQ�

H5:�Knowledge�about�green�products�signi¿cantly�inÀuences�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�
EHKDYLRUV�ZKLFK�DUH�LQLWLDWHG�E\�PRUDO�MXGJPHQW�DQG�UHVSRQVLELOLW\´��(FNKDUGW�HW�DO����������

&RQVXPHUV� SDUWLFLSDWH� LQ� WKH� YDOXHV� RI� EHKDYLRU� DQG� GHFLGH� WR� JLYH� D� FKRLFH� DERXW� WKHLU�

FKRRVLQJ�GHFLVLRQ��7KH�VWXG\�RI�0LFKDHO�HW�DO���������UHJDUGLQJ�FRQVXPHU�UHVSRQVLELOLW\�IRU�

VXVWDLQDEOH�FRQVXPSWLRQ�VXJJHVWV�WKDW�³FRQVXPHUV¶�UHVSRQVLELOLW\�FDQ�EH�D�EHWWHU�GHWHUPLQDQW�

RI�SHUVLVWHQW�FRQVXPSWLRQ�LQWHQWLRQ�DQG�EHKDYLRU´�DQG�WKDW�³VXVWDLQDEOH�DWWLWXGH�DQG�D�VHQVH�

RI�UHVSRQVLELOLW\�WRZDUGV�VXVWDLQDEOH�FRQVXPSWLRQ�KDYH�D�SRVLWLYH�LPSDFW�RQ�EHKDYLRUV´��<X�

HW�DO���������DOVR�VKRZ�WKH�UHODWLRQVKLS�EHWZHHQ�VHOI�UHVSRQVLELOLW\�DQG�WKH�LQFUHDVH�LQ�JUHHQ�

SURGXFW�SXUFKDVLQJ�LQWHQWLRQ��6HOI�UHVSRQVLELOLW\�KDV�D�UHODWLRQVKLS�ZLWK�LQWHQWLRQV�WR�SXUFKDVH�

JUHHQ�SURGXFWV��$FFRUGLQJO\��WKH�IROORZLQJ�K\SRWKHVLV�LV�GHYHORSHG�

H6:�Self-responsibility�signi¿cantly�inÀuences�green�consumption�intention.

)LJXUH����7KH�DXWKRUV¶�SURSRVHG�IUDPHZRUN

6RXUFH��6XJJHVWHG�E\�WKH�DXWKRUV

���0HWKRGRORJ\

%DVHG�RQ�WKH�OLWHUDWXUH�UHYLHZ�DERXW�JUHHQ�FRQVXPSWLRQ�DQG�WKH�SUHYLRXV�VWXGLHV��WKH�DXWKRUV�

compiled�a�set�of�questions�to�collect�data�for�analysis.�The�questionnaire�is�divided�into�seven�
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sections.�The�¿rst�section�measures�consumers’�attitudes�towards�green�products,�consisting�
of� four� questions.�The� second� section�measures�consumers’�behavioral� control,� consisting�
of� four� questions.� The� third� section�measures� the� extent� to�which� consumers� are� a൵ected�
by�social�inÀuence.�The�fourth�part�includes�the�consumers’�environmental�concern,�which�
has�three�questions.�The�¿fth�part�measures�consumers’�knowledge�of�green�products,�with�
IRXU�LWHPV��7KH�VL[WK�VHFWLRQ�VKRZV�WKH�FRQVXPHUV¶�HQYLURQPHQWDO�VHOI�UHVSRQVLELOLW\��7KH�ODVW�

VHFWLRQ�VKRZV�WKH�FRQVXPHUV¶��JUHHQ�FRQVXPSWLRQ�LQWHQWLRQ�

7KH� VFDOHV�XVHG� WR� DQDO\]H� WKH�IDFWRUV�DUH� WKRVH� WKDW�ZHUH� XVHG� LQ�SUHYLRXV� VWXGLHV��7KH�

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”�
DQG���UHSUHVHQWLQJ�³WRWDOO\�DJUHH´��0RUH�GHWDLOV�DERXW�WKH�VFDOHV�DUH�SUHVHQWHG�LQ�WKH�7DEOH���

7DEOH����4XHVWLRQQDLUHV�LWHPV

6FDOHV 2EVHUYHG�YDULDEOHV 6RXUFHV

$WWLWXGH�WRZDUGV�

EX\LQJ�JUHHQ�

SURGXFWV��$7�

$7� I�really�like�the�idea�of�buying�green�products .LP�DQG�+DQ���������

$M]HQ�������$7� I� ¿nd� the� idea� of� buying� green� products� really�
ZLVH

$7� I� ¿nd� the� idea� of� buying� green� products� really�
IDYRUDEOH

$7� I� ¿nd� the� idea� of� buying� green� products� really�
DGPLUDEOH

3HUFHLYHG�

EHKDYLRUDO�

FRQWURO��%&�

%&� I�¿nd�it�easy�to�perform�green�consumption $M]HQ�������

%&� I�can�buy�green�products�if�I�want�to
%&� I�feel�I�have�enough�resources�(time,�money,�etc)�

WR�SHUIRUP�JUHHQ�FRQVXPSWLRQ

%&� I�have�time�to�research�and�consider�buying�green�
SURGXFWV�DV�DQ�DOWHUQDWLYH�WR�WUDGLWLRQDO�SURGXFWV

Social�inÀuence�
(SI)

SI1 $OO� RI� WKH� SHRSOH� LPSRUWDQW� WR� PH� XVH� JUHHQ�

SURGXFWV

$M]HQ�������

SI2 $OO�RI� WKH�SHRSOH� LPSRUWDQW�WR�PH�DGYLVH�PH�WR�

XVH�JUHHQ�SURGXFWV

SI3 The�media�(radio,�newspaper,�TV,�etc)�provides�
PXFK�LQIRUPDWLRQ�UHJDUGLQJ�JUHHQ�SURGXFWV

SI4 7KH�JRYHUQPHQW�LV�UHFRPPHQGLQJ�SHRSOH�WR�XVH�

JUHHQ�SURGXFWV

(QYLURQPHQWDO�

FRQFHUQ��(&�

(&� +XPDQV�DUH�GHVWUR\LQJ�WKH�HQYLURQPHQW 1JX\HQ�HW�DO����������

&KL������D�(&� I’m�worry�about�the�pollution�of�the�environment
(&� It�is�complicated�when�I�think�about�the�balance�

RI�WKH�HQYLURQPHQW
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6FDOHV 2EVHUYHG�YDULDEOHV 6RXUFHV

.QRZOHGJH�

DERXW�JUHHQ�

SURGXFWV��./�

./� I� can� distinguish� green� products� from� normal�
WUDGLWLRQDO�SURGXFWV

Hessami�and�Youse¿�
������

./� I�know�reliable�distributors�of�green�products

./� I� am� con¿dent� I� have� enough� knowledge� and�
DZDUHQHVV�DERXW�JUHHQ�SURGXFWV

6HOI�

UHVSRQVLELOLW\�

�65�

65� I�am�happy�to�use�green�products�for�supporting�
WKH�QDWXUDO�HQYLURQPHQW��

<DGDY�DQG�3DWKDN�

������

65� Individuals� make� any� e൵orts� to� prevent� the�
HQYLURQPHQW

65� I�consider�the�environmental�issue�when�making�
D�SXUFKDVH

65� When�I�use�green�products,�I�think�it�will�bene¿t�
P\VHOI�DQG�WKH�FRPPXQLW\

*UHHQ�

FRQVXPSWLRQ�

intention�(IN)

IN1 Soon,� I� am� willing� to� buy� green� products� for�
P\VHOI�DQG�P\�IDPLO\

<DGDY�DQG�3DWKDN�

������

IN2 I�intend�to�use�green�products
IN3 I�intend�to�make�an�e൵ort�to�buy�green�goods�

6RXUFH��7KH�DXWKRUV¶�FRPSLODWLRQ

Previous� studies� show� that� many� factors� a൵ect� the� green� consumption� intention� of�
consumers.� However,� in� di൵erent� contexts� and� cultures� as� well� as� research� objects,� not�
DOO�IDFWRUV�FDQ�SURYH�WKHLU�UROH�DQG�VXLWDELOLW\��VRPH�HYHQ�SURGXFH�FRQWUDGLFWRU\�UHVXOWV�LQ�

GLVVLPLODU�UHVHDUFK��7KXV��WKH�SLORW�VWXG\�ZLOO�H[DPLQH�WKH�DSSURSULDWHQHVV�RI�HOHPHQWV�LQ�WKH�

conceptual�model�and�formulate�a�well-suited�questionnaire�in�terms�of�Vietnam�conditions�
DQG� ODQJXDJH��7KLV�SUHOLPLQDU\� UHVHDUFK� LV� FDUULHG�RXW�E\�KDYLQJ� WHQ� OHFWXUHUV�DW�)RUHLJQ�

Trade�University�look�for�questionnaires.

$FFRUGLQJ�WR�7DEDFKQLFN���������³WKH�PLQLPXP�VDPSOH�VL]H�LV�HPSOR\HG�E\�WKH�IRUPXOD��

Q� �������
P��P�LV�WKH�QXPEHU�RI�LQGHSHQGHQW�FRQVWUXFWV��LQ�FRQGXFWLQJ�PXOWLYDULDWH�UHJUHVVLRQ�

analysis”.� In� this� study,� the�minimum� sample� size� is� 98� observed� samples.� However,� the�
VDPSOH�VL]H�IRU�WKH�VXUYH\�LV�GHWHUPLQHG�DW�����REVHUYDWLRQV��7KXV��WKH�VDPSOLQJ�PHWKRG�LV�

FRQYHQLHQW�

5HJDUGLQJ�WKH�QXPEHU�RI�VDPSOHV��WR�DFKLHYH�D�PLQLPXP�RI�����REVHUYDWLRQV��WKH�DXWKRUV�

VHW�D�WDUJHW�IRU�WKH�VXUYH\�WR�EH������7KH�VXUYH\�ZDV�FRQGXFWHG�IRU�WKUHH�PRQWKV��-XQH��������

$XJXVW�������DW�WZR�ELJ�FLWLHV��+DQRL�DQG�4XDQJ�1LQK���7KH�GDWD�ZHUH�FROOHFWHG�E\�GLUHFWO\�

DSSURDFKLQJ�UHVSRQGHUV�DW�VXSHUPDUNHWV�DQG�VKRSSLQJ�PDOOV��5HJDUGLQJ�WKH�VXUYH\�UHVXOWV��

DIWHU�VXUYH\LQJ�����SHRSOH�GLUHFWO\��WKH�UHVXOWV�REWDLQHG�����YDOLG�UHVSRQVHV��7KHUHIRUH��WKH�

UHVSRQVH�UDWH�LV��������

7DEOH����4XHVWLRQQDLUHV�LWHPV�(continued)
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���5HVXOWV�DQG�GLVFXVVLRQ

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�Podsako൵�HW�
DO���������DQG�&KL������E��

7DEOH����5HVXOWV�RI�()$

&RQVWUXFW )DFWRU�ORDGLQJ &URQEDFK¶V�$OSKD

$WWLWXGH�WRZDUGV�EX\LQJ�JUHHQ�SURGXFWV��$7� $7� 0.846 �����

$7� �����

$7� �����

$7� �����

3HUFHLYHG�EHKDYLRUDO�FRQWURO��%&� %&� ����� �����

%&� �����

%&� �����

%&� �����

Social�inÀuence�(SI) SI1 ����� �����

SI2 �����

SI3 0.679
SI4 �����

(QYLURQPHQWDO�FRQFHUQ��(&� (&� ����� �����

(&� �����

(&� �����

.QRZOHGJH�DERXW�JUHHQ�SURGXFWV��./� ./� ����� �����

./� �����

./� 0.765
6HOI�UHVSRQVLELOLW\��65� 65� 0.762 0.625

65� 0.865
65� 0.786
65� �����

Green�consumption�intention�(IN) IN1 ����� 0.776
IN2 0.776
IN3 0.765

6RXUFH��7KH�DXWKRUV¶�FDOFXODWLRQ

The� Pearson-product� moment� correlation� coe൶cient� is� used� to� measure� the� linear�
UHODWLRQVKLS�EHWZHHQ�SURSRVHG�FRQVWUXFWV��)URP�7DEOH���EHORZ��LW�FDQ�EH�VHHQ�WKDW�DOO�REVHUYHG�

factors�can�signi¿cantly�and�positively�a൵ect�green�consumption.



-2851$/�2)�,17(51$7,21$/�(&2120,&6�$1'�0$1$*(0(17 92/�����12�����

7DEOH����&RUUHODWLRQ�PDWUL[

,1 $7 %& ./ 61 (&

IN �

���

$7 �����

 �

�����

��� ���

%& �����

 0.364** �

����� �����

��� ��� ���

./ �����

 0.268** �����

 �

����� ����� �����

��� ��� ��� ���

61 �����

 0.076 �����

 �����


����� ����� ����� �����

��� ��� ��� ��� ���

(& �����
 �����

 �����
 ����� ����� �

����� ����� ����� ����� �����

��� ��� ��� ��� ��� ���

6RXUFH��7KH�DXWKRUV¶�FDOFXODWLRQ

Having�Kaiser-Meyer-Olkin�(KMO)�measure�of�sampling�adequacy�between�0.5�and�1�is�
a�requirement�before�doing�EFA�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.

6L[�RI�WKH�H[WUDFWHG�IDFWRUV�KDYH�D�WRWDO�LQLWLDO�HLJHQYDOXHV�JUHDWHU�WKDQ����ZLWK�D�FXPXODWLYH�

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,�
WKH�UHVXOWV�ZHUH�VKRZQ�LQ�7DEOH���EHORZ��$FFRUGLQJ�WR�WKH�UHVXOWV�LQ�WKH�WDEOH��WKH�REVHUYHG�

variable�SR2�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�
EH�FRPELQHG�LQWR�WKH�IDFWRU�$7�

After�extracting�the�disquali¿ed�observed�factors�SR2�and�reruning�Bartlett’s�test�in�SPSS,�
WKH�UHVXOWV�ZHUH�VKRZQ�LQ�WKH�WDEOHV�EHORZ��7KH�UHVXOWV�RI�WKH�IDFWRU�DQDO\VLV�VKRZ�WKDW�WKH�WRWDO�

variance�extracted�is�equal�to�65.277%�(>�50%),�KMO�>�0.5,�and�Sig.�<�0.05,�so�EFA�analysis�
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LV�DSSURSULDWH��7KH�DQDO\WLFDO�UHVXOWV�VKRZ�WKDW�DIWHU�HOLPLQDWLQJ�REVHUYHG�YDULDEOHV�WKDW�GR�

not�meet�the�requirements,�the�initial�6�factors�with�26�observed�variables�were�grouped�into�
��IDFWRUV�ZLWK����IDFWRUV�

7DEOH����Test�¿nal�analysis

.02�DQG�%DUOHWW¶V�7HVW

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

%DUOHWW¶V�7HVW�RI�6SKHULFLW\ Approx.�Chi-Square 2767.905
'I ���

6LJ� ����

Pattern�matrix�¿nal�analysis
)DFWRUV

� � � � � �

$7� �����

$7� �����

$7� �����

$7� �����

65� �����

65� �����

%&� �����

%&� 0.699
%&� 0.697
%&� 0.685
SI3 �����

SI4 �����

SI1 0.685
SI2 0.684
./� �����

./� 0.836

./� �����

(&� �����

(&� �����

(&� �����

IN2 0.761
IN3 �����

IN1 �����

6RXUFH��7KH�DXWKRUV¶�FDOFXODWLRQ
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$IWHU�FRQGXFWLQJ�DQ�()$�DQG�SUHOLPLQDU\�HYDOXDWLRQ�RI�WKH�UHOLDELOLW\�RI�WKH�VFDOH��WKH�

DXWKRUV�PDGH�DPHQGPHQWV�WR�WKH�SURSRVHG�IDFWRUV�LQ�WKH�K\SRWKHVLV�DV�EHORZ�

“Attitude�towards�buying�green�products�-�AT”�includes�¿ve�observed�variables�AT1,�AT2,�
AT3,�AT4,� SR1,� SR3.� The� attitude� towards� green� products� now� reÀects� the� mere� interest�
RI� \RXQJ� JUHHQ� SURGXFWV� DQG� VKRZV�ZKDW� WKH\� IHHO�ZKHQ�XVLQJ� WKH� SURGXFWV��ZKLFK� LV� WR�

KHOS� SURWHFW� WKH�HQYLURQPHQW��$GGLQJ�PRUH� YDULDEOHV� WR� WKH� IDFWRU� DOORZV� LW�H[SUHVV�PRUH�

FRPSUHKHQVLRQ�DQG�GLPHQVLRQV�RI�WKH�DWWLWXGH�RI�FRQVXPHUV�WRZDUGV�JUHHQ�SURGXFWV�

³%HKDYLRUDO� FRQWURO� �� %&´� LQFOXGHV� IRXU� REVHUYHG� YDULDEOHV� %&��� %&��� %&��� %&���

ZKLFK�VKRZ�WKH�H[WHQW�WR�ZKLFK�FRQVXPHUV�IHHO�FRPIRUWDEOH�DQG�HDV\�WR�SHUIRUP�WKH�JUHHQ�

FRQVXPSWLRQ�EHKDYLRUV�

³.QRZOHGJH�DERXW�JUHHQ�SURGXFWV���./´�FRPSULVHV�RI�WKUHH�REVHUYHG�YDULDEOHV�./���./���

./���ZKLFK�LQGLFDWH�FRQVXPHUV¶�NQRZOHGJH�DERXW�JUHHQ�SURGXFWV�DQG�JUHHQ�FRQVXPSWLRQ�

“Social�inÀuence�-�SI”�consists�of�four�observed�variables�SI1,�SI2,�SI3,�SI4.�This�reÀects�
WKH�GHJUHH�WR�ZKLFK�\RXQJ�FRQVXPHUV�FKDQJH�RU�DOWHU�WKHLU�SXUFKDVLQJ�GHFLVLRQ�LQ�UHVSRQVH�

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

7KH�ODVW�IDFWRU��³(QYLURQPHQWDO�FRQFHUQ���(&´��KDV�WKUHH�REVHUYHG�YDULDEOHV�(&���(&���

(&���ZKLFK�VKRZ�KRZ�FRQVXPHUV�DUH�FRQVFLRXV�DERXW�HQYLURQPHQWDO�SUREOHPV�

7KH�UHJUHVVLRQ�PRGHO�LV�HPSOR\HG�WR�SRUWUD\�WKH�SURSRVHG�K\SRWKHVHV�XVLQJ�WKH�PHWKRG�

Enter.�After�analyzing�Pearson�correlation,�¿ve�independent�factors�(AT,�BC,�SI,�KL,�and�EC)�
are�used�to�explain�the�dependent�factor�(IN).

After�the�second�regression�analysis�is�run,�all�four�variables�of�AT,�BC,�SI,�and�KL�are�
quali¿ed�as�explanatory�factors�for�the�changes�of�green�consumption�intention�of�consumers�
�7DEOH�����7KH�DGMXVWHG�5��coe൶cient�showed�a�value�of�0.385.

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

0RGHO�6XPPDU\ $129$D

Coe൶cientsD

0RGHO

8QVWDQGDUGL]HG�

Coe൶cients
6WDQGDUGL]HG�

Coe൶cients
6LJ�

5� $GM��5� 6LJ� ) % %HWD

����� ����� �����E 46.922

�&RQVWDQW� ����� �����

$7 ����� 0.067 �����

%& ����� ����� �����

SI ����� ����� �����

./� ����� ����� �����

6RXUFH��7KH�DXWKRUV¶�FDOFXODWLRQ

About�the�signi¿cance�of�the�model,�P�of�0.000�lower�than�0.05�indicates�that�this�proposed�
framework�signi¿cantly�predicts�the�proposed�variable.
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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�inÀuence�(0.193),�and�knowledge�towards�green�products�(0.110).

The�study�examined�the�factors�that�a൵ect�intention�for�purchasing�green�products�based�on�
WKH�WKHRU\�RI�SODQQHG�EHKDYLRU��)DFWRUV�SXW�LQWR�DQDO\VLV�ZHUH�DWWLWXGH�WRZDUGV�EX\LQJ�JUHHQ�

products,� behavioral� control,� social� inÀuence,� environmental� concern,� and� knowledge� of�
JUHHQ�SURGXFWV��7KH�UHVXOWV�UHYHDOHG�WKDW�FRQVXPHUV¶�DWWLWXGHV�WRZDUGV�EX\LQJ�JUHHQ�SURGXFWV��

behavioral�control,�social�inÀuence,�and�knowledge�a൵ect�consumption�intention,�except�for�
HQYLURQPHQWDO�FRQFHUQV�

In�the�research,�attitude�towards�green�products�is�revealed�to�be�the�strongest�indicator�
RI� IRUPLQJ� JUHHQ� FRQVXPSWLRQ� LQWHQWLRQ�� ZKLFK� LV� LQ� OLQH� ZLWK� 0DLFKXP� HW� DO�� ��������

&RQVXPHUV�KDYLQJ�HQYLURQPHQWDO�FRQFHUQV�DUH�H[SHFWHG�WR�KDYH�D�IDYRUDEOH�DWWLWXGH�WRZDUGV�

green� products.� The� research� results� also� show� that� purchase� intention� is� inÀuenced� by� a�
SRVLWLYH�DWWLWXGH� WRZDUGV�EX\LQJ� JUHHQ�SURGXFWV�� HVSHFLDOO\�ZKHQ� FRQVXPHUV�DUH� DZDUH� RI�

HQYLURQPHQWDO�SURWHFWLRQ�

The�research�¿ndings�showed�that�behavioral�control�is�the�critical�predictor�of�purchasing�
intention.� The� result� is� in� line� with� the� research� of� Verma� and� Chandra� (2018),� which�
LQYHVWLJDWHG�YLVLW�LQWHQWLRQ�WR�WKH�JUHHQ�KRWHOV�ZLWK�WKH�VDPSOH�VL]H�RI�����XQGHUJUDGXDWHV�DQG�

SRVWJUDGXDWHV��7KHUHIRUH��LW�FDQ�EH�FRQFOXGHG�WKDW�SHUFHLYHG�EHKDYLRUDO�FRQWURO�LV�LPSRUWDQW�

IRU�SUHGLFWLQJ�JUHHQ�FRQVXPSWLRQ�LQWHQWLRQ��5HJDUGLQJ�OLWHUDWXUH��EHKDYLRUDO�FRQWURO�UHIHUV�WR�

a�person’s�beliefs�that�are�considered�within�their�control.�It�reÀects�the�degree�of�di൶culty�
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�shows�that�social�inÀuence�is�proven�to�impact�the�customers’�
intention� to� buy� green� products� in� Vietnam.� These� ¿ndings� are� similar� to� the� results� of�
$GDZL\DK���������6RPH�UHFHQW�VWXGLHV�FRQGXFWHG�LQ�FROOHFWLYLVW�FXOWXUHV�DOVR�UHSRUWHG�WKDW�

social�inÀuence�greatly�a൵ects�green�purchase�intention�and�behavior�(Chan�and�Lau,�2000;�
%DJR]]L�HW�DO�,�2000).�Therefore,�it�can�be�suggested�that�social�inÀuence�plays�a�signi¿cant�
role� in� customers’� purchasing� decisions.� As� Vietnamese� society� bears� characteristics� of�
a� collectivist� society,� people� are� strongly� inÀuenced� 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�
a൵ect�consumers’�intention�to�buy�green�products.�The�media�also�play�an�important�part�in�
SURPRWLQJ�JUHHQ�FRQVXPSWLRQ� LQWHQWLRQ�ZKHQ� WKH�FRQFHSW�RI�JUHHQ�PDUNHWLQJ�KDV�EHFRPH�

PRUH�SRSXODU�EHWZHHQ�FRPSDQLHV�DQG�FRUSRUDWLRQV�

.QRZOHGJH�RI�JUHHQ�SURGXFWV�LV�FRQVLGHUHG�RQH�RI�WKH�GHWHUPLQLQJ�IDFWRUV�RI�FRQVXPHUV¶�

JUHHQ�FRQVXPSWLRQ��IROORZLQJ�'H�.RQLQJ�HW�DO����������+RZHYHU��UHJDUGLQJ�HQYLURQPHQWDO�

concerns,�it�has�no�impact�on�green�consumption�intention.�This�¿nding�is�in�contradiction�
ZLWK�SUHYLRXV�VWXGLHV�VXFK�DV�0DLFKXP�HW�DO���������
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���&RQFOXVLRQ

Regarding�the�signi¿cance�of�promoting�green�purchasing�intention�among�consumers�in�an�
emerging�market�such�as�Vietnam,�the�paper�provides�an�essential�understanding�of�consumers’�
green� consumption.�Based�on� the� research� results�and� the�current�context�of�Vietnam,� the�
DXWKRUV� SURSRVH� VRPH� UHFRPPHQGDWLRQV� DQG� SUDFWLFDO� LPSOLFDWLRQV� IRU� WKH� JRYHUQPHQW��

policymakers,�and�marketers�to�increase�green�consumption�frequencies�and�e൶ciency.

7KH�UHVHDUFK�SUHVHQWV�VRPH�FRQWULEXWLRQV�WKHRUHWLFDOO\�DQG�SUDFWLFDOO\��)LUVWO\��WKLV�VWXG\�

SURYLGHV�PHDQLQJIXO�LQVLJKWV�LQWR�WKH�JUHHQ�PDUNHWLQJ�OLWHUDWXUH�RQ�VHJPHQWLQJ�FXVWRPHUV��

With� more� promising� buying� power,� Vietnamese� consumers� also� possess� much� more�
FRQVFLRXVQHVV� DQG� NQRZOHGJH� DERXW� KHDOWK� DQG� WKH� HQYLURQPHQW� DQG� UHODWHG� FRQWH[WXDO�

concerns�and�purchasing�barriers,�which�requires�the�market�to�develop�reasonable�marketing�
strategies.� Moreover,� according� to� the� study’s� ¿ndings,� environmental� concern� does� not�
GLUHFWO\�OHDG�WR�JUHHQ�FRQVXPSWLRQ�LQWHQWLRQ��FRQWUDGLFWLQJ�VRPH�SUHYLRXV�VWXGLHV��7KLV�FDQ�

EH�XVHG�DV�D�SUHOLPLQDU\�EDVLV�E\�RWKHU�VWXGLHV�RQ�WKH�PDUNHW�VHFWRU�IRU�IXUWKHU�XQGHUVWDQGLQJ�

green�consumption�in�the�Vietnamese�context.

In�practice,� the� results� also�give�practical� recommendations� to�marketers,�governments,�
DQG�LQVWLWXWLRQV�WR�LQFUHDVH�JUHHQ�FRQVXPSWLRQ�E\�UHPRYLQJ�WKH�EDUULHUV�WR�JUHHQ�SXUFKDVLQJ��

stimulating� favorable� attitudes,� utilizing� social� inÀuence,� and� growing� knowledge� about�
the� ¿eld.�Consumers�will�be� the�key�consumption� force� soon,� and� thereby� it� is� critical� to�
OHDUQ� WKH�ZD\� WKH\� EHKDYH� DFFRUGLQJ� WR� WKH� FKDQJH� RI� VRFLDO� FRQWH[WV� DQG� HQYLURQPHQWDO�

FRQWH[WV��(VSHFLDOO\��WKLV�SDSHU�FRQWULEXWHV�WR�HFRWRXULVP�GHVWLQDWLRQV�E\�HQFRXUDJLQJ�JUHHQ�

FRQVXPSWLRQ�LQWHQWLRQ��L�H���HFR�UHVWDXUDQW��RUJDQLF�IRRGV��WR�SUHYHQW�WKH�QDWXUDO�HQYLURQPHQW�

DQG�EXLOG�D�QDWXUH�GHVWLQDWLRQ�LPDJH�

(YHQ� WKRXJK� WKH�UHVHDUFK�KDV�VXFFHVVIXOO\�GHYHORSHG�D� IUDPHZRUN�WR� VWXG\� IDFWRUV� WKDW�

a൵ect� the� green� consumption� of� consumers,� it� is� still� restricted� by� some� limitations.� The�
VWXG\�XVHV�WKH�PHWKRG�RI�FRQYHQLHQFH�VDPSOLQJ�ZLWKLQ�D�OLPLW�RI�WLPH�DQG�VFRSH��WKHUHE\��WKH�

results�might�not�represent�the�whole�population.�Some�other�studies�that�inspect�the�inÀuence�
RI� SULFHV� DQG� WKH�ZLOOLQJQHVV� WR� SD\� IDFWRUV� DUH� UHVHDUFKHV� IURP�%LVZDV� ������� RU�=KX� HW�

DO����������)XWXUH�UHVHDUFK�KDV�WR�H[SDQG�ZLWK�D�ODUJHU�QXPEHU�RI�FRQVXPHUV�IURP�YDULRXV�

PDMRUV�DQG�H[SORUH�WKH�JDS�EHWZHHQ�LQWHQWLRQ�DQG�JUHHQ�FRQVXPSWLRQ�EHKDYLRU�DQG�WKH�IDFWRUV�

a൵ecting�that�gap�for�more�practical�understanding�and�practices.

Acknowledgment:�7KLV�UHVHDUFK�LV�VSRQVRUHG�E\�)RUHLJQ�7UDGH�8QLYHUVLW\�XQGHU�5HVHDUFK�
3URJUDP�QXPEHU�)7853�����������
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