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SOME KEY FACTORS IMPACTING CUSTOMER'S PURCHASE
INTENTION VEGETARIAN FOOD IN VIETNAM

MOT SO YEU TO QUAN TRONG TAC DONG DEN DU DINH HANH VI

S0 DUNG THUC PHAM CHAY TAI VIET NAM

ABSTRACT

This study aims to examine the impact of some factors on attitude towards
use and purchase intention vegetarian food in Vietnam. Through the primary
data set collected from 315 customers, the results of analysis SEM model showed
that health consciousness and social norm play an essential role in the attitude
towards use of customers consuming vegetarian food. Meanwhile the impact of
environmental concern on attitude towards use is not clear. Finally, both the
social norm and the attitude towards use show predictability towards a
customer's purchase intention. The research results support vegetarian food
businesses to come up with solutions to promote business activities.

Keywords: Vegetarian food; customer behaviour; purchase intention; attitude
towards use.
TOM TAT

Nghién ctiu nay c6 muc dich danh gia tac dong clia mot so yéu t6 dén thai do
va du dinh hanh vi tiéu ding thuc phdm chay & Viét Nam. Thong qua bé di liéu
50 cdp dugc thu thap tir 315 khach hang, két qua phan tich mé hinh cdu tric
tuyén tinh SEM da chi ra y thic vé siic khde va chuan muc xa hoi déng vai tro
quan trong ddi vdi thai do sir dung thuc phdm chay ca khach hang. Trong khi
dd, tac dong cta nhan thic vé moi trudng doi véi thai do st dung la khong ro
rang. Cudi cing, c& chudn muc xa hdi va thai do st dung 6 kha nang du béo du
dinh hanh vi mua ca khach hang ddi véi thuc pham chay. Nhiing kham pha ctia
nghién ctiu gop phan ho trg cac co's& kinh doanh thuc pham chay trong viéc thic
ddy hoat dong kinh doanh mat hang nay.
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1. INTRODUCTION

Reports from the Vegan Food Association (PBFA) and
advocacy group The Good Food Institute (GFl) show that by
the end of 2019, the plant-based food industry was worth
about $5 billion. Retail sales of vegetarian foods grew
11.4% in 2019, while retail sales of food in the US grew only
2.2% during the same period. "Plant-based foods are the
driving force behind the industry's growth, growing 29% in
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just the past two years. 18% is the revenue from vegetarian
meat products in 2019, accounting for 2% of total
packaged meat sales and currently, the vegetarian meat
market is worth more than 939 million USD. The global
vegan food market was worth about $15.6 billion in 2019,
expected to grow at an average rate of 10.5% per year and
reach about $31.4 billion by 2026. According to recent
studies, 30% of Americans give up eating meat and switch
to using vegetarian foods made from plants.

Meanwhile, sales of meat of animal origin increased
only 3% during the same period. The same trend applies to
other emerging vegetarian products. Vegan yoghurt sales
jumped 31%, while regular yoghurt sales fell 1%. Sales of
vegetarian cheese also increased by 18%, while sales of
milk cheese increased only 1%. Market analysis firm
Meticulous Market Research predicts that the plant-based
food industry can achieve a compound annual growth rate
of 11.9% in 2020-2027, bringing the entire industry's value
to $74.2 billion by 2027.

In Vietnam, in the last two years alone, the vegetarian
food product segment has made a strong impression on
the Vietnamese food market, in which domestic vegetarian
food is quite competitive in price compared to imported
goods. Most of the products appearing on the shelves of
modern and traditional distribution channels are a plus
point for domestic vegetarian food products. In particular,
grasping consumers' tastes, who tend to prioritize
convenience products and green foods, domestic
enterprises are constantly improving, innovating and
improving product quality. In particular, the line of instant
products not only stops at instant noodles, instant
vermicelli, but now on the market, there are also crab
noodles, rice cakes, flour soup cakes, brown rice vermicelli.
The fast growth of the vegetarian food market in terms of
scale has attracted the attention of businesses and
customers. Restaurants serving vegetarian food appear in
large cities such as Hanoi, Ho Chi Minh City, Hai Phong.
Although the development of the market has not reached
an explosive level, the market's potential is still there. The
majority of businesses has also recognized vegetarian food.
The level of competition of the industry shortly will reach a
high level. Therefore, understanding and analyzing
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customers' buying behaviour for this product will be
necessary for businesses in finding and developing
business activities. From the above analysis, the research
team conducted a study on the topic “Some key factor
impacting customer’s purchase intention vegetarian food
in Vietnam”.

2. LITERATURE REVIEW
2.1. Customer Purchase Behaviour

Consumer behaviour is a topic that has attracted much
attention from researchers over the past decades. Theories
of customer behaviour gain a diversity of perspectives and
approaches. Customer behaviour is understood as all
actions that consumers reveal in investigating, purchasing,
using, evaluating goods and services to satisfy needs [30].
According to Kuester and Sabine [26], customer behaviour
is the process they use to select, attach, use, and dispose of
products, services, experiences, or ideas to satisfy needs.
And the impacts of these processes on consumers and
society. Customer behaviour is often placed in many
relationships related to satisfaction, quality, value [12] and
has become an essential concept in the development of
academic theory and has many practical implications for
business operations.

2.2. Purchase Intention

Ajzen [3] defined intention as a psychological state that
is closely related to motivation factors. Determination and
the degree of effort of an individual to perform the
behaviour and intention are influenced by subjective
norms, attitudes, and cognitive behavioural control.
According to Fishbein & Ajzen [16], intention is the
immediate identification of behaviour, and when
individuals have the right solutions, it will make the most
accurate prediction of behaviour. The bridge of intention to
the relationship between attitude towards use and
customer behaviour has been mentioned in many studies,
such as an important theory in marketing [6]. The role of
intention in the decision-making process of food products
is examined in studies by Rana & Paul [32]

2.3. Attitude Towards Use

Attitudes, demographics, and beliefs are among the
three main factors that examine human behaviour,
attitudes are relatively consistent judgments, feelings, and
action tendencies about a certain thing, phenomenon or
idea [5]. Attitudes are often assessed according to
approaches that reflect the "right or wrong" or "appropriate
or inappropriate" issue. Most of the research in marketing
on consumer behaviour appreciates the role of attitude in
the process from intention to customer decision. Fishbein &
Ajzen [16], Davis [13] have shown that attitude has a strong
relationship with behavioural intention and customer
behaviour.

2.4. Environmental Concern

Environmental concernis defined as an assessment or
attitude towards events, one's behaviour or the behaviour
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of others with consequences for the environment [37].
Environmental concerns can refer to a specific attitude that
directly determines intention, or more broadly, to a general
attitude or value orientation [34]. Dunlap & Jones [14]
indicated that environmental awareness can assist in
solving social problems such as environmental problems.
Meanwhile, environmental knowledge is perceived to be
related to ecological value and can change customer
attitudes and behaviour [38].

2.5. Health Consciousness

Health consciousnessis a psychological variable that
reflects the perception and assessment of health problems
and affects health attitudes and behaviours [17,23,27]. An
individual's level of health consciousness is closely related
to how they seek and respond to health information [8].
Thus, attention to individual health consciousness is crucial
in designing health interventions and targeting the public,
as it determines their response to health information and
health information sources [21].

2.6. Social Norm

Social norm theory predicts that interventions that
correct these misperceptions by revealing a more realistic,
healthy norm will benefit most individuals. That is, social
norms promote attitudes and behaviours that benefit the
community [9]. Social norms are rules that dictate how
individuals are expected to behave in particular situations.
Several theories of social behaviour emphasize the
normative influence of peer behaviour. Psychosocial
researchers have found that pressure on peer-group
conformity and achievement of reference group standards
often creates a strong desire in individuals to apply and
maintain peer group expectations and behaviours and then
act on these perceptions [19].

3. RESEARCH MODEL AND HYPOTHESIS DEVELOPMENT
3.1. Some theoretical research models
3.1.1. Theory of Reasoned Action (TRA)

The reasoned action theory (TRA) model was proposed
by Fishbein & Ajzen [16] and applied in many studies [7, 11].
In this model, attitude toward the behaviour and subjective
norm impact intention, affecting behaviour. Accordingly:

1. Behaviour is defined as the real, observable actions of
customers.

2. Intention is defined as the subject's personal ability to
perform a behaviour and can be viewed as a particular case
of belief.

3. Attitude is defined as an attitude towards an action or
behaviour. It represents an individual's positive or negative
perceptions of performing a behaviour, measured by the
sum of the energy to strengthen the belief and evaluate
this belief.

4. Subjective normis defined as an individual's
perception that the behaviour should or should not be
performed with that individual's key references.
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Details of the TRA model are shown in Figure 1.

Attitude toward the
behaviour a

Intention

Subjective norm

Source: Fishbein & Ajzen [16]
Figure 1. TRA Model
3.1.2. Theory of Planned Behavior (TPB)

Ajzen [3] argued that the TRA model might not be
perfect in some research contexts. It would be ideal for
implementing additional cognitive-behavioural control
(perceived behaviour control). To strengthen this point of
view, Ajzen [3] has shown that some customer behaviours
do not seem to be influenced by non-motivational factors
such as resources, ability. Therefore, perceived behavioural
control should be considered as an essential role in
consumer intentions and behaviour. Details of the TPB
model are shown in Figure 2.

Attitude toward the
behaviour i

Subjective norm > Intention

Perceived

behavioural control

Source: Ajzen [3]
Figure 2. TPB Model
3.2. Hypothesis Development

The relationship between attitude and intention
behaviour is widely recognized in marketing research. Most
studies evaluate this relationship as causal, in which
attitude will lead to customer behaviour [13, 16]. In studies
on customer buying behaviour for food products, Nguyen
et al. 2020 evaluated the impact of customer behaviour on
functional foods. Meanwhile, Ajzen [4] has developed the
theory of the TPB model to indicate the impact of attitude
on customer behaviour towards food. Kim et al. [24]
examined the positive effects of attitudes on vegetarian
food consumption behaviour. From the above arguments,
research hypothesis H, is proposed:

H,: Attitude towards use has a positive effect on purchase
intention for vegetarian food.

Social norms have positive effects on customer
attitudes [15]. Researches by Ajitha & Sivakumar [2]; Kim et
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al. [25] pointed out the issues related to the image of
customers in society, the views that increase social
recognition have a positive influence on the customer's
attitude when consuming. Besides, vegetarian food has
links to social activities such as religion, lifestyle. The
positive effect of social norm on purchase intention has
been verified in many studies in different contexts [31, 18,
1]. From the above analysis, research hypothesis H, and H,
are proposed:

H,: Social norm has a positive effect oncustomer’s
purchase intention using vegetarian food

H;: Social norm has a positive impact on customer
attitudes towards use vegetarian food.

The influence of health consciousness on attitude has
been tested in many studies. Hoque et al. [22] evaluated the
impact of health consciousness on consumers' attitudes
when consuming dairy products in Bangladesh. With the
same opinion, Xu et al. [40] indicated a positive relationship
between consumers' awareness and attitude towards
environmentally friendly furniture products. Michaelidou et
al. [27] examined this relationship for organic food products.
The results also indicate the positive effects of health
consciousness on customer attitudes. From the above
analysis, research hypothesis H, is proposed:

H,: Health consciousness has a positive impact on
customer attitudes towards use vegetarian food.

The studies of Schifferstein & Oude Ophuis [33],
Williams & Hammit [39], Chen [10] has shown associations
between environmental concern towards consumption of
foods with environmentally friendly production processes.
The relationship between environmental perception
towards customers' attitudes towards vegetarian food is
tested in Kim et al. [24]. Vegetarian food is produced from
plant-based materials that are considered environmentally
friendly. The process of cultivating plants as raw materials
for vegetarian food processing also limits the amount of
waste released into the environment compared to meat
products. From the above analysis, H; research is proposed:

Hy: Environmental concern has a positive effect on
consumer attitudes towards use vegetarian food.

3.3. Research model

Social Norms

Hs

Hs o
; Attitude H:
Towards Use

Health

Consciousness

Purchise
Intention

Environmental
Congern

Figure 3. Research Model
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From the proposed research hypotheses and theories
from the TRA and TPB models, the authors suggested a
research model evaluate the factors affecting customer
behaviour of consuming vegetarian food. The research
model is depicted in Figure 3.

4. RESEARCH METHODOLOGY, SAMPLE AND DATA
COLLECTION

4.1. Research Methodology

The study applies both qualitative and quantitative
research methods. In which qualitative research is used in
collecting and synthesizing secondary data and
interviewing experts to calibrate the official research scale.
Quantitative research is applied to primary data processing
through descriptive statistics, scale testing, confirmatory
factor analysis, and SEM analysis. The software used for
quantitative research is IBM SPSS 20 and IBM AMOS 23.

4.2, Sample and Data Collection

In this study, the research sample was selected by the
convenience sampling method. The minimum sample size
was followed by the principle of Hair et al. [20]. Accordingly,
the minimum sample size needs to be five times the
number of observed variables, the number of observed
variables in the research scale is 16, so the minimum
sample size is 16 x 5 = 80.

Table 1. Demographic profile of the respondents

Demographic Characteristic Frequency %

Gender
Male 145 46.03
Female 170 53.97

Age
22-30 102 32.38
30-45 99 31.43
> 45 114 36.19
Frequency of using vegetarian food
Daily 76 24.13
Weekly 155 49.21
Monthly 84 26.66
Amount of payment for vegetarian food in 1 month

500.000-1.000.000 VND 37 41.27
1.000.000-2.000.000 VND 19 37.78
Trén 2.000.000 VND 66 20.95

The survey is collected by two methods: direct interview
method and online survey method (supported by google
form software). For face-to-face interviews, the researchers
went to vegetarian food stores and public places to interact
with customers who used vegetarian food. Respondents
need to confirm that they are not under any pressure when
answering the interview. The questions about content from
respondents during the interview process will be answered
by the research team member. For the online survey, forms
were sent to groups and forums of vegetarians. To confirm
that the information obtained is reliable, the researchers
will call back through the phone number entered in the
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questionnaire and get confirmation from the respondents.
The details of the study sample are described in Table 1.

4.3. Measures

The scale is referenced from many past studies on
customer buying behaviour, ecological value, perceived
value. Although the referenced studies have high reliability,
it is necessary to ensure the appropriateness with the
research context in Vietham. The group of authors
conducts several solutions to solve this problem.

Firstly, because the observed variables are referenced
from foreign studies, two language experts will be invited
to assist. Expert 1 conducts an independent translation
from English to Vietnamese and expert two from that result
translates from Vietnamese to English to check for
deviations. In addition, the experts also have comments on
the expression and style in the statements of the observed
variables.

Secondly, the contents of the observed variables after
being translated are analyzed by a team of experts,
including 3 PhDs in Marketing and 2 PhDs in Business
Administration, to comment and make comments to adjust
to suit the research environment in Vietnam.

After implementing the above solutions, the original
scale consisting of 19 observed variables was reduced to 16
observed variables. Details of the items and the referenced
studies are described in Table 2.
5.DATA ANALYSIS RESULTS

5.1. Measurement Model, Construct Reliability and
Convergent Validity

4

Chi-sguare=155.086 ; df=54 ; P=.000;
™ Chi-square/di=1.650;
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Figure 4. Confirmatory Factor Analysis
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The results of CFA analysis show that, the measurement
model includes 94 degrees of freedom, the value Chi-
square/df = 1.650 (less than 3); P-value = 0.000 (less than
0.05). AGFI Indicators; GFI; TLI; CFI; NFI are all greater than
0.9; RMSEA = 0.045 (less than 0.08). The results fully meet
the thresholds suggested by Hair et al. [20]. So the
measurement model fits suitable for the collected data.

To evaluate the convergent validity and discriminant
validity, the recommendations based on the results of the
study by Hair et al. (2014) are used including:

(1) AVE > 0.5

(2) Factor Loadings > 0.5

(3) CR>0.7

(4) MSV < AVE

(5) SQRAVE > Bivariate correlation coefficients

Table 2. Reliability, Covergent Validity and Descriptive Analysis

Table 3. Discriminant Validity

MSV | Max EC HC SN ATT INI
R(H)
EC | 0.011 | 0.831 | 0.787
HC | 0497 | 0.855 | 0.104 | 0.752
SN | 0452 | 0.814 | 0.047 | 0531 | 0.767
ATT | 0497 | 0.847 | 0.104 | 0.705 | 0.672 | 0.805
INl | 0199 | 0.772 | 0.065 | 0.232 | 0355 | 0.446 |0.728

Source Items ‘ Mean | SD | Fls
Environment Concern (AVE=0.629; C(R=0.819; a=0.829)
Nature's balance is easily destroyed 3.146 | 0.789 | 0.790
Dunlap & - -
Jones Humans are seriously destroying the 3229 | 0781 | 0.808
[14] environment ' ' '
Humans need to maintain the balance 3117 | 0807 | 0761

of nature to survive

Health Consciousness (AVE=0.565; (R=0.837; a=0.829)

I think I've tried hard to be in good health | 3.997 | 0.689 | 0.750
Chen | IthinkI've tried hard to be in good health | 3.800 | 0.741 | 0.748
(101 | Healthis very valuable to me 3.686 | 0.722 | 0.643
| consider myself a good health 3806 | 0636 | 0.852

conscious person

Social Norm (AVE=0.588; C(R=0.810; a=0.805)

People who are important to me think

Jan;lson that | should use vegetarian food 3416 1 0.787 | 0.782
Dorrepaa Many people argund me are very active 3552 | 0778 | 0.795
|[41) [inusing vegetarian food
I think many people around me expect 3438 | 0809 | 0721
me to use vegetarian food
Chen Attitude Towards Use (AVE=0.648; CR=0.846; a=0.846)
[10]; |Vegetarian food is healthy 3.641 | 0.688 | 0.795
Nguyen | Vegetarian food is a good choice 3.565 | 0.717 | 0.820
etal. . .
Vegetarian foods have more benefits
29 |4t ot foods 3762 | 0.680 | 0.799
Purchase Intention (AVE=0.530; CR=0.772; a=0.772)
| intend to purchase vegetarian food in
Sukboon | he next few weeks 3.556 | 0.867 | 0.726
yasatit - .
35] | aim to pu.rchase vegetarian food for 3750 | 0840 | 0726
my healthy lifestyle
I plan to purchase vegetarian food 3.759 | 0.797 | 0.733

Note: SD - Standard Deviation; Fls - Factor Loadings; (R - Composite Reliability;
AVE - Average Variance Extracted
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Based on the analysis results, it can be seen that the AVE
index ranges from 0.530 - 0.648; MSV values < AVE; CR is
more significant than 0.7, SQRAVE is greater than Bivariate
correlation coefficients, Cronbach Alpha value is greater
than 0.7, and factor loadings are all greater than 0.5.
Therefore, the results satisfy the thresholds set by Hair et al.
[20] recommends that reliability, convergent validity and
discriminant validity be guaranteed.

5.2. Hypothesis Testing

The SEM analysis results show that the model includes
96 degrees of freedom, Chi-square/df = 1.647 (less than 3),
P-value = 0.000 (less than 0.05). AGFI value = 0.916; GFI =
0.940; TLI = 0.964; CFI = 0.971; NFl = 0.930 (greater than 0.9)
and RMSEA = 0.045 (less than 0.08). The above results
guarantee the thresholds of Hair et al. [20] suggested that
the collected data is suitable for the research model.

Chi-square=158.139 , df=96 : P=000;
Chi-squareidf=1.647,

AGFI=916; GFI=940; TLI= 96¢; CFi=871; NFI= 830,
RMISEA= 045

Figure 5. SEM Analysis Result

The regression weights analysis and hypothesis testing
results showed that the research hypothesis about the
relationship between environmental concern and attitude
was rejected because the p-value was more significant than
0.05. Meanwhile, the remaining four hypotheses are
accepted at the p-value of statistical significance less than
0.05. Among the factors affecting attitude, the regression
weight of health consciousness was at the highest level
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(0.474), the social norm showed an influence on attitude
with regression weight at 0.419. The relationship between
attitude towards use to purchase intention is reflected by
the regression weight at 0.356. Finally, the social norm
affects purchase intention with a regression weight of
0.112. The SEM model explains 62% of the dependent
variable's attitude towards use. Meanwhile, purchase
intention was explained at the 19% significance.

Table 4. Regression Weights and Hypothesis Testing Result

Hypothesis Estimate S.E. CR. vaI:;le Findings
Attitude «— Eg‘r']icrsrr:]me"ta' 003 0044 0725 0469 sup';l)z:te 4
Attitude < E'g;'::i‘ousness 0474 0073 6887 **  Supported
Attitude «— Social Norm 0.419 0.061 6.144 **  Supported
Intention «<— Attitude 0356 0.107 3.483 ***  Supported
Intention <— Social Norm 0.112  0.095 1.109 ***  Supported
6. DISCUSION, IMPLICATION AND LIMITATION
6.1. Discussion

The study successfully built a model including

environmental awareness, health consciousness and
explaining customers' purchase intention of vegetarian
food. Some of the prominent research findings include:

Firstly, in this study, attitude is also shown to affect the
purchase intention of customers. This result is also
consistent with the large theoretical foundations of
customer buying behaviour [3, 16]. Despite this, the
attitude towards use and social norms only explains 19% of
the variation in customer purchase intention, indicating
that many other factors influence customer purchase
intention that needs to be explored.

Secondly, environmental perceptions have no impact
on customers' attitudes towards purchase intention
vegetarian food. Some studies in developing countries
have shown that environmental awareness issues when
consuming food are relatively lacklustre [28]. This situation
is explained not simply as a problem related to the lack of
environmental knowledge but also from product
knowledge.

Thirdly, health consciousness and social norms have
substantial impacts on customer attitudes. Several studies
on eco-friendly foods have shown that these foods attract
health-conscious consumers [10], but the importance of
social norms is unique. This situation may be related to
cultural, religious or traditional factors of the market.

6.2. Implications

Although in the study, environmental perceptions have
a less pronounced impact on customer attitudes. However,
environmental issues are always considered factors that
influence guests' behaviour in the context that the natural
environment is gradually becoming unbalanced.
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Environmental awareness has not shown to be related to
customer's attitude, which can be traced back to several
reasons, such as (1) Customer's knowledge of the
environment is still limited; (2) The business unit has not
highlighted the values that vegetarian food brings to the
environment. For cause (1), the effective resolution requires
the efforts of media and education agencies. While with
cause number (2), businesses can communicate through
the vegetarian food experience space, building a culture of
enjoying vegetarian food towards the benefits of the
environment can be an effective solution. In addition, the
application of green marketing activities such as using
environmentally friendly materials to make packaging and
serving utensils is also an excellent solution to help
customers connect between environmental values and
environmental protection that vegetarian food brings,
thereby helping to raise environmental awareness of
customers.

In the 21* century, when customers become more and
more intelligent in consumption, products with good
health benefits always receive customers' attention.
Vegetarian food is considered as a food that helps
customers avoid the harmful effects of meat-based foods
such as cardiovascular diseases, blood pressure, obesity.
Vegetarian food is also a solution to help purify the body.
so it can be seen that the value that vegetarian food
belongs to users is great. Therefore, if customers' health
consciousness excels, the vegetarian food business
opportunity will be more likely to grow. In order to
implement this solution, trade promotion activities need to
focus on the health benefits of vegetarian food and the
value of good health for life. Health knowledge can be
communicated through different platforms to direct
customers to the needs of vegetarian products.

Social norms are associated with views of the dong and
are highly communal. For social standards to positively
impact the vegetarian food business, it is necessary to build
a large community and group about vegetarianism, which
will be essential kernels to spread the vegetarian culture to
the community. When wanting to become consumer-
oriented social norms, vegetarian food needs to show the
values that this product brings to the development of the
community. This perspective leads to the ethical and social
marketing activities of the vegetarian food business to the
community. Activities that can become the solution
include: Organizing charity demonstrations; Develop funds
to support social activities from profits from vegetarian
food business.

6.3. Limitation
Although the study has completed, the research
objectives set out, but due to limitations of resources, time
and space, the research still has limitations including:
Firstly, the sample size is still narrow (N=315), and the

convenient sampling method can reduce the objectivity of
the research results. Although there are solutions to ensure
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the accuracy of survey information, there are still
limitations for online surveys, as researchers cannot directly
interview and answer customers.

Secondly, multigroup tests have not been performed in
the study for reasons related to the sampling method.
Therefore, the research has not been able to in-depth
assess the differences between different customer
segments to bring many solutions to vegetarian food
businesses.

Thirdly, the adjusted R2 coefficient of customer buying
behaviour is 0.19, which means that the research model
can only explain 19% of purchase intention vegetarian food
variation. Therefore, the research model needs to add more
factors to support the clarification of customer purchase
intention. Could be: Quality of customer service;
Trademark; Cultural; Religion.

From the limitations of the study stated together with
the development trends of vegetarian food consumption.
Some research directions the author can expand in the
future include:

Firstly, to expand the sample size, conduct sample
selection by stratified sampling method to serve
multigroup tests and increase the sample size to increase
the research significance.

Secondly, adding new factors to the research model
such as green marketing activities, cultural factors, religious
factors.
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