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MANAGEMENT | RESEARCH ARTICLE

Determinants of green consumer behavior: 
A case study from Vietnam
Luan Trong Nguyen1*, Tri Huu Nguyen1, Han Ngoc Nguyen1, Loi Dai Nguyen1, 
Dao Thi Thu Nguyen1 and Linh Duy LE1

Abstract:  The rapid upward thrust of the economy has harmed the environment, 
which has been compounded by pollution. More and more people are becoming 
concerned about their surroundings and looking for strategies to mitigate their 
unfavorable consequences. This is seen in governments’ and enterprises’ determi-
nation to expand and produce environmentally friendly products, as well as raise 
demand for green products. The purpose of this research is to uncover character-
istics influencing green consumption behavior in Vietnam and to determine the 
most powerful motivator that drives customers to buy green products. The quanti-
tative technique was applied in this investigation, with 231 samples obtained via an 
online survey. To analyze and assess the acquired data, several methods such as 
Cronbach’s Alpha, EFA, SEM, One-way ANOVA, and Independent Sample T-test were 
used using SPSS and Amos software. According to the findings, three elements, 
including Attitudes, Social Norms, and Environmental Concerns, have a beneficial 
effect on green consumption behavior in Vietnam, with environmental concerns 
playing a particularly important role. The latest findings offered meaningful data 
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about buyer purchasing characteristics, allowing businesses to expand green goods 
and devise marketing practices to get more customers to make use of them.

Subjects: Social Psychology; Consumer Psychology; Education - Social Sciences 

Keywords: Green consumption; TPB; green products; marketing practices

JEL classification: A10; M10; F60; D20

1. Introduction
Pollution has become a widespread issue and a threat to people due to rapid industrialization and 
geometric growth rates, particularly in urban areas (Alina, 2018; Sulaymon et al., 2020). Most 
businesses and consumers around the world, in particular, face the challenge of conserving 
resources and protecting the environment, because consumer behavior is the root cause of 
many environmental issues (Naalchi Kashi, 2020). As consumers become more conscious of 
what they purchase and interested in how their consumption patterns affect the environment. 
Young consumers in India are aware of eco-friendly purchase options (Khare et al., 2020) and the 
adoption of green values affects their consumption habits (Babutsidze & Chai, 2018). A better 
understanding of the eco-friendliness of product use and disposal can help identify opportunities 
to reduce environmental impacts (Nittala & Moturu, 2021). Green consumption, on the other hand, 
is typically associated with environmentally responsible consumption, in which consumers con-
sider the environmental impact of purchasing, using, and disposing of various products or using 
various green services (Moisander, 2007). In the former, the focus is on personal gain, on the other 
hand, green consumption benefits the environment, society and others (White et al., 2019). Prior 
research has centered on explaining the underlying beliefs, attitudes, and behavioral intentions 
toward environmentally friendly products in an effort to explain customer green purchase behavior 
(Vermeir & Verbeke, 2006; Wheale & Hinton, 2007). Most research adopted one of two main 
theoretical frameworks: the theory of reasoned action by Ajzen & Fishbein(1980) or the theory of 
planned behavior by Ajzen (1985). The majority of research, however, were discovered to fall short 
in their attempts to explain green purchasing behavior using the theories of reasoned action and 
planned behavior, which are driven by attitude, subjective standards, and perceived behavioral 
control. As a result, it was discovered that there was a weaker correlation between the adoption of 
a pro-green attitude and the decision to make a purchase (Tan, 2011; Y. Joshi & Rahman, 2015). In 
order to close the “attitude-behavior gap” in the study of green consumer psychology, it is believed 
that the relevance of such behavioral measurements from the theory of reasoned action and 
theory of planned behavior is still debatable as to its unanimity of applicability in ecological 
behavior. The theory of reasoned action and the theory of planned behavior must be added by 
other cognitive factors in light of various cultural and local contexts for the study of green 
purchase behavior (Akehurst et al., 2012; Wei et al., 2018; Y. Joshi & Rahman, 2015). In light of 
the aforementioned arguments, a number of researchers have proposed incorporating additional 
cognitive factors, such as environmental concern, environmental knowledge, and perceived con-
sumer effectiveness. . . with the measure of the environmental attitude of the aforementioned 
classical models in order to assess purchase behavior in the contemporary green consumer 
research (B. Kumar et al., 2017; Paul et al., 2016; Tan, 2011; Y. H. Kim et al., 2011).

Some prior research has primarily concentrated on the interpersonal level, evaluating demo-
graphic variables such as gender, age, education, and income (Chekima et al., 2016), as well as 
psychological factors and impact on green consumption (Liobikienė et al., 2016; Paul et al., 2016; 
Y. Joshi & Rahman, 2015). The research objectives include: 1) Identify the determinants of green 
consumer behavior; 2) Analyze the influence of factors on green consumption behavior; 3) 
Contributing a new source of knowledge to future researchers; 4) Taking advantage of the results 
of this study, it is possible to propose options to bring environmentally friendly products to 
consumers more effectively.
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2. Literature review

2.1. Theoretical basis

2.1.1. Green consumption 
Green consumption is used to refer to customers using environmentally friendly products but with 
different focuses and meanings (Furqan et al., 2010). Chan (2001) and Y. Joshi and Rahman (2015) 
indicate that green consumption is buying environmentally friendly products and avoiding pro-
ducts that are harmful to the environment. Consumers use services and products that meet their 
basic needs and provide a better quality of life without compromising the needs of future genera-
tions, minimizing the use of natural resources and hazardous substances as well as the generation 
of waste and pollutants. Green consumption shows responsibility for environmental protection by 
choosing environmentally friendly products, having a reasonable way of consuming and handling 
waste. Sisira Neti (2011) also gives a fairly comprehensive definition of green consumption with the 
view that this is a process through social behaviors such as buying biological foods, recycling, 
reusing, limiting overuse, and using a friendly transport system. In summary, green consumption is 
not only the purchase and use of environmentally friendly products, which do not affect human 
health and do not threaten the diversity of natural ecosystems, but also the decision by consumers 
to buy environmentally friendly products and recycled products.

2.1.2. Green products 
Green products are defined as products that are environmentally friendly, use recyclable materials, 
decrease waste, energy usage, reduce packaging, use fewer toxic ingredients to reduce their 
impact on the environment and have a green life cycle. (Irawan & Darmayanti, 2012; Nimse 
et al., 2007; P. Kumar & Ghodeswar, 2015). Lassner and Schubert (2007), and Kamble (2007) 
argue that in order to protect and improve the environment, green products use production 
methods that are less harmful to the environment. Green products can have a more positive 
impact on the environment than other products that do not reduce negative impacts (Borin et al.,  
2011; Dangelico & Pontrandolfo, 2010). It has been proved that adopting green goods improves 
health, increases recycling, and diminishes harm to the environment. Moreover, according to these 
experts, customers eventually earn economic gains as a result of these benefits. For instance, 
environmental expenses and company waste disposal costs are decreased as a consequence of 
higher recyclability (Azevedo et al., 2011). In short, green products are products that are envir-
onmentally friendly and have the least negative impact on the environment during production and 
consumption.

2.1.3. Theory of reasoned action 
To define the attitude-behavior relationship, the theory of reasoned action (TRA) has been used 
extensively in previous studies (Yii et al., 2020). According to Ajzen & Fishbein (1980), TRA can 
predict someone’s intentions with the help of a few favorable ideas, and those beliefs in turn can 
influence how they feel about a conduct. A crucial element that influences behavioral intentions is 
individual attitude, which works in conjunction with subjective norms (Akunyili, 2010, May, 21–24; 
Kotchen & Reiling, 2000). In other ways, while fundamental and social elements are assumed to be 
relevant, rational action theory applies variables to specific actions of interest (Meng et al., 2020). 
When consumers are exposed to a specific behavior, they make rational decisions (Ibrahim et al.,  
2021). Previous studies have shown that attitude could be positively connected with “green” 
purchase intention (Jaiswal & Kant, 2018; Sreen et al., 2018). As a result, the attitude toward the 
activity and the subjective norm associated with the action under discussion are the key determi-
nants of a person’s purpose and behavior in this theory (Ajzen & Kruglanski, 2019). Besides, Davis 
et al. (1989) showed that the Theory of Reasoned Action clearly explained how the specifics of an 
individual’s behavior and applied responses influence their acceptance or rejection of certain 
behaviors. The authors also believe that theory same as an action locator as the user’s state 
when buying or choosing a specific product. Simply put, it explains why several consumers choose 
a particular product category.
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2.1.4. Theory of planned behavior 
Ajzen (1991) developed an extendable psychological thesis called the theory of planned behavior 
that was shown in the Figure 1. Many academics have emphasized the importance of including 
pro-social factors in the Theory of Planned Behavior model, which has been used successfully and 
widely in several studies to explain various aspects of the Theory of Planned Behavior. The theory 
applied to explain the association between several variables and the intention to purchase 
environmentally friendly goods is known as the theory of planned behavior. The extension of the 
Theory of Reasoned Action is the Theory of Planned Behavior (Schiffman & Lazar, 2010).

Sustainable education (Bauer et al., 2018), sustainable heritage tourism (Zhang et al., 2019), 
sustainable consumption (Yang et al., 2018), and energy efficiency (Ali et al., 2019) are examples 
of environmental behaviors. Likewise, Allen and Marquart-Pyatt (2018) indicate that many scien-
tists and scholars used the Theory of Planned Behavior to identify and modify environmental 
behavior by identifying and modifying the factors that influence it. According to this theory, 
behaviors resulting from individual intentions are defined as a perceived description of 
a person’s willingness to try or perform the behavior (Fishbein & Ajzen, 1977), which is influenced 
by three primary global indicators: subjective norm, attitude and perceived behavioral control.

In addition, the Theory of Planned Behavior was used in with other variables such as demo-
graphics, socioeconomic variables, the level of awareness of environmental concerns and the 
personal assessment of the environmental situation of Brazil that can be used as predictors of 
the e-waste recycling process (Echegaray & Hansstein, 2017; Yuriev et al., 2020). The theory of 
planned behavior is a robust model to explain consumer behavior toward green products, accord-
ing to the meta-analysis results of Scalco et al. (2017).

2.1.5. Green consumer behavior theories 
In recent decades, there has been a substantial shift in consumer behavior, with environmental 
and health awareness playing a major influence. When making decisions, consumers increasingly 
take conservation of the environment and future generations into account (Amberg, 2018). Using 

Figure 1. The theory of planned 
behavior (Ajzen, 1991).
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sustainable, eco-friendly, eco-friendly products and avoiding those harmful to the environment 
and society is called “green consumption behavior” (Huang et al., 2014; Jaiswal & Kant, 2018).

“Green consumption” entails acting with social responsibility and social consciousness, using 
products that do not pollute or harm the environment, and using environmentally friendly pro-
ducts. It also means selecting recyclable products with high durability, high quality, and ecological 
labeling, avoiding excessive consumption, and decreasing resource and energy usage (He et al.,  
2016; Huttunen & Autio, 2010; Tripathi & Singh, 2016). The idea of environmental worry or 
ecological concern has been discussed in much research that has attempted to understand 
green behavior, such as K. Lee (2008) and Do Paço et al. (2013). In this study, “green consumption 
behavior” is defined as the selection and use of goods that are safe for both human health and the 
environment, limiting environmental pollution-causing waste, and ensuring human health.

2.2. Research hypothesis

2.2.1. Attitudes (AT) 
In the current context, the more positive a consumer’s attitude towards green consumption is, the 
more likely they are to buy and consume green products. According to Fishbein and Ajzen (1977); 
Hoyer and MacInnis (2003), attitude is described as when someone has an objective assessment of 
a particular situation, it can have a positive or negative meaning. Attitude is the tendency of 
individuals to support or loathe a particular idea, object, or behavior (J. Wang et al., 2021). 
A measure is necessary to make clearer the attitude of consumers, especially green customers. 
While emotions are created by our enjoyment of something, our observation of things creates 
awareness. But in fact, green customers’ consumption attitudes were classified by other charac-
teristics such as instrumental assessment (valuable or not) and empirical assessment (delightful or 
not) (Ajzen, 2008). For consumer attitudes toward green consumption, consumers do not neces-
sarily intend to purchase and therefore perform actual purchasing behavior. According to the 
research of Li and Chen (2017), it was found that attitude is an internal factor affecting purchase 
intention for green products. A study in India also showed that attitudes toward sustainable 
shoppers also predict sustainable purchasing behavior (Y. Joshi & Rahman, 2017).

2.2.2. Social norms (SN) 
Social norms are a way of evaluating and defining consumer behavior; these behaviors have 
standards and rules that are recognized by the community and society, but they are unaffected 
by or violate the law (Cialdini & Trost, 1998). People’s green consumption is increasingly strongly 
influenced by typical social norms such as choosing green, clean and organic foods (Pliner & Mann,  
2004), the buying habits of consumers (Homburg et al., 2010), the choice and evaluation of new 
products (R. Lee et al., 2009). For Chinese consumers in collectivist cultures, social norms are 
believed to have a powerful influence in determining consumer behavior and are one of the 
important concepts related to consumer behavior. social norms (Jin & Kang, 2010). Currently, 
the social norms about clean energy are being expanded and propagated in the community more 
and more by marketers and are being enthusiastically responded to by society (Schultz et al., 2007,  
2018), at the same time these social norms are also an effective measure to condemn acts 
harmful to the environment (White et al., 2019). According to the research results of Peattie 
(2010), it is argued that green consumer research has been dominated by research from econom-
ics, emphasizing the role of attitudes, values and social norms.

2.2.3. Awareness (AW) 
The term “green consumption behavior” refers to individuals or organizations choosing and using 
products that have little or no negative effects on the environment. According to Y. Kim and Choi 
(2005), ecologically friendly consumption practices inspire consumers to act in a way that benefits 
their local communities.
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Several aspects influence green consumer behavior. Consumers rate green products based on 
satisfaction, performance, value, environmental advantages, and claims made on the packaging 
label (Nittala & Moturu, 2021). They can also concentrate on financial rewards, encouraging more 
frequent purchases and usage of green items (Gallagher & Muehlegger, 2011). In addition to these 
findings, supports such as working to improve literacy, spreading concerns, regulations and 
cultural practices will elevate consumers toward healthy post-purchase behavior. Nath et al. 
(2013) and Zhu et al. (2013) argue that it is not possible to change product usage habits and 
that the tendency to use greener products than conventional products can be certain. Reliable 
information on product performance will increase consumer perception of green product effec-
tiveness and influence product use (Lin & Chang, 2012; Luchs et al., 2010). In addition, research by 
Lasuin and Ng (2014) indicates that environmental awareness and the self-image of environmen-
tally friendly people are important factors for increasing green product consumption among young 
people in Sabah.

2.2.4. Environmental concerns (EC) 
Environmental concerns are individuals who are always concerned about environmental issues 
and hold themselves, society, and future generations accountable for their actions in the use of 
natural resources. Environmental concerns tend to enhance an individual’s emotional response to 
environmental problems (Ibnou Laaroussi et al., 2020). In this study, environmental concerns were 
included as an underlying factor that had a strong influence on pro-environmental behavior and 
provided outstanding support in understanding individuals’ participation in environmentally 
responsible behavior (Cruz & Manata, 2020), measuring its effect on attitudes and social influence 
on environmental protection and resource conservation.

Environmental concern is an important and direct factor in promoting green consumption 
behaviors, explaining sustainable consumption behaviors (Felix et al., 2018; Hao et al., 2019; 
McDonald et al., 2015; Newton et al., 2015; Pagiaslis & Krontalis, 2014; Wei et al., 2018). 
Consumers now have a fresher view of green products or services and have behaviors that 
favor using them to protect the environment. Young et al. (2010) stated that the higher the 
level of environmental concern consumers have, the greater their ability to purchase green 
products and services. As a result, a new market for green products, green services have 
emerged and active consumers have made it even more important (Shabbir et al., 2020). 
The reason is that the active role of consumers is seen as a means to promote environmental 
protection (Cleveland & Bartikowski, 2018; Cleveland et al., 2005; Kardos et al., 2019). From 
these research results, consumers have a fresher view, which positively affects their intention 
to buy green products or services. And this is also a premise for green consumption behavior to 
develop.

H1: Attitudes has a significant impact on Green consumer behavior.

H2: Social Norms has a significant impact on Green consumer behavior.

H3: Awareness of green consumption behavior has a significant impact on Green consumer 
behavior.

H4: Environmental concerns has a significant impact on Green consumer behavior.

The research model of this study is illustrated in Figure 2. The independent variables include 
attitude (AT), social norms (SN), awareness (AW) and Environmental concerns (EC), which will 
affect the dependent variable (green consumer behavior).
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3. Research methods and materials

3.1. Research design
The primary research design, in this case, will be a survey. In order to assess several variables and 
test numerous hypotheses, a survey uses a sample of many respondents who all reply to the same 
questions (Neuman & Robson, 2014). According to Babbie (2001), a survey is “the administration of 
questionnaires to a sample of respondents selected from a population”.

The quantitative data-gathering method was employed in this research. According to Sekaran 
and Bougie (2016), this method gives fairly accurate evidence of respondents’ opinions, so the 
survey was chosen as the main study design. Neuman and Robson (2014) also stated that this is 
a simple, cost-effective and suitable method at a given time. This method helps clarify the opinion 
of the surveyors about their green consumption behavior.

After creating the questionnaire, the researchers sent it to 10 sustainability experts for evalua-
tion. With their approval, the survey questions were developed that collected accurate and reliable 
subject-relevant information for analysis in social research papers (Taherdoost, 2016). Google’s 
form platform was used to create online questionnaires for quick and optimized surveying. Next, 
the data was coded and put it into SPSS and AMOS for analysis.

As shown in Tables 1 and 8, there are three main parts to our survey questionnaire. Part A gathers 
demographic data from respondents, such as gender, age, income, education, and occupation. Part 
B mentions factors that influence green consumer behavior (attitudes, social norms, awareness of 
green consumption behavior, environmental concerns), and Part C measures the dependent variable. 
Parts B and C require respondents to reply to questions on a 5-point Likert scale (Zainudin et al.,  
2016), which is intended to evaluate target respondents’ opinions of variables influencing their green 
consumer behavior. On a scale that runs from 1 to 5, 1 is “strongly disagree” and 5 is “strongly 
agree”. The Likert scale is a basic and quite effective psychological measurement tool of respondents 
in social and educational studies (A. Joshi et al., 2015).

3.2. Sample
A representative sample was chosen to represent the population because it was too large to study. 
To manage a large amount of data, a sampling solution should be chosen (Nation, 1997).

The data was gathered from the survey in the third quarter of 2022 in Can Tho city, Vietnam. 
A simple random sampling method will be implemented in this study due to its simplicity while still 

Figure 2. Proposal model.
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providing a sufficient basis for data analysis. According to Mathers et al. (2007), a survey based on 
a random sampling technique generates a sample that is typical of the specific community under 
research, thereby boosting external and internal validity, both of which were crucial in this study.

The survey was collected from 250 random people living in Can Tho city, Vietnam of different 
genders, ages, incomes, educations, and occupations. After removing the invalid votes, the 
remaining 231 votes were reliable for analysis.

3.3. Data analysis
SPSS 25.0 software was used for quantitative analysis in this research. SPSS 25.0 software clearly 
showed the statistical description of variables, synthesize data on the frequency, and their effect 
on the green consumer behavior of respondents. Besides, the Cronbach Alpha Test technique was 
used in this study to test the reliability of the factors with a cut-off point of 0.60. Moreover, in order 
to shorten the model, the technical analysis exploratory factor (EFA) technique reduced observed 
variables and eliminated unsuitable variables. Aiming to test the difference in mean values 
between the demographic variables, the researchers additionally use One-way ANOVA and 
Independent Sample T-test. In addition, Structural Equation Modeling (SEM) was the optimal 
way to estimate and examine the linear model between the factors observed in this study and 
other factors. From there the theories will be identified and advanced through the SEM model.

4. Results

4.1. Profile of respondents
The demographic information of the survey respondents is clearly shown in Table 1. A total of 231 
people participated in the survey, including 39.0% males and 61.0% females. It shows that both 
males and females are interested in green consumption and have more green consumption habits 
than before. Furthermore, survey respondents between the ages of 18 and 23 accounted for 93.9% 
of the total, with incomes under $3 million accounting for 83.1%, university degrees accounting for 
89.6%, and college students accounting for 93.5%. Through the demographic survey, the majority 

Table 1. Profiles of Respondents
Demographic Available Frequency Percent
Gender Male 90 39.0

Female 141 61.0

Age Under 18 3 1.3

18–23 217 93.9

23–28 11 4.8

Income Under 3 million VND 192 83.1

3–6 million VND 27 11.7

Above 6 million VND 12 5.2

Academic Standard High School 15 6.5

Colleges 5 2.2

University 207 89.6

Postgraduate 4 1.7

Occupation Student 3 1.3

College student 216 93.5

Teacher 3 1.3

Worker 5 2.2

Others 4 1.7
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of survey respondents are young people with a high level of education. From there, the researchers 
can conclude the seriousness and reliability of this survey.

4.2. Cronbach’s alpha
Cronbach’s Alpha was used in this study to test the reliability of the factors affecting the green 
consumption of customers. Cronbach’s Alpha coefficient is greater than or equal to 0.60, the 
adjusted Total Correlation value is greater than or equal to 0.3 (George & Mallery, 2003). In 
Table 2, Cronbach’s Alpha values of all factors are greater than 0.8. The correlation coefficients 
of the total variables are all larger than 0.3, showing that these variables meet the requirements. 
The results show that all variables are satisfied and meet the requirements. Therefore, the factors 
in the study are reliable and keep further testing.

4.3. Exploratory factor analysis
To test the relationship between the variables in the group and the elimination of insignificant 
variables, the researchers continue to use Exploratory Factor Analysis (EFA). The Eigenvalue 
criterion is greater than 1 and the cumulative variance of 75.104% > 50%, of which 4 factors 
explain 75.104% of the data variation of 18 observed variables. The KMO coefficient of the study is 
0.904 > 0.5, which is enough for factor analysis to be appropriate. Bartlett's test has statistical 
significance with a Sig level equal to 0.000 < 0.05, showing that the observed variables are 

Table 2. The result of Cronbach’s alpha scale
Code Cronbach’s Alpha Mean Standard Deviation 

(SD)
Attitude (AT) 0.897 4.52

AT1 0.870 4.56 0.621

AT2 0.866 4.54 0.651

AT3 0.876 4.49 0.672

AT4 0.875 4.56 0.649

AT5 0.850 4.44 0.743

Social Norms (SN) 0.889 3.84

SN1 0.917 4.44 0.794

SN2 0.857 3.68 0.948

SN3 0.849 3.58 1.026

SN4 0.858 3.71 0.985

SN5 0.859 3.75 1.025

SN6 0.863 3.85 0.925

Awareness (AW) 0.877 3.96

AW1 0.899 3.89 0.897

AW2 0.834 3.93 0.867

AW3 0.837 4.05 0.840

AW4 0.824 3.87 0.863

AW5 0.851 4.05 0.798

Environmental Concerns 
(EC)

0.885 4.38

EC1 0.870 4.29 0.732

EC2 0.875 4.23 0.771

EC3 0.866 4.33 0.773

EC4 0.850 4.50 0.659

EC5 0.870 4.43 0.693

EC6 0.861 4.50 0.672
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correlated with the factor. The Factor loadings are greater than 0.5, showing factors of practical 
significance. The Composite Reliability (CR) of each face in this model scale is greater than 0.8 
strengthening the feasibility of the study. The Average Variance Extracted (AVE) value of the 
variables to measure the convergence validity of the model, the values are all higher than the 
standard AVE ratio of 0.5. Since 4 factors satisfied the above conditions, the discriminant values 
are presented in Table 3 that were considered appropriate. After performing EFA analysis, the 
results obtained from the relationship between the observed variables ensure both convergent and 
discriminant values. Observable variables with the same properties converged on the same factor 
and distinguished from the observed variables of other factors. In other words, they will converge 
on the same column during the implementation of the rotation matrix.

4.4. Structural equation modeling (SEM)
Through the use of the SEM model, the relationship between the independent and dependent 
variables was showed more clearly. Table 4 and Figure 3 display the Chi-square/df value of 2.197, 
less than 3. Next, the Goodness of Fit Index (GFI) has a value of 0.843, it can be accepted because 
of higher than 0.8 (Baumgartner & Homburg, 1996; Doll et al., 1994). The result of the Comparative 
Fit Index (CFI) value is 0.934, larger than 0.9 and the Root Mean Square Error of Approximation 
(RMSEA) is 0.072, which is less than 0.08. After the data run, figures show that three out of four 
independent variables including Attitudes (AT), Social Norms (SN) and Environmental Concerns (EC) 
have Sig values less than 0.05. This finding demonstrates that the dependent variable (Green 
Consumer Behavior) is significantly impacted by the independent variables AT, SN and EC. 
Awareness (AW) is an independent variable that has a P value greater than 0.05, so it has an 
insignificant effect on the dependent variable. The arrow that affects the AW variable on the GC 
variable was removed. Additionally, environmental concerns (EC) significantly and positively affect 
green consumer behavior by 0.663 units (GC). It illustrates that enhancing someone’s environ-
mental concerns by one unit encourages green consumption by 0.663 units, a strong influence on 
the promotion of green product purchasing. Based on the analysis’s findings, the R-squared value 
of the dependent variable GC is 0.716. Hence, the independent variables determined 0.716 or 
71.6% of the variation of GC. The variability of GC is affected considerably by the three independent 
variables EC, AT, and SN. Finally, the hypotheses H1, H2, and H4 are accepted through the analysis 
and the theory of H3 that was set previously was rejected.

Table 3. Exploratory Factor Analysis
Constructs Items Factor Loadings CR AVE
Attitude (AT) 5 0.736–0.837 0.900 0.64

Social Norms (SN) 5 0.753–0.865 0.917 0.69

Awareness (AW) 4 0.664–0.857 0.901 0.70

Environmental 
Concerns (EC)

4 0.752–0.822 0.887 0.66

Notes : CR = Composite Reliability; AVE = Average Variance Extracted. 

Table 4. Results of the integrating model
Explanatory variables Significant results

H1 Attitudes have an impact on the 
Green Consumer Behavior

P=0.007

H2 Social Norms have an impact on 
the Green Consumer Behavior

P=0.003

H4 Environmental Concerns have an 
impact on the Green Consumer 
Behavior

P=0.000

Notes: ***, p-value < 0.001. Significant at the 0.05 level 
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4.5. Independent Sample T- Test
Analysis of factors affecting green consumption behavior between male and female survey sub-
jects. The quantitative variable is a Green Consumer Behavior (GC) variable using a 5-level Likert 
scale, the qualitative variable includes two values: 1 is male, and 2 is female. The hypotheses that 
the researchers put forward to test the mean value between the quantitative variable and the 
group of values of the qualitative variable are as follows:

H01: There is no difference between males and females in green consumption behavior.

The T-test is used to test this hypothesis, the data from the test is shown in Table 5. The Sig value of 
Levene’s Test is 0.319 greater than 0.05 so the variance between males and females is not different. 
The Sig Equal variances assumed continued to use. The Sig T-test value of the GC variable is 0.474 
greater than 0.05, the conclusion is as followed: there is no statistically significant difference in green 
consumption behavior between respondents of different genders. Thereby, accept hypothesis H01 
above. From the above T-test results, the researchers conclude that there is no statistically significant 
difference in the value of green consumption behavior to the users whether male or female.

4.6. One-way ANOVA
With the One-way ANOVA test, the researchers check whether there is a difference in green con-
sumption behavior between people with different income levels, the test results are shown in Table 6.

The Sig Levene Statistic index of the GC variable shown in Table 6 has a value of 0.062 greater 
than 0.05, so the variance between the choices of the above qualitative variable has no difference.

Since the Sig Levene Statistic index is greater than 0.05, the results of the ANOVA table were 
used to continue testing. The results are shown in Table 7, the Sig index of the GC variable has 
a value of 0.307 greater than 0.05, concluding that: there is no statistically significant difference in 
green consumption behavior for each other income level together.

Figure 3. Direct and Indirect 
effects on the Green consumer 
behavior.

Notes: CMIN/DF =2.197, 
GFI=0.843 CFI=0.934 and 
RMSEA=0.072. ***p<0.001
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5. Discussion
Finding out the factors affecting green consumption behavior contributes a great deal to the 
environment, reduces the negative impact on the environment, and helps consumers better 
understand green products, thereby stimulating the demand to buy products, especially sustain-
able products and services, for the environment. According to the results of this study, attitudes, 
societal norms, and environmental concerns all influence buying green products. The remaining 
factors are affected by awareness, even though attention has an insignificant effect on green 
consumer behavior. The current study’s findings have far-reaching theoretical and practical 
implications.

5.1. Theoretical contributions
The present study finds a wide range of factors that influence consumers’ decisions to make green 
purchases. Additionally, because it is based on the findings of numerous earlier studies, it offers 
a comprehensive assessment of the extant literature. The other researchers may potentially 
suggest alternate models based on their discoveries, using the results of the current study as 
a base. Numerous factors influencing consumer green purchase behavior were identified through 
an extensive literature review. All of these factors were discovered to either encourage or dis-
courage the purchase of green products.

The results show that Attitude is a factor affecting green consumption behavior. Consumers who 
have a positive attitude toward green products are more likely to purchase green products, which 
supports previous findings (Ruangkanjanases et al., 2020). According to the findings of Shaikh and 
Ur Rahman (2011), consumers have a negative attitude toward green goods. The current study 
demonstrates that consumers tend to support environmentally friendly products. This finding is 
completely consistent with previous work by Kautish et al. (2019), as well as Yadav and Pathak 
(2017). So, the results of the study on attitudes toward green products suggest that today’s 
generation takes environmental sustainability seriously and believes they must protect the envir-
onment by avoiding ecologically harmful products while making purchases.

Environmental concern is an indispensable factor in green consumer behavior, consistent with 
the results of this study. According to the findings, consumer interest has a significant impact on 
their response to green products. It is hypothesized that environmental concerns impact green 

Table 6. Test of Homogeneity of Variances
Levene 

Statistic
df1 df2 Sig.

GC Based on Mean 2.818 2 228 .062

Based on 
Median

.919 2 228 .400

Based on 
Median and 
with adjusted df

.919 2 149.525 .401

Based on 
trimmed mean

2.262 2 228 .107

Table 7. Anova
GC Sum of 

Squares
df Mean Square F Sig.

Between Groups .900 2 .450 1.188 .307

Within Groups 86.419 228 .379

Total 87.320 230
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consumer behavior positively. This hypothesis was supported by the current study, which is similar 
to previous studies (Ahmed et al., 2020). Consumers who are more concerned about the environ-
ment and have relevant knowledge are more likely to purchase green products (Choi & Johnson,  
2019; Varah et al., 2021). This explains that as consumer concerns grow, so will consumer concern 
about environmental consequences, resulting in a greater acceptance of green products. As 
a result, the government and businesses should offer a lot of relevant information about environ-
mental issues to consumers.

The current study has demonstrated that social concerns have a significant effect on consumer 
behavior toward green products. Numerous studies, such as those by Eze and Ndubisi (2013) and 
Welsch and Kühling (2009), have found a positive relationship between subjective/social norms or 
reference groups and green purchasing behavior. The outcomes of this research have contributed 
to strengthening some previous studies by K. Lee (2014), Salazar et al. (2013), and Tsarenko et al. 
(2013). According to studies, close social actors such as peers and parents can be trusted sources 
for information about sustainable products. Research by Nittala and Moturu (2021) suggests that 
consumers are self-motivated. The encouragement of colleagues and parents is the motivation to 
encourage them to use green products. Therefore, the appropriate departments should improve 
the social norms of energy conservation and environmental protection since consumer behavior is 
susceptible to peer pressure and societal norms (S. T. Wang, 2014).

Awareness of green consumption behavior has no significant impact on green consumption 
behavior, which is shown by research data. Consumers’ awareness of environmental issues is 
related to their acceptance and use of green products. According to research by Geller (1981) 
and Schahn and Holzer (1990), who argue there is no link between consumer perception and green 
consumption behavior. However, it contradicts the finding of Arti and Akansha (2013) that the 
health of children and family members as well as their perception of the benefits of environmen-
tally friendly products are the main factors that have the most influence on the purchase decision. 
Although this factor does not have a direct impact on green consumption behavior, it has a strong 
impact on the other three factors in the study, such as consumer awareness, which affects 
consumer attitudes. Consumers perceive that when they use green products, it will help them 
protect the environment, and they will have a positive attitude when buying, consuming and 
promoting green products.

This research result is significant for the relationship between Attitudes, Social Norms, 
Environmental concerns and green consumer behavior. Although the data shows that the 
Awareness of green consumption behavior factor is excluded, it still indirectly affects the remain-
ing factors and green consumption behavior. Various empirical studies on green consumption have 
tried to identify the factors influencing green behavior. Chan (2001) presented research results 
that share certain characteristics including environmental knowledge and attitude factors. The 
factors affecting the decision to adopt green consumption behaviors are explored in this study.

5.2. Practical significance
This study has several real-world applications. According to the study’s findings, customers’ 
attitudes toward going green, their concern about problems, and their impact on others through 
green consumption are key factors influencing whether or not they make green purchases. 
Businesses should incorporate attitude, environmental concern and social norms with green 
products into their long-term strategic planning if they want to increase consumers’ green 
purchasing.

In terms of attitudes, businesses can use promotion or other methods to draw customers’ 
attention to green products, provide them with more possibilities for hands-on learning, create 
a positive perception of the usefulness of green products, and foster a greater number of green 
attitudes. To increase consumer trust, businesses should improve the environmental benefits of 
green products, the environmental image of their companies, and offer green products that live up 
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to consumer expectations. Additionally, businesses can cultivate knowledgeable retailers to serve 
as efficient and dependable informational intermediaries. Salespeople will provide customers 
about the environmental benefits and environmental protection features of green products to 
build their trust and encourage them to make green purchases. Further, the government may 
influence people’s attitudes about being green using social media and inform the general public 
about the advantages of buying green products through a variety of channels. The role of govern-
ment in environmental protection is undeniable. To promote sustainable consumption practices by 
Malaysians, the Malaysian government has announced various strategies to encourage consump-
tion practices and sustainable development. The Malaysian government has also chosen social 
advertising to educate and raise people’s environmental awareness and concerns (Haron et al.,  
2005).

Findings reveal that one of the reasons why a consumer chooses to utilize environmentally 
friendly products is due to environmental concerns. The promotion of this tendency by policy-
makers should include environmental education. The majority of consumers continue to be 
dubious of manufacturers’ environmental claims and find it challenging to recognize green 
items. As a result, environmental education should provide buyers with how to recognize green 
products. A study on household energy consumption behavior in Sweden found that education 
significantly improved the energy use behavior of households there (Gyberg & Palm, 2009). A study 
on the garbage classification of urban residents shows that the transmission of classification 
information and propaganda and education activities of the government can effectively raise 
people’s awareness about garbage classification. And influence their final behavioral choices 
(Kirakozian, 2016). Therefore, education on green consumption will not only raise public awareness 
and direct assessment of environmental issues but also create a green consumer society, thereby 
orienting individual behavior to protect the environment.

Policymakers should pay more attention to the influence of subjective norms. For instance, they 
may plan large-scale environmental preservation initiatives in a green way or utilize social media 
to spread standards promoting more eco-friendly shopping practices.

As the intermediate factors that influence green consumer behavior, marketers should formu-
late marketing strategies to improve consumers’ awareness of green value.

6. Conclusion
The objective of this study is to examine the main factors influencing green consumption behavior. 
The sample size of this study is quite small, so the results are somewhat misleading. However, the 
survey sample is primarily made up of high-achieving Vietnamese students. This brings a lot of 
useful and reliable information on green consumption. The results indicate that three factors as 
Attitude, Social Norms, and Environmental Concerns all strongly influence the green consumption 
behavior of Vietnamese people. Although the awareness factor does not directly affect green 
consumption behavior, it has a close relationship with other factors. From there, it also contributes 
indirectly to green consumption behavior. At the same time, this helps us better understand 
customers’ green consumption habits. In addition, the research results will guide the strategy 
for businesses that will capture and tap into people’s psychology, as well as green consumption 
habits to build marketing and advertising strategies to attract people.

7. Limitations and recommendations
The use of data collection and processing methods, then applying 5 methods to data analysis. The 
study eliminated unqualified variables through Cronbach’s Alpha test. Next, exploratory factor 
analysis (EFA) is applied to eliminate variable observations and reduce the model. Moreover, 
using the linear structural model or SEM (Structural Equation Modeling) reinforces the original 
model and directly examines the existing relationships between the concerns to prioritize 
resources to help serve customers better. In addition, the SEM model results show that the 
Awareness factor (AW) does not directly affect the green consumption behavior of the research 
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subjects. The GFI index in the SEM model has not reached the threshold (greater than 0.9) despite 
using the 2-way Covariances arrow in AMOS to connect the high Modification Indices (MI) errors in 
the same scale. This shows that the number of observed variables and the sample size is not large 
enough. After implementing the above methods, the researchers continue to use the ANOVA test 
(the income variable) and T-test (the variable Gender) to check whether these qualitative variables 
are statistically significant on the dependent variable GC (Green Consumer Behavior).

Besides the new findings, the study also has certain limitations. Firstly, this is a sample data 
collected with a relatively small number of 231 respondents and mainly university students in Can 
Tho city, Vietnam, so the coverage for all consumers is very small use is quite low. As a result, 
population representativeness is limited and does not accurately reflect the results of the study. 
Secondly, the survey subjects of this study are mainly students, which have not fully covered the 
qualifications and age of the surveyors, leading to the fairness of the results which may be 
affected and can only be expressed in one direction.

From the results of the study, there is a few proposals aimed at companies and businesses that 
intend to use green products to bring in revenue, as follows: Green consumption demand is increas-
ing, and muscle The money-making association will also increase, so collect some information related 
to the environment and market segments to offer marketing strategies suitable to the needs of 
consumers at that time. Environmental awareness of consumers is increasing, they will pay their 
attention to brands, green consumer products safe for the environment, so it is necessary to ensure 
the production process must be guaranteed, do not pollute the surrounding environment; For any 
companies and businesses on the market, they are interested in sustainable and existing in the 
market, so they need to be aware of the green consumption sooner, thereby building continued 
channels green products should be promoted and distributed widely to consumers.
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