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ABSTRACT

Green shopping is becoming increasingly popular as a way of saving the environment
and combating climate change in Vietnam and many other nations across the world. In
addition, the agriculture sector, along with other industries such as manufacturing,
services, commerce, and environmentally conscious consumption, is being examined in
the global shift towards sustainable green consumption. This is in line with attempts to
adopt eco-friendly solutions and mitigate climate change. As a result, the study
investigated the critical elements influencing individual consumers' green consumer
behavior in five Vietnamese provinces and gave management recommendations for
improving green consumer behavior. The article technique utilized structural equation
modeling (SEM), the statistical package for the social sciences (SPSS), and Amos. In
addition, data was collected from 700 green product buyers. The findings of the article
identified five essential factors influencing green consumer behavior: green products,

the price of green products, green places, green promotion, and green policy. The
article provides valuable insights for managers to develop an effective green marketing
plan for businesses that sell organic food products. The goal is to encourage customers
to embrace environmental consciousness and promote sustainable development.
Additionally, the article emphasizes the importance of conveying positive information
about green businesses. The value of this study raises awareness of the fact that green
consumption is a comprehensive and responsible management process that satisfies,
identifies, meets, and predicts the needs of producers, sellers, and consumers while
preserving the natural health of the environment and not endangering human health.

Contribution/Originality: This study's contributions aim to shift priorities towards green production and
green consumption models and practices. Green manufacturing reduces pollution and greenhouse gas emissions
while aiming for long-term growth and providing consumers and businesses with multiple actual economic and

intangible benefits.

1. INTRODUCTION

The phenomenon of green consumerism is currently seeing significant growth and has become an inevitable
trend in numerous nations worldwide. It initially emerged in rich countries and has swiftly extended its reach to
developing nations with a middle-income level or above. This material is seen as a realistic and necessary
application of sustainable consumerism in order to lessen society's environmental effects. There are several
indications of consumption patterns in Vietnam; many green products and services have begun to be produced in

Vietnam, but consumer adoption remains contentious. Furthermore, sustainable development is a vital goal for all
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businesses. Green marketing has progressively become the core strategy of many businesses in order to cope with
climate change and keep up with the trend of green living (Kumar & Ghodeswar, 2015; Nittala & Moturu, 2021).
Green marketing has progressed not only from traditional marketing, such as green product marketing, but
also from brand marketing to a higher level. Furthermore, the basic basis for green marketing includes ethical
awareness and some philosophical ideas. The most apparent representation of raising the professional level of green
marketing for 'product brands' via particular advantages or the spirit and business ethics of goodwill' towards the
company's brands is the application of brand values with the green value element (Ahmed et al., 2020). The role of
the brand is also successfully represented through image brand' or messenger solutions. The new aims and trends
in marketing today involve propagating green ideals and recognizing green values in society. Green marketing is a
never-ending process that requires constant input from suppliers, government restrictions, and the general public.
This is necessary so that green marketing methods may be used in the target market and therefore achieve a long-
term competitive advantage. Green product policies and plans must be developed and implemented in order to
advise and help merchants and consumers make the green shift. As a consequence, the authors investigated key
green marketing aspects impacting green consumer behavior in Vietnam in order to discover effective tactics for

promoting green consumer behavior in order to achieve long-term green growth.

2. THEORETICAL FRAMEWORK
2.1. Green Consumption Intention (GCI)

Consumer ideas about the chain of consuming behavior are reflected in consumption intention (Ajzen, 1991;
Hao et al., 2019). It is defined as a person's motivation in seeing his or her plan/decision to expend effort in
completing a certain activity. Because most human acts are voluntary and under the influence of intent, they are
predictably predictable. The notion of intention is used in this paper. Behavioral intention denotes a person's
willingness to engage in a certain behavior. It is believed to be the behavior's intermediate premise. Thus, green
consumption intention refers to the possibility that a customer will prefer to buy a green product/service after
considering all elements of the product/service and provider in terms of their ethical principles and standards

towards society, the environment, and stakeholders (Ibrahim, Mariapan, Lin, & Bidin, 2021).

2.2. Green Consumption Behavior (GCB)

Green consumption behavior: Based on consumption behavior and the concept of green products, many notions
of green consumption behavior have been established (Akehurst, Afonso, & Gongalves, 2012). In essence, green
consumption is a set of behaviors that include purchasing green items and implementing green practices such as
conserving, reusing, and recycling, using green packaging, and disposing of garbage. Green consumption is defined
as green consumer behavior, an environmental protection habit that involves purchasing environmentally and
health-friendly items (Joshi & Rahman, 2015; Sharma, Aswal, & Paul, 2023). Within the scope of this article, the
authors believe that green consumption is the habit of purchasing and utilizing ecologically friendly and human
health-friendly items, optimizing their use, and avoiding the use of environmentally friendly and disposable

products.

2.8. Green Products (PRO)

Green products include home appliances, foodstuffs, cosmetics, and other items made from natural and organic
materials or with basic components that are less hazardous to the environment and human health (Adhitiya &
Astuti, 2019; Choi & Johnson, 2019). Furthermore, items may have aspects such as ecologically friendly production
procedures that do not use hazardous chemicals or those that assist customers in saving energy. As such, a green
product is one whose design, production, or strategy makes use of recycled materials and improves environmental

impact or lowers hazardous damage to the environment during the course of the product's life cycle. In the midst of
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severe environmental degradation and unexpected climate change, green products have a significant influence on
green purchasing intentions and actions today. Thus, the authors gave hypotheses H1 and H2 as follows:
H.: Green products affect green consumption intentions.

H.: Green products are affecting green consumption behavior.

2.4.. The Price of Green Products (PRI)

Consumer willingness to pay is used to establish perceived green product pricing. Customers are now willing
to pay extra for environmentally friendly items, with product type and perceived advantages influencing willingness
to pay (Ali, Ullah, Akbar, Akhtar, & Zahid, 2019). According to Eze and Ndubisi (2018), consumers are more
willing to pay when it is philanthropic or when they believe in the ethical quality of the product, and people who
consider themselves to be ethical consumers are more price-sensitive than they are about the honest quality of the
product. As a result, the cost of green products, as well as activities connected to environmentally sustainable
production and consumption, are receiving increased attention (Chekima, Wafa, Igau, Chekima, & Sondoh, 2016;
Huang, Lin, Lai, & Lin, 2014). Thus, the authors gave hypotheses H3 and H4«

H: The price of green products affects the green consumption intention.

H.: The price of green products is affecting green consumption behavior.

2.5. Green Places (PLA)

Green locations (distribution) relate to the process of supplying products and services in an environmentally
friendly manner. Green distribution access to shipping routes, the flow of products in the pipeline, the store system,
and other such linkages work tirelessly to ensure product availability from point of production to point of
consumption. Retailers are increasingly implementing environmental protection measures (Do Pago, Alves, Shiel, &
Filho, 2013; Kursan, 2021). They are greening their stores and operations, promoting more ecologically friendly
items, introducing initiatives to encourage customers to be more environmentally responsible, and collaborating
with channel partners to decrease environmental impact. Thus, the authors gave hypotheses H5 and Hé:

H: Green places affecting the green consumption intention.

H.: Green places are affecting green consumption behavior.

2.6. Green Promotion (PROM)

The substance of a green promotion is connected to the message’s advertising and the message's reliability.
According to Kautish, Paul, and Sharma (2019), most consumers are positive about green advertising, even if the
potential of green advertising and brand polishing has not been completely realized. Greenwashing can impair a
company's performance. Lee (2017) has shown that green advertising may favorably affect brand and company
views. The authors, who researched the influence of green advertising and eco-labeling on consumer purchases,
determined that consumers have a good attitude towards green items advertised in print and on television and that
positive attitudes towards these products can predict customers' purchase intention. Thus, the authors gave
hypotheses H7 and H8:

H:: Green promotion affects green consumption intention.

H: Green Promotion affects green consumption behavior.

2.7. Green Policy (POL)

Green consumption policy is still viewed as a multifaceted study issue that needs to be investigated in current
research. Zhu, Li, Geng, and Qi (2013) suggested that with the growth of green marketing, green policy becomes
crucial as a tool to differentiate products, as a guarantee for customers, and as a representation of the business's

green marketing philosophy. Through green policies, it will bridge the communication gap between products and
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people. According to research findings, the ecologically beneficial message of green policies has an impact on
consumers. Yu and Lee (2019) noted that green policies may help businesses and consumers achieve certain
objectives. Green regulations may boost product sales and image, push producers to explain the environmental
effects of their products, make customers more aware of their concerns, and help safeguard the environment. Thus,
the authors gave hypotheses H9 and H10:

Hs: Green policy affecting the green consumption intention.

H..: Green policy affecting green consumption behavior.

This study demonstrates a statistical link reflecting the influence of choice on green consumption behavior.
Factors changing the relationship between meaning and green consumption behavior may strengthen or weaken
the impacts of intention on green behavior (Uddin & Khan, 2016; Wei, Ang, & Jancenelle, 2018). In other words, in
a given context, consumption intention has a substantial effect on green consumption behavior, which leads to real
green consumption behavior. In contrast, even when one tries to consume green, actual green consumption
behavior does not occur. As a result, the authors designated hypothesis H11:

Hypothests H.i: Green consumption intention affects green consumption behavior.

Thus, the proposed paper's research model includes five independent and two dependent variables.

Green products
HI
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H4
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Figure 1. The green marketing affecting the green consumption intention and green consumption behavior.

Figure 1 shows that there are five critical factors in green marketing affecting green consumption intention and
green consumption behavior, including (1) Green products (PRO); (2) The price of green products (PRI); (8) Green
places (PLA); (4) Green promotion (PROM); and (5) Green policy (POL).

3. RESEARCH METHODOLOGY

The article's research strategy is built on the methodological foundations of dialectical materialism and
historical materialism to tackle theoretical and practical concerns stated (Hair, Anderson, Tatham, & Black, 2010).
The following actions are taken the throughout the research process: constructing a model, testing the model and

scale, collecting preliminary data to check the scale's reliability, collecting official data, analyzing factor and testing
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the scale's reliability, testing the research model and hypothesis, and finally, the conclusion and management
implications.

Interviews with 15 marketing specialists from the city's 15 institutions were conducted using a qualitative
research approach. These specialists in Ho Chi Minh City have years of expertise teaching marketing and practicing
in significant corporations. This strategy seeks to validate the scales associated with latent variables and learn more
about the factors influencing green consumption behavior. In addition to interviewing a focus group of consumers,
the qualitative research also involved consultation with 15 consumer sector professionals, such as managers,
policymakers, and marketing experts. Vietnamese cities to suggest, comment on, and criticize the topic of the
article. The findings of qualitative research are utilized to fine-tune the scale and theoretical models that will be
used to develop questions for the study.

Quantitative research approach, survey, and interviews with 700 green product consumers in four provinces
and cities: Dong Nai, Ho Chi Minh City, Binh Duong, and Ba Ria-Vung Tau. These are the provinces with the
highest number of green product users and supermarkets. To complement secondary data and make analysis and
assessment more vivid and real, the paper examines and interviews adult consumers in Vietnam's metropolitan
regions, investigating the variables influencing green consumption behavior (Hair et al., 2010).

This method entails creating a questionnaire for the survey and analyzing Cronbach's Alpha utilizing SPSS 20
software to exclude variables with low overall correlation coefficients. For factors, a minimum Cronbach's Alpha
coefficient greater than 0.6 is acceptable. The author will also do exploratory factor analysis (EFA) utilizing
SPSS.20 software to exclude variables with factor weights less than 0.5 (Factor loading - FL). The other variables
(full scale) will be included in the confirmatory factor analysis (CFA) analysis to determine their impact on the
factors. The essay then employs the linear structural analysis method (SEM) to evaluate the theoretical model and
research hypotheses. Finally, the authors provide their findings and implications for governance (Hair et al., 2010).

Goodness of fix index (GFI), adjusted goodness of fit index (AGFI), comparative fit index (CFI), normed fit
index (NFI), and so on with values greater than 0.9 are considered excellent fitting models. If these values are equal
to 1, we claim the model is perfect (Hair et al., 2010). GFI evaluates the absolute fit of the structural and
measurement models to the survey data set (without correcting for degrees of freedom). Adjust the GFI value based
on the model's degrees of freedom. The root mean square error of approximation (RMSEA) is a critical indication.
It determines the model's level of fit to the population.

Because all 25 observed variables must be included in this investigation, the minimum sample size necessary is
25 x 5 = 125 observations. Although the sample size required is just 125 observations, the author opted to generate
an initial sample of 700 comments to establish the survey's dependability. The authors were unable to apply this
random sample approach that employs the convenience method due to the huge volume of the study, the diversity of
categorization criteria, and restricted resources (money, time, accessibility, etc.). Survey time: After four months of
the survey, from January 2023 to April 2023, the total number of votes collected was 700. We collected 665 valid
votes and put them into processing. After eliminating the unsatisfactory ballots (insufficient information, filling out
information that does not ensure objectivity, etc.), the remaining number of votes is 665 to provide the

requirements and continue to be used in data analysis.

4. RESEARCH RESULTS AND DISCUSSION
4.1. Difficulties and Challenges in the Green Consumption Trend in Vielnam
Although green consumption has numerous benefits for consumers and the environment, there are still many
challenges ahead for green products to totally replace polluting conventional consumer items, notably as follows:
Businesses' sense of responsibility for environmental protection issues is still limited. Many companies have not
satisfactorily resolved the contradiction between profit goals and green growth, especially for small and medium

enterprises. Besides, although green technology is very developed globally, it is not easy to apply in Vietnam.

© 2024 Conscientia Beam. All Rights Reserved.



Journal of Social Economics Research, 2024, 11(1): 1-11

Enterprises can transfer advanced and modern technology, but the human factor and capacity level have not kept
pace (Nath, Kumar, Agrawal, Gautam, & Sharma, 2013). The investment and high initial cost have dramatically
impacted access to green technology. The number of enterprises actively investing in and renovating production
models towards modernity still faces many difficulties in mobilizing resources and choosing suitable technologies.
Inspecting green goods, clean goods, and goods that meet certification standards for businesses is often not taken
seriously. Counterfeit, imitation, and poor-quality goods are still circulating in the market, reducing consumer
confidence. There is a lack of policies to support green development; policies towards green consumption
development are not synchronized. Policies to promote the production of green products and services have not yet
created a strong motivation for businesses. Support policies have not yet attracted enterprises to invest in changing
technology chains and have not produced significant changes for enterprises to innovate technology and production
processes (Joshi & Rahman, 2017).

The State should have mechanisms and policies to encourage and support enterprises to invest in and develop
green product production, revealing many inadequacies. Funding from the State budget to help enterprises invest in
technological innovation to produce environmentally friendly goods is still tiny and has a low support level.
Regulations and policies to support them often focus on the production stage, not firmly on consumers. Many
individuals have modest or moderate incomes, and consumer knowledge of green products is still restricted. The
cost of producing a unit of a green product is frequently substantially more than that of comparable commodities;
hence, the cost is high and not competitive in the market; the average price of green goods is frequently high. 20-
40% more than comparable consumer items. The findings of this investigation are totally compatible with the
findings of the author's research (Jaiswal & Kant, 2018). Customer complaints regarding the quality of items that
are not as promised by the manufacturer also lead to a loss of trust in green products on the market. Green
consumption is becoming increasingly popular throughout the world, and Vietnam is no exception. To compete in
the market, green branding is becoming increasingly popular. Many firms have invested in manufacturing to assure
green and clean products, creating a green brand connected with sustainable development (He, Cai, Deng, & Li,
2016). According to Nielsen Vietnam study data, businesses with green and clean promises have a pretty high
growth rate, around 4% per year.

Consumers, particularly in rural areas, are still not fully aware of the issue of environmental protection when
purchasing goods, and their understanding of green consumption is limited (nearly 72% of people have heard of but
do not understand environmentally friendly products). Consumption of eco-labeled items is also centered mostly
among persons with a high level of education, a solid income, knowledge, and a greater concern for environmental
friendliness than other customers or other organizations. In recent years, increased awareness of the impact of
consumer behavior on global warming and sustainable development has led to the development of green
consumption in Vietnam. With the above importance, the research has assessed the status of green consumption.
From there, propose some practical recommendations to promote green consumption, contributing to changing

consumer behavior towards sustainable consumption, reasonable use of resources, and environmental protection.

4.2. Regression Model Assumptions Testing

Cronbach's alpha for green marketing elements influencing green consumption intention and behavior is shown
in Table 1. Cronbach's alpha is more than 7.0 in all cases, and the average is near 3.0.

With a significance threshold of 0.05, Table 2 reveals six green marketing parameters influencing green
consumption intention and behavior. Furthermore, green consumption provides several benefits to investors and
the living environment; nevertheless, in a developing nation like Vietnam, many problems and hurdles remain for
green products to totally replace polluting conventional consumer items. Green manufacturing and sustainable
green consumption models necessitate efforts from manufacturers and suppliers, as well as changes in consumer

purchasing behaviors.
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Table 1. Testing of Cronbach's alpha for factors in green marketing affecting the green consumption intention and green consumption behavior.

Code | Items Cronbach's alpha Mean

Green products (PRO) 0.856 3.392

PRO1 This brand produces eco-friendly products 0.805 3.383

PRO2 This brand strives to improve jche design an(‘i .quality of its products to 0.818 3.505
make them more and more environmentally friendly

PROS This br.and uses low- or no-polluting/Toxic raw materials and fuels for 0.845 3320
the environment

PRO4 This brand conducts waste collection and recycling 0.800 3.362

The price of green products (PRI) 0.917 3.001

PRI1 This brand often costs more for their eco-friendly products 0.871 3.024

PRI2 This brand's organic products cost more than conventional products 0.890 2.983

PRI3 I am willing to pay more for eco-friendly products made by this brand 0.897 2.991

PRI4 I accept the facit that a fractipn Qf' the higher price of organic products 0.908 3006
goes to the environment, which is worth it

Green places (PLA) 0.908 3.263

PLA1 I can find these organic products in stores that support green and 0.899 3981
environmental practices.

PLA2 The stores that sell this brand's organic products are usually eco- 0815 3.097
friendly stores

PLAS The store is always stocked with organic products 0.890 3.212

Green promotion (PROM) 0.940 3.085
I have learned about this brand's organic products by many means

PROM1 (Newspapers, Televisions, YouTube, website, Facebook, and consumer 0.923 2.994
community sites to protect the environment)

PROM2 This brar?d proyides a lot of accurate information about their organic 0.985 3015
products in their media

PROMS This brand offers special promotions to people who buy their organic 0.925 3.072
products

PROM4 This brand uses media that do not pollute the environment 0.903 3.061

Green policy (POL) 0.934 3.015

POL1 The State needs to build and perfect the legal framework 0.914 2.966

POLe Policies on green consumption to ensure consistency, synchronization, 0.919 2.997
and transparency

POLsS Intr(.)duce policies to encourage the production of green products and 0.916 3.058
services

POL4 Develop industries and fields that apply clean technology 0.909 3.039
Green consumption intention (GCI) 0.925 3.286

GCI1 I plan to buy green products 0.906 3.296

GCl2 I am willing to pay more for green products 0.860 3.323

GCIs I want to buy green products to reduce umbrella environmental 0.909 3.940
contamination
Green consumption behavior (GCB) 0.833 2.373

GCB1 I always buy safe/Sourced food with environmental protection 0.764 2.330

GCB2 I always try to buy products with green labels and a higher price 0.757 2.421

GCB3 I recommend green products that I use for relatives and friends 0.787 2.368

Table 2. Testing factors in green marketing affecting the green consumption intention and green consumption behavior.

Relationships | Standardized estimate S.E. CR P SE-bias Result
GCI € PRI 0.571 0.087 14.954 Hkok 0.003 Accepted
GCI € PROM 0.094 0.028 2.829 0.005 0.004 Accepted
GCI € PRO 0.178 0.036 5.008 koK 0.003 Accepted
GCI € POL 0.082 0.032 2.407 0.016 0.005 Accepted
GCI< PLA 0.057 0.037 2.207 0.027 0.004 Accepted
GCB < GCI 0.348 0.029 6.873 *kk 0.001 Accepted
GCB € PRI 0.271 0.027 5.532 Hkk 0.001 Accepted
GCB € PROM 0.106 0.018 2.886 0.004 0.001 Accepted
GCB € PRO 0.118 0.023 3.045 0.002 0.002 Accepted
GCB < POL 0.083 0.021 2.220 0.026 0.001 Accepted
GCB < PLA 0.069 0.024 2.429 0.015 0.004 Accepted

Note: *** denote statistical significances at 1%.
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Businesses' awareness of responsibility for environmental protection concerns remains inadequate. Many
businesses, particularly small and medium-sized businesses, have not satisfactorily resolved the contradiction
between profit goals and green growth. Furthermore, despite tremendous worldwide development, green
technology is not easily utilized in Vietnam. Although enterprises can shift to sophisticated and contemporary
technologies, human factors and capability levels have not kept pace. The high initial expenses and investments
have had a substantial influence on access to green technologies. Many businesses proactively investing and
innovating production models towards modernity still face many difficulties in mobilizing resources and choosing
appropriate technology. Inspection of green goods, clean goods, and Goods that meet certification standards for
businesses is often not thoughtfully implemented. Counterfeit, counterfeit, and poor-quality goods are still
circulating in the market, reducing consumer confidence.

There is a lack of policies to support green development, and policies aimed at developing green consumption
are inconsistent. Policies to promote the production of green products and services have not created strong
motivation for businesses. Support policies have not attracted enterprises to invest in changing technology lines and
have not produced significant changes for companies to innovate technology and production processes. Mechanisms
and policies to encourage and support businesses to invest in developing green product production still reveal many
shortcomings. Funding from the State budget to support enterprises in investing in technological innovation to
produce environmentally friendly goods is limited, and the level of support is low. Support policy regulations often

focus on the production stage and are not strongly oriented towards consumers.
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Figure 2. Testing SEM for factors in green marketing affecting the green consumption intention and green consumption behavior.

Figure 2 depicts the evaluation of the aspects of green marketing that influence green consumption intention
and behavior: Chi-square/degree of freedom = 8.250 (<5.0), GFI = 0.915 (>0.800), TLI = 0.949 (>0.900), CFI =
0.959 (> 0.900), and RMSEA = 0.058 (<0.08). Over the years, our green consumption propaganda and promotion
operations have increased public awareness of the usage of ecological products and eco-plastic bags. However,

according to the assessment, these are only single activities, not connected with each other; the scope of impact is
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narrow, so there is no popularity or sustainability. Meanwhile, there are no separate green shopping or
consumption regulations in Vietnam. Despite the fact that many contents related to green procurement, sustainable
procurement, environmental friendliness, and cleaner production have been integrated and regulated in many legal
documents, these contents only go so far as to support the production of environmentally friendly products and
services. The findings of this investigation are totally compatible with the findings of the author's research (Joshi &
Rahman, 2017). There is no important enough adjustment tool to restrict the use of non-green or ecologically

friendly items.

5. CONCLUSIONS

Sustainable green growth and making efforts to use environmentally friendly solutions to limit climate change,
not only in the agricultural sector but in all other fields such as industry, services, trade, and consumption, all shift
their priority to green production and consumption models and ways. Greening production and consumption
contribute to reducing pollution and greenhouse gas emissions towards sustainable growth, bringing many
practical benefits in terms of economy and intangible values for businesses. The results of the SEM study revealed
the following: Green products, pricing, location, marketing, and policy were the five criteria that accepted the
hypothesis with a significance level of 0.05. As a result, in the future years, (1) Finishing macro-policy tools and
processes. To achieve uniformity, synchronization, and transparency, the state must design and refine the
legislative framework and laws on green consumption. The Government needs to identify critical industries/fields
that are likely to develop and focus on goods in which Vietnam currently has strengths. (2) Businesses should catch
up with this trend, which will create opportunities for rapid development, expand market share, and take advantage
of the Government's support for businesses. Businesses must comply with environmental protection regulations,
proactively improve production processes, innovate technologies, create clean energy, renewable energy, and
manufacturing technologies, and prioritize the usage of ecologically beneficial input materials. (3) Consumers
continue to campaign for and produce information about green consumption for the living environment and human
health, with the objective of shifting the entire society's consciousness and behaviors towards environmental
preservation. However, there are hurdles to green consumption, such as resolving the link between profit and green
growth, the State's policies supporting green production and consumption, and people's purchasing patterns. As a
result, synchronized suggestions are required to encourage green consumption, assure sustainable growth, and
catch up with global development trends.

The limitations of their study and future research suggestions:

To begin, the study was solely done in Vietnam, using a straightforward and random sample procedure. As a
result, the study's findings will be disappointing. As a result, the next research objective is to explore other
significant nations, such as Thailand and China, using a broader range of sample methodologies.

Second, the study only covers five major elements influencing Vietnamese consumers' green consumption
behavior, while the remaining numerous factors are attributed to other reasons. As a result, further research on
attitudes towards behavior, subjective norms, perceived behavioral control, and cognitive efficacy must be
incorporated into the model.

Third, because research on green consumer behavior in Vietnam is very new, there is a paucity of comparative
data. As a result, additional secondary data must be collected to compare and contrast with prior research and
augment consumers' current state of green consumption in other nations. Fourth, the study merely surveys
consumers' green consumption habits and does not limit green food or goods. As a result, future studies must

specify green product consumption behavior, green food consumption, or a specific product.
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