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Abstract
Purpose – The purpose of this paper is to investigate the impact of materialistic values on purchase
intention (PI) toward green products among consumers in Vietnam and Taiwan, two Asian countries with
different levels of economic development.
Design/methodology/approach – This research employs the extended theory of planned behavior (TPB)
with an integration of materialism. To serve the purpose of this study, two consumer surveys were conducted
in Hanoi (Vietnam) and Taipei (Taiwan). The structural equation modeling was employed to test the proposed
model and hypotheses.
Findings – This study examined the impact of some antecedents of green PI among consumers in Vietnam and
Taiwan, focusing on the indirect impact of materialistic values (through attitude). All five hypotheses received
support from the Vietnam data, confirming the significant impacts of materialistic values (i.e. success and
happiness) on attitude, and all three antecedents from the TPB model (i.e. attitude, subjective norms and perceived
behavioral control) as positive predictors of green PI. For the Taiwan data, the findings were similar to those from
the Vietnam data, except insignificant impact of success value on attitude toward buying green products.
Originality/value – This research is expected to contribute to the extant literature by enriching the
knowledge of the interesting and important relationship between materialistic values and green purchase
behavior among consumers in two Asian markets where, to the author’s best understanding, only modest
research effort has been given to explore this topic.
Keywords Vietnam, Materialism, Taiwan, Green purchase intention, Theory of planned behaviour
Paper type Research paper

1. Introduction
In the marketing field, studying green consumer behaviors has become an important topic that
has attracted significant research from both scholars and practitioners (Narula and Desore,
2016; Nguyen et al., 2019). Due to such environmental issues as climate change and serious
pollution, there has been an irreversible shifting in consumer preference toward
environmentally friendly consumption and behavior (Akenji, 2014), even in less developed
countries (Chua et al., 2016). In addition, it has been noted that green consumption may vary for
different countries due to differences in terms of the development level and culture (Ko and Jin,
2017). Therefore, it is interesting and meaningful to examine the green consumption behavior
in the context of Vietnam and Taiwan, two economies in Asia that may share some similarities
in terms of culture but represent different levels of economic development.
With regard to antecedents of green product purchase, various factors have been
examined in the literature. However, the research findings pertaining to factors influencing
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green purchase behavior are still inconsistent (Nguyen et al., 2019). Among the antecedents,
values have been considered to have a significant impact on environmental attitudes and
behaviors. However, there is still a little research on the relationship between specific values
and environmentally friendly behaviors (Gonzalez et al., 2015; Zibenberg et al., 2018). In
addition, it is noted that the relationships between values and green purchase behavior is
still unclear (Nguyen et al., 2019).
Materialism is an important construct in marketing and the topic related to this construct
has received extensive investigation in the literature (e.g. Richins and Dawson, 1992;
Strizhakova and Coulter, 2013). Although materialism has frequently been associated with
Western countries, past research has suggested that materialism exists also in less
developed countries and it seems to be growing in the emerging markets while slowing
down in the developed markets because many consumers in the developed countries are
now moving toward more abstract and less materialistic goals (Burroughs and Rindfleisch,
2002). Taiwan is included in the advanced and high-income economies group, while Vietnam
is an emerging economy in Asia. Many previous studies have examined the role of
materialism in explaining consumer behaviors and much past research has indicated the
negative side of materialism. The link between materialism and green purchase behavior
has been explored in different contexts, using different approaches (i.e. materialism is
treated as a single construct vs materialism being broken into different facets), and the
findings are mixed and inconsistent (Segev et al., 2015). It has been suggested that this
relationship should be further investigated (Perera and Klein, 2011; Strizhakova and
Coulter, 2013), especially with the use of the materialism concept unbundled into its facets
(Segev et al., 2015). Also, it is meaningful to examine the relationship in the context of
Taiwan and Vietnam, two Asian economies with different levels of economic development,
where the issues related to green consumption have received increasing and significant
attention from relevant stakeholders albeit at different degrees.
The main purpose of this study is to examine the impact of an important value,
materialism (i.e. three materialism’s components) on green purchase behavior among
Vietnamese and Taiwanese consumers. The theory of planned behavior (TPB) with the
integration of materialistic values is employed as a theoretical framework for this study.
The TPB has been well employed in the literature, including the environmental domain, in
both developed and emerging markets (e.g. Chan, 2001; Ko and Jin, 2017; Nguyen et al.,
2019). The results of this research are expected to contribute to the literature by enriching
our knowledge of the interesting and important relationship between materialistic values
and green purchase behavior among consumers in two Asian markets where, to our best
understanding, only modest research effort has been given to explore this topic. In this
report, following the introduction section, theoretical background and hypotheses are
presented. Next is the research methodology, followed by the research results. Finally, the
research findings are discussed and the implications are provided.
2. Theoretical background and hypotheses
2.1 Green consumption and the research context
Green consumption has been studied in developed economies since the 1960s (Coleman et al.,
2011). In fact, psychological and perceptual environment-related concepts have become a
traditional theme in environmental sociology and psychology. However, this topic has not
caught adequate attention in marketing for a long time (Pickett et al., 1993). Recently, studies of
green consumption have seemed to regain a better momentum. Some marketing scholars have
called for novel research related to environment-related and sustainable consumption (Prothero
et al., 2011). Thus, there has been more research deepening our knowledge about environment
concerns, attitudes and environmentally friendly behaviors (e.g. Polonsky, 2011). A recent
theme is a stream of research linking environmental concern issues with environmentally

friendly buying and consuming behaviors (e.g. Welsch and Kühling, 2009). Still, understanding
different antecedents of green behaviors is necessary and important theoretically. In this
research, green consumption can be understood as behaviors which are related to
environmental and resource-related problems and motivated by both a desire to satisfy
individual needs and a concern for the welfare of society in general (Antil, 1984). Although
studies in the field may use different terms such as: socially responsible, ecologically conscious,
environmentally responsible, environmentally friendly, pro-environmental, or green
consumption, the common theme is a desirable consumption goal to minimize
environmental consequences (Kim et al., 2012). Green products can be any kinds which are
produced either by minimizing used inputs; utilizing materials that are recycled and non-toxic
or not related to experiment on animals or harmless to protected animals; using less energy for
production; or having minimal or no packaging in use (Simon, 1995).
This study seeks to examine the role of an important and debatable antecedent of green
purchase, materialism, using the TPB model as theoretical framework, using consumer data
from two Asian economies, Vietnam and Taiwan. Taiwan is considered as a developed
economy and green consumption in Taiwan has become a form of mainstream consumption
culture (Lu et al., 2015). In Taiwan, both the Government and citizens have the understanding
and knowledge of green issues and sustainable practices (Rahimah et al., 2018). The research
topic related to green consumption in Taiwan has attracted an increasing research interest
from scholars. A recent study by Rahimah et al. (2018) examined the antecedents of green
purchase behavior, focusing on the role of consumers’ anxiety of death and individual social
responsibility, why Lu et al. (2015) examined the impact of consumer personality traits and
ethical beliefs. Some other studies have focused on some specific green products such as
organic food (e.g. Chang and Chang, 2017), and specific green consumption behavior such as
recycling or “Bring Your Own Shopping Bag” (Chang and Chou, 2018). Some research effort
has been given to investigate the issue in the cross-cultural context. For example, Polonsky
et al. (2014) examined the relationship between materialism and environmental behaviors
across for Asian economies including China, Hong Kong, Taiwan and Singapore. However, to
our best knowledge, in Taiwan it seems none past research has examined the relationship
between materialistic values and consumer attitude in the context of green consumption,
especially under the framework of the TPB model.
On the other hand, Vietnam is a transitional and emerging economy in Southeast Asia.
It is considered a fast growing and promising consumer market with population of more
than 95m people. Similar to many other developing countries, green consumption and green
products are still relatively new and emerging concepts in Vietnam (Nguyen et al., 2019).
These concepts have been gaining attention from scholars and practitioners (e.g. Le et al.,
2019; Nguyen et al., 2019). In business practice, for instance, a project to “greenly” transform
the textile and apparel industry into a more sustainable one has been jointly carried out by
The Vietnam Textile and Apparel Association and World Wildlife Fund for the period
2018–2020. In retailing field, Vinmart (a retail chain belonging to Vingroup, the biggest
private group in Vietnam) has implemented many activities to promote green products and
guide consumers toward engaging in pro-environmental consumption.
2.2 Factors influencing green purchase intention (PI) – the antecedents from
the TPB model
The TPB (Ajzen, 1991) is a well-researched model that has been proved successful in predicting
and explaining behaviors across a variety of domains. In the environmental field, the TPB has
been well employed in the literature (e.g. Chan, 2001; Ko and Jin, 2017; Nguyen et al., 2019).
Under the TPB, behavioral intention construct is at the core of the model that plays the
role as a powerful predictor of the behavior (Ajzen, 2011). In this study, we focus on
explaining the consumers’ PI, rather than the behavior. The TPB indicate three important
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antecedents of behavioral intention, including attitude toward the behavior, subjective
norms (SNs) and the perceived behavioral control (PBC) (Ajzen, 1991). On the basis of TPB,
in this study, attitude (ATT) refers to the consumer’s positive or negative evaluation of
buying green products; SN can be defined as the perceived social pressure that encourages
one to engage in purchase of green products; and, finally, PBC refers to the difficulty or ease
perceived by an individual to perform the purchase of green products.
Previous studies have provided empirical evidence for supporting the impact of the
antecedents from the TPB on PI with regard to environmentally friendly products
(e.g. Cowan and Kinley, 2014; Diamantopoulos et al., 2003; Ko and Jin, 2017; Wang, 2014).
However, the impact magnitudes of the three antecedents from the TPB have been
inconsistent and dependent on the specific research context. In this study, we re-test the
relationships between three important factors of the TPB and PI toward green products
among consumers in the context of Taiwan and Vietnam, two economies in Asia
representing different levels of economic development. We expect to see the similar findings
pertaining to the significantly positive impact of these antecedents on PI. Therefore, the
following set of hypotheses is presented:
H1. The consumer attitude toward green purchase is positively related to green PI for
both Vietnamese and Taiwanese consumers.
H2. The consumer SN toward green purchase is positively related to green PI for both
Vietnamese and Taiwanese consumers.
H3. The consumer PBC toward green purchase is positively related to green PI for both
Vietnamese and Taiwanese consumers.
2.3 Materialistic values: indirect antecedents of PI toward green products
In consumer research, previous studies have sought to extend the TPB model by adding the
new variables with the purpose of understanding better the behavior in the specific research
context ( Joshi and Rahman, 2016; Nguyen and Nguyen, 2017). In the field of green consumption,
materialism has been considered as an important and promising factor influencing the purchase
behavior. Therefore, this construct is integrated into our research model.
In the literature, materialism has been viewed as a personality trait (e.g. Belk, 1985), and
as a consumer value (e.g. Richins and Dawson, 1992). According to Richins and Dawson
(1992, p. 308), materialism is defined as a “set of centrally held beliefs about the importance
of possessions in one’s life.” They identified three important belief domains of materialism,
including possession-defined success (SUC): the extent to which one uses possessions as
indicators of success and achievement in life; centrality of acquisition (CEN): the extent to
which one places possession acquisition at the center of one’s life; and acquisitions in pursuit
of happiness (HAPPI): the belief that possessions are essential to satisfaction and well-being
in life. In the present study, materialism is viewed as a consumer value and three
components of materialism are treated as separate variables (Nguyen and Tambyah, 2011).
The negative side of materialism associated with pro-environmental attitude and behavior
has been noted in the context of both developed and developing countries (e.g. Kilbourne and
Pickett, 2008; Lu and Lu, 2010; Segev et al., 2015). Materialistic values have been considered as
negative ones and are closely related to self-interested values. Materialists, therefore, tend to
be less concerned with the environment and are more likely to be driven by acquiring material
possessions for themselves. This may be at the expense of the common good of the
environment (Richins and Dawson, 1992; Segev et al., 2015). Previous studies have provided
some empirical evidence regarding the negative impact of materialism on environmentally
responsible behaviors (Brown and Kasser, 2005; Good, 2007; Kilbourne and Pickett, 2008;
Richins and Dawson, 1992). In the context of Taiwan, past research has suggested that

materialism is negatively related to environmental concern (Polonsky et al., 2014). In our
study, it is expected that those Taiwanese consumers holding high level of materialistic values
will express less favorable attitude toward buying green products.
On the other hand, past research also pointed out that the negative relationship between
materialism and green behaviors could not be definitely confirmed due to issues related to
measurement and definitions in use (Segev et al., 2015). In some emerging economies, prior
research even found a positive relationship, especially for groups of global-culturalidentified
individuals (Strizhakova and Coulter, 2013). They speculated that with the marketing strategies
implemented by multinationals entering the economies, both concepts of materialism and
environmentally friendly behaviors now can be reconciled. It has been suggested that depending
on a specific context, a particular component of materialism may be more dominant and it is
associated with particular antecedents and consequences (Segev et al., 2015). In the context of
Vietnam, an Asian emerging economy, among three facets of materialism, the status component
(i.e. SUC) may be more apparent and strongly associated with green purchase. Those consumers
holding a high level of success value may demonstrate greater concern for self-status, and they
may view many green products such as organic food or green fashion apparels as signs of
success (Ogle et al., 2014) since these green products general cost more and are often associated
with the image of something new, trendy, modern and unique. The products can help consumers
publically express the self as being trendy, knowledgeable and successful in life, and improve
their prestige of being caring and altruistic. In our study, it is expected that SUC is a positive
predictor of the ATT toward purchase of green products for Vietnamese consumers.
Vietnam and Taiwan are different contexts in terms of levels of economic development
and levels of consumer materialistic values. In addition to some similarities, we expect to
see the impact of three components of materialism on ATT differently in some extent for
Vietnamese and Taiwanese consumers. Based on the above discussion, the following
hypotheses are presented:
H4a. Success component of materialism (SUC) is negatively related to the Taiwanese
consumer attitude toward green purchase while it is positively related to ATT for
Vietnamese consumers.
H4b. Centrality component of materialism (CEN) is negatively related to the attitude
toward green purchase for both Taiwanese and Vietnamese consumers.
H4c. Happiness component of materialism (HAPPI) is negatively related to the attitude
toward green purchase for both Taiwanese and Vietnamese consumers.
Based on suggestions from previous studies regarding the impact of some demographic
variables on green PI such as gender (Wang, 2014), we include gender as a control variable
in our model. The proposed conceptual framework is presented in Figure 1.
3. Research methodology
3.1 Sample and data collection
To test the research model and hypotheses, two data sets were collected from urban Vietnam
and Taiwan. Specifically, the data set in Vietnam was collected in Hanoi, the capital of Vietnam.
It has been suggested that selection of Hanoi for data collection is appropriate and can ensure
the necessary conditions for the occurrence of green consumption (e.g. significant number of
consumers with higher level of environmental knowledge, higher living standards and the
availability of green products in the market) (Nguyen et al., 2019). The convenience sampling
technique was used to collect data. The final sample size included 402 respondents. In the
sample, there were more females (56.7 percent) than males (43.3 percent). The respondents’ age
ranged from 18 to 70 with the age average of 30. More than 50 percent of respondents held
bachelor degrees or above. The sample covers a wide range of occupations and income levels.
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In Taiwan, data were collected in three biggest Carrefour hypermarkets in Taipei, the capital
of Taiwan. In this study, quota sampling technique was applied with the main criteria for
selecting respondents including gender and age (Department of Civil Affairs, Taipei City
Government, 2019). Eventually, 264 valid questionnaires were used for final analysis. In
Taiwan sample, there were more females (52.65 percent) than males (47.35 percent). The
sample covered the range of ages from 20 to 64 with the age average of 39. With regard to
education level, the sample included more than 73 percent of college/university and above.
3.2 Measures and questionnaire development
All the constructs in this study were measured by the scales which have been established in the
literature. Specifically, the three-item scale measuring PI was adapted from Chan (2001) (e.g. “I
will consider buying less poluted products”). The scale measuring ATT, SN and PBC were
based on Ajzen (1991) and modified from Chang (1998), and each includes three items. The
examples of items measuring ATT, SN and PBC include “purchase of green products is a smart
choice,” “my family and friends would approve of my purchasing green products” and “I meet
no difficulties in purchasing green products,” respectively. The nine-item scale measuring three
components of materialism, a short version scale of Richins and Dawson (1992), was adopted
for this study including three items measuring SUC, three items measuring CEN and three
items measuring HAPPI (Richins, 2004; see Kilbourne and Pickett, 2008 as well). Some
examples of items measuring SUC, CEN and HAPPI are “the things I own say a lot about how
well I am doing in life,” “buying things gives me a lot of pleasure” and “I would be happier if I
could afford to buy more things,” respectively. All the scale items are scored on a seven-point
Likert-type format ranging from strongly disagree (1) to strongly agree (7).
In this study, the questionnaire was developed including all the scale items measuring
seven constructs in the research model. In addition, demographic questions such as gender,
age, education level, marital status and income were included at the end of the questionnaire.
The definition of green products was provided at the beginning of the questionnaire to
ensure the common understanding among respondents. All the scale items originally in
English were first translated into Mandarin ( for the questionnaire used in Taiwan) and
Vietnamese ( for use in Vietnam) by bilingual persons and then were translated back into
English by another one, following the back-and-forth translation process. The translated
versions and the original one in English were carefully checked by an English-fluent scholar
for necessary adjustment.
4. Research results
For most the scales in our research model, except materialism, the scale validity and
reliability first were assessed through performing confirmatory factor analysis (CFA) and
Cronbach’s α. Despite extensive use in the USA, the property of Richins and Dawson’s

materialism scale has been in question within cross-cultural research (Polonsky et al., 2014).
Therefore, both exploratory factor analysis (EFA) and CFA were performed on the
materialism scale. After scale assessment, structural equation modeling (SEM) was
employed to test the hypothesized model and hypotheses.
4.1 Scale assessment
To assess the property of the materialism scale, we first conducted EFA and Cronbach’s α
analysis. The results of EFA analysis did not support the three-factor structure (i.e. SUC, CEN
and HAPPI) in both Vietnam and Taiwan sample. The Cronbach’s α for CEN scale was far
below the accepted level of reliability in both samples. The findings were similar to those from
a cross-cultural study by Polonsky et al. (2014), in which the two-factor structure of
materialism was used in the final analysis (i.e. success and happiness dimensions). In our
study, we also used the two dimensions of the materialism scale, SUC and HAPPI for analysis.
In order to assess the measurement validity, the full measurement model was analyzed.
The initial measurement model was constructed including all the scale items as indicator
variables. During the process of conducting CFA, one item measuring SN in Vietnam sample
and one item measuring HAPPI in Taiwan sample were dropped due to several undesirable
values of standardized residuals associated with them (i.e. the values were larger than 2.5;
Hair et al., 2014). As indicated in Table I, the results of CFA, using AMOS21 software,
demonstrated a good level of fit for both Vietnam and Taiwan samples. All t-tests of the
observed variables were significant at the 0.001 level.
The Cronbach’s α was calculated for each scale, ranging from 0.69 ( for PBC) to 0.90
( for ATT) for Vietnam sample, and from 0.84 ( for SUC) to 0.95 ( for ATT) for Taiwan
sample. These results demonstrated a satisfactory level of reliability with coefficient αs
exceeding the cut-off value of 0.70 (Hair et al., 2014), except PBC was a bit lower than 0.70 for
Vietnam sample (α was 0.69).
In addition, we also reassessed the scale reliability after confirmatory analyses following
the recommendation by Gerbing and Anderson (1988). The estimated loadings for each
indicator were examined, and composite reliability (CR) and average variance extracted
(AVE) were assessed (cf. Fornell and Larcker, 1981). The results showed that all factor
loadings were significant at p o 0.01. All the CRs and AVEs were above the cut-off values
of. 70 and 0.50, respectively (Hair et al., 2014) for both Vietnam and Taiwan samples. The
lowest CR of 0.75 and the lowest AVE of 0.51 were associated with SUC for Vietnam sample,
and the lowest CR of 0.77 and the lowest AVE of 0.64 were associated with HAPPI for
Taiwan sample.
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4.2 The structural equation model and hypothesis testing
Correlations among the constructs. Before testing the hypotheses, we checked correlations
among the constructs used in this study. The results showed no serious multicollinearity
problem. In Taiwan sample, however, the correlation between SUC and HAPPI was
relatively high with an r-value of larger than 0.70. We ran discriminant validity test using
the Fornell–Larcker criterion (Fornell and Larcker, 1981; Hair et al., 2014). Specifically, the
discriminant validity is established if the square root of the AVE of each construct is larger

Fit index
Vietnam sample
Taiwan sample

CMIN/df

p-value

GFI

CFI

TLI

RMSEA

2.211
2.293

o 0.01
o 0.01

0.934
0.898

0.953
0.961

0.937
0.948

0.055
0.070

Table I.
The results of
confirmatory factor
analysis
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than its highest correlation with any other constructs. As indicated in Table II, the results
confirmed the discriminant validity of all the constructs in the model.
Structural path analysis. The results of the structural equation analysis indicated that the
model achieved a good level of fit for both Vietnam and Taiwan samples: for Vietnam
sample: χ2 (118) ¼ 357.63, CMIN/df ¼ 3.03, po0.01, GFI ¼ 0.916, CFI ¼ 0.918, TLI ¼ 0.90 and
RMSEA ¼ 0.07; for Taiwan sample: χ2 (119) ¼ 281.524, CMIN/df ¼ 2.366, po0.01, GFI ¼ 0.89,
CFI ¼ 0.958, TLI ¼ 0.945 and RMSEA ¼ 0.072. The R2 for ATT was 0.10 and 0.29, and for PI
was 0.52 and 0.55 for Vietnam and Taiwan samples, respectively. These showed evidence that
the model provided considerable insights with regard to antecedents of PI toward buying
green products, both direct and indirect ones across the two samples.
In this study, finally five hypotheses were tested for each sample. The results of
hypothesis testing for each sample are presented in the following.
Vietnam sample. The results of SEM provided support for all five hypotheses.
Specifically, the results confirmed that all three variables from the TPB were positive
predictors of intention to purchase green products: H1 proposed a positive impact of ATT
on PI and it received support from the data: (β1 ¼ 0.446, t ¼ 9.01); SN was found to have a
positive effect on PI (g1 ¼ 0.227; t ¼ 4.11); thus, H2 received support from the data. In
addition, the findings also provided support for H3 confirming that PBC was positively
related to PI (g2 ¼ 0.39; t ¼ 5.64).
With regard to the impact of materialistic values, as our expectation, the relationship
between SUC and ATT was positively significant (g3 ¼ 0.37; t ¼ 4.38). Therefore, H4a was
supported. With regard to the impact of HAPPI on ATT, HAPPI was found to be negatively
and significantly related to ATT (g4 ¼ −0.314, t ¼ −3.76), lending support for H4c. The path
from gender to PI was not found to be significant.
Taiwan sample. In this study, five hypotheses were tested and four of them received
support from the data, while one was not supported. As our expectation, the results showed
that all the hypothesized paths pertaining to the impact of three determinants from the TPB
on intention to purchase green products were positively significant. Specifically, ATT was a
significant predictor of PI (β1 ¼ 0.138, t ¼ 2.94), lending support to H1. SN was found to
have a positive effect on PI (g1 ¼ 0.50; t ¼ 6.55); thus, H2 received support from the data.
In addition, the findings also provided support for H3 confirming that PBC was positively
related to PI (g2 ¼ 0.275; t ¼ 5.14).
With regard to the impact of materialistic values, unlike our expectation, the relationship
between SUC and ATT was not statistically significant ( p W0.05). Therefore, H4a was not
supported. With regard to the impact of HAPPI on ATT, as our expectation, HAPPI was
found to be negatively and significantly related to ATT (g4 ¼ −0.52, t ¼ −6.12), lending
support for H4c. Similar to the findings from the Vietnam sample, the path from gender to PI
was not found to be significant, which is different from Wang’s (2014)’s findings. The results
of hypothesis testing are summarized in Table III.
Mean

SD

1

2

3

4

5

6

1. ATT
5.54
1.19
0.94
2. SN
4.80
1.24
0.66**
0.88
3. PBC
5.52
1.04
0.23**
0.34**
0.84
4. SUC
3.63
1.48
−0.19**
−0.12*
−0.04
0.81
Table II.
4.10
1.73
−0.16**
−0.18**
−0.06
0.75**
0.80
Descriptive statistics, 5. HAPPI
5.19
1.10
0.53**
0.65**
0.38**
−0.25**
−0.30**
0.86
correlation matrix and 6. PI
Notes: The diagonal elements (in italic): the square root of the AVE of each construct. *,**Significant at 0.05
discriminant validity
and 0.01 levels, respectively (two-tailed)
(Taiwan sample)

5. Discussion and implications
This study investigated the impact of several antecedents on intention to buy green products
among consumers in Vietnam and Taiwan, with the focus on the effect of materialistic values on
attitude. In this study, an extended TPB model with the integration of the three components of
materialism was proposed. Five hypotheses were tested and all of them received support from
the Vietnam data, while one failed to get support from the Taiwan data. Specifically, the findings
confirm the significant and positive impact of all three antecedents from the TPB on green PI.
This is consistent with the findings from many previous studies in the area of pro-environmental
consumption (e.g. Cowan and Kinley, 2014; Nguyen et al., 2019). For Taiwanese consumers, SN
was found to be the most influential predictor of PI, followed by PBC and, finally ATT. However,
for Vietnamese consumers, the contribution of ATT is the most salient in this study. Perhaps, in
an emerging economy like Vietnam where consumers’ understanding and experience regarding
green products and green consumption is still at the early stage, forming a favorable ATT
toward buying green products plays a very crucial role in enhancing consumer PI.
This study focuses on the relationship between materialistic values (i.e. SUC, CEN and
HAPPI) and consumer ATT toward green purchase. The findings provided empirical evidence
for supporting the significantly negative impact of HAPPI on ATT toward green purchase for
both groups of Vietnamese and Taiwanese consumers. It means that consumers with high level
of HAPPI value are more likely to hold a negative attitude toward green purchase. For these
consumers, while pursuing luxuries in life for seeking pleasure and happiness, green products
may be less favorable choices. Perhaps, in both Vietnam and Taiwan, there may still not be
many green products that can bring joyful and comfortable feeling when using the products.
Contrary to our expectation, the negative impact of SUC on ATT failed to receive support
from the Taiwan data. It means that those consumers with high level of SUC value, while
pursuing and acquiring material objects as indicators of success and achievement in life,
some specific green products may still be on the list. However, for better understanding, this
issue should be further investigated in the future studies. As for Vietnamese consumers,
SUC was found to be a positive predictor of ATT. It suggests that using green products may
help consumers express the self as knowledgeable ones and a sign of their success (Nguyen
et al., 2019; Ogle et al., 2014). This provides another piece of evidence that the green side can
be associated with materialism.
From a theoretical perspective, this study investigates an important issue pertaining to
the factors driving green PI in the context of two Asian economies, Vietnam and Taiwan.
The research findings contribute to enrich our understanding about green purchase and its
antecedents in the cross-cultural context, especially enhance our knowledge of the debatable
relationship between materialism facets and pro-environmental behavior.
From a practical perspective, this study is expected to provide some managerial
implications. The findings from this study provide insight to understand better consumers and
satisfy better their needs. Based on the findings, firms should develop relevant and effective
marketing strategies to attract consumers to engage more in buying green products. Firms
may want to design effective communication campaigns to enhance the citizens’ knowledge of

Hypotheses

Structural path

Taiwan

H1
ATT – PI
Positive (s)
H2
SN – PI
Positive (s)
H3
PBC – PI
Positive (s)
H4a
SUC – ATT
Positive (ns)
H4c
HAPPI – ATT
Negative (s)
Notes: s, the hypothesis is supported; ns, the hypothesis is not supported
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Vietnam
Positive (s)
Positive (s)
Positive (s)
Positive (s)
Negative (s)

Table III.
The results of
hypothesis testing
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green products and the multi-facet benefits associated with purchasing and consuming them so
that consumers can receive favorable social influence regarding green purchase. This is
especially appropriate in the context of collectivistic culture such as Vietnam and Taiwan. In
Taiwan, SN was found to be the strongest predictor of PI, but currently the mean score of SN is
still relatively low. This is an area that firms should work on. For Vietnamese consumers, since
green consumption is still at the beginning stage, building favorable ATT toward green
purchase is very important. In addition, firms also need to develop strategies to reduce barriers
to access green products in terms of affordability, availability and other related issues so that
consumers find it easier to control their purchases toward green products. Since the findings
showed not only the negative side of materialism, but also the positive side of it, firms may
want to develop strategies to promote the green side of materialism, especially the positive
impact of SUC value. Specific green products can be developed and promoted associated with
the image of status symbol, modern life style, and achievement indicators. More green products
should be designed in the way that can bring consumers with happy, comfortable and
pleasurable felling in terms of the physical and spiritual one as well.
The findings of this study also provide some implications for policy makers to educate and
guide consumers to become smarter and more responsible consumers in their purchases and
consumption toward green products. Relevant and effective policies should also be developed to
support firms in their business activities so that they can have strong commitment in offering
better, more attractive and easier-to-access green products to the market.
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