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Abstract

The present study attempts to examine the impacts of Environmental Concern (EC),
Perceived Consumers Effectiveness (PCE), Attitude Toward Green Products (AGP),
and Perceived Environmental Knowledge (PEK) on Green Purchase Intention (GPI)
of the young people in provinces of Southeast Vietnam, including Binh Duong, Dong
Nai, Long An, Tay Ninh, and Ho Chi Minh City. Results from a survey of 1,200 young
respondents show that the AGP has the strongest impact on GPI, following by the PCE
and the EC. However, the PEK has no significant impact on GPI. The findings provide
empirical evidence for local governments and businesses to promote green

consumption in the region.

Key words: Attitude toward green products; Environmental concern; Green purchase
intention; Perceived consumers effectiveness; Perceived environmental knowledge.
JEL Classification: M11; M31; Q02; Q56.

1. Introduction

The fast growth of population in the world leads to a quick increase in manufacture,
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Consumption, and environmental issues. Nowadays, the global unsustainable
consumption causes serious problems for the environment such as global warming,
water-air-soil pollution, and it leads social change in consumption patterns and buying
behaviour (Jaiswal & Kant, 2018). Confronting the situation, creating a habit of green
consumption for consumers is an effective way to protect and create sustainability for
the environment. If consumers are aware of the worsening of the environment and their
responsibility for environmental protection, they will have an attitude toward
consideration of their purchase decisions especially on buying products which are less
impact on the environment such as green products (Zhang & Xie, 2015). Green products
are composed of recyclable materials and are manufactured by using water- and energy-
saving methods to reduce waste, packaging and times of toxic materials disposal
(Nimse et al., 2007). Therefore, building the green purchasing behaviour for consumers
as well as improving their knowledge and perception on green products are very
important. Studies in developing countries reveal that there is an increasing attention
on green purchasing behaviour of citizens when they are aware of the effects of their
purchase behaviour on the environment (Follows & Jobber, 2000). However, earlier
studies which have used the theory planed behaviour model for green/eco-friendly
purchase intention have neglected the impact of environmental concern and
environmental knowledge on consumer purchase decision (Yadav, 2016). Yadav
(2016) points out that the concern for the environment and environmental knowledge
are considered equally important in making decisions to purchase green products.

In Vietnam, the government has made continuous efforts to increase consumers’
environmental awareness and to encourage citizens engage in green consumption,
which is considered a practical long-term environmental solution. The World Bank

evaluates Vietnam to be ranked at the 85th out of 163 countries for The Environment



Effectiveness Index, given the fact that Vietnamese consumers have relatively low
levels of environmental awareness in their everyday consumption, and that their
knowledge toward eco-products is still insufficient” (Hoang & Nguyen, 2013). Thus,
understanding young consumers’ perspective towards pro-environmental behaviour is
very important because they will be consumers and representative of the future
generation in the society (Kanchanapibul et al., 2014).They are also concerned about
the future impact from their present action (Hume, 2010) as they have viewed the
current serious issues of the environment. Prior studies on Vietnamese’s purchase
intention do not focus on green consumption of the youth. For example, Nguyen and
Huynh (2022) illustrate that Vietnamese consumers ‘purchase intentions are positively
affected by perceived quality, perceived prestige, perceived value, and influence of
others. However, previous studies have paid less attention on the young consumers in
Vietnam, especially those in the Southeast region of Vietnam — where has experienced
the strongest growth in industrialization and consumption in Vietnam.

We contribute to the literature by examining the impacts of not only Attitude
Toward Green Products (AGP) and Perceived Consumers Effectiveness (PCE), but also
Environmental Concern (EC) and Perceived Environmental Knowledge (PEK) on
Green Purchase Intention (GPI) of the young people in provinces of Southeast Vietnam,
including Binh Duong, Dong Nai, Long An, Tay Ninh, and Ho Chi Minh City. We also
evaluate the impact magnitude of these factors on GPI. The research results can help
businesses to have a general view about young customers behaviour on green products,
and a better understanding about the potential green market and purchasing behaviour
of green customers. The result of the study will evaluate customer acceptance on green
products, fostering new research in quality management, marketing, and supply chains,

thereby enhancing interdisciplinary knowledge sharing.



2. Literature review and theoretical framework

2.1. Green purchase intention

Green purchase intention refers to the willingness to purchase green products of
customers because of its benefit for the environment. This willingness of customers
promotes their purchase intention on green products (Chan, 2001, Paul et al., 2016).
Jaiswal and Kant (2018) show that consumers are not only concerned about the
ecological quality of the products but also about “the environmental consequences
associated with their purchase decisions for such products”.

2.2. Factors of green purchase intention

The theory of planned behaviour (TPB) is an extension of the theory of reasoned action
(Ajzen & Fishbein, 1980). To Ajzen (2002), the intention is considered to be the
precursor and the best predictor of behaviour. The TPB improves the ability to predict
intention to purchase green products because it allows us to examine the influence of
personal determinants and social surroundings as well as non-volitional determinants on
intention (Han et al., 2010). According to Bamberg (2003), the TPB is not only useful
to predict the intention and behaviour of people, but also powerful to explain the
environment friendly behaviours.

Although the TPB is one of the most powerful models to predict the behavioural
intention by three factors including attitude, subjective norm, and perceived behaviour
control, prior scholars show that some dominant specific factors are not included in this
model (Conner & Armitage, 1988; Donald et al., 2014; Armitage & Conner, 2001).
According to Ajzen (1991), The TPB framework can be extended by adding new
constructs or altering the path of the variables in the model. Based on the previous
studies, we keep the attitude factor from the TPB and add three additional constructs in

the case of green products including environment concern, perceived consumers



effectiveness, and perceived environmental knowledge.

2.2.1. Environmental concern (EC)

Environmental concern is defined as a “strong attitude for protecting the environment*
(Crosby et al., 1981). It is emphasized as one of the key cognitive measures in order to
predict one's ecological friendly behaviour in the literature on green marketing over time
(Jaiswal & Kant, 2018). According to Dunlap and Jones (2002), Environmental concern
refers to the degree to which people are aware of problems regarding the environment
and support efforts to solve them or indicate the willingness to contribute personally to
their solution. Consumers see energy savings more favourable when their environmental
concerns increase and they develop a positive attitude towards green energy and they
are willing to pay a high price for green energy (Hartmann, 2012).

Padel and Foster (2005) finds that environmental concerns have the influence on
motivate the purchase of organic food products. There is also a significantly positive
impact of environmental concern on consumers’ intention of buying eco-friendly
electric vehicles (Sang & Bekhet, 2015). According to Pagiaslis and Krontalis (2014),
there is a significant influence of environmental concern on consumers® intention to buy
biofuels. There is a significant influence of environmental concern on consumers’
intention to prefer green energy brands (Hartmann & Apaolaza-Ibéfiez, 2012). Jaiswal
and Kant (2018) report that the environmental concern has direct effects on green
purchase intention. Thus the following hypothesis is suggested:

H1: Environmental concern positively affects consumers’ green purchase intention.
2.2.2. Perceived consumer effectiveness (PCE)

Perceived consumer effectiveness is defined as consumers’ evaluation of the extent to
which their consumption can make a difference in the overall problem” (Webster, 1975).

According to Ellen et al. (1991), the perception of consumer efficiency refers to the



extent to which individuals believe their actions make a difference in solving a problem.
Previous studies find that there is a positive relationship between perceived consumer
effectiveness and purchase intention for green products (Gleim et al., 2013; Gupta &
Ogden, 2009). In additional, Ellen et al. (1991) report that perception of consumer
awareness has an important link to the purchase of green products and recycling. The
result is similar to findings from Balderjahn (1988), who finds a significant relationship
between efficiency awareness by consumers and buying products that is less harmful to
environment.

According to Roberts (1996) and Straughan & Roberts (1999), effective awareness
of consumers is a good factor to predict behavioural of consumers and consumers will
buy ecological safety when they believe that their behaviour will have a positive impact
on their environment, resulting in consumers who have the high levels of perceived
environment effectiveness will have the high purchase green products intention. Thus,
we hypothesize that:

H2: Perceived consumer effectiveness has a positive and significant influence on
consumer purchase intention for green products.

2.2.3. Attitude towards green products (ATG)

Attitude towards green products in the environmental consumer research is one's beliefs
or feelings towards the purchase decision of environment-friendly products, and the
impact of such specific behaviour on the ecological consequences (Hines et al., 1987).
According to Chan (2001), green purchase is a type of friendly environmental
behaviours which consumers illustrate their concern about the environment. Purchasing
green products can eliminate the detrimental impacts of consumption on the
environment such as conserving water, and reducing energy usage and waste. Attitude

refers to “degree to which a person has a favourable or unfavourable evaluation of the



behaviour in question” (Ajzen, 1991). Fishbein and Ajzen (1975) define that attitude is
“a learned predisposition to respond in a consistently favourable or unfavourable
manner with respect to a given object”. Attitude is one of the mandatory prerequisites
of behavioural intent and actual behaviour in studies of green consumer psychology
(Jaiswal & Kant, 2018). There are two terms of attitude, consisting of general and
specific attitudes (Sun & Willson, 2008). According to Ajzen (1980), a general attitude
requires a general tendency to engage in the relevant behavior of a kind of attitude object
while a specific attitude is a strong predictor of a single behaviour on a particular attitude
object. Therefore, specific attitudes are often regarded as attitudes towards green
products or purchased in environmental consumer studies that hold their beliefs or
feelings towards the decision to purchase environmental-friendly products and the
impact of that particular behaviour on ecological consequences (Kaiser & Gutscher,
2003; Riethmuller & Buttriss, 2008).

The positive relationship between attitude toward green products and purchase
intention has been established across many cultures (Mostafa, 2007). There are many
studies evaluate the influence of attitude toward green products on the intention (Jaiswal
& Kant, 2018). According to Kotchen and Reiling (2000), the attitude is the main
important predictor of behavioural intention. Therefore, we suggest the following
hypothesis:

H3: Attitude toward green products of customers positively and significantly affects
their purchase intention.

2.2.4. Perceived environmental knowledge (PEK)

Perceived environmental knowledge is the cognitive ability of one person about
environmental issues including air, water and land pollution, energy usage and

efficiency, and recycling and waste generation, and their consequences on society and



environment (Chan, 2001). The environmental knowledge can be evaluated with the
help of two knowledge mechanism: subjective and objective measures (Tan, 2011). The
measure of subjective knowledge is based on a person's perception or self-assessment
of their perceptions of green phenomena, known as abstract knowledge or
environmental knowledge. On the other hand, objective measurement of knowledge is
based on practical knowledge or specific behavioural knowledge (Tan, 2011) as a
general knowledge of facts, content and concerns about the relationship between the
environment, and its main ecosystem (Fryxell & Lo, 2003). In term of predicting green
consumption, the subjective of abstract knowledge is more effective than the objective
measure of environment knowledge to determine the green consumption intention
(Hines et al., 1987; Mostafa, 2006; Tan, 2011).

Prior researchers have noted the direct influence of environmental knowledge for
purchase intention for environment-friendly products, and therefore they claim that a
higher level of understanding of environmental awareness will lead to higher purchase
behaviour for these products (Mostafa, 2006; Yadav et al., 2016). According to Rokicka
(2002), environmental knowledge influences the consumer eco-friendly purchase
intention. Wang et al. (2014) also shows that there is a significant positive influence of
environmental knowledge on customers’ intention of buying environment-friendly
products. Hence, we hypothesize that:

HA4: Perceived environmental knowledge has a positive and significant influence on the
purchase intention of green products.

2.3. Theoretical framework

Based on the TPB (Azjen, 1991), and other factors proposed by Jaiswal & Kant (2018),
as well as the previous studies as discussed above, we set up the theoretical framework

for our empirical analysis as follows:
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Figure 1. The theoretical framework on factors of GPI, adapted from Azjen (1991) and
Jaiswal & Kant (2018).

3. Data and research methodology

We use quantitative research method test the impact of Environmental Concern (EC),
Perceived Consumers Effectiveness (PCE), Attitude Toward Green Products (AGP),
and Perceived Environmental Knowledge( PEK) on Green Purchase Intention (GPI) of
the young people in provinces of Southeast Vietnam (Binh Duong, Dong Nai, Long An,
Tay Ninh, and Ho Chi Minh City). We use the non-probability sampling method that
can select samples based on the subjective judgment of the researcher rather than
random selection, and convenience sampling is applied in this research.

We collect data from 1,200 young people who are from 18 — 29 years old and must
complete the high school and above. Our sample size ensures the reliability of minimum
size as proposed by (Hair, 1998) with the formula to calculate the sample size as follows:
n=5*m. In which, n is the sample size and m is the number of questions. There are 20
questions in this research so the sample size must be larger than 100. This study will
collect 1,200 young people. This sample size will be large enough to present the whole

population of young people in our research. The data is collected by using a Google
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form survey.

The Likert scale of five points is used to measure all variables in our study. This

five-point Likert scale allows the individual to express how much they agree or disagree

with a particular statement including 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral,

4 = Agree, and 5 = Strongly Agree. The variable measurement are presented in Table

1.
Table 1. Variable measurement for all variables.
Measurement Items Source
Environment I am worried about the worsening quality of the Jaiswal &
al environment in Vietnam. Kant (2018),
Concern (EC) . Vietnam’s environment is my major concern. Paul et al.,
I am emotionally involved in environmental protection (2016)
issues in Vietnam.
I often think about how the environmental quality in
Vietnam can be improved.
I would be willing to reduce my consumption to help
protect the environment.
Perceived . Each person's behavior can have a positive effect on Jaiswal &
Consumer society by signing an appeal in support of promoting the Kant (2018)
Effectiveness environment.
(PCE)

I feel capable of helping solve the environmental

problems.

I can protect the environment by buying products that are

friendly to the environment.
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. I'feel I can help solve natural resource problems by

conserving water and energy.

Attitude . I'like the idea of purchasing green products.
towards . T'have a favourable attitude towards purchasing a green Jaiswal &

Green version of a product. Kant (2018)
Products . Purchasing green is a good idea.

(AGP)

Perceived . Iam very knowledgeable about environmental issues. Jaiswal &
Environment . I know more about recycling than the average person. Kant (2018)
al . I'know how to select products and packages that reduce
Knowledge the amount of landfill waste.
(PEK) . T'understand the environmental phrases and symbols on
product package.
. I'know that I buy products and packages that are
environmentally safe.

Green . I would consider buying products because they are less Paul et al.,
Purchase polluting in coming times. (2016)
Intention . I will consider switching to environmental friendly

(GPI) brands for ecological reasons.

. I definitely want to purchase green products in near

future.

4. Results and discussions

There were totally 1,250 respondents participating in the online survey. However, we

got 1,200 valid answers. We used Statistical Package for the Social Science (SPSS)
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software version 20.0 for data analysis with procedure including descriptive statistics,
reliability test, exploratory factor analysis (EFA), correlation test, and multiple linear
regression.

4.1. Demographic statistics

There are totally 1,200 respondents who provided the appropriate information for the
study. 59.04% of respondents who join in this survey are female and 40.96% are male.
In term of ages, the highest percentages among those respondents are from 23-25 years
old, accounting for 50.96%; while respondents from 18-22 are accounted for 38 % and
from 26-29 only accounted for 11.04%. In terms of education level, most of respondents
are undergraduate which accounted for 70%; postgraduate and high school are
accounted for 18% and 12%, respectively. In the field of income, most of respondents
of survey have monthly income below 5 million VND (61.5%) while income from 5
million to 10 million VND accounted 22.5% and only 16% for who have income above
10 million VND monthly. On the marital status, most of respondents of survey is single
(88%), married respondents follow up 10.5% and divorced ones account only 1.5%. In
terms of selecting type of green products to buy in the future, most of respondents
choose organic food (47.5%); green energy products account for 25.5% while the rest
two type products (garment products and transportation vehicle products) account for
16% and 11%, respectively.

4.2. Reliability test

The reliability test is used to check the degree of consistency of a measure. The
reliability of each component will be assessed by using Cronbach's Alpha. According
to Hair (1998), Cronbach’s Alpha must be larger than 0.6 which illustrate the strength
of the reliability of measure is acceptable. The reliability tests for all variables are

reported in Table 2. It can be clearly seen that the Cronbach’s Alpha values of all
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variables are from above 0.6 to 0.9, indicating that items to measure each variable are

reliable.

Table 2. Item-Total statistics and Cronbach’s Alpha values for all variables.

Items Scale Mean Scale Corrected Cronbach's
if Item Variance if Item-Total Alpha if
Deleted Item Deleted| Correlation | Item Deleted
EC1 14.851 2.489 .589 .749
EC2 13.973 2.452 .661 .702
EC3 13.925 2.418 .546 .729
EC4 13.883 2.49¢6 .581 L7122
EC5 13.683 2.893 .652 .735
EC Cronbach’s Alpha of EC: .798
PCE1 11.52 2.480 .672 .822
PCE2 10.87 2.639 .582 .798
PCE3 11.05 2.411 .611 .875
PCE4 10.58 2.645 .674 .829
PCE Cronbach’s Alpha of PCE: 911
AGP1 7.291 2.218 . 645 .787
AGP2 7.322 2.326 .598 .792
AGP3 7.415 2.413 .631 .786
AGP Cronbach’s Alpha of AGP: .816
PEK1 14.134 2.219 .566 721
PEK2 14.372 2.273 .538 .695
PEK3 15.011 2.185 .682 . 756
PEK4 15.121 2.397 .573 .689
PEK5 14.835 2.322 .544 .678
PEK Cronbach’s Alpha of PEK: .769
GPI1 8.134 2.329 .614 .752
GPI2 7.932 2.412 .725 .757
GPI3 8.136 2.194 . 677 L7171
GPI Cronbach’s Alpha of PEK: .789

4.3. Exploratory factor analysis (EFA)

Kaiser-Mayer-Olkin (KMO) Test and Bartlett’s Test are conducted to test whether or
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not independent variables are suitable to run EFA (Friel, 2005). This test includes
Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy, and Bartlett's Test of
Sphericity. The KMO index ranges from O to 1, the results of the factor analysis would
be useful as the value is greater than 0.50. The Bartlett's Test of Sphericity should be
significant (p<0.05) for factor analysis to be suitable (Kaiser, 1974). KMO and Bartlett's
Test, Total variance explained, and Rotated Component Matrix for independent

variables are respectively shown in Tables 3, 4, and 5.

Table 3. KMO and Bartlett's Test for independent variables.

Kaiser-Meyer-0Olkin Measure of Sampling
.792

Adequacy.

Approx. Chi-Square 1566.34
Bartlett's Test of

df 13
Sphericity

Sig. .000

The KMO Measure of Sampling Adequacy is 0.792 (0.5 < KMO < 1.00),
indicating that the sample is adequate. Furthermore, the Sig. of Bartlett's Test of
Sphericity 1s 0.000, indicating that it is acceptable. It denotes that the items are related

to each other within a factor.

Table 4. Total variance explained for independent variables

Component Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of Cumulative % Total % of Cumulative
Variance Variance %
1 5.117 70.288 73.129 5.117 70.288 73.129
2 4.625 64.756 75.338 4.625 64.756 75.338
3 2.487 55.193 78.296 2.487 55.193 78.296
4 1.329 40.204 79.303 1.329 40.204 79.303
5 .982 30.635 80.302
6 .973 21.672 82.497
7 .865 17.357 83.294
8 .737 14.258 85.294
9 .689 13.138 88.396
10 .576 10.297 89.293
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11 .512 9.111 91.038
12 .479 7.295 94.938
13 .345 5.553 96.297
14 .288 4.297 98.222
15 .234 3.286 99.324
16 .195 1.943 100.000

Extraction Method: Principal Component Analysis.

Table 4 contains four factors that are greater than one in the initial Eigenvalues of
four independent variables: factor 1 (5.117), factor 2 (4.625), factor 3 (2.487), and
factor 4 (1.329). The first factor is measured by five observable items (EC1, EC2, EC3,
EC4, ECS). The second factor is measured by four observable items (PCE1, PCE2,
PCE3, PCE4). The third factor is measured by three observable items (AGP1, AGP2,
AGP3). The fourth factor is measured by four observable items (PEK1, PEK2, PEK3,
PEK 4). The cumulative of Extraction Sums of Squares Loading is 79.303 percent,
being greater than 50% (Cumulative > 50%). This demonstrates that four factors

explain 79.303 percent of the data variation.

Table S. Rotated Component Matrix for independent variables.

Component

1 2 3 4

EC2 .801
EC4 .792
EC3 .784
EC5 .763
EC1 .715
PCE3 .907
PCE2 .865
PCE4 .839
PCE1 .826
AGP3 .795
AGP2 .768
AGP1 .742
PEK4 .874

PEK2 .796
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PEK3

PEK1

.783
.749

Extraction Method: Principal Component

Analysis.
Rotation Method: Varimax with Kaiser
Normalization.

a. Rotation converged in 5 iterations.

The Rotated Component Matrix for independent variables is provided in Table 5.
The loadings of all 16 items are greater than 0.5 and are distributed across four
components. These items, divided into four components, are intended to be similar to
the research model. Furthermore, the first component has a higher EC2 with 0.801 than
the others, indicating that it contributes more to the establishment of the EC. As aresult,
the second factor has a higher factor loading of PCE3 (0.907) than the other three,
implying that PCE3 contributes more to the construction of the PCE. The third
component has AGP3 with a value of factor loading at 0.795 that takes a higher
contribution than other items to build up the AGP. The last component has PEK4 with
highest value of 0.874, which is greater than the other three, indicating that PEK4 aids
in the creation of the PEK more than the others.

Similarly, KMO and Bartlett's Test, Total variance explained, and Rotated
Component Matrix for the dependent variable are shown in Tables 6, 7, and 8,

respectively.

Table 6. KMO and Bartlett's Test for the dependent variable.

Kaiser-Meyer-0Olkin Measure of Sampling
.779

Adequacy.

Approx. Chi-Square 197.23
Bartlett's Test of

df 3
Sphericity

Sig. .000

After run EFA for independent variables, EFA for the dependent variable (green

purchase intention) is conducted. The result show that Kaiser-Meyer-Olkin Measure of
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Sampling Adequacy achieved 0.779 (0.5< KMO<1 ) and Sig is .000 then the factor

analysis is appropriate for the data.

Table 7. Total variance explained for the dependent variable.

Component Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of Cumulative % Total % of Cumulative
Variance Variance %
1 2.428 73.274 72.378 2.428 73.274 72.378
2 .835 18.965 83.536
3 .572 15.756 100.000

Extraction Method: Principal Component Analysis.

As given in Table 7, the Initial Eigenvalues of the first component is larger than
1, so the Total Variance Explained is 72.378% which is larger than the minimum value
of 50%. The results indicate that the data can be extracted from this analysis.

Table 8 shows the Rotated Component Matrix for the dependent variable. The
loadings of all 3 items are greater than 0.5 and are distributed in 1 component. This
component has a highest GPI2 of 0.879, compared to the other two items, indicating

that it contributes most to the establishment of the GPI.

Table 8. Rotated Component Matrix for the dependent variable.

Component
1
GPI2 .879
GPI1 .854
GPI3 .823

Extraction Method: Principal Component

Analysis.
Rotation Method: Varimax with Kaiser

Normalization.
4.4. Regression
The multiple linear regression is employed to estimate the impacts of Environmental
Concern (EC), Perceived Consumers Effectiveness (PCE), Attitude Toward Green

Products (AGP), and Perceived Environmental Knowledge (PEK) on Green Purchase
17



Intention (GPI) of the young people in the Southeast of Vietnam. Results are provided

in Tables 9, 10, and 11.

Table 9. Model Summary®
Model R R Square Adjusted R Std. Error Durbin-Watson
Square of the
Estimate
1 .8262 .753 .731 .416 1.655

a. Predictors: (Constant), EC, PCE, AGP, PEK

b. Dependent Variable: GPI

As shown in Table 9, the Adjusted R Square is 0.731, illustrating that 73.1% of
the variance in Green Purchase Intention (GPI) can be significantly explained by the
Environmental Concern (EC), the Perceived Consumers Effectiveness (PCE), the
Attitude Toward Green Products (AGP), and the Perceived Environmental Knowledge
(PEK). Besides, the result of Durbin-Watson test (1.5 < DW = 1.655 < 2.5) shows that
there is no autocorrelation in the residuals of the model.

Table 10. ANOVA Test*

Model Sum of df Mean Square F Sig.
Squares
Regression 65.392 4 14.736 63.928 .000>r
1 Residual 17.071 198 .327
Total 82.463 202

a. Dependent Variable: CPI
b. Predictors: (Constant), IO, PQ, PV, PP

Results in Table 10 with the value of Sig. from the F-test illustrate that the

combinations of independent variables substantiality predict dependent variable and

that multiple linear regression models are suitable for data sets.
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Table 11. Coefficients?

Model Unstandardized Standardized t Sig. Collinearity
Coefficients Coefficients Statistics
B Std. Error Beta Tolerance VIF
Constant .548 . 347 3.181 .001
EC .16l .054 .156 4.260 .006 8.999 1.001
PCE .194 .067 .178 5.102 .002 8.744 1.256
AGP .672 .062 .654 9.725 .000 8.606 1.394
PEK -.0528 .051 -.045 -.348 .539 8.848 1.152

a.

Dependent Variable: GPI

As presented in Table 11, there are three independent variables have Sig. satisfying
the condition of less than 0.05 including EC (.006), PCE (.002), and AGP (0.000). Then
those three factors have a significant influence on GPI. While PEK’s Sig. is .707 (>
.05), implying that this factor has no significant influence on GPI. Based on the
Standardized Coefficient Beta — a good indicator that shows how strongly each
predictor influences the dependent variable, the AGP has the largest Beta (.654), so it
has the strongest impact on the GPI. Besides, the VIF values of all independent
variables are lower than 2, indicating that there is no multicollinearity in this study. As
a result, there is sufficient evidence to conclude the following findings:

Firstly, Attitude toward green products (AGP) has the strongest positive impact on
green purchase intention (GPI) of young consumers in the Southeast region of Vietnam
(B =.654, Sig=.000 < 0.05), confirming our third hypothesis. This result is similar to
the findings Paul et al. (2016), Yadav (2016), and Jaiswal & Kant (2018) on the positive
effect of attitude on green purchase intention of consumers.

Secondly, our second hypothesis is proved when Perceived consumer

effectiveness (PCE) is found to have the second strongest impact on green purchase

intention of young consumers (3= .178, Sig= .002 < 0.05), followed by AGP. This
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finding is consistent with Ellen et al. (1991), Gupta & Ogden (2009), and Gleim et al.
(2013).

Thirdly, the third influencing factor of GPI is the Environmental concern (EC)
which represents for our first hypothesis (5= .156, Sig= .006 < 0.05). The positive
impact of EC on GPI illustrates that when the youth becomes more concerned on the
environment, they will have more intention to buy green products. This outcome is in
line with Padel and Foster (2005), Hartmann & Apaolaza-Ibéaiez (2012), Pagiaslis &
Krontalis (2014), and Sang & Bekhet (2015) in the aspect of green consumer psychology.

Fourthly, the Perceived environmental knowledge (PEK) has an insignificant
impact on GPI of young consumers. This finding is opposite to Rokicka (2002), Mostafa
(2006), Wang et al. (2014), and Yadav et al. (2016). However, it can be explained that
nowadays when the youth has a good environmental knowledge through the
development of Information and Communication Technology (ICT), the impact of PEK
on GPI becomes less and less significant or even insignificant.

5. Conclusion

This paper empirically studies the impacts of Environmental Concern (EC), Perceived
Consumers Effectiveness (PCE), Attitude Toward Green Products (AGP), and
Perceived Environmental Knowledge (PEK) on Green Purchase Intention (GPI) of the
young people in provinces of Southeast Vietnam, including Binh Duong, Dong Nai,
Long An, Tay Ninh, and Ho Chi Minh City. Results from a survey of 1,200 young
respondents show that the AGP has the strongest impact on GPI, following by the PCE
and the EC. However, the PEK has no significant impact on GPI.

The findings provide empirical evidence for local governments and businesses to
promote green consumption in the region. Local governments and businesses can

enhance GPI of the youth through improving their environmental concern, perceived
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consumers effectiveness, and especially attitude toward green products. The way of
transforming from traditional consumerism to green consumerism can protect and
improve the quality of the environment. Consumers are not only concerned on the
ecological quality of the products but also care about the environmental consequences
associated with their purchase making decision. When people perceive that their efforts
can influence the environment in a positive way, they might go for friendly environment
behaviour. Therefore, policymakers and green marketers can carry out strategies
associated with the marketing communication approach to reduce the usage of plastic

bag and increase the eco-carry bags to protect environmental sustainability.
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