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Abstract: The objective of this study is to identify the dimensions of perceived value and examine the relationship between perceived value and green consumption behavior among Vietnamese youth, treating perceived value as an intermediary variable for attitudes toward green consumption behavior. The quantitative research method was applied through direct interviews with structured questionnaires, collecting 315 valid responses to test the proposed theoretical model. The SEM results show that dimensions of value perception, including functional, emotional, social, epistemic, and conditional value, positively affect green consumption attitudes and behavior among Vietnamese youth. Based on the above findings, the study proposes governance implications to promote green consumption behavior among Vietnamese youth in the near future.
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1. Introduction
In the context of global environmental degradation and resource challenges, green consumption behavior is increasingly recognized as an important solution contributing to sustainable development. In many countries, youth represent a population group that has a significant influence on future consumption trends due to their openness, receptivity to technology, and role in shaping social trends (Vermeir & Verbeke, 2006). Therefore, understanding the factors that promote or hinder green consumption behavior among young people holds substantial practical implications for policymaking, environmental communication, and sustainable marketing strategies.
From the perspective of consumer psychology, perceived value is a multidimensional concept that describes the benefits consumers recognize when using a product or service, including functional, emotional, social, cognitive, and conditional values (Sheth et al., 1991). Simultaneously, social psychology offers theories that explore the connection between personal perception and social influence, such as the theory of planned behavior (TPB), which highlights the significance of attitudes, subjective norms, and perceived behavioral control in shaping behavior (Ajzen, 1991).
Existing studies mainly examine perceived value from an economic or marketing perspective, with little focus on the interaction between perceived value dimensions (functional, emotional, social, epistemic, conditional) and psychosocial factors such as attitude or subjective norm (Goh & Balaji, 2016). The number of studies that fully incorporate the dimensions of perceived value into the social psychology framework to explore the mechanism of indirect (mediate) or moderate impacts on green consumption behavior remains limited. More importantly, much of the empirical evidence now comes from studies in developed countries or the East Asian region (Biswas & Roy, 2015; Danish et al., 2019; Woo & Kim, 2019; Zhang et al., 2025). Meanwhile, the context of Vietnam, a developing country with different cultural traits, income levels, and environmental awareness, has not been studied extensively. Additionally, although Vietnamese youth have increased their environmental awareness, a gap remains between awareness and behavior that needs further investigation. 
In light of the above gaps, this study aims to analyze the relationship between value perceptions and green consumption behavior among Vietnamese youth from a social psychology perspective. The study's findings will contribute to theory by integrating the consumption value framework with psychosocial theory. They will offer practical insights for policy development, education, and communication efforts to encourage sustainable consumption among young people in Vietnam. 
2. Literature Review
2.1. Underlying theory
The research model is built on two theories: the Theory of Consumption Values and the Theory of Planned Behavior (TPB). The Theory of Consumption Values, developed by Sheth et al. (1991), explains that an individual’s consumption choices are shaped by five values, including:
· Functional value indicates the real benefits or effectiveness of the product or service.
· Emotional value reflects the positive feelings consumers have when using a product or service.
· Social value pertains to the ability to convey status, image, and social norms.
· Epistemic value refers to the desire to discover, learn, or experience new things.
· Conditional value pertains to particular situational factors that influence behavior.
These values form the foundation of overall perceived value, a key factor influencing positive attitudes towards products or consumer behaviors (Sweeney & Soutar, 2001).
Ajzen (1991) introduced the Theory of Planned Behavior. This theory states that an individual’s behavior is influenced by attitude, subjective norm, and perceived behavioral control. TPB emphasizes that attitude is a key psychological factor, formed based on the beliefs and values the individual associates with the behavior. When a person believes that performing the behavior offers positive benefits, they develop a favorable attitude, which then leads to the specific behavior. The study model is shown in Figure 1 below:
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Figure 1. Research model
2.2. Hypothesis development
For green products, the functional value is shown in energy savings, high durability, efficiency, and safety for consumer health (Lin & Huang, 2012). Products with clear uses and proof of performance often generate more positive perceptions, helping to create favorable attitudes toward green consumption behavior (Biswas & Roy, 2015). According to social psychology, the perception of behavioral efficacy is a key part of attitude formation (Ajzen, 1991). When consumers believe that green products provide superior functional benefits, they are more likely to see this choice as reasonable, reliable, and worth the cost they invest, which increases their willingness to partake in green consumption behavior (Goh & Balaji, 2016). In Vietnam, many green products are perceived as low in efficiency or as too expensive, so highlighting their functional value will be crucial in shifting young people’s perceptions, as they tend to assess products based on practicality and performance. Based on the above arguments, the research hypothesis is proposed as follows:
H1: Functional value will be positively related to attitudes.
Emotions are crucial in shaping or altering behavior (Izard, 2009). Consumers buy green products not only for functional advantages but also for the feeling of contributing positively to society and the environment (Hartmann & Apaolaza-Ibáñez, 2012). For young people, who often seek positive emotional experiences and personal significance, green consumption also helps strengthen their identity as a “responsible citizen.” Research by Biswas and Roy (2015) shows that positive emotions while engaging in green consumption are a strong predictor of green buying attitudes and intentions. In Vietnam, this emotional aspect is even more crucial given young people’s increasing interest in a “green, sustainable, and meaningful” lifestyle. Based on the above arguments, the research hypothesis is proposed as follows:
H2: Emotional value will be positively related to attitudes.
An individual’s behavior is influenced by the desire to maintain a positive image within their social group (Ajzen, 1991). Green consumption enables individuals to showcase environmental awareness, a sense of responsibility, and a set of values, which fosters a favorable attitude toward green behavior. In the context of social networks, group norms and social pressures strongly influence young people (Nguyen et al., 2017). When the community views green consumption behavior as a “positive lifestyle fad,” young people tend to develop a supportive attitude to conform to that norm (Ajzen, 1991). Studies by Hassan et al. (2022), and Nguyen et al. (2017) both show that social values are a key factor in shaping young people’s attitudes toward green consumption. Based on the above arguments, the research hypothesis is proposed as follows:
H3: Social value will be positively related to attitudes.
For young consumers, access to green products is not just a shopping activity but also a learning experience about technology, environmental science, and innovation (Lin & Huang, 2012). According to cognitive psychology, people tend to develop positive attitudes toward objects that stimulate intellectual curiosity (Berlyne, 1960). Vietnamese youth are a generation that is tech-savvy and quick to receive information. They are often interested in “smart, friendly, creative” products as symbols of knowledge and progress (Nguyen et al., 2017). When they perceive that green products offer new learning value or experiences, they tend to develop a more positive attitude towards green consumption behavior. Based on the above arguments, the research hypothesis is proposed as follows:
H4: Epistemic value will be positively related to attitudes.
The social environment and physical conditions can influence an individual's attitude and perception of behavior (Schwarz, 2012). When consumers see that green consumption is supported by positive factors such as accessibility, promotions, or effective communication, they are more likely to adopt positive attitudes. In the context of Vietnam, the conditional factor is becoming increasingly important because green consumption behavior is still developing. Propaganda programs on “green living,” “sustainable consumption,” or campaigns by brands such as Vinamilk, Unilever, or Shopee Green help shape positive attitudes among young people (Le et al., 2021). Based on the above arguments, the research hypothesis is proposed as follows:
H5: Conditional value will be positively related to attitudes.
According to the Theory of Planned Behavior (Ajzen, 1991), attitude is the main predictor of behavior because it shows how positively or negatively someone evaluates that behavior. When consumers think that green consumption adds value and feel ethically satisfied, they are more likely to engage in green behavior (Anvar & de Villiers, 2014). From a psychosocial psychology perspective, positive attitudes toward green behavior can become intrinsic norms, meaning that behavioral motivation is based on personal beliefs and values (Schwartz, 1977). Many empirical studies have confirmed a positive link between green consumption attitudes and behaviors, especially among young people (Nguyen et al., 2017; Joshi & Rahman, 2019). Based on the above arguments, the research hypothesis is proposed as follows:
H6: Attitudes will be positively related to green consumption behavior.
3. Methodology
The study was conducted using quantitative methods. This study included 29 observational variables. Therefore, the sample size calculated by Tabachnick and Fidell (1991) is n ≥ 122, or according to Hair et al. (2010), at least 05 observations are needed for each variable. Additionally, because the study sample was selected through convenient sampling, a larger sample size generally increases the representativeness of the sample for the entire population. Therefore, the author decided to select a sample size of 350, and after screening, there were 315 valuable responses. The survey subjects are consumers aged 18 to 30 who have used environmentally friendly products at stores selling green products in Hanoi. Data was collected through face-to-face interviews using standardized questionnaires to ensure consistency and reliability. Survey participants are voluntary and fully assured of their identity. Out of 315 respondents, 77.78% were female, while men made up only 22.22%. Regarding income, 65.08% earn between 10 and 15 million VND, and 34.92% earn over 15 million VND per month.
The data processed using SPSS 26 and AMOS 20 software ensures the accuracy and scientific validity of the research findings. The data analysis involves Cronbach’s Alpha analysis, exploratory factor analysis, confirmatory factor analysis, and structural model analysis to test research hypotheses and examine causal relationships between concepts. Additionally, since this study collected self-reported questionnaire data from a single source and at a single time, there is a risk of Common Method Bias (CMB). This bias can distort the relationship between the study variables. Therefore, the study conducted a test of Harman’s single factor using exploratory factor analysis (EFA) and addressed this issue based on the recommendations of Podsakoff et al. (2003).
4. Results
During the scale validation phase, the study used Cronbach’s Alpha to assess reliability, with the results detailed in Table 1 as follows:

Table 1: The results of Cronbach’s Alpha
	Scales
	Sign
	Items
	Cronbach’s Alpha
	Corrected item-total correlation
	Source

	Functional value
	FV1
	The environmentally friendly products are of high quality.
	0.827
	0.672
	Sweeney and Soutar (2001), Lin and Huang (2012)

	
	FV2
	I believe that green products are just as effective as regular products.
	
	0.707
	

	
	FV3
	Using green products helps me save energy and costs.
	
	0.682
	

	
	FV4
	I think green products are a trustworthy option.
	
	0.665
	

	Emotional value
	EMV1
	I’m happy to use an eco-friendly product.
	0.809
	0.633
	Sweeney and Soutar (2001), Han et al. (2016)

	
	EMV2
	I feel proud to choose green products.
	
	0.707
	

	
	EMV3
	Using green products makes me feel responsible.
	
	0.611
	

	
	EMV4
	I feel comfortable and satisfied when I use green products.
	
	0.637
	

	Social value
	SV1
	Using green products helps me earn appreciation from others.
	0.817
	0.683
	Sheth et al. (1991), Biswas and Roy (2015)

	
	SV2
	Friends and family believe I am aware when it comes to green consumption.
	
	0.666
	

	
	SV3
	Green consumption allows me to demonstrate my value to society.
	
	0.529
	

	
	SV4
	I believe that green consumption helps me maintain a “modern lifestyle.”
	
	0.620
	

	Epistemic value
	ESV1
	I enjoy discovering new green products.
	0.810
	0.625
	Sheth et al. (1991), Lin and Huang (2012)

	
	ESV2
	I’m interested in understanding how green products work.
	
	0.613
	

	
	ESV3
	Using green products helps me discover something new.
	
	0.606
	

	
	ESV4
	I’m interested in the technology or concept behind a green product.
	
	0.619
	

	Conditional value
	CV1
	I typically choose green products during promotions or special deals.
	0.801
	0.693
	Sheth et al. (1991), Biswas and Roy (2015)

	
	CV2
	I'm willing to consume green when there's a powerful propaganda campaign.
	
	0.579
	

	
	CV3
	I am influenced by society’s trend toward green consumption.
	
	0.608
	

	
	CV4
	I usually choose green products when the government or companies promote them.
	
	0.614
	

	Attitudes
	Att1
	I believe green consumption is the right choice.
	0.798
	0.605
	Joshi and Rahman (2015)

	
	Att2
	I feel good about purchasing eco-friendly products.
	
	0.616
	

	
	Att3
	I believe that eco-friendly consumption benefits society.
	
	0.700
	

	
	Att4
	I prefer selecting green products instead of regular ones.
	
	0.688
	

	Green consumption behavior
	GCB1
	I frequently purchase environmentally friendly products.
	0.804
	0.675
	Haws et al. (2014)

	
	GCB2
	I am willing to pay more for green products.
	
	0.629
	

	
	GCB3
	I prioritize brands engaged in environmental protection efforts.
	
	0.709
	

	
	GCB4
	I encourage others to buy green products.
	
	0.680
	

	
	GCB5
	I reduce my use of products that harm the environment.
	
	0.668
	


Source: Analysis results from SPSS 26
Table 1 shows that the scales achieve Cronbach’s Alpha values above 0.7, indicating good reliability. The corrected item-total correlation of the observed variables exceeds 0.3, suggesting they are unlikely to be excluded in the exploratory factor analysis (Hair et al., 2010). Therefore, the scales meet the standards and will continue to be included in the exploratory factor analysis, confirmatory factor analysis, and structural model analysis.
Table 2: The results of EFA
	Items
	Factor

	
	1
	2
	3
	4
	5
	6
	7

	CV2
	0.898
	
	
	
	
	
	

	CV4
	0.884
	
	
	
	
	
	

	CV1
	0.876
	
	
	
	
	
	

	CV3
	0.865
	
	
	
	
	
	

	GCB3
	
	0.897
	
	
	
	
	

	GCB1
	
	0.886
	
	
	
	
	

	GCB5
	
	0.871
	
	
	
	
	

	GCB4
	
	0.860
	
	
	
	
	

	GCB2
	
	0.855
	
	
	
	
	

	FV1
	
	
	0.895
	
	
	
	

	FV4
	
	
	0.888
	
	
	
	

	FV2
	
	
	0.870
	
	
	
	

	FV3
	
	
	0.866
	
	
	
	

	ESV3
	
	
	
	0.896
	
	
	

	ESV4
	
	
	
	0.881
	
	
	

	ESV1
	
	
	
	0.877
	
	
	

	ESV2
	
	
	
	0.862
	
	
	

	Att3
	
	
	
	
	0.892
	
	

	Att2
	
	
	
	
	0.883
	
	

	Att1
	
	
	
	
	0.875
	
	

	Att4
	
	
	
	
	0.861
	
	

	EMV1
	
	
	
	
	
	0.890
	

	EMV2
	
	
	
	
	
	0.880
	

	EMV4
	
	
	
	
	
	0.874
	

	EMV3
	
	
	
	
	
	0.863
	

	SV2
	
	
	
	
	
	
	0.887

	SV1
	
	
	
	
	
	
	0.868

	SV4
	
	
	
	
	
	
	0.851

	SV3
	
	
	
	
	
	
	0.846

	Eigenvalue = 1.721, Total variance extracted = 68.932%, KMO = 0.812, Sig. = 0.000, df = 728


Source: Analysis results from SPSS 26
The analysis results in Table 2 show that seven factors were extracted with an Eigenvalue greater than 1, accounting for 68.932% of the variance. The factor loadings range from 0.846 to 0.898, exceeding the 0.5 threshold, indicating good convergence and no significant cross-loading. The KMO index reached 0.812, and the Sig was 0.000, confirming the data's consistency. Therefore, both independent and dependent variables are included in the confirmatory factor analysis to test convergent and discriminant validity, as well as unidirectionality.
Table 3: The results of CFA
	Indicator
	CMIN/df
	GFI
	TLI
	CFI
	RMSEA
	p_value
	Conclusion

	CFA
	2.728
	0.902
	0.911
	0.927
	0.037
	0.000
	Accepted


Source: Analysis results from AMOS 20
The indicators for assessing the model fit in a confirmatory factor analysis are shown in Table 3. The results indicated that the CMIN/df was below 3, the GFI, TLI, and CFI were above 0.9, and the RMSEA was below 0.08, demonstrating that the model fits the data well and that it can proceed to the following analysis step (Hu & Bentler, 1999).
After testing the fitted model, the results of the hypothesis tests are shown in the regression weightings table (Table 4) as follows:
Table 4: Hypothesis Testing
	Hypothesis
	Correlation
	β
	S.E
	C.R
	p
	Conclusion

	H1
	FV  Att
	0.412
	0.071
	2.721
	0.005
	Accepted

	H2
	EMV  Att
	0.354
	0.069
	2.827
	0.001
	Accepted

	H3
	SV  Att
	0.333
	0.063
	3.162
	0.014
	Accepted

	H4
	ESV  Att
	0.378
	0.065
	3.061
	0.002
	Accepted

	H5
	CV  Att
	0.322
	0.067
	2.972
	0.001
	Accepted

	H6
	Att  GCB
	0.424
	0.069
	2.870
	0.004
	Accepted

	Notes: FV = Functional value, EMV = Emotional value, SV = Social value, ESV = Epistemic value, CV = Conditional value, Att = Attitudes, GCB = Green consumption behavior


Source: Analysis results from AMOS 20
5. Discussion and Implications
5.1. Discussion
The test results revealed that all five components of perceived value positively and significantly influence the green consumption attitudes of Vietnamese youth (p < 0.05). Simultaneously, green consumption attitudes also significantly affect the green consumption behavior of Vietnamese youth (β = 0.424, p = 0.004, less than 0.01).
First, functional value (β = 0.412, p < 0.01) is the factor with the strongest influence on green consumption attitudes, consistent with the findings of Lin and Huang (2012) and Sweeney and Soutar (2001). It shows that Vietnamese youth tend to develop a positive attitude when they perceive green products as offering practical benefits, such as increased durability, safety, or health advantages. Therefore, functional benefits remain the core of green consumption, even as environmental awareness rises.
Next, emotional value (β = 0.354, p < 0.01) has a significant positive effect on green consumption attitudes, confirming the influence of emotional factors in shaping behavioral views (Biswas & Roy, 2015). Young consumers often feel proud and happy when selecting environmentally friendly products, indicating that green consumption is not only a rational choice but also an expression of personal values and positive emotions.
Social value (β = 0.333, p < 0.05) also significantly influences green consumption attitudes, consistent with TPB theory (Ajzen, 1991). Vietnamese youth, who tend to promote their self-image within the community, often view green consumption as a symbol of a civilized lifestyle and social responsibility. This indicates that social pressure and group norms can be effectively used as key tools to encourage green consumption.
Notably, epistemic value (β = 0.378, p < 0.01) significantly influences green consumption attitudes, indicating that the desire to learn, explore, and innovate increasingly impacts the consumption behavior of the younger generation. This finding aligns with research by Haws et al. (2014) and Lin and Huang (2012), which states that young consumers are more likely to develop positive attitudes when they perceive learning and innovation factors in green products.
Finally, conditional value (β = 0.322, p < 0.01) also positively influences green consumption attitudes, showing that social contexts, incentives, and environmental campaigns can boost positive perceptions of green consumption. This finding supports Biswas and Roy’s (2015) conclusion that circumstantial factors, such as communication or incentives, can steer consumer behavior toward environmentally friendly choices.
In particular, green consumption attitudes (β = 0.424, p < 0.01) significantly influence green consumption behavior, consistent with the predictions of the Theory of Planned Behavior (Ajzen, 1991). This demonstrates that developing a positive attitude is a crucial step in transforming value perceptions into actual green consumption behaviors.
5.2. Implications
Theoretically, this study helps to expand and strengthen traditional behavioral models like the Theory of Consumption Values and the Theory of Planned Behavior in the context of green consumption. By adding dimensions of perceived value to models that predict green consumption attitudes and behaviors, studies show that value perception is not just an economic concept but also has a significant psychosocial component. This explains how green attitudes form based on personal values and social perceptions and confirms the key role of attitudes in linking value perception to behavior. The study’s findings provide evidence supporting the idea that young consumers’ green behavior is driven not only by the product’s usefulness but also by a desire to express social identity and ethical values related to environmental responsibility.
Additionally, this study advances the field of applied social psychology by showing that traditional ideas about values and consumer behavior can be effectively applied to sustainability. Using a social psychology perspective helps to better understand how social, perceived, and emotional factors work together to influence green consumption behavior, which is often not fully explained by economic models alone. Additionally, the findings indicate an interdisciplinary approach involving psychology, marketing, and behavioral economics, laying the groundwork for new research models that integrate perceived factors, social influences, and ethical motivations. As a result, this research not only enhances the theoretical framework for green consumption behavior but also lays the groundwork for future studies aimed at understanding how sustainable intentions and behaviors develop in young people.
Practically, the study’s results have significant implications for enterprises and policymakers in promoting green consumption among Vietnamese youth. The five dimensions of perceived value (functional, emotional, social, epistemic, and conditional) all positively influence green consumer attitudes, indicating that to encourage young consumers to adopt environmentally friendly products, enterprises need to simultaneously enhance both the practical and symbolic aspects of the product. Manufacturers should focus on enhancing functional value by improving product quality, energy efficiency, and durability, thereby helping consumers recognize the practical benefits of choosing green consumption. Simultaneously, they should strengthen emotional value by creating positive experiences that evoke pride and joy when taking environmental actions through communication campaigns that connect with emotions and social responsibility.
Additionally, businesses should leverage social value and knowledge by creating a brand image linked to a sustainable lifestyle, offering transparent details about production processes, product life cycles, and environmental benefits to increase awareness among young consumers. The conditional value also needs to be strengthened by promoting green behavior, such as creating accessible distribution systems, offering incentives, or providing discounts for environmentally friendly products. On the manager’s side, the study’s results show that combining environmental education policies, social media, and encouraging sustainable consumption is crucial to establish positive behavioral norms in the youth community. Developing communication and education programs grounded in social psychology principles, focusing on attitudes, emotions, and social influences, will help strengthen young people’s inherent motivation to sustain green consumption behaviors in a sustainable manner.
6. Conclusion
This study aimed to examine the relationship between the components of perceived green consumption value (functional, emotional, social, epistemic, and conditional value) and the attitudes and behaviors toward green consumption among Vietnamese youth. The analysis using the linear structural model shows that all proposed hypotheses are supported at a significance level of p < 0.05. This confirms the positive and significant effect of the five value components on green consumption attitudes, with attitude serving as a key intermediary factor leading to green consumption behavior. Where functional value is the most influential factor, it shows that practical benefits of products such as quality, durability, and energy saving remain the main drivers of green consumption behavior. Emotional value and social value play a secondary role, highlighting positive emotions and social recognition when consuming environmentally friendly products. Epistemic value and conditional value are also confirmed as important factors, highlighting the importance of understanding and the influence of social contexts and policies on green consumption attitudes.
Although the study has yielded many promising results, there are still some limitations that should be addressed in future research. First, the sample mainly focuses on the youth group in the large metropolis of Hanoi, so the findings may not fully represent the green consumption behavior of populations in rural areas or regions with different economic conditions. Future studies should broaden the scope of the survey to better include the entire population. Secondly, the study uses a cross-sectional design, so it cannot evaluate the cause-and-effect relationship over time. Therefore, future research could use a longitudinal or experimental design to better test the connection between value perceptions, attitudes, and green consumption behaviors. Third, the current model primarily emphasizes personal value perception factors, while external environmental factors such as media influence, trust in green brands, or policy impact have yet to be considered. Future research should incorporate more moderating and mediating variables to create a more comprehensive model. Finally, in the context of digital transformation and green economic development, green consumption behavior can be shaped by technology (such as green e-commerce and transparent information about the product life cycle). Therefore, expanding the model to include technology, awareness, and green consumption behavior could be a promising research direction in the future.
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