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Abstract 
 

This research aims to discern the intricate impacts and interconnections among various factors including altruistic valuation, hedonic satisfaction, 
pro-environmental convictions, and personal ethical norms, in relation to the intention to procure green cosmetics. The scholarly exploration 
draws upon the Value-Belief-Norm (VBN) framework, adapting it to the context of green cosmetics within the Vietnamese university student 
consumer segment. A designed questionnaire was employed to gauge the research variables, which underwent assessment for content validity 
and reliability. The survey instrument was distributed among a sample of 318 individuals who had experience with green cosmetics. The findings 
illuminate that hedonic value exerts a significant and positive influence on pro-environmental beliefs. Conversely, the impact of altruistic values 
on pro-environmental beliefs was not found to be statistically significant. Additionally, the study unravels the favorable association between pro-
environmental beliefs and personal norms, which subsequently shape consumers' decisions to embrace green cosmetics. The implications of these 
findings are extended to offer actionable insights for enterprises operating within the realm of green cosmetic products. Furthermore, the research 
study extends its purview to provide managerial recommendations, proposing a strategic approach tailored to this distinct market segment. 
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INTRODUCTION 

 
Annually, natural resource depletion has accelerated at a faster 
pace across the world over the last few decades (Hussain, 
Khan, and Zhou, 2020). One of the reasons behind this is that 
the cosmetics industry introduces a multitude of chemicals into 
the environment, causing contamination of water sources and 
ecosystems. Cosmetic products infused with perilous 
compounds possess the potential to not only pollute the 
surroundings but also inflict harm upon flora, fauna, and 
human health. Thus, a transformative shift from conventional 
consumer behavior towards environmentally-conscious 
purchasing is imperative (Quoquab et al., 2019). In response, 
local communities and governments have become concerned 
about environmental problems, and several countries have 
responded by joining the ‘green revolution’ (Ullah and Khan, 
2020). An increasing agreement exists that consumers' grasp of 
individual welfare and ecological considerations impacts the 
occurrence of eco-friendly purchasing (Yue et al., 2020; 
Mutum et al., 2021). In step with this trend, a growing 
populace of individuals are exhibiting a heightened willingness 
to select eco-friendly alternatives as an acknowledgment of 
eco-awareness (Yadav et al., 2019). Simultaneously, 
governments have initiated efforts to foster green 
consumerism, urging individuals to consider the implications 
of their consumption patterns on future living conditions. 
Subsequently, heightened environmental regulations and 
resource constraints have prompted numerous corporations to 
venture into the production and sale of eco-friendly 
merchandise. This research aims to investigate the determinants 
influencing the purchasing behavior of green cosmetic 
products among the younger generation in Ho Chi Minh City. 
Moreover, the study seeks to analyze insights derived from 
focus group data to formulate overarching concepts, 
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subsequently proposing strategic marketing interventions that 
companies can adopt to foster the future advancement of this 
demographic. The escalating prevalence of green cosmetic 
consumption in emerging markets underscores the imperative 
for further exploration in comprehending the nuances of green 
purchasing behavior. Concurrently, there has been a surge in 
scholarly attention directed towards the utilization and 
consumption of green cosmetics. 
 
Theoritical background 
 
Theory of value-belief-norm 
 
The Value-Belief-Norm (VBN) theory, developed in response 
to the environmental movement, suggests that supporting a 
particular cause or goal motivates action through combining 
feelings of personal responsibility and anticipation (Schwartz, 
1977; Stern et al., 1999). According to Stern et al. (1999), the 
general movement's support is based on three elements in 
general: values, beliefs, and personal norms. According to 
Liobikien and Pokus (2019), it demonstrates that values can 
influence beliefs and be operationalized through environmental 
views that affect the consequences of conscious awareness of 
behavior, assumptions of responsibility that lead to personal 
norms about behavior, and can finally predict behavior. In 
addition, the VBN theory begins with personal values and 
builds a causal chain of psychological antecedents from the 
likelihood of consumers responding in a certain way (Megeirhi 
et al., 2020) 
 
Green cosmetics products purchase 
 
The terminology green or environmentally-friendly in relation 
to products is also defined through attributes characterized as 
natural, organic, sustainable, clean, eco-friendly, and non-toxic 
(Patnaik et al., 2020). Green cosmetics encompass personal 
care products and natural cosmetics formulated using 
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informed consent from the prospective participants. 
Commencing in June to August 2023, a total of 318 
individuals diligently completed the survey, each response 
serving as a valuable brick in the foundation of this study. The 
data was gathered through an online questionnaire and any 
invalid samples were filtered out through screening tests. 
Following this, the data was processed and analyzed using 
SPSS and AMOS software. 
 
Data collection 
 
The total observations include 69.5% % of participants are 
female and 30.50% are male. Regarding the age range among 
respondents, the proportion of people in their early twenty 
accounts for 64.78%, while 18-to-20-year-old individuals 
along with 23-to-25-year-old citizens presented with 14.77% 
and 20.45%. In total, the main income source of participants is 
mainly from part-time/full-time family provision up to 67.92% 
while the third most popular source is retrieved from 21-to-22-
year-old individuals of 25.17%, leaving the remaining 6.91% 
from savings. The study also gathered various data relating to 
the monthly income, small earning accounts for 26.73%, 
nearly doubling the figure for high-income individuals 
(12.90%) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

RESULTS 
 
Reliability test with Cronbach’s alpha 
 
The Personal Norm factor originally has a Cronbach’s Alpha 
coefficient of 0.850 is more than 0.8, so the scale is considered 
very good. The scale consists of 3 observed variables, 
including PN1, PN2, PN3. Evaluating the reliability of the 
scale, there is one variable PI1 with Cronbach's Alpha If Item 
Deleted coefficients (0.866) larger than Cronbach's Alpha 
coefficient (0.850), so the research team eliminated this 
variable. The results of the second scale evaluation, Cronbach's 
Alpha is 0.866, the Corrected Item - Total Correlation of all 
observed variables are all greater than 0.3. Therefore, after 
evaluating the scale the second time, it includes the two 
observed variables: PN2, PN3. 
 
Evaluation criteria 
 
The KMO coefficient in EFA exploratory factor analysis is 
0.800, satisfying the condition: 0.5 ≤ KMO ≤ 1. This value 
proves that factor analysis is appropriate for actual data. The 
authors tested hypothesis H0: There is no correlation between 
the observed variables.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 1. Cronbach’s Alpha analysis result 
 

Variables 
Cronbach’s 
Alpha 

Observed 
Variables 

Statements 
Corrected Item - 
Total Correlation 

Cronbach’s Alpha 
if Item Deleted 

Altruistic Value - 
AV 

 0.780 

 AV1 
I always consider the health aspects of my cosmetic 
purchases 

 0.626 0.732 

 AV2 
While purchasing cosmetics products, I focus on 
environmentally friendly cosmetics 

 0.726 0.625  

 AV3 
It concerns me that people consume high chemical cosmetic 
with negative environmental impact 

 0.647  0.779 

Hedonic Value - HV  0.862 

 HV1 Buying organic cosmetic would give me pleasure  0.738 0.818  

 HV2 
Buying green cosmetics would feel like doing morally the 
right thing 

 0.689 0.831  

 HV3 
The use of green cosmetics can affect my well-being 
positively 

0.659 0.839 

 HV4 I would enjoy using green cosmetics 0.628 0.847 
 HV5 I would feel relaxed using green cosmetics  0.691  0.831 

 
Pro-environmental 
Belief - PB 

 
 0.782 

 PB1 I am willing to participate in preserving the environment  0.627 0.715 

 PB2 
I believe that personal responsibility for environmental 
problems is important 

 0.631  0.720 

PB3 
I believe that the moral obligation to help the environment is 
important 

 0.644  0.682 

Personal Norm - PN  0.866 
 PN1 I feel obliged to save the environment where possible  0.641 0.866  
 PN2 I should do what I can to conserve natural resources  0.765   
 PN3 I feel a strong personal obligation to use green cosmetics  0.765  

Purchase Intention - 
PI 

 0.805 

 PI1 
I usually prefer to purchase cosmetic products with reusable 
packaging 

 0.422 0.805  

 PI2 
If I have to buy cosmetic products, I always purchase 
cosmetic products with no chemical ingredients 

0.702 0.713 

PI3 
I try to purchase cosmetic products with free chemicals even 
though they are more expensive 

0.590 0.770 

PI4 
I always purchase biodegradable products (which can be 
easily disposed after use) 

0.548 0.789 

PI5 
I always refrain from purchasing cosmetics products with 
chemical ingredients 

0.646 0.743 

Source: by authors, 2023 

 
Table 2. Kaiser-Meyer-Olkin and Barlett's test 

 
KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.800 
Bartlett’s Test of Sphericity Approx. Chi-square 2,462.654 

df 136 
Sig. 0.000 

                                          Source: by authors, 2023 
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From the Bartlett test results table, we have the Sig. = 0.000 < 
0.05; reject hypothesis H0. Therefore, the observed variables 
are correlated with each other in each factor group.  
 
Extracting independent factors impacting customer behaviors 
 
Total Variance Explained together with the Promax rotation 
and the principal components method, the EFA factor analysis 
identified 5 components from 18 observable variables. The 
total variance retrieved is 70,802% higher than 50%, satisfying 
the requirement and indicating that the EFA model is 
appropriate.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Hence, 5 factors were recovered to account for 70,802% of the 
data variance of the 17 observed variables involved in EFA. In 
the analysis results table of the Pattern Matrix, the observed 
variable factor loading coefficients are all more than 0.5, and 5 
factors are formed. Therefore, exploratory factor analysis for 
independent variables was conducted just once, and 17 
observed variables converged and separated into 5 
components. 
 

Confirmatory Factor Analysis (CFA) 
 

Both Hu and Bentler (1999) and Hair et al. (2019) agree 
that the thresholds for accepting the Model fit index in CFA 

Table 3. Test of extracted variance of factors 
 

Total Variance Explained 

Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 
Total % of Variance Cumulative % Total % of Variance Cumulative % Total 

1 5.401 31.770 31.770 5.401 31.770 31.770 4.534 
2 2.156 12.684 44.453 2.156 12.684 44.453 3.797 
3 1.925 11.323 55.777 1.925 11.323 55.777 2.632 

4 1.414 8.315 64.092 1.414 8.315 64.092 2.662 
5 1.141 6.710 70.802 1.141 6.710 70.802 2.359 
6 .703 4.135 74.937     
7 .638 3.753 78.690     
8 .578 3.398 82.088     
9 .504 2.965 85.053     
10 .444 2.610 87.663     
11 .395 2.321 89.984     
12 .380 2.234 92.218     
13 .360 2.117 94.336     
14 .277 1.630 95.966     
15 .268 1.575 97.541     
16 .238 1.399 98.940     
17 .180 1.060 100.000     

Extraction Method: Principal Component Analysis. 
a. When components are correlated, sums of squared loadings cannot be added to obtain a total variance. 

Source: by authors, 2023 

 
Table 4. Pattern Matrix 

 

Factor Pattern Matrix 

 Component 
 1 2 3 4 5 

HV HV1 0.926     
HV2 0.820     
HV5 0.767     
HV3 0.731     
HV4 0.717     

PI PI3  0.901    
PI2  0.776    
PI4  0.737    
PI5  0.627    

AV AV2   0.883   
AV3   0.864   
AV1   0.822   

PB PB2    0.866  
PB3    0.830  
PB1    0.788  

PN PN2     0.931 
PN3     0.929 

Extraction Method: Principal Component Analysis. 
Rotation Method: Promax with Kaiser Normalization. 
a. Rotation converged in 5 iterations. 

Source: by authors, 2023 

 
Table 5. Result of Model Fit 

 

Fit Index Standard Source Realistic Model 

Chi-square/df ≤ 3 is good, ≤ 5 is acceptable Hu & Bentler (1999) 2.726 
CFI ≥ 0.9 is good, ≥ 0.8 is acceptable Hu & Bentler (1999) 0.921 
GFI ≥ 0.9 is good, 0.8 ≤ GFI ≤ 0.9 is acceptable Baumgartner & Homburg (1996) 0.901 
TLI ≥ 0.9 is good Hu & Bentler (1999) 0.901 

RMSEA ≤ 0.03 is very good, ≤ 0.08 is good    Hair et al. (2019)  0.074 

Source: by authors, 2023 
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to delve deeper into the interconnectedness of other values 
within the same altruistic cluster. Furthermore, it is advisable 
to incorporate other variables, like gender and income level, 
into the model as moderators. This proposition stems from the 
notion that distinct consumer backgrounds may evoke diverse 
responses, thus furnishing supplementary insights for 
policymakers, marketers, and practitioners to comprehensively 
explore green behavior from multifaceted standpoints. 
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