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ABSTRACT: The importance of green lifestyles and environmentally friendly consumption behaviors is increasingly attracting the 

attention of many people, especially Gen Z. In Vietnam, handmade bamboo and rattan products have always been considered 

famous traditional products with a strong growth market, and today's young people are extremely interested in such 

environmentally friendly products. This study applies TPB theory to examine the moderating role of environmental awareness in 

the relationship between green lifestyle and Generation Z's purchase behavior towards handmade bamboo and rattan products 

in Vietnam. Through a survey of 402 Gen Z consumers, quantitative data was processed through SmartPLS 4. The research 

results emphasize the direct positive impact of green lifestyle on consumer behavior of handmade bamboo and rattan products 

in Vietnam. Along with that, the positive moderating role of environmental awareness in the above relationship was also found. 

From there, appropriate manegerial and policy implications are proposed, such as raising environmental awareness through 

educational initiatives, influencers, as well as tightening environmental-related policy institutions. Businesses should also 

integrate sustainability into their brand identity and supply chain management to enhance their reputation and trust among 

today's young consumers.  

KEYWORDS: Environmental awareness, generation Z, green lifestyle, handmade bamboo and rattan products, purchase 

behavior.

I. INTRODUCTION 

In recent years, sustainability has emerged as a critical global concern, prompting individuals and businesses to adopt 

environmentally friendly practices. Among these shifts, the concept of a green lifestyle has gained significant traction, 

particularly among younger generations (United Nations, 2022). A green lifestyle, characterized by environmentally conscious 

behaviors and consumption patterns, reflects an individual's commitment to reducing their ecological footprint (Roman, 2015). 

As the custodians of future environmental health, Generation Z (Gen Z) has been at the forefront of this movement, leveraging 

their collective influence to demand change and champion sustainability in various aspects of life (Jones et al., 2017). With rapid 

economic growth, environmental issues have become more pressing (Wang et al., 2021). Humans are facing many 

environmental challenges such as climate change, water pollution, global warming, and hazardous waste disposal, impacting 

both psychology and consumer behavior (Wang et al., 2021; Nguyen et al., 2018). While industrial pollution has declined in the 

post-industrial era, pollution from consumer activities has risen steadily, with individual consumption contributing over 30% to 

environmental problems (Li, 2020; Grunert, 1999).  

In Vietnam, handmade bamboo and rattan products, rooted in cultural heritage, are gaining popularity as sustainable 

alternatives to environmentally harmful goods. Growing awareness of green lifestyles, particularly among Gen Z, is driving this 

shift, highlighting the link between eco-conscious living and purchasing behavior. According to the global market report 2024, 

The global bamboo market is experiencing strong growth, increasing from $70.59 billion in 2023 to an estimated $75.12 billion in 

2024 (CAGR 6.4%) and reaching $97.78 billion by 2028 (CAGR 6.8%). Along with the growth of rattan, the rattan products market 

is expected to have a CAGR of 6.5% from 2023 to 2029. This growth is driven by environmental awareness, bamboo and rattan's 

versatility, government support, and sustainable development trends. The Theory of Planned Behavior (TPB), introduced by 

Ajzen (1985), explains human behavior through attitudes, subjective norms, and perceived behavioral control, which shape 
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behavioral intentions. This study applies TPB to explore how these factors influence Vietnamese Gen Z’s intentions to purchase 

handmade bamboo and rattan products, representing sustainable consumption. It also integrates environmental awareness as a 

moderating factor, enhancing the model by highlighting its role in strengthening positive attitudes, social norms, and perceived 

ease of eco-friendly behavior. The findings aim to provide insights into promoting green consumption among Gen Z in Vietnam. 

In recent times, a study on the components and influencing factors, as well as the mechanisms of consumers' green 

purchasing behavior towards products has been conducted (Ogiemwonyi & Harun (2021). The present research attempts to 

understand the young consumers' intention toward buying green products in a developing nation (Yadav & Pathak, 2017). As 

consumers have become more concerned about the environment and increasingly prefer eco-friendly products and services 

(Kim & Lee (2023), this growing awareness has led to the rise of eco-friendly consumption, often referred to as 'green 

consumerism' (Moisander, 2007). Despite increasing interest in green consumer behavior, few studies (Khare, 2015) have 

examined responses to environmentally friendly handmade products, particularly in Vietnam. This study addresses this gap by 

applying the TPB to investigate young consumers’ purchase intentions, identifying TPB constructs as key antecedents. Unlike 

previous research, it incorporates environmental concern and knowledge (Diamantopoulos et al., 2003; Scott and Vigar-Ellis, 

2014), recognizing their critical roles in shaping green purchase decisions. 

The growing environmental challenges in Vietnam and the emphasis on sustainable consumption underscore the need to 

understand Gen Z's purchasing behavior toward eco-friendly products. Handmade bamboo and rattan products, known for their 

sustainability and cultural value, offer green businesses an opportunity to align with Gen Z's values. However, the influence of a 

green lifestyle on their purchasing decisions and the moderating role of environmental awareness remain underexplored. This 

study investigates these relationships, focusing on Gen Z, a key demographic expected to make up 25% of Vietnam's labor force 

(approximately 15 million people) by 2025 (Nielsen, 2018). As future policymakers and educators (Kabaday et al., 2015), Gen Z 

holds immense potential for driving sustainable consumption, making them the focal point of this research. The study aims to 

explore how a green lifestyle influences Gen Z's purchasing behavior toward handmade bamboo and rattan products in Vietnam, 

focusing on the moderating role of environmental awareness. The research aims to provide insights for promoting sustainable 

consumption and fostering environmentally conscious behavior in this key demographic, supporting a greener economy. The 

research is divided into introduction, development of hypothesis and conceptual framework, methodology, results and 

discussion and conclusions.  

 

II. CONCEPTUAL FRAMEWORK AND HYPOTHESIS DEVELOPMENT 

Green Lifestyle 

Green lifestyle refers to the adoption of practices and behaviors that prioritize environmental sustainability and minimize 

negative impacts on the environment. This lifestyle encompasses a wide range of activities, including waste reduction, energy 

efficiency, eco-friendly purchasing decisions, and the prioritization of sustainable alternatives (Gilg et al., 2005; Kollmuss & 

Agyeman, 2002). Rooted in pro-environmental attitudes and values, a green lifestyle reflects an individual’s commitment to 

minimizing the negative environmental impacts of their daily activities while fostering long-term ecological balance (Gifford & 

Nilsson, 2014). Such behavior is strongly linked to consumer preferences for products made from renewable, biodegradable, and 

sustainably sourced materials, as these align with the principles of environmental stewardship. Among Generation Z, a cohort 

noted for its heightened environmental awareness and active participation in sustainability initiatives, adopting a green lifestyle 

significantly influences purchasing decisions, particularly in the context of eco-friendly and culturally meaningful products like 

handmade bamboo and rattan items (Nguyen et al., 2018). This theoretical understanding of a green lifestyle provides a 

foundation for examining its impact on consumer behavior, especially when moderated by environmental awareness 

(Diamantopoulos et al., 2003). Thus, understanding the role of a green lifestyle is critical in analyzing Gen Z's purchasing 

tendencies in the context of sustainable consumption.  

Green Purchasing Behavior 

Environmentally Preferable Purchasing (EPP), commonly known as "green purchasing," involves the intentional selection and 

procurement of products and services that minimize adverse environmental impacts throughout their lifecycle, encompassing 

production, transportation, usage, recycling, and disposal (Vazifehdoust et al., 2013). This approach prioritizes environmentally 

friendly attributes, such as energy and water conservation, waste reduction, and minimization of pollutant emissions. Green 

products may include those made from recycled or recyclable materials, renewable energy sources like solar and wind power, 

alternative fuel vehicles, and items that replace hazardous chemicals or biohazardous agents. In essence, green purchasing 

integrates environmental considerations alongside traditional factors such as price and performance in decision-making 
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processes. The overarching objective of EPP is to mitigate environmental impacts associated with procurement activities while 

enhancing resource efficiency. By applying environmental criteria to the selection of goods and services, green purchasing 

practices can range from straightforward measures to more complex strategies. It is increasingly recognized as a corporate 

norm, particularly among larger organizations, and continues to gain traction as a sustainable business practice (Shah, 2023). 

Handmade Bamboo and Rattan Products 

Handmade bamboo and rattan products carry a rich historical legacy, underscoring their versatility and cultural significance. 

Bamboo, in particular, has been used for a wide range of purposes, from fuel and food production to fencing, baskets, and 

decorative items (Trinh & Vu, 2024). In modern times, its applications have expanded to include paper production, construction 

materials, furniture, and a central role in the handicraft industry. Bamboo stems are utilized in construction as structural 

frameworks or processed through methods like splitting, peeling, and core extraction to create products such as mats and 

woven baskets (Erkol, 2021). The craft of bamboo weaving is highly diverse, ranging from the construction of bridges and 

baskets to the creation of fish traps and furniture. These woven bamboo products not only have practical and economic value 

but are deeply integrated into the livelihoods of rural communities, providing essential income and contributing significantly to 

local cultural and economic life (Vietnam News, 2023). Today, the global market for handmade bamboo and rattan products is 

experiencing robust growth, driven by increasing consumer demand for sustainable and eco-friendly materials. These products 

are valued for their versatility, durability, and alignment with environmentally conscious lifestyles, contributing to their growing 

popularity in both domestic and international markets (Vietnam Handicraft Exporters Association, 2023). In Vietnam, a country 

with a strong tradition of bamboo and rattan craftsmanship, these industries are crucial for supporting rural economies and 

preserving cultural heritage. With over 1.4 million hectares of bamboo and rattan plantations (UNIDO, 2023) and more than 1.35 

million workers engaged in the handicraft sector, these materials play a vital role in rural livelihoods and sustainable 

development. Vietnam exports approximately $520 million worth of bamboo and rattan products annually, with key markets 

including the United States, Japan, and Europe (Vietnam Handicraft Exporters Association, 2023). Domestically, demand for 

these eco-friendly goods is also rising due to their durability, versatility, and alignment with minimalist, sustainable lifestyles. 

However, challenges such as ensuring sustainable resource management and optimizing supply chain operations remain critical 

issues that must be addressed to ensure the sector’s long-term growth and global competitiveness (UNIDO, 2023). 

Hypothesis Development 

A green lifestyle reflects an individual's commitment to environmentally sustainable practices and the consumption of eco-

friendly products. Among Generation Z in Vietnam, this lifestyle plays a pivotal role in shaping their purchasing behavior, 

particularly toward handmade bamboo and rattan products (Yadav & Pathak, 2017). These products, celebrated for their 

renewable, biodegradable, and sustainable attributes, align closely with the values of a green lifestyle. Generation Z, known for 

their heightened environmental awareness and social responsibility often seeks products that not only meet functional needs 

but also resonate with their ecological principles (Seemiller & Grace, 2018). This alignment fosters a positive effect on their 

purchase behavior, encouraging them to support handmade bamboo and rattan items (Hoang & Tung, 2024) that contribute to 

environmental conservation while embracing Vietnam's cultural heritage. Thus, a green lifestyle acts as a catalyst, driving 

Generation Z's preference for sustainable, handcrafted goods in Vietnam. Based on these findings, the authors proposed the 

hypothesis: 

H1: Green lifestyle has a positive effect on Generation Z's purchase behavior towards handmade bamboo and rattan 

products in Vietnam. 

Environmental awareness refers to the level of understanding and knowledge individuals have about the environment and 

the various ecological challenges it faces (Fryxell & Lo, 2003; Kollmuss & Agyeman, 2002). This awareness is crucial in shaping 

how people and groups respond to environmental issues and adopt sustainable practices. Environmental awareness plays a 

critical moderating role in the relationship between a green lifestyle and Generation Z's purchase behavior toward handmade 

bamboo and rattan products in Vietnam. While a green lifestyle reflects the adoption of sustainable habits and eco-friendly 

values, the degree to which these values translate into actual purchasing decisions often depends on an individual's level of 

environmental awareness (Yadav & Pathak, 2017). Generation Z individuals with higher environmental awareness are more 

likely to recognize the environmental benefits of using renewable and biodegradable materials like bamboo and rattan (Hoang & 

Tung, 2024), reinforcing their alignment with a green lifestyle. This heightened awareness strengthens the positive impact of 

green lifestyle choices on their purchasing behavior, encouraging them to support products that contribute to sustainability and 

cultural preservation. Thus, environmental awareness amplifies the influence of a green lifestyle on Generation Z's preference 
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for sustainable, handcrafted goods in Vietnam. Studies have shown that environmental consciousness significantly influences 

the intention to purchase green products (Dagher et al., 2015). Based on these findings, the authors proposed the hypothesis: 

H2: Environmental awareness moderates the effect of green lifestyle on Generation Z's purchase behavior towards 

handmade bamboo and rattan products in Vietnam 

 

 

 

 

 

 

 

 

Figure 1. Proposed Research Model 

 

III. METHODOLOGY 

Measurement Instrument and Questionnaire Design 

This study used quantitative analysis, utilizing a convenient sampling approach to obtain and assess information. To address 

potential response bias, a back-translation procedure was implemented (Tyupa, 2011). Initially, a team of two experts 

independently translated the 14 original observed variables from English into Vietnamese based on previous studies, and vice 

versa. A group of three marketing specialists thoroughly examined both versions, addressing any discrepancies before 

conducting the survey. Before the official data compilation, a preliminary survey involving 100 samples was administered. 

Additionally, concise explanations were provided to ensure respondents had a clear understanding of the conceptual 

frameworks. The measuring scale utilized in this study was modified from previous research to align with the particular 

circumstances of Vietnam. 

Green lifestyle (GL) was evaluated using a five-item scale created by Wu et al. (2024). A five-item measure of Environmental 

awareness (EA) was developed by Borah et al. (2024) and Trivedi et al., (2018).  Finally, four items for GPB from Trivedi et al. 

(2018) and Kim & Choi (2005) were used. The measurement items under all the constructs were responded to on a Likert scale 

of 1-Strongly disagree, 2-Disagree, 3-Neutral, 4-Agree, and 5-Strongly agree. The study adopted the instruments/measurement 

scales already developed and used by prior researchers. The first part of the questionnaire focused on identifying and selecting 

suitable participants. The second part centered around the study's concepts. The last part was composed of five-point Likert 

scale questions representing all the measures of the study adopted from prior studies. Accordingly, the authors tested the 

research model and hypotheses using PLS-SEM analytic techniques. This technique is useful for making predictions and 

discovering new insights as it identifies latent variable scores, accurately predicts individual scores, and explains significant 

variances in indicators (Hair et al., 2019).  

Sample and Data Collection 

The study focused on Gen-Z consumers in Vietnam, who represented a demographic cohort of persons born from 1997 to 

2012. The data for the study was gathered in December 2024, a period in which the oldest Gen-Z consumer was expected to be 

27 years of age, while the youngest was 12 years of age. To target this population group, the study focused on undergraduate 

university students, who were mostly aged 18–25. To ensure that only Gen-Z students were sampled for the study, the 

respondents’ age was grouped into four; less than 18 years, 18– 22 years, 23–26 years, and above 26 years. The data collection 

spanned a period of 3 weeks, during which 458 consumers completed the survey. After data cleaning, 402 questionnaires were 

deemed fit to be used for the data analysis. 

 

IV. RESULTS AND DISCUSSION 

Demographics of Respondents 

In order to gain a deeper understanding of the participants’ characteristics, demographic information was gathered and 

analyzed. The study focuses specifically on Generation Z, as this group plays a crucial role in shaping sustainable consumption 

patterns and behaviors. Participants in this study are individuals aged between 18 and 27 years, a demographic known for their 

adaptability to change and heightened environmental awareness. With regards to gender, the survey results reveal that 41.8% 

of participants identify as male, while a larger proportion, 58.2%, identify as female. In terms of age, the majority of respondents 
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(89%) fall within the age range of 18 to 22 years, which aligns with the younger subset of Generation Z. This group is often 

considered the most active and vocal about environmental and social issues. A smaller percentage (6.2%) are aged 23 to 26 

years, followed by 1.5% who are 27 years old and above, indicating the study captures a predominantly youthful audience. 

Monthly income levels also provide key insights into the purchasing power of the participants. Most respondents (64.2%) report 

earning between 2 to 5 million VND, which suggests moderate spending ability, potentially aligning with products that are 

affordable yet sustainable. Meanwhile, 27.1% of participants earn less than 1 million VND, reflecting limited purchasing power, 

but still likely influenced by values such as environmental consciousness when making purchasing decisions. On the higher end, 

participants with income mainly from 2-5 million is 64.18% and 5.7% of respondents have a monthly income ranging from 5 to 

10 million VND, and only 3.0% earn more than 10 million VND.  

Reliability and validity assessment 

Table 1 provides a comprehensive summary of the test results. The measurement model was evaluated using several criteria, 

including reliability, convergent validity, and discriminant validity. According to Nunnally and Bernstein (1994), it is suggested 

that coefficient alpha levels exceeding 0.7 can be considered satisfactory. The values obtained for all constructs are above the 

designated threshold of 0.7, suggesting that the internal consistency reliability is adequate. The Average Variance Extracted 

(AVE) values for all constructs demonstrated convergent validity by surpassing the required threshold of 0.5. (Hair Jr et al., 2006; 

Tabachnick & Fidell, 2007). We assessed multicollinearity using VIF, the result showed all VIF values ≤ 3 which were acceptable. 

 

Table 1. Construct Reliability and Validity 

  Cronbach's Alpha rho_A Composite Reliability Average Variance Extracted (AVE) 

EA 0.914 0.915 0.936 0.745 

GL 0.854 0.879 0.899 0.646 

GPB 0.852 0.859 0.900 0.694 

Moderating Effect 1 1.000 1.000 1.000 1.000 

 

Discriminant Validity Assessment 

The HTMT (Heterotrait-Monotrait) values between each pair of constructs in this investigation are shown in Table 2. The 

greatest HTMT value recorded is 0.898 (GPB_GL)), which is less than 0.9 (Hair et al., 2019). This result implies that all constructs 

addressed in this study have demonstrated discriminant validity. 

 

Table 2. Heterotrait-Monotrait Ratio (HTMT) and Fornell-Larcker Criterion 

 Heterotrait-Monotrait Ratio (HTMT) Fornell-Larcker Criterion 

 EA GL GPB 
Moderating 

Effect 1 
EA GL GPB 

Moderating 

Effect 1 

EA     0.863    

GL 1.055    0.945 0.804   

GPB 0.878 0.898   0.779 0.769 0.833  

Moderating Effect 1 0.495 0.513 0.506  -0.474 -0.468 -0.471 1.000 
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Structural Measurement Assessment and PLS-SEM Result 

In this work, two hypotheses were formulated and examined using the bootstrapping function of SmartPLS. The findings of 

the investigation are displayed in Table 3 and Figure 2. The primary aim of the structural model evaluation was to assess the 

associations between the constructs in the research model and determine their level of explanatory capacity. Table 3 illustrates 

the findings obtained from doing an analysis of the structural model. This table provides information on many metrics, such as 

path coefficients, t-statistics, p-values, R² Cohen (1988), f², for each relationship. The findings of this study indicate a statistically 

significant and positive association between Green Lifestyle (GL) and Green purchasing behavior (GPB) (β = 0.283, p = 0.003). At 

a 95% confidence level, the tstatistic value of 2.940 surpasses the crucial value of 1.96, so offering further support for the 

relevance of this relationship. The present finding posits that generation Z consumers possess a heightened nclination towards 

buying green products and environmental concerns (Dragolea et al., 2023). Numerous factors can be responsible for these 

results. Growing up at a time when environmental responsibility and sustainability are becoming more and more important is a 

challenge for Generation Z. Individuals tend to exhibit a general enthusiasm towards adopting environmentally friendly 

products, primarily driven by the overarching narrative of promoting positive transformation that is closely linked to such 

choices (Nguyen, 2021). The inclination of Generation Z towards green products can be attributed to their aspiration to 

participate in a purposeful and influential movement. Individuals perceive their consumer decisions as a means of actively 

engaging in the pursuit of a more sustainable and improved future (Dragolea et al., 2023). 

The findings indicate a positive and statistically significant link between Environmental awareness (EA) and Green purchasing 

behavior (GPB) which β = 0.453, and p = 0.000. The tstatistic value of 4.515 exceeded the threshold value of 1.96. The calculated 

f² value of 0.058 in connection to the GL-GPB association suggests a small effect size, implying that the influence of GL on GPB 

may have less effect. These finding indicates that generation Z consumers' behaviors to purchase green products are positively 

influenced by environmental awareness and expectations related to green consumption (Liang et al., 2022). Generation Z 

consumers exhibit a greater understanding of the dominant values and expectations that exist among their peer groups and 

society at large (Lavuri, Jusuf, & Gunardi, 2021). Consequently, these factors significantly influence their of consumption 

behavior. Moreover, the relationship exhibits a strong interconnectivity facilitated by social media and digital platforms, wherein 

sustainability and eco-consciousness emerge as prevalent subjects of discourse (Abrar et al., 2021; Liang et al., 2022). 

Consequently, individuals are subjected to and impacted by a societal context that promotes and occasionally extols 

environmentally conscious decisions. Moreover, individuals' inclination to adhere to cultural norms concerning environmentally 

friendly consumption is intricately linked to their perception of social identity and affiliation (Liang et al., 2022). Generation Z 

frequently has a propensity for seeking association with others who possess similar ideologies and apprehensions regarding 

environmental matters. Consequently, individuals' inclination to acquire environmentally friendly products is bolstered by their 

aspiration to conform and harmonize with the predominant eco-conscious ethos within their social circle. 

 

Table 3. Structural Equation Modelling Results Estimates 

  
Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV

|) 

P Values Adj R2 f2 Result 

EA -> GPB 0.453 0.446 0.100 4.515 0.000 

0.626 

0.058 Accepted 

GL  -> GPB 0.283 0.290 0.096 2.940 0.003 0.023 Accepted 

Moderating 

Effect 1 -> 

GPB 

-0.066 -0.067 0.017 4.005 0.000 0.032 Accepted 

 

The moderating effect coefficient (-0.066), being negative, indicates that Environmental Awareness (EA) slightly weakens the 

direct impact of Green Lifestyle (GL) on Green Purchasing Behavior (GPB). This suggests that for individuals with high 

environmental awareness, green purchasing behavior is influenced not only by their green lifestyle but also by other factors such 

as environmental values, social responsibility awareness, or perceptions of sustainable benefits. However, with a t-statistic of 
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4.005 and a P-value of 0.000 (less than 0.05), the moderating effect of EA is statistically significant, affirming its critical role in 

moderating the relationship between GL and GPB. Moreover, EA also demonstrates a strong direct effect on GPB (coefficient 

0.453, t-statistic = 4.515, P-value = 0.000), indicating that consumers with high environmental awareness are more likely to 

prioritize environmentally friendly products, such as bamboo and rattan items. This finding highlights that as EA increases, the 

dependency of GPB on GL decreases, as consumers tend to rely more on their environmental awareness and sense of 

responsibility rather than solely on their personal lifestyle choices. In summary, EA not only directly influences green purchasing 

behavior but also moderates the relationship between GL and GPB, underscoring the importance of environmental awareness in 

promoting sustainable consumer behavior. 

In relation to the adequacy of the model, the Adjusted R² coefficient of 0.626 indicates that the model accounts for 

approximately 62.6% of the variability observed in the dependent variable GPB. This level of explanatory capability can be 

regarded as good. In summary, the assessment of the structural model yielded valuable insights into the interconnections 

among the constructs inside the model. The research conducted an examination of hypotheses by utilizing the SmartPLS 

bootstrapping algorithm. The outcomes of this analysis are presented in Table 3 and Figure 2. The t-statistics values for 2 

hypothesized trajectories exhibited statistical significance at the p 0.05 level, with a t-value greater than 1.96 (two-tailed).  The 

study indicates that Generation Z's purchase behavior towards handmade bamboo and rattan products is influenced by 2 key 

factors “Green lifestyle” and “Environmental awareness”. The discussed factors revealed positive and statistically significant 

impact. Consequently, it was discovered that hypotheses H1 and H2 are both significant and supported. The collective findings 

indicate that green lifestyle and environmental awareness to buy together drive green buying behavior among Gen Z consumers. 

 
Figure 2. PLS Bootstrapping Model 

 

V. CONCLUSIONS 

Theoretical implications 

This study contributes to the literature on green consumer behavior by integrating multiple theoretical perspectives into a 

single framework, examining the impact of Green Lifestyle (GL) on Generation Z’s purchase behavior toward handmade bamboo 

and rattan products in Vietnam, with Environmental Awareness (EA) as a moderating factor. By testing this model for the first 

time in this context, the research enhances understanding of sustainable consumption. It also highlights the need for an 

interdisciplinary approach, emphasizing that a holistic perspective is crucial for comprehensively analyzing green purchasing 

behavior. Furthermore, by demonstrating the moderating role of Environmental Awareness, the study uses the Theory of 
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Planned Behavior (TPB), offering new insights into how psychological and contextual factors influence sustainable consumer 

decisions. 

Managerial implications 

This study provides valuable insights for businesses, policymakers, and other stakeholders aiming to promote handmade 

bamboo and rattan products among Generation Z consumers in Vietnam (Robichaud & Yu, 2022). The findings highlight the 

significant influence of Green Lifestyle (GL) on purchase behavior, with Environmental Awareness (EA) playing a moderating role. 

These insights offer practical recommendations for enhancing the adoption of sustainable products. 

First, increasing environmental awareness through targeted educational initiatives is essential. Companies should actively 

communicate the long-term ecological benefits of using bamboo and rattan products via eco-labeling, storytelling, and digital 

content marketing. Collaborating with influencers and sustainability advocates can further amplify awareness and foster a 

deeper connection with young consumers (Rahman et al., 2015). Second, policymakers can support green consumption by 

implementing awareness programs and policies that encourage sustainable choices. Government incentives for businesses 

adopting eco-friendly practices, combined with stricter regulations on non-sustainable alternatives, can contribute to the overall 

growth of the green market (Harjadi & Gunardi, 2022). Finally, businesses should integrate sustainability into their brand identity 

and supply chain management to enhance credibility and trust. Promoting transparency in material sourcing, production 

processes, and environmental impact will not only attract eco-conscious consumers but also strengthen long-term brand loyalty. 

By strategically positioning green products in alignment with Generation Z’s lifestyle preferences, companies can effectively 

stimulate demand and contribute to a more sustainable consumption culture (Chen & Chang, 2013). 

Limitation and future research directions 

While this study offers valuable insights into the impact of green lifestyles on Generation Z’s purchase behavior toward 

handmade bamboo and rattan products in Vietnam, certain limitations open avenues for further research. First, the study 

primarily focuses on young Vietnamese consumers, which may restrict the generalizability of the findings to other age groups or 

cultural contexts. Future research could explore the effects of green lifestyles on different generations, such as Generations X 

and Y, to provide a broader perspective. Additionally, gender-based analyses and cross-cultural comparisons could yield deeper 

insights into the variations in green purchasing behavior. Expanding the geographic scope beyond Vietnam to other Southeast 

Asian countries would also allow for comparative analyses of green lifestyle influences across different markets. 
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