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ABSTRACT 
 
This study was conducted to investigate the relationships among green consumption 

values, attitude towards green consumption, and green consumption intention among 
Vietnam youth. The study first reviewed previous research and developed hypotheses 
related to the research objectives. This research applied both qualitative and quantitative 
research methods. The study used survey data sets collected through quantitative 
research with questionnaires answered by 303 Vietnamese youth, Data were collected via 
internet questionnaires. Structural Equation modeling (SEM) was used to test the study 
hypotheses. The findings from the  study indicated that green consumption values had a 
significant positive effect on attitude towards green consumption, Behavior inhibition 
system, and Behavior activation system in ascending order. Second, attitude towards 
green consumption and behavioral activation systems had a significant positive effect on 
green consumption intention. Finally, behavioral activation systems and Behavior 
inhibition system had a significant positive effect on attitude towards green consumption. 
Based on the study’s empirical analysis, some implications were proposed to help the 
government and enterprises on how to bridge the gap between people’s green 
consumption values  and their actual behavior. Previous research investigating green 
consumption intention formed through the perceptions of green consumption values, 
attitude towards green consumption, behavioral activation system, and behavioral 
inhibition system ultimately determines the influence of consumers' green consumption 
intention is rare. The main contribution of this study is to fill this gap. 

 
Keywords: Green consumption values, Green consumption intention, Attitude 

towards green consumption, Behavioral activation system, Behavioral inhibition system. 
 
Introduction 
 
Experts have predicted that the global population will have reached about 9 billion 

people by 2050 and 10.1 billion people by 2100 [1]. Due to population growth, there will 
be increased demand for natural resources, including raw materials, water, energy and 
fertile land. Therefore, the environment is under considerable pressure [2]. The middle-
income group is also rising, indicating an increase in consumption behavior and in demand 
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for more luxury products. Moreover, in the twenty-first century, global consumption of 
materials will grow octuple; by the end of 2050, international resource demand is predicted 
to threefold, calling for a much souring use of natural resources [3, 4]. 

Growing concern is dedicated to environmental and green issues such as excess 
consumption of natural resources, ozone exhaustion, global warming, and air and water 
pollution which severely endanger human life [5-7]. The majority of marketers agree that 
green consciousness among consumers will increase and that such a significant change 
in public perception and attitudes must eventually influence every aspect of a company 
[8]. Green consumption is recently a dominant topic and has also been at the top of the 
international public administration agenda for over 20 years since the United Nations 
Conference on Environment and Development [9]. Indeed, policy makers, governments 
and, recently, companies are all conscious of the risks and implications regarding the 
overexploitation of environmental resources and are applying actions and programmes 
(Horizon, 2020; United Nations Environment Program) in order to deal with these 
problems. In the past two decades, consumers have become more aware of the impact 
caused by consumption on the environment, thereby increasing consumption of green 
products [10]. Nevertheless, consumers seem not to be thorougly aware of the importance 
of adopting a set of different behaviours [11-14]. In addition, as the new concept of green 
consumption has appeared in many academic literature since 2006, the field of green 
consumption research is still incomplete [15]. 

Therefore, a deeper understanding of consumer green consumption values and green 
consumption behavior has become imperative for both policy makers and marketers 
interested in promoting sustainability development [16, 17]. Therefore, many related studies 
have been carried out to understand the aspects related to green consumption intention and 
behavior [18-20]. Drawing concern from both academics and professionals, accordingly, it 
is common to some literature reviews investigating the state of the art in this field of 
research. Of the available reviews, both seem rather adjacent to the work. An article entitled: 
“Green Marketing Consumer-level theory review”, [21-25] provides an abstract of all theories 
put forward in the literature regarding green consumers, and sorts them into six categories: 
Values and Knowledge, Beliefs, Attitude, Intentions, Motivations, and Social Confirmation. 
Remarkably, the review has highlighted the current gap between intention and action and 
suggest behavioral insights including behavioral intentions and noneconomic green 
influencers to abridge the discrepancy. The other review is made by [26-30], who identify 
factors influencing the green purchase behavior, differentiating between individual 
(emotions, habits, perceived behavioral control, perceived consumer effectiveness, values 
and personal norms, trust, and knowledge, among others) and situational (price, product 
availability, subjective norm/social norm and reference group, product attributes  and quality, 
store related attributes, brand image, and eco-labelling,  among others) factors. In their 
review, [31-35] demonstrate each volatility together with the direction of its impact on the 
green purchase intention and/or behavior. While these two reviews give an extensive 
summary of the theories and variables implied in green consumption, more focus is placed 
on green behavior than on the green gap [36]. In general, green purchase research 
classifies purchasers into two types: those who buy, and those who don’t. Simultaneously, 
green gap research takes opinion and objective into consideration, thereby distinguishing 
the groups of consumers.[37-43], based on previous studies, has proposed the 
preconditions for green consumption intention, which are green consumption value, 
behavioral activation system, behavioral inhibition system, attitude towards green 
consumption and the association with green consumption. Do these factors really affect the 
green consumption intention of Vietnamese youth? This study was conducted aimed at 
answering this questions. 
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Literature review 
 
Green consumption values 
 
Green consumption values signify the tendency to express the value of environmental 

protection through one's purchases and consumption behaviors [44]. Particularly, this 
tendency is defined as a consumer’s general advantage of the net interest of a purchase 
depended on his environmental needs, green desires and sustainable expectations [45]. 
It can also be considered the reflection of ecological protection by various measures due 
to values in an individual to save the nature. As a result, green consumption values play 
a key role in shaping an individual’s pro-environmental behaviour [46]. The marketing 
literature on green consumption consists of various studies showing that green 
consumption values serve as a crucial factor in affecting environmental behaviour [44, 47, 
48]. Occasionally, it is evidenced that the attitude moderates the correlation between 
values and behaviour [49-51]. In the world, there have been many studies that have also 
demonstrated the relationship between green consumption intention and attitude/intention 
towards green consumption and suggested that green consumption value has an 
important influence on attitude towards green consumption and green consumption 
intention. indicated that green consumption value had a positive effect on buying intention 
towards organic clothing of young Indian consumers aged 20-40 years old.  

 
Behavioral approach system (BAS)  
 
Moreover, striving for happiness and avoiding pain is the most crucial characteristic of 

human beings. [52, 53] put forward a behavioral motivation theory (Reinforcement 
Sensitivity Theory), illustrating the behavioral approach system (BAS) and the behavioral 
inhibition system (BIS). While BAS represents one’s sensitivity to rewards and positive 
stimuli, initiating attitudes that generate positive or pleasurable desires, BIS refers to one’s 
sensitivity to punishment cues and negative stimuli, restraining behaviors which create 
unpleasant results to avoid them [54, 55]. [56, 57] discovered that the activation approach 
(BAS, or approach motivation) was interconnected with left-lateralized middle frontal gyrus 
activation and that the region responded to stimuli associated with expectations, harvests, 
and pleasure. Contrawise, avoidance (BIS, or avoidance motivation) was associated with 
right-lateralized middle frontal gyrus activation and that the region responded to stimuli 
associated with disappointment, loss, and pain. As a result, BAS and BIS are not linked 
to the same part of the nervous system, indicating that both systems could, potentially, be 
initiated simultaneously. 

The behavioral activation system is a neuropsychological system involved in the 
pursuit of an individual's goals, leading to exhilarating and hopeful experiences [58-60]. 
Behavioral activation systems are closely related to consumer behavior. Based on the 
regulatory focus theory of, it has been found that the behavioral trigger system can govern 
the way a person pursues goals and can be either a fixed tendency or change in different 
situations [61, 62]. This demonstrates that there are specific situations that will trigger a 
behavioral trigger system. studied the impact mechanism of behavioral activation system 
on emotional consumption behavior in retail industry, and found that behavioral activation 
system was related positive way to emotional shopping motivation. Specifically, the 
behavioral activation system is positively related to consumption intention for several 
reasons as follows. suggested that heightened awareness activates the behavioral 
activation system; In the context of environmental consumption, consumers will feel highly 



 

 

  1334 
 

Volume 22 Issue 5 2021      CENTRAL ASIA AND THE CAUCASUS      English Edition 

 
aware of helping to reduce environmental degradation, thereby activating their behavioral 
activation system and their goal of environmental improvement will lead to green 
consumption attitudes and intentions. Consumer intentions can help consumers gain 
ethical recognition, as well as positive feedback from people, helping them to perceive the 
positive value of their behavior; Consumers' expectations when they bring about an 
environmental improvement by a particular behavior in the future activate the behavioral 
activation system, and ultimately lead to consumption intention. 

 
Behavioral inhibition system (BIS) 
 
The behavioral inhibition system is closely related to consumer behavior. Based on 

the regulatory focus theory [62], it has been found that the behavioral inhibition system 
can govern the way a person pursues goals, and it can be either fixed or variable 
tendencies from situation to situation [61, 62]. This demonstrates that there are specific 
situations that will trigger the behavioral inhibition system. studied the mechanism of action 
of the behavioral inhibition system on emotional consumption behavior in the retail industry 
and found that the behavioral inhibition system was positively related to emotional 
shopping motivation. In the relationship between behavioral inhibition system and green 
consumption attitude and intention, consumers may feel helpless in the face of 
environmental changes, thereby activating the behavioral inhibition system [63]; it can help 
consumers avoid behaviors that could cause further negative effects on the environment, 
and get them to take action to prevent such consequences; Environmental consumption 
behavior is one of the ways to prevent the consequences caused by environmental 
change, thereby causing consumers to increase their consumption intention.  

 
Attitude towards green consumption 
 
Attitude is defined by [64-66] as one’s positive/negative judgement of a particular 

behavior. [67-69] also refers to attitude as the positive or negative evaluation of an object, 
action, issue, or person. declared that estimation of attitude should be carried out in two 
aspects: cognition and emotion. While fondness represents the emotional aspect,  
evaluation represents the cognitive aspect. [70-73] showed that the measuremnet of 
attitude should include three aspects: cognition, emotion, and behavior [53, 74, 75]. 
argued that instrumental assessment (valuable or not) and empirical assessment 
(delightful or not) are the two assessment systems affecting the tendency of attitude.  

Attitude towards green consumption is the level of concern of consumers, who are 
aware of environmental issues, believe and are willing to contribute by their actions to 
reduce negative impacts on the environment [76]. planned behavior theory suggests that 
an individual's behaviors and attitudes can influence an individual's intentions, leading to 
individual behaviors. Attitudes sometimes act as a mediator for the relationship between 
values and behavior [49-51]. Positive environmental attitudes are more likely to participate 
in the behavior [77]. Research by has demonstrated that attitude plays a role in motivating 
consumer action. Consumers' awareness of environmental issues also affects 
environmental protection attitudes. Consumer attitudes influence environmental protection 
behavior and green consumption behavior [78]. In addition, attitude towards the 
environment is also found to have a significant influence on consumption intention [79]. 
also argues that attitude is acting as a moderating factor in the relationship between green 
consumption value and green consumption intention.  

When the partakers have a commitment to accomplish their objectives, they will take 
measure to achieve a specific motive. Without that motivation, there will be no futher 



 

 

  1335 
 

Volume 22 Issue 5 2021      CENTRAL ASIA AND THE CAUCASUS      English Edition 

 
action. Individuals with an aim to start up are better prepared for the enterprising process 
than those without one [80, 81]. The correlations between intention and behavior in green 
consumerism have been researched thoroughly. For instance, hardly any studies have 
indicated that there is positive link between the tendency to buy organic products and 
behavior towards organic products purchase [81-84]. [34, 85-87] declared that students' 
environmentally-related behavior improves when they have a tendency to protect the 
environment. also stated that younger purchasers have more tendency to buy green 
products. Based on these earlier researches, when partakers have greater inclination to 
behave in a particular manner, they presumably perform that manner [88]. 

Under the premises of theory and based on the empirical findings presented above, 
this study proposes hypothesis as follows: 

H1: Green consumption values are related positively to Behavioral activation 
system. 

H2: Green consumption values are related positively to Behavioral inhibition 
system. 

H3: Green consumption values are related positively to attitude towards green 
consumption. 

H4: Behavioral activation system is related positively to attitude towards green 
consumption. 

H5: Behavioral inhibition system is related positively to attitude towards green 
consumption. 

H6: Behavioral activation system is related positively to green consumption 
intention. 

H7: Behavioral inhibition system is related positively to green consumption 
intention. 

H8: Attitudes towards green consumption are related positively to green 
consumption intention. 

Based on literature review, the conceptual framework can be depicted as in Figure 1.  

 

 

 

 

 

 

 

 

 

                                         Figure 1. Theoretical research model. 
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Methodology 

Measurement 

We evaluated all constructs (Green consumption values, Behavioral activation system, 
Behavioral inhibition system, Attitude towards green consumption, green consumption 
intention) applying a survey questionnaire was developed with figures adapted from earlier 
researches. Slight alterations were adopted to the measures to fit the research’s setting. 
While diverse survey instruments were available to measure all potential variables, these 
scales have never been evaluated in the present condition (i.e., Vietnam youth). 
Therefore, first, diverse scales for each construct were made based on some pertinent 
studies and then were adjusted to suit the study’s context. The figures were then evaluated 
according to standard scale development guidelines [89]. All construct figures (measures) 
were evaluated on a five-point Likert scale, which ranges from 1 “strongly disagree” to 5 
“strongly agree”, to calculate the research variables. As this research was caried out in 
Vietnam, all items were translated into Vietnamese and back to English for vetting. 
Modifications could be made to the Vietnamese translation if necessary.  

Therefore, Green consumption values was measured with five items by proposed. 
Similarly, Behavioral activation system, Behavioral inhibition system was assessed using 
five items and sevent items developed by. While attitude towards green consumption was 
measured with three items by [90]. Finally, green consumption intention was measured 
with three items proposed by [91].  

 
Data collection and analysis 
 
To test the study hypotheses, a web-based survey was conducted. The main survey 

questionaire used a convenience sample of all students from universities in Hanoi, 
Vietnam. More specifically, the data collection was conducted by 5 reminders. Reminders 
will send questionnaires online to selected respondents, or on university student groups. 
The survey was conducted from December 15, 2020 to January 10, 2021.  

Of 347 returned questionnaires, 303 questionnaires were kept for the analysis of data, 
whereas 44 questionnaires were discarded because of missing values or extreme outliers. 
According to, the SEM analytics used to examine the study hypotheses require a sample 
size between 150 and 400. Of the respondents, 114 (37.6%) were male and 189 (62.4%) 
were female, and most incom under 3 million VND (52.1%). A total of 79.9% of the 
respondents were university students (Table 1).  

The data analysis used SPSS 22.0 and AMOS 20. A two-step approach was used, as 
recommended by Anderson and Gerbing (1988). To begin, confirmatory factor analysis 
(CFA) was used to evaluate the measurement model fit and factor structure of each scale. 
Second, to test the study hypotheses, structural equation modeling (SEM) with maximum 
likelihood estimation was applied. Skewness-kurtosis tests were performed since SEM 
required normality assumptions. In general, data has univariate normality if the absolute 
value of skewness-kurtosis is less than -1/+1. The skewness and kurtosis values for all items 
in the research range from -1 to 1. 
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 T a b l e 1  

Respondent profiles (N = 303) 

 

 
  

 

 

 

Sociodemographic variables N Percentage (%) 

 

Gender 1. Male 114 37.6 

2. Female 189 62.4 

Income (VND) Under 3 millions  158 52.1 

From 3 – under 5 Millions 75 24.8 

From 6 – under 10 Millions 45 14.9 

From 10 – under 15 Millions 14 4.6 

16 million and over 11 3.6 

Education Students 242 79.9 

Staff 61 20.1 

 
Source: Own calculations 

Results and discussions 

Measurement model 

Following the first data analyses, CFA was carried out to test the measurement 

model's unidimensionality, reliabilities, and validities. The measurement model performed 

well over a wide range of fit indices. Particularly, measures of Incremental Fit Index [IFI], 

Tucker-Lewis Index [TLI], Goodness of Fit Index [GFI], and Comparative Fit Index [CFI] 

near to 1.00 are considered acceptable, while a value of Root Mean-squared Residual 

[RMR] less than 0.05 is considered acceptable [92]. The acceptable range for the Root 

Mean Squared Error of Approximation [RMSEA] is between 0.04 and 0.08 [93]. The CFA 

findings demonstrated adequate model fit for all of these criteria: x2 (303) = 386.504, p 

=.000; Normed x2 (CMIN/DF) = 1.757, p = 0.000; RMR = 0.038, GFI =.898, RMSEA = 

0.050, IFI = 0.966, TLI = 0.960, CFI = 0.965 [93, 94]. Furthermore, all standardized factor 

loadings for the scales were larger than 0.6 (p < 0.001), and the composite reliabilities of 

the five scales were between .870 and .938 (Table 2), all larger than 0.7 [95]. Moreover, 

Cronbach alpha coefficients were measured for each scale, varying between 0.870 and 

0.936 [95]. The average variance extracted (AVE) for each scale was used to assess 

convergent and discriminant validity (Table 2). The AVE values, all exceeding 0.5, ranged 

from 0.574 to 0.720, demonstrating unidimensionality and convergent validity. The 

average variance extracted (AVE) for each scale was compared to the squared correlation 

between all pairs of variables to evaluate discriminant validity. The squared correlation 

was larger than the AVE for each variable, demonstrating adequate discriminant validity 

(Bagozzi, Yi, & Nassen, 1998). 
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T a b l e 2  

Summary of the measurement model 

 
  

 

 

 

 

 

Constructs Number 
of items 

Cronbac's 
Alpha 

Extraction sums of 
squared loading (%) 

CR A.V.E 

Green consumption values 5 0.870 74.252 0.870 0.574 

Behavioral activation system 5 0.900 0.900 0.644 

Behavioral inhibition system 7 0.936 0.938 0.685 

Attitude towards green 
consumption 

3 0.873 0.873 0.696 

Green consumption intention 3 0.883 0.885 0.720 

 

Structural model 

 

SEM was used to assess the conceptual model and study hypotheses. The model fit 

was acceptable: x2 (303) = 509.579, p = 0.000; Normed x2 (CMIN/DF) = 2.295, p = 0.000; 

RMR = 0.087, GFI = 0.873, RMSEA = 0.065, IFI = 0.940, TLI = 0.932, CFI = 0.940 [93, 

94]. 

Subsequently, the hypothesized relationships were examined. The green consumption 

value had a significant effect on Behavioral activation system (ß = 0.480, t = 8.600, p < 

0.001). Thus, hypothesis 1 was supported. Hypothesis 2 was supported with the result 

that the green consumption values is significantly related with Behavioral inhibition system 

(ß = 0.409, t = 6.175, p < 0.001). Hypothesis 3 was supported with the result that the green 

consumption values is significantly related with attitude towards green consumption (ß = 

0.274, t = 3.839, p < 0.001). The results of the first three hypotheses demonstrated the 

importance of green consumption values in shaping positive role both the behavioral 

activation system, behavioral inhibition system, and attitude towards green consumption. 

This significant causality implies that consumers who perceive that green consumption 

values is inportant roles more favorable attitudes towards green consumption, behavioral 

activation system, and behavioral inhibition system. 

There was also a significant relationship between Behavioral activation system and 

attitude towards green consumption (ß = 0.436, t = 5.445, p < 0.001). Thus, hypothesis 4 

was supported. Hypothesis 5 was supported with the result that the Behavioral inhibition 

system is significantly related with attitude towards green consumption (ß = 0.409, t = 

6.175, p < 0.001).  

Accordingly, hypothesis 6 and hypothesis 8 were supported. Behavioral activation 

system had effect on consumers’ green consumption intention (ß = 0.575, t = 7.022, p < 

0.001). There was also a significant relationship between atitude towards green 

consumption and consumers’ green consumption intention (ß = 0.263, t = 3.612, p < 

0.001). Contrary to the predicted relationship, the results of the SEM indicated that there 

was no evidence of a positive relationship between behavioral inhibition system and green 
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T a b l e  3  

Estimated path coefficents. 
 

  

 

consumption intention; therefore, H7 was not supported (ß = 0.013, t = 0.273, p = 0.785). 

(Table 3 summarizes the findings, and Fig. 2 shows the results with structural path model).  

 

Structural path model. 

 

 

Hypotheses Estimate S.E. C.R. P Results 

 
BAS <--- GCV .480 .056 8.600 *** H1: Supported 

BIS <--- GCV .409 .066 6.175 *** H2: Supported 

AGC <--- GCV .274 .071 3.839 *** H3: Supported 

AGC <--- BAS .436 .080 5.445 *** H4: Supported 

AGC <--- BIS .117 .051 2.289 .022 H5: Supported 

GCI <--- BAS .575 .082 7.022 *** H6: Supported 

GCI <--- BIS .013 .049 0.273 .785 H7: Not supported 

GCI <--- AGC .263 .073 3.612 *** H8: Supported 

 
Note: ***p < 0.001; GCI: Green consumption Intention; AGC: Attitude towards green 

consumption; GCV; Green consumption values; BAS: Behavioral activation system; BIS 
Behavioral inhibition system. 

Source: Own calculations 
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T a b l e  5  

Hypothesis Testing Results for Applicability of Conceptual Framework 
 

  

 

T a b l e  4  

Fit Indices for Invariance Tests. 
 

  

 

Multigroup analysis 
 
After finding support for the main effects, the next step was to incorporate the 

recommended moderator factors into the model to gain additional insights. The values of 
the moderator factors were used to calculate median splits in this study. Moreover, multiple 
group analyses were also done using a hierarchical technique, comparing two sub-samples 
chosen based on gender. 

In the first stage, an overall Chi-square difference for each of the moderator variables 
was determined. In terms of technical comparison, a model with equality constraints is 
compared to a model with variable parameters. The null hypothesis in this test is that the 
moderator factors have no influence on the six parameters. Table 4 indicated a rejection to 
these hypotheseses for each of the moderator variables (2 = 34.219, DF =8). Following that, 
limitations were applied to evaluate the model's invariance across different subgroups. The 
equivalence of measurement weights was investigated in a second stage, according to, who 
suggest a hierarchical technique in multigroup analysis [96]. Since these models are nested, 
the general model will always have a lower 2-value than the restricted model because the 
general model has one degree of freedom less than the restricted model [97]. Remarkable 
differences in Table 5 suggest a support in the hypotheses of the moderator effect. 

 
 
 

Model x2 Df P RMSEA 
Invariable 915.826 452 0.000 0.058 

Variable 881.607 444 0.000 0.057 

χ2 difference 34.219 8 0.000 0.001 

Source: Own calculations 
 
 

 

 Estimate S. E. C.R. P 

Male Female Male Female Male Female Male Female 
BAS <-

-- 
GCV 0.542 0.358 0.088 0.067 6.171 5.314 *** *** 

BIS <-
-- 

GCV 0.487 0.264 0.104 0.083 4.673 3.172 *** 0.002 

AGC <-
-- 

GCV 0.521 0.032 0.116 0.080 4.479 0.404 *** 0.686 

AGC <-
-- 

BAS 0.378 0.508 0.114 0.108 3.320 4.704 *** *** 

AGC <-
-- 

BIS 0.018 0.182 0.076 0.066 0.243 2.762 0.808 0.006 

GCI <-
-- 

AGC 0.576 0.016 0.134 0.084 4.296 0.187 *** 0.851 

GCI <-
-- 

BIS 0.123 -0.042 0.081 0.059 1.520 -0.718 0.129 0.473 

GCI <-
-- 

BAS 0.246 0.726 0.134 0.107 1.836 6.763 0.066 *** 
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Note: ***p < 0.001; GCI: Green consumption Intention; AGC: Attitude towards green 

consumption; GCV; Green consumption values; BAS: Behavioral activation system; BIS 
Behavioral inhibition system. 

Source: Own calculations 
Table 5 shows a moderating effect of gender for eight parameters. These results 

suggest that the influence of green consumption values on behavioral activation system and 
behavioral inhibition systems of customers is significantly higher for male than for female. 
Multigroup analysis for the influence of green consumption values on attitude towards green 
consumption and the influence of attitude towards green consumption on green 
consumption intention show only one moderating effect towards male. Meanwhile, the 
influence of behavioral inhibition systems on attitude towards green consumption and the 
influence of behavioral activation systems on green consumption intention show only one 
moderating effect towards female. Additionally, the influence of behavioral activation 
systems on attitude towards green consumption of customers is significantly higher for 
female than for male. 

 
Conclusions 
 
This study has indicated empirical evidence on the relationship between green 

consumption values, attitudes towards green consumption, and green consumption 
intentions. Research results also demonstrate that green consumption values have an 
significant influence on attitude towards green consumption, behavioral activation system, 
and behavioral inhibition system. Behavioral activation system and behavioral inhibition 
system have influence on attitude towards green consumption. Meanwhile, attitudes 
towards green consumption and behavioral activation system have an influence on young 
people's green consumption intention. The behavioral inhibitory system factor has not 
been proven to affect green consumption intentions of Vietnamese youth. This study 
provides a distinctive and valuable knowledge concerning behaviour of consumers in 
emerging economies for niche products. This research adds to the traditional theory of 
green consumption behavior as well as serves as a reference for governments and 
companies on how to bridge the gap between people's green consumption values and 
their green consumption behavior. Research results have suggested some solutions to 
promote green consumption intention among young people. 

In particular, for the government, it is possible to first propose policies to help people 
improve the their green consumption values such as promoting education on green 
consumption, thereby promoting environmental knowledge, combining public advertising, 
awarding prizes to individuals/organizations with environmental protection activities, etc. 
Second, the government can encourage businesses by offering preferential policies in the 
business of these products. green products, promoting the development of 
environmentally friendly products. At the same time increase the supply of these products. 

For businesses, first of all, it is necessary to improve products and services in an 
environmentally friendly direction. Then, businesses need to put out appropriate 
communication activities to inform about the positive impacts of products on the 
environment so that consumers know to form their consumption values. increasing the 
intention to consume green products. In the sales environment of the enterprise, it is 
advisable to add incentives aimed at activating the impulse to reach consumers, so that 
they can feel the benefits brought by the product. Because buying green products is not 
only a passive choice based on the marketing and stimulation activities of the 
manufacturer, but also the initiative of the consumer. 
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The research also revealed that attitude towards green consumption results in green 

consumption intention. Therefore, marketers should consistently attempt to affect 
individualistic attitude by diverse promotional campaigns. It is necessary for the marketers 
to make significant effort to influence consumers’ mindset that while environmentally 
friendly products is more expensive, the cost is worth since it has significant advantages 
for the environment and human beings. 

For consumers, it is important to form green consumption values, improve the 
behavioral activation system. At the same time, it is necessary to improve attitudes 
towards green consumption, which can be enhanced by their own attitudes as they can 
promote environmental improvement through their own pro-environmental behaviors and 
help for the development of a green sports society and environmental protection. 

This research has a few drawbacks. This research is restricted to Vietnamese young 
consumers between the ages of 18 and 25. The current study focused on teenagers who 
lived in a particular region: Hanoi, and thus could not be applied to other sectors. 
Hypotheses may be tested across various age groups, ethnicities, and product categories 
in this study. Further research may be conducted by evaluating the model with actual 
behaviour through experimental design. Several other factors, such as behavioral 
activation and inhibition systems, were investigated by brain neuron cognitive systems 
connected to participants' brains, but due to the restrictions of the conditions in which the 
study was conducted, it was difficult to incorporate them into the green product purchase 
scenario. Future research can also investigate the moderating effects of factors including 
income, age, region, etc. This may provide important knowledge in the field.  

 
References 

 

1. Bastein, A., et al., Opportunities for a Circular Economy in the Netherlands. 2013: Delft: TNO. 

2. Franklin-Johnson, E., F. Figge, and L. Canning, Resource duration as a managerial indicator for 

Circular Economy performance. Journal of Cleaner Production, 2016. 133: p. 589-598. 

3. Kok, L., G. Wurpel, and A. Ten Wolde, Unleashing the power of the circular economy. 2013: Report 

for Circle Economy, IMSA, Amsterdam. 

4. Reh, L., Process engineering in circular economy. Particuology, 2013. 11(2): p. 119-133. 

5. Tanner, C. and S. Wölfing Kast, Promoting sustainable consumption: Determinants of green purchases 

by Swiss consumers. Psychology & Marketing, 2003. 20(10): p. 883-902. 

6. Ivanova, D., et al., Environmental impact assessment of household consumption. Journal of Industrial 

Ecology, 2016. 20(3): p. 526-536. 

7. Liobikienė, G. and J. Bernatonienė, Why determinants of green purchase cannot be treated equally? The 

case of green cosmetics: Literature review. Journal of Cleaner Production, 2017. 162: p. 109-120. 

8. Fitzsimmons. Make it green and keep them keen. 2008  [cited 2021 18 August]; Available from: 

https://www.theguardian.com/media/2008/jan/21/marketingandpr. 

9. Valor, C., Can consumers buy responsibly? Analysis and solutions for market failures. Journal of 

consumer policy, 2008. 31(3): p. 315-326. 

10. Broman, G.I. and K.-H. Robèrt, A framework for strategic sustainable development. Journal of Cleaner 

Production, 2017. 140: p. 17-31. 

11. Osterhus, T.L., Pro-social consumer influence strategies: when and how do they work? Journal of 

marketing, 1997. 61(4): p. 16-29. 

12. Pieters, R., et al., Consumers’ attributions of proenvironmental behavior, motivation, and ability to self 

and others. Journal of Public Policy & Marketing, 1998. 17(2): p. 215-225. 

13. Kronrod, A., A. Grinstein, and L. Wathieu, Go green! Should environmental messages be so assertive? 

Journal of Marketing, 2012. 76(1): p. 95-102. 

14. Miniero, G., et al., Being green: from attitude to actual consumption. International Journal of Consumer 

Studies, 2014. 38(5): p. 521-528. 

https://www.theguardian.com/media/2008/jan/21/marketingandpr


 

 

  1343 
 

Volume 22 Issue 5 2021      CENTRAL ASIA AND THE CAUCASUS      English Edition 

 
15. Lee, J.Y. and K.K. Johnson, Cause-related marketing strategy types: assessing their relative 

effectiveness. Journal of Fashion Marketing and Management: An International Journal, 2019. 23(2): p. 

239-256. 

16. Bailey, A.A., A. Mishra, and M.F. Tiamiyu, GREEN consumption values and Indian consumers’ 

response to marketing communications. Journal of Consumer marketing, 2016. 33(7): p. 562-573. 

17. Ritter, Á.M., et al., Motivations for promoting the consumption of green products in an emerging 

country: exploring attitudes of Brazilian consumers. Journal of Cleaner Production, 2015. 106: p. 507-

520. 

18. Wang, J., J. Wang, and J. Gao, Effect of Green Consumption Value on Consumption Intention in a Pro-

Environmental Setting: The Mediating Role of Approach and Avoidance Motivation. SAGE Open, 2020. 

10(1): p. 1-10. 

19. Mainieri, T., et al., Green buying: The influence of environmental concern on consumer behavior. The 

Journal of social psychology, 1997. 137(2): p. 189-204. 

20. Prothero, A., et al., Sustainable consumption: Opportunities for consumer research and public policy. 

Journal of Public Policy & Marketing, 2011. 30(1): p. 31-38. 

21. Vermeulen, H., et al., Consumer acceptance of sugar derived from genetically modified sugarcane in 

South Africa. AgBioForum, 2020. 22(1): p. 1-12. 

22. Ndam, J.N., Modelling the impacts of lockdown and isolation on the eradication of COVI-19. 

BIOMATH, 2020. 9(2): p. 2009107 DOI: https://doi.org/10.11145/j.biomath.2020.09.107. 

23. Lukyanets, A., et al., The economic and social consequences of environmental migration in the central 

Asian countries. Central Asia and the Caucasus, 2020. 21(2): p. 142-156 DOI: 

https://doi.org/10.37178/ca-c.20.2.13. 

24. Bakota, I., “Diamond Stage” in Sino-Croatian Relations. Croatian International Relations Review, 

2020. 26(86): p. 156-176 DOI: https://doi.org/10.37173/cirr.26.86.6. 

25. Retnosari, V.A. and A. Jayadi, Analysis of the Determinants of Indonesia's Exports with ASEAN 

Countries and Seven Trading Partner Countries Using the Gravity Model. Cuadernos de Economía, 

2020. 43(123): p. 391-400. 

26. Kasalak, G. and M. Dagyar, The Relationship between Teacher Self-Efficacy and Teacher Job 

Satisfaction: A Meta-Analysis of the Teaching and Learning International Survey (TALIS). Educational 

Sciences: Theory and Practice, 2020. 20(3): p. 16-33. 

27. Mehmet, S.A.K., The role of ideal L2 self in predicting L2 willingness to communicate inside and outside 

the classroom. Eurasian Journal of Applied Linguistics, 2020. 6(2): p. 189-203 DOI: 

https://doi.org/10.32601/ejal.775798. 

28. Sezer, S., et al., School administrators’ opinions related to the values that should be gained to classroom 

teachers through in-service training. Eurasian Journal of Educational Research, 2020. 20(86): p. 175-

196 DOI: https://doi.org/10.14689/ejer.2020.86.9. 

29. Shtamburg, V.G., et al., Interaction of ninhydrin with N-hydroxyurea and N-alkoxyureas in acetic acid. 

European Chemical Bulletin, 2020. 9(5): p. 125-131 DOI: https://doi.org/10.17628/ecb.2020.9.125-131. 

30. Worsley, D., On Knowing an Ineffable God Personally: A Study in the Joy of the Saints. European 

Journal for Philosophy of Religion, 2020. 12(1) DOI: https://doi.org/10.24204/ejpr.v12i1.3183. 

31. Lawrence, K.O.K., RELATIONSHIP BETWEEN SKILLS DEVELOPMENT, EMPLOYEE 

MOTIVATION AND ORGANISATIONAL PERFORMANCE IN SOUTH AFRICAN ORGANISATION. 

International Journal of Business and Management Studies, 2020. 12(1): p. 177-190. 

32. Kashif, A. and Z. Akhtar, Detecting Deception using Reality Monitoring: A Multi-method Exploration. 

International Journal of Criminal Justice Sciences, 2020. 15(2). 

33. Payne, B.K. and L. Hadzhidimova, Disciplinary and interdisciplinary trends in cybercrime research: 

An examination. International Journal of Cyber Criminology, 2020. 14(1) DOI: 

https://doi.org/10.37178/ca-c.20.2.10. 

34. Altounjy, R., et al., Moving from bricks to clicks: Merchants’ acceptance of the mobile payment in 

Malaysia. International Journal of eBusiness and eGovernment Studies, 2020. 12(2): p. 136-150 DOI: 

https://doi.org/10.34111/ijebeg.202012204. 

35. Mnisi, P. and T. Ramoroka, Sustainable Community Development: A Review On The Socio-Economic 

Status Of Communities Practicing Ecotourism In South Africa. International Journal Of Economics And 

Finance, 2020. 12(2): p. 505-519. 

https://doi.org/10.11145/j.biomath.2020.09.107
https://doi.org/10.37178/ca-c.20.2.13
https://doi.org/10.37173/cirr.26.86.6
https://doi.org/10.32601/ejal.775798
https://doi.org/10.14689/ejer.2020.86.9
https://doi.org/10.17628/ecb.2020.9.125-131
https://doi.org/10.24204/ejpr.v12i1.3183
https://doi.org/10.37178/ca-c.20.2.10
https://doi.org/10.34111/ijebeg.202012204


 

 

  1344 
 

Volume 22 Issue 5 2021      CENTRAL ASIA AND THE CAUCASUS      English Edition 

 
36. ElHaffar, G., F. Durif, and L. Dubé, Towards closing the attitude-intention-behavior gap in green 

consumption: A narrative review of the literature and an overview of future research directions. Journal 

of cleaner production, 2020. 275: p. 1-20. 

37. Maryam Al Naimi, M.N.F., Rana Sobh, Prioritization of Supply Chain Reconfiguration Variables using 

Balanced Score Card and Analytic Network Process. International journal of operations and quantitative 

management, 2020. 26(2): p. 95-119 DOI: https://doi.org/10.46970/2020.26.2.2. 

38. Senekal, Q. and R. Lenz, Decolonising The South African Higher Education Curriculum: An 

Investigation Into The Challenges. International Journal of Social Sciences and Humanity Studies, 2020. 

12(1): p. 146-160. 

39. de Souza, G.H.S., et al., Brazilian students' expectations regarding distance learning and remote classes 

during the COVID-19 pandemic. Kuram ve Uygulamada Egitim Bilimleri, 2020. 20(4): p. 65-80. 

40. Wallenius, C., A. Alvinius, and G. Larsson, Decision-making in a military staff context: A qualitative 

study on norms, challenges and difficulties. Res Militaris, 2020. 10(1). 

41. Virginia-Añez, E., A. Fornieles-Deu, and D. Sánchez-Carracedo, Longitudinal study of physical activity 

in Spanish young adolescents: weight status and gender differences. Revista de Psicología del Deporte, 

2020. 29(1): p. 57-66. 

42. Gomez-Piqueras, P., R. Ruiz-Barquín, and A. Olmedilla, Translation and Adaptation to English of a 

Questionnaire to Determine the Psychological Readiness of the Injured Football Playe. Revista de 

Psicología del Deporte (Journal of Sport Psychology), 2020. 29(1): p. 39-48. 

43. Khoma, N. and I. Vdovychyn, Universal basic income as a form of social contract: assessment of the 

prospects of institutionalisation. socialspacejournal. eu, 2021: p. 97. 

44. Haws, K.L., K.P. Winterich, and R.W. Naylor, Seeing the world through GREEN‐tinted glasses: Green 

consumption values and responses to environmentally friendly products. Journal of Consumer 

Psychology, 2014. 24(3): p. 336-354. 

45. Patterson, P.G. and R.A. Spreng, Modelling the relationship between perceived value, satisfaction and 

repurchase intentions in a business‐to‐business, services context: an empirical examination. 

International Journal of service Industry management, 1997. 8(5): p. 414-434. 

46. Kim, K. and S.-G. Moon, Determinants of the pro-environmental behavior of Korean immigrants in the 

US. International Review of Public Administration, 2012. 17(3): p. 99-123. 

47. Wu, S.-I. and J.-Y. Chen, A model of green consumption behavior constructed by the theory of planned 

behavior. International Journal of Marketing Studies, 2014. 6(5): p. 119-132. 

48. Zhou, Y., et al., The moderating role of human values in planned behavior: the case of Chinese 

consumers' intention to buy organic food. Journal of consumer marketing, 2013. 30(4): p. 335-344 DOI: 

https://doi.org/10.1108/JCM-02-2013-0482. 

49. Homer, P.M. and L.R. Kahle, A structural equation test of the value-attitude-behavior hierarchy. Journal 

of Personality and social Psychology, 1988. 54(4): p. 638-646. 

50. Roy, S. and P. Goswami, Structural equation modeling of value‐psychographic trait‐clothing purchase 

behavior: a study on the urban college‐goers of India. Young Consumers, 2007. 8(4): p. 269-277. 

51. McCarty, J.A. and L. Shrum, The recycling of solid wastes: Personal values, value orientations, and 

attitudes about recycling as antecedents of recycling behavior. Journal of business research, 1994. 30(1): 

p. 53-62. 

52. Ozden, M., Elementary School Students’ Informal Reasoning and Its’ Quality Regarding Socio-

Scientific Issues. Eurasian Journal of Educational Research, 2020. 20(86): p. 61-84 DOI: 

https://doi.org/10.14689/ejer.2020.86.4. 

53. Angus, D.A.P. and M.L.S. Carson, Mental Illness and Moral Discernment: A Clinical Psychiatric 

Perspective. European Journal for Philosophy of Religion, 2020. 12(4) DOI: 

https://doi.org/10.24204/ejpr.v12i4.3530. 

54. Carver, C.S. and T.L. White, Behavioral inhibition, behavioral activation, and affective responses to 

impending reward and punishment: the BIS/BAS scales. Journal of personality and social psychology, 

1994. 67(2): p. 319-333. 

55. Merchán-Clavellino, A., et al., Mediating effect of trait emotional intelligence between the behavioral 

activation system (BAS)/behavioral inhibition system (BIS) and positive and negative affect. Frontiers in 

psychology, 2019. 10: p. 424. 

56. Vergara, R.M.A., Methodological approach to the quantitative evaluation of the carrying capacity of 

urban land: Bogotá (Colombia 2015). Cuadernos de Economía, 2020. 43(123): p. 291-304. 

https://doi.org/10.46970/2020.26.2.2
https://doi.org/10.1108/JCM-02-2013-0482
https://doi.org/10.14689/ejer.2020.86.4
https://doi.org/10.24204/ejpr.v12i4.3530


 

 

  1345 
 

Volume 22 Issue 5 2021      CENTRAL ASIA AND THE CAUCASUS      English Edition 

 
57. Yavuz, A.C., The effects of differentiated instruction on Turkish students’ L2 achievement, and student 

and teacher perceptions. Eurasian Journal of Applied Linguistics, 2020. 6(2): p. 313-335 DOI: 

https://doi.org/10.32601/ejal.776002. 

58. Gray, J.J.S.D., CA: Academic Press. doi, The psychophysiological basis of introversion‐extraversion: A 

modification of Eysenck's theory In Nebylitsyn VD & Gray JA (Eds.), The biological bases of individual 

behaviour (pp. 182–205). 1972. 10: p. 0005-7967. 

59. Gray, J.A., Drug effects on fear and frustration: Possible limbic site of action of minor tranquilizers, in 

Drugs, neurotransmitters, and behavior. 1977, Springer. p. 433-529. 

60. Gray, J.A., Brain systems that mediate both emotion and cognition. Cognition & emotion, 1990. 4(3): p. 

269-288. 

61. Aaker, J.L. and A.Y. Lee, “I” seek pleasures and “we” avoid pains: The role of self-regulatory goals 

in information processing and persuasion. Journal of Consumer Research, 2001. 28(1): p. 33-49. 

62. Higgins, E.T., et al., Achievement orientations from subjective histories of success: Promotion pride 

versus prevention pride. European Journal of Social Psychology, 2001. 31(1): p. 3-23. 

63. Keltner, D., D.H. Gruenfeld, and C. Anderson, Power, approach, and inhibition. Psychological review, 

2003. 110(2): p. 265-284. 

64. Vo, P.H. and T.Q. Ngo, The Role of Agricultural Financing and Development on Sustainability: 

Evidence from ASEAN Countries. AgBioForum, 2020. 23(1): p. 22-31. 

65. Adak, D., N. Bairagi, and R. Hakl, Accounting for multi-delay effects in an HIV-1 infection model with 

saturated infection rate, recovery and proliferation of host cells. BIOMATH, 2020. 9(2): p. 2012297 

DOI: https://doi.org/10.11145/j.biomath.2020.12.297. 

66. Amirbek, A., et al., THE CENTRAL ASIAN COUNTRIES IN THE GLOBAL ECONOMY: THE 

CHALLENGES OF ECONOMIC INTEGRATION. Central Asia & the Caucasus (14046091), 2020. 21(1) 

DOI: https://doi.org/10.37178/ca-c.20.1.09. 

67. Abdeljaber, O., et al., The role of Trade Integration and Cross-Border Entrepreneurship in International 

Relations: A moderating role of IT Infrastructure. Croatian International Relations Review, 2021. 

27(87): p. 63-94. 

68. Arau, J.H., The economic-financial crises of contemporary capitalism. Cuadernos de Economía, 2020. 

43(123): p. 359-381 DOI: https://doi.org/10.32826/cude.v43i123.302. 

69. Heland-Kurzak, K., Bad Practice Affecting and Limiting the Education of Students: A Study of 

Pedagogical Myths in Pedagogy Students. Educational Sciences: Theory & Practice, 2020. 20(4): p. 36-

50. 

70. Balbay, S., Review of Innovations and Challenges in Language Learning Motivation. Eurasian Journal 

of Applied Linguistics, 2020. 6(3): p. 543-547. 

71. Acar, A. and M.N. Kayaoglu, MOODLE as a Potential Tool for Language Education under the Shadow 

of COVID-19. Eurasian Journal of Educational Research, 2020. 90: p. 67-82 DOI: 

https://doi.org/10.14689/ejer.2020.90.4. 

72. Bashirzadeh, M., Green synthesis of quinoxaline derivatives at room temperature in ethylene glycol with 

H2SO4/SiO2 catalyst. European Chemical Bulletin, 2020. 9(1): p. 33-37 DOI: 

https://doi.org/10.17628/ecb.2020.9.33-37. 

73. Deshmukh, N., S. Zangade, and A. Shinde, MICROWAVE-INDUCED, EFFICIENT, CONVENIENT 

AND RAPID SYNTHESIS OF BENZYLOXYCHALCONES AS POTENT GROWTH INHIBITOR. 

EUROPEAN CHEMICAL BULLETIN, 2020. 9(7): p. 179-183 DOI: 

https://doi.org/10.17628/ecb.2020.9.179-183. 

74. Nundkumar, A. and M. Subban, Risk Management: A Strategic Approach To Enhance Tvet College 

Management. International Journal of Business & Management Studies, 2020. 12(2). 

75. Ajah, B.O., I.A. Ajah, and C.O. Obasi, Application of virtual reality (VR) and augmented reality (AR) 

in the investigation and trial of Herdsmen terrorism in Nigeria. International Journal of Criminal Justice 

Sciences, 2020. 15(1): p. 1-20. 

76. Hu, H.-H., H. Parsa, and J. Self, The dynamics of green restaurant patronage. Cornell Hospitality 

Quarterly, 2010. 51(3): p. 344-362. 

77. Shrum, L., J.A. McCarty, and T.M. Lowrey, Buyer characteristics of the green consumer and their 

implications for advertising strategy. Journal of advertising, 1995. 24(2): p. 71-82. 

78. Arslan, T., V. YILMAZ, and H. Aksoy, Structural equation model for environmentally conscious 

purchasing behavior. International Journal of Environmental Research, 2012. 6(1): p. 323-334. 

https://doi.org/10.32601/ejal.776002
https://doi.org/10.11145/j.biomath.2020.12.297
https://doi.org/10.37178/ca-c.20.1.09
https://doi.org/10.32826/cude.v43i123.302
https://doi.org/10.14689/ejer.2020.90.4
https://doi.org/10.17628/ecb.2020.9.33-37
https://doi.org/10.17628/ecb.2020.9.179-183


 

 

  1346 
 

Volume 22 Issue 5 2021      CENTRAL ASIA AND THE CAUCASUS      English Edition 

 
79. Yadav, R. and G.S. Pathak, Determinants of consumers' green purchase behavior in a developing nation: 

Applying and extending the theory of planned behavior. Ecological economics, 2017. 134: p. 114-122. 

80. Devonish, D., et al., Explaining entrepreneurial intentions in the Caribbean. International journal of 

entrepreneurial behavior & research, 2010. 16(2): p. 149-171 DOI: 

https://doi.org/10.1108/13552551011027020. 

81. Al Mamun, A., et al., Intention and behavior towards green consumption among low-income households. 

Journal of environmental management, 2018. 227: p. 73-86. 

82. Tarkiainen, A. and S. Sundqvist, Subjective norms, attitudes and intentions of Finnish consumers in 

buying organic food. British food journal, 2005. 107(11): p. 808-822. 

83. Nguyen, T.N., A. Lobo, and S. Greenland, Pro-environmental purchase behaviour: The role of 

consumers' biospheric values. Journal of Retailing and Consumer Services, 2016. 33: p. 98-108. 

84. Kumar, B., A.K. Manrai, and L.A. Manrai, Purchasing behaviour for environmentally sustainable 

products: A conceptual framework and empirical study. Journal of Retailing and Consumer Services, 

2017. 34: p. 1-9. 

85. Akanle, O. and B.R. Shadare, Why has it been so difficult to Counteract Cyber Crime in Nigeria? 

Evidence from an Ethnographic Study. International Journal of Cyber Criminology, 2020. 14(1): p. 29-

43. 

86. Asha, A.A. and K.I. Makalela, Challenges in the implementation of integrated development plan and 

service delivery in Lepelle-Nkumphi municipality, Limpopo province. INTERNATIONAL JOURNAL 

OF ECONOMICS AND FINANCE, 2020. 12(1): p. 1-15 DOI: 

https://doi.org/10.34109/ijefs.202012101. 

87. Amarulla Octavian, J.W., I Nengah Putra, A. Kukuh Susilo, Okol S. Suharyo, Risk Analysis of Islamic 

State (IS) Network Development in Southeast Asia Based on 3D Matrix. International journal of 

operations and quantitative management, 2020. 26(3): p. 195-223 DOI: 

https://doi.org/10.46970/2021.26.3.3. 

88. Ajzen, I., The theory of planned behavior. Organizational behavior and human decision processes, 1991. 

50(2): p. 179-211. 

89. Nunnally, J.C. and I. Bernstein, The assessment of reliability. Psychometric theory, 1994. 3(1): p. 248-

292. 

90. Chang, C., Feeling ambivalent about going green. Journal of Advertising, 2011. 40(4): p. 19-32. 

91. Pavlou, P.A., Consumer acceptance of electronic commerce: Integrating trust and risk with the 

technology acceptance model. International journal of electronic commerce, 2003. 7(3): p. 101-134. 

92. Byrne, B.M., Structural equation modeling with LISREL, PRELIS, and SIMPLIS: Basic concepts, 

applications, and programming. 2013: Psychology Press, New York. 

93. Turner, L.W. and Y. Reisinger, Shopping satisfaction for domestic tourists. Journal of Retailing and 

consumer services, 2001. 8(1): p. 15-27. 

94. Schumacker, R.E. and R.G. Lomax, A beginner's guide to structural equation modeling (4th  ed). 2004: 

Roultedge Press, New York, USA. 

95. Hair, J.F., et al., Multivariate data analysis (Vol 6). Vol. 6. 2006: Upper Saddle River, NJ: Prentice Hall, 

New Jerscy, USA. 

96. Steenkamp, J.-B.E. and H. Baumgartner, Assessing measurement invariance in cross-national consumer 

research. Journal of consumer research, 1998. 25(1): p. 78-90. 

97. Homburg, C. and A. Giering, Personal characteristics as moderators of the relationship between 

customer satisfaction and loyalty—an empirical analysis. Psychology & Marketing, 2001. 18(1): p. 43-

66. 

 

https://doi.org/10.1108/13552551011027020
https://doi.org/10.34109/ijefs.202012101
https://doi.org/10.46970/2021.26.3.3

