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Abstract

The increasing significance of environmental issues makes companies emphasize on
the implementation of green marketing. The thesis focuses on two primary objectives.
First, it identifies how green marketing influences consumers’ buying decision. Second,
the research investigates the buying behavior of consumers in a certain market towards
eco-friendly products.

The theoretical framework used literature review method to explain the theoretical
concepts related to green marketing and green purchase behavior. Secondary data
was collected for this section through scientific articles, scholarly journals, e-books and
credible Internet sources. The empirical part utilized quantitative research method in
which primary data was acquired by an online questionnaire to test the relationship
between demographic and psychographic and green consumer behavior as well as the
influence degree of green marketing mix 4P’s on customers’ purchase decision. After
a total of 447 respondents had participated in the survey, the data was inserted and
addressed by SPSS and Excel.

The result of the study indicated which demographic and psychological characteristics
correlated with green buying behavior and which did not. Additionally, the research
outcome explored the effect grade of each factors of green marketing mix on the
audience’s buying determination. Besides, the participation of green marketing aspects
in the public’s life was found out specifically.

The key findings imply a firm relationship between green marketing and people’s buying
behavior. Further studies are recommended to emphasize on one target group, a
particular aspect of green marketing or its influence on a specific industry.
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1 Introduction
1.1 Background

In the current world, the process of industrialization and modernization is being
implemented strongly. Admittedly, a significant pressure is put on the environment.
Specifically, the waste from industrial and domestic activities such as poisonous chemicals,
plastics, gas emissions and wastewater has been becoming out of control in several
countries. As a result, they cause numerous negative impacts on the nature including ozone
layer destruction, greenhouse effect, climate change and global warming. In terms of the
human beings, health is one of the most serious problems when mentioning the
consequences of environmental pollution. Therefore, it makes the public concern more
about ecological issues in the daily life, especially when buying any products. Accordingly,
the necessity of eco-friendly merchandises, packaging and delivery is growing remarkably.
In other words, it could be said that instead of regarding environmental problems as a
challenge to deal with, many companies utilize them as a probable tendency for innovation

and development (lannuzzi 2011, 3).

Sustainable development is a common term that human beings usually use to envision
ecological practices. In such a circumstance, the concept of sustainability contains three

fundamental dimensions such as economy, society and environment.

Environment

Environment Society Society

Economy

Economy

Weak sustainability Strong sustainability

Figure 1. Model of sustainability (Amitrano 2009)



As shown in the left side of Figure 1, the traditional visualization of sustainability is the
equalized status of three elements. However, it is considered as inefficient in the recent
today’s world. Accordingly, a more beneficial model called “fried egg” was developed as
presented in the right side of Figure 1. Particularly, the sustainability of the community is
defined in which the economy is developed under the boundary of its society, and the

society grows with considerations about the environment. (Kane 2010, 5-6.)

On behalf of green businesses, along with the increased demand in sustainable supply
chain process, a substantial transformation is conducted in the perspective of marketing.
Subsequently, the procedure of green marketing not only represents the corporate social
responsibility (CSR) but also has an educational purpose for people to rise their attitudes in
environmental protection (Charter & Polonsky 1999, 11). The research could identify at
which level the consumers pay attention to this issue; thus, firms can launch proper green
marketing projects with the goal to educate and enhance the public’s perceptions towards

eco-centric lifestyle.

The primary purpose of green marketing is to ensure the sustainability of the business. Due
to the increasing attention of the market in ecosystem and its related issues, firms should
plan and conduct green campaigns to spread their messages and philosophy to the
audience. Correspondingly, corporates are the main objects that significantly consider the
influences of environmentally responsible marketing on consumers’ buying decision. By
doing research on this topic, they are supported enormously in studying the market in detail.
Hence, based on these analyses, worthwhile values are created for the clients through the
innovated sustainable supply chain management and marketing management (Danciu
2013).

On the other hand, green marketing not just orients towards a more long-lasting positive
business world but also assists enterprises receive acknowledgement and reliability from
customers who care about ecological concerns. As mentioned above, firms could present
their corporate social responsibility through the application of green marketing into the
strategic management and community campaigns. As a result, they might generate a set of
competitive advantage thanks to eco-friendly marketing which dedicates undoubtably to the

establishment of trust on customers’ minds.



1.2 Objectives

The thesis is going to be implemented in order to accomplish two fundamental objectives.
First, it identifies the relationship between green marketing and consumers’ buying decision.
Likewise, the study aims at discovering how eco-marketing affects the purchase
determination of the audience. To achieve this purpose, an in-depth investigation is
conducted through an online questionnaire as primary data collection. Additionally,
secondary data is gathered by previous literature review. After the survey, the result is going
to be interpreted to understand whether sustainable brand marketing has impact on
customers’ buying decisions and at which level it is. Second, the thesis is also going to
clarify the purchase behavior of consumers in the certain market that whether they are
willing to buy and consume eco-friendly commaodities. Simultaneously, with those who have
not been aware of green practices, it is also necessary to discover their willingness to
change the buying manner towards a greener lifestyle. Owing to the significance of
ecological concerns in the modern society, besides the effort of companies to protect the
living habitat, it is also crucial to study the viewpoint of clients. Subsequently, a suitable

green marketing approach could be designed so as to communicate with them.
1.3 Delimitations

Indeed, the thesis cannot cover all issues related to marketing, it is going to concentrate
only on green aspects of marketing and their influences on consumers’ purchase decisions.
The buying behaviors affected by other components such as logistics management and
shopping methods (in-store or online shopping) are not taken into consideration. In addition,
there are two delimitations consisting of theoretical and empirical ones. The former refers
to theoretical concepts that will be explained in Chapter 2 of the study. In this case, they are
green marketing, green marketing mix 4P’s and green buying behavior. Meanwhile, the
latter means the data collection method which will be declared in Section 1.5 Research
methodology and data collection. One more important point is that the survey is going to
collect primary data with the population targeting at Viethamese consumers who are living,

studying and working in two biggest cities of Vietham: Hanoi and Ho Chi Minh City.
1.4 Research question

Generally, the research question of this thesis is “What is the relationship between green

marketing and consumers’ buying behavior?”. To better answer the main research question,



two sub-questions are developed based on the model of green marketing mix 4P’s and the

characterization of buying behavior. These sub-questions comprise:

e Sub-question 1: At which level do the elements of green marketing mix 4P’s have
impact on consumers’ buying decision?
e Sub-question 2: Do demographic and psychographic characteristics affect

consumers’ green buying behavior?
1.5 Research methodology and data collection

Research methodology

With the research objectives in mind, this thesis is going to utilize literature review and
gquantitative research method. Following this, literature review is going to be used in
theoretical framework in order to explain the theoretical concepts that relate to the thesis
topic consisting of green marketing, green marketing mix 4P’s and green buying behavior.
In such a circumstance, several books, scientific articles such as working papers, scholarly
journals, previous publications and theses as well as reliable Internet sources are found.
Further, due to the diversity of sources, the surrounding issues of green marketing, green
consumers and green purchase behavior will be revised and analyzed comprehensively in

a multi-dimensional vision.

Moving onto the empirical study, quantitative research method is chosen to gather the
empirical data. Based on the main research question and two sub-questions, the research
result is going to be displayed under statistical form, graphs and tables. The reason is that
the author want to first, explore at which level the components of green marketing mix 4P’s
affect the citizens’ buying decision; second, examine the correlation between demographic
and psychological factors and green buyer behavior. Moreover, owing to the thesis topic on
The Impact of Green Marketing on Customers’ Buying Decision, it is essential to investigate
the pragmatic opinions of the public in a holistic and broad scale; hence, self-administered
survey method is applied. Afterwards, as mentioned above, the population of this survey is
Vietnamese consumers who are living, studying and working in Hanoi and Ho Chi Minh City;
however, due to the geographical distance, self-administered survey under the type of

online questionnaire will be utilized to acquire data from the respondents.

There are numerous reasons why the author chose online survey as the way of primary

data collection. First of all, it is effortless to conduct and inexpensive. Specially, a list of



close-ended questions will be designed for the questionnaire and it applies for all
respondents. Moreover, the platform of survey is available on the Internet; hence, the author
does not need to pay for the investigation process. Second, it could save time since the
respondents can answer the questionnaire whenever they are free. Besides, the responses
might be as objective as possible because they do not suffer any pressure from the

interviewer.
Data collection

Overall, data is categorized into two fundamental types including primary data and
secondary data. In particular, primary data means data that is acquired or produced directly
by researchers of the research whilst secondary data refers to data or information that is
generated by the others for another objectives (Clark 2005, according to Bradford & Cullen
2012, 141). Moreover, it is stated that secondary data could be gathered from documentary
research and secondary data illustration. In detail, documentary research is originally
produced without the goal of researching such as organizational annual reports, conference
notes or policies whereas secondary data illustration represents the re-explanation of data
from other studies. (Bradford & Cullen 2012, 141.)

This thesis is going to use both types of data for analysis. Subsequently, primary data will
be collected through an online survey aiming at Vietnamese customers in order to clarify
the relationship between green marketing and their purchase behavior. Meanwhile,
secondary data will be acquired for the use of theoretical framework illustration. The
materials of secondary data include eBooks, books, scientific articles and Internet sources.

In term of Internet information, the sources must come from trustworthy origins.
1.6 Thesis structure

In general, the thesis structure is divided as following:

e Introduction

e Theoretical framework

e Empirical research and data analysis
e Discussion

e Summary.

In the first place, Chapter 1 Introduction briefly describes the background, main objectives,

delimitations, research question, research methodology as well as the thesis structure. This



chapter provides a comprehensive vision about the importance of the thesis topic and

essential techniques to implement the research.

Afterwards, in Chapter 2, through the method literature review, several theoretical concepts
related to green marketing and green buying behavior are explained in detail. Further, the
models clarified in this chapter are vital preliminaries to develop the questionnaire in the

empirical study.

Additionally, Chapter 3 Empirical research and data analysis concentrates on handling with
empirical data gathered from an online survey. Particularly, it presents the overall design of

the questionnaire, data collection process and data analysis.

Subsequently, Chapter 4 discusses primary findings from the empirical research by
answering the research question and two sub-questions. Moreover, the reliability, validity,

limitation and suggestions for future research are also illustrated.

The thesis ends with Chapter 5 in which the main ideas of all the above chapters are

summarized.
2 Theoretical framework
2.1 Green marketing

Previously, there are numerous literatures studying the concept of green marketing.
Originally, during the progress of practices, traditional marketing does not regard ecological
issues as consideration range (Charter & Polonsky 1999, 18). Subsequently, in comparison
with this concept, green marketing refers to marketing strategies involving the consideration
of environmentally friendly practices (Khandelwal & Yadav 2014). Otherwise, Dacko (2008,
242) defined green marketing, which is also known as eco-marketing, eco-centric marketing,
environmental marketing, environmentally responsible marketing and responsible
marketing, as activities that give priority to the influence on the ecosystem. In another study,
green marketing is a more extensive marketing model thanks to which the environmental
perceptions and manners of consumers are improved and maintained (Jain & Kaur 2004,
according to Chang & Chen 2014). In addition, the primary characteristic of sustainable
brand marketing is to guarantee the sustainable standard of the ecology through a number
of techniques. Further, green marketing is not just narrowed in terms of consumers but also
related to the organizational performance (Khandelwal & Yadav 2014). The application of

green marketing into business operations therefore makes marketers realize the values that



it generates for the business. To be more specific, eco-marketing could devote to the
creation of a set of competitive advantage that helps the brands position better in the market.

Besides, the benefits about reputation and finance are undoubtable. (Dacko 2008, 242.)

In the modern world, with the emergence of green marketing, various reasons have been
provided in order to justify why corporations use it. The first point is that recently, more
organizations have perceived their social responsibilities. In other words, firms take into
account both monetary objectives and environmental goals. For instance, Coca Cola
exhibited its corporate social responsibility by joining a variety of recycling projects and
changing the way of packaging. The second cause is that along with the rise in business
institutions’ awareness, the public’s attitude towards ecosystem has also grown
considerably. As a result, their desire towards companies with green practices increases.
Third, the transformation to green marketing of firms may be caused by the influence from
the government. To demonstrate, currently, many governments enforce laws and
regulations to restrict the manufacture of environmentally harmful products and encourage
the greener production. Moreover, in some nations, green guidelines are released to assist
enterprises. The fourth point is related to the stress from the competition. Actually, diverse
business agencies have built their brand images based on green marketing drives such as
The Body Shop. As a conseguence, it could create a competitive advantage and help them
stand out in the marketplace. Last but not least, more firms choose to move to green
marketing because of the decrease in expenses. To be more specific, companies make use
of green marketing as an efficient tool to decline the amount of waste into the nature, which
therefore could save much money for the businesses. Otherwise, it is beneficial that
manufacturers create a synergetic system in which a company could take advantage of the

waste from another to become raw materials of its production. (Ghoshal 2011; Saini 2013.)

According to Schaltegger et al. (2003, 208-209), the central goal of green marketing is to
change the habit of consumers. Particularly, eco-centric marketing could play an
educational role, then reform customers’ consumption conditioning. Thus, they might take
more responsible for the ecology in decision-making process. Additionally, green marketing
targets to bring crucial information about product quality, usage, maintenance and removal
to the customers. Therefore, they will have a more appropriate vision with their purchase
decisions. Moreover, a successful green marketing project is when corporates could build
sustainable and closed relationship with customers. Further, by launching this kind of

environmentally safe campaign, the shortcomings of eco-unfriendly practices are leveraged,



thus, consumers could better recognize these concerns and adapt to change their buying

behaviors.

In order to conduct a prosperous green marketing strategy into the market, there are three
fundamental components that should be determined. First, marketers are accountable for
telling a greener product story. Second, they must research and clarify the needs of the
target audience so as to meet their expectations. Last, an appropriate communication
strategy should be built to introduce the greener item’s features with the public. In addition
to these key steps of an effective green marketing, Boston College Center for Corporate

Citizenship suggested five key instructions for eco-marketing:

e Accuracy: It must provide detailed and statistical information.

e Assaociation: It shows an observable and direct connection between green products
and services and the ecology.

¢ Resource: It brings beneficial knowledge to consumers at the right time and in the
right place.

o Coherence: All images and language used for marketing must be united.

e Authenticity: Eco-centric marketing has to be honest with the current attributes of
the products, strive to make them greener, not just green. (Hollender et al. 2010,
according to lannuzzi 2011, 151-152.)

On the other hand, lannuzzi (2011) also claimed three radical aspects of green marketing

which are greenwashing, cause marketing and eco-labels.
2.1.1 Greenwashing

To begin with, greenwashing means the procedure of a company misguiding the market
about the more environmentally friendly attributes of its product while it is not true in reality
(Kenton 2020). Correspondingly, Kent et al. (2007) provided another definition that
greenwash is to persuade people that a company is ecological-oriented by joining various
green projects of the community as a way of obscuring its environmentally harmful practices.
Actually, a large number of organizations is untruthful with their green marketing
demonstration. For instance, they could make misunderstandings on goods packaging or
wrong advertising about the CSR. All these actions are conducted with a purpose of gaining
green prestige from the public. Nevertheless, firms might not realize that these activities
result in numerous negative consequences, along with making consumers confused which

businesses are truly accountable for the nature and which are not. (Paetzold 2010, 44.)



Described by Paetzold (2010, 50), greenwashing could cause several prejudicial impacts
on the environment, consumers and corporations as well. First, it might misinform the
buyers about the environmentally friendly attributes of the products. For this reason, people
will think that purchasing those items is a beneficial contribution to the ecological protection.
However, in reality, those who buy and consume these items are unconsciously making
damage to the environment. Second, greenwashing leads to a disrespect with customers
who literally want to devote to the sustainability. Moreover, it could be said that the clients’
trust is imposed for an unfavorable purpose. Third, the repercussions on businesses
themselves are also remarkable. As an evidence, the eco-friendly engagement of firms is
overstated due to their desires of promoting themselves more broadly. Thence, the brands’
images and names are injured, which may result in a decline in sales with for-profit

organizations. (Tsui 2020.)

With the concerns about the adverse impacts of greenwashing, in 2007, TerraChoice, which
is currently obtained by UL, developed a concept about Seven Sins of Greenwashing. This
may be a beneficial illustration for consumers to make a more comprehensive and precise
assessment about the sustainability of commaodities in the market. Accordingly, the Seven
Sins consist of:

¢ Sin of the hidden trade-off: This declaration supports that an item is regarded as
green relied on a limited feature set without the strict consideration about ecological
issues. For instance, the manufacturing process of paper is not seen as totally eco-
friendly since it is made from gathered forest. Moreover, the production and delivery
journey cause air pollution as well.

e Sin of no proof: This sin is found when a firm declares an eco-friendly message to
the market; however, it is not justified by any available supplementary information
or a reliable verification. An example is that several tissue products and toilet paper
products which are claimed as high recyclable proportion are usually provided with
no confirmation.

e Sin of vagueness: This sin is shown when a product is claimed environmentally
friendly; nevertheless, such claim is so general and ambiguous that could lead to
the misinterpretations of consumers. To be more specific, an item is announced as
all-natural, but there are many all-natural substances that cause harm to the human

health such as mercury and uranium. For another example, products could be



10

labelled as chemical-free, but actually, there are no chemical-free products, even
water is also a chemical (Paetzold 2010, 47).

e Sin of worshiping false labels: A product that is endorsed and labelled by a third
party, even by words or images, which is not truly existed in reality.

e Sin of irrelevance: This sin refers to a green claim that is unnecessary or unbeneficial
for the citizens because that claim is already illegal following the regulations of the
government. In particular, an irrelevant environmental declaration could be an item
without ozone-layer harmful ingredients (Paetzold 2010, 47).

e Sin of lesser of two evils: The sin defines that although a certain product is called
green, in practice, it is still harmful to the environment. In addition, this green claim
could lead to a diversion in people’s attention on the actual disadvantageous effects
of the commodity on the ecology. Specifically, organic cigarettes and eco-friendly
pesticides could be evidences for this sin (Paetzold 2010, 47).

e Sin of fibbing: This kind of sin is plainly a dishonest ecological assertion of goods.
An illustration for this sin is that a merchandise is defined as ENERGY STAR
registration, even though there is no certification supporting it. (UL 2020.)

Under this circumstance, the US’s Federal Trade Commission (FTC) released Green
Guides, which were first published in 1992, to assure that businesses will not bring
ambiguous and inaccurate product features in the environmental context. In other words,
these instructions are published to avoid greenwashing. Additionally, the guidance also has
a wide range of noteworthy advantages. First, it recommends marketers to avoid deceptive
and uncertain declarations about the decomposition of solid waste goods unless they have
enough evidence explaining that they can entirely disintegrate after a year of removal. The
second benefit is that it forewarns firms not to make ineligible claims about the items
because they should not be deteriorated within a year, applying for those which are in the
way to be recycled or destroyed. Finally, the instruction provides distinct directions for

environmental-related practices. (FTC 2012.)

In fact, the Guides were reexamined in 1996 and 1998 respectively. Further, in the autumn
of 2010, FTC suggested more modifications in order to be acceptable with the recent

transformations of the market. Specifically, Green Guides cover:

e general principles that apply to all environmental marketing claims;
e how consumers are likely to interpret particular claims, and how marketers can

substantiate these claims; and
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e how marketers can qualify their claims to avoid deceiving consumers. (FTC 2012.)
2.1.2 Cause marketing

Cause marketing, or so-called cause related marketing or social cause marketing, referring
to Dacko (2008, 80), is a marketing model in which an enterprise collaborates with a non-
profit organization for a particular purpose. The partnership could be in form of charity of
time or assets. Actually, the first definition of cause-related marketing is defined as the
process of formulating and implementing marketing activities that are characterized by an
offer from the firm to contribute a specified amount to a designated cause when customers
engage in revenue-providing exchanges that satisfy organizational and individual objectives
(Varadarajan & Menon 1988, 60, according to Sunitha & Edward 2015). The origin of this
definition is when American Express called for funding for the purpose of the Statue of
Liberty’s renovation in 1983 (Adkins 1999, Vanhamme et al. 2012, according to Sunitha &
Edward 2015).

Otherwise, cause marketing represents the accountability of brands towards the sustainable
development of the community. Certainly, the co-operations between the two entities are
mutually beneficial relationship. Specially, the businesses assist the charity agencies by
investing a proportion of their sales. Meanwhile, they are also benefited due to the increase
in reputation and sustainable vision. (Kahn 2013, 102.) In terms of for-profit organizations,
another scientific literature demonstrated that cause marketing could be seen as the most
productive and economical marketing approach for companies since it contributes
significantly to the enhancement of financial concerns (Smith & Alcron 1991, 20, according
to Polonsky & Wood 1999). Similarly, in the perspective of non-profit organizations, cause
marketing also benefits them remarkably. To be more specific, through this kind of
marketing, the target audience can be reached more effortlessly without the tiredness of the
benefactors. (Murphy 1997, according to Polonsky & Wood 1999.) Further, the involved
agencies are able to acquire more respective encouragement from people who just need to
make inconsiderable changes in their buying behavior for the dedication (Polonsky & Speed
1998, according to Polonsky & Wood 1999).

Based on a research of Edelman public relations company in 2010, 72 percent of American
believed that they appreciate to partner with a firm that provides proper prices and
strengthens a suitable cause instead of a company that offers strong promotional programs

but does not advance appropriate causes. In another aspect, three fourths of American
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consumers stated that marketing campaigns which devote to the sustainability of the

environment play an extraordinary role in the economic growth. (lannuzzi 2011, 176.)

An example of a meaningful cause marketing campaign is from Monterey Bay Aguarium in
California, USA. In particular, in 2020, due to the COVID-19 pandemic, the organization had
to close for months without the income from ticket sales; however, marine animals still
needed frequent care. As a result, it led to a difficulty in business operation of the aquarium.
In order to resolve this problem and raise the public’s attitude towards aquatic protection,
the institution launched a cause marketing project in which it posted numerous videos about
oceanic life and animal cares to YouTube. There are two famous series from Monterey Bay
Aquarium including Fast Ocean Facts and Act for the Ocean which are extremely beneficial
to teach the audience about the effects of climate change on the sea life and potential ways
to reduce them. Overall, the aquarium not only expands its popularity on the social media

but also earns more thanks to virtual business on YouTube. (Carmicheal 2020.)

Another case is from The Body Shop with its cause marketing campaign related to
protecting the animals. Typically, its brand core is to sell products against animal testing;
hence, the brand cooperated with social media influencers to widespread the project by
generating a hashtag #ForeverAgainstAnimalTesting. The result was that 8 million
signatures were collected to propose the United Nations about the prohibition of animal
testing. (Dopson 2019.)

Likewise, Allbirds, a footwear brand, launched a purposeful cause marketing program in
2019. To illustrate, the company manufactured five shoes with the designs inspired from
endangered North American bird species. Further, the shoes were produced in Limited
Edition version with the goal to save imperiled birds and their living habitat. Allbirds made
the cause marketing more efficient by conspiring with The New York Times to write a
bilateral article that emphasized on the significance of these bird species, the serious issues

around them and the possible solutions to protect them. (Don’t Panic 2019.)

For the purpose of taking place a successful cause marketing campaign, Kurt Aschermann,
the President of Charity Partners Foundation, brought out ten precepts for non-profit
organizations to find their appropriate counterparts. Particularly, these commandments

emphasize on relationship rather than cause marketing. They are listed as following:
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e First precept: Have in-depth knowledge about the products and worth. It is essential
that they understand their competitive advantages and perform to the prospective
partners.

e Second precept: Understand the fundamental business operation process. The aim
of this percept is that they must show the business partners the distinguished
characteristics from other institutions in the similar field.

e Third precept: Have a separate management person/team to handle with each
partner's account. For instance, this staff acts as a representative of the partner
company who is responsible for maintaining the connection and communication with
them.

e Fourth precept: In the first meeting, leave out the written documents. Instead, it is
more appreciated to outline a plan directly with the counterpart in the conference.

o Fifth precept: Listen to the corporate partner.

e Seventh precept: Cause-related marketing contains the exertion of the whole
organization.

e Eighth precept: Cause-related marketing enhances relationships.

o Nineth precept: Cause-related marketing is about honesty. If the nonprofits are
unable to deliver a certain promise to the corporate partner, they will be encouraged
to tell them the truth.

e Tenth precept: Cause-related marketing relates to the embedding in a business

strategy.
2.1.3 Eco-labels

Together with the acceleration in green marketing, eco-label is used widely as a marketing
engine to promote the consumption of green products in the market (lannuzzi 2011, 179;
Atanasoaie 2013). As said by Bruce and Laroiya (2007), if consumers realize and
understand the meanings and worth of such eco-labels, the market for green products will
be stimulated considerably, regardless of premium prices. According to Ecolabel Index
(2020), the biggest global catalogue of eco-labels, recently, there are 456 eco-labels existed
in 199 nations and 25 industry sectors. Actually, a certain number of eco-labels are highly
recognized and creditable whereas some result in distraction and greenwashing (Delmas
et al. 2013). Specifically, in spite of being guaranteed by third parties, the assessment
process of eco-labels is suspected. For instance, people can hesitate whether the

verification procedure is relied on an official and united standard (Golden et al. 2010) or
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under the administration of the government. To assist the citizens in eco-label recognition,
a large number of service websites has been created containing ecolabelindex.com by Big
Room Inc., the International Trade Center with standardsmap.org and greenerchoices.org
by ConsumerReports. (Castka & Corbett 2016.) Generally, it could be summarized that the
choices of eco-labels take risk and need a carefully consideration from business executives
(Delmas et al. 2013).

Indeed, there are numerous types of eco-labels existing in the marketplace, especially the
International Organization for Standardization (ISO) has categorized into three primary
types of eco-labelling. As an illustration, ISO Type | refers to those labels which occur in
products acknowledged by an unprejudiced third party that they meet the ecological
standards. Moreover, this type of eco-labels is normally based on alternative benchmarks
and areas. These eco-labels concentrate on eco-centric priority of a commodity within its
category based on the life cycle evaluations. Some examples of Type | are Nordic Swan,
Japanese Eco-Mark and Canadian Environmental Choice. In addition, 1ISO Type I-like is
defined in the similar way as Type I; nonetheless, they seem to centralize on a detailed
function and be utilized in a particular field. Additionally, ISO Type Il labels are self-certified
eco-labels. Conventionally, they are generated internally by an entity. For instance, both
recyclable content and biodegradable belong to Type Il. Last but not least, ISO Type Il
focuses on supplying quantitative message of goods to the audience. To put it differently, it
sometimes might be regarded as the nutritional table of the merchandises. There are
several examples of Type Ill eco-labels such as Eco-leaf and Korean Environmental

Declaration of Products. (UN environment programme; OECD 2016.)

Apart from that, there is a wide range of eco-labels certified by the governments including
EU Ecolabel, EU Organic Label, Blue Angel of Germany, China Environmental United
Certification Centre, Korea Eco-label, Energy Star and Good Environmental Choice
Australia (GECA) (European Commission). Besides, there are also eco-labels which are
issued by companies such as Eco Options of Home Depot, EcoEasy of Staples as well as
Future Friendly of P&G. Moreover, some independent entities issue their own eco-labels

comprising UL, Green Seal and GreenGuard. (lannuzzi 2011, 179.)

In 2009, the Natural Marketing Institute implemented a survey with US consumers to point
out what are the most recognizable eco-labels to them. As a result, the order of the response

are presented as following, together with the proportion of recognition:

e The recycling logo: 93 percent
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e Energy Star: 93 percent

e USDA Organic: 75 percent

o Fair Trade Certified: 44 percent

¢ Rainforest Alliance Certified: 35 percent

e Carbon Trust: 24 percent

e LEED (Leadership in Energy and Environmental Design) Certified: 24 percent
e Green-e: 19 percent

e Marine Stewardship Council: 18 percent

e Sustainable Forestry Initiative: 16 percent. (lannuzzi 2011, 179.)

It is observable in the list that only the first three eco-labels withessed a consumer
identification exceeding 50 percent (Ottman 2011, according to lannuzzi 2011, 179). That
makes the businesses concern more about how to optimize the advantages of eco-labels

in order to provoke the consumption of greener products and avoid greenwashing.

In such a circumstance, Delmas et al. (2013) provided a framework for eco-label
assessment following the growth in consumer purchase process such as consumer
perception and understanding, consumer confidence and payment readiness. During the
first stage, marketers need to consider and determine transparent and understandable eco-
labels. Afterwards, it is necessary to select eco-labels which can communicate well with the
consumers. To rephrase, the clients might comprehend the environmentally friendly
characteristics of goods through the use of those labels. One more vital point is that
corporations should prioritize multi-criteria and multi-sectoral labels. The reason for that is
those eco-labels have better identifiable function than those just utilized in one detailed
product category. The last element regards choosing labels that are endorsed by the

government and sizable organizations.

Moving onto the second dimension of consumer confidence, Delmas et al. (2013)
illuminated that businesses need to consider eco-label entities having several partners. The
attendance of various counterparts assists enormously to equalize the multi-source visions
related to ecological concerns. Second, the authors demonstrated that it is important to also
examine the reliability of those partners because a believable organization can ensure the
trustworthiness of their eco-labels. The next crucial aspect is to prevent the dispute
associated with interest during the progress of verification. The fourth point is about the
selection of an obvious eco-label agency. Specifically, marketers need to assure that their

eco-label partners are willing to publish relevant information about the endorsement
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procedure in order not to make consumers suspect the credibility of the labels. Fifth, the
companies should internally implement the examination of their commodities’ eco-friendly
attributes. To be more specific, although a company collaborates with an environmental-
oriented supplier, it is still essential to conduct its own material assessment to ensure that
both parties have the consistent result, or else, even a small fault could lose purchaser
belief. Last, enterprises are accountable for making secure the supply chain continuity with

the goal to stably meet the demands of customers.

Regarding the last dimension, first, marketers should focus on quality improvement. To
exemplify, they need to choose eco-labels that accentuate the value of goods, so that the
audience can easily see and be willing to pay a premium price for them. Additionally, it
should be noted that the elect eco-labels affirm advantages to the human health. Finally,
organizations should optimize the utilization of eco-labels in the market; therefore, the public
can effortlessly recognize their green actions by buying and consuming those eco-labelled

products and services. (Delmas et al. 2013.)
2.2 Green marketing mix 4P’s

Similar to the traditional marketing mix, green marketing mix 4P’s also include four factors,
but it has “green” before each one that are green product, green price, green place and
green promotion. If the original marketing mix primarily concentrates mainly on improving
the profitability of the companies, green marketing mix will emphasize on how to maintain
the sustainability of both the society and the business. (Hayat et al. 2019.) To put it
differently, the proposition, implementation and supervision of manufacturing, pricing,
promoting and distributing goods concurrently handle with meeting the consumer
expectations, accomplishing the business objectives and associating these procedures with
the ecology. Thence, a more comprehensive marketing interpretation is built. (Dangelico &

Vocalelli 2017, according to Moravcikova et al. 2017.)
2.2.1 Green product

The evolvement of green product is an important preliminary of a green business orientation.
In particular, the production is called green when its progress is eco-friendly and less
disadvantageous to the environment (Hayat et al. 2019). It means that manufacturers focus
on ecological characteristics of their products when they are produced, consumed and

discarded (Sarkar et al. 2015, 21k). Apart from this, green products are developed with the
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association of schemes about recycling and decreased packaging or less harmful
packaging materials for the purpose of environmental protection (Donikini 2013). Compared
to the core and augmented dimensions of conventional products, environmentally
conscious customers concentrate on the externalities of the manufacturing progress of
green commodities. It means that eco-centric clients might refuse an item if they recognize
any eco-harmful characteristics resulted from the manufacture or removal or disagree with
the practices of any stakeholders involved in the production. (Charter & Polonsky 1999, 61.)
Specifically, Hayat et al. (2019) clarified four popular types of green goods including those
are manufactured from recycled materials, those can be recyclable, those cause minimal

negative impacts on the ecology as well as those have eco-friendly packaging.

Basically, there are several ways to develop green products, either by innovating the
previous normal merchandises or by designing a wholly new one. Particularly, the former
means that marketers innovate the ordinary merchandises into greener items through the
process of re-design and incorporation of green characteristics. This progress could be
implemented by replacing some normal components with the environmentally friendly
ingredients. (Sarkar et al. 2015, 211.) In detail, Recover Brands manufactures apparel totally
made from recycled fabric; moreover, the brand also applies a sustainable production
process including the removal of dyes and the reduction of water, chemicals and energy.
For another case, the brand Onya releases coffee cups which are made of entire food
protected silicone as well as stainless steel bottles with BPA-free. (Onya.) Besides, there
are also diverse green innovated commodities like those with CFCs disposal (Mishra &
Sharma 2010, according to Sarkar et al. 2015, 21l) or biodegradable or recyclable
packaging materials. In the meantime, the latter represents those goods which are initiated
based on a thorough new ecological model and method. When creating an original eco-
friendly product, the following factors should be taken into consideration consisting of the
framework of the design, the used resources, together with how it is used in practice.
(Sarkar et al. 2015, 211-21m.) To enumerate, there is a software in which users are able to
calculate the carbon footprint (Polonsky & Taghian 2010, according to Sarkar et al. 2015,
21m). Briefly, no matter which methods are utilized, green goods are expected to be
manufactured by facilitating the use of renewable resources with the goal to bring
advantages to the nature whilst their functional values still should be completely brought to
the users (Sarkar et al. 2015, 21l).

Typically, whether an item is seen as green is also reflected through the choice of packaging.

Actually, some studies stated that packaging is a crucial element of the core product (Kotler
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& Bliemel 1999, 711ff, according to Schaltegger et al. 2003, 236). To be more specific,
packaging not only informs customers about the product features but also has barcodes for
machine read-only in order to be more convenient in the investigation progress. As a result,
when it comes to the management of sustainable packaging, it could be a challenge for
marketers to maintain the function of packaging whereas take responsible for environmental
problems. (Schaltegger et al. 2003, 235-236.)

On the other hand, Pujari et al. (2003) pointed out four enormous differences between
conventional and green product evolvement containing a larger concentration on
environmental issues, life cycle assessment, post-consumption practices and the supply
chain management (Chen & Chang 2013). The businesses’ mission in the green product
administration process is to ensure the trendy designs according to the market demands
and the audience’s expectations towards greener features such as resource saving, organic
and toxic chemicals-free as well. To show an example, Nike is recognized as the first shoes
brand responding the green project. In particular, the company produced the Air Jordan
product line with the decline in the use of detrimental glue. The generation of Air Jordan
shoes has proved that the firm has been striving to diminish manufacturing waste and utilize

sustainable materials. (Singh et al. 2016.)
2.2.2 Green price

In comparison with the other factors in green marketing mix, green price is considered as
the most indispensable and decisive element because even a slight change in price can
influence the purchase decision of customers (Singh et al. 2016). Subsequently, green price
refers to the pricing strategies of enterprises that take into account ecological manufacturing
and marketing costs, product values as well as the profitability of the companies (Martin &
Schouten 2012, according to Leonidou et al. 2013). Typically, Singh et al. (2016) claimed
that sometimes the price for green products might be higher than the figure for ordinary
ones. As a result, the premium price of these goods is the fundamental component which
makes the clients do not determine to purchase them (Bukkhari 2011, according to
Govender & Govender 2016). Nevertheless, if consumers perceive the significance and
worth of ecological products, they will be willing to pay more for them (Singh et al. 2016).
To illustrate, according to a study of Anvar and Venter (2014), those people, especially the
young generation, who desire eco-friendly commodities and have larger spending ability,

are more active to buy (Govender & Govender 2016).
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Referring to Sarkar et al. (2015, 21n), it is essential to consider the external expenses, such
as the amount of carbon released to the nature during the manufacturing procedure. In
other words, currently, the price of products might also involve the cost of pollution. In the
long-term strategy of corporations, they could enhance modern technologies to decline the
pollution and hence diminish the related expenses. Simultaneously, the development of new
technologies also strengthen the product traits as well as prolong the product life cycle. In
addition to the enterprises’ attempt in harmful emission reduction, the necessity of reducing
purchasers’ demand for environmentally unfriendly goods through the pricing schemes is
remarkable. In reality, there are many firms offering a pricing strategy in which consumers
can voluntarily contribute to the carbon emission decrement by paying supplementary fees
when purchasing a product. Afterwards, these costs will be used in carbon emission
decrease campaigns of organizations. (MacKerron et al. 2009, according to Sarkar et al.
2015, 21n.)

When marketers set price for green products, there are numerous ways enclosing premium,
skimming, penetration, economy and psychology. Indeed, each pricing strategy may give
advantages to the companies, either low or high pricing plans. Therefore, the choice of
marketers is relied on the demands of their target markets. (Andrew 2008, according to Wei
et al. 2014.) If the product is a new one, companies have two classic methods to set price
including skimming pricing (premium price, high profits and low sales) and penetration
pricing (low price, low profits and high sales). The choice for pricing strategy of firms
depends on the eco-friendly product features and technical issues in the production. To
exemplify, if the characteristics of the new environmental goods are unigue and competitive
in comparison with the competitors as well as the potential of market needs is enormous, it
will be appreciated for skimming pricing strategy. Thence, business entities could have high
profitability and the green product establishment is excessively valuable. Otherwise, if the
green products are innovated from the previous normal ones, there will be additional
attributes. However, it is quite difficult to set the price since the clients will compare the
features and benefits of these two kinds of items. Indeed, numerous consumers believe that
the functions of green merchandises sometimes do not dominate the figures for
conventional ones but their prices are higher. The accountability of corporations is to settle
competing prices, along with launching proper communication strategies for the

commodities’ ecological advantages. (Sarkar et al. 2015, 21n-210.)
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2.2.3 Green place

According to Govender and Govender (2016), green place plays a crucial role in green
marketing mix strategy. The reason is that the suitable distribution of items helps companies
spread their messages to the consumers and encourage them to purchase. For instance,
Kontic (2010) expressed that the approachability of green items in the marketplace
substantially stimulates consumers to purchase them because they prefer those products
which can be found easily and conveniently. In another paper, Gittell et al. (2015) pointed
out that supermarkets are among the best choices to distribute eco-friendly commaodities.
(Govender & Govender 2016.)

Generally, green distribution involves the management of the business demand chain
through a set of actions connected with its ecological performance supervision and
advancement (Godfrey 1998, Martin & Schouten 2012, according to Leonidou et al. 2013).
Specifically, green place includes the decision of delivery channels, the management of
product flow from the suppliers to the end customers and the places to locate goods.
Moreover, firms are accountable for large distribution of green products, the continuous
availability of them in the market, along with remaining environmentally friendly purpose.
(Hayat et al. 2019.) In addition, it is possible that companies could collaborate with the
stakeholders to build an eco-commission in which they can enhance their logistics efficiency.
As an illustration, there is a wide range of international leading corporations such as Nestle
and L’Oreal cooperating with Tesco, one of the global largest retailers, to constitute the
Supply Chain Leadership Coalition. The aim of this alliance is to ensure an environmentally
sustainable distribution process. (Spencer 2007, according to Leonidou et al. 2013.) Overall,
the distribution of firms demonstrates how they optimize ecological concerns by processing

a green journey (Sarkar et al. 2015, 215s).

In order to insure an environmentally friendly physical distribution and logistics, one of the
most crucial duties of businesses is to save the resources involved in logistics progress
(Schaltegger et al. 2003, 240). In particular, ecological issues regarding warehouse and
delivery need to be considered and assessed carefully. For instance, these concerns could
be gas emission and product waste which lead to the pollution and several harmful effects
on the human well-being. (Sarkar et al. 2015, 21r.) Certainly, an inappropriate distribution
might cause a substantial damage to the environment; thus, enterprises should take into
consideration the suitable selection of the products’ transportation (Arseculeratne &

Yazdanifard 2014, according to Eneizan et al. 2019). As a result, there are various solutions
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for firms to manage an effective logistics comprising the choice of packaging for delivery,
methods used for carrying goods turnback and the application of scattered locations to
decrease the long-distance shipment (Schaltegger et al. 2003, 240).

Another vital element of logistics is the emergence of reverse logistics in the recent years.
In particular, it is the progress when unused or post-consumed merchandises and waste
are turned back from the consumers to the manufacturers (Pokharel & Mutha 2009,
according to Sarkar et al. 2015, 21r). The principal objective of reverse logistics is to
lengthen the product life cycle, either by recycling or re-production; hence, it also presents
the environmental accountabilities of the enterprises. As a result, reverse logistics may be
a beneficial solution for producers to reduce the amount of waste into the landfills as well

as have a more economical way for production. (Sarkar et al. 2015; 21s.)

As mentioned above, it is obvious that supplier is also an important factor in green place.
Especially, suppliers are those who provide raw materials, services and finished products
for the business entities as well as the end customers. Thus, the responsibility of a green
supplier is to manage actions towards a greener procedure, reduce the use of non-
renewable energy, optimize the utilized resources and the operation. Further, there is an
opinion that besides concentrating on the environmental impacts, green suppliers also
should scrutinize economic and social effects as well because if suppliers do not focus on
social and economic aspect, they will not be seen as green (Miles & Munila 2004, according
to Sarkar et al. 2015). To illustrate, the former refers to the deliberation of environmental
expenses and the equal adjustment of these costs comparing to the others. In the same
token, the latter is applied to the proper policies in labor rights, well-being and security.
(Sarkar et al. 2015, 21q9.)

2.2.4 Green promotion

Green promotion, referring to Belz and Peattie (2009) and Dahlstrom (2011), is the effort of
companies to communicate their business items, engagement and accomplishment with
the public (Leonidou et al. 2013). The fundamental goal of green promotion is to educate
and inspire the citizens about the advantages and functions of green items. As a result, an
opportune green promotion plan may contribute extraordinarily to the success of the
business (Hayat et al. 2018, according to Hayat et al. 2019). Importantly, green promotion
is not only advertising like many people will think about when mentioning green marketing

but also an incorporated communication tool towards the community. Especially, green
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promotion covers various ways, for example through advertising, sales promotion, social
media, personal selling and public relations (PR). (Sarkar et al. 2015, 21s.) Under these
circumstances, Schaltegger et al. (2003, 244) supposed that marketing and communication
have the similar meaning. As a consequence, marketing promotion just shows one section

of the whole marketing communication system.

To make it more specific, each factor in green promotion is going to be explained.
Apparently, green advertising is described as promotional messages that may appeal to the
needs and desires of environmentally concerned consumers (Zinkhan & Calson 1995,
according to Ankit & Mayur 2013). Moreover, thanks to green advertising, the relationship
between a commodity and the ecosystem could be resolved and clarified. Besides, green
advertising publicizes the goods, services and business notices which represent the
capability of companies to assist and preserve the living habitat. On one hand, green
advertising could play an educational role in the market that guides the audience towards
an eco-friendlier buying behavior. On the other hand, it also plays a money-making role that
supports the sales, profits as well as brand images of firms. (Ankit & Mayur 2013.)
Notwithstanding, unless marketers take into consideration the theory and implementation
of green advertising projects thoughtfully and responsibly, it will lead to misleading claims

which are regarded as greenwashing (Sarkar et al. 2015; 21u).

Second, sales promotion is identified as a set of marketing techniques targeting at
provoking the need of the audience in a specific commodity and rise brand awareness. In
the practical situation, a variety of sales promotion’s advantages has been discovered.
Particularly, it could assist brands to generate new drive in the market. In addition, through
sales promotion, companies might build sustainable relationship with customers. For
instance, if a customer allow receiving promotion emails from a firm, he is able to be
announced information about new products and campaigns regularly; thus, he may
advocate to the brand. Moreover, it can soar the sales revenue as well as brand awareness.
Apart from this, sales promotion contains several types, namely price discount, loyalty
reward program, bonus deal, giveaway and coupon. (SendPulse 2021.) In the perspective
of green marketing, cause marketing is a typical example. To exemplify, Apple gained much
appreciation from the public with its red iPhone which is designed to encourage HIV/AIDS
projects in Africa. On the whole, thanks to sales promotion, business agencies could be
committed by customers since they tend to acknowledge those brands which create values

in association with them. (Gyant 2021.)
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Third, social media, which is increasingly becoming popular and favorable in the recent
promotion strategies, contains modern technological-based platforms that encourage the
virtual content development, connection and transaction between users (Cohen 2011, 1,
according to Williams et al. 2014). Notably, according to a research conducted by
Minneapolis-based Russell Herder and Ethos Business Law in 2009 with a number of
marketing and human resource senior managers in USA, the most well-known social media
websites consist of Facebook, Twitter, YouTube, LinkedIn and Blogs which take 80 percent,
66 percent, 55 percent, 49 percent and 43 percent respectively (Matthews 2011, according
to Williams et al. 2014). In addition, social media might be a very effective way of green
promotion because it could help marketers categorize consumer groups that are more
sustainable-oriented through the segmentation function of social media channels. Rather
than advertising, social media allows the bilateral communication between firms and the
public. As a result, enterprises could better understand the consumers’ expectations and
responses such as recycling or other ecological-related topics. (Minton et al. 2012.) On the
contrary, the wide spread of social media also has several shortcomings. For instance, in
the current world, various social media channels are developed by the citizens which can
give feedback, either positive or negative, and open discussion topics about the
corporations’ green practices. Thereupon, social media sometimes could be unmanageable
because if the arguments are unfavorable, the crowd effect will lead to numerous
pessimistic impacts on the brand images and reputation. With this in mind, it is essential for
business institutions to organize and arrange appropriately both human resources and
technical resources in order to have a powerful social media system. (Sarkar et al. 2015,
21x.)

The fourth perspective in green promotion is personal selling. Chiefly, it refers to the
interpersonal interaction of a seller and a client in which the seller tries to persuade and
meet the customer’s demand in order to make him buy the informed products. Besides,
rather than commercial purpose, personal selling focuses mainly on building the long-term
and stable relationship between the salesperson, or the firm, and the buyer. (Rajput &
Vasishth 2008, 126.) Particularly, personal selling is an extremely efficient promotional tool
of companies since the salespeople can directly communicate with the customers and
explain them the complicated knowledge of the goods, especially their benefits and
innovative functions and features. In terms of personal selling for green merchandises, the
salespeople are responsible for demonstrating the ecological as well as nonecological

advantages to the audience. Owing to some difficult in financial evaluation of green goods,
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the sellers should be brought sufficient information and engines to manage information of
both consumers and business agencies. Thus, it could be said that the salespeople need
to be incorporated in the whole environmentally sustainable promotional program. (Sarkar
et al. 2015, 21w-21x.)

Last but not least, public relations (PR), as defined by American Marketing Association
(2008), is a concept of communication that utilizes the power of the community and various
unpaid promotional practices in order to introduce and widespread the attitudes, ideas and
values of the businesses, along with their goods and services, to the audience and
stakeholders (Zavattaro 2013, 33). Due to be unpaid activities, PR might result in either
useful or useless effects in the marketplace. On the positive side, companies can partner
with non-profit eco-friendly organizations to advertise themselves and grab the mass
attention. In this case, firms also could easily attract the audience by new developed green
product features. On the negative side, even a minimal accidental mistake of enterprises
related to environmental concerns may cause an enormous critical wave from the

community. (Sarkar et al. 2015, 21x.)

In addition to the green promotion methods illustrated above, to emphasize on the green
communication between businesses and the stakeholders (not only target customers but
also the personnel, the prospective employees, shareholders and local authorities), Kane

(2010, 65) also provided some possible tools which are

e annual sustainable reports

¢ social media such as social networking and online platforms

¢ mass media such as television, newspapers, magazines and radio
¢ intramural communication system of the organizations

e presentation themes at regular seminars

e commodity documentation

e transactional evidence namely bills and invoices.
2.3 Green buying behavior

In this theoretical concept, green consumer, green consumerism and green purchase

behavior are going to be explained in advance.
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2.3.1 Green consumer and green consumerism

Prior to reviewing the model of green buying behavior, it is essential to generalize the
concept of green consumer. Subsequently, green consumer is someone who tends to buy
products that cause the least influence on the ecology (Roberts 1996, according to Akehurst
et al. 2012). Another study showed that green consumers intend to purchase an item
instead of the others for ecological causes, especially goods with environmentally
sustainable attributes, packaging and advertising (Mclntosh 1991, 208, according to Smith
1998, 89). Further, green consumers not just demand for green goods but also expect firms
to participate in green activities (Montague & Mukherjee 2010, according to Lu et al. 2013).
Specially, in order to become a truly green consumer, Ha (2008, 8) suggested three primary
characteristics enclosing maintaining a balanced life with the nature, keeping a balanced

purchase behavior with the environment as well as inspiring the neighbors to live similarly.

Equally important, as said by Irvine (1989, 2), green consumerism is the priority of a
particular consumer to support less ecological harmful goods and services (Smith 1998, 89).
To put it differently, green consumerism refers to the situation in which the clients expect
merchandises and services produced by an environmentally responsible procedure or those
can be recycled as well as preserve the natural resources (Rinkesh). Additionally, another
opinion assumed the meaning of green consumerism as something more than product
transformation which will take into consideration both the ecosystem and sales volume.
Further, green consumerism implies the re-evaluation of the responsibility of each individual
buyer in augmenting or altering the elemental inequalities of the current global economy.
Otherwise, it also signifies a challenge for legislators to generate a proper policy model with
the goal to encourage more people to have a greener living habit. (Button 1989, 9, according
to Smith 1998, 93.) Indeed, it is declared that the definition of green consumerism is broad
because different experts access it in distinctive aspects. For instance, politicians might
approach it under political viewpoint whereas marketers may see it as an opportunity for
business. (Smith 1989, 94.) Additionally, green consumerism could create an unpolarized
situation between green buying behavior and business profit. The reason is that it
represents the recent societal awareness towards a more sustainable manufacturing
process and more ecological friendly commodities and services, which leads to a green

consumerism structure based on economic, cultural and civil power. (Rinkesh.)

It is observable that there are an enormous number of advantages of being a green

consumer for the public, business institutions and the natural surroundings. On the human
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side, first, by purchasing greener commodities, making more appreciated decisions and
living more healthily, people might spare a lot of money which is usually used for water,
electricity and gas. Second, green products are normally manufactured with less harmful
chemicals for both the nature and the human well-being; hence, they can ensure a more
sustainable life with an improved standard of living. Moving onto the perspective of business,
the first significant benefit is that the green buying of consumers dedicates substantially to
the finance of for-profit organizations. Particularly, the monetary earnings are utilized for the
purpose of further sustainable product research and development (R&D) activities. In
addition, when purchasing environmentally useful items, consumers may also devote to the
donation for non-profit organizations that are operated voluntarily for the ecological
conservation. Finally, on the ecosystem side, the greener consumers are, the more
demands are created for eco-friendly merchandises which can lead to the reduction in the
production of environmentally harmful products. With this in mind, the use of hon-renewable
energy can decrease enormously; as a result, the available resources can be spent more
for the following generations. Simultaneously, the decline in the use of non-renewable
energy leads to a decrement in emissions since more energy-productive appliances support
the sustainability of the nature since they need less energy to run. Moreover, green
consumers with the considerable concerns about animals could choose items that are non-
animal tested or made of vegan materials; thence, they can assist to preserve the animals.
(Ha 2008, 11-15.)

It should be noted that the environmentally responsible level of the clients not only reflects
their perception and buying behaviors but also divides the green market into diverse
segmentations (Schuhwerk & Lefkoff-Hagius 1995, according to Lu et al. 2013). In that case,
in the US, five eco-centric consumer segments are classified by the Roper Organization.
The first and also the most environmentally conscious type of consumers is called true-blue
green consumers. In particular, they are strongly willing to purchase green items from
reliable and absolute green firms as well as actively participate in environmental-oriented
campaigns. As a result, their impacts on the ecology could be extremely undoubtable.
Additionally, the second type is known as greenback green consumers. In contrast to the
previous true-blue green consumers, this kind of green consumers is just joined those
environmental activities which are financial based. However, they still desire to buy eco-
friendly commodities, especially the costly ones. The third sort of green consumers is
named sprouts. As an illustration, although they support the principles towards

environmental sustainability, the potential of spending much money on trading eco-centric
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items is not very high. Fourth, grousers are not aware of the importance of ecological
preservation; hence, they will choose the conventional products instead of those with green
attributes. Finally, basic brown consumers are those who assume that the environmental
problems might not be addressed by all the attempts of people. (Suplico 2009, according to
Lu et al. 2013.)

On the other hand, the environmental level of the public also depends on to which
generations they belong. In detail, Millennials, who are at the age of 26 to 40, and Gen Z,
who are between 10 and 25 years old, witness the most serious period of environmental
problems and their consequences. Besides, their access to social media accounts for the
majority of the society. For these reasons, Millennials and Gen Z apparently have a much
higher attitude and demand towards green goods. (Dasha 2020.) As an evidence, according
to a survey of Cone on CSR in 2017 with 1000 American respondents, the result presented
that the percentage of Millennials who purchased at least one eco product within the last 12
months was 68 percent (Butler 2018). In contrast, Baby Boomers, who are from 56 to 76
years, and the older age groups experienced a less possibility towards ecological
accountable shopping. To exemplify, in another study, only 33 percent of Baby Boomer
respondents are willing to change their buying manners to save the ecosystem, which is

approximately twice less than the figure for the Millennials. (Dasha 2020.)
2.3.2 Green buying behavior

Traditionally, Solomon et al. (2016, 5) defined that consumer behavior is the process when
a person or a group of people buys, consumes and disposes of goods or services in order
to meet the expectations. In the aspect of green, Joshi and Rahman (2015) declared that
green buying behavior seems to be a more complicated concept of moral decision-making
process and it takes accountable for the society. To put it differently, green purchase
behavior refers to the expenditure of goods that are friendly to the environment, recyclable
and answerable for the ecological problems (Mostafa 2007, 221, according to Chan et al.
2019). Additionally, a research pointed out four radical signals of green buying behavior as

following:

e always pay attention to the ingredients of the products whether they contain
environmentally harmful components
e prioritize green items than conventional items

e prioritize ecological goods regardless of the higher quality of common commodities
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e willing to pay premium price for environmentally responsible products (Andrew &
Slamet 2013, according to Chan et al. 2019).

In the past, several studies have been conducted to explore the relationship between socio-
demographic elements and green buying behavior (Sharma & Trivedi 2016). According to
Kollnuss and Agyeman (2002), socio-demographic characterization such as age, gender,
educational level and wage is one of the most vital elements impacting green purchase
behavior of customers (Sharma & Trivedi 2016). In detail, the first component of
demographics which is going to be analyzed is age. Subsequently, a study showed that the
young are more adaptable with green changes than the elderly (Ottman et al. 20086,
according to Sharma & Trivedi 2016). Nonetheless, during the last some decades, the age
of green consumers have been risen over than average (Sandahl & Robertson 1989,
Roberts 1996, D’Souza et al. 2007, according to Akehurst et al. 2012). Second, gender is
also a demographic variable that has been researched deeply by several experts. For
example, much research pointed out that women’s attitude towards green buying behavior
is more significant than that for men (Stern et al. 1993, Tikka et al. 2000, Zelezny et al. 2000,
according to Sharma & Trivedi 2016), but Akehurst et al. (2012) assumed that those results
could not be decisive. Additionally, a lot of studies classified that there is a positive
correlation between education and green purchase behavior, which means people with
higher literacy level are more adaptive with ecological concerns (McEvoy 1972, Van Liere
& Dunlap 1981, Aaker & Bagozzi 1982, Schwartz & Miller 1991, Zimmer et al. 1994, Roberts
1996, according to Akehurst et al. 2012). Alternatively, referring to the observation of
Sandahl and Robertson (1989) and Straughan and Roberts (1999), there is no positive
correlation between proficiency level and green consumer behavior (Akehurst et al. 2012).
Last, after implementing an investigation with Indian buyers, Jain and Kaur (2006) revealed
that higher income groups are more probable to purchase eco-friendly products (Khare
2015). In reality, this assumption has been brought out in diverse study papers, even so the
outcomes are not persuadable (Kassarjian 1971, Anderson & Cunningham 1972, McEvoy
1972, Kinnear et al. 1974, Van Liere & Dunlap 1981, Sandahl & Robertson 1989, Zimmer
et al. 1994, Roberts 1995, Roberts 1996, Roberts & Bacon 1997, according to Akehurst et
al. 2012).

On the other hand, Chen and Chai (2010) discovered that socio-demographic factors are
less influential on green consumers’ buying behavior than psychological variables (Sharma
& Trivedi 2016). By the same token, a study of Arkehurst et al. (2012) illustrated that socio-

demographic components are not appropriate when analyzing the ecologically conscious
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consumer behavior (ECCB). Meanwhile, psychographic elements such as environmental
concern and perceived consumer effectiveness (PCE) are more relevant to demonstrate
the ECCB. Accordingly, environmental concern represents a forceful philosophy of the
public towards ecological conservation (Crosby et al. 1981, according to Sharma & Bansal
2013). Correspondingly, another definition by Zimmer et al. (1994) reflects environmental
concern as a common model that regards the sensitivity about eco-friendly issues (Sharma
& Bansal 2013). Moreover, it shows how consumers are inclined to participate in
environmental problem-solving progress (Chan & Lau 2000, Dunlap & Jones 2002,
according to Akehurst et al. 2012). Formerly, numerous studies investigated that
environmental concern and green buying behavior have a significant correlation (Kinnear
et al. 1974, Van Liere & Dunlap 1981, Roberts & Bacon 1997, Straughan & Roberts 1999,
according to Akehurst et al. 2012). In other words, people with a stronger concern about the
ecosystem are more enthusiastic to buy green goods than those with less worry (Bang et
al. 2000, Kim & Choi 2005, according to Akehurst et al. 2012). In addition, PCE is stated as
a self-perception of the clients that their actions could have remarkable influences on the
natural conservation (Antil 1984, according to Verma 2017). Similarly, consumers will be
more active to make green purchase decisions if they recognize that these determinations
are beneficial for the environment (Moisander 2007, according to Akehurst et al. 2012).
Further, Kabadayi et al. (2015) assumed that PCE is not just a preliminary to shape green

consumer behavior but also an intermediary towards a more sustainable life (Verma 2017).

In a research on green buying behavior in India, Khare (2015) found that it is not influenced
by individual environmental benchmarks and social benchmarks. On the other hand, it is
affected mutually in the society, through ecological self-awareness and eco-friendly buying
behavior from the past. In particular, Khare (2015) supposed that through the previous
environmental responsible purchase behavior experience such as knowledge about green
products and green brands, the consumers’ attitudes towards eco-friendly items can be
carved. As a consequence, the audience are used to green commaodity purchase, ecological
responsibility and green practice engagement. In the same token, former eco-centric buyer
behavior experience provokes the citizens to make more green buying decisions. Besides,
it can be said that green buying behavior represents the personal faiths and promise of
each consumer towards the nature. Additionally, the author also pointed out that
demographic variables do not play as mediators in the relationship between personal
environmental benchmarks, social benchmarks, ecological self-awareness, previous

purchase behavior and green buying behavior. Further, the survey result claimed that
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compared to the other studies, socio-demographic elements do not make difference
between separate consumer segments due to the sampling from urban areas in which the

public have high awareness of green issues.

In another study, when conducting a survey about the effects of green marketing on South
African purchase behavior, Govender and Govender (2016) clarified that gender and the
attitudes towards green goods have no correlation. In reality, it means that both men and
women have the similar perception in earth-friendly product recognition. Nevertheless,
under the influences of green marketing, females are more likely to change their buying
behavior than men (Wang 2014, according to Govender & Govender 2016). Simultaneously,
there is no significant relationship between the age of the respondents and the
encouragement to change their consumer behavior as well as the age of interviewees and
the price of sustainable items influencing their buying decision. To illustrate, the former
means that the age of the customers does not play a remarkable role in determining whether
they are affected by green marketing to modify their consumption manner. Meanwhile, the
latter indicates that different age groups have a comparable opinion towards the green price
impacting their buyer behavior. Therefore, it is supposed that marketers might equally
attract the audience who are at disparate ages. (Govender & Govender 2016.)

Moving onto a research on the consumer behavior of employees in public universities in
Khyber Pakhtunkhwa, Pakistan, Hayat et al. (2019) declared that green product, green price
and green promotion have remarkable effects on green buying behavior whereas green
distribution has no substantial impact on it. Specially, in the perspective of green marketing,
green place plays a crucial role which has considerable influences on assessing a
corporate’s performance. However, it is obvious in the survey of Hayat et al. (2019) that

green place and green purchase behavior has no pivotal relationship.
3 Empirical research and data analysis
3.1 Questionnaire design

Basically, self-administered survey under online questionnaire form was utilized in this
research. In particular, there were totally 16 close-ended questions which took
approximately 5 minutes to complete. Specifically, there was a wide range of question types
covering Likert scale (1-5) questions, multiple choice questions, checkboxes questions and
dichotomous questions. The questionnaire was performed in Vietnamese since several

respondents might not understand English. At the beginning of the survey, a general
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introduction about the research topic and objectives was given. Subsequently, because the
survey contained some scientific green marketing terms which could be strange and

unintelligible to the ordinary respondents, a hote was provided to explain those concepts.

Accordingly, the detailed structure of the survey is illustrated as following. First of all,
question 1 to 4 gathered background information of the respondents. To be more specific,
they asked general demographic information such as age, gender, literacy level and salary.
Second, question 5 and 6 identified the exposure of the respondents towards environmental
issues. In other words, the psychographic characteristics of the respondents were showed
in these questions. Then, question 7 to 9 required the participants to confess if they had
ever purchased green items; if not, whether they were willing to buy in the future; if yes,
chose the frequency of their green product buying consideration during the last six months.
Fourth, question 10 asked directly at which grade the respondents were influenced by four
fundamental factors of green marketing mix 4P’s when they made buying decision. Finally,
the rest questions from 11 to 16 went in more details to clarify aspects in 4P’s involving

green product, green price, green place and green promotion.
3.2 Data collection

As stated previously, the primary data were collected by an online questionnaire. Specially,
the survey were created and conducted anonymously via Google Forms. Afterwards, the
survey link was sent to the respondents who are Vietnamese people living, studying and
working in two biggest cities: Hanoi and Ho Chi Minh City through popular social media
platforms in Vietham comprising Facebook and Zalo. Further, during the two-day period
from 27 January 2021 to 29 January 2021, the author gathered altogether 450 documents
filled. The duplicate answers then were filtered out; thus, a total of 447 valid respondents

was acquired for empirical data analysis.
3.3 Data analysis

After finishing the primary data gathering procedure, the data analysis was implemented.
Especially, the author used Excel and SPSS for the purpose of entering, handling,

illustrating as well as visualizing the data.
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3.3.1 Demographic background

To begin with, question 1 to 4 in the survey asked the demographic information of the
respondents. Accordingly, Figure 2 presents the result of question 1. In particular, among
447 participants, people who are at the age of 15 to 30 account for the largest proportion,
77,4%, which is comparable to 346 individuals. Following this, people from 31 to 45 years
old and 46 to 60 years old make up 18,79% (84 respondents) and 3,8% (17 respondents)
respectively. Besides, there are no respondents whose age groups are younger than 15 or
older than 60.

M 1530
31-45
¥ 46-60

Figure 2. Age group of the respondents

Second, according to Figure 3 which is question 2 in the questionnaire, it is obvious that
roughly three quarters of the respondents are women whereas the remaining 25,06% are
men. Regarding the answer “Others”, none of the respondents exposed to be in this group.
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W Male
M Female

25,06%

Figure 3. Gender

Moving onto the literacy level of the participants, the pie chart in Figure 4 illustrates a
majority of people revealed that they were joining or had completed bachelor’s degree, at
61.97%. Subsequently, the second largest percentage 24,16% belongs to those who are
studying or have finished high school. Moreover, the figures for master's degree and
doctor’s degree respondents are 11,41% and 2,46% each to each. Apart from this, in the
guestionnaire, there was a choice of secondary school, but the final result exhibits that none

of the respondents are at this education level.
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High school
M Bachelor's Degree
¥ Master's Degree
B Doctor's Degree

Figure 4. Highest education level

The last aspect in human population study is related to monthly income of the respondents.
To be more specific, 241 out of 447 people, which means 53,91%, earn less than 5 million
VND per month. Simultaneously, people whose earnings range from 5 million VND to 15
million VND comprise of 36,91% of the whole chart that is four times as much as the figure

for those with monthly salary more than 15 million VND (Figure 5).
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M Less than 5 million VND
PR 5 million - 15 million VND
19,17% ¥ More than 15 million VND

Figure 5. Monthly income of the respondents
3.3.2 Psychographic background

In order to study the psychological traits of the participants, question 5 was about whether
they concerned about ecological issues. Consequently, as shown in Figure 6, a majority of
people answered that they had environmental concern, which equals to 415 respondents.
Meanwhile, the participants with no ecological worry make up the smallest portion, at 1,34%
(6 individuals). Last, the figure for those who do not really care about the ecosystem

problems comprises of 5,82% being equivalent to 26 people.
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M Yes
¥ No
Not really

Figure 6. Environmental concern

On the other hand, the next question inquired if the respondents thought that their buying
behavior would have impact on the environmental protection. To put it differently, this
guestion defines the perceived consumer effectiveness. As a result, nearly 85% of them
believe that it is influential. Further, the number of people supposing that their purchase
behavior will not affect the environmental preservation are 45, which is similar to 10,07%.
Notably, the fraction of participants answering “No” just accounts for approximately one in

twenty (Figure 7).
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M Yes
¥ No
Not really

Figure 7. Perceived consumer effectiveness
3.3.3 Green buying behavior

To better discover the green consumer behavior, in the first place, the author finds out if the
participants have ever bought green commodities. Accordingly, the data shows that just
under three quarters of the respondents (323 individuals) have green product purchase
experience. In contrast, the remaining 27,74% that is equivalent to 124 individuals belong

to those who have never bought eco-friendly items (Figure 8).
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M Yes
i No

Figure 8. Green product buying experience

Among 124 respondents who have not purchased environmentally friendly goods yet, they
were asked about their readiness to buy them in the prospect in question 8. Based on the
statistics in Figure 9, it should be noted that 119 gave the answer whilst 5 were missing.
Afterwards, the quantities of people who are willing to buy, not willing to buy and difficult to
say are 103, 3 and 13 respectively. If only valid percent is illustrated, which means the
percentage relied on the number of respondents who answered, the proportion of the reply
“Yes” makes up 86,6% of the total, while 2,5% are those who are not prone to buy eco-

centric merchandises and the figure for people who are not sure with their decision is 10,9%.

Cumulative
Frequency Percent  “Walid Percent Percent

Valid Yes 103 83,1 86,6 86,6
Mo _.Ei.“ 2_4_ 25 . 89,1
Difficult to say . 13 . 10,5_ 109_ 1Uﬁ,ﬂ_
Total . 1149 | 86,0 . 100,0 .

Missing  System . 5 . 4.0 . .

Tntai“ " 124 | 10[];.{-]_

Figure 9. The willingness to buy green products in the future
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In addition, Figure 10 demonstrates the frequency of purchasing green items during the last
half year in a pie chart. Apparently, it is observable that the largest portion is 36,69% (164
people) that corresponds to the respondents sometimes purchasing eco-friendly
commodities, whereas the smallest slice taking only 1,12% (5 people) refers to those who
always buy green goods. Following this, the participants who never purchase ecological
merchandises comprise of 27,74% of the whole that are also people who revealed to have
no previous purchase experience with green products in Figure 8. Besides, the fractions of
individuals rarely and usually buying environmentally friendly goods are roughly a quarter

(115 people) and almost one in ten (39 people) respectively.

Always

M Usually

¥ Sometimes
Rarely

B Never

Figure 10. The frequency of buying green products in the last 6 months

3.3.4 Correlation between demographic characterization and green buying

behavior

In the first place, the correlation between age and the frequency of buying eco-centric items
during the last six months is investigated by Chi-square test. As illustrated in Figure 11, the
significance (sig.) is 0,001 which is smaller than the selected risk level 0,05; thus, the
variables are interdependent. In other words, there is a correlation between age group and
the frequency of buying eco-friendly products. However, the note under the test table points
out that the minimum expected count is 0,19 and there are 40% of the cells have expected
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count less than 5; as a consequence, the test is not credible. The reason is that if it is reliable,
the expected count in each cell should not be less than 1 and the expected values can be

under 5 only in 20% of the cells.

Chi-Square Tests

Asymptotic
Significance
YValue df (2-sided)
Fearsaon Chi-Square 26,1557 g a0
Likelihood Ratio 27,7049 a 001
Linear-hy-Linear 19,628 1 oo
Association
M ofvalid Cases 447

a. 6 cells (40 0%) have expected count less than 5. The
minimum expected countis 19

Figure 11. Correlation test between age group and the frequency of green product purchase

during the last six months

In order to observe the relationship between these two factors visibly, Figure 12 displays
the analysis of the regularity of buying green merchandises of three age groups. Particularly,
in age group from 15 to 30, the percentages of “Never”, “Rarely” and “Sometimes” prevail
against the others, at 31,5%, 27,7% and 32,1% individually. Meanwhile, with respondents
who are 31 to 45 years old, the proportions of “Rarely” and “Sometimes” are 21,4% and
48,8% that are much higher than the figures for the other frequencies. Further, those who
age from 46 to 60 have a tendency of sometimes and usually purchasing ecological
merchandises. To exemplify, the fraction for “Sometimes” is 70,6% and for “Usually”, it is
17,6%. From the above evidence, it could be said that age group and green buying manner
have a slight positive correlation. To put it another way, the older the respondents are, the
more frequent they buy ecological goods. On the whole, the output sees an opposition with
the study of Ottman et al. 2006 released formerly in Section 2.3.2 which supposes that
youngsters are more likely to buy environmentally friendly merchandises (Sharma & Trivedi
2016).
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Age * The frequency of buying green products in the last 6 months Crosstabulation

The frequency of buying green products in the last 6 months

Never Rarely Sometimes Usually Always Total
Age 15-30 Count 108 96 111 26 4 346
% within Age 31,5% 27.7% 321% 7.5% 1,2% 100,0%
% within The frequency of 87,9% 83,5% 67,7% 66,7% 80,0% 77,4%
buying green products in
the |ast 6 months
% of Total 24 4% 21,5% 24 8% 5.8% 0,9% 77.4%
31-45 Count 14 18 41 10 1 84
% within Age 16,7% 21,4% 48,8% 11,9% 1,2% 100,0%
% within The frequency of 11,3% 15,7% 25,0% 25,6% 20,0% 18,8%
buying green products in
the last 6 months
% of Total 31% 4.0% 92% 2,2% 0,2% 18,8%
46-60 Count 1 1 12 3 0 17
% within Age 59% 5,9% 70,6% 17,6% 0,0% 100,0%
% within The frequency of 0,8% 0,9% 7,3% 7.7% 0,0% 3,8%
buying green products in
the last 6 months
% of Total 0,2% 0,2% 2,7% 0,7% 0,0% 3,8%
Total Count 124 115 164 39 5 447
% within Age 27,7% 257% 36,7% 8,7% 1,1% 100,0%
% within The frequency of 100,0% 100,0% 100,0% 100,0% 100,0% 100,0%
huying green products in
the last 6 months
% of Total 27.7% 25,7% 36,7% 8,7% 1,1% 100,0%

Figure 12. Age groups and the frequency of buying green products in the last six months

In addition, Chi-Square test is also utilized in order to examine the correlation between
gender and the frequency of buying eco-friendly items. In this case, sig. = 0,234 > 0,05;
thence, there is no correlation between gender and consumers’ buying behavior. Besides,
the remark under the table in Figure 13 shows that the lowest expected count is 1,25 and
only 20% of the cells have expected count less than 5; thereby, the test result is reliable.
Actually, it is contrast to the statement made by Stern et al. 1993, Tikka et al. 2000 and
Zelezny et al. 2000 earlier that females are more eco-friendly than males (Sharma & Trivedi
2016).
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Chi-Square Tests

Asymptotic
Significance

Yalue df (2-sided)
Fearson Chi-Square 5.661° 4 234
Likelihood Ratio 5,760 4 218
Linear-hy-Linear 033 1 855
Association
M ofValid Cases 447

a. 2 cells (20,0%) have expected count less than 5. The
minimum expected countis 1,245,

Figure 13. Correlation test between gender and the frequency of green product purchase

during the last six months

Third, referring to Figure 14, when examining the relationship between educational level of
the respondents and the frequency of purchasing environmentally responsible goods in the
last half year, sig. = 0,000 < 0,05; ergo, two variables are dependent on each other.
Nevertheless, 45% of the cells have expected count less than 5 as well as the lowest

expected value is 0,12. As a result, the test is not creditable.

Chi-Square Tests

Asymptotic
Significance

Walue df (2-sided)
Fearson Chi-Square 38,7294 12 oo
Likelihood Ratio 38,030 12 .aon
Linear-by-Linear 12,585 1 ,aoon
Association
M ofvalid Cases 447

a. 9 cells (45 0%) have expected count less than 5. The
minimum expected countis 12,

Figure 14. Correlation test between education level and the frequency of green product

purchase during the last six months

To be more specific, with high school students, the percentage of “Never” is much higher
than the other education degrees, at nearly 40%. At the same time, with bachelor’s degree
respondents, the figures for “Rarely” and “Sometimes” are dominant, which comprise of 30%

and 34,3% respectively. Markedly, the fraction of “Sometimes” of master's degree
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participants witnesses a remarkable value, at 60,8%. Finally, with doctor's degree
individuals, they tend to buy in a heavier density. As an evidence, the ratios of “Sometimes”
and “Usually” are both 36,4%. It can be generalized that education degree and the
frequency of buying ecological items during the last two quarters have a weak positive
correlation. Likewise, the higher the literacy level is, the more periodic they purchase (Figure
15). In comparison, this result is similar to the literature by McEvoy 1972, Van Liere and
Dunlap 1981, Aaker and Bagozzi 1982, Schwartz and Miller 1991, Zimmer et al. 1994,

Roberts 1996 and Akehurst et al. 2012 found in the theoretical part.

Highest education level * The frequency of buying green products in the last 8 months Crosstabulation

The frequency of buying green products in the last & months

Mever Rarely Sometimes Usually Always Total
Highest education level  High school Count 43 21 34 2] 1 108

% within Highe st 39,8% 19,4% 31,5% 8,3% 0,9% 100,0%

education level

% within The frequency of 34,7% 18,3% 20,7% 231% 20,0% 242%

huying green products in

the last 6 months

% of Total 9,6% 17% 7.6% 2,0% 0,2% 24.2%
Bachelor's Degree  Count 73 83 a5 22 4 277

% within Highest 26,4% 30,0% 34,3% 7.9% 1.4% 100,0%

education level

% within The frequency of 58,9% T72.2% 57.9% 56,4% 80,0% 62,0%

huying green products in

the last 6 months

% of Total 16,3% 18,6% 21,3% 4.9% 0,9% 62,0%
Master's Degree Count ) 11 i | 4 0 51

% within Highest 9,8% 21,6% 60,8% 78% 0,0% 100,0%

education level

% within The frequency of 4,0% 9,6% 18,9% 10,3% 0,0% 11,4%

biuying green praducts in

the last 6 months

% of Total 1,1% 2,5% 6,9% 0,9% 0,0% 11,4%
Doctor's Degree Count 3 0 4 4 0 11

% within Highest 27,3% 0,0% 36,4% 36,4% 0,0% 100,0%

education level

% within The frequency of 2,4% 0,0% 2,4% 10,3% 0,0% 25%

biuying green products in

the last 6 months

% of Total 0,7% 0,0% 0,9% 0,9% 0,0% 25%

Total Count 124 1158 164 39 5 147

% within Highest 27,7% 25,7% 36,7% 8,7% 1.1% 100,0%

education level

% within The frequency of 100,0% 100,0% 100,0% 100,0% 100,0% 100,0%

biuying green products in

the last 6 months

% of Total 27,7% 25 7% 36,7% 8,7% 11% 100,0%

Figure 15. Education level and the frequency of buying green products in the last six months

The fourth inspection is between monthly income and the frequency of buying eco-friendly
goods during the last half year. Accordingly, there is a correlation between these two

elements because of sig. = 0,005 < 0,05. Nonetheless, the test outcome could not be
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reliable. The reason is that more than 20% of the cells have expected value smaller than 5

and the minimal expected count is less than 1 (Figure 16).

Chi-Square Tests

Asymptotic
Significance
Value df (2-zided)
Fearson Chi-Square 22,215% g 00s
Likelihood Ratio 21,272 a 006
Linear-by-Linear 15,315 1 aoon
Association
M ofValid Cases 447

a. 4 cells (26, 7%) have expected count less than &. The
minimum expected countis 46.

Figure 16. Correlation test between monthly income and the frequency of green product

purchase during the last six months

To emphasize, with people whose salary is less than 5 million VND per month, the
proportion of “Never” is 32,4% that takes the highest value among the others. Apart from
this, the group with monthly income from 5 million to 15 million VND tends to buy more
regularly. For instance, the percentage of “Sometimes” makes up 44,2%. Last, with those
who earn more than 15 million VND per month, the fraction of “Sometimes” is also high, at
43,9%. Besides, the ratio of usually is superior to the resting two income groups, at 19,5%.
As arule, there is a weak positive relationship between monthly earnings and the frequency
of buying green during the last six months. Another way of saying is that the audience
making more money is more likely to purchase environmentally responsible commodities
(Figure 17). Basically, this output agrees with the declaration of Jain and Kaur (2006) and

Khare (2015) provided formerly in the theoretical framework.
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Monthly income * The frequency of buying green products in the last 6 months Crosstabulation

The frequency of buying green products inthe last & months

Mever Rarely Sometimes Usually Always Tatal
Monthly income  Less than & million VD Count 78 71 73 18 1 241
% within Monthly income 32,4% 29,5% 30,3% 7.5% 0,4% 100,0%
% within The frequency of 62,9% 61,7% 44 5% 46,2% 20,0% 53,9%
buying green products in
the last 6 months
% of Total 17,4% 156,9% 16,3% 4,0% 0,2% 53,9%
5 million - 15 million¥ND  Count 38 38 73 13 3 165
% within Monthly income 23,0% 23,0% 44,2% 7,9% 1,8% 100,0%
% within The frequency of 30,6% 33.0% 44,5% 33,3% 60,0% 36,9%
buying green products in
the last 6 months
% of Total 8,5% 8,5% 16,3% 2,8% 0,7% 36,9%
Maore than 15 million¥MND  Count g G 18 g 1 41
% within Monthly income 19,5% 14,6% 43,9% 19,5% 2,4% 100,0%
% within The frequency of 6,5% 52% 11,0% 20,5% 20,0% 9,2%
buying green products in
the last 6 months
% of Total 1,8% 1,3% 4,0% 1,8% 0,2% 9,2%
Total Count 124 15 164 39 5 447
% within Monthly income 27,7% 25,7% 36,7% 8,7% 1,1% 100,0%
% within The frequency of 100,0% 100,0% 100,0% 100,0% 100,0% 100,0%
buying green products in
the last 6 months
% of Total 27,7% 257% 36,7% 8,7% 1,1% 100,0%

Figure 17. Monthly income and the frequency of buying green products in the last six months

3.3.5 Correlation between psychographic characterization and green buying
behavior

Apparently, the author explores the relationship between environmental concern and the
density of purchasing ecological items in the past two quarters. Subsequently, the statistics
exhibits that these two variables are interdependent due to sig. = 0,002 < 0,05. However,
there are more than half of the cells have expected count lower than 5 and the minimum

expected value is 0,07. Therefore, the test result might not be credible (Figure 18).
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Chi-Square Tests

Asymptotic
Significance

Yalue df (2-sided)
Fearson Chi-Square 24,1839 a a0z
Likelihood Ratio 16,624 8 034
Linear-hy-Linear 1,227 1 268
Association
M ofValid Cases 447

a. 8 cells (53,3%) have expected count less than 5. The
minimum expected countis 07.

Figure 18. Correlation test between environmental concern and the frequency of green

product purchase during the last six months

With the goal to interpret the data in more details, Figure 19 demonstrates the
crosstabulation of two variables. To be sure, people who have environmental concern
incline to sometimes purchase green products since its percentage leads the others, at
38,3%. Afterwards, with those who do not care about the ecosystem, the proportion
concentrates on “Never” which takes a half of the total. Besides, the respondents not really
concerning about the ecological issues have a tendency of rarely buying eco-centric goods,
at 46,2%. Therefore, it could be said that the empirical examination is consistent with the

proclamation made in Section 2.3.2 heretofore.
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Environmental concern * The frequency of buying green products in the last 6 months Crosstabulation

The frequency of buying green products in the last 8 months

Mever Rarely Sometimes Usually Always Tatal

Environmental concern  Yes Count 114 102 158 36 4 45

% within Environmental 27.5% 24 6% 38,3% 8,7% 1,0% 100,0%

concern

% within The frequency of 91,.9% 88, 7% 97,0% 92 3% 80,0% 92.8%

buying green products in

the last 6 months

% of Total 25 5% 22,8% 35,6% 8,1% 0,9% 92 8%

Mo Count 3 1 i 1 1 6

% within Environmental 50,0% 16, 7% 0,0% 16,7% 16, 7% 100,0%

concern

% within The frequency of 2,4% 0,8% 0,0% 2,6% 20,0% 1,3%

buying areen products in

the last 6 months

% of Total 0,7% 0,2% 0,0% 0,2% 0,2% 1,3%

Mot really  Count 7 12 a 2 a 26

% within Environmental 26,9% 46, 2% 19,2% 7.7% 0,0% 100,0%

concern

% within The frequency of 5,6% 10,4% 3,0% 51% 0,0% 58%

huying green products in

the last 6 months

% of Total 1,6% 2,7% 11% 0,4% 0,0% 5,8%
Total Count 124 115 164 39 g 447

% within Environmental 27.7% 25 7% 36,7% 8,7% 11% 100,0%

concern

% within The frequency of 100,0% 100,0% 100,0% 100,0% 100,0% 100,0%

buying green products in

the last 6 months

% of Total 27.7% 25 7% 36,7% 8,7% 1,1% 100,0%

Figure 19. Environmental concern and the frequency of buying green products in the last

siXx months

As importantly, regarding Figure 20 which performs the correlation between perceived
consumer effectiveness (PCE) and the regularity of green product buying during the last six
months, it can be seen clearly that sig. = 0,078 > 0,05. For this reason, these two variables
are independent. Notwithstanding, the note under the table specifies that 33,3% have
expected value less than 5, together with the minimum expected count is less than 1; thus,
the test result could not be reliable. Generally speaking, it withesses a discrepancy with the
assertion in the theoretical part that people with high PCE are more likely to purchase green
than the others (Moisander 2007, according to Akehurst et al. 2012).
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Chi-Square Tests

Asymptotic
Significance

Yalue df (2-sided)
Fearson Chi-Square 14,1429 a ava
Likelihood Ratio 14,259 8 075
Linear-hy-Linear 527 1 468
Association
M ofValid Cases 447

a. 5 cells (33,3%) have expected count less than 5. The
minimum expected countis | 26.

Figure 20. Correlation test between PCE and the frequency of green product purchase

during the last six months

3.3.6 The effect level of green marketing mix 4P’s on the participants’ buying

decision

Question 10 in the survey explores at which degree the elements of green marketing mix
4P’s affect consumers’ buying decision by Likert scale. First of all, Figure 21 presents the
result whether a product is environmentally friendly has impact on the respondents’
purchase determination. Subsequently, the ratio of five scales is allocated quite evenly. In
particular, the number of people who completely disagreed and almost disagreed are 68
(15,2%) and 78 (17,1%) respectively. Moreover, the percentage of the neutral idea accounts
for nearly a quarter (115 people). After that, it comes to the figures for “Almost agree” and
“Totally agree”, which make up 21% (94 respondents) and 20,6% (92 respondents)

severally.
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Whether a product is environmentally friendly affects my buying decision

Figure 21. The influence level of green product and the respondents' buying decision

Second, the author asked the respondents to evaluate the influence of green price by a
statement The price of green product affects my buying decision. Dissimilar to the former
statement, the percentages of “Totally disagree” and “Almost disagree” just comprise of a
minority, at 6,3% (28 individuals) and 14,5% (65 individuals) each to each. Then, the figure
for neutral opinions takes the largest fraction, at 30,9%, which equals to 138 participants.
Further, the quantities of those who almost concurred and absolutely concurred are 119
(26,6%) and 97 (21,7%) sequentially (Figure 22).
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The price of green products affects my buying decision

Figure 22. The influence level of green price and the respondents' buying decision

The third assertion refers to The distribution place of green products affects my buying
decision. From Figure 23, it is clear that the sum percentage of “Totally disagree” and
“‘Almost disagree” is approximately 25% that is about 20% less than the figure for “Almost
agree” and “Totally agree”. Apart from this, the amount of unbiased idea is 29,5% (132
respondents), which is also the highest one among 5 choices.



51
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The distribution place of green products affects my buying decision

Figure 23. The influence level of green distribution and the respondents' buying decision

As a final point, the respondents were required to assess Green promotion affects my
buying decision. Accordingly, relied on Figure 24, the number of people who absolutely
disagreed are only 40 making up the greatest minority proportion, at 8,9%. Additionally, the
figure for those who almost disagreed are 62 (13,9%). Next, the fraction for “Neutral” is just
under 36% (160 people), which comprises of the highest value, followed by the percentage
of “Almost agree” accounting for approximately a quarter. Moreover, 16,1% (72 participants)

is the amount of the answer “Totally agree”.
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Figure 24. The influence level of green promotion and the respondents' buying decision
3.3.7 The embedding of green marketing aspects in the respondents’ life

Actually, Figure 25 displays the result of question 11 in the survey which inquired the
respondents if they were willing to pay a premium price for green products compared to the
conventional ones in the similar categories. Subsequently, a majority of them (352
respondents) was prone to pay more for eco-friendly goods. In contrast, the fraction of those
who are not willing to pay more accounts for the smallest portion, at 3,8% (17 people).
Further, the figure for the participants who hesitate based on the quality, brand and benefits
of green products is 17,45%, which is equivalent to 78 individuals.
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Yes

¥ No
Depends on brand, quality and
benefits of green products

Figure 25. The willingness to pay more for green products

With the goal to discover pointedly the usual distribution places of eco-centric goods,
question 12 requested the participants to select from where they often bought them.
Particularly, the respondents could choose one or more options in association with their
own experience. As previously explained in Figure 8, 323 respondents who have already
bought ecological goods answered this question. Consequently, conforming to Figure 26,
supermarket is the most common place to purchase environmentally friendly products
according to the participants’ selection. In detail, it accounts for 43%, which refers to 192
votes. Following this, mall and convenience store are the second and third popular locations
to obtain eco-friendly commaodities, which take 29,1% (130 votes) and 26,6% (119 votes)
individually. Alternatively, the percentage of local market is not that much significant, at 15,4%
equaling to 69 choices. Further, although it is at the era of modern technology and online
trading, Internet seems not to be a very prevalent option for consumers to acquire green
merchandises. In particular, only a minority, 14,3% (64 people), elected it. Moreover, one
participant chose the answer “Others” to describe his choice. In this case, he said that he

could buy environmentally responsible items from wherever they were sold.
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Figure 26. Where the respondents often buy green products

Moving onto the following question, the respondents were asked whether they were ready
to change their purchase decision after they were informed or advertised about green
aspects of an item or a brand. Eventually, 271 out of 447 people, which is comparable to
above 60%, reported that they were willing to change their buying determination. On the
contrary, the fraction for those who are not agreeable to adjust comprises of the smallest
slice, just under one in twenty (23 individuals). Besides, 34,23%, which is equivalent to 153
respondents, is the percentage of those who are difficult to say in such a circumstance
(Figure 27).
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M Yes
W No
Difficult to say

Figure 27. The willingness to change buying decision

For the purpose of conducting extensive scrutiny into the effects of green promotion on
consumers, question 14 in the questionnaire called for picking one or more promotional
tools that the respondents have witnessed. Thereupon, the data demonstrates that social
media and advertising experience the highest selecting rates, at 67,1% (300 people) and
46,8% (209 people) each to each. Thereafter, sales promotion is the third well-known
technique chosen by 101 participants, which is similar to just over a fifth. Finally, personal
selling and PR are the two least popular tools chosen by only 50 and 47 participants

respectively, at roughly 10%. The statistics is performed explicitly in Figure 28.
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Figure 28. Promotion tools for green products

Another key point in finding out the influences of green marketing on the audience’s buying
decision is to clarify through which channels they often gain knowledge about
environmentally friendly goods. Subsequently, the statistics indicates that Internet is the
most prominent platform for consumers to obtain information about green products. To be
sure, there are exactly 349 respondents electing it that is equivalent to 78,1%. Further,
neighbors and TV are separately the second and third famous channels that make up 34,5%
(154 votes) and 31,5% (141 votes), followed by the figure for “Staff at the store” with 114
choices (roughly a quarter). Otherwise, printed magazines/newspapers only takes a
minimal number of polls which are 76 or 17%. Likewise, the proportion of
workshops/conferences is also unremarkable, at approximately 5% that corresponds to 23
individuals. Besides, there are two people (0,4%) acknowledging that they did not get
information about ecological commodities from any of the above channels; hence, they

exhibited their answer by picking “Others” (Figure 29).
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Figure 29. Popular channels to obtain information about green products

Last but not least, in question 16, the participants chose which element in green marketing
mix was the most vital one that affected considerably their purchase determination. Thereby,
Figure 30 points out that more than half of the respondents recognized product as the most
crucial component among 4P’s of marketing mix. Another significant determinant is price,
which comprises of 30,43% of the total equaling to 136 individuals. Conversely, the
remaining two factors including place and promotion do not take that many percentages,
which are 8,28% (37 votes) and 5,59% (25 votes) sequentially. Notably, there are nearly 5%
of the participants realizing that none of the above elements were influential in their buying

decision.
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M Product
Price
¥ Place
Promotion
M None of the above

Figure 30. The importance of marketing mix factors in the respondents' opinion
4 Discussion
4.1 Answer to the research question

All things considered, from the primary data analysis, several aspects have been illustrated
specifically; hence, two sub-questions and the main research question, or so-called key

findings, could be clarified in detail.

Sub-question 1: At which level do the elements of green marketing mix 4P’s have

impact on consumers’ buying decision?

In the first place, the influence of green product is going to be reflected. As shown in Figure
21 in section 3.3.6, green product seems not to have remarkable effect on customers’
buying decision. As an evidence, the allocation of five opinions in the Likert scale is quite
balanced in which one choice does not dominate the others so clearly. Thence, it could be
said that human beings might not concentrate on whether the products are green or not. To
put it another way, if an environmentally friendly item and a conventional one are put on the
store’s shelf simultaneously, buyers may not spend much time to find out information about

them. Instead, they could choose which one they feel more convenient.
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Second, in contrast to green product, green price implies more connection with the
consumers’ buying determination. Indeed, the survey output implies that although people
who reported neutral opinion take the largest number, it still has a certain impact on the
public’'s purchase decision. To exemplify, the total quantity of those who agreed is over
twice as many as the figure for those who disagreed. To explain, it means that customers
might pay much attention on the selling price of commodities, whether it is low or high.
Otherwise, the author also discovers that very few consumers reject to pay a premium price
for green goods in comparison with the conventional ones in the same category. Instead,
they seems to consider more specifically based on numerous factors such as branding,
guality and advantages. Probably, if an eco-friendly product has more persuasive and
predominant functions than the normal one in the similar classification, customers may be

eager to buy it.

Third, in terms of green place, it has been clarified that it also influences consumers’ buying
decision remarkably, but at a lower grade compared to green price. It can be understood
that people need an approachable and reliable distribution place of environmentally friendly
products. Moreover, the accessibility of ecological goods might have a strong impact on the
purchasers’ decision. As detected in section 3.3.7, supermarket, mall and convenience
store are three most common locations from where consumers often buy eco-centric
merchandises. The high selection rate of these places proves that human beings prefer

purchasing from wherever near them and easy to reach.

Last but not least, green promotion affects green buyer behavior at a lower degree than
green price and green distribution, but higher than green product. According to the
questionnaire’s result, obviously, the distinction between those who disagreed with the
statement and those who agreed is substantial. Thus, it could be stated that partially, green
promotion has impact on the audience’s buying determination. Subsequently, the solidified
presence of green promotion in the market will assist brands attract more target customers
and make them consider, or even purchase their green items. Besides, for the purpose of
gaining more information about the effect of green promotion, the author explores that social
media, advertising and sales promotion are three most recognizable promotional
techniques that could be beneficial for companies to launch green marketing projects.
Further, TV, neighbors, Internet and staff at the store are four most famous channels from

which people can obtain news about environmentally responsible items.
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Sub-question 2: Do demographic and psychographic characteristics affect

consumers’ green buying behavior?

To start with, among four demographic components taken into consideration in this thesis,
age group, education level, along with monthly income, have weak positive relationships
with consumers’ green buying behavior while gender and green purchase behavior are
independent. Accordingly, the older the audience is, the more possible they buy ecological
items. By the same token, consumers with higher literacy degree are more probable to
purchase environmentally friendly commodities. Similarly, the human beings earning more
money buy green merchandises more frequently than those who earn less. On the other
hand, regarding the study’s result, there is no correlation between gender and the frequency
of buying green products during the last six months which implies that males and females

have the same perception towards green consumer behavior.

Moving onto the second point, in terms of psychology, the research finds that environmental
concern affects customers’ green buying behavior while PCE witnesses no connection with
it. In other words, people with environmental concern will have different awareness towards
green purchase manner in comparison with those who do not concern or those who do not
really concern about the ecosystem. Thereby, the frequency of buying green products
varies across their psychographic status. Additionally, owing to no relationship between
PCE and green buyer behavior, it can be concluded that people who self-perceive that their
actions will have effects on the nature are not likely to make more environmentally

responsible buying decisions than those who do not have self-recognition.

Main research question: What is the relationship between green marketing and

consumers’ buying behavior?

All in all, it could be answered that green marketing has a considerable impact on
consumers’ buying decision universally. The densified distribution of green items in the
market such as supermarket, convenience store, mall, local market as well as Internet
makes the public easier and flexible to access them; therefore, the possibility of acquiring
eco-friendly commodities increases. In addition to this, when the consumers were asked if
they were willing to change their buying decision after being introduced about green
attributes of a product, a majority of respondents agreed, as declared in Figure 27 in section
3.3.7. Further, knowledge about environmentally friendly goods is publicized widely to the

audience via Internet, TV, consultants as well as word-of-mouth marketing. Given these
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points, the steady association between green marketing and buying behavior of people has

been justified principally after this thesis work.
4.2 Reliability, validity and limitation

Briefly, reliability and validity are two elementary criteria to measure the quality of a research.
Following this, the former is about the coherence of the study’s methodology whilst the latter
symbolizes its precision. It is very vital to take into account the reliability and validity of the

thesis, especially in quantitative research method. (Middleton 2020.)

Initially, the reliability is going to be valued. Doubtlessly, both primary data and secondary
data were used in the thesis. To be more specific, secondary data was collected from
creditable and up-to-date sources such as scientific articles, scholarly journals, e-books and
Internet sources. Apart from this, primary data was acquired based on an online survey
conducted to discover perspectives of green marketing and consumers’ buying decision. In
particular, a list of close-ended questions was designed for the respondents to fill in.
Afterwards, the data gathered was managed and handled carefully by the author thanks to
the use of SPSS and Excel; henceforth, the correlation tests and data descriptions could be
similar across different times. Nonetheless, that is to say if the same questionnaire is
brought to the participants weeks or months after that, the answers might not be ensured

to be consistent with the present outcome of the research.

Additionally, the validity of the study is going to be estimated. Specifically, the online survey
was designed to ask respondents about their demographic and psychographic traits, their
green buying manner as well as the impact grade of green marketing mix 4P’s on their
purchase determination. All the issues occurred in the questionnaire assist the author to
accomplish the goals of the thesis and answer the research question. As a consequence,

the output can be considered as high validity.

Finally, there is a typical limitation existed after the thesis. Indeed, it is related to the
sampling of the empirical research and its representation. To illustrate, Vietham is a
populous country in general, and Hanoi and Ho Chi Minh City are two biggest cities with
millions of citizens; thereupon, 447 respondents of the questionnaire could be seen as just
a small number and cannot represent the attitude towards green marketing and green

buying behavior of the whole population.
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4.3 Recommendations for future research

The thesis focuses only on the impact of green marketing on consumers’ buying decision
among the citizens of two large cities in Vietham. Moreover, as previously said, the sampling
of the research is small that might not symbolize the buying behavior of the whole population.
Therefore, the author has some suggestions for future studies. First of all, prospective
research should examine one specific target audience group, for example, the millennials
or Gen Z. As a result, it will have better reference purpose. Another advice is that other
researchers could pay attention on one aspect of green marketing to make more in-depth
investigation. To illustrate, the awareness of Viethamese consumers towards greenwashing,
meaningful cause marketing campaigns in Vietnam or a study related to eco-labels used in
Vietnam could be appropriate topics. Additionally, researchers can study the influence of
green marketing in a particular major, namely fashion, technology and manufacturing. As a
rule, all the above research directions may become very beneficial for the evolvement and

perfection of green marketing in the marketplace.
5 Summary

To summarize, in the first place, the thesis aims at two principal goals. To demonstrate, it
discovers the connection between green marketing and customers buying decision.
Additionally, it is implemented to interpret the consumers’ purchase behavior in the certain
market towards environmentally friendly products. In order to accomplish these purposes,
literature review and quantitative research method are used in theoretical study and

empirical study respectively.

In addition, Chapter 2 plays a crucial role in explaining the theoretical concepts related to
the thesis topic. Specifically, green marketing definition and its elementary aspects, namely
greenwashing, cause marketing and eco-labels, are reviewed comprehensively from the
previous documents, followed by the detailed analysis of four factors of green marketing
mix consisting of green product, green price, green distribution and green promotion. The

theoretical part finishes with a revision about green consumer and green buying behavior.

Additionally, the clarification of theoretical models assists the development of the
guestionnaire and empirical study in Chapter 3 substantially. Based on several concepts
demonstrated in Chapter 2, the author designs the survey and obtains data from
Vietnamese respondents through online form. The data collection concentrates on probing

the participants’ demographics and psychographics towards green purchase manner, along
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with surrounding issues about green marketing. Afterwards, data is organized and analyzed
statistically via SPSS and Excel.

Following this, in Chapter 4, key findings from the study are described expressly by the
answers of two sub-questions and the main research question. Generally, with sub-question
1, the answer points out that among four elements of green marketing mix, green price,
green place and green promotion see a notable distance between the agreement and
disagreement of the statements about their impact on consumers’ buying decision.
Meanwhile, green product does not experience such a large difference between two sides
of opinion. Regarding the sub-question 2, in terms of demographics, the result displays that
age, literacy level and income affect green buyer behavior, but gender does not. In terms
of psychographics, environmental concern and green purchase behavior have relationship
whereas PCE and green buying behavior are independent. Eventually, it leads to the
resolution of the primary question that green marketing and consumers’ buying

determination have a firm association.



64

References

Akehurst, G., Afonso, C. & Goncalves, H. M. 2012. Re-examining green purchase
behaviour and the green consumer profile: new evidences. Management Decision, 50(5),
pp. 972-988.

Amitrano, L. 2009. What is sustainability? Retrieved on 3 December 2020. Available at

https://www.buildmagazine.org.nz/index.php/articles/show/what-is-sustainability

Ankit, G. & Mayur, R. 2013. Green Marketing: Impact of Green Advertising on Consumer
Purchase Intention. Advances in Management, 6(9), pp. 14-17.

Aschermann, K. The Ten Commandments of Cause-Related Marketing. Retrieved on 17
December 2020. Available at https://engageforgood.com/the-ten-commandments-of-

cause-related-marketing/

Atanasoaie, G. S. 2013. Eco-Label and its Role in the Development of Organic Products
Market. Economy Transdisciplinarity Cognition, 16(1), pp. 122-129.

Butler, A. 2018. Do Customers Really Care About Your Environmental Impact? Retrieved
on 27 December 2020. Available at
https://www.forbes.com/sites/forbesnycouncil/2018/11/21/do-customers-really-care-about-
your-environmental-impact/?sh=299344a7240d

Bradford, S. & Cullen, F. 2012. Research and Research Methods for Youth Practitioners.
Oxon: Routledge.

Bruce, C. & Laroiya, A. 2007. The Production of Eco-Labels. Environmental and Resource
Economics, 36(3), pp. 275-293.

Carmicheal, K. 2020. 10 Cause-Related Marketing Campaign Examples That Inspire Us.
Retrieved on 16 December 2020. Available at https://blog.hubspot.com/agency/5-tips-to-

boost-your-next-cause-marketing-campaigns-reach

Castka, P. & Corbett, C. J. 2016. Governance of Eco-Labels: Expert Opinion and Media
Coverage. Journal of Business Ethics: JBE, 135(2), pp. 309-326.

Chan, A., Sekarsari, A. & Alexandri, B. 2019. Green Marketing: A Study of Consumers'
Buying Behavior in Relation to Green Products in Indonesia. Review of Integrative Business

and Economics Research, 8, pp. 199-211.


https://www.buildmagazine.org.nz/index.php/articles/show/what-is-sustainability
https://engageforgood.com/the-ten-commandments-of-cause-related-marketing/
https://engageforgood.com/the-ten-commandments-of-cause-related-marketing/
https://blog.hubspot.com/agency/5-tips-to-boost-your-next-cause-marketing-campaigns-reach
https://blog.hubspot.com/agency/5-tips-to-boost-your-next-cause-marketing-campaigns-reach

65

Chang, C. H. & Chen, Y. S. 2014. Managing green brand equity: the perspective of
perceived risk theory. Quality and Quantity, 48(3), pp. 1753-1768.

Charter, M. & Polonsky, M. J. 1999. Greener Marketing: A Global Perspective on Greening
Marketing Practice. UK: Greenleaf Publishing Limited.

Chen, Y. S. & Chang, C. H. 2013. The Determinants of Green Product Development
Performance: Green Dynamic Capabilities, Green Transformational Leadership, and Green
Creativity. Journal of Business Ethics: JBE, 116(1), pp. 107-119.

Dacko, S. G. 2008. The Advanced Dictionary of Marketing: Putting Theory to Use. New
York: Oxford University Press Inc.

Danciu, V. 2013. THE CONTRIBUTION OF SUSTAINABLE MARKETING TO
SUSTAINABLE DEVELOPMENT. Management & Marketing, 8(2), pp. 385,387-399.

Dasha, M. 2020. Why Go Green: Top 20 Environment Friendly Products. Retrieved on 27
December 2020. Available at https://belvg.com/blog/why-go-green-top-20-eco-friendly-
products.html

Delmas, M. A., Nairn-Birch, N. & Balzarova, M. 2013. Choosing the Right Eco-Label for
Your Product. MIT Sloan Management Review, 54(4), pp. 10-12.

Donikini, R. 2013. Green products and green marketing: Factors affecting consumers'

purchases of green products. Ann Arbor: ProQuest Dissertations Publishing.

Don’'t Panic 2019. WHAT IS CAUSE MARKETING? TIPS FOR CAUSE CAMPAIGNS.
Retrieved on 16 December 2020. Available at https://www.dontpaniclondon.com/tips-for-

running-successful-cause-marketing-campaigns/

Dopson, E. 2019. 7 Cause Marketing Examples that Will Inspire Your Social Media Strategy.
Retrieved on 16 December 2020. Available at https://www.sendible.com/insights/cause-

marketing

Ecolabel Index 2020. Home. Retrieved on 18 December 2020. Available at

http://www.ecolabelindex.com/

Eneizan, B. M., Matar, A., Al-Zawahreh, A., Alkhawaldeh, A. M. & Eneizan, O. 2019. Effects
of green marketing strategy on firm financial performance. The moderating role of

government policy. Business and Economic Horizons, 15(2), pp. 304-324.



66

European Commission. List of existing EU and International Eco-labels. Retrieved on 18

December 2020. Available at https://ec.europa.eu/environment/gpp/pdf/ecolabels.pdf

FTC 2012. FTC Issues Revised "Green Guides". Retrieved on 9 November 2020. Available
at https://www.ftc.gov/news-events/press-releases/2012/10/ftc-issues-revised-green-

guides

Ghoshal, M. 2011. Green marketing — A changing concept in changing time. BVIMR
Management Edge, 4(1), pp. 82-92.

Govender, J. P. & Govender, T. L. 2016. The influence of green marketing on consumer

purchase behavior. Environmental Economics, 7(2), pp. 77-85.

Gyant, N. 2021. 15 Insanely Effective Sales Promotion Examples To Win More Customers.
Retrieved on 26 January 2021. Available at

https://www.wordstream.com/blog/ws/2020/10/13/sales-promaotion-examples

Ha, T. 2008. Australian Green Consumer Guide: Choosing Products for a Healthier Home,

Planet and Bank Balance. Australia: University of New South Wales Press Ltd.

Hayat, K., Nadeem, A. & Jan, S. 2019. THE IMPACT OF GREEN MARKETING MIX ON
GREEN BUYING BEHAVIOR: (A CASE OF KHYBER PAKHTUNKHWA EVIDENCE FROM
THE CUSTOMERS). City University Research Journal, 9(1), pp. 27-40.

lannuzzi, A. 2011. Greener Products: The Making and Marketing of Sustainable Brands.
Boca Raton: CRC Press.

Joshi, Y. & Rahman, Z. 2015. Factors Affecting Green Purchase Behaviour and Future
Research Directions. INTERNATIONAL STRATEGIC MANAGEMENT REVIEW 3, pp. 128-
143.

Kahn, B. E. 2013. Global Brand Power: Leveraging Branding for Long-Term Growth.
Philadelphia: Wharton Digital Press.

Kane, G. 2010. Three Secrets of Green Business: Unlocking Competitive Advantage in a

Low Carbon Economy. London & New York: Earthscan.

Kenton, W. 2020. Greenwashing. Retrieved on 9 November 2020. Available at

https://www.investopedia.com/terms/g/greenwashing.asp


https://www.investopedia.com/terms/g/greenwashing.asp

67

Khandelwal, U. & Yadav, S. K. 2014. Green Marketing and Sustainable Development:
Marketing Professionals Attitude towards Green Marketing. International Journal of

Marketing & Business Communication, 3(1).

Khare, A. 2015. Antecedents to green buying behaviour: a study on consumers in an

emerging economy. Marketing Intelligence & Planning, 33(3), pp. 309-329.

Leonidou, C. N., Katsikeas, C. S. & Morgan, N. A. 2013. "Greening" the marketing mix: do
firms do it and does it pay off? Journal of the Academy of Marketing Science, 41(2), pp.
151-170.

Lu, L., Bock, D. & Mathew, J. 2013. Green marketing: what the Millennials buy. The Journal
of Business Strategy, 34(6), pp. 3-10.

Middleton, F. 2020. Reliability vs validity: what'’s the difference? Retrieved on 18 February
2021. Available at https://www.scribbr.com/methodology/reliability-vs-validity/

Minton, E., Lee, C., Orth, U., Kim, C. H. & Kahle, L. 2012. SUSTAINABLE MARKETING
AND SOCIAL MEDIA: A Cross-Country Analysis of Motives for Sustainable Behaviors.
Journal of Advertising, 41(4), pp. 69-84.

Moravcikova, D., Krizanova, A., Kliestikova, J. & Rypakova, M. 2017. Green Marketing as

the Source of the Competitive Advantage of the Business. Sustainability, 9(12).

OECD 2016. Environmental labelling and information schemes. Retrieved on 18 December
2020. Available at https://www.oecd.org/env/policy-persectives-environmental-labelling-

and-information-schemes.pdf

Onya. 48 Eco Friendly Products You Can Buy Today to Help Stop Plastic Pollution.
Retrieved on 20 December 2020. Available at https://www.onyalife.com/eco-friendly-

products/

Paetzold, K. 2010. Corporate Social Responsibility (CSR): an International Marketing
Approach. Hamburg: Diplomica Verlag GmbH.

Polonsky, M. J. & Wood, G. 1999. Cause related marketing: Does the cause always win?

American Marketing Association. Conference Proceedings, pp. 153.

UL 2020. Sins of Greenwashing. Retrieved on 13 December 2020. Available at

https://www.ul.com/insights/sins-greenwashing


https://www.ul.com/insights/sins-greenwashing

68

UN environment programme. Eco-labelling. Retrieved on 17 December 2020. Available at
https://www.unenvironment.org/explore-topics/resource-efficiency/what-we-

do/responsible-industry/eco-labelling

Rajput, N. & Vasishth, N. 2008. Advertising and Personal Selling. Mumbai: Himalaya
Publishing House.

Rinkesh. What is Green Consumerism? Retrieved on 2 January 2021. Available at
https://www.conserve-energy-future.com/green-consumerism-importance-examples-

strategies.php

Saini, B. 2013. Green marketing and its impact on consumer buying behavior. International

Journal of Engineering Science Invention, 2(12), pp. 61-64.

Sarkar, D., Datta, R., Mukherjee, A. & Hannigan, R. 2015. An Integrated Approach to

Environmental Management. New Jersey: John Wiley & Sons, Inc.

Schaltegger, S., Burritt, R. & Petersen, H. 2003. An Introduction to Corporate Environmental

Management: Striving for Sustainability. Sheffield: Greenleaf Publishing Limited.

SendPulse 2021. What is Sales Promotion? — Guide. Retrieved on 26 January 2021.

Available at https://sendpulse.com/support/glossary/sales-promotion

Sharma, K. & Bansal, M. 2013. Environmental consciousness, its antecedents and

behavioural outcomes. Journal of Indian Business Research, 5(3), pp. 198-214.

Sharma, M. & Trivedi, P. 2016. Various Green Marketing Variables and Their Effects on
Consumers’ Buying Behaviour for Green Products. IILTEMAS, V().

Singh, P., Singh, R. & Sharma, S. 2016. Emergence of Green marketing Strategies and
Sustainable Development in India. Journal of Commerce and Management Thought, 7(4),
pp. 693-710.

Smith, T. M. 1998. The Myth of Green Marketing: Tending Our Goats at the Edge of

Apocalypse. Canada: University of Toronto Press.

Solomon, M. R., Bamossy, G. J., Askegaard, S. & Hogg, M. K. 2016. Consumer behaviour:

a European perspective. UK: Pearson Education Limited.



69

Sunitha, T. R. & Edward, M. 2015. Cause Marketing - The Corporate, Consumer and Cause
Partnership for Mutual Benefit: An India Perspective. IUP Journal of Marketing Management,
14(1), pp. 39-50.

Tsui, J. 2020. The Negative Effects of Corporate Greenwashing. Retrieved on 14 December
2020. Available at https://www.seagoinggreen.org/blog/the-negative-effects-of-corporate-

greenwashing

Verma, S. 2017. Niche level segmentation of green consumers: A key for psychographic or
demographic predicament. South Asian Journal of Business Studies, 6(3), pp. 274-290.

Wei, C. F,, Lee, B. C. Y., Kou, T. C. & Wu, C. K. 2014. Green Marketing: The Roles of
Appeal Type and Price Level. Advances in Management and Applied Economics, 4(5), pp.
63-83.

Williams, K. C., Page, R. A. & Petrosky, A. R. 2014. Green Sustainability and New Social
Media. Journal of Strategic Innovation and Sustainability, 9(1/2), pp. 11-33.

Zavattaro, S. M. 2013. Cities for Sale: Municipalities As Public Relations and Marketing
Firms. USA: State University of New York Press.



Appendix 1. Questionnaire

Tiép thi xanh va quyét dinh mua hang cta ngwdi tiéu dung

Xin chao!

To6i dang viét mot luan an vé sy anh hwéng cla tiép thi xanh dén quyét dinh mua hang cta
ngwdi tiéu dung & Viét Nam. Vi thé, cudc khdo sat nay nham muc dich 1am ré sw anh hwéng
doé va mirc dd anh hwéng ctia nd. Thém vao dé, cudc khao sat nay con tim hiéu théi quen
mua hang ctia ngwdi tiéu dung Viét Nam rang ho c6 sdn sang mua sdm cac san pham than

thién véi méi tredong khéng.

Bai khao sat bao gébm 16 cau hdi va mat tm 5 phut. Cac théng tin dwoc cung cép trong bai

khao sat sé dwoc bao mat va str dung v&i muc dich nghién clru thye nghiém.
Néu co bat ky thdc mac gi, hay lién lac véi tdi qua email duong.nguyen@student.lab. fi.
Ghi ch: Mét vai cum tir cé lién quan dén chi dé cla bai khao sat:

1. Tiép thi xanh: bao gdbm céac hoat ddng wu tién can nhac dén nhirng anh hwéng 1én
mai trudng.

2. San phdm xanh: 1a san phadm than thién va it gay thiét hai dén moéi trwong bat ké
khi né dwoc san xuét, st dung hay loai bé.

3. Noi phan phdi san phdm xanh: 1a noi ma san pham xanh dwoc trung bay cho muc
dich ban hang.

4. Quang ba xanh: la truyén théng tiép thi ctia moét cong ty véi nguoi tiéu ding vé sw
tham gia cta cong ty dé trong cac hoat déng xanh, cling nhw nhirng wu diém va

tinh nang ctia s&n phdm xanh.

1. Tudicuta ban la
e Nhd hon 15 tubi

e 15-30 tudi
e 31-45 tudi
o 46-60 tudi

e Lé&n hon 60 tudi
2. Gioitinh cda ban

¢ Nam



o N
e Khéac
3. Trinh do hoc van cda ban
e THCS
e THPT
e Cwr nhan
e Thacsi
o Tién si

4. Thu nhap hang thang
e Ithon 5 triéu déng
e 5triéu — 15 triéu dong
e L&n hon 15 triéu dong

5. Ban c6 quan tam dén cac van dé vé méi trworng khong?

o C6
e Khong
e Khoéng hén
6. Ban c6 nghi thoi quen mua hang ctia minh sé c6 anh hudng dén bao vé méi trwong
khong?
e CO
e Khdng
e Khong han
7. Ban da mua san pham xanh bao gi& chwa?
e RO
e Chua

Néu rdi, dén cau sb 9

8. Néu ban chwa bao gid mua san phadm xanh, ban c6 sdn sang mua né trong twong

lai khéng?
e CO
e Khoéng
e Kho noi

9. Tan suéat ban mua san phadm xanh trong vong 6 thang vira qua
e Ludn ludn (100%)
e Thuwdng xuyén (70-80%)



e Thinh thoang (40-50%)
e Hiém khi (20-30%)
o Khdng bao gi¢ (0%)

10. Cau héi thang 1-5. Chon mirc dd twong (rng v&i dap an cua ban

1-Hoantoan | 2 3 4 5 —Hoan toan

khéng déng y déng y

M6t san pham co
than thién voi
moi trwdng
khéng anh
hwéng dén quyét
dinh mua hang
cla toi

Gia thanh cula
san phdm xanh
anh hwéng dén
quyét dinh mua
hang cuda toi

Noi phan phdi
sadn pham xanh
anh hwéng dén
quyét dinh mua

hang cua t6i

Quang ba xanh
anh hwéng dén
quyét dinh mua

hang cua toi

11. Ban c6 s&n sang trd mirc gia cao hon d& mua mét san pham xanh so véi san phadm
thong thwdng cung loai khéng?
e CO
e Khoéng



e Tuy thudc vao thwong hiéu, chat lwong va loi ich ctia sdn pham
12. Ban thwdng mua san phadm xanh & dau? (Chon 1 hodc nhiéu hon)

o Chg dia phwong

e Ctra hang tién lgi

e Siéu thi

e Trung tdm thuwong mai

e Internet

e Muc khéc:

13. Ban dau, ban quyét dinh khéng mua mét mét hang. Tuy nhién, sau khi dugc gidi
thiéu/quang céo vé cac khia canh xanh cta mat hang/thwong hiéu doé, ban c6 sén

sang thay déi quyét dinh mua hang ctia minh khéng?

e CO
e Khdng
e Kho noi

14. Ban da tlrng gap coéng cu quang ba nao cho san pham xanh? (Chon 1 hodc nhiéu
hon)
e Quang cao
e Khuyén méi
e Phuong tién truyén thdng mang xa hoi (Facebook, Instagram, YouTube, bao
dién ter...)
e Ban hang ca nhan (personal selling)
e Quan hé cbéng chung (PR)
15. Ban thwdng tiép nhan théng tin vé s&n pham xanh théng qua cac k&nh nao? (Chon
1 hoéac nhiéu hon)
o TV

Internet

e Tap chi/Bao in

e Nguwoi xung quanh (Ban bé, ngudi than, ddng nghiép...)
e Nhan vién tw van tai ctra hang

e Bubi thdo luan/Hdi nghi

e Muc khéc:

16. Theo quan diém cda ban, nhan té nao trong tiép thij la quan trong nhat anh hwéng
I&n dén quyét dinh mua hang xanh cta ban?

e Sanpham



Gia thanh
Noi phan phdi
Quang ba

Khéng c6 dap an nao & trén



