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This study aims to analyze the role of socio-cultural factors in shaping consumers’ beliefs
and behaviors, particularly in the context of sustainable consumption, which influences
consumer perceptions, green purchasing decisions, and brand defense. Grounded in the
Theory of Planned Behavior (TPB), this research presents a comprehensive model
exploring ethnocentrism and altruism as key socio-cultural drivers affecting consumers’
perceptions of the marketplace, ultimately shaping their green purchase intentions and
brand defense behaviors. By using a mixed-methods approach, the study integrates
quantitative data (surveying 480 Vietnamese Gen Z consumers) and qualitative insights
(gathered from 265 participants) to present the final results that highlight the strong
influence of socio-cultural factors on green purchasing behavior and brand defense.
Specifically, altruism and ethnocentrism, mediated by perceived marketplace influence
and TPB components, play a crucial role in driving green purchase intention, green brand
equity, and brand defense. Moreover, the study extends the TPB framework by illustrating
how consumer beliefs turn into sustainable purchasing decisions and advocacy for
environmentally responsible brands. These findings offer valuable contributions to
academic literature and practical strategies for brands seeking to enhance their resilience
and consumer support through sustainability initiatives. Thus, by understanding the
mechanisms that drive consumer advocacy, businesses can develop more effective green
marketing strategies that foster long-term engagement and brand loyalty among
environmentally conscious consumers.

1. Introduction

The global sustainable consumption wave presents a
critical challenge for brands, especially in emerging mar-
kets, where the pro-environmental behaviors of young con-
sumers (e.g., Generation Z) are driven not only by rational
considerations but also by deeply rooted socio-cultural val-
ues (K. Sharma et al., 2023; Tran et al., 2022). This shift has
led to a notable increase in demand for environmentally re-

sponsible products, encouraging brands to adopt sustain-
able practices to meet consumer expectations, gain com-
petitive advantages, and ensure long-term growth (Ali et
al., 2020; Khare et al., 2020).

Studies have mainly explored the decision to purchase
eco-friendly products in green buying behavior (Pham et
al., 2024). As market volatility rises and green claims face
scrutiny, consumer behavior in defending brands against
negative publicity remains under-researched (Roy et al.,
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2023; Vredenburg et al., 2020). The development of strong
consumer-brand relationships, especially with eco-con-
scious consumers, is considered an essential strategy for
reducing reputational risks and strengthening brand re-
silience (Dalman et al., 2019).

Furthermore, studies have explored what motivates
green consumption, such as health concerns, environmen-
tal protection, and social norms (K. Sharma et al., 2023).
However, the existing literature tends to examine either so-
cial or cultural norms in isolation. Research lacks integra-
tion of social and cultural factors in understanding their
impact on consumer behavior related to green consump-
tion, particularly in collectivist cultures where social norms
and identity are key (Tran et al., 2022). Altruism and con-
sumer ethnocentrism play a crucial role in shaping how
consumers make sustainability-related choices (Ali et al.,
2020; Nguyen et al., 2023). Altruism reflects a commitment
to others and the environment, motivating people to make
sacrifices for the good of society (Guiao & Lacap, 2022).
Ethnocentrism indicates a focus on local goods and val-
ues linked to cultural loyalty and national pride (Shimp &
Sharma, 1987). This study endeavors to empirically analyze
the effect of these values on green purchase intentions as
well as brand advocacy and defense.

Additionally, the rising recognition of Perceived Market-
place Influence (PMI) illustrates its importance as a psy-
chological mechanism influencing green behaviors, empha-
sizing consumers’ belief in their ability to impact market
outcomes (Leary et al., 2014). PMI is essential in bridging
personal values with sustainable actions by highlighting
how consumers think they can impact change via their de-
cisions (Mourali & Nagpal, 2013). Few empirical studies ex-
ist combining PMI with behavioral and socio-cultural as-
pects, notably in brand defense. The study aims to examine
the mediating role of PMI in translating personal values
into behavioral intentions, presenting it as an important
mediator that links socio-cultural values to key behavioral
outcomes.

Previous studies reveal the importance of ethnocentrism
and altruism in influencing customer purchase intentions;
however, there is a notable lack of research that thoroughly
examines these aspects through the perspective of the the-
ory of planned behavior (TPB) (Chaturvedi et al., 2024; Ti-
wari, 2023). Hence, this study seeks to explore how socio-
cultural foundational beliefs influence green buying
behaviors, focusing on how altruism and ethnocentrism af-
fect young consumers’ intentions to purchase green prod-
ucts and defend green brands through the mediating role of
the Theory of Planned Behavior.

This research employs the mixed-methods approach,
comprising statistical and deep-interview techniques, to
explore the research findings. First, the study extends the
existing literature by integrating the Theory of Planned
Behavior (TPB) framework with psychological and cultur-
ally relevant antecedents, such as altruism and ethnocen-
trism, which significantly affect consumer green consump-
tion. Second, it emphasizes the crucial mediating influence
of personal moral identity (PMI) on the relationship be-
tween personal socio-cultural values and behavioral inten-

tions. Third, it establishes a link between green purchase
intentions and brand equity, directing attention from mere
purchase behavior to brand defense within sustainable
branding discourse.

2. Literature review
2.1. Green marketing

In the span of the last decade, green marketing has de-
veloped from a communication-centered approach into a
multifaceted strategy that integrates sustainability into
core marketing functions, including product design, pack-
aging, pricing, and distribution (Kar & Harichandan, 2022).
Green marketing serves as a mechanism for companies to
align environmental goals with long-term marketing
strategies (Kar & Harichandan, 2022). However, the success
of these strategies hinges on how consumers perceive them.
Credible and transparent green marketing not only boosts
brand authenticity but also diminishes skepticism and en-
courages positive attitudes and behaviors towards the
brand (Ewe & Tjiptono, 2023). For young consumers, these
practices resonate not only with utilitarian concerns about
health and environmental impact, but also with deeply-
rooted socio-cultural values. When customers perceive the
value of the brand’s green practices on the market, they en-
hance their attitude toward the brand, perceived behavioral
control, and social norm, leading to stronger brand equity
and their purchasing intentions toward green.

2.2. Socio-cultural factors

Previous studies on green initiatives mostly investigated
the broad cultural or social level (e.g., collectivism, patri-
otism), making their influence diffuse and context-depen-
dent, rather than focusing on specific individual beliefs.
Hence, this study aims to analyze the significant individ-
uals’ socio-cultural beliefs, including altruism and ethno-
centrism, on navigating and shaping customer attitudes
and actions, especially toward the green.

In the micro-level context, cultural factors such as altru-
ism and ethnocentrism vary from social norms, which are
behavioral rules based on societal expectations and conse-
quences (Bicchieri, 2006). Altruism emphasizes caring for
others’ welfare, while ethnocentrism focuses on favoring
one’s community. These factors play a pivotal role in deter-
mining consumer behavior and social dynamics, highlight-
ing their importance in research on ethical consumption,
sustainable consumption, and green marketing.

2.2.1. Altruism

Altruism is defined as the pleasure and willingness to
give, which enhances psychological well-being, promotes
harmony, derives satisfaction, and provides a sense of eth-
ical fulfilment (Ali et al., 2020; Panda et al., 2020). It in-
volves values and actions directed towards improving the
welfare of others (Jiang & Gao, 2019). In the context of
sustainable consumption, green altruism represents a self-
less desire to benefit the environment and support others,
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demonstrating a significant correlation with perceived val-
ues (Papista & Krystallis, 2013). Altruistic consumers place
environmental advantages above personal interests
(Grunert & Juhl, 1995; Steg et al., 2014) and cultivate an
awareness of the societal advantages of engaging in pro-
environmental practices (Lee et al., 2014; Schultz et al.,
2005).

2.2.2. Ethnocentrism

Ethnocentrism refers to the tendency of individuals to
view their own cultural group as superior (Shimp &
Sharma, 1987), which significantly influences consumer
choices, encouraging individuals to choose options that
align with their values while disregarding external pres-
sures. In emerging markets, the influence of local busi-
nesses and community expectations is vital for advancing
environmentally sustainable practices (N. Sharma et al.,
2020). Ethnocentrism drives consumers to prefer green
products produced locally, fostering a connection to envi-
ronmental stewardship (Shimp & Sharma, 1987). Studies
indicate that ethnocentric consumers associate local prod-
ucts with sustainable practices (Kumar & Singh, 2023) and
promote eco-friendly purchasing decisions (Chaturvedi et
al., 2024). This illustrates a dedication to support the envi-
ronment while fulfilling community responsibilities.

2.3. Theory of planned behavior (TPB)

Fishbein and Ajzen (1975) developed the Theory of Rea-
soned Action (TRA) to shed light on the psychological and
cognitive mechanisms that influence decision-making
processes in different contexts. The central tenet is the in-
tention of an individual’s willingness or readiness to en-
gage in a specific behavior under consideration (Ajzen,
1985; Han & Kim, 2010). To the extends, the TPB posits
that individuals are more inclined to engage in a particular
behavior when they believe it will bring them positive out-
comes (favorable attitudes), social endorsement (subjective
norms), and a sense of control over the behavior (perceived
behavioral control). These beliefs are influenced by indirect
antecedents of behavioral beliefs, normative beliefs, and
control beliefs, respectively (Ajzen, 1991). Regardless of
how behavioral, normative, and control beliefs are devel-
oped, attitudes toward behavior, subjective norms, and per-
ceptions of behavioral control consistently stem from these
foundational beliefs. Hence, this study focuses on the val-
ues and beliefs serving as motives or drivers for their pro-
environment behaviors.

In the environmental domain, as antecedents of pro-en-
vironmental intentions and behaviors (Batool et al., 2024;
Maulana et al., 2025), the TPB model has been applied and
validated in several studies investigating green purchase
intentions (M. F. Chen & Tung, 2014; Mostafa, 2007; Paul
et al., 2016). However, recent studies highlight the role of
ethnocentrism and altruism in customer purchase inten-
tion, but limited studies focus on investigating these fac-
tors through the TPB mediating factors and provide the
general view of customer purchase journey from their be-

liefs to behavioral intention in the pro-environmental con-
text (Chaturvedi et al., 2024; Tiwari, 2023).

2.4. The mediating role of PMI

When an individual believe in their ability to influence
others plays a significant role in transforming values into
action, as those who feel confident in their impact on oth-
ers are more likely to act in accordance with their values
(Kim & Choi, 2005). Emerging markets are experiencing a
shift toward green consumption due to rising environmen-
tal consciousness. Perceived marketplace influence (PMI)
shapes individuals’ beliefs in their ability to address so-
cietal issues (Ellen et al., 1991). PMI suggests that eco-
friendly purchases can impact market trends and promote
environmental changes (Leary et al., 2014). This belief dri-
ves consumers to engage in socially responsible behaviors,
like choosing sustainable products.

Altruism cultivates moral responsibility, enhancing PMI
and the conviction that individual choices fuel sustainabil-
ity efforts. Consumers with strong PMI see their choices
as supporting societal goals, reinforcing their sustainability
commitment (Mourali & Nagpal, 2013). Prior studies show
that green altruism and self-efficacy significantly predict
eco-friendly product purchasing behavior (Tiwari, 2023).

H1: Perceived market influence mediates the positive rela-
tionship between a customer’s social value, indicated by altru-
ism, and the customer’s (a) attitude toward green consump-
tion, (b) subjective norms, and (c) perceived behavioral control.

Ethnocentrism encourages in-group favoritism and co-
operation, triggered by minor differences (Hammond & Ax-
elrod, 2006). It’s connected to perceived market influence,
where prioritizing cultural values leads consumers to be-
lieve their choices benefit society (Steg et al., 2005). Eth-
nocentric buyers tend to choose local green products to
help economies and sustainability, enhancing their per-
ceived market influence. Additionally, it is highly probable
that PMI plays a mediating role in the relationship between
ethnocentrism and various components of the Theory of
Planned Behavior, such as attitudes toward green con-
sumerism, perceived behavioral control, and subjective
norms (Hoang & Tung, 2024). PMI reinforces the connec-
tion between ethnocentrism and positive green purchasing
attitudes by aligning sustainability with cultural values and
empowering consumers. It influences subjective norms, po-
sitioning green purchases as socially acceptable. Thus, we
argue that PMI mediates the relationship between ethno-
centrism and the three TPB components in green con-
sumerism.

H2: Perceived market influence mediates the positive rela-
tionship between a customer’s cultural value, indicated by eth-
nocentrism, and the customer’s (a) attitude toward green con-
sumption, (b) subjective norms, and (c) perceived behavioral
control.

2.5. Green brand equity and brand defense

The perception of brand value has shifted beyond the
quality of products or services to include a brand’s commit-
ment to social responsibility (Galvez-Sanchez et al., 2024)
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and environmental sustainability (Rahman et al., 2021). As
a result, the concept of green brand equity has emerged,
attracting considerable interest among researchers. Green
brand equity is expanded based on the concept of brand
equity (Keller, 1998), which refers to the value that cus-
tomers perceive and associate with a brand, encompassing
two primary dimensions: the influence of marketing pro-
grams (e.g., brand image) and the impact on consumer re-
sponses (e.g., brand attitudes). Green brand equity is de-
fined as the assets or liabilities associated with a brand
name, logo or symbol that can increase or decrease the
value of eco-friendly goods or services (Chen, 2012). It goes
beyond offering environmentally friendly products and ex-
tends to shaping consumer perceptions, building trust, and
fostering positive attitudes toward a brand’s environmental
commitments. For green brands, this requires demonstrat-
ing transparency in their sustainability efforts and imple-
menting clear strategies to address crises or criticism effec-
tively.

Previous studies have identified several antecedents of
green brand equity, including green brand image, green sat-
isfaction, and green trust (Y. S. Chen, 2010). Brands that
align with these values not only enhance their appeal to
consumers but also foster positive word-of-mouth commu-
nication between customers and the brand (Bekk et al.,
2016). Javed et al. (2015) argue that consumers’ efforts to
protect a brand from criticism, through positive word-of-
mouth, characterize brand defense. In line with the earlier
research, according to Dalman et al. (2019), brand defense
is characterized as a state of positive word-of-mouth
(WOM) communication that emerges within the context of
deeply-rooted consumer-brand relationships, such as brand
love. This phenomenon manifests as consumers proactively
defending the brand from any form of criticism. Hence, this
study proposes that strong green brand equity promotes
brand advocacy, wherein loyal customers actively defend
and promote the brand within their networks. This inter-
play between green brand equity and brand defense under-
scores the importance of sustainability-oriented strategies
in cultivating both customer loyalty and long-term compet-
itive advantage as follow:

H3: Green brand equity has a positive effect on brand de-
fense.

2.6. Green Purchase Intention and brand defense

Emerging evidence suggests that the intention to pur-
chase green products may affect wider consumer behaviors.
For instance, when consumers choose eco-friendly prod-
ucts, they often perceive their actions as supporting a larger
cause - namely, environmental preservation (Carrete et al.,
2012). This alignment can strengthen emotional attach-
ment and foster a sense of shared identity with the brand.
As a result, they are more likely to become vocal supporters
and defenders of green brands that align with their envi-
ronmental beliefs. (Guiao & Lacap, 2022). Such consumers
are more likely to engage in brand-protective behaviors, in-
cluding defending the brand against criticism, promoting
it within their social networks, and remaining loyal even
during times of reputation challenge. This relationship un-

derscores the importance for brands to not only adopt sus-
tainable practices but also effectively communicate these
efforts, as doing so can foster a loyal and protective con-
sumer base. Therefore, we proposed that green purchase
intention has a significant and positive impact on brand de-
fense.

HA4: Green purchase intention has a positive effect on brand
defense.

2.7. TPB, green purchase intention, and green
brand equity

A brand is considered “green” if it significantly influ-
ences the environmental attitudes and practices of cus-
tomers (Y. S. Chen, 2010). Prior studies emphasized the
role of values as antecedents of green purchase behavior
in typically shaping behavior in an indirect manner, op-
erating through more specific attitudes or belief systems
to (Kim & Choi, 2005). Favorable attitudes towards green
consumption increase brand trust and perceived environ-
mental credibility (Y. S. Chen, 2010; Galvez-Sanchez et al.,
2024), while social endorsement enhances perceived credi-
bility of sustainability claims (Rahman et al., 2021). More-
over, when consumers feel empowered to adopt environ-
mentally friendly behavior, they are more likely to attribute
higher value to brands that support such behavior, for in-
stance through green trust and satisfaction (Bekk et al.,
2016). Hence, we propose hypothesis as follow:

H5: The customer’s (a) attitude toward green consumption,
(b) subjective norms, and (c) perceived behavioral control has
the positive effects on green brand equity.

In light with the TPB, attitudes, subjective norms and
perceived behavioral control are also the immediate pre-
dictors of behavioral intention (Ajzen, 1991). Some empir-
ical evidences confirm that positive attitude towards green
products, supportive social norms and high perceived con-
trol significantly increase consumers’ willingness to pur-
chase green products (M. F. Chen & Tung, 2014; Paul et
al., 2016). In emerging markets, altruistic and ethnocentric
values strengthen these TPB components by fostering a
sense of responsibility and perceived marketplace influ-
ence, which links values to action (Leary et al., 2014; Ti-
wari, 2023). Thus, H6 argues that if consumers have a posi-
tive green attitude, perceive a trong social commitment and
feel empowered to act in a sustainable way, they will show
more green purchasing intentions.

Heé: The customer’s (a) attitude toward green consumption,
(b) subjective norms, and (c) perceived behavioral control has
the positive effects on green purchase intention.

3. Method
3.1. Data collection

This study adopted a mixed-technique approach to an-
alyze the proposed research model. In the first phase, an
administrative survey gathered quantitative data, while the
second phase used in-depth interviews to enrich and elabo-
rate on the statistical results. Both stages focused on young
Vietnamese consumers who are already familiar with green
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Figure 1. Proposed research framework model

products, ensuring consistent insight across methods. Data
was gathered over a two-month period, from September
to October 2024 by using a hybrid approach that allowed
participants to complete the survey either online question-
naire (via social media platforms, green consumer commu-
nities, and mailing lists) or paper form (paper-based sur-
veys distributed to young green consumers in Ho Chi Minh
City), thereby improving response rates and removing con-
cerns about inadequate participation. The sampling strat-
egy followed a non-probability convenience method. To en-
sure respondent validity, two screening questions were
included: “Have you frequently purchased green products
in the past year?” and “Are you familiar with environmen-
tally friendly or green products?”. Those who failed these
screening questions were excluded.

The initial dataset comprised 522 responses, of which
42 were excluded due to straight-lining behavior or in-
complete answers. The final sample included 480 valid re-
sponses with the demographic characteristics showed that
98.8% of respondents were aged between 18 and 22. Partic-
ipants were primarily in early adulthood and broadly con-
sistent with Gen Z profiles in Vietnam. This generation has
been shown to be more environmentally conscious, mak-
ing them a relevant and influential group for examining
green consumer behavior in emerging markets (Choudhary
& Singh, 2023). Additionally, female respondents ac-
counted for 73.5% of the sample, which aligns with the
product category distribution, where 76.5% of the total
products were green cosmetics, green fashion, and green
food and beverages in Table 1. It also represents gender gap
regarding green consumerism with female respondents as-
sessing most sustainable attributes as more important than
male respondents do (Rausch et al., 2021).

Before distributing the main survey, a pilot test with 30
respondents was conducted to assess the clarity and under-
standability of the items. Minor modifications in wording
were made to enhance clarity and contextual relevance.

In addition, to minimize potential common method bias
(CMB), procedural remedies were implemented. These in-
clude assuring respondents of anonymity, randomizing the
order of items, and using validated scales from prior lit-
erature. Moreover, a full collinearity test was conducted,

and all variance inflation factor (VIF) values were below
the conservative cut-off of 3.3 (Kock, 2015), confirming that
CMB was not a serious threat in this study.

3.2. Measurement

The measurement items utilized in this study were
adopted from established scales in previous research.
Specifically, altruism (AL) comprised four items, which
were adopted from Ali et al. (2020), while ethnocentrism
(ETH) consisted of six items adapted from Nguyen et al.
(2023). Perceived marketplace influence (PMP) included
three items adopted from Leary et al. (2014). Subjective
norms (SN) and perceived behavioral control (PBC) were
measured using four and five items, respectively, both
adopted from Paul et al. (2016). Attitude toward green con-
sumption (ATGC) was assessed using items adopted from
Duarte et al. (2024). Additionally, five items measuring
green purchase intention (GPI) were adopted from Ali et al.
(2020), while two items of green brand equity (GBE) were
adapted from Bekk et al. (2016). Lastly, brand defense (BD)
was measured using nine items adopted from Harrigan et
al. (2021). All items were evaluated on a seven-point Lik-
ert scale, ranging from 1 (“Totally disagree”) to 7 (“Totally
agree”). Appendix 1 provides the full item list, descriptive
statistics, and factor loadings.

4. Empirical results
4.1. Measurement model

All indicators of the convergent validity met the neces-
sary criteria for convergent validity, such as loading values
and all of Cronbach’s alpha (CA) were above 0.7; the AVE
values were above 0.5 (Hair et al., 2017). The Heterotrait-
Monotrait Ratio (HTMT) test indicates that most of the ra-
tios between independent and dependent variables were
less than 0.90 (Appendix), which confirms the discriminant
of all latent variables (Henseler et al., 2015), except for the
ratio between PMI and PBC is over 0.9.
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Sample characteristics Items Frequency Percent
Gender Male 127 26.5
Female 353 73.5
Age 18-22 474 98.8
Above 23 6 1.2
Income (million VND) Under 3 million VND 379 79
From 3 to under 7 million VND 85 17.7
From 7 million VND and above 16 3.3
Category Green cosmetic 215 44.8
Green fashion 23 4.8
Green food and beverages 129 26.9
Home appliances 13 2.7
Green transportation 45 9.4
Green energy and appliances 39 8.1
Green building materials 16 3.3
Table 2. Structural model path coefficients testing results (direct effects)
Hypothesis Description Path coefficient t-value p-value Confidenceinterval Decisions
2.5% 97.5%
H3 GBE — BD 0.275 5.891 0.000 0.18 0.366 Supported
H4 GPl—BD 0.527 11.397 0.000 0.433 0.616 Supported
H5a ATGC — GBE 0.134 2.030 0.042 0.006 0.267 Supported
H5b SN — GBE 0.277 4.178 0.000 0.150 0.408 Supported
H5c PBC — GBE 0.295 3.625 0.000 0.125 0.443 Supported
Héa ATGC —GPI 0.422 8.750 0.000 0.327 0514 Supported
H6b SN— GPI 0.248 4766 0.000 0.147 0.353 Supported
Héc PBC — GPI 0.207 3.082 0.002 0.077 0.344 Supported

Note: The null hypothesis of constant variance was rejected if the p-value is lower than 0.05 (Hair et al., 2017).

4.2. Structural model

The statistical results indicate that GBE has a significant
positive impact on BD (H3: f = 0.275, t = 5.891, p < 0.001),
suggesting that businesses actively engaged in green prac-
tices experience enhanced business growth. Similarly, GPI
demonstrates a strong positive influence on BD (H4: [} =
0.527,t=11.397, p < 0.001), emphasizing the importance of
green purchase intention for brand defense.

ATGC has a significantly impact GBE (H5a: B = 0.134, t
= 2.030, p = 0.042), suggesting that positive attitudes to-
ward green consumption contribute to a positive percep-
tion of the green label. Similarly, SN exerts a strong positive
effect on GBE (H5b: B = 0.277, t = 4.178, p < 0.001), indi-
cating that social pressures or norms can encourage busi-
nesses to engage in green initiatives. Lastly, PBC also shows
a positive correlation with GBE (H5c: B = 0.295, t = 3.625, p
< 0.001), implying that when consumers feel more in con-
trol of their own sustainability choices, this self-confidence

is translated into a stronger perception of the equity of the
green brand.

Furthermore, ATGC significantly influences GPI (Hé6a: B
= 0.422, t = 8.750, p < 0.001), highlighting that favorable
attitudes toward green consumption drive innovation in
green products. SN also has a significant positive effect on
GPI (Hé6b: B = 0.248, t = 4.766, p < 0.001), reinforcing the
role of social influence in shaping green innovation strate-
gies. PBC, albeit with a lower effect size, still significantly
affects GPI (Hé6c: B = 0.207, t = 3.082, p = 0.002), indicating
that individuals with greater perceived control over green
product innovation are more likely to engage in it.

The indirect effects analysis showed in table 3 further
sheds light on the mediating role of PMI in shaping at-
titudes and behavioral intentions. AL and ETH both ex-
hibited significant indirect effects on ATGC, PBC and SN
through PMI, confirming their influence on sustainable
consumer behavior. Specifically, AL = PMI — ATGC (Hla:
B =0.153, t = 6.027, p < 0.001) and ETH — PMI — ATGC
(H2a: B = 0.183, t = 2.548, p = 0.011) highlight the impor-
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Table 3. Structural model path coefficients testing results (indirect effects)

Confidence interval

Hypothesis Description Path coefficient t-value p-value 5% 97.5% Decisions
H1la AL — PMI — ATGC 0.153 6.027 0.000 0.104 0.204 Supported
H1b AL - PMI — SN 0.220 7.923 0.000 0.167 0.275 Supported
Hic AL — PMI — PBC 0.265 7.206 0.000 0.195 0.338 Supported
H2a ETH — PMI - ATGC 0.133 5.042 0.000 0.085 0.188 Supported
H2b ETH — PMI — SN 0.191 5.402 0.000 0.127 0.265 Supported
H2c ETH — PMI — PBC 0.230 7.125 0.000 0.170 0.298 Supported

Note: The null hypothesis of constant variance was rejected if the p-value is lower than 0.05 (Hair et al., 2017).

tance of intrinsic and cultural values in shaping attitudes
toward green consumption. Similarly, significant effects of
AL on SN through PMI (H1b: = 0.220, t = 7.923, p < 0.001)
and ETH on SN through PMI (H2b: § = 0.191, t = 5.402, p
< 0.001) confirm that subjective norms are also a factor in
the setting of sustainable consumption. Finally, AL — PMI
— PBC (Hlc: B = 0.265, t = 7.206, p < 0.001) and ETH —
PMI — PBC (H2c: B = 0.289, t = 4.642, p < 0.001) suggest
that these values positively influence consumers’ perceived
control over green purchasing decisions. Collectively, these
results demonstrate that PMI serves as a robust mediator
linking altruism and ethnocentrism to all three dimensions
of the TPB, thereby reinforcing the centrality of socio-cul-
tural values in explaining green consumption.

In sum, the findings highlight the critical role of altru-
ism, perceived marketplace influence (PMI), and subjective
norms (SN) in shaping sustainable consumer behavior. Al-
truism significantly enhances attitudes toward green con-
sumption (ATGC), PMI, and SN, suggesting that ethical mo-
tivations drive positive perceptions and social conformity.

Furthermore, PMI strongly influences ATGC and PBC, re-
inforcing the notion that consumer empowerment drives
both positive attitudes and perceived control. Notably, SN
significantly impacts both green purchasing intention (GPI)
and green brand equity (GBE), underscoring the power of
social influence in sustainability adoption. The results show
that ATGC and PBC positively influence GBE, indicating
that favorable green attitudes and perceived behavioral
control strengthen not only purchase intentions but also
consumers’ perceptions of green brand equity. Finally, GPI
and GBE both strongly predict brand defense (BD), affirm-
ing that consumer commitment to sustainability fosters
brand loyalty and advocacy. These results emphasize the
interplay between ethical values, market influence, and so-
cial norms in driving sustainable consumer engagement.

Control variables such as gender, age, and income were
used to assess their influence on the relationships studied.
The control variables did not significantly alter the endoge-
nous variables, indicating they exerted a negligible influ-
ence on the correlations investigated in this research.

4.3. Post-hoc analysis

Following Denzin (1978) and Siamagka et al. (2015), the
study further bolstered and validated the survey findings

through the triangulation method. After participants com-
pleted the main part of the survey, which included the
questionnaires of the proposed framework model, they
were asked to participate in the next phase, designed to
allow them to express their opinions and thoughts. This
phase aimed to explore information about customers’ green
consumerism and their actions toward green brands
through their answers to three questions: (1) Why do you
believe that using green products will protect the environ-
ment? (2) Why do you consume green products? (3) Why
are you willing to defend a green brand (especially if the
brand is criticized or faces negative information)?

Participants were asked to freely express their ideas and
opinions in writing. All participants were asked whether
they volunteered for this step. Their answers were recorded
and transcribed. Transcripts were analyzed using template
analysis (King, 1998). What follows is an integrated discus-
sion that draws on findings from both the quantitative sur-
vey and the follow-up qualitative responses. After exclud-
ing inappropriate responses (e.g., participants who only
answered “yes/no” to the questions or failed to address all
three questionnaires), 275 qualified answers were received
in this qualitative phase. The demographics of the qual-
itative respondents were consistent with the quantitative
data.

Regarding the first question, respondents provided sev-
eral reasons for believing that green products protect the
environment. The analysis followed each respondent’s an-
swers and used specific keywords to describe their re-
sponses. After removing nonsensical or inadequate an-
swers, the remaining 265 responses highlighted key themes
that participants associate with green products and their
environmental impact: Environmental Protection emerged
as the most frequently mentioned theme, with participants
believing that green products directly protect the environ-
ment; Quality and Effectiveness were emphasized by sev-
eral respondents, who pointed to the superior quality and
performance of green products; Environmental Friendli-
ness was specifically mentioned in responses highlighting
the eco-friendly nature of these products; Advertising and
Branding were noted as crucial for building belief in green
products, with brand messaging and campaigns playing a
significant role; and Recycling and Sustainability, where
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participants underscored the use of recyclable and sustain-
able materials as vital factors.

The results of the qualitative study further expand on
the findings from the statistical analysis. These responses
emphasize protecting the local environment and reducing
pollution, reflecting respondents’ concerns about environ-
mental protection. Their trust in local or well-known
brands suggests ethnocentrism, as they value brands that
align with local or national values. Moreover, their support
for sustainable practices, such as using locally produced
green products, reflects a preference for products that ben-
efit the home environment. Respondents’ belief that green
products are safer for others and the environment, along
with individual actions (e.g., purchasing green products)
contributing to a healthier future, highlights a sense of so-
cial responsibility.

The second question aimed to further explore whether
customers’ beliefs about the benefits of green products in-
fluence their purchasing decisions. Environmental protec-
tion emerged as the most significant driver, with emphasiz-
ing their commitment to reducing pollution and protecting
the environment. However, the effectiveness and quality of
green products were equally important, as consumers ex-
pect these products to perform on par with conventional
alternatives. Price sensitivity also plays a crucial role, as
affordability and reasonable costs determine whether con-
sumers can sustain green purchasing behaviors.

Health and safety benefits further reinforce green prod-
uct adoption, especially for families prioritizing non-toxic
and natural ingredients. Additionally, the brand’s reputa-
tion and commitment to sustainability were repeatedly
mentioned, showcasing the critical role of transparent
branding and credible certifications in building consumer
trust. Recycling and sustainability, including the use of en-
vironmentally friendly materials, added another layer of
motivation for eco-conscious consumers.

Finally, the third question explored the causes of cus-
tomers’ willingness to defend green brands in negative sce-
narios. The quantitative results revealed some differences,
but both analyses emphasized the importance of brand rep-
utation and trust as critical drivers. The quantitative analy-
sis highlighted that customer marketplace influence medi-
ates the relationship between perceived ethnocentrism and
altruism, shaping beliefs (e.g., subjective norms, perceived
behavioral control, attitudes) that ultimately encourage
brand defense. Similarly, qualitative responses frequently
cited reputation, trust, and a brand’s history of environ-
mentally responsible actions as key motivators for defend-
ing the brand.

Additionally, the qualitative data aligns with the quan-
titative findings on the role of altruism in fostering cus-
tomer loyalty and defense. Respondents noted that brands
with transparent processes and tangible environmental ac-
tions build confidence, reinforcing altruistic values con-
sistent with the quantitative framework. Normative influ-
ences, such as recommendations from others, also
appeared in both analyses, reflecting the importance of
subjective norms in shaping brand defense intentions.

However, qualitative responses highlighted additional
factors less emphasized in the quantitative results. For in-
stance, tangible product aspects, such as eco-friendly pack-
aging and visible evidence of environmental commitment,
were significant motivators for brand defense. These find-
ings suggest that the quantitative model could be enhanced
by incorporating concrete product-specific factors. Further-
more, qualitative responses revealed the emotional con-
nection customers feel toward brands with strong environ-
mental commitments, an element not fully captured in the
quantitative model.

Since altruism involves selfless concern for the welfare
of others, respondents’ answers focused on the broader
impact of green products on the community and raising
awareness about sustainability. These responses reflect al-
truistic beliefs, emphasizing community awareness and en-
vironmental friendliness, which relate to reducing waste,
pollution, and conserving natural resources for collective
benefits, all of which align with altruism.

5. Implications and Conclusions
5.1. Theoretical implications

This study provides a comprehensive understanding of
green purchasing by integrating socio-cultural constructs
(ethnocentrism) and psychological drivers (altruism) based
on the theory of planned behavior. It expands the scope of
green consumer behavior research, particularly in the con-
text of young consumers in emerging markets, where cul-
tural and societal dynamics strongly influence sustainabil-
ity-related decisions. Thus, the results of the current study
enrich the current literature by several contributions as fol-
lows:

First, by extending the Theory of Planned Behavior
(TPB) in the context of green consumerism among Gen Z
consumers in emerging markets, the results demonstrate
that three dimensions including customer’s attitude toward
green products, subjective norms, and perceived behavioral
control, significantly predict green purchasing intention
(Hoang & Tung, 2024). Notably, attitude toward green pur-
chasing and subjective norms play a crucial role, highlight-
ing the influence of cultural and social expectations on Gen
Z’s eco-conscious behaviors. Moreover, the significant role
of perceived behavioral control underscores the importance
of empowering consumers to feel confident in their ability
to make sustainable choices.

Second, the current findings extent the study of Leary et
al. (2014) which highlight the mediating role of perceived
Marketplace Influence (PMI) on the relationship between
ethnocentrism and critical dimensions such as attitude to-
ward green purchasing and perceived behavioral control,
emphasizing its pivotal role in linking cultural identity to
pro-environmental behaviors. These results mean that PMI
reflects consumers’ belief that their purchasing decisions
can create societal and environmental change. Thus, gen Z
consumers in emerging markets are more likely to act sus-
tainably when they perceive their choices as impact.

Third, different from Siamagka and Balabanis (2015), the
current study establishes ethnocentrism as a cultural de-
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terminant of green purchasing. Ethnocentric consumers,
who prioritize local cultural and environmental values, are
more inclined to support sustainable products. Ethnocen-
trism significantly influences subjective norms and PMI, re-
inforcing the idea that cultural attachment can shape green
purchasing behaviors. This finding is particularly relevant
in emerging markets, where protecting local economies and
promoting sustainability align with broader societal goals.

Fourth, altruism is identified as a significant psycholog-
ical driver of green purchasing behaviors. Altruistic values
positively impact attitudes, subjective norms, and PMI, in-
dicating that Gen Z consumers are driven by not only self-
beneficial motives but also a desire to contribute to societal
well-being. This finding enriches traditional green purchas-
ing theories by incorporating the moral and emotional di-
mensions of sustainability (Wang et al., 2020).

Finally, the study highlights the impact of green pur-
chasing intentions on brand defense (BD) and green brand
equity (BE) which lack of attention in literature (Aljarah et
al., 2023). Young consumers who engage in eco-conscious
behaviors are more likely to defend green brands and per-
ceive them positively. Subjective norms also play a cru-
cial role in enhancing green brand equity, demonstrating
that socially endorsed sustainable behaviors can strengthen
consumer-brand relationships.

5.2. Managerial implications

First, brands can reinforce consumer consciousness
through ethnocentric and altruistic appeals. Instead of
treating them separately, campaigns should combine both
by emphasizing certified local sourcing, weaving national
symbols and narratives into packaging and advertising, and
framing green purchases as a way to stimulate the domestic
economy and support local communities, while also high-
lighting eco-labels, recycle materials, and tangible social
or environmental benefits, all anchor sustainability in pa-
triotic pride. Community-focused campaigns that celebrate
shared heritage can further mobilize customer advocacy.

Second, empowering customers as co-creators strength-
ens engagement. Inviting input on product design, distri-
bution, or sustainability initiatives and recognising active
contributors as brand ambassadors signals that individual
choices drive meaningful environmental and social change.
Incentive schemes (e.g. recycling rewards or sustainability
challenges) can amplify this participatory ethos.

Third, credibility is critical in an era of heightened scep-
ticism about “greenwashing.” Firms must introduce gen-
uinely eco-friendly products that offer clear personal ad-
vantages, especially around health, safety, and family
welfare and communicate these benefits (e.g. non-toxic in-
gredients, allergy-safe materials) with transparent evi-
dence. Ensuring consistency and verification strengthens
trust and protects brands against negative perceptions.

Finally, to shield the brand from negative perceptions,
marketers should cultivate robust customer-based brand

equity by embedding sustainability as a core brand at-
tribute. Clear differentiation around environmental and lo-
cal impact, consistent sustainability messaging, and align-
ment with consumers’ altruistic, ethnocentric, and
marketplace-influence values foster not only positive pur-
chase intentions but also consumer-based brand defense
when the brand is challenged.

5.3. Conclusions and limitations

This study provides a comprehensive understanding of
green purchasing by integrating socio-cultural (ethnocen-
trism) and psychological (altruism) drivers in the context
of young consumers in emerging markets. Drawing upon
the extended TPB model, the study reinforces the role and
mechanism on how individual’s beliefs on altruism and eth-
nocentrism through the perceived marketplace influence
and TPB factors (attitude, subjective norm, perceived be-
havioral control) toward the green purchase intention,
green brand equity, and green brand defend. In practical
practices, the brands should reinforce consumer conscious-
ness through ethnocentric and altruistic appeals. Addition-
ally, the manager should focus on enhancing the customer
value co-creation and the brand credibility.

Although the current findings provide significant contri-
butions to the current literature, there are several limita-
tions that could be addressed in the future research. First,
future research should approach the demographics of gen-
der and age in balance and investigate differences among
each. The future research also should extend to incorpo-
rate longitudinal studies or cross-cultural factors in order
to gain a deeper understanding of how behaviour changes
over time and across different countries. Second, while the
study considers ethnocentrism and altruism, other cultural
and psychological drivers (e.g., environmental awareness,
personal norms, or collectivism) might also significantly in-
fluence green purchasing behavior but were not examined.
This limits a more holistic understanding of consumer mo-
tivation. Third, the current study emphasizes individual be-
liefs and psychological factors, but external factors such as
government regulations, economic conditions, or corporate
greenwashing may also significantly impact green purchas-
ing behavior. Including these external factors could provide
a more comprehensive analysis.

Finally, while perceived marketplace influence is exam-
ined, actual market conditions (e.g., availability, affordabil-
ity, and accessibility of green products) were not directly
analyzed. This could limit insights into whether perceived
influence translates into actual purchasing behavior.
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Appendix 1. Item loadings, constructs reliability, and validity

Construct Item Loading Mean VIF AVE rho_A CA CR
Altruism AL1: By buying green products | would be fulfilling my duty to society. 0.829 5.406 1.975 0.742 0.885 0.884 0.920
AL2: By buying green products | would be doing something to help others. 0.880 5.796 2.524
AL3: By buying green products | would be saving someone’s life. 0.869 5.473 2.370
AL4: | believe that the world would be a better place if everyone, who could, buy green 0.867 0.767 2356
products.
Ethnocentrism SE;}I'(})-:)sziLZIways think that local products should always be the first priority of choice when 0.860 5927 2768 0.710 0.917 0.899 0.924
ETH3:Asa Vl'etnamese, one should prioritize buying Vietnamese goods whenever having 0.887 5979 3226
the opportunity.
ETH4: AIthgugh I may suffer a minor loss of benefits, | will always support and choose to 0871 5058 2583
buy domestic products when possible
ETHS: \(letnamese people shquld support and buy Vietnamese products; otherwise, we 0.830 4585 3018
will enrich only foreign countries.
ETHé: \(letnamese people should not buy imported goods because it will hurt the 0.760 4513 2438
domestic economy and increase unemployment.
Perceived PMI1: | believe my individual efforts to be environmentally friendly will persuade others
Marketplace in my community to purchase environmentally friendly products 0.882 5.317 1.957 0.765 0.853 0.847 0.907
Influence
PMI2: The choices | make can influence what companies make and sell in the marketplace 0.873 5.235 2.152
PMI3: If | buy environmentally friendly products, companies will introduce more of them 0.868 5.277 2.037
Subjective norm SN1: Most people who are important to me think that | should use productsin a 0.844 5127 2410 0.729 0.877 0.876 0915
sustainable way
SN2: It is expected of me to use goods that | buy in a sustainable way 0.886 5.158 2.879
SN3: Social and public opinion advocates living in a sustainable way 0.856 5.331 2.203
SN4: People can rely on me to make a positive contribution to the society with sustainable 0.827 5456 1871
product usage
Percel)/ed PBC1: Whether | use products that | buy in a sustainable way depends on me 0.729 5388 1.660 0.696 0.892 0.889 0.919
behavioral control
PBC2: | can easily use products in sustainable way 0.874 5.554 2.737
PBC3: If | want, | can easily use products a sustainable way 0.861 5.606 2.551
PBC4: | have enough time and energy to use products in a sustainable way 0.843 5.385 2473
PBC5: Using products in a sustainable way is easy for me 0.854 5.425 2476
Attitude toward ATGC1: | have a favourable attitude towards green products. 0.885 5.960 3.223 0.747 0.918 0.914 0.936
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Construct Item Loading Mean VIF AVE rho_A CA CR
green consumption
ATGC2: | use green products because it is good for the environment. 0.906 5.890 3.812
ATGC3: In my house, it is considered sensible to use green products. 0.883 5.848 3.025
ATGC4: It would be nice to use green products in my home. 0.891 5.802 3.139
ATGC5: | believe that green product is just as safe as conventional product. 0.745 5.613 1.681
I(:lrtitre]r;i?rjlrchasing GPI1: I intend to purchase green products because of their environmental concern. 0.870 0.735 2954 0.726 0.906 0.904 0.930
S;‘Ifi:rlr:;(r[fgc to purchase green products in the future because of their environmental 0.896 5506 3770
fCi:i;lr?c:iI(;verall, | am glad to purchase green products because they are environmentally 0.890 5621 3395
GPI14: 1 am willing to buy green products because of their environmental performance. 0.873 5.658 2712
t%Pelri:jllywill be willing to pay higher prices for green products that are environmentally 0.719 5560 1599
SEVEEIZd E;/ecefr;rlftin;ljtci;il;rsgi?s the same environmental features as this brand, you 0.902 5156 1.697
Brand defense BD1: I will take their criticism as personally threatening and will refuse to believe 0.793 4,988 2477 0.704 0.950 0.947 0.955
BD2: | will take their criticism as personally threatening and will argue for my brand 0.828 4867 3.270
BD3: I will try to protect my brand against criticism 0.884 4.979 4.032
BD4: | will refer to the strongest points of my brand 0.837 5.360 3.631
BD5: | will convince them on the strong points of my brand 0.823 5.310 2.879
BDé: | will protect my brand against any criticism 0.844 4831 3.604
BD7: I will not let people criticize my brand 0.828 4.808 3.519
BD8: | will make people realize that my brand has better features 0.841 5.238 3.161
BD9: | will defend my brand 0.869 5.171 3.390
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Appendix 2. Heterotrait-Monotrait Ratio (HTMT) discriminant analysis.

AGE AL ATSP BD BE ETH GEN GPI INC PBC PMI
AL 0.050
ATSP 0.103 0.775
BD 0.044 0.540 0.581
BE 0.058 0.643 0.630 0.699
ETH 0.031 0.505 0.493 0.666 0.670
GEN 0.087 0.035 0.021 0.108 0.075 0.056
GPI 0.038 0.683 0.807 0.749 0.733 0.589 0.016
INC 0.506 0.096 0.104 0.075 0.060 0.050 0.041 0.095
PBC 0.031 0.731 0.836 0.698 0.696 0.596 0.065 0.767 0.073
PMI 0.018 0.691 0.752 0.806 0.709 0.645 0.033 0.760 0.116 0.835
SN 0.012 0.697 0.709 0.726 0.673 0.748 0.081 0.734 0.044 0.748 0.804
Appendix 3. Fornell-Larcker criterion
AGE AL ATSP BD BE ETH GEN GPI INC PBC PMI SN
AGE 1.000
AL 0.047 0.861
ATSP 0.098 0.699 0.864
BD 0.044 0.499 0.546 0.839
BE 0.000 0.534 0.533 0.603 0.906
ETH 0.007 0.468 0.468 0.607 0.570 0.843
GEN -0.087 -0.033 -0.016 -0.103 -0.052 -0.014 1.000
GPI 0.036 0.612 0.735 0.697 0.615 0.540 -0.015 0.852
INC 0.506 0.090 0.098 0.074 0.054 0.035 -0.041 0.090 1.000
PBC 0.009 0.647 0.752 0.646 0.580 0.545 -0.061 0.689 0.068 0.834
PMI 0.008 0.602 0.663 0.725 0.579 0.572 -0.030 0.667 0.107 0.728 0.874
SN -0.010 0.617 0.637 0.663 0.558 0.661 -0.074 0.654 0.042 0.663 0.699 0.854
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Appendix 4. Pathway diagram of the research model
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