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Abstract. The study investigates the factors that influence consumer bioplastic
consumption behavior. The authors collected data through online survey
(N=220). Smart PLS 4.0.9.2 was used to evaluate the measurement model and
linear structural model. The research findings reveal that barrier factors, such as
price consciousness and Perceived risk , have a negative impact on consumer
attitude towards bioplastic. This indicates that consumers are aware of the cost
barriers associated with using bioplastic. Drivers' factors include perceived value,
green perceived value, creativity, and electronic word-of-mouth (eWOM), have
a positive impact on attitude. Consumers will be more interested and willing to
use bioplastic products as new, unique, and environmental friendliness. It can
lead to an intention to switch from conventional plastics to eco-friendly
bioplastic.
Keywords: Barriers, Bioplastic, Drivers, Switching Behavioral Intention.

1 Introduction

1.1 Research Context

Humans are having to deal with issues related to environmental pollution and its seri-
ous consequences for life. Compared to traditional plastics made from fossil fuels, bio
plastic are an environmentally friendly alternative. They can biodegrade or decom-
pose without harming the environment. The widespread use of social media leads to a
wider spread of the usefulness and diversity of bioplastic, thereby generating interest
in products with bioplastic origins, attracting attention and creating positive changes
in awareness and behavior towards the environment.

There have been many studies on consumers, especially in the field of Green and
sustainable consumption. However, there have not been many in-depth studies on
consumer reactions to bioplastic products. Specifically, research on barriers and driv-
ers has not been extensively studied. Barriers are mentioned but their impact has not
been deeply explored (Edina Findrik and colleagues, 2023). In addition, there is still a
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lack of research exploring specific factors explaining the attitude-behavior gap lead-
ing to green purchasing behavior (Kumar et al., 2019; Panda et al., 2020; Prakash and
Pathak, 2017).

According to the study by H Pang (2020), attitude and satisfaction play a moderating
role in the relationships between perceived value and electronic Word of Mouth
(eWOM) participation. Cantallops et al. (2014) mentioned the influence of electronic
Word of Mouth (eWOM) on the hotel industry. The studies by Z Khan et al. (2023)
and M. Albayraket al. (2021) show that electronic Word of Mouth (eWOM) influ-
ences purchase intention and brand value, while also examining the mediating role of
brand value between eWOM and consumer purchase intention. However, most of
these studies do not address the relationship between electronic Word of Mouth and
attitude, intention to change customer behavior. Therefore, to promote research in
Vietnam and specifically in Ho Chi Minh City, and to gain a deeper understanding of
bioplastic products, the authors have chosen the topic: "EFFECTSOFDRIVERS AND
BARRIERS TO SWITCHING BEHAVIORAL INTENTIONOFYOUNGPEOPLE IN
USING BIOPLASTIC IN HO CHI MINH CITY.". The research aims to overcome
barriers and enhance driver for the widespread use of bioplastic among young people
in particular and all generations in general in restoring the environment and building a
healthy living environment.

1.2  Research Subject and Research Scope

1.2.1. Research Subject
Barriers, drivers, and intentions to change the behavior of using bioplastic products
among young people in Ho Chi Minh City.

1.2.2. Scope of Research
The topic was carried out through practical research in the area of Ho Chi Minh City.

1.3  Research Objective

Objective 1: Determine the relationship between drivers factors, barriers to attitude,
electronic word-of-mouth behavior, and intention to change behavior in using bio-
plastic products among young people in Ho Chi Minh City.

Objective 2: Verify the relationship and evaluate the level of influence of drivers fac-
tors, barriers to attitude, electronic word-of-mouth behavior, and intention to change
behavior in using bioplastic products among young people in Ho Chi Minh City.
Objective 3: Provide management implications for manufacturers of bioplastic prod-
ucts in particular and environmentally friendly products in general, in renewing Green
management strategies, strengthening supply chains, promoting the intention to
change consumer behavior towards green products, and aiming for sustainable devel-
opment.



Effects of Drivers and Barriers to Switching Behavioral Intention 79
2 Literature review and Research model

2.1  Basic Concepts

2.1.1. Bioplastic

Products made from bioplastic are described as green products, providing alternatives
to products made from non-recyclable raw materials (Reinders, Onwezen, and Meeu-
sen, 2017). Research by Jenkins et al. (2016), Russo et al. (2019) indicates that bio-
plastic are a green innovation because they are biodegradable or even compostable in
a rational environment Products made from bioplastic are described as green prod-
ucts, providing alternatives to products made from non-recyclable raw materials
(Reinders, Onwezen, and Meeusen, 2017). Research by Jenkins et al. (2016), Russo et
al. (2019) indicates that bioplastic are a green innovation because they are biode-
gradable or even compostable in a rational environment.

2.1.2. Barriers

In the context in Vietnam and Ho Chi Minh City in particular, the research teamiden-
tified two main barrier variables: risk perception and price awareness. Firstly, accord-
ing to research by Atiwesh et al. (2021), bioplastic is known as a new alternative ma-
terial to conventional plastics. However, this means that consumers' knowledge of
bioplastic can also be limited and potentially pose a level of risk when used. As Chen
and Kuo (2017) define: the level of uncertainty and unpredictability associated with
innovation is called the risk barrier. Secondly, consumers are not only worried about
the safety and quality of products, they are also concerned about the price of bio-
plastic products. It is a fact that perceived price can greatly influence the perception of
service quality and satisfaction (Zeithaml, Bitner, 1988). There have been many stud-
ies that have found that higher prices of green products (eco-friendly bioplastic prod-
ucts) act as a major purchasing barrier (Barber, Bishop, and Gruen, 2014;Liobikiené
et al. (2017)). Research by Jessica Aschemann-Witzel and Stephan Zielke (2015) also
shows that price is the main barrier to purchase.

2.1.3. Drivers

In this paper, driver is the positive factors driving consumer behavior of using bio-
plastic products. Specifically, the perception of green value about the environment,
the creativity of products and the value consumers receive. First, for the perceived
factor, green values demonstrate concern for the environment. Antonetti and Maklan
(2014); Leary et al. (2014), consumers are more likely to engage in a particular be-
havior if they believe it will make a difference and contribute to environmental sus-
tainability. In addition to green motivation, a study by Gupta and Ogden (2009)
showed that consumers' interest in finding new products contributes to buying green
products because customers perceive green products as distinct from non-green prod-
ucts. This supports creativity that is involved in factors influencing consumer behav-
ior. Following on from earlier views, consumers' drivers to seek novel products may
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be a key factor in predicting environmentally sustainable product buying behavior, as
stated in a study by Choi and Johnson (2019).

2.1.4. Switching Behavioral Intension

Intention is said to acquire aspects that influence behavior and actions (Ajzen, 1991).
Following the theory of self-homogeneity (Ajzen, 1., 1985) and the theory of consum-
er value (Sheth et al, 1991) translated into the context of green products and bioplastic
allows us to visualize how consumer behavior towards bioplastic is influenced by
factors related to the consumer's self-image. Based on a general rule, the greater the
intention to engage in a behavior, the higher the likelihood of engaging in that behav-
ior (Confente et al., 2020). In a study by Ilenia Confente et al. (2020), it was hypothe-
sized that when consumers feel a stronger sense of green identity, they will feel posi-
tive value from bioplastic products and vice versa. This leads to the intention to
switch to using them in the future.

2.1.5. Perceived value

Each person will have different opinions about the importance and evaluation of the
value of a product or service. Therefore, when it comes to perceived value, this also
implies that it is perceived value. Perceived value is a consumer's overall assessment
of the benefits of a product or service based on what they receive and what they pay
(Zeithaml, 1988). For the field of using green products, there exist many different
analytical angles on perceived value factors. Perceived value is the main factor influ-
encing users' preferences about green products more than traditional products (Lin
and Huang, 2012). Khan and Mohsin argue that the value received has an impact on
consumer behavior towards green products. For the research topic on the behavior of
using bioplastic products, the perceived value becomes one of the factors that have a
positive influence on attitudes, thereby leading to consumer buying behavior. There-
fore, we hypothesize as follows:

H1: Perceived value has a positive influence on attitude

2.1.6. Creativity

Consumer creativity is an important factor driving the adoption of environmentally
friendly innovative products (Tellis et al., 2009; Englis and Phillips, 2013). In addi-
tion, Scherer et al. (2017) also found that ecologically sensitive consumers tend to be
more creative than conventional plastic consumers. Therefore, it seems that individual
interest in innovation has a positive influence on attitudes about shopping behavior
for green products. We assume that this may also be the case for bioplastic products.
H2: Creativity has a positive influence on attitude

2.1.7. Green Perceived Value

Haws et al. (2014) found evidence for a correlation between the values of green con-
sumers and participants' intentions to procure ecological products. Through the devel-
opment of research scales for environmental attitudes and values. In particular, bio-
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plastic have two advantages: reducing carbon emissions during production and in-
creasing resource efficiency with continuous decomposition of microorganisms
(Rahman and Bhoi, 2021). This means that increasing consumer awareness of the
environmental benefits of biodegradable bioplastic compared to conventional petrole-
um-based plastics is of fundamental importance to increase the market for these prod-
ucts (Morone et al., 2021). Therefore, the assumption is that the value of green con-
sumers will also influence attitudes towards biological products.

H3: Green perceived value has a positive influence on attitude

2.1.8. Price consciousness

Price is an important criterion that affects green shopping behavior. During the transi-
tion, switching cost is one of the factors influencing conversion intent (G. Ahmetoglu,
A. Furnham and P. Fagan, 2014; Kmar and Sathish., 2011). A sense of price negative-
ly affects purchasinggreen products (Van Doorn and Verhoef., 2015). Benzawada and
Pauwels (2013) also show that green products are often more expensive than tradi-
tional ones. As the green consumption trend is growing strongly, consumers have
gradually changed their mind about choosing environmentally friendly products, es-
pecially products made from bioplastic —common household items. However, large
price differences can create many obstacles for users to change their usage behavior.
H4: Price consciousness has a negative influence on attitude

2.1.9. Perceived risk

Perceived risk is associated with negative attitudes and high levels of uncertainty.
Therefore, risk perceptions often negatively influence purchasing decisions (Mitchell,
1992; Peter and Ryan, 1976; Stone and Gronhaug, 1993). For products which are
reproduced and/or process-derived, improved materials such as bioplastic suggest that
consumers tend not to accept them because they perceive the level of risk inherent in
purchasing for themselves (Chen and Chang, 2012; Wang and Hazen, 2016). Risk can
arise for a variety of reasons, including safety, quality and performance risks. Con-
sumers still have many barriers in choosing to use bioplastic compared to other con-
ventional products. This is demonstrated by Wang and Hazen (2016) for products of
friendly, sustainable origin, including bioplastic.

HS: Perceived risk has a negative influence on attitude

2.1.10. Electronic word-of-mouth (eWOM)

According to Nuria Hue-Alcocer (2017), electronic word of mouth (eWOM) is an
online form of evaluation and comment, capable of spreading if the message is con-
vincing enough. Electronic word of mouth can influence a customer's attitude to a
product or service. (Wang, 2015 and Camilleri et al, 2022). Social networks are grow-
ing strongly and have an impact on consumer decisions and intention to change their
behavior using a product or service. A study by A. Banterle et al. (2012) shows that
consumers are concerned about the need for information about sustainability, recycla-
bility and reusability of packaging. Moreover, they are also interested in more infor-
mation about products, especially green, environmentally friendly products. bioplastic
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are not such a new product, but they are not very popular to consumers, so it is rea-
sonable that electronic word of mouth (eWOM) can influence attitudes based on an
individual's trust in a certain source of information (Yang and Yoo, 2004). Through
the media, electronic word of mouth will have a positive impact on attitudes and in-
tentions to switch usage behavior from conventional plastic to bioplastic.

H6: eWOM has a positive influence on attitude

2.1.11. Attitude

Attitude is the amount of emotion of a person to an object (Thurstone, 1931), a state
of mental readiness to respond, shape and shape through experience, which has a
direct effect on behavior. Positive attitudes will have a positive impact on environ-
mental protection (Hirsh, 2010) and the intention of using bioplastic. (Kainz, 2016;
Scherer at el, 2018). According to Casald et al (2011), attitudes are the basis for pre-
dicting or explaining different behaviors about consumer choices. There are many
studies on consumer behavior, including purchasing intention (Cheung and Thadani.,
2012; Wang et al., 2012), searching intention (Lee Qu and Kim., 2007), using inten-
tion (Munoz - Levia, Hermandez - Mendez and Sanchez-Fernandez, 2012) and
switching intention to use bioplastic. (Taofeeq D. Moshood et al, 2022). The relation-
ship between a sense of quality of service affects a customer's attitude to satisfaction
and this attitude affects the intention to change a consumer's usage behavior to a spe-
cific product or service. (Cronin, J. and Taylor, S., 1992).

H7: Attitude has a positive influence on switching behavioral intention

2.2 Research Model

The Hierarchy of Effects Theory (HET) from Lavidge and Steiner (1961) describes a
model in which consumer decisions are influenced by drivers or barriers to a particu-
lar product or service. According to Lavidge and Steiner (1961), “consumer reac-
tions” include perception, knowledge, preference, persuasion, and purchasing deci-
sions. The theory of planned behavior(TPB) is a cognitive theory by Azjen (1991). It
is an extension of the theory of reasoned action - TRA (Ajzen and Fishbein, 1980;
Fishbein and Ajzen, 1975). TPB is a popular theory for explaining human behavior,
with three central components, including attitude, subjectivenorms, and perceptual
behavioral control. In environmental issues, interest in TPBTheoryhas increased
(Grilli and Notaro, 2019), as it has proven sufficient for the interpretation of environ-
mentally friendly behaviour (Kaiser and Scheuthle 2003; Loépez-Mosquera and
Sanchez 2012). On that basis, the authors proposed a research model consisting of
seven independent variables, one intermediate variable and one dependent variable as
follows:
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Fig. 1. Research model

3 Research method

3.1 Preliminary Research Aims to Build a Scale to Measure Concepts
in Research

The research was conducted in two main stages: preliminary research (including pre-
liminary qualitative research and preliminary quantitative research) and formal quan-
titative research. The preliminary qualitative research was carried out by designing a
draft questionnaire and consulting with lecturers to refine it. Subsequently, five bio-
plastic consumers who had made at least one purchase were directly interviewed to
supplement and adjust the measurement variables. The preliminary quantitative re-
search was conducted by directly interviewing 100 bioplastic consumers to evaluate
the quality of the scale, ensure the coherence and consistency of the questionnaire,
and adjust the question content. Quantitative method is the primary research method
employed in this study. The scales were adapted from relevant previous studies. The
target respondents are young people residing and working in Ho Chi Minh City, aged
15-30, who are aware of and intend to use or change their behavior toward susing
bioplastic products in Ho Chi Minh City.

The survey will be administered in the form of Google Forms to ensure convenience,
accessibility, and reach a wider audience. Additionally, the survey will be distributed
through various social media channels such as Facebook, Zalo, Messenger, Email,
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Instagram, and soon. The questionnaire was designed on a 5-point Likert scale rang-

ing from1 =Strongly Disagree to 5 = Strongly Agree for the statements.

3.2 Sampling

Formal data collection was achieved solely through a survey sample distributed via
Google Forms. This method ensured convenience and accessibility for the target re-
spondents, who were students and working professionals residing in Ho Chi Minh
City. To maximize reach, the survey was disseminated through various popular appli-
cations, including Facebook, Zalo, Messenger, Email and Instagram. A detailed de-

scription of the research sample characteristics follows:

Table 1. Statistical results of the study sample

GENDER n % |AGE n |%
Male 137 [55,4|15-17 54124.5
Female 83 44,6 [18-22 73133.2
23-30 93142.3
EDUCATION LEVEL n % |BUDGET n |%
High school 15 6.8 |Under 3 millions 39117.7
University/College 58 |26.4 |3-5 millions 53(24.1
Graduated 15 6.8 |5-10 millions 80(36.4
Working 86 [39.1 [Above 10 million 48(21.8

(Source: Compiled by the authors)

4 Results and Discussions

4.1 Formal Research Using Quantitative Methods

4.1.1. Evaluate the Measurement Scales
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4.1.1.1. Evaluate Reliability

The results of evaluating the scale quality using SPSS 26 software with Cronbach's
Alpha, the authors removed the observed variables CN3 “I am afraid that the quality
and performance of remanufactured product would cause indirect economic loss”,
GT1“Thischair appears to have consistent quality”, CP4 “I generally strive to buy
products at the lowest price”, and IN3 “I am determined to switch to a bioplastic
chair” from the model because Cronbach's Alpha if item deleted indices were higher
than the Cronbach's Alpha of the latent variable. Additionally, the Corrected Item-
Total Correlation indices of these observed variables were all greater than the re-
quired threshold of 0.3. Notably, the variable Creativity (ST) had a Cronbach’s Alpha
coefficient of 0.331, which did not meet the required threshold of 0.7 (Trong et al.,
2008). Therefore, the authors excluded the ST variable from the research model.
Analysis with SMART PLS4 software showed that all observable variables had load-
ings above 0.7, with NT4 having the smallest loading of 0.709 and IN2 the largest at
0.925. This confirmed that the observable variables were of high quality and connect-
ed well with the latent variables, justifying the retention of NT4 and IN2.

The composite reliability of the scale was then assessed using the CR coefficient.
According to Chin (1998), CR should be 0.6 or higher. However, Henseler and Sar-
stedt (2013) suggest that a threshold of 0.7 is the appropriate level for the CR index.
with the lowest being0.646for the “eWOM” variable (TM) and the highest being
0.845 for the "Price Consciousness" variable (CP).

4.1.1.2. Evaluate Convergent Validity.

Convergent validity is assessed through the Average Variance Extracted (AVE) in-
dex. According to Hock and Ringle (2010), a scale is considered convergent when the
AVE value is greater than 0.5. The 0.5 threshold indicates that the latent variable will
explain at least 50% of the variance of the observed variables. The total AVE values
are approximately or greater than 0.5 (Fornell and Larcker, 1981). Specifically, two
factors with the smallest indices are green perceived value and electronic word-of-
mouth, with AVE values of approximately 0.5, at 0.498 and 0.478, respectively.
Therefore, the scale from the observed variables still meets the requirements for relia-
bility and convergent validity.

4.1.1.3. Evaluate Discriminant Value

Regarding the HTMT index, Garson (2016) suggests that the relationship between
two latent variables is ensured when the HTMT index is less than 1. Clark and Wat-
son (1995) and Kline (2015) use a stricter threshold of 0.85. If the HTMT is greater
than 0.9, it does not achieve discriminant validity. Most of the observed variables
have HTMT indices smaller than 0.9. Although the impact of the NT (Green Per-
ceived Value) variable on GT (Received Value) is greater than 0.9, it is still within the
acceptable range. Therefore, the authors decided to retain the variable and continue to
include it in the next step of the analysis.

4.1.1.4. Testing Research Hypotheses
The results of the SEM structural model are described in Table 2, where the path
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coefficients and the explanatory power of the constructs were examined. The authors
assessed the significance of all paths through bootstrapping 5000 times. Among all
the structural paths, Table 2 shows that all hypotheses H1, H3, H4, HS, H6, and
H7arestatistically significant with a p-value < 0.05.

Table 2. Results of multivariate regression bootstrapping with 5000 samples

Standardized
. e T statistics .

coefficients beta Standard deviation Sig |Result
CN ->TD |-0.207 0.067 3.097 0.002 | Agree
CP->TD |-0.103 0.047 2.192 0.028| Agree
GT ->TD |0.187 0.066 2.814 0.005| Agree
NT ->TD |0.369 0.082 4.481 0.000| Agree
TD >IN |0.578 0.057 10.102 0.000| Agree
TM ->TD |0.524 0.076 6.859 0.000| Agree

(Result from Smart PLS Software)

CN: Perceived risk; CP: Price consciousness;, GT: Perceived value; NT: Green Per-
ceived Value; TD: Attitude; TM: eWOM; IN: Switching Behavioral Intention.

Table 3 shows the results of the total effect evaluation of the research model. Out of
thel Itotal effects, 8 were accepted at a 1% statistical significance level. Among these,
3total effects were accepted at a 10% statistical significance level.

Table 3. Result of the total effect evaluation

Standardized Standard

coefficients beta deviation T statistics Sig |Result

CN >IN [-0.120 0.037 3.205 0.001 | Agree
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CN ->TD |[-0.207 0.067 3.097 0.002| Agree
CP >IN ([-0.060 0.027 2.191 0.028| Agree
CP->TD |-0.103 0.047 2.192 0.028| Agree
GT >IN [0.108 0.042 2.578 0.010| Agree
GT ->TD |0.187 0.066 2.814 0.005| Agree
NT >IN {0.213 0.051 4.185 0.000| Agree
NT ->TD [0.369 0.082 4.481 0.000| Agree
TD ->IN [0.578 0.057 10.102 0.000| Agree
T™ -> 1IN [0.303 0.049 6.144 0.000| Agree
T™M > TD |0.524 0.076 6.859 0.000| Agree

(Result from SmartPLS Software)

CN: Perceived risk; CP: Price consciousness;, GT: Perceived value; NT: Green Per-

ceived Value; TD: Attitude; TM: eWOM;, IN: Switching Behavioral Intention.

The path coefficients are illustrated in the structural model through Figure 2. The
variables GT1: "bioplastic appears to have consistent quality” CN3: I am afraid that
the quality and performance of bioplastic product would cause indirect economic
loss." CP4: "I am concerned that the after-sales service and quality are not as good as
conventional plastic products, causing me to lose time dealing with repairs, exchang-
es, or refunds,”" and IN3: "I am determined to switch to a bioplastic chair" along with
the Creativity (ST) variable, were removed to ensure the reliability and validity of the

model.
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Fig. 2. The research model after validation with SmartPLS.

5 Conclusion

5.1 Conclusion

Empirical findings of this study align with previous research regarding the hypotheses
in the research model. The analysis reveals a negative influence of Risk Perception on
Attitude. This implies that when consumers perceive the potential risks associated
with bioplastic, such as safety concerns, quality issues, or performance limitations,
their attitude towards bioplastic becomes unfavorable. Similarly, Price Perception
exerts a negative influence on Attitude. Conversely, Perceived Value demonstrates a
positive influence on Attitude. In line with Morone et al. (2021), Scherer et al. (2017),
the study results further indicate a positive impact of Green Consumer Value on Atti-
tude towards bioplastic. This suggests that promoting and raising consumer awareness
about the environmental benefits of bioplastic can attract interest and drive wider
adoption in daily life. Consistent with previous studies (Kainz, 2016; Schereret al.,
2018; Taofeeq D. Moshood et al., 2022), Attitude exerts a direct and positive influ-
ence on Intention to Change Bioplastic Usage Behavior. Finally, the study findings
support the hypotheses regarding the role of Electronic Word-of-Mouth (eWOM).
This suggests that positive information about the environmental aspects of bioplastic
disseminated through social media and online forums can shape consumer perceptions
and influence their intention to adopt bioplastic over conventional plastics.
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5.2 Recommendation

From an academic perspective, numerous studies have examined the intention to use
environmentally friendly products (Nguyen Han Khanh and Nguyen Thi Thanh
Nhung, 2023; Pham Thu Huong and Tran Minh Thu, 2019; Doan Thi Thu Trang et
al., 2023) or the intention to purchase bioplastic products (Edina Findrik and Oliver
Meixner, 2023; Henia Confentea and Daniele Scarpi and Ivan Russo, 2020; Florian
Klein et al., 2019). However, research on the barriers and drivers influencing young
consumers' intention to change bioplastic usage behavior through electronic word-of-
mouth (eWOM) in Ho Chi Minh City has been relatively limited. This study contrib-
utes to the generalizability of theories related to consumer intention - consumer be-
havior - intention to change consumer behavior (TPB, HET)when applied in the con-
text of Vietnam, a developing country with a low income compared to the world, and
more specifically in Ho Chi Minh City. The study demonstrates that the proposed
model is applicable to both developed and developing countries, as well as countries
with high and low-middle incomes. Therefore, in theoretical terms, the study provides
new research references and directions for future studies in Vietnam and Ho Chi Minh
City, particularly in the area of green growth and green consumption, which are glob-
al trends.

In practical terms, the data-driven conclusions reveal the relationships between barri-
ers, drivers, eWOM, attitude, and intention to change behavior among young consum-
ers in Ho Chi Minh City. The study aims to provide managers with appropriate rec-
ommendations and suggestions to address the limitations and barriers that hinder con-
sumer intention to use bioplastic, while also leveraging the advantages and drivers
that promote a change in consumer usage behavior. This can be achieved through
concrete actions such as: innovating green management strategies and supply chains
related to bioplastic product consumption in Ho Chi Minh City and neighboring areas,
enhancing green perceived value, and promoting green consumption. Ultimately,
these efforts contribute to sustainable development, ensuring social responsibility and
responsibility to consumers.

5.3 Limitations

This study was conducted in Ho Chi Minh City (HCMC) using a convenience sam-
pling method. However, due to resource constraints, the survey was only administered
within the central districts of HCMC. Therefore, the research findings may not be
generalizable to other contexts.

Moreover, the study focused exclusively on young consumers aged 15-30 residing,
studying, and working in HCMC. Consequently, the data sample can only represent a
typical region and a typical consumer group, not the intention to change bioplastic
usage behavior of all consumers in HCMC, Vietnam, or the world.

Numerous factors influence behavioral change intentions in general, and the intention
to purchase bioplastic products specifically (according to the Theory of Planned Be-
havior (TPB) and the Hierarchy of Effects Model (HET)). This research only selected
a limited set of factors that were of interest to the authors for investigation. Hence, the
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research findings are somewhat limited and do not fully represent all potential influ-
encing factors. Notably, young consumers' intention to change their bioplastic usage
behavior may be influenced by additional factors such as decision-making time, per-
sonal image, and product design diversity.

References

11.

13.

14.

15.

. Ajzen, I. and Fishbein, M. (1980). Understanding Attitudes and Predicting Social Behav-

ior. Prentice-Hall, Englewood Cliffs.

. Ajzen, 1. (1985). From intentions to actions: A theory of planned behavior. In Action con-

trol: From cognition to behavior, 11-39.

. Ajzen, 1. (1991). The theory of planned behavior. Organizational behavior and human de-

cision processes, 50(2), 179-211.

. Aschemann-Witzel, J., and Zielke, S. (2015). Can’t Buy Me Green? A Review of Con-

sumer Perceptions of and Behavior Toward the Price of Organic Food. Journal of Con-
sumer Affairs, 51(1), 211-251. doi:10.1111/joca.12092.

. Atiwesh, G., Mikhael, A., Parrish, C. C., Banoub, J., and Le, T. A. T. (2021). Environmen-

tal impact of bioplastic use: A review. Heliyon, 7(9).
doi.org/10.1016/j.heliyon.2021.e07918.

. Banterle, Alessandro and Cavaliere, Alessia and Ricci, Elena Claire, 2012. "Food labelled

Information: An Empirical Analysis of Consumer Preferences. Journal on Food System
Dynamics, 3(2),2012.

. Barber, N. A., Bishop, M., and Gruen, T. (2014). Who pays more (or less) for pro-

environmental consumer goods? Using the auction method to assess actual willingness-to-
pay. Journal of Environmental Psychology, 40, 218-227. doi:10.1016/j.jenvp.2014.06.010

. Casalo, L. V., Flavian, C., and Guinaliu, M. (2011). Understanding the intention to follow

the advice obtained in an online travel community. Computers in Human Behavior, 27(2),
622-633.

. Cronin Jr., J. J., and Taylor, S. (1992). Measuring Service Quality: A Reexamination and

Extension. The Journal of Marketing, 56, 55-68.

. Chen and Chang. (2012). Enhance Green Purchase Intentions: The Roles of Green Per-

ceived Value, Green Perceived Risk, and Green Trust. Management Decision, 50(3), 502-
520.

Chen, P.-T., and Kuo, S.-C. (2017). Innovation resistance and strategic implications of en-
terprise social media websites in Taiwan through knowledge sharing perspective. Techno-
logical Forecasting and Social Change, 118, 55—69. doi:10.1016/j.techfore.2017.02.00.

. Choi, D., and Johnson, K. K. P. (2019). Influences of environmental and hedonic motiva-

tions on intention to purchase green products: An extension of the theory of planned be-
havior. Sustainable Production and Consumption. doi:10.1016/j.spc.2019.02.001

Clark, L. A. and Watson, D. (1995), Constructing validity: Basic issues in objective scale
development. Psychological Assessment 7(3), 309-319.

Cheung, C. M. K., and Thadani, D. R. (2012). The impact of electronic word-of-mouth
communication: A literature analysis and integrative model. Decision Support Systems,
54(1), 461-470.

Camilleri, M.A.; Kozak, M. (2022). Interactive engagement through travel and tourism so-
cial media groups: A social facilitation theory perspective. Technol. Soc, 71, 102098.


http://doi.org/10.1016/j.heliyon.2021.e07918
https://ideas.repec.org/p/ags/iefi12/144960.html
https://ideas.repec.org/p/ags/iefi12/144960.html

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

Effects of Drivers and Barriers to Switching Behavioral Intention 91

Englis, B. G., and Phillips, D. M. (2013). Does Innovativeness Drive Environmentally
Conscious Consumer Behavior? Psychology and Marketing, 30(2), 160—72.
doi:10.1002/mar.20595

Fornell, c. and Larcker, D. F. (1981). Evaluating structural equation models with unob-
servable variables and measurement error. Journal of Marketing Research 18, 39-50.
Findrik, E., and Meixner, O. (2023). Drivers and barriers for consumers purchasing bio-
plastic—A systematic literature review. Journal of Cleaner Production, 137311.

Fishbein, M. and Ajzen, 1. (1975). Belief, Attitude, Intention and Behaviour: An Introduc-
tion to Theory and Research. Addison-Wesley Publishing Co, Inc., Boston.

Jenny Van Doorn and Peter C. Verhoef . (2015). Drivers of and Barriers to Orrganic Pur-
chase Behavior. Journal of Retailing, 91(3), 436 - 450.

Garson, G. D. (2016). Partial least squares: Regression and structural equation models.
Statistical Associates Publishers, Asheboro.

Gorkan Ahmetoglu, Adrian Furnham, and Patrick Fagan. (2014). Pricing practices: A criti-
cal review of their effects on consumer perceptions and behaviour. Journal of Retailing
and Consumer Services, 21(5), 696-707.

Gupta, S., and Ogden, D. T. (2009). To buy or not to buy? A social dilemma perspective
on green buying. Journal of Consumer  Marketing, 26(6), 376-391.
doi:10.1108/07363760910988201

Grilli G., Notaro S. (2019): Exploring the influence of an extended theory of planned be-
haviour on preferences and willingness to pay for participatory natural resources manage-
ment. Journal of Environmental Management, 232, 902-909.

Haws, K. L., Winterich, K. P., and Naylor, R. W. (2014). Seeing the world through
GREEN-tinted glasses: Green consumption values and responses to environmentally
friendly  products.  Journal  of  Consumer  Psychology, 24(3), 336-354.
doi:10.1016/j.jeps.2013.11.002

Hock, c., Ringle, c. M., and Sarstedt, M. (2010), Management of multi-purpose stadiums:
Importance and performance measurement of service interfaces. International Journal of
Services Technology and Management 14 (2/3), 188-207.

Henseler, J., and Sarstedt, M. (2013). Goodness-of-Fit Indices for Partial Least Squares
Path Modeling. Computational Statistics, 28, 565-580.

Henseler, J., Ringle, C. M., and Sarstedt, M. (2015). A new criterion for assessing discri-
minant validity in variance-based structural equation modeling. Journal of the Academy of
Marketing Science, 43(1), 115-135.

Kline, R. B. (2015). Principles and practice of structural equation modeling (Fourth Edi-
tion). NewYork: Guilford Press, .

Kainz, Ulla. (2016). Consumers’ Willingness to Pay for Durable Biobased Plastic Prod-
ucts. Findings from an Experimental Auction (Dissertation). Technical University Munich.
Klaus R. Scherer and Agnes Moors. (2018). The Emotion Process: Event Appraisal and
Component Differentiation. Annual Review of Psychology, 70(1).

Kaiser F.G., Scheuthle H. (2003). Two challenges to a moral extension of the theory of
planned behavior: Moral norms and just world beliefs in conservationism. Personality and
Individual Differences, 35, 1033—1048.

Klein, F. F., Emberger-Klein, A., & Menrad, K. (2020). Indicators of consumers’ prefer-
ences for bio-based apparel: a German case study with a functional rain jacket made of bi-
oplastic. Sustainability, 12(2), 675.

Lavidge, R.J., Steiner, G.A.,. (1961). A model for predictive measurements of advertising
effectiveness. J. Market, 25, 59.



92

35.

36.

37.

38.

39.

40.

41.

42.

43.

44

45.

46.

47.

48.

49.

50.

51.

52.

L.B. Anetal.

Liobikiené, G., Grinceviieng, S., and Bernatonieng, J. (2017). Environmentally friendly
behaviour and green purchase in Austria and Lithuania. Journal of Cleaner Production,
142, 3789-3797. doi:10.1016/j.jclepro.2016.10.084

Lopez-Mosquera N., Sanchez M. (2012): Theory of Planned Behavior and the Value-
Belief-Norm Theory explaining willingness to pay for a suburban park. Journal of Envi-
ronmental Management, 113,251-262.

Lee, K., Lee, H. and Kim, S. (2007) Factors Influencing the Adoption Behavior of Mobile
Banking: A South Korean Perspective. Journal of Internet Banking and Commerce, 12, 1-
9.

Mitchell, T. R., andGist, M. E. (1992). Self-Efficacy: A Theoretical Analysis of Its Deter-
minants and Malleability. Academy of Management Review, 17, 183-211.

M. Sathish, K. Santhosh Kumar, and K.J.Naveen and Jeevanantham. (2011). A Study on
Consumer Switching Behaviour in Cellular Service Provider: A Study with reference to
Chennai. Far East Journal of Psychology and Business, 2(2).

Morone, P., Caferra, R., D’Adamo, I., Falcone, P. M., Imbert, E., and Morone, A. (2021).
Consumer willingness to pay for bio-based products: Do certifications matter? Interna-
tional Journal of Production Economics, 240, 108248. doi:10.1016/j.ijpe.2021.108248

M. Jenkins, A.M. Majano, M.J. Gutiérrez. (2016). Financing renewable energy projects in
emerging economies: The expansion of Pelletics. Journal of Business Research, 69(10),
4507-4519.

Huete-Alcocer, N. (2017) A Literature Review of Word of Mouth and Electronic Word of
Mouth: Implications for Consumer Behavior. Frontiers in Psychology, 8, 1-4.

Rahman, M. H., and Bhoi, P. R. (2021). 4n overview of non-biodegradable bioplastic.
Journal of Cleaner Production, 294, 126218. doi:10.1016/j.jclepro.2021.12

Reinders, M. J., Onwezen, M. C., and Meeusen, M. J. G. (2017). Can bio-based attributes
upgrade a brand? How partial and full use of bio-based materials affects the purchase in-
tention of brands. Journal of Cleaner Production, 162, 1169-1179.

Robert N. Stone and Kjell Gronhaug. (1933). Perceived Risk: Further Considerations for
the Marketing Discipline. European Journal of Marketing, 0309-0566.

Russo, I. Confente, D. Scarpi, B.T. Hazen. (2019). From trash to treasure: The impact of
consumer perception of bio-waste products in closed-loop supply chains. Journal of
Cleaner Production, 218, 966-974.

Scarpi, D., Russo, I., Confente, 1., and Hazen, B. (2021). Individual antecedents to con-
sumer intention to switch to food waste bioplastic products: A configuration analysis. In-
dustrial Marketing Management, 93, 578-590.

Scherer, Christoph, Emberger-Klein, Agnes, Menrad, Klaus. (2017). Biogenic product al-
ternatives for children. Consumer preferences for a set of sand toys made of bio-based
plastic. Sustainable Production and Consumption, 10, 1—34.

Sheth, J. N., Newman, B. 1., and Gross, B. L. (1991). Why we buy what we buy: A theory
of consumption values. Journal of Business Research, 22(2), 159—70. doi:10.1016/0148-
2963(91)90050-8

Thurstone, L.L. (1931) The Measurement of Social Attitudes. The Journal of Abnormal
and Social Psychology, 26, 249-269. doi: 10.1037/h0070363.

Tellis, Gerard J., Yin, Eden, Bell, Simon. (2009). Global consumer innovativeness: Cross-
country differences and demographic commonalities. J. Int. Mark, 17 (2), 1-22.

Taofeeq D. Moshood, Gusman Nawanir, Fatimah Mahmud, Fazeeda Mohamad, Mohd
Hanafiah Ahmad and Airin AbdulGhani. (2022). Why do consumers purchase biodegrada-
ble plastic? The impact of hedonics and environmental motivations on switching intention



53.

54.

55.

56.

57.

Effects of Drivers and Barriers to Switching Behavioral Intention 93

from synthetic to biodegradable plastic among the young consumers. Journal of Retailing
and Consumer Services, 64.

Wang, X., Yu, C., and Wei, Y. (2012). Social Media Peer Communication and Impacts on
Purchase Intentions: A Consumer Socialization Framework. Journal of Interactive Market-
ing, 26(4), 198-208.

Wang, Y.C. (2015). A study on the influence of electronic word of mouth and the image of
gastronomy tourism on the intentions of tourists visiting Macau. Tour. Int. Interdiscip. J,
63, 67-80.

Wang, Y., and Hazen, B. T. (2016). Consumer product knowledge and intention to pur-
chase remanufactured products. International Journal of Production Economics, 181, 460—
4609.

Yang and Robin T. Peterson. (2004). Customer Perceived Value, Satisfaction, and Loyal-
ty: The Role of Switching Costs. Psychology and Marketing, 21(10), 799-822.

Zeithaml. (1988). Consumer Perceptions of Price, Quality, and Value: A means-End Mod-
el and Synthesis of Evidence. Journal of Marketing, 52(3), 2-22.

Vietnamese

58.

59.

60.

61.

62.

63.

64.

Duy Huynh. (2022, September 28). Diém Danh 6 Nganh Hang tng Dung Nhua Sinh Hoc
Trén Thi Trudong. Biopolymer. Truy cép ngay 15/01/2024, tir
<https://biopolymer.vn/tin-tuc-su-kien/6-mat-hang-ung-dung-nhua-sinh-hoc/ >

Poan Thi Thu Trang, Lé Thi Nguyét Hing, Dang Thi Hong, Bui Ngoc Mai, Nguyén Thi
Ngoc Mai, Mai Trudng Thinh (2023). Cac yéu t6 anh huéng dén ¥ dinh tiéu ding xanh
cua gidi tré Viét Nam. Tap chi Tai chinh, 2815-6188.

Hoang Trong, and Chu, N. N. M. (2008). Phan tich dit liéu nghién ctu véi SPSS. NXB
Hdng Drec.

Le, H. (2022, December 23). Nhya sinh hoc lam tir tdo cé thé 1a tuong lai cua nganh nhua.
Biopolymer.

Nguyén Han Khanh and Nguyén Thi Thanh Nhung. (2023). Nghién ciru cac yéu té anh

huéng dén quyét dinh mua san pham sir dung bao bi than thién véi méi truong cua khach

hang tai Binh Duong. Tap chi Céng Thuong.

Pham Thu Huong and Trdn Minh Thu. (2019). Cac yéu tb tic dong t&i ¥ dinh mua san

phém ¢6 bao bi than thién véi moi truong cua gidi tré Viét Nam tai Ha Noi. Tap chi Khoa

hoc Thuong mai, 133.

Téng Minh. (2022). San phim nhwa phan huy sinh hoc - hiéu sao cho ding?. Bao tai

nguyén va moi truong. Truy cdp ngay 15/01/2024, tr
<https://baotainguyenmoitruong.vn/san-pham-nhua-phan-huy-sinh-hoc-hieu-sao-cho-dung-

343685.html>


https://econpapers.repec.org/article/eeejoreco/
https://econpapers.repec.org/article/eeejoreco/

94 L.B. Anetal.

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.


http://creativecommons.org/licenses/by-nc/4.0/

	Effects of Drivers and Barriers to Switching Behavioral Intention of Young People in using Bioplastic in Ho Chi Minh City.



