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CHAPTER ONE
INTRODUCTION

1.1 Research Background and Motivation

One of environmental squalor signs was radically change in weather that
influences all people on the earth no exception. The natural calamity became
serious now. As per CNN News (2017), Tropical Storm Philippe, which is a
significant storm, happened in Vietnam has devastated or harmed around
657,000 individuals destitute. Thus, the storm affected nearly 2,000,000
Filipinos and a heavy storm brings a lot of damage to million people over 20
countries. Nowadays, many people around the world recognize the dangers,
negative effects to their environment. They are educated very much about
environment protecting through activities of government and ecology
organization. Thus, a lot of natural problems occurred such as air and water
pollution, unforeseen and dangerous ecological issues which are realized over
the world. After they understand how environment affect their life, may be
they have more concern and do their own obligation to environment
contribution.

In the last few decades, environmental concerns have become not only
an important issue but a common theme in academic research. The global
economy worldwide’s growth has been connected with an increase in
consumers’ consumption. However, the more goods that people purchase, the
larger is the impact upon the environment. It is upheld that diverse exercises
of business associations, for example, sourcing, creating, coordination, and
promoting negatively affect nature and furthermore thought to be the
wellspring of the vast majority of the ecological issues (Eltayeb, Zailani and

Jayaraman, K, 2011). The environment has turned into a basic issue that is



impacting how items are produced, promoted, and discarded. Previous
research show that majority of customer change their buying actions when
they identified the environment issues (Schlossberg, 1990). Since clients have
comprehended the centrality of ensuring the ecology, environmentalism has
turned into a fundamental subject in the commercial places (Chamorro et al.,
2000).

Through many different stages these environmental concerns have
changed (Straughan and Roberts, 1999) . The greening concept started in the
1960s, focusing on contamination and energy saving. Subsequently, company
must go outside the old ideas to produce and discard because of increased
social and political pressure. A quick ascent in environment protecting has
developed in western countries. The encouraging alteration inside customer’s
green purchasing behavior connected items can be recognize because of the
expanded degree of ecological mindfulness (Berger and Alwitt, 1996). This
vary made the appearance of the ecology age to anticipate additionally harm
to nature. Since the 1980s, green showcasing has experienced a few phases.
After the 1990s, green marketing made a rise (Vermillion et al., 2010). In
western countries, organizations have found that in potential customer buying
choice will be founded on natural contemplations. This wonder is called green
Marketing (Papadopoulos, loannis, et al., 2010). The expression "Green
Marketing" has been utilized to portray showcasing activities which endeavor
to decrease the negative social and ecological effects of existing items and
creation frameworks, and which advance less harming items and
administrations. As our comprehension of the cooperation between
organizations, society and the physical environment has enhanced, so what we
comprehend to be "green" practices and standards for marketing has likewise
advanced. Green marketing is basic for organizations as an upper hand,

picture fortify, and designer of new markets (Chen, 2008).



The green developing business sector is an open door for organizations
that will become environmentally friendly these days. As such, customers
worry to business more that contribute more natural endeavors and buyers
will bolster organizations that fantastic in and good at green promotion.
Scholastics and marketing experts are in a nonstop push to locate where green
customers are, by distinguishing them, determine their needs and creating
ecology items that address such issues (D'Souza, Clare, Taghian, Sheep and
Peretiatko, 2007). As indicated by Papadopoulos' examination (as refered to
in Zand Hessami and Yousefi, 2013), the past make shoppers have more
worry to their surroundings contrast and they will change buying behavior. In
this manner, from the point of view of shoppers, worry for ecological will
enormously impact their basic leadership in choosing or acquiring
merchandise or items.

A few inquiries about have been led on green buying expectations. The
numerous scientists have recognized the consumers' green purchase behavior.
In view of multifaceted nature in green purchase behaviour of shoppers',
speculation is regularly not significant under various social and characteristics
settings. To fortify this contention, Elham and Nabsiah (2011), Rezai (2013)
and Chamorro (2009) announced that request and states of mind for
environment amicable items is probably going to be diffirence over various
markets and countries. Then, view on the impacts of different factors on
customers green purchasing expectations in developing Asian markets is
thought to be ideal.

Vietnam likewise understood that putting resources into ecological
protection turn out to be progressively vital. In this way, ecological
mindfulness is developing. In this way, this exploration expects to distinguish
the Vietnamese consumers’ purchasing behaviour towards green products.

The investigation additionally examinations how the elements (social



influences, environmental concern and attitudes, perceived effectiveness of
environmental problems, perceived effectiveness of environmental behaviour,
perceived environmental responsibility, and green marketing tools) impact

Vietnamese customers’ green purchasing behaviour.

1.2 Research Objectives
This investigation intends to examine factors that impact Vietnamese
consumers’ green purchasing behaviour. The research objectives are created

as the accompanying:

1. The first objective of this study was to analyze and explores the
hypothesized relationship between dependent and independent variable 1i.e.
environmental concern and attitudes (ECA), perceived seriousness of
environmental problems (EP) and perceived effectiveness of environmental
behaviour (EB) via the moderating role of social influence (SI), perceived
environmental responsibility (ER). The additional objective was to ascertain
the effect of perceived seriousness of environmental problems (EP) towards

environmental concern and attitudes (ECA).

i1. The second was to verify the relationship of predictor and 3
independent variables i.e. perceived effectiveness of environmental behaviour
(EB) and perception of eco-label (EL),perception of eco-brand (EBR),
environmental advertisement (EA). The additional objective was to ascertain
the effect of perception of eco-label (EL), environmental advertisement (EA)

toward perception of eco-brand (EBR).

iii. Finally, the third was to determine the relationship of green

marketing tool (3 criterion variables) and outcome variable i.e. perception of



eco-label (EL), perception of eco-brand (EBR), environmental advertisement

(EA) and green purchasing behaviour (GPB).

1.3 Scope of the Study

The scope of this study is presented in the following table:

Table 1.1 Scope of This Study

Items Scope of the study

The study conducts literature reviews to build up the research
hypotheses and framework. Collecting data by using
questionnaires to test hypotheses and figure out the results and
conclusions

Types of the research

Examine the influence of important factors that affect Vietnamese

Key issue , : ;
consumers’ green purchasing behavior

Perceived effectiveness of environmental behaviour, Green
Purchase Intention, Perception of eco-label, Perception of eco-

Dependent variables brand, Environmental advertisement, Green purchasing behavior.

Environmental concern, Environmental attitude, Perceived
Independent variables [seriousness of environmental problems

Moderating variables Social influence, Perceived environmental responsibility

Underlying theory (s) [Theory of Reasoned Actions, Theory of Planned Behaviour

Testing location Ho Chi Minh, biggest city of Vietnam
Analyzed unit Individual
Research method Using SPSS version 20 and AMOS 20 to run the data.

1.4 Research Procedure
This study commenced from the gathering of pertinent literatures and

other relevant news and information. Then, literatures were reviewed to



identify the research objectives and motivations and taken after by the
improvement reasonable system which is balanced from the related before
models of different analysts. Simultaneously, hypotheses and research design
were also developed. Next, the experiment was conducted and data was
systematically collected. A short time later, the diagnostic procedures would
be utilized to investigate those gathered information took after by the came
about discussion. Lastly, conclusion and proposal for this investigation are

accounted for. The research procedure is shown in Figure 1.1.

[ Gather pertinent literatures and relevant news and information

v

<
[ Identify research objectives and motivations

A 4

Develop conceptual framework and hypotheses

h 4

Develop research design

Y

Conduct experiment and collect data

Y

Data analysis

Y

Discussion of findings

v

Conclusion and suggestion

Figure 1.1: Flow chart of research procedure



1.5 Research Structure

This study contains five chapters, and the review for each is as
below:

Chapter one defines research background, research motivations,
research objectives, and research contributions. Besides that, it also shows
the research flow and the entire structure of the study.

Chapter two presents the previous literature related to the Perceived
seriousness of environmental problems, Environmental concern and attitude,
Social influence, Perceived environmental responsibility, Perceived
effectiveness of environmental behaviour, Perception of eco-label, Perception
of eco-brand, Environmental advertisement, Green purchasing behavior. The
critical variables and their relevant relationship are specified. In the end of the
chapter, the hypotheses are proposed to integrate the consequence of the past
studies.

Chapter three identifies the conceptual framework of this study along
with the research design. This chapter also presents the research model
which proposes the general relationships among the key research construct
including Perceived seriousness of environmental problems, Environmental
concern and attitude, Social influence, Perceived environmental
responsibility, Perceived effectiveness of environmental behaviour,
Perception of eco-label, Perception of eco-brand, Environmental
advertisement, Green purchasing behavior. Plus, this chapter also discusses
stimulus used in the study; moreover, important manipulation check is also
discussed in order to confirm the validity of the stimulus used in
experimental study. Meanwhile, this chapter also presents the sampling plan,
data collection procedure, main experiment, measurements of dependent and

independent variables, together with the data analysis techniques.



Chapter four presents the data analysis and findings of this study. It
involves data collection, the demographics of attendant, descriptive statistics,
factor analysis and reliability test. In addition, this chapter also presents the
results analysis of data associated with each research hypothesis.

Chapter five is a summary of the study by explaining the significant
findings, implications and limitation of the study. Additional suggestions for

future studies are comprised in.



CHAPTER TWO
LITERATURE REVIEW

2.1 Green Marketing

Green can be characterized and demonstrated in a wide range of
implications. Green characterized by Shamdasani, Prem, Gloria Ong Chon-
Lin, and Daleen Richmond (1993) as natural and biological mindfulness or
awareness, corporate social obligation (CSR), reasonable advancement,
ecological assurance or preservation, and new consumerism.

Green or ecology marketing incorporate of all exercises work to
produce and encourage any trades keeping in mind the end goal to supply
life (Prothero, 1997). As it were, green marketing was a way for
organizations to present and advance natural well disposed or green items to
clients with a specific end goal to fulfill its clients' needs and needs. For the
most part, organizations or associations that entered in green marketing will
energetically advance its natural agreeable strategies and accomplishments to
its objective clients and also future clients. It implies that organizations or
associations necessity to publicize and advance its items or administrations
that combine with natural or green attributes such as natural, ecological
agreeable and reuse that connected in creating shopper items or products.
Thus, the distinction between traditional marketing and green marketing go
to an assortment of exercises required in green promoting which incorporates
adjustment on product, make the creations procedure, change in the items
appropriation, new looking and enhancement in items bundling, and alter in
the method for doing marketing.

As indicated by the Dagnoli (1991), the amount of individuals is

developing who want to buy ecological friendly products will prompt



progressively in the quantity of green customers. The green consumers not
by any stretch of the imagination will purchase green items in spite of the
fact that they have bounty information on green products (Delafrooz, 2009),
have high familiarity with ecological problems (Abdul Wahid et al., 2002) or
worried and acknowledged to their condition (Biswas and Hirose's
examination as referred to in Ooi et al., 2012) won't really carry on in green
way or assume liability to buy natural agreeable or green items. This
condition may because of some wrong green marketing practice executed by

organizations which prompted the disappointment of green marketing.

2.2 Green marketing tools

Han (2011) states three phases for green marketing. The main time of
green marketing began from the 1980s, when the green marketing notion
was recently started in industry (Kirchoff and Satinover Nichols, 2011).
Green marketing went into its second stage in the 1990s, in this decade the
particular kickback was experienced by advertisers (Wongdata et al.,
1996). Besides to, marketers grasped that customer’s needs, their positive
activities towards condition and eco-items did not transfer to purchasing
behavior (Schrum et al., 1995). Since 2000, green marketing has formed
into a third stage. In the this stage green marketing has experienced new
force again with execution of further developed innovation, stricter control
by governments and upgrade of worldwide natural mindfulness.

As indicated by Pickett-Baker, Josephine, and Ritsuko Ozaki (2008)
green marketing for the most part concentrates on the proficiency of
intellectual influence techniques, and trusts that the buyer's high
contribution concerning natural issues is an impact of developing
ecological learning. Stanton and Futrell (1987) characterize green or

environmental marketing as activities proposed to supplant current needs
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and needs with negligible hurtful effect on our environment.

Cronin and Smith (2011) assert that there isn't any single marketing
tool that would be fitting for all organizations. Or maybe, systems ought to
be diverse of various markets and the level of buyer worry on the
environment. Three green marketing tools are considered in this
investigation as improvements to a purchaser's learning about
environmental friendly products. Right now, these tools are additionally
used to enable buyers to recognize green items and tradition. These tools

include eco-brand, eco-label and environmental advertisement.

2.3 Theoretical Background

There are many theories to explain human behavior in general and
buying behavior of consumers in particular. Some like Theory of
Reasoned Actions (TRA) (Fishbein and Ajzen, 1975) and Theory of
Planned Behaviour (TPB) Ajzen (1991). Two theories are widely used in

explaining the intention to commit acts of man.

2.3.1 Theory of Reasoned Actions (TRA)

Theory of Reasoned Actions (TRA) was a hypothesis use to examine
customers' states of mind with respect to how these demeanors are formed
and how other individuals could impact their behavior. Thus, TRA
demonstrate is utilized to talk about on how the purchasers' dispositions
towards the ecological issues can influence their green purchasing behavior
and activity (Fishbein and Ajzen, 1975). Numerous analysts, for example,
Cook and Ozaki (2008), Datta and Saroj Kumar (2011), and Kalafatis, et al.
(1999) have connected this hypothesis in various field to examine human's

behavior. In addition, TRA likewise widely talked about and used to
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investigate consumers’ purchasing intention (Albayrak, Tahir, et al., 2011) or
consumers’ purchasing behaviour (Albayrak, 2011; Cheah, 2009). TRA
expected that "Individuals consider the ramifications of their activities
previously they choose to draw in or not take part in specific practices"
(Fishbein et al., 1975; 1980). Ajzen (2005) expressed that a person's
expectation comprise of behavioral character, when an individual have
choose to take part in certain conduct will change over his or her aim
vigorously in a suitable open door and correct time. Then again, Theory of
Planned Behaviour (TPB) demonstrate additionally valuable in foreseeing
and clarifying consumers’ green purchasing behaviour (Starts and Shepherd,

1992).

Attitude Toward
Act or Behavior
External Behaviour Behaviour
Variable Intention
\ Subjective
Norm

Figure 2.1 Theory of Reasoned Action (TRA) (Ajzen & Fishbein, 1980)

2.3.2 Theory of Planned Behaviour (TPB)

According to Ajzen (1991), the theory of planned behaviour is an
extension of the theory of reasoned action. Intentions to real behaviours of
various types can be anticipated with high exactness from subjective

standards, demeanors toward the conduct, and saw behavioral control; and
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these aims, together with comprehension of behavioral control, represent
significant fluctuation in real conduct. Like TRA, the intention is for the
motivating factors leading to behavior. The intention is for the motivating
factors leading to behavior, it is indicated for people who will try to what
extent, or how many planned to spend their efforts on the implementation of a
specific behavior. As a general rule, the more powerful intentions, the ability
to act is made growing. It is clear, however, that the intention of committing
acts become acts really only be seen in the behavior that is entirely under the
control of reason. This investigation is to comprehend the different
determinates of the green purchase behaviour keeping in mind the end goal to
give the experiences of the green consumerism and fill in as a rule for
organizations to detail and execute their green and practical promoting
methodologies precisely and viably. The determinate incorporates perceived
seriousness of environmental problems, environmental concern and attitudes,
perceived environmental responsibility, social influences, perceived
effectiveness of environmental behaviour, perception of eco-label, perception

of eco-brand, environmental advertisement.

2.4 Definition of research construct
2.4.1 Green Purchase Behaviour (GPB)

Green purchase behaviour characterized by Chan (2001) as a specific
sorts of natural well disposed conduct that buyers express their minding and
thoughtfulness regarding the environment. Furthermore, green purchase
behaviour likewise alludes to the utilization of items that are recyclable or
conservable, useful or generous to the environment, and delicate or receptive
to environmental concern (Albayrak, 2011). Expanding the familiarity with

buyers towards natural issues will expanded the interest for biological items.
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Numerous past scientists have directed research on purchasers' behavior
towards green products since 1970's. Consequently, there have a wide range
of factors, for example, mentalities, qualities, convictions or information are
utilized to test which elements will drive buyers' decision to buy
environmental friendly products (Amato, 2012). Takes after and Middleman
(2000) affirmed that their examination presence the various leveled
relationship of qualities states of mind expectation conduct when they
directed an exploration on forecast of purchasing eco-friendly and
antagonistic items on an alternate consumer model.

A few investigations on green division have been directed by past
specialists. Cleveland, Mark, Maria Kalamas, and Michel Laroche (2005)
were explored on the North America customers' ability to pay more for eco-
friendly products in light of the buyers' socioeconomics, mental and
behavioral. They found that ladies who are hitched with no less than one
youngster were bolstered to its outcome. Additionally, the examination has
been finished by Yazdanifard et al. (2011) with respect to the statistic and
natural criteria in Portuguese purchasers was discovered that they were
hesitant to purchase green items despite the fact that they know about the
ecological issues. For Straughan et al. (1999), they ponder had demonstrated
that psychographic criteria was more precise and helpful than statistic
criteria in investigate onsumers purchasing behaviour. Besides, various
examinations with respect to factors that impact onsumers purchasing
behaviour have been led by previous analysts, for example, Chan and Lau
(2000), D’Souza, Taghian, Sheep and Peretiatkos (2006), and Han (2011).
To testing on the consumers’ green purchase intention, target respondent of
Han (2011) was youthful buyers while the respondents of D’Souza et al.
(2006) were dominant part Australian female shoppers with matured around

35 to 54 years of age. Chan et al. (2000) were examining on
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Chineseconsumers’ green purchase behaviour through the impact of three
autonomous factors. As per Han (2011), a further report led to review on
how extraordinary in sexual orientation in different elements would impact
Hong Kong adolescent consumers’ green purchase behaviour. As indicated
by Datta and Saroj Kumar (2011), “trust”, “in-group identity”, “expectation
of others’ co-operation” and “perceived efficacy” was valuable individual
attributes to separate purchasers from '"green" or "non-green". Their
examination additionally supportive in understanding the reasons caused the
hole amongst disposition and conduct in green consumerism.

Lately, specialists just begin does thinks about on ecological names.
D'Souza (2006) had built up a model to grouped buyers into four
classifications, to be specific “environmentally green consumers”, “emerging
green consumers”, “price sensitive green consumers”’ and “conventional
consumers”. D'Souza et al. (2007) were additionally explored on the diverse
environmentalism level of Australian purchasers through the impact of
environmental labels. They ponder found that shoppers can be assembled
into it is possible that they discovered environmental labels are hard to
comprehend or they can read the names and willing to purchase green items
in spite of the fact that the items are in low quality (D'Souza et al, 2007). Be
that as it may, there has just couple of scientists led subjective research
identified with green purchase behaviour and green methodology. After find
this examination hole, Tadajewski and Tsukamoto (2006) directed a
subjective research to think about on the many-sided quality behavioral of
UK and Germany buyers towards green items by utilizing life-cycle
investigation. Their investigation demonstrates that searching for the items'
image name was the most straightforward path for customers to assess the
"greenness" of an item (Tadajewski et al., 2006). Moreover, Vinodh, S., and

Rathod, G. (2011) additionally led a subjective report in breaking down the
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item advancement methodologies for eco-accommodating items on the chose
organizations in England and Germany. Their investigation uncovered that
viability of ecological procedure on item advancement can make an upper
hand to organization itself (Vinodh et al.,2011). Additionally, contrasts in a
nation's social and financial conditions would cause diverse variables are
being tried on consumers’ green purchase behaviour in that nation. Along
these lines, factors use by investigates to decide the consumers’ green

purchase behaviour likewise differs among them.

2.4.2 Perceived Seriousness of Environmental Problems (EP)

Amyx, DelJong, Chakraborty and Wiener (1994) defined perceived
seriousness of environmental problems as a level of individual concern and
significant towards biological issues. At the point when individuals
experience those ecological issues, the measure of burdens and
inconveniences that individuals need to manage and the mentality and
conduct that they ought to have towards the natural issues was trouble to
know. For example, simple and comfort for utilization may make buyers buy
an item or nourishment even they know the bundling of the item or
sustenance will dangerous or harm for the nature and eviroment. Banerjee and
Mckeage (1994) expressed that the impression of a person to the force, risky
and reality of ecological issues and issues could influence his or her green
purchasing behaviour. As such, non-green buyers that don't act in green way
trust that the earth issues will be explained without anyone else naturally and
the other way around.

Furthermore, Clayton and Susan D (2012) expressed that the broad
communications assume a basic part in instructing buyers to comprehend the

significance of ecological issues. For instance, advertisers pass on the
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message with respect to how their item can lessen the ecological issues and
how customers can add to condition through purchasing the green items.
Through this, individuals will mindful the ecological issues and their duty

towards environment.

2.4.3 Environmental Concern and Attitude

2.4.3.1 Environmental Concern (EC)

As per Chan and Lau (2004), environmental concern has assortment
definitions which rely upon point of view and its entangled and precarious
nature. Environmental concern characterized by Dunlap and Jones (2008) as
individuals attention to ecological issues and endeavors to tackle it. In any
case, the early meaning of environmental concern was the level of defensive
disposition towards environment (Boehlert and Gill, 2010), yet later was
characterized as a general state of mind which has an aberrant impact on

mentality through behavioral expectation (Boehlert and Gill, 2010).
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What's more, environmental concern alludes to a person's enthusiastic
component, for example, as or abhorrence stresses and thought (Yeung, 2004)
and the conviction, mentality, and level of concern (Stated, Ahmadun, Paim
and Masud, 2003) towards the earth. Subsequently, environmental concern
can be reasoned that an individual was sincerely required to natural related
issues. Schultz and Zelezny (2000) expressed that "states of mind of
ecological concern are established in a man's idea of self and how much an
individual sees him or herself to be an essential piece of the indigenous
habitat". A portion of the natural sociologists have eluded ecological
demeanors as "environmental concern" (Vining and Ebreo, 1992; Hansla and
Girling, 2008; Dunlap et al, 2008). It implied that environmental concern is
synonymous with natural disposition. In this way, these two terms can utilize
compatible in many examinations (Dunlap et al., 2008). In any case, a portion
of the examinations have isolated them into two distinct terms (Stern and
Dietz, 1994; Schultz et al., 2000; Sinnappan et al., 2011; Zank Hessami et al.,
2013). In addition, diverse fragments of the workforce respond contrastingly
towards the green issues (Ahmed et al., 2001). Walter (1990) found that
shoppers concern on environmental does not generally convert into

purchasing decisions.

2.4.3.2 Environmental Attitude (EA)

Attitude refers to “a mental and neural state of readiness, which exerts a
direct influence upon the individual’s response to all objects and situations
with which it is related” (Allport, 1935). Attitude can be characterized as
alluring or unwanted assessments (Ajzen, 1991) and persistent constructive or
adverse sentiments (Bogner, 1998) that a specific people have towards items,
issues or other individuals.

Delafrooz (2014) characterized environmental attitude as "a scholarly
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inclination to react reliably ideal or horrible way concerning the environment".
While, Schulz, Shriver, Tabanico and Khazian (2004) characterized
environmental attitude as "the gathering of convictions, influence, and
behavioral goals a man holds with respect to naturally related exercises or
issues". In increments, environmental attitude was additionally characterized
by Han (2011) in light of a people's psychological appraisal of the estimation
of ecological protection. At the end of the day, environmental attitude would
influence consumers’ attitude and buying decisions (Schwepker and Cornwell,
1991). Puyjari (2006) recommended that the level of bargain included and
certainty of a specific urchasing choice towards green products may differ in
like manner.

As per Cleveland et al. (2005) and Chyong et al. (2006), attitudes is the
most noteworthy factor in foreseeing shoppers' eagerness to pay more for buy
green products. This implies cost isn't an obstruction for buyers who are
willful take an interest in professional condition exercises or to purchase
green items. Condition corruption will diminish if buyers have an uplifting
demeanor towards natural security will in the end move it into a genuine
practice by being a green consumerism (Leather treater and Kast, 2003). In
any case, many individuals feel that administration have the key and
fundamental duty in protecting nature in spite of the fact that individuals have
high cognizant and worry on their environment.

Schultz (2000) expressed that environmental attitudes can be ordered in
three sorts which are philanthropic states of mind, egotistical demeanors, and
eco-driven mentalities. Selfless dispositions incorporate the worries over
others. Narcissistic dispositions incorporate their worries. Eco-driven
mentalities incorporate worry for the environment. In light of research result,
Schultz (2000) established that narcissistic demeanors are causing the

behaviour of consumers.
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As indicated by Abdul Wahid, Abustan and Karwi (2000) uncovered that
individual, businesses, government and fund have square with essential parts
in develop an inspirational state of mind of individual towards natural security.
In this way, many organizations as of late underscored their obligation
towards condition by delivered environmental friendly products and keep

track with the progressions of environment.

2.4.4 Perceived Environmental Responsibility (ER)
As per Sukhdial and Venice (1990), saw perceived environmental

responsibility as the level of a person's impression of independent work in
ensuring the earth. As it were, saw perceived environmental responsibility
was the level of concern has a place with a person towards the natural and
social duty to spare the earth from ceaselessly crumbling by utilizing not eco-
friendly products.

Hsiao et al., (1999) additionally characterized perceived environmental
responsibility as a level of enthusiastic association in ecological issues. Be
that as it may, saw ecological obligation was characterized by Zank Hessami
et al. (2013) as a conduct and disposition of a man that he or she is in charge
of his or her utilization conduct and its belongings towards the nature and
condition. By and large, individuals expect and trust governments have the
capacity and can wipe out the natural issues. Notwithstanding, Hsiao et al.,
(1999) found that individuals are falter or unwilling to make one-side
penances with the administration's approach. Along these lines, even many
individuals have natural concern, yet they feel that the environmental
protection is the obligation of the legislature or tremendous enterprises rather
than themselves.

Besides, Strong (1996) uncovered that the real harm to the environment

was caused amid the assembling procedure. In this way, shoppers who bolster
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green items will maintain a strategic distance from those not eco-friendly
products which will imperil and harm their wellbeing. The standard actuation
display that recommended by Schwartz (1977) found that when individual
mindful and aware of unfavorable results and feel in charge of these outcomes
will move the person's helping conduct. Gurau, Calin, and Ashok Ranchhod
(2005) confirmed that Asian resident's social orders are getting to be
noticeably aware of disturbing natural issues. To make green purchase
behaviour among people can't be shy of their own apparent duty. Henceforth,
saw perceived environmental responsibility is a determinant of acquiring

conduct towards green items.

2.4.5 Social Influence (SI)

Information provided by people can have a great effects or tremendous
impact on consumers are known as social influence. According to Espelage
(2003), social dynamic refers to association among an individual with other
people. It means that an individual shares their beliefs, thoughts and values
with other people that he or she communicated with. For example, how much
the person gain knowledge about green products through his or her family,
how much she or he discusses in the field of environmental products with his
or her friends and how much he or she shares the information about green
products with family (Finisterra do Pago & Raposo, 2010).

Kalafatis et al. (1999) additionally characterized that "social standard is
whether an activity ought to or ought not be performed by a respondent in a
referent's perspective". The referent's perspective in here could be
characterizes as the point of view of companions, partners, neighbors,
associations, relatives or different referents. As per Daido (2006), change in
the ecological can change the outlook and impacts the behavioral of

individuals. At the point when individuals were going along to do a few
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things that they were not required to conform to, the social impact can
prompted a major moving in individuals behavioral. These implied
individuals will purchase green items when their social setting is urging them
to carry on in green way. It is obviously to demonstrate that giving
individual’s data are insufficient to change their conduct. Bearden and Etzel
(1982), Bravo Gil, R., E. Fraj Andres, and E. Martinez Salinas (2007), Value,
Feick, and Higie (1987), and Ward and Reingen (1990) have specified that the
significance of social effect on buyers' items assessment and items decision.
As indicated by Coulter, Cost and Feick (2003), interpersonal organization
and item contribution are co-related. Social setting of shoppers, for example
companions, colleagues, and family which give basic impact and criticism on
their utilization will at last influenced their choice on item and brand decision.

As indicated by Business Wire (2009), a study directed by
Advertisement ology Exploration found that web-based social networking or
long range interpersonal communication, for example, Facebook, Twitter,
LinkedIn, YouTube, Flickr and others online networking have huge effect on
customers buying conduct. For example, individuals are generally share the
data identified with natural exercises, for example, Earth Hour in online
networking. Hence, online networking assumed a significance part in training
individuals in finding out about natural exercises. When they exchange the
got data into rehearses and at last, online networking can influence consumers’

buying behaviour towards green products.

2.4.6 Perceived Effectiveness of Environmental Behaviour (EB)
As indicated by Han (2011), saw perceived -effectiveness of

environmental behaviour is firmly identified with the impression of a person.
A person who are effectively taken an interest into professional natural

exercises and have of star ecological conduct will get a kick out of the chance

22



to contribute more to the ecological. Miao, Li, and Wei Wei (2013) and
Jensen (2006) characterize "expert ecological conduct as conscious moves
made by an individual in order to limit the negative effect of human exercises
on the earth or to enhance nature". The effectiveness perceived by consumer
additionally characterized by Harris and Bernhardt (2005) as a buyer's trust in
their capacity to enhance the environment. Lee, Jin-Soo, et al., (2010) said
that the level of adequacy which is seen by the customer is fluctuates from
individual to individual and this was dictated by immediate and circuitous
information and experience. At the end of the day, individuals from divergent
foundation have distinctive beneficial experience and individual learning.
Consequently, individuals who are trust in their capacities trusted their
commitments and activities can prompt positive and awesome changes later

on and the other way around.

2.4.7 Perception of eco-labeling

One of the noteworthy green marketing tools is eco-label on
environmental friendly products. The environmental labels are progressively
being used by marketers to advance the distinguishing proof of green items
(D'Souza et al., 2006). Van Dam and De Jonge (2015) distinguish eco-label as
a critical apparatus to assigned asymmetry data amongst dealers and
purchasers. They additionally express that labels are a flag to achieve two
primary capacities for buyers: data work that advises them about immaterial
item attributes, for example, item's quality and esteem work which give an
incentive in themselves (e.g. renown). Besides, Chamorro, Antonio, and
Tomds M. Barfiegil (2006) characterize eco-labels as a tool for buyer to
encourage settling on choice for select environmentally-friendly products
additionally empower them to know how items are made. A large number of

the investigations on eco-labels searching for the approaches to make them
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successful in customers' buy conduct of ecological safe items (D'Souza et al.,
2006; Van Dam and De Jonge, 2015). The vital issue is perceiving the effect
of eco-labels on buyers and their impacts on environment and whether they
consider eco-label in their basic leadership. Delafrooz (2014) think about has
demonstrated that familiarity with eco-name has constructive outcome
between learning of green item and shopper's goal to buy. In any case, some
different examinations show that in spite of the fact that the elements of labels
are perceived by a few buyers yet this does not consequently lead them to
green acquiring choices (Nissinen, Ari, et al., 2007).

Scarcely any examinations have researched the connection between
environmental labeling and a purchaser's aim and conduct to buy
environmentally-friendly products (D'Souza, 2004; Delafrooz, 2014; Whitson
and Henry, 1996). Moreover, D'Souza (2004) clarifies that little 1is
comprehended about the effect of label information on a consumer’s intention
to buy ecological neighborly items. For example, as per a report by the
Parliamentary Office of Science and Technology (2004), in business sectors
with low mindfulness purchasers about ecological issues, eco-labeling as a
green marketing tool is inadequate. One purpose behind this ineffectualness is
the absence of shopper's trust of eco-name plans (Schwartz and Miller, 1991).
Now and again buyer's doubt of eco-marks can be communicated through
their numbness in recognizing eco-label and the controls which approve
organizations to put names on their items (Bonner, 2004). In these sense
specialists, for example, Bleda and Valente (2008) express that execution of
eco-labels plans has demonstrated the unfriendly impact in some
circumstance, though, Galarraga Gallastegui, Ibon (2002) represent that these
circumstances will develop by development in contamination from expanding
the market in aftereffect of accomplishing more noteworthy piece of the

overall industry through made natural agreeable items. Moreover, very little
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has been said in regards to the impact of the psychological procedure of
perusing name data as a decision paradigm that buyers use to make green
buys.

As per Delafrooz (2014) eco-labels are appealing instruments advising
shoppers about the natural effect of their purchasing decisions. To help
customers to recognize items those are more environmental ideal than other
comparative items, eco-labeling plans were started to advance natural
consumerism. The principal eco-labeling plans have been created since the
late 1977 in Germany (Blue Angel eco-name). To date, there are around 30
diverse green mark plans around the world. Asian nations, for example, China,
Japan, Korea, India, Thailand, Malaysia and Singapore have propelled their
own particular eco-labeling plans. The Vietnamese business division isn't a
long ways behind in reacting to challenges emerging from interest produced
using the buyers for naturally well disposed items. This examination manages
the customers' acknowledgment of different names, utilization of eco-labels
and the comprehension of eco-labels importance and trust of the name's

mesSsage.

2.4.8 Perception of eco-brand

The American Marketing Association characterize a brand as "a name,
term, sign, image, or outline, or the mix of them, proposed to distinguish the
merchandise or administrations of one vender or gathering of dealers and to
separate them from those of a contender." This definition can be summed up
for eco-brand also. Eco-brand is a name, image or plan of items that are safe
to the earth. Using eco-brands highlights can help to buyers separate them
somehow from other non-green items. Buyers will try to purchase eco-
friendly alternatives for products that created abnormal state of natural effect

contrasted with those with low level of ecological effect (Chatterjee, 2009).
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The prior research in western nations underpins this thought shoppers in the
USA and Germany make a move decidedly to eco-branded items, for example,
Body Shop and efficient power vitality (Wustenhagen & Bilharz, 2006). A
purchaser's assessment on the natural execution of brands ought to be
decidedly influenced by environmental labels (Teisl, M. F., Roe, B., & Hicks,
R. L., 2002). Understanding the impact of brands on buyers' purchasing
decisions is imperative for marketers and marketing researchers.

This impact is known as brand value. As per Aaker (1992), mark value,
from a consumer's point of view, can be characterized as a differential impact
that brand learning has on a purchaser's reaction to the advertising of that
brand. Green brands ought to be utilized to underline the position that green
items play out the same as non-green ones. Additionally, green brands ought
to be utilized to enable buyers to separate green brands from other
comparative brands with same capacities. The huge factor propelling
customers to change genuine buy behavior to purchase eco friendly products
i1s enthusiastic brand benefits (Hartmann et al., 2006). Pickett-Baker,
Josephine, and Ritsuko Ozaki (2008) list diverse kinds of enthusiastic brand
benefits as: A sentiment prosperity, auto-articulation benefits through the
socially obvious utilization and nature-related advantages.

Along these lines, the purchasing behavior will change to purchase
ecological amicable items because of thought of the advantage of green
brands. The consumers who recognized themselves as an ecological cognizant
customers want to choose the green items in their real buy to fulfill their

passionate needs.

2.4.9 Environmental advertisements
In parallel with enhancing green developments worldwide and with

expanding open consideration regarding natural issues, most associations
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have picked environmental advertisements through media or daily papers as
green procedures for acquainting their items with earth capable purchasers.
The target of environmental advertisements is to impact customers' obtaining
conduct by urging them to purchase items that don't hurt the earth and to
guide their consideration regarding the positive outcomes of consumers’
purchasing behavior, for themselves and in addition the environment. Davis
(1994) depicts that ecological promoting by organizations more often than not
contains three components. Right off the bat, the promotion starts with an
announcement of corporate worry for nature. Besides, the ad portrays the way
the enterprise has changed its methodology so as to show its worry and
commitment into enhancing the environment. Thirdly, the advertisement
depicts particular ecological activities in which the organization is included as
well as results for which the company assumes praise. As indicated by
Baldwin (1993), ecological ads help to shape a shopper's esteems and make
an interpretation of these qualities into the buy of green items. As expressed
by Chase and Smith (1992), ecological messages in advertisements and item
marking was found to "in some cases" impact the acquiring choices of 70
percent of the respondent. In a similar report, the greater part of the
respondents showed that they gave careful consideration to such messages
because of abundance use, and most respondents detailed that ecological
advertisements were not valid. Chan (2004) states the principle explanations
behind the low apparent believability of ecological claims in natural
promotion. The reasons are: The dubious contentions to substantiate the
natural claim, the source nation of the publicized item does not hold up under
an eco-accommodating picture, the maker (sponsor) of the promoted item
does not manage an eco-accommodating picture and the affirmed eco-
amicability of the promoted item does not coordinate with the respondent's

past utilization encounter.
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2.5 Hypotheses Development

2.5.1 Perceived Seriousness of Environmental Problems (EP) has
possitive affect to Environment concern and attitude and perceived
effectiveness of environmental behavior

As indicated by Dunlap (2008), the greater part of these investigations
focused on deciding the subject perspective of the issue, its reality and how
are contrasts from the various societies. Dunlap (2008) found that Asian
individuals were more worried about such issues than other Western regions
since Asian culture has a tendency to see their nearby society in a negative
way than Western nations. Bord and O'Connor (1997) found that ladies were
more seen reality of the natural issues and stressed over different negative
effects on their wellbeing than men.
Sinnapan et al. (2011) uncovers that buyer would truly make extreme move,
change its thinkings in light of the fact that natural issues will genuinely
influence their wellbeing and personal satisfaction. In any case, Han (2011)
found that it was an insignificant factor in impacting youngsters' green
purchasing behaviour because of their desensitization. Along these lines, the
outcome may fluctuate in various setting of study. Thus, the hypothesis is

produced as:

H1: Perceived seriousness of environmental problems will positively affect to

Environmental concern and attitude

H2: Perceived seriousness of environmental problems will positively affect to

Perceived effectiveness of environmental behaviour
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2.5.2 The impact of Environmental Concern and Attitude on Perceived
effectiveness of environmental behaviour and Perceived effectiveness of
environmental behaviour

2.5.2.1 Environmental Concern (EC)

Suchard and Polonski (1991) expressed that moral utilization was one of
the purchasing behaviour communicated by customers who are concern about
the environment. These sorts of customers will just purchase green items and
check the bundling material of items.

Numerous analysts demonstrated that environment concern has
decidedly and essentially impact on perceived effectiveness of environmental
behaviour (Amores-Salvado and Navas-Lopez, 2014; Van Liere and Dunlap,
1981; Bamberg, 2003). As per Duan (2011), medical problems cause the need
of high worried towards ecological. In this way, Lee, Jin-Soo, et al., (2010)
uncovered that individuals with high worried to the ecological issues are all
the more ready to comprehence effectiveness of environmental behaviour and
the other way around.

The level of individuals’ towards ecological concern is related with their
advantage and wants to buy green items (Biswas, Liecata, McKee, Pullig and
Daughtridge, 2000; Hedlund, Therese, 2011; Schwepker and Cornwell, 1991).
Henceforth, environmental concern would be a basic factor for advertisers as
they can without much of stretch target earth consumers (Albayrak, 2011).
Besides, consumers who have perceivation effectiveness of environmental
behaviour shown that they are all the more minding and cognizant to the
issues show up in their ecological as contrast with other people who are not
wanting to their environment (Bang et al., 2000).
2.5.2.2 Environmental Attitude (EA)

Individuals will purchase green products on the off chance that they

trusted that their utilization have a huge impact and outcome to their
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environment (Urien and Kilbourne, 2011). As indicated by Datta and Saroj
Kumar(2011), Wasik (1992), Murray (1991), Sezen, B., and Cankaya, S. Y.
(2013) feeling of ecological decay makes shoppers willing to concern more
for the effectiveness of environmental behaviour keeping in mind the end goal
to ensure their condition. Squirea, Juris and Cornwell (2001) found that
customers who have positive attitude towards nvironment will probably buy
natural sustenances.

The outcome from an examination led by Albayrak (2011) demonstrates
that consumers’ attitude towards perceived effectiveness of environmental
behaviour can straightforwardly influences their real green purchase
behaviour. Scientists, for example, Beckford, Jacobs, Williams, and Nahdee
(2010), Cornelissen, Pandelacre and Warlop (2006), and Smith and Petty
(1994) showed that ecological states of mind have a noteworthy or beneficial
outcome on perceived effectiveness of environmental behaviour.

Henceforth, it important to has an examination on this issue with regards
to customers' green purchase behaviour in Vietnam. Along these lines, the
hypothesis will be:

H3: Environmental concern and attitude will positively affect to Perceived

effectiveness of environmental behaviour.

2.5.3 Social Influences (SI) will moderate the influence of Perceived
seriousness of environmental problems, Environmental concern and
attitude and Perceived effectiveness of environmental behaviour

Social influence has been considered as one of the imperative factors in
decided a person's acquiring practices. As per Baker et al. (2008), the
investigation found that social influence has a solid association with eco-

friendly products since it was altogether drive individuals to buy green items.
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Chen-Yu and Seock (2002) found that companion congruity is an imperative
variables for buy certain things. Consequently, social impact was critical in
driving eco-dependable conduct. Also, Kalafatis et al. (1999) demonstrated
that the most essentialness determinant that influences consumers’ purchasing
intention towards green products was social impact. Lee (2012) and Abdul
Wahid et al. (2010) additionally found that social impact was the huge boost
and most astounding indicator towards green purchase behaviour.

In addition, peer impact was one of the social impacts which can drive
buyer acquiring conduct towards green items. As indicated by Espelage
(2003), a man typically will share and speak with other people who have a
similar idea, conviction and conduct. Along these lines, companion can be
unequivocally impact and influence their buy conduct. For instance, buyers
may buy green items when they have impact by their companions of
companions who regularly share the helpful of green items.

In increases, a few examinations directed by Axelrod and Lehman
(1993), Smith, Haugtvedt and Petty (1994), Berger and Corbin (1992)
uncovered that there was a directing part of social impact between apparent
reality of ecological issues and saw adequacy of natural conduct. Han (2011)
likewise found that social impact was a feeble factor of youthful purchasers'
natural conduct. Thus, the hypothesis is developed as:

H4 : Social Influences will strengthen the effect of Perceived seriousness of
environmental problems to Perceived effectiveness of environmental
behaviour.

H5 : Social Influences will strengthen the effect of Environmental concern

and attitude to Perceived effectiveness of environmental behaviour.
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2.5.4 Perceived Environmental Responsibility (ER) will moderate the
influence of Perceived seriousness of environmental problems,
Environmental concern and attitude and Perceived effectiveness of
environmental behaviour

Hsiao, H., et al., (1999) has announced that client have extremely
mindful of the ecological issues and more dependable in securing their
condition. In any case, their feeling of individual obligation in ecological
security 1s ordinarily frail (Hsiao, H., et al., 1999). Notwithstanding,
contemplate led by Han (2011) exhibited that the apparent ecological
obligation was an essential determinant for Hong Kong’s youth consumers
towards purchase green products. Also, females have a tendency to have a
superior capacity to assume the liability for easing issues on the planet (Lewis
& Gough, 1997). In this way, Zelezny, Chua and Alrich (2000) have prove
that females had more elevated amounts of apparent responsibility towards
environmental protection when contrasted with guys.

To make environmental behaviour among people can't be shy of their
own apparent obligation. Ensuring the environment is the obligation of
everybody. Thus, perceived environmental responsibility is the moderate
predictor between environmental concern and attitude toward perceived
effectiveness of environmental behaviour. Therefore, the hypothesis is

developed as:

H6 : Perceived Environmental Responsibility will strengthen the effect of
Perceived seriousness of environmental problems to Perceived effectiveness

of environmental behaviour.

H7 : Perceived Environmental Responsibility will strengthen the effect of
environmental concern and attitude to Perceived effectiveness of

environmental behaviour.
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2.5.5 Relationship between Perceived Effectiveness of Environmental
Behaviour (EB) and Marketing tools

As per Han (2011) uncovered that the general population have
distinctive recognition will prompt diverse activity and this additionally will
impact the purchasers whether to purchase green items or not. Albayrak,
Tahir, et al., (2011) showed that perceived effectiveness of environmental
behaviour is a critical determinant of expert ecological shopper practices.
Purchasers who have high seen viability of perceived effectiveness of
environmental behaviour will made them wind up noticeably green buying
behaviours, through perception of eco-label (Vermeir & Verbeke 2006),
perception of eco-brand(Verhoef 2005), and environmental advertisement
(Lee, Jin-Soo, et al., 2010).

Diverse consumers’ perceived effectiveness of environmental behaviour
can be seen in different circumstances. On the off chance that individuals trust
that an ecological issue can be unraveled by a particular conduct, this may
change the consumer’s behaviour. Perceived effectiveness of environmental
behaviour can make an interpretation of their state of mind into real acquiring
activity (Berger et al., 1992; Albayrak, Tahir, et al 2011). Therefore, the
hypothesis is defined as:

H8: Perceived Effectiveness of Environmental Behaviour will positively affect
to Marketing tools:

H8a: Perceived Effectiveness of Environmental Behaviour will positively
affect to Perception of eco-label.

H8b: Perceived Effectiveness of Environmental Behaviour will positively

affect to Perception of eco-brand.
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H8c: Perceived Effectiveness of Environmental Behaviour will positively

affect to Environmental advertisement.

2.5.6 Relationship between Perception of eco-label, Environmental
advertisement and Perception of eco-brand

In investigation of Tsen, Phang, Hasan and Buncha (2006) uncovered
that in spite of the fact that consumers have high sense on environmental
concerning, yet despite everything they promoting apparatuses assume an
essential part towards consumers purchasing behaviour on green item. The
study of Sinnappan et al. (2011) shows that perception of eco-label and
environmental advertisement can increase the perception of eco- brand. Thus,
there are different result in the role of eco-label and environmental

advertisement toward perception of geen customer.

The significant factor motivating consumers to change perception of eco-
brand is perception of eco-label and environmental advertisement. Thinking
about customers' image buy choices are imperative for advertisers and

economic scientists. Therefore, the hypothesis is defined as:
H9: Perception of eco-label will positively affect to Perception of eco-brand.

H10: Environmental advertisement will positively affect to Perception of eco-

brand.

2.5.7 Relationship between green marketing tools and customer’s
purchase behavior

Past examinations have concentrated on looking at the wvariables
influencing environmental purchasing behavior for example, state of mind,
information and esteem. In spite of the fact that these components have been

recognized as a critical determinant of environmental purchasing behavior,
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none has researched the utilization of environmental friendly marketing
exercises as a determinant to impact consumers’ purchase of environmental
friendly products. Green marketing exercises are expanding in numerous
nations, and these exercises have had a vital impact on expanding purchaser
information and in moving customer into buying green items (Scott, 1994).
Advertisers ought to underscore the environmental learning in their
associations, their items and their publicizing so as to accomplish the
objective of changing the consumer purchasing behavior (Leonidou, 2011).

Referencing from the existing literature, it is thus hypothesized that:

H11. Green marketing tools will positively affect to green purchasing

behavior:
H1la. Eco-label will positively affect to green purchasing behavior
H11b. Eco-brand will positively affect to green purchasing behavior.

H11c. Environmental advertisement will positively affect to green purchasing

behavior.
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CHAPTER THREE
RESEARCH METHODOLOGY

3.1 Conceptual Framework

Based on the above research hypotheses development, this study

develops a research framework as shown in Figure 3.1

Perceived 2
seriousness of Social
environmental influence
problems Perception of eco-
HSa label
H4 HS
Hi - H9
Perceived HSb
effectiveness of Perception of eco- Green purchasing
environmental brand behavior
Enviromental H6 behaviour
= HI10
concern and
e : Hsc Environmental
- Concern 0 Perfelved advertisement
environmental
-Attitude responsibility

Figure 3.1 Proposed Conceptual Framework

3.2 Research Design

Research design is an all-inclusive strategy that expressed the techniques
and systems for collecting and examining the needed data (Blumberg et al.,
2014). As indicated by Sekaran (2003), research design is set up to choose
how to analyse data and turn it in solution for the issue. The examination

directed by scientist might be imagined as meaning, occurring of something.
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Subsequently, this research was hoped to maintain a strategic distance from

mistake happened in gathering applicable data.

3.2.1 Quantitative Research

Quantitative research is connected in this investigation where a lot of
respondents' alternatives can be gathered. Along these lines, its dissecting
techniques comprised of scientific equations and likelihood to render
discoveries (Zikmund, 2003) which implies that the estimation is objective,
quantitative and measurably substantial. Plus, as indicated by Malhorta and
Peterson (2006), a game-plan can be proposed base on the convincing

aftereffect of quantitative research.

3.2.2 Descriptive Research

Descriptive research is fitting in this investigation since it plans to decide
the factors that influence consumers’ green purchase behaviour in Vietnam.
Descriptive research is utilized to portray the population characteristics
(Zikmund, 2003) and depict the accessible conditions as opposed to
deciphering and making judgments (Creswell, 2017). The fundamental goal
of the descriptive research is to confirm of the developed hypotheses that
mirrors the present circumstance. Furthermore, descriptive studies depend on
some past comprehension of the idea of the exploration issue (Zikmund,
2003).

In this research, the descriptive analysis was used to understand the
characteristics of each variable. Firstly, respondent’s profile will be illustrated
by using descriptive statistic techniques in term of frequency of distribution.
After that, the study will point out the mean and standard deviation of each

variable.
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3.3 Sampling and Data Collection

The survey will be conducted by sending 276 questionnaires to
Vietnamese customer. Sekaran (2016) recommended that larger sample size
can obtain more exactly data. The normal sample size is between 31 and 500
(Mathwick et al., 2006). The author gives to the target respondents about 276
questionnaires. The purpose of this study is to test the theoretical model,
measuring all the constructs to test the hypotheses. The quantitative data will

collected from Vietnamses customer in recent years.

3.4 Research Instrument
3.4.1 Questionnaire Design

Questionnaire design is a standout amongst the most basic stages in the
study look into process since it will influence the reaction rate and the
dependability and legitimacy of information accumulation. Specialist should
utilize basic, reasonable, unambiguous words in outlining the survey's
inquiries (Zikmund, 2003). Moreover, the questionnaire should just express
the significant and require question keeping in mind the end goal to assemble
the important information. Also, the discovering, wellsprings of information,
format, request and stream of the inquiries are the basic factors in outlining
the survey. It was vital that the survey configuration was alluring and clear
keeping in mind the end goal to urge respondents to top off and return back to
researcher. The questionnaire was originally composed in English, and then
was translated into Vietnamese. To ensure the same meaning, a group of three
doctoral degree candidates who major in business administration and good at
English as well as Vietnamese are invited to discuss and translated each
question into Vietnamese. The unclear and incorrect translations were

removed. The final questionnaire in Vietnamese was completed after being
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carefully discussed and modified (see Appendix).

This questionnaire involves of introductory letter, demongraphics, and
night constructs. First of all, the author introduces by self, purpose of this
research and also motivation. Moreover, as per Dillman (2001), the first
impression affects so much to respondent’s interest. Then, the author thanks
attendants who give their time and concern to fill the questionnaire.This
questionnaire comprises of three sections which is segment A (demographic),
B (factors influencing) and C (green purchase behaviour).

In segment A, customer are requested to give some essential
characteristics data. The gender, age, education level, and monthly income are
requirement information in this segment. They must choose best answer to
describe themself.

All the main questions of independent that recognize the variables
impacting GPB will be asked in the segment B. The respondents have high
focus on question to choose the answer follow their experience. The answer
were count on the Likert five-point scale: 1 for “strongly disagree”, 2 for
“disagree”, 3 for “neutral”, 4 for “agree”, and 5 for “strongly agree”. Then,
this rearch show what are items measurement in each the factor impact.

In C part, the green purchase behaviour of the respondents is tested in
this part. The same with B segment, the Likert five-point scale was examed to
answer of the respondents. In addition, the green purchase behaviour was
measured by detail and direct items. This part is tool as scientist can
distinguish not just the weight of the green purchase behaviour, yet in
addition recognize the relationhip between factors impacts and the green
purchase behaviour of Vietnamese buyers.

Toward the finish of the survey outline, specialist thanks the attendants
for setting aside the opportunity to finish the survey. Additionally, the author

declares all of information only use for academic purpose and keep in private.
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3.4.2 Pilot Test

The first step before going to collecting data is pre-test or pilot test.
Because a study size is huge, the author do pre-test carefully to make sure the
mearsure constructs are right (Zikmund, 2003). The pre-test helps decrease
mistake in sample data (Blumberg et al., 2014). After that, data is more
reliable and valid.

Denscombe, Martyn (2010) supports that the pilot testing needs at least
ten percentage of study size which makes sure the results. So, the authors
choose about 27 customers to send the survey and make sure they understand
questions clearly. Besides, some respondents give comments for complete the
question such as error typing or grammar. It make the questionare is more
qualified and accurated. An acceptable level of internal consistency would be
reflected in a value of no less than 0.70 in this study. The results of the
Cronbach’s o showed that the questionnaire of each variable had relatively

high coefficient a higher than 0.7.

3.5 Constructs Measurement

This study proposed 9 research constructs and assessing the relationships
among constructs. These construct are Perceived seriousness of environmental
problems, Eviromental concern and attitude, Social Influence, Perceived
environmental responsibility, Perceived effectiveness of environmental
behaviour, Perception of eco-label , Perception of eco-brand, Environmental
advertisement, Green Purchase Behaviour. For each construct, the details of

questionnaire items are show:

3.5.1 Perceived seriousness of environmental problems
Banerjee and Mckeage (1994) expressed that the view of a person to the

force, perilous and reality of ecological issues and issues could influence his
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or her green purchasing behaviour. The perceived seriousness of
environmental problems of this study will be measured with 5 items modified
from Ranee Sinnappan & Abd Rahman (2011). All the items use the five —
point Likert scale to measure from 1=strongly disagree to S=strongly agree.

The questionnaires are showing as below:

Table 3.1: Measurement of Perceived seriousness of environmental

problems

Perceived seriousness of environmental problems

(EP1) How serious do you think the environmental problems are?

(EP2) How urgently do you think VN’s environmental problems need to be dealt with?
(EP3) I think VN’s environmental problems are worsening

(EP4) VN’s environmental problems are threatening our health

(EP5) VN’s environmental problems are threatening the reputation of VN

3.5.2 Evironmental concern and attitude

Dagnoli (1990) and Bang, Ellinger, Hadjimarcou, and Traichal (2000)
found that buyers who are more worry towards condition issues will in any
case changed to buy green items even its value significantly higher than non-
green or less eco-accommodating items. Lee, Jin-Soo, et al., (2005) brought
up that individuals with high worried to the natural issues will purchase green
items and the other way around. As per Cleveland et al. (2005) and Chyong et
al. (2006), states of mind is the most huge factor in foreseeing buyers' ability
to pay more for ecological well disposed items. This examination additionally
received the measure things from Sinnappan and Abd Rahman (2011), Ooi,
Kwek and Tan (2012) to lead investigation this factor. This dimension of
online customer review will be measured by 11 items. All the items will be

measured by five —point Likert scale to measure from 1=strongly disagree to
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S=strongly agree. The questionnaire as below:

Table 3.2: Measurement of Eviromental concern and attitude

Eviromental concern and attitude

(ECAT1) I am worried about the worsening of the quality of VN’s
environment.

) (ECA2) Viet Nam’s environment is my major concern
Eviromental ) ) ) ) o )
(ECA3) I am emotionally involved in environmental protection issues in
VN

(ECA4) I often think about how the environmental quality in VN can be

concern

improved

(ECAS) It is essential to promote green living in Viet Nam.

(ECA®6) I strongly agree that more environmental protection works are
needed in VN

(ECAT7) It is very important to raise environmental awareness

_ among VN people

Eviromental ] ' ]
) (ECAS8) Environmental protection works are simply a waste of money and
attitude
resources

(ECA9) Environmental protection issues are none of my business.
(ECA10) I think environmental protection is meaningless
(ECA11) It is unwise for VN to spend a vast amount of money on

promoting environmental protection

3.5.3 Social Influence

As indicated by Espelage (2003), social dynamic alludes to relationship
among a person with other people.It implies that an individual offers their
convictions, contemplations and qualities with other individuals that he or she

spoke with. This Social Influence will be measured by 6 items. All the items
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use the five —point Likert scale to measure from I=strongly disagree to

S5=strongly agree. The questionnaire as below:

Table 3.3: Measurement of Social Influence

Social Influence

(SI1) How much do you learn about environmental products from your friends

(SI2) How much do you learn about environmental issues from your friends

(SI3) How much do you discuss with your friends about environmental products

(SI4) How much do you discuss with your friends about environmental issues

(SI5) How often do you buy environmental products with your friends

(SI6) How often do you share information regarding environmental products with your

friend

3.5. 4 Perceived environmental responsibility
The standard actuation demonstrate that recommended by Schwartz
(1977) found that when individual mindful and aware of unfriendly results
and feel in charge of these outcomes will motivate the person's helping
behaviour. The dimension of perceived environmental responsibility was
measured by 6 items. All the items use the five —point Likert scale to measure

from 1=strongly disagree to 5=strongly agree. The questionnaire as below:

Table 3.4: Measurement of Perceived environmental responsibility

Perceived environmental responsibility

(ER1) I should be responsible for protecting our environment
(ER2) Environmental protection starts with me.
(ER3) How much responsibility do you think you have in protecting the environment

in VN?
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(ER4) I have taken responsibility for environmental protection since I was young

(ERS) How willing are you to take up responsibility to protect the environment in VN?

(ER6) Environmental protection is the responsibility of the VN

3.5. 5 Perceived effectiveness of environmental behaviour

Lee, Jin-Soo, et al., (2010) specified that the level of viability which is
seen by the purchaser is fluctuates from individual to individual and this was
dictated by immediate and aberrant information and experience. The study
measured perceived effectiveness of environmental behaviour using 4-item
scale from the study of Sinnappan & Abd Rahman (2011). All the items use
the five —point Likert scale to measure from 1=strongly disagree to 5=strongly

agree. The questionnaire items are show as below:

Table 3.5: Measurement of Perceived effectiveness of environmental

behaviour

Perceived effectiveness of environmental behaviour

(EB1) I think if I carry out some pro-environmental behaviours in my everyday life, I
would contribute a lot to our environment

(EB2) I think my participation in environmental protection would influence my family
and friends to participate too

(EB3) The environmental quality of VN will be better if I engage in some pro-
environmental behaviours

(EB4) When I recycle and reuse things, the environmental quality of VN will be

improved so much

3.5.6 Perception of eco-label
The study used 6-item scale as developed by Chamorro, Antonio, and

Tomas M. Bafiegil (2006) Delafrooz (2014) and used in prior study by
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Delafrooz (2014). All the items use the five —point Likert scale to measure

from 1=strongly disagree to 5=strongly agree. The questionnaire as below:

Table 3.6: Measurement of Perception of eco-label

Perception of eco-label

(EL1) When the green products are mentioned, I will firstly think of the green labels
(EL2) I can think of at least one kind of the green labels now.

(EL3) I will pay attention on the green labels when buying products

(EL4) I get most knowledge of the green labels from the information of products’
packagings and instructions.

(EL5) I think the categories of the green labels are too much, making me feel difficult
to remember and classify them.

(EL6) I believe that the information about the green labels on the packaging or

instruction is accurate.

3.5. 7 Perception of eco-brand

The study measured Perception of eco-brand with 6 factors. The
measurement items of Perception of eco-brand were adapted from Delafrooz
(2014). All measurement items will use five-point Liker scales from
1=strongly disagree to S5=strongly agree. The questionnaire items are as
follow:

Table 3.7: Measurement of Perception of eco-brand

Perception of eco-brand

(EBRI) I am aware of eco-brands
(EBR2) I know all kinds of relevant information about the eco-brand.
(EBR3) I believe in any products owning eco-brand

(EBR4) I have special preference on the eco-brand of certain kind of products
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(EBRS5) Eco-brand is not certaintly symbol of product reliability
(EBRO6) I believe that the eco-brand are not truthful, which means they can not reach the

green standard

3.5.8 Environmental advertisement

The study measured experiential value with 4 factors. The measurement
items of Environmental advertisement were adapted from D’Souza (2005),
Delafrooz (2014). All measurement items will use five-point Liker scales
from 1=strongly disagree to 5=strongly agree. The questionnaire items are as

follow:

Table 3.8: Measurement of Environmental advertisement

Environmental advertisement

(EA1) Environmental advertisement enhance my knowledge about green products
(EA2) I enjoy watching broadcast environmental advertisement

(EA3) Environmental advertisement guide customers to making an informed purchasing
decision

(EA4) I think eviromental advertisement is essential and effect

3.5.9 Green Purchase Behaviour

Various examinations in regards to factors that impact green consumers’
purchase behaviours have been led by previous analysts, for example, Chan
and Lau (2000), D'Souza, Taghian, Lamb and Peretiatkos (2006), and Han
(2011). The study measured experiential value with 4 factors. The
measurement items of experiential value were adapted from Sinnappan &
Abd Rahman (2011). All measurement items will use five-point Liker scales
from 1=strongly disagree to 5=strongly agree. The questionnaire items are as

follow:
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Table 3.9: Measurement of Green Purchase Behaviour

Green Purchase Behaviour

(GPB1) When I want to buy a product, I look at the ingredients label to see if it contains
thing that are environmentally damaging

(GPB2) I prefer green products over non-green products when the products qualities
are similar.

(GPB3) I choose to buy products that are environmentally friendly

(GPB4) I buy green products even if they are more expensive than the non-green ones.

3.6 Data Analysis Procedure

Data analysis alludes to the way toward breaking down and assessing
data to shape a type of finding or conclusion. The motivation behind data
analysis is to gathered data that correlated to the subject under thought. The
target of precisely choosing the data analysis strategies is to interpret the
importance of crude information into significant data for examination, support,
and investigation purposes. It is arranged that a measurable bundle to be
utilized for this procedure. Elucidating examination, factor investigation,
unwavering quality test and inferential investigation will be utilized to analyse

the data.

3.6.1 Descriptive Analysis
In this research, the descriptive analysis was used to understand the
characteristics of each variable. Firstly, respondent’s profile will be illustrated

by using descriptive statistic techniques in term of frequency of distribution.
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After that, the study will point out the mean and standard deviation of each
variable.
3.6.2 Frequency Distribution

Frequency distribution is an arrangement of information composed by
condensing the circumstances a specific estimation of a variable happens
(Zikmund, 2003). It suit for low level estimation scale which is nominal or
ordinal scale (Zikmund, 2003). The reason for frequency is to outline how
every now and again every reaction happens. From that point onward,
information will organize into recurrence table which incorporated the rates

for every one of the qualities associated with that variable (Mathwick, 2001).

3.6.3 Factor Analysis and Reliability Tests

This study applied the principal component factor analysis to identify
dimensionality and condense the data into certain factors. After factor
analysis was done, item-to-total correlation and internal consistency analysis
(Cronbach's alpha) was employed to confirm the reliability of each research
factors. Factor analysis can be used to explore underlying variance structure
of correlation coefficients.

Item to total correlation and coefficient alpha were also assessed to
identify the internal consistency and reliability of the constructs. Item to total
correlation measures the correlation of each item to the sum of the remaining
items. This approach assumes that the total score is valid and thus the extent
to which the item correlates with the total score is indicative of convergent
validity for the item.

The method of extracting coefficients to use is the principal components
with the varimax perpendicular rotation and the pause when extracting the

elements with an eigenvalue value equal 1. The scale is accepted factor
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loading more 0.7, is highly satisfactory for most of research purposes (Hair et

al., 2006) and if a slower than 0.3, then it implies that there is low reliability.

3.6.4 Hierarchical Multiple Regressions

Hierarchical regression indicates the explanation of a statistically
significant amount of variance in Dependent Variable (DV) after accounting
for all other variables. In another word, this kind of analysis is “‘sharing
statistical strength”. Apply hierarchical regression analysis in this study to test
how significant of two moderating factor, Social influence and Perceived
environmental responsibility, in the relationship between Perceived
seriousness of environmental problems and Perceived effectiveness of
environmental behaviour, Environmental concern and attitude and Perceived

effectiveness of environmental behaviour.

3.6.5 Structural Equation Model (SEM)

Structural Equation Modelling (SEM) is a family of statistical models
that seek to explain the relationship among multiple variable. To do so, it
exams the “structure” of interrelationship expressed in a series of equations,
similar to a series of multiple regression equations. These equations depict all
of the relationship among variables (the dependent variables) involved in the

analysis.
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CHAPTER FOUR
DATA ANALYSIS AND RESULTS

4.1 Descriptive Analysis
To show off information about characteristics of respondents and the

results, preliminary analyses were conducted in this section.

4.2 Response rates

The data were gathered through questionnaire survey four — month —
period from June 2017 to Octorber 2017 in Ho Chi Minh, Vietnam. A total of
346 survey questionnaires are sent to customer who live in Viet Nam. Given
the responses of 276 filled in questionnaires, a response rate of 79.7% is
obtained. There are no missing data from the 276 questionnaires; hence there

were 276 are usable.

4.3 Characteristics of Respondents

Table 4.1 is the attributes of the sample responses. There are four major
points in this study: (1) Gender, (2) Age, (3) Education, (4) Income, (5) Do
you have experience about buying Green product? As shown in the table,
there are more female respondents than male, which stand at 52.5 percentages.
Besides, most respondents are young people from 21-30 year old, which make
up 84.8 percentages of samples. The amount of people earning under 300USD
per month achieves 42.4 percentages, which is approximate to 117 persons.
Finally, most of the people refer to have experience about buying Green
product which stand at 68.8% and 31.2% of them refers to have no experience

about buying Green product.
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Table 4.1 Characteristics of the Respondents (N = 276)

Classification Respondents
Frequency Percentage (%0)

Gender
Male 131 47,5%
Female 145 52.5%
Age
<20 28 10.1%
21-30 234 84.8%
31-40 6 2.2%
>40 8 2.9%
Income (USD/month)
<300 117 42.4%
301 - 600 97 35.1%
601 —900 23 8.3%
901 — 1200 8 2.9%
1200 31 11.2%
Education
High school 33 12%
College 195 70.7%
Master 40 14.5%
Master above 8 2.9%
Do you have experience about buying green product?
Yes 190 68.8%
No 86 31.2%
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4.4 Descriptive Analysis of Research Variables

Table 4.2 indicates the descriptive statistics by questionnaire items for
sample. There are five items of Perceived seriousness of environmental
problems, eleven items of Environmental concern and attitude, six items of
Social influence, seven items of Perceived environmental responsibility, four
items of Perceived effectiveness of environmental behaviour, six items of
Perception of eco-label, six items of Perception of eco-brand, four items of
Environmental advertisement, four items of Green purchasing behavior.

Table 4.2 provides descriptive statistics with respect to each of the
research variables for 276 respondents, including mean values and standard
deviations. The results of the means and standard deviations as shown in
Table 4-2, the results indicate that all respondents tend to report higher levels
(the value of mean all above 3) for most items of the constructs of this
research framework. Particularly, in the constructs of Perceived seriousness of
environmental problems, Social influence, Perceived environmental
responsibility,Perceived effectiveness of environmental behaviour, Perception
of eco-label, Perception of eco-brand with mean highest scores in a five-point
scale, such as item SI6 (M=4.06), item SI2 (M=4.01), item EP3 (M=3.97) and
item EBRS (M=3.97). However, all respondents tend to report lower levels of
constructs Environmental concern and attitudes such as item ECA9 (M=2.43),

ECA3 (M=2.50).

Table 4.2 Descriptive Analysis for Questionnaire Items

Item Description Mean Std.
(5 — point scale) Dev

Perceived seriousness of environmental problems (EP)

EP1 How serious do you think the environmental 3.93 0.718
problems are?
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EP2 How urgently do you think VN’s environmental problems | 3.93 0.649
need to be dealt with?

EP3 I think VN’s environmental problems are 3.97 0.684
worsening

EP4 VN’s environmental problems are threatening our 3.84 0.708
health

EP5 VN’s environmental problems are threatening the reputation | 3.95 0.621
of VN

Eviromental concern and attitude (ECA)

ECA1 pam worried about the worsening of the quality of VN’s | 2.53 1.003
environment

ECA2 et Nam’s environment is my major concern 2.57 1,015

ECA3 |m emotionally involved in environmental protection issues in | 2.50 1,011
VN

ECA4 |ften think about how the environmental quality in VN can be | 2.74 1,187
improved

ECAS5 s essential to promote green living in Viet Nam 2.56 1,009

ECA6 jtrongly agree that more environmental protection 2.52 0,992
works are needed in VN

ECA7 |s very important to raise environmental awareness 2.52 0,996
among VN people

ECA8 |vironmental protection works are simply a waste of 2.66 1,175
money and resources

ECA9 |vironmental protection issues are none of my 2.43 0,949
business

ECA10 |hink environmental protection is meaningless 3.05 0,883

ECA11 |is unwise for VN to spend a vast amount of money 3.09 0,889
on promoting environmental protection

Social Influence (SI)

SI1 How much do you learn about environmental products 3.89 0.940
from your friends

S12 How much do you learn about environmental issues 4.01 0.874
from your friends

SI3 How much do you discuss with your friends about 3.66 0.930
environmental products

53




Si4 How much do you discuss with your friends about 3.48 0.788
environmental issues

SIS How often do you buy environmental products with your 3.49 0.924
friends

SI6 How often do you share information regarding environmental | 4.06 1.102
products with your friend

Perceived environmental responsibility (ER)

ER1 I should be responsible for protecting our environment 3.44 1.141

ER2 Environmental protection starts with me 3.82 0.953

ER3 How much responsibility do you think you have in protecting | 3.47 1.116
the environment in VN?

ER4 I have taken responsibility for environmental protection since | 3.62 1.057
I was young

ERS5 How willing are you to take up responsibility to protect the | 3.33 1.074
environment in VN?

ER6 Environmental protection is the responsibility of the VN | 3.51 1.146
government, not me

ER7 Environmental protection is the responsibility 3.68 0.933

Perceived effectiveness of environmental behaviour (EB)

EB1 I think if I carry out some pro-environmental behaviours 3.88 0.944
in my everyday life, I would contribute a lot to our
environment

EB2 I think my participation in environmental protection would | 3.70 1.033
influence my family and friends to participate too

EB3 The environmental quality of VN will be better if I 3.76 0.976
engage in some pro-environmental behaviours.

EB4 When I recycle and reuse things, the environmental quality of | 3.80 0.904
VN will improve so much

Perception of eco-label (EL)

EL1 When the green products are mentioned, I will firstly think | 3.92 0.752
of the green labels

EL2 I can think of at least one kind of the green labels now. 3.91 0.777

54




EL3 I will pay attention on the green labels when buying | 3.73 0.866
products.

EL4 I get most knowledge of the green labels from the | 3.82 0.785
information of products’ packagings and instructions.

EL5 I think the categories of the green labels are too much, | 3.87 0.756
making me feel difficult to remember and classify them.

EL6 I believe that the information about the green labels on the | 3.87 0.768
packaging or instruction is accurate.

Perception of eco-brand (EBR)

EBRI1 I am aware of eco-brands 3.88 0.680

EBR2 |1 know all kinds of relevant information about the eco- | 3.87 0.715
brand.

EBR3 I believe in any products owning eco-brand 3.92 0.763

EBR4 | I have special preference on the eco-brand of certain kind of | 3.92 0.680
products

EBRS5 Eco-brand is not certainly symbol of product reliability 3.97 0.705

EBR6 I believe that the eco-brand are not truthful, which means | 3.80 0.689
they can not reach the green standard

Environmental advertisement (EA)

EA1 Environmental advertisement enhance my knowledge about | 3.42 0.933
green products

EA2 I enjoy watching broadcast environmental advertisement 3.43 0.937

EA3 Environmental advertisement guide customers to making an | 3.28 1.159
informed purchasing decision

EA4 I think eviromental advertisement is essential and effect 3.49 0.924

Green Purchase Behaviour (GPB)

GPB1 When I want to buy a product, I look at the ingredients label | 2.75 0.830
to see if it contains thing that are environmentally damaging.

GPB2 | I prefer green products over non-green products when the 2.89 0.914
products qualities are similar.

GPB3 | I choose to buy products that are environmentally friendly. 2.87 0.937

GPB4 | I buy green products even if they are more expensive than the | 2.84 0.932

non-green ones.
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4.5 Factor Analysis and Reliability Tests

To verify the dimensionality and reliability of the constructs, several data
purification processes are conducted in this research, including factor analysis,
correlation analysis, and coefficient alpha analysis. For factor analysis
examines the basic structure of the data. Correlation analysis confirms the
multi-collinearity among variables, and coefficient (Cronbach’s) alpha
accesses the internal consistency of each variable.

For each research construct, factor analysis is adopted first to select the
items with higher factor loading, and then to compare with the theoretically
suggested items. After factor analysis, item-to-total correlation, coefficient
alpha, and correlation matrix are calculated to provide the internal consistency
measurements to each constructs.

Factor analysis was conducted for all constructs as the data were taken
and adapted from former research and following criterions were followed for
the factor analysis:

- Factor loading: Higher than 0.6
- Kaiser Meyer Olkin Measure of Sampling Adequacy (KMO): Higher
than 0.5
& Bartlett‘s test Sig below than 0.05
- Eigen value: Higher than 1
- Explained variance (accumulative): Higher than 0.6
- Cronbach’s coefficient alpha (a)): Higher than 0.7
- Item-to-total correlation: Higher than 0.5
The results of the factor analysis and reliability for each variable are

shown in Table 4.3 to 4.11
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4.5.1 Perceived seriousness of environmental problems

This construct has total of 5 items that used to explain on perceived

seriousness of environmental problems construct. This construct is divided

into 1 factor for further analysis purposes and items of each factor are listed in

table below.

Table 4.3: Results of factor analysis and reliability check on perceived
seriousness of environmental problems

do you think the
environmental
problems are?

(Ij{(ffl:?silt Research Item FL EV AE ITC o
2.567 | 51.334 0.861
EP2 How urgently do you | 0.827 0.714
think VN’s environmental
problems need to be dealt
with?
EP3 I think VN’s 0.825 0.707
Perceived environmental
. problems are
seriousnes i
S of | Worsening
E?;lronme EP5 VN’s envirogmental 0.818 0.699
problems problems are threatening the
KMO=0 8 reputation of VN
62 EP4 VN’s 0.778 0.649
BTV=0.00 environmental
0 problems are
threatening our
health
EP1 How serious 0.770 0.638

FL= Factor Loading; EV= Eigen Value; AE= Accumulative Explained; ITC=Item to Total

Correlation

KMO value for perceived usefulness construct is 0.862, hence it

represents data in each factor are well suitable to perform factor analysis.

Bartlett test values are less than 0.001, indicate correlations between the
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variables are significant.

In this construct, all the variables have factor loadings value higher than

0.6. Item EP2 “How urgently do you think VN’s environmental problems

need to be dealt with?” had the highest factor loading of 0.827, indicating this

item had the highest relation to perceived seriousness of environmental

problems. A high internal consistency within perceived benefit of this factor

is represented by all item to total correlation are greater than 0.5.

Factor has the item to total correlations are above 0.5, Cronbach’s o =

0.861 and eigen value = 2.567.

The components had accumulated a total 51.334% of explained

variance which show these are important underlying factors for this

construct. Based on all criteria, we can conclude that the reliability and

internal consistency of this factor are acceptable.

4.5.2 Eviromental concern and attitudes

This construct has total of 11 items that used to explain perceived

enjoyment construct. This construct is divided into 1 factor for further

analysis purposes and items of each factor are listed in table below.

Table 4.4 Results of factor analysis and reliability check on Eviromental

concern and attitude

Research

Research Item FL EV AE ITC o
Construct
4.044 57.768 0.877
ECA9 Environmental | 0.802 0.710
. protection issues are
Eviromental .
concern  and L1One of my business
) 'A1 I am worried about | 0.798 0.703
attitude th ] f th
KMO=0907 e worsening o ’e
BTV=0.000 quality of VN’s
) environment
'’A3 1 am emotionally | 0.766 0.668
mmvolved in
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environmental
protection issues in VN

ECAG6 I strongly agree | 0.763 0.628
that more
environmental
protection works are
needed in VN

ECA7 1t is 0.731 0.662
very
important to
raise
environment
al awareness
among VN
people

ECAS 1t is 0.731 0.628
essential  to
promote

green living
in Viet Nam

ECA2 Viet Nam’s |0.726 0.622
environment is my
major concern

FL= Factor Loading; EV= Eigen Value; AE= Accumulative Explained; ITC=Item to Total
Correlation

KMO value for perceived enjoyment construct is 0.907 (over 0.7) hence
it represents data in each factor are well suitable to perform factor analysis.
Bartlett test values are less than 0.001, indicate correlations between the
variables are significant.

In this construct, all the variables have factor loadings value higher than
0.6. Item ECA9 “environmental protection issues are none of my business”
had the highest factor loading of 0.802, indicating this item had the highest
relation to eviromental concern and attitude. A high internal consistency
within perceived benefit of this factor is represented by all item to total

correlation are greater than 0.5.
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Factor has the item to total correlations are above 0.5 and Cronbach’s o
= 0.877 and Eigen value = 4.044.

The components had accumulated a total 57.768% of explained variance
which show these are important underlying factors for this construct. Based
on all criteria, we can conclude that the reliability and internal consistency of

this factor are acceptable.

4.5.3 Eviromental Social Influence
This construct has total of 6 items that used to explain Eviromental
Social Influence construct. This construct is divided into 8 factors for further

analysis purposes and items of each factor are listed in table below.

Table 4.5: Results of factor analysis and reliability check on Social Influence

Research

Research Item FL EV AE ITC o
Construct

3.509 |70.17 0.890

S12 How much do 0.895 0.819
you learn about
environmental
issues from your
friends

Social
Influence
KMO=0.8
17
BTV=0.00
0

SI1 How much do 0.890 0.809
you learn about
environmental
products from your
friends

SI13 How much do 0.848 0.740
you discuss with
your friends about
environmental
products

S14 How much do you | 0.828 0.733
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discuss  with  your
friends about
environmental issues
SI5 How often do 0.715 0.584
you buy
environmental
products with your
friends

FL= Factor Loading; EV= Eigen Value; AE= Accumulative Explained; ITC=Item to Total
Correlation

KMO value for social influence construct is 0.817 (over 0.7), hence it
represents data in each factor are well suitable to perform factor analysis.
Bartlett test values are less than 0.001, indicate correlations between the
variables are significant.

In this construct, all the variables have factor loadings value higher than
0.6. Item SI2 “How much do you learn about environmental issues from your
friends” had the highest factor loading of 0.895, indicating this item had the
highest relation to social influence. A high internal consistency within social
influence of this factor is represented by all item to total correlation are
greater than 0.5.

Factor has the item to total correlations are above 0.5, Cronbach’s o =
0.890 and Eigen value = 3.509.

The components had accumulated a total 70.173% of explained variance
which show these are important underlying factors for this construct. Based
on all criteria, we can conclude that the reliability and internal consistency of

this factor are acceptable.
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4.5.4 Perceived environmental responsibility
This construct has total of 7 items that used to explain perceived
environmental responsibility construct. This construct is divided into 1 factor

for further analysis purposes and items of each factor are listed in table below.

Table 4.6 Results of factor analysis and reliability check on Perceived
environmental responsibility

Research Research Item FL | EV | AE ITC a
Construct
3.524 | 58.739 0.858
ER3 How much | 0.821 0.713
responsibility do you
think you have in
protecting the
environment in VN?
ER1 I should be | 0.805 0.699
responsible for
protecting our
environment
Perceived
environme | ER4 1 have taken | 0.803 0.693
ntal responsibility for
responsibil | environmental
ity protection since I was
KMO=0.8 | young
59
BTV=0.00 | ER2 Environmental | 0.740 0.617
0 protection starts with
me
ER7 Environmental | 0.738 0.615
protection is the
responsibility of the
environmental
organizaitons, not me
ER5 How willing are | 0.683 0.558
you to take up
responsibility to protect
the environment in VN?

FL= Factor Loading; EV= Eigen Value; AE= Accumulative Explained; ITC=Item to Total

Correlation
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KMO value for perceived environmental responsibility construct is 0.859
(over 0.7) hence it represents data in each factor are well suitable to perform
factor analysis. Bartlett test values are less than 0.001, indicate correlations
between the variables are significant.

In this construct, all the variables have factor loadings value higher than
0.6. Item ER3 “ How much responsibility do you think you have in protecting
the environment in VN?”” had the highest factor loading of 0.821, indicating
this item had the highest relation to perceived environmental responsibility. A
high internal consistency within perceived benefit of this factor is represented
by all item to total correlation are greater than 0.5.

Factor has the item to total correlations are above 0.5 and Cronbach’s o =
0.858 and Eigen value = 3.524.

The components had accumulated a total 58.739% of explained variance
which show these are important underlying factors for this construct. Based
on all criteria, we can conclude that the reliability and internal consistency of

this factor are acceptable.

4.5.5 Perceived effectiveness of environmental behaviour
This construct has total of 4 items that used to explain perceived
environmental responsibility construct. This construct is divided into 1 factor

for further analysis purposes and items of each factor are listed in table below.

Table 4.7: Results of factor analysis and reliability check on Perceived
effectiveness of environmental behaviour

Research Research Item FL | EV AE ITC a
Construct

Perceived 2.733 | 68.332 0.844
effectiven | EB1 I think if I carry 0.848 0.902

ess of | out some pro-

environme | environmental

ntal behaviours in my
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behaviour | everyday life, I would
KMO=0.8 | contribute a lot to our

18 environment

BTV=0.00

0 EB4 When I recycle and | 0.840 0.856
reuse things, the

environmental quality of
VN will improve so much
EB3 The 0.819 0.800
environmental quality
of VN will be better if
I engage in some pro-
environmental
behaviours

EB2 I think my participation | 0.799 0.796
in environmental protection
would influence my family
and friends to participate too

FL= Factor Loading; EV= Eigen Value; AE= Accumulative Explained; ITC=Item to Total
Correlation

KMO value for perceived effectiveness of environmental behaviour
construct is 0.818 (over 0.7) hence it represents data in each factor are well
suitable to perform factor analysis. Bartlett test values are less than 0.001,
indicate correlations between the variables are significant.

In this construct, all the variables have factor loadings value higher than
0.6. Item EB1 “ I think if I carry out some pro-environmental behaviours in
my everyday life, [ would contribute a lot to our environment™ had the highest
factor loading of 0.848, indicating this item had the highest relation to
perceived effectiveness of  environmental behaviour. A high internal
consistency within perceived benefit of this factor is represented by all item to
total correlation are greater than 0.5.

Factor has the item to total correlations are above 0.5 and Cronbach’s a

= 0.844 and Eigen value = 2.733.

64



The components had accumulated a total 68.332% of explained variance
which show these are important underlying factors for this construct. Based
on all criteria, we can conclude that the reliability and internal consistency of

this factor are acceptable.

4.5.6 Perception of eco-label
This construct has total of 6 items that used to explain perception of eco-
label construct. This construct is divided into 1 factor for further analysis

purposes and items of each factor are listed in table below.

Table 4.8: Results of factor analysis and reliability check on Perception of

eco-label
Resear
ch Research Item FL EV AE ITC o
Constr
uct
3.542 59.036 0.858
EL6 1 believe that the | 0.841 0.739
information about the green
labels on the packaging or
instruction is accurate.
EL4 I get most knowledge | 0.833 0.723
of the green labels from the
information of products’
Bercep packagings and
tion of | . !
Instructions.
eco-
EEZ‘%) EL2 T can think of at least | 0.797 0.686
—0.778 | °ne kind of the green labels
BTV= | NOW-
0.000 EL1 When the green |0.752 0.632
products are mentioned, I
will firstly think of the
green labels
EL3 I will pay attention on | 0.707 0.582
the green labels when buying
products
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ELS5 T think the categories | 0.664 0.538
of the green labels are too
much, making me feel
difficult to remember and
classify them.

FL= Factor Loading; EV= Eigen Value; AE= Accumulative Explained; ITC=Item to Total
Correlation

KMO value for perception of eco-label construct is 0.778 (over 0.7)

hence it represents data in each factor are well suitable to perform factor
analysis. Bartlett test values are less than 0.001, indicate correlations between
the variables are significant.
In this construct, all the variables have factor loadings value higher than 0.6.
Item EL6 “ I believe that the information about the green labels on the
packaging or instruction is accurate” had the highest factor loading of 0.841,
indicating this item had the highest relation to perception of eco-label . A high
internal consistency within perceived benefit of this factor is represented by
all item to total correlation are greater than 0.5.

Factor has the item to total correlations are above 0.5 and Cronbach’s a
= 0.844 and Eigen value = 2.733.

The components had accumulated a total 59.036% of explained variance
which show these are important underlying factors for this construct. Based
on all criteria, we can conclude that the reliability and internal consistency of

this factor are acceptable.

4.5.7 Perception of eco-brand
This construct has total of 6 items that used to explain perception of eco-

brand construct. This construct is divided into 1 factor for further analysis

purposes and items of each factor are listed in table below
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Table 4.9 Results of factor analysis and reliability check on Perception of eco-

brand
Resear
ch Research Item FL EV AE ITC o
Constr
uct
3.439 57.318 0.850
EBRS5 Eco-brand is not 0.790 0.675
certaintly symbol of product
reliability
EBR3 I believe in any products | 0.769 0.649
owning eco-brand
Percep | EBR2 I know all kinds of | 0.767 0.645
tion of | relevant information about the
eco- eco-brand.
brand
KMO |EBRI I am aware of eco- | 0.760 0.641
=0.856 | brands
BTV=
0.000 |EBR4 I have special |0.753 0.628
preference on the eco-brand of
certain kind of products
EBR6 1 believe that the eco- | 0.700 0.570
brand are not truthful, which
means they can not reach the
green standard

FL= Factor Loading; EV= Eigen Value; AE= Accumulative Explained; ITC=Item to Total
Correlation

KMO value for perception of eco-brand construct is 0.856 (over 0.7)
hence it represents data in each factor are well suitable to perform factor
analysis. Bartlett test values are less than 0.001, indicate correlations between
the variables are significant.

In this construct, all the variables have factor loadings value higher than
0.6. Item EBRS5 “Eco-brand is not certaintly symbol of product reliability”
had the highest factor loading of 0.841, indicating this item had the highest

relation to perception of eco-brand. A high internal consistency within
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perceived benefit of this factor is represented by all item to total correlation
are greater than 0.5.

Factor has the item to total correlations are above 0.5 and Cronbach’s a
= 0.850 and Eigen value = 3.439.

The components had accumulated a total 57.318% of explained variance
which show these are important underlying factors for this construct. Based
on all criteria, we can conclude that the reliability and internal consistency of

this factor are acceptable.

4.5.8 Environmental advertisement
This construct has total of 6 items that used to explain environmental
advertisement construct. This construct 1s divided into 1 factors for further

analysis purposes and items of each factor are listed in table below.

Table 4.10 Results of factor analysis and reliability check on Environmental

advertisement
Rescarch Research Item FL EV AE ITC o
Construct
2442 | 81.416 0.810
EA4 I think 0.924 0.819
eviromental
advertisement 18
Environm | essential and effect
ental
advertisem | EA2 1 enjoy watching | 0.900 0.771
ent broadcast environmental
KMO=0.7 | advertisement
33
BTV=0.00
0 EA1l Environmental | 0.883 0.742
advertisement enhance
my knowledge about
green products

FL= Factor Loading; EV= Eigen Value; AE= Accumulative Explained; ITC=Item to Total
Correlation
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KMO value for environmental advertisement construct is 0.733 (over 0.7)
hence it represents data in each factor are well suitable to perform factor
analysis. Bartlett test values are less than 0.001, indicate correlations between
the variables are significant.

In this construct, all the variables have factor loadings value higher than
0.6. Item EA4 “I think eviromental advertisement is essential and effect” had
the highest factor loading of 0.924, indicating this item had the highest
relation to environmental advertisement. A high internal consistency within
perceived benefit of this factor is represented by all item to total correlation
are greater than 0.5.

Factor has the item to total correlations are above 0.5 and Cronbach’s o
= (0.810 and Eigen value = 2.442.

The components had accumulated a total 81.416% of explained variance
which show these are important underlying factors for this construct. Based
on all criteria, we can conclude that the reliability and internal consistency of

this factor are acceptable.

4.5.9 Green Purchase Behaviour
This construct has total of 4 items that used to explain green purchase
behaviour construct. This construct is divided into 1 factors for further

analysis purposes and items of each factor are listed in table below.

Table 4.11: Results of factor analysis and reliability check on green purchase

behaviour
Rescarch Research Item FL EV AE ITC | «
Construct
Green 2.679 66.974 0.835
Purchase
Behaviour | GPB4 [ buy green | 0.857 0.722
KMO=0.7 | products even if they are
79 more expensive than the
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BTV=0.00 | non-green ones
0 GPB2 1 prefer green | 0.810 0.654
products over non-green
products  when their
product qualities are

similar

GPB3 I choose to buy | 0.803 0.647
products that are

environmentally friendly

GPB1 When I want to | 0.801 0.641

buy a product, I look at
the ingredients label to
see if it contains thing
that are environmentally
damaging

FL= Factor Loading; EV= Eigen Value; AE= Accumulative Explained; ITC=Item to Total
Correlation

KMO value for green purchase behaviour construct is 0.779 (over 0.7)
hence it represents data in each factor are well suitable to perform factor
analysis. Bartlett test values are less than 0.001, indicate correlations between
the variables are significant.

In this construct, all the variables have factor loadings value higher than
0.6. Item GPB4 “I buy green products even if they are more expensive than
the non-green ones” had the highest factor loading of 0.857, indicating this
item had the highest relation to green purchase behaviour. A high internal
consistency within perceived benefit of this factor is represented by all item to
total correlation are greater than 0.5.

Factor has the item to total correlations are above 0.5 and Cronbach’s a
= 0.835 and Eigen value = 2.679.

The components had accumulated a total 66.974% of explained variance
which show these are important underlying factors for this construct. Based
on all criteria, we can conclude that the reliability and internal consistency of

this factor are acceptable.
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4.6 Confirmatory Factor Analysis CFA

Confirmatory Factor Analysis (CFA) used to test the theoretical structure
of measurement scales in Structural Equation Modeling (SEM). CFA has
many advantages than EFA in testing scale. To measure the degree of fit of
the model with market information, need to consider indicators as:

(1) x2 -chi-square—small is better p>0.05; 2 /d.f. <3

(2) Goodness of Fit (GFI) > 0.90

3) Adjust of Goodness of Fit (AGFI) > 0.90

4) Root Mean Square Residual Error (RMR) < 0.05

(5) RMSEA < 0.08 or NFI, CFI, TI> 0.90

However, Chi-squared drawback is dependent on sample size. When the
value of n high makes the Chi-squared statistic is also high. The result of CFA

for measurement scales.

4.7 Structural Equation Model SEM

Structural Equation Modeling (SEM) used to test the theoretical model
proposed in Chapter 2. There are several criteria which must be followed in
linear structural model (SEM) to assess overall Model Fit such as:

(1) ¥2 -chi-square—small is better p>0.05; 2 /d.f. <3

(2) Goodness of Fit (GFI) > 0.90

3) Adjust of Goodness of Fit (AGFI) > 0.90

(4) Root Mean Square Residual Error (RMR) < 0.05

(5) RMSEA < 0.08 Or NFI, CFI, TT> 0.90
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Figure 4.1 Structural Equation Modeling Result

The result shows that model is totally good with 583 degrees of freedom,
Chi-squared = 790.038 and p-value = .000. Besides, we can consider other
criteria such as GFI, TLI, CFI and RMSEA. The result show indicators of GFI
= 0.864, TLI = 0.948, CFI = 0.952 (most of index greater than 0.9), and
RMSEA = 0.036 (less than 0.08), so this model is fit with the market data.
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Standardized

Relations Coefficients C.R. p-value
Variables
EP [1 ECA (H1) 0,069 1 0.317
EPCEB (H2) 0,276 3,999 oAk
ECA [1 EB (H3) 0,231 3,411 oAk
EBEL (H8a) 0,25 3,604 oAk
EB [ EBR (H8b) 0,171 2.4 0,016
EB[1 EA (H8¢) 0,273 4,004 oAk
EL [0 EBR (H9) 0,307 4,444 oAk
EATEBR (H10) 0,232 3,451 oAk
EL [ GPB (H11a) 0,206 2,819 0,005
EBR[ GPB (H11b) 0,164 2,086 0,037
EA[1 GPB (Hl1c) 0,192 2,75 0,006
Chi-Square ( p-value) 790.038 (.000)
Degree of freedom (d. f) 583
Chi-Square/ d. f. 1.355
GFI 0.864
AGFI 0.844
RMR 0.065

Note: 1. ***p-value <0.001, **p-value <0.05, *p-value <0.1; using a significance level of

0.05, critical ratios (t-value) that exceed 1.96 would be called significant.

Table 4.12 Structural Equation Modeling

Table 4.12 shows the result of inspection theoretical model SEM, the
analysis the theoretical models showed that 2 /df = 1.355 (< 3); GFI= 0.864
(nearly 0.9); AGFI= 0.844 (nearly 0.9); TLI= 0.948 (> 0.9); CFI= 0.952 (>
0.9); RMSEA= 0.036 (< 0.08) and RMR= 0.065 (nearly 0.05). That is model
good fit and hence, it certainly provides substantial support to the fit between
this research model and the real data. The results of hypothesis show that:

Hypothesis H1: “Perceived seriousness of environmental problems will
positively affect to Environmental concern and attitude” has not been
accepted because there is no statistically significant, with p = 0.317 > 0.05.
Thus, this relationship needs to be reviewed, perceived seriousness of
environmental problems have high perceived not mean to have high

environmental concern and attitudes in this study context.
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Hypothesis H2: “Perceived seriousness of environmental problems will
positively affect to Perceived effectiveness of environmental behaviour” has
standardized coefficients = 0.276, cr = 3.999. It is accepted at the level of
significance p = 0.000. That means Perceived seriousness of environmental
problems has significant with Perceived effectiveness of environmental
behaviour.

Hypothesis H3: “Environmental concern and attitude will positively
affect to Perceived effectiveness of environmental behaviour” has
standardized coefficients = 0.231, CR = 3.411. It is accepted at the level of
significance p = 0.000. That means Environmental concern and attitude has
significant with Perceived effectiveness of environmental behaviour.

Hypothesis H8a: “perceived effectiveness of environmental behaviour
will positively affect to Perception of eco-label” has standardized coefficients
=0.25, CR = 3.604. It is accepted at the level of significance p = 0.000. That
means perceived effectiveness of environmental behaviour has significant
with Perception of eco-label.

Hypothesis H8b: “perceived effectiveness of environmental behaviour
will positively affect to perception of eco-brand” has standardized coefficients
= 0.171, CR = 2.4. It is accepted at the level of significance p = 0.016. That
means perceived effectiveness of environmental behaviour has significant
with perception of eco-brand.

Hypothesis H8c: “perceived effectiveness of environmental behaviour
will positively affect to environmental advertisement” has standardized
coefficients = 0.273, CR = 4.004. It is accepted at the level of significance p =
0.000. That means perceived effectiveness of environmental behaviour has
significant with environmental advertisement.

Hypothesis H9: “perception of eco-label will positively affect to
perception of eco-brand” has standardized coefficients = 0.307, CR = 4.444. It
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is accepted at the level of significance p = 0.000. That means perception of
eco-label has significant with perception of eco-brand.

Hypothesis H10: “environmental advertisement will positively affect to
perception of eco-brand” has standardized coefficients = 0.232, CR =3.451. It
is accepted at the level of significance p = 0.000. That means environmental
advertisement has significant with perception of eco-brand.

Hypothesis H11a: “eco-label will positively affect to green purchasing
behavior” has standardized coefficients = 0.206, CR = 2.819. It is accepted at
the level of significance p = 0.005. That means eco-label has significant with
green purchasing behavior.

Hypothesis H11b: “eco-brand will positively affect to green purchasing
behavior” has standardized coefficients = 0.164, CR = 2.086. It is accepted at
the level of significance p = 0.037. That means eco-brand has significant with
green purchasing behavior.

Hypothesis Hl1c: “environmental advertisement will positively affect to
green purchasing behavior” has standardized coefficients = 0.192, CR = 2.75.
It is accepted at the level of significance p = 0.006. That means environmental

advertisement has significant with green purchasing behavior.

4.8 The moderating effect of Social Influence
4.8.1 Moderating Test of Social influence among Perceived seriousness
of environmental problems and Perceived effectiveness of environmental
behaviour

The research also uses hierarchical regression analysis to test the
research hypothesis which is focusing on the moderating effects of Social
influence in the relationship between Perceived seriousness of environmental

problems and Perceived effectiveness of environmental behaviour (see Figure

4.2)
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EP EB

Figure 4.2 The Moderating Effect of Social Influence among Perceived
seriousness of environmental problems and Perceived effectiveness of
environmental behaviour

The result shown in table 4.13 indicate that Perceived seriousness of
environmental problems ($=0.212, p<0.001) is positively and significantly
affected to Perceived effectiveness of environmental behaviour.

As shown in Table 4.13, this research uses hierarchical regression

analysis checking the moderating effect of Social influence

Table 4.13 Moderating Test of Social influence among Perceived seriousness
of environmental problems and Perceived effectiveness of
environmental behaviour

Model 1 Model 2 Model 3
EB EB EB
Independent variable
Perceived seriousness of e 0214 0232
environmental problems (EP) 0.212
Moderating variables
Social Influence (SI) 20.128% 0119F
Interaction variable
EP*SI 0.179 "
R2 0.045 0.061 0.093
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Adj-R2 0.042 0.054 0.083
F-value 12.922 8917 9.305
Durbin-Watson 1.841
VIF 1.000 1.000 1.013

Note: “** p<0.001, ** p<0.01, * p<0.05, Tp<0.1

The result in Model 2 shows that independent variable (Perceived
seriousness of environmental problems, f=0.214, p<0.001) is significantly
affected to dependent variable and moderating variables (Social influence, f=
-0.128, p<0.05) is not significantly affected to dependent variable (Perceived
effectiveness of environmental behaviour). In addition, Model 3 shows the
interaction effect (R2 =0.093, p=0.179, p<0.05) of Perceived seriousness of
environmental problems and Social influence is partially significant to

Perceived effectiveness of environmental behaviour.

4.8.2 Moderating Test of Social Influence among Environmental concern
and attitudes and Perceived effectiveness of environmental behaviour
The research also uses hierarchical regression analysis to test the
research hypothesis which is focusing on the moderating effects of Social
influence in the relationship between Environmental concern and attitudes

and Perceived effectiveness of environmental behaviour (see Figure 4.4)

Figure 4.3 The Moderating Effect of Social Influence among Environmental

concern and attitudes and Perceived effectiveness of environmental behaviour
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The result shown in table 4.14 indicate that Environmental concern and
attitudes (p=0.197, p<0.001) is positively and significantly affected to
Perceived effectiveness of environmental behaviour.

As shown in Table 4.14, this research uses hierarchical regression

analysis checking the moderating effect of Social influence

Table 4.14 Moderating Test of Social influence among Environmental
concern and attitudes and Perceived effectiveness of
environmental behaviour

Model 1 Model 2 Model 3

EB EB EB
Independent variable

**k* **k*

Environmental concern and 0.197 o 0.202 0.188
attitudes (ECA)
Moderating variables
Social Influence (SI) A0 18% & 0.119F
Interaction variable
ECA*SI 0.177"
R2 0.039 0.056 0.087
Adj-R2 0.035 0.049 0.077
F-value 11.050 &.102 8.628
Durbin-Watson 1.786
VIF 1.000 1.001 1.010

Note: “** p<0.001, ** p<0.01, * p<0.05, Tp<0.1

The result in Model 2 shows that independent variable (Environmental
concern and attitudes, =0.202, p<0.001) is significantly affected to
dependent variable and moderating variables (Social influence, f= -0.131,
p<0.05) is not significantly affected to dependent variable (Perceived
effectiveness of environmental behaviour). In addition, Model 3 shows the

interaction effect (R2 =0.087, p=0.177, p<0.05) of Environmental concern
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and attitudes and Social influence is partially significant to Perceived

effectiveness of environmental behaviour.

4.9 The moderating effect of Perceived environmental

responsibility

4.9.1 Moderating Test of Perceived environmental responsibility among
Perceived seriousness of environmental problems and Perceived
effectiveness of environmental behaviour

The research also uses hierarchical regression analysis to test the
research hypothesis which is focusing on the moderating effects of Perceived
environmental responsibility in the relationship between Perceived
seriousness of environmental problems and Perceived effectiveness of

environmental behaviour (see Figure 4.5)

EP

Figure 4.4 The moderating Test of Perceived environmental responsibility
among Perceived seriousness of environmental problems and Perceived

effectiveness of environmental behaviour
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The result shown in table 4.15 indicate that Perceived seriousness of
environmental problems (f=0.212, p<0.001) is positively and significantly
affected to Perceived effectiveness of environmental behaviour.

As shown in Table 4.15, this research uses hierarchical regression

analysis checking the moderating effect of Social influence:

Table 4.15 Moderating Test of Social influence among Perceived
seriousness of environmental problems and Perceived effectiveness of

environmental behaviour

Model 1 Model 2 Model 3

EB EB EB
Independent variable

**kk *kk

PPerceived seriousness of 0212 *** 0.210 0.215
environmental problems (EP)
Moderating variables
PPerceived environmental 0.052 0.045
responsibility (ER)
Interaction variable
EP*ER -0.089
R2 0.045 0.048 0.056
Adj-R2 0.042 0.041 0.045
F-value 12.922 6.846 5.343
Durbin-Watson 1.780
VIF 1.000 1.001 1.010

Note: " p<0.001, *™ p<0.01, * p< 0.05, Tp<0.1

The result in Model 2 shows that independent variable (Perceived
seriousness of environmental problems, f=0.210, p<0.001) is significantly
affected to dependent variable and moderating variables (Perceived
environmental responsibility, = 0.052, p>0.05) is not significantly affected to

dependent variable (Perceived effectiveness of environmental behaviour). In
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addition, Model 3 shows the interaction effect (R2 =0.056, = -0.089, p>0.05)
of Perceived seriousness of environmental problems and Perceived
environmental responsibility is not significant to Perceived effectiveness of

environmental behaviour.

4.9.2 Moderating Test of Perceived environmental responsibility among
Environmental concern and attitudes and Perceived effectiveness of
environmental behaviour

The research also uses hierarchical regression analysis to test the
research hypothesis which is focusing on the moderating effects of Perceived
environmental responsibility in the relationship between Environmental
concern and attitudes and Perceived effectiveness of environmental behaviour

(see Figure 4.6)

ECA

Figure 4.5 The moderating Test of Perceived environmental responsibility
among Environmental concern and attitudes and Perceived effectiveness of

environmental behaviour

The result shown in table 4.16 indicate that Environmental concern and
attitudes (p=0.197, p<0.001) is positively and significantly affected to

Perceived effectiveness of environmental behaviour.
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As shown in Table 4.16, this research uses hierarchical regression
analysis checking the moderating effect of Perceived environmental
responsibility.

Table 4.16 Moderating Test of Perceived environmental responsibility
among Environmental concern and attitudes and Perceived effectiveness

of environmental behaviour

Model 1 Model 2 Model 3
EB EB EB
Independent variable
Enyironmental concern  and| ok 0.197° 0.199
attitudes (ECA) 0.197
Moderating variables
Perceived environmental 0.062 0.054
responsibility (ER)
Interaction variable
ECA*ER -0.068
R2 0.039 0.043 0.047
Adj-R2 0.035 0.036 0.037
F-value 11.050 6.069 4.489
Durbin-Watson 1.757
VIF 1.000 1.001 1.010

Note: * p<0.001, ™ p<0.01, * p< 0.05, Tp<0.1

The result in Model 2 shows that independent variable (Environmental
concern and attitudes, P=0.197, p<0.001) is significantly affected to
dependent variable and moderating variables (Perceived environmental
responsibility, f=0.062, p>0.05) is not significantly affected to dependent
variable (Perceived effectiveness of environmental behaviour). In addition,
Model 3 shows the interaction effect (R2 =0.047, f= -0.068, p>0.05) of
Perceived seriousness of environmental problems and Social influence is not

significant to Perceived effectiveness of environmental behaviour.
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CHAPTER FIVE
CONCLUSION AND SUGGESTIONS

5.1 Research conclusion

This study investigates to find out the factors affecting consumers’ green
purchasing behavior in Vietnam. It also examines attribute of the moderators:
social influence, perceived environmental responsibility. And through the
study result understand deeply the factors affecting consumers' green
purchasing behavior. And then can improve the design and development
functions and services suitable to consumers' need in Vietnam.

As shown in table 5.1, the result of hypothesis testing after analysis
include: hypothesis H2, H3, H4, HS5, H8a, H8b, H8c, H9, H10, H11a, H11b,
Hl11c are supported while H1, H6, H7 are rejected.

Table 5.1 Research Table Results

Research Hypotheses Results
Perceived seriousness of environmental problems will

positively affect to Environmental concern and
Hl attitude Not support

Perceived seriousness of environmental problems
will positively affect to Perceived effectiveness of

H2 environmental behaviour Support
Environmental concern and attitude will positively
affect to Perceived effectiveness of environmental

H3 behaviour Support

Social influence will strengthen the effect of|
H4 Perceived seriousness of environmental problems on| Support
Perceived effectiveness of environmental behaviour

Social influence will strengthen the effect of]
H5 Environmental concern and attitude on Perceived Support
effectiveness of environmental behaviour

H6 Perceived  environmental  responsibility — will  Not support
strengthen the effect of Perceived seriousness of|
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environmental problems on Perceived effectiveness of
environmental behaviour

Perceived  environmental  responsibility — will
strengthen the effect of Environmental concern and
H7 attitude on Perceived effectiveness of environmental
behaviour

Perceived Effectiveness of Environmental Behaviour
will positively affect to Perception of eco-label.
Perceived Effectiveness of Environmental Behaviour
will positively affect to Perception of eco-brand.
Perceived Effectiveness of Environmental Behaviour
H8c will positively affect to Environmental advertisement Support
Perception of eco-label will positively affect to|
H9 Perception of eco-brand.

Environmental advertisement will positively affect to
HI0 Perception of eco-brand.

Eco-label will positively affect to green purchasing
Hlla behavior Support

Not support

H8a Support

HS8b Support

Support

Support

Eco-brand will positively affect to green purchasing
Hl1b behavior Support

Environmental advertisement will positively affect to
Hllc green purchasing behavior

Support

The first hypothesis stated that the level of perceived seriousness of
environmental problems will influence the level of Environmental concern
and attitude. The study results suggest that this hypothesis is not supported.
This reason of these results may be that their perception of environmental
problems is difference with what their concern and attitudes.

The second hypothesis stated that perceived seriousness of
environmental problems will moderate the influence of perceived
effectiveness of environmental behaviour. This study results support the
hypothesis. The results are also inline with Lee (2012). This author argued
that most of customer perceived seriousness of environmental problems will
think carefully before making any action to harm enviroment.

The third hypothesis also stated that Environmental concern and attitudes

have positive effect on Perceived effectiveness of environmental behaviour.
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This study results support the hypothesis. Albayrak (2011) also mentioned
environmental concern and attitudes directly affect the customer’s behavior.

In this study, social influence and perceived environmental responsibility
are two moderator variables and are explained from hypothesis 4 to 7. Social
influence will strengthen the influence Perceived seriousness of
environmental problems on Perceived -effectiveness of environmental
behaviour and Environmental concern and attitudes on Perceived
effectiveness of environmental behaviour. In fact, after surveying and
analyzing customer reviews in Vietnam, the result indicates it has contributed
to making this relationship becomes stronger. This study results support both
of hypothesis.

The sixth and seventh hypothesis stated that the moderating role of
Perceived environmental responsibility is not significant to relationship
between Perceived seriousness of environmental problems, Environmental
concern and attitude and Perceived effectiveness of environmental behaviour..
The study results suggest that both of hypotheses are not supported.

The eighth hypothesis perceived effectiveness of environmental
behaviour has positive impact on 3 green marketing tools. These results also
support 3 hypotheses. According to Lee, Jin-Soo, et al., (2010) contented that
perceived effectiveness of environmental behaviour will lead to higher
perception of green marketing tool.

The ninth hypothesis stated that Perception of eco-label has positive
impact on Perception of eco-brand. The result suggests that this hypothesis
support. The tenth hypothesis stated that Environmental advertisement has
positive impact on Perception of eco-brand. The result also support this
hypothesis.According to Sinnappan (2011) argued that customer with higher
levels of perceived label, advertisement tend to have Perception of eco-brand

higher.
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The last hypothesis stated that 3 green marketing tools have positive
impact on green purchasing behavior. According to Skelly et al., (1998) stated
that three green marketing tools are considered in this study as enhancements
to a consumer’s knowledge about environmental friendly products.

Base on the result showed as above table. The results suggest that
defendants have a high optimistic approach about green products and are
prepared to buy green products more frequently but as for as the effectiveness
of green marketing tools (PEL, PEB, EA) are concerned. In addition, this
research 1s a beneficial foundation of evidence for international green
marketers about what works and what does not in appealing to the consumers
in Viet Nam.

As the result, Vietnamese consumers have posstive attitudes to green
product and are affected by many factors. Consumer willing protects their life
through the effectivenese of real action toward environment. However, green
product price, quality and service must be concern more. This study is useful
for many maketers who want to comprehence green purchase behaviour

among Vietnamese consumers.

5.2 Research contribution
5.2.1 Academic Implication

Green marketing is a relatively new field in Vietnam, so it is necessary
to research theoretically to orient for practical activities. This study has
contributed further a scientific literature in green marketing area, through the
development of a theoretical model to explain the factors that affect the green
purchasing behavior in Vietnam.

By building models based on TRA and TPB theories has provided a
fuller perspective on the issue of research needs to be examined compared to

using a homogeneous model. On the other hand, the scale of previous
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research which was conducted in developing countries, this study did adjust
and test the scale in Vietnam through empirical data concentrated in the city
Ho Chi Minh City. So this data will contribute to supplement the theoretical
scale helped academic and applications researchers to better understand
Vietnam market.

As indicated by the TRA and TPB speculations connected in this
investigation, scientist uncovered that individual's biological convictions
factors, for example, saw natural obligation, saw reality of ecological and
ecological concern and demeanors are appropriate and exact to clarify the
customers' green obtaining conduct through geen marketing tools. In this
manner, future specialists can have a profundity research on how the
components of individual's environmental convictions can altogether clarified
on consumers’ green purchasing behaviour.

5.2.2 Managerial Implication

Through the identification of factors that influence the green purchasing
behavior of consumer in Vietnam, this study has provided for the green
platforms, a look in more detail about the views of consumer in this new field.
At the same time the green marketing platform can consider through the
research proposals to enhance the competitiveness of its products to better
meet needs of users.

Environmental concern can consider as imperative factor in impacting
buyers' green buy conduct since worry to natural issues can enhance
ecological quality. Advertisers can make another green item by utilizing
wastage material. In addition, advertisers can advance their green items in
view of cause-related promoting (CRM) strategy. As indicated by CSR
Europe think about as refered to in Abdul Wahid et al. (2011), Scottish Power
has situating itself as a naturally cognizant vitality provider and effectively

partakes in green related occasions, for example, displays., saw reality of
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ecological issues enables advertisers to distinguish the current natural issues
and give an understanding in the beginning time of item advancement.
Accordingly, it can be create more eco-accommodating products.Besides,
squander usage items, for example, eco mug which is delivered by utilizing
rice husk fiber not just have an indistinguishable capacity from typical mug, it
was more eco-friendly and lessen the ecological issues.

This study also suggests a new research direction for the green platform
in carrying out similar studies with specific courses such as business, soft
skills, management.... Then further develop this new learning way in the

context of Vietnam in particular and developing countries in general.

5.3 Limitations and Future Research Directions

Firstly, in terms short of time, budget, human resources, support tools,...
research conducted sampling by convenient sample method should be
representative of the total be not high. On the other hand the sample size is
not really big, so the subjective assessment the group of respondents can give
false study results. Thus future research may be conduct with more samples to
increase the generalizability of the study.

Secondly, this study has large limitation about geography. Although Ho
Chi Minh city is the biggest city in Viet Nam, it is larger area than others
province but may not on behalf of whole Vietnam. Vietnam is a long country
with clearly difference culture purchasing behavior so that the next research
need investigate more.

Thirstly, the time frame of this study is the cross- sectional analysis that
is data only collected at a specific point in time. Customer behavior may
change follow the time, if can not catch up, it make wrong decision for

company. So, this research isn’t designed for all respondents and for all
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periods. Besides, strong personal feelings affect to anwser a lot which may be
a disadvantage.

Future researchers can test alternate features in the statistical
characteristics of respondents, for example, age, income and living area to
investigate there is a noteworthy distinctive amongst characteristics and
buying green product or not. As indicated by some previous research found
that a noteworthy distinctive among various age. A few examinations
exhibited which buyers are normally involved to 31 to 45 years old. A few
investigations found that income has a positive association with green
consumer behaviour while a few examinations found a affective of living area
on it. Along these literatures, it is necessary to resreach more to decide
whether a noteworthy or not huge connection amongst demographics and

green purchasing behaviour.
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APPENDIX
QUESTIONNAIRE
PHIEU KHAO SAT

Section 1. Social influence (Anh hwéng ciia xa hdi)

Levels of agreement
(Mvre @9 hai 10ng)

Hay doc nhiing cau hoéi khdo sat lién quan dén anh hudng
cua xa hoidudi day, sau do chon muac do dong y cua ban
cho tirng cau hoi dua trén y kién ca nhan.

Please take a short look on the questions below related with
the Social influence, and then CIRCLE the level of
agreement on each of the items below base on your opinion

Strongly disagree
(Hoan toan khéng dong V)

Disagree
(Pong y)
Neutral
(Trung lap)
Agree
Pong V)
Stongly agree
(Hoan toan dong V)

How much do you learn about environmental products
from your friends (Ban hiéu biét dugc bao nhiéu vé cac
sdn pham than thién mai trudong tir ban be )

—_

How much do you learn about environmental products
from your friends (Ban hi€u biét dugc bao nhiéu vé cac
van d€ moi trudng tir ban be )

How much do you discuss with your friends about
environmental products (Ban thao luan bao nhiéu véi
ban bé vé cic san pham than thién véi moéi truong )

How much do you discuss with your friends about
environmental issues (Ban thdo luan bao nhiéu véi ban
be ve cac van d€ moi truong)

How often do you buy environmental products with
your friends (Muc do thuong xuyén ma ban mua cac
san pham moi trudng voi ban be )

How often do you share information regarding
environmental products with your friend (Muc do
thuong xuyén ma ban chia sé thong tin vé cac san pham

than thién moi trudng voi ban be)
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Section 2. Environmental attitude (Thai dd ddi véi moi
truong)

Levels of agreement

(Mirc @ hai long)

Hay doc nhitng cau hoi khao sat lién quan dén thai d6 dbi
v6i moi truong dudi day, sau d6 chon mirc do dong y cia N
ban cho tirng cau hoi dua trén ¥ kién c4 nhan. ° 2 S
o '?g o G
Please take a short look on the questions below related g X v = g S qg);é
with the Environmental attitude, and then CIRCLE the | 5 €| 5 o g3 3 o N
level of agreement on each of the items below base on | 22| & ,«;: 25 &”é =3
your opinion. S g 0O < E S § -
s = » g
N = <)
=]
=
1. It is essential to promote green living in Vietnam (Rat
A s A A ) A A 5 A 1 2 3 4 5
can thiét dé xuc day song xanh ¢ Viét Nam )
2. 1 strongly agree that more environmental protection
works are needed in Viet Nam (T61 cuc ky dong ¥ ring 1 ) 3 4 5
Viét Nam dang rat can nhitng cong tac bao v¢ moi
truong)
3. It is very important to raise environmental awareness
among Vietnam people (Rt quan trong dé ting nhan | 1 2 3 4 5
thirc mdi truong cho nguoi Viét nam)
4. Environmental protection works are simply a waste of
money and resources (Cong viéc bdo vé moi truong | 1 2 3 4 5
don gian 1a lang phi tién va ngudn lyc).
5. Environmental protection works are simply a waste of
money and resources (Van dé bao vé mdi trudng | 1 2 3 4 5
khong phai 1a viéc cua to1 )
6. I think environmental protection is meaningless (To6i 1 ) 3 4 5
nghi bdo v&€ mdi truong 1a vo nghia )
7. It is unwise for VN to spend a vast amount of money
on promoting environmental protection (That la khong 1 ) 3 4 5
khon ngoan khi Viét Nam danh mdt khoan tién lon dé
thiic day cong tac bao v¢ moi truong )

Section 3. Environmental concern ( Quan tim dén mdi
trueong)

Levels of agreement
(Mire @ hai long)
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Hay doc nhiing cau hoi khao sat lién quan dén quan tam
dén moi truong dudi day, sau d6 chon mic do dong y cua
ban cho tirng cau hoi dua trén y kién ca nhan.

Please take a short look on the questions below related
with the Environmental concern, and then CIRCLE the
level of agreement on each of the items below base on
your opinion.

ngy)

0

Disagree
dongy)

Strongly disagree

(Hoan toan khong d

Neutral
(Trung |

ap)

Ag ree
(Pong y)
Stongly agree

3

(Hoan toan dong y)

1. 1 am worried about the worsening of the quality of
Vietnam’s environment (T6i lo ldng vé sy xau di cta
chat lugng moi truong Viét nam ).

2. Viet Nam’s environment is my major concern(Moi
truong Viét Nam la moi quan tdm chinh cua t61)

3. l'am emotionally involved in environmental protection
issues in Viet Nam (T6i rat hao hirc tham gia vao van
dé bao vé moi truong ¢ Viét Nam)

4. 1 often think about how the environmental quality in
Viet Nam can be improved (T6i thuong nghi cach dé
moi truong Viét Nam c6 thé dugc cai thién)

1 2

4

Section 4. Perceived seriousness of environmental
problems (Nhan thic sw nghiém trong cac van dé moi
trueong)

Levels of agreement
(Mvre @9 hai 1ong)

Hiy doc nhitng cau hoi khao sat lién quan dén nhan thuc
su nghiém trong cac van dé mai truong dudi day, sau do
chon muc do déng y cua ban cho ting cau hoi dua trén y
kién c4 nhan.

Please take a short look on the questions below related
with the Perceived seriousness of environmental
problems and then CIRCLE the level of agreement on
each of the items below base on your opinion.

(Hoan toan khéng
Disagree

Strongly disagree

3

(DBong y)

Neutral
(Trung lap)

Agree
(Dong V)
Stongly agree

3

(Hoan toan dong V)

1. How serious do you think the environmental problems
are?( Ban nghi cdc van dé mdi truong nghiém trong
dén muc nao?)

p—
\S]

(9]

2. How urgently do you think Vietnam’s environmental
problems need to be dealt with?( Ban nghi la cac van
dé moi truong ciia Viét nam can giai quyét cap bach
dén chimg nao? )

3. T think Vietnam’s environmental problems are
worsening (To61 nghi moi truong Viét Nam ngay cang
xau di )

4. Vietnam’s environmental problems are threatening our
health (Van d€ moi truong cua Viét Nam dang de doa
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suc khde ching ta )

5. Vietnam’s environmental problems are threatening the

reputation of VN (Van dé méi truong cta Viét Nam | 1 2 3 4 5
dang de doa dén danh tiéng ctia Viét Nam)
Section 5. Perceived environmental responsibility Levels of agreement
(Nhan thirc trach nhiém véi méi treeong) (Mvre @9 hai long)
Hay doc nhimg cau hoi khao sat lién quan dén nhan thic .
vé trach nhiém ddi véi moi truong dudi ddy, sau d6 chon >
muc d dong y ctia ban cho ting cau héi dua trén y kicncd | ¢.5 S
nhan. S ":0 = 3 &
a o~ —~ =S
ZE 85 S 35 2%
Please take a short look on the questions below related g 2 %),(% 5 & g,rg > .5
with the Perceived environmental responsibility and | © g 5822 <g 2 S
then CIRCLE the level of agreement on each of the items | © & - % r§
below base on your opinion. - =
z
1. I should be responsible for protecting our environment
RN NNe W 1 2 3 4 5
(To61 nén co trach nhi€ém bdo vé moi trudng)
2. Environmental protection starts with me (T61i tu gidc 1 ) 3 4 5
bao v€ moi truong )
3. How much responsibility do you think you have in
protecting the environment in Vietnam? (Ban nghi
, 2 £ s I AR AT L A 2 3 4 5
trach nhiém ctia ban nhu thé nao trong viéc bao v¢ moi
truong?)
4. 1 have taken responsibility for environmental
protection since I was young (T6i nhan thtc trach | 1 2 3 4 5
nhiém bao v€ mai trudong tir khi con nhd)
5. How willing are you to take up responsibility to
protect the environment in Vietham? (Ban sé& san sang | 1 2 3 4 5
nhan 13y trach nhiém bao vé moi trudng & Viét Nam?)
6. Environmental protection is the responsibility of the
Vietnam government, not me (Bdo vé moi truong 1a | 1 2 3 4 5
trach nhiém cua chinh phu, khong phai t61)
7. Environmental protection is the responsibility of the
environmental organizaitons, not me (Bdo vé moéi 1 ) 3 4 5

truong 14 trach nhiém cia cic to chic moi trudng,
khong phai t61)
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Section 6. Perceived effectiveness of environmental
behaviour (Nhan thic hiéu qua hanh vi bao vé moi
trueong)

Levels of agreement
(Mirc @ hai long)

Hay doc nhitng cau hoi khao sat lién quan dén nhén thirc vé
hiéu qua cua hanh vi bao v€ moéi truong dudi day, sau do ~
chon muc d dong y cua ban cho ting cau hoi dya trén y o 2 <
kién ca nhan. oS » O
% of o ~ _ Q — &’«%
. . N S O TS o> O
Please take a short look on the questions below related with | 5 S S5o 5o 8o 8¢
the Perceived effectiveness of environmental behaviour | > $.5| 2 s g,é 7:’8
and then CIRCLE the level of agreement on each of the g ,§ o8 =z |: e § E
items below base on your opinion. s* ] n 3
n 5 I
S
S
1. T think if I carry out some pro-environmental
behaviours in my everyday life, I would contribute a lot
to our environment. (T61 nghi 1a néu t6i thuc hién cac | 1 2 3 4 5
hanh vi bao vé méi trudng hing ngay, t0i sé dong gop
nhiéu cho moéi truong cua chung ta)
2. 1 think my participation in environmental protection
would influence my family and friends to participate 1 ) 3 4 5
too (To1 nghi 1a sy tham gia bdo vé moi trudong cua toi
s& anh hudng dén gia dinh va ban bé tham gia ciing)
3. The environmental quality of VN will be better if I
engage in some pro-environmental behaviours (Chat 1 ) 3 4 5
lugng moi truong cua Viét nam s€ cai thién néu to1 co
cac hanh vi bdo v€ moi truong)
4. When I recycle and reuse things, the environmental
quality of VN will improve so much(Néu t6i tai ché va 1 ) 3 4 5
tai st dung san pham, chat lugng moi truong cua Viét
Nam s& tot hon)

Section 7. Perception of eco-label (Nhan thikc vé nhan
hiéu xanh)

Levels of agreement
(Mire do hai long)
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Hay doc nhitng cau héi khao sat lién quan dén nhan thuc vé
nhan hi¢u xanh dudi day, sau d6 chon muc do dong y cua
ban cho tirng cau hoi dua trén y kién ca nhan.

Please take a short look on the questions below related with
the Perception of eco-label and then CIRCLE the level of
agreement on each of the items below base on your opinion.

Strongly disagree
(Hoan toan khong donq V)

—
(@]

§$ TS oS

mgbc eg

cut;r(c ngr(c

=2a z2 <@

Dv |_ |
N |

Stongly agree
(Hoan toan dong V)

1. When the green products are mentioned, I will firstly
think of the green labels (Khi dé cap dén cac san pham
xanh, t61 s€ nghi dén cac nhan hiéu xanh dau tién)

2. Ican think of at least one kind of the green labels now.
(To61 c6 theé nghi dén it nhat 1 loai nhan hiéu xanh bay
gi0)

3. I will pay attention on the green labels when buying
products.(T61 s& chi y dén nhén hiu xanh khi mua san
pham )

4. 1 get most knowledge of the green labels from the
information  of  products’ packagings and
instructions(Toi s& c¢6 nhiéu kién thitc vé nhan hiéu
xanh tir thong tin trén bao bi va huéng dan sir dung cua
san pham)

5. I think the categories of the green labels are too much,
making me feel difficult to remember and classify them
(T61 nght 1a c6 qua nhiéu danh myc vé nhan hiéu xanh,
khién t6i cam thdy kho khian dé nhé va phan biét
chung)

6. I believe that the information about the green labels on
the packaging or instruction is accurate (T61 tin rang
thong tin vé nhan hiéu xanh trén bao bi hay huéng dan
st dung 1a chinh x4c).

Section 8. Perception of eco-brand (Nhan thic vé
thwong hi€u xanh)

Levels of agreement
(Mtrc @9 hai 10ng)
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Hay doc nhitng cau hoi khao sat lién quan dén nhan thuc vé
thuong hi¢u xanh dudi day, sau dé6 chon muc d§ dong ¥ cua
ban cho tirng cau hoi dua trén y kién ca nhan.

Please take a short look on the questions below related with
the Perception of eco-brand and then CIRCLE the level
of agreement on each of the items below base on your
opinion.

Disagree
(Pdnqg V)
Neutral
(Trung lap)
Agree
(Dong v)
Stongly agree
(Hoan toan dong V)

Strongly disagree
(Hoan toan khong dong y)

1. I am aware of eco-brands. (T6i nhan biét duoc thuong
hiéu xanh)
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2. 1 know all kir}ds of relevant information about‘the eco-
brand.(T61 biét tat ca cac thong tin lién quan vé thuong | 1 2 3 4
hi¢u xanh)

3. I believe in any products owning eco-brand.(T6i tin
. NN 2 L S 1 2 3 4
tuong vao bat clt san pham nao ¢6 thuong hi¢u xanh)

4. I have special preference on the eco-brand of certain
kind of products (To1 thuong tham khao vé thuong hiéu | 1 2 3 4
xanh cia mot sO loai san pham nhat dinh)

5. I have special preference on the eco-brand of certain
kind of products (Thuong hi¢u xanh chua chac 1a bicu | 1 2 3 4
tugng clia san pham dang tin cdy)

6. 1 believe that the eco-brand are not truthful, which
means they can not reach the green standard(Té1 cho 1 ) 3 4
rang thuong hi€u xanh la khong dang tin, c6 nghia la
san pham khong thé nao dat t6i tiéu chuin xanh)

Section 9. Environmental advertisement (Quang céo Levels of agreement
moi trueong) (Mtre @9 hai 1ong)
Hay doc nhiing cau hoi khao sat lién quan dén quang cao =
modi truong dudi day, sau d6 chon muc do dong y cua ban o _
\ A 5. A ’ 4 y A 3} [ SN
cho tung cau hoi dya trén y kién cé nhan. D S -
5 = g 2
. . @© é‘) U = (% Q S) S
Please take a short look on the questions below related with % < L ; © = 38 ; @ ”2
the Environmental advertisement and then CIRCLE the | > 2 | 8.5 E = 5.8 28
level of agreement on each of the items below basconyour | 2.5 | A & 2 = < <) S =
.. o 9 ~ =
opinion. % h S
N g =
=) N
=
1. Environmental advertisement enhance my knowledge
about green products (Quang cdo moi truong nang cap | 1 2 3 4

kién thuc cua to1 ve san pham xanh)

2. I  enjoy watching broadcast environmental
advertisement (To1 thich xem cdc chuong trinh quang | 1 2 3 4
cdo mdi trudng)
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Environmental advertisement guide customers to
making an informed purchasing decision (Quang cdo
moi trudng huéng din khach hang dua ra quyét dinh
mua hang)

I think eviromental advertisement is essential and effect
(T61 nghi quang cdo moi truong 1a can thiét va hi¢u

qua)

Section 10. Green purchasing behaviour (Hanh vi
mua hang xanh)

Levels of agreement
(Mirc @ hai long)

Hay doc nhimng cau hoi khao sat lién quan dén hanh vi
mua hang xanh dudi day, sau d6 chon mirc d6 dong y
cua ban cho tirng cau hdi dua trén y kién c4 nhan.

Please take a short look on the questions below related
with the Green purchasing behaviour and then
CIRCLE the level of agreement on each of the items
below base on your opinion.

Strongly disagree
(Hoan toan khong dong y)

Digagree
(Pong y)
Neutral
(Trung lap)
Agree
(DPong V)
Stongly agree

N

(Hoan toan dong V)

When I want to buy a product, I look at the ingredients
label to see if it contains things that are
environmentally-damaging (Khi t6i mu6én mua 1 san
phém, t61 nhin vao nhan nguyén li¢u dé xem liéu no co
chura nhitng thtr gay hai cho mdi trudong)

I prefer green products over non-green products when
their product qualities are similar. (Téi thich san phdm
xanh hon cac san pham khong xanh khi pham chét cua
chiung tuong tu)

I choose to buy products that are environmentally-
friendly(T61 chon mua san pham than thién v&i moi

113




truong )

I buy green products even if they are more expensive
than the non-green ones (T6i mua san pham xanh ngay 1 2 3 4 5
ca khi chung dat hon nhirng mat hang khong xanh)

Section 11. Cosmetics Preference

I sincerely appreciate your time and efforts to answer the following questions. Your answer
will be treated in strict confidential. For our information, would you please indicate your
response on the following questions:
Chan thanh cam on cic ban da danh thoi gian hoan thanh phiéu khao sat. Nhiing thong tin
nay sé& duoc giit kin va chi phuc vu cho bay nghién ctru cua t6i. Moi ban vui 1ong cung cép
thém nhiing thong tin dudi day:

Gender (gi61 tinh) o Male (nam) o Female (nir)

Age (tudi)

o Less than 20 0 From 21-30 o From 31-40 o More than 40
Dudi 20 T 21-30 Twr 31-40 Trén 40

Income USD/month (Thu nhdp mai thang)
o Less than 300 o From 301-600 o From 601-900 o From 901-1200 o More than1200
Duéi 300 Tw 301-600 Tu 601-900 T 901-1200 Trén 1200

Education ( Giao duc)
0 High school o University o Master o Master above
Pho thong DPai hoc Thac si Thac si tré 1én

Do you have experience about buying Green product? (Ban c6 tirng mua San pham xanh? )

O Yes o No
Co Khong
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