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Abstract

The demand for green furniture was rising globally, driven by consumers' increasing environ-
mental and health consciousness. This trend included PRC’s new first-tier cities market which represents
the rise of China's emerging cities in the future. This study aimed to examine the key value factors that
influence Chinese consumers’ consumption behavior and analyze the mediating role of attitude between
Green Chinese values and consumption behavior. The quantitative research that employed the instru-
ment was a questionnaire. After collecting data from four major Chinese new first-tier cities (Chengdu,
Hangzhou, Xi’an, and Wuhan), 832 questionnaires were collected and used for data analysis. The 416
questionnaires were distributed online via the wjx platform (a professional online questionnaire collection
platform in the PRC) and 416 questionnaires were distributed offline to furniture malls directly in the tar-
get cities. The target samples were consumers aged 15 years and up who have experience in purchasing
green furniture products in PRC’s four new first-tier cities. Confirmatory factor analysis (CFA), path analysis,
and structural equation modeling (SEM) were conducted to test hypotheses using SPSS version 23.0 and
AMOS version 22.0.

The result of this study showed that product value and eco-friendly system value had a positive
effect on attitude. Attitude had a positive effect on consumption behavior. In addition, product value,
personal value, and eco-friendly system value significantly positively affect consumption behavior.
Chinese consumers’ green consumption behavior was positively impacted by product value and
eco-friendly system value through attitudes as the mediator. Furthermore, there was no empirical evi-
dence found that personal value had a positive effect on attitude in this study. Particularly, this study
contributes to the development of the Chinese consumer’s value-attitude causal model which enhanc-
es its green furniture consumption behavior. The strategic recommendations for Chinese consumers
are accumulating positive attitudes, cultivating green furniture consumption lifestyles, and improving
consumption capabilities. The strategic recommendations for enterprises are enhancing the functional,
health, and service value of green furniture products and for government organizations are enhancing
the dissemination of knowledge about green furniture products, promoting the use of new technologies,
cooperating with various private organizations and institutions, and implementing nationally authoritative
green furniture certification and green label systems.
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Introduction

Furniture has become a necessity to
improve the quality of life for today’s customers
with increasing environmental and health
consciousness, green furniture products which
are more friendly to the environment and less
harmful to consumers’ physical health are
becoming mainstream worldwide gradually.
Over the last half-century, human consump-
tion of natural resources has surpassed that
of all preceding eras combined. The exces-
sive consumption of resources and the low
environmental awareness of consumers in the
past few decades have gradually led to some
environmental problems. These environmen-
tal issues have made consumers increasingly
concerned about the green and sustainable
attributes of products. Green products, includ-
ing green furniture, can bring various benefits to
the natural environment, society, businesses,
and consumers. These benefits include: 1) En-
vironmental benefits. Green furniture is made
from organic and biodegradable materials,
with the aim of using the least number of
non-renewable resources and toxic chemicals
to produce them. This helps reduce green-
house gas emissions and prevents environ-
mental pollution and climate change. The
longer lifespan of green furniture means that
it will not become waste and further pollute
the environment in the short term. Addition-
ally, green furniture reduces the threat of
excessive resource use and encourages the
utilization of natural resources for production.
2) Social benefits. Green products create more
job opportunities. According to research by

the International Renewable Energy Agency

(IRENA), the renewable energy industry created
nearly 500,000 new job opportunities in 2017,
an increase of 5.3% from 2016. It is predicted
that this number will increase to 16 million
by 2030 if the demand for green products
continues to grow (Das, 2023, p. 1). Therefore,
with the development of green products, not
only the environment but also the economic
condition will improve. 3) Business benefits.
As there are already consumers in the market
who are inclined to buy or only buy green
furniture, businesses can access a new market
of green consumers by developing green furni-
ture products. Moreover, in the current market
environment, the green attributes of a product
can increase its competitive advantage and
contribute to improving the brand's public
image. Additionally, companies that produce
green products can attract loyal customers
who prefer environmentally friendly options
over traditional non-eco-friendly products. 4)
Consumer benefits. In the long term, green
furniture is cost-effective products that help
consumers save money due to its minimal use
of resources and energy and have a longer
lifespan. Furthermore, since green furniture
is made from materials that do not contain
harmful chemicals, it often improves consum-
ers' physical and mental health. All of these
reasons, along with the attributes that con-
ventional furniture lacks, make green furniture
increasingly important in today's consumer
market.

In the People's Republic of China (PRQ),
the world’s second-largest economy, there is
an increasing demand for green furniture prod-

ucts in recent decades as well (Xu, Wang and



Yu, 2020, pp. 4-5); Shahsavar, Kubes and Baran,
2020, pp. 3-4). Grand View Research reported
that the total worldwide green furniture mar-
ket value exceeded $36.9 billion in the year
2020 and continues to expand at a substan-
tial compound annual growth rate (CAGR) of
approximately 6.8% (Eco-friendly furniture
market analysis report, 2019). If use of this
number, the total worldwide investment in
green furniture will likely reach $59.82 billion in
the year 2027. In the People's Republic of China
(PRQ), the world’s second-largest economy,
the market value of the green furniture sector
is expected to reach $10.5 billion by 2027,
growing at 8.5% CAGR (Eco-friendly furniture -
global market trajectory & analytics, 2021).
Traditionally, four well-known PRC's
first-tier megacities notably Beijing, Shanghai,
Guangzhou, and Shenzhen play crucial roles
in political, social, and economic activities (Li,
Long and Chen, 2018, p. 302). However, it is
reasonable for a big country with a large popu-
lation, such as the PRC, to have several central
cities located in different regions (Arshad, Hu
and Ashraf, 2018, pp. 75-92). ew first-tier cities
concept was proposed in this context. These
cities with increasing importance as they are
considered with the greatest potential to be-
come new metropolise centers in the future.
There are only a few research focused on a
new first-tier cities market in PRC while most
studies are conducted in Western developed
countries. From the standpoint of product
categories, the bulk of studies focus on gener-
al green products, organic food, eco-tourism,
and green clothing are some popular products

in the research field. Research on consumer
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perceptions or behaviors toward specific
green furniture has been limited. Moreover,
existing studies mostly lack empirical research
on the modern PRC comprehensive set of
customer value systems, particularly, from
internal personnel qualitative and analytical
perspectives in the furniture industry (Le-Anh
and Nguyen-To, 2020, pp. 1-2). And there exists
controversy within the academic world regard-
ing whether attitude can predict consumption
behavior (Young, et al., 2010, p. 20-31; Zhao, et
al,, 2014, pp. 143-151).

The current study attempts to vali-
date this attitude-behavior gap in green furni-
ture products practice in PRC's first-tier cities
market. To address these knowledge gaps in
academia and create long-term benefits for
the furniture industry, consumers, and envi-
ronment, a deeper grasp of the green Chinese
value-attitude model to enhance the furniture
consumption market in new first-tier cities is
needed.

Research Objectives

Below are the pertaining objectives of
the current study:

1. To study Green Chinese values, at-
titudes and to examine the value factors that
influence Chinese consumers’ consumption
behavior.

2. To analyze the mediating role of
attitude in the relationship between Green
Chinese values and consumption behavior.

3. To present and develop the Chinese
consumer’s value-attitude causal model which
enhances its green furniture consumption
behavior in the new first-tier cities’ Chinese

market.
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Literature Review

The environmental resources of the
world are depleting slowly, and that leads to
businesses and consumers today can no longer
ignore these rising concerns (Dubey, Gunase-
karan and Ali, 2015, pp. 120-132). Enhancing
green consumption has been proven to be an
effective approach to addressing today’s envi-
ronmental and resource challenges (Tavares,
2021, p. 5). In the furniture sector, green furni-
ture which is less harmful to the environment
and consumer’s physical health is become
mainstream gradually in recent decades. Pre-
vious research has found that consumers make
purchasing decisions based on their judgments
of the values of products or services (Graf and
Maas, 2008, pp. 1-8; Ling and Laksitamas, 2022,
p. 1-10). Lee, Levy and Yap (2015, p. 598) cite
Sheth, Newman and Gross (1991, pp. 159-163)
“Consumption values define five types of
consumption values: functional value, social
value, emotional value, epistemic value, and
conditional value”. There is some evidence
suggesting that consumption values can in-
fluence consumption behaviors. According to
Han, et al. (2017, p. 194) functional value has
impacted consumers' intentions to purchase
electric vehicles functionally. Health factor
is also considered as one of the important
determinants when consumers make a con-
sumption decision. Xu, et al. (2020, p. 5) found
that physical health concerns have a lush
impact on consumers' purchase intentions for
authentic green furniture products in the PRC.
Consumers may obtain a type of value from
the service. Kotler, et al. (2019, pp. 639-670)

pointed out that customers prefer to interact

and communicate, they are service-oriented
and as the center of various businesses today.
Service quality has a significant effect on cus-
tomer satisfaction and also on their purchase
intention toward green products (Hsu, et al,
2016, pp. 372-377). Rahnama and Rajabpour
(2017, pp. 6-7) revealed that the epistemic
value which was perceived as utility gained
from an alternative's choices to spark interest,
generate novelty, and/or satisfy the demand
for epistemic knowledge had a significant fa-
vorable effect on green product selection in
Iran (Lee, Levy and Yap, 2015, pp. 602-603).
Emotional value is measured by how con-
sumers feel about products. When promoting
green products in emerging markets, emotional
value is a crucial element to consider when
purchasing (Khan and Mohsin, 2017, pp. 65-74).
The emotional value of green products has a
strong positive influence on customer choice
behavior (Lin and Huang, 2012, pp. 15-17). The
social value is associated with acceptance and
approval of self-image improvement on the
green customer’s behavior (Sweeney and Sou-
tar, 2001, pp. 216-217; Finch, 2006, pp. 68-76).
According to Gongalves, Lourenco and Silva's
(2016, p. 1490) research, social value has a pos-
itive impact on green product buying behavior
in Portuguese marketplaces. Environmental
value or environmental consciousness relates
to whether or not customers are aware of envi-
ronmental issues and the effort they are willing
to address those problems (Wang, et al., 2016,
pp. 123-143). In India, environmental value has
been demonstrated to have a positive impact
on environmentally friendly consumer behav-

ior (Biswas and Roy, 2015, pp. 338-339). The



research evidence of Xu, Wang and Yu (2020,
p. 135275) also revealed that environmental
awareness influences customer attitudes and
willingness to pay, as well as consumer inten-
tions to acquire green furniture. The concept
of technology value describes as consumer's
perceived and actual benefits generated by
the use of technology (Wright, 2015, p. 4846).
Take augmented reality (AR) as an example,
customers can use AR mobile applications to
display a virtual 3D model of furniture live, as
well as view the furniture from all angles and
orientations. Poushneh and Vasquez-Parraga
(2017, p. 233) reported in their research that
virtual objects as well as the information pro-
vided by AR can increase user satisfaction and
then further lead to an increasing willingness to
purchase behaviors.

In addition to consumer values men-
tioned above, attitudes have also been found
to be related to consumer consumption
behavior by many previous scholars (Mosavi
and Ghaedi, 2012, pp. 1950-1959). Attitude is
an enduring psychological tendency toward
to certain objective (people, ideas, emotions,
products, or events., etc.) (Kim, Hall and Kim,
2020, pp. 797-815). Consumer behaviorists
believe that customer's attitude can predict
their consumption patterns and behaviors
(Zhao, et al., 2014, pp. 143-151). Another group
of scholars further indicated that attitude
mediates between customer value and their
consumption behavior value (Kim and Chung,
2011, p. 43; Im, Bhat and Lee, 2015, pp. 170-
171). This research will analyze its relationship
with values and consumption behavior by

focusing on three dimensions: cognitive, affec-
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tive, and conative. And Chinese consumers’
green consumption behavior will be looked
at from three dimensions: willingness to buy,
willingness to recommend, and willingness to
repurchase green furniture products to further
evaluate Chinese consumers’ loyalty level

toward green furniture products.

Conceptual Framework

The framework in this study is embed-
ded in three underpinning theories, which are:
the value-attitude-behavior hierarchy theory
(Homer and Kahle, 1988, p. 642; Cheung and
To, 2019, p. 148), consumption value theory
(Sheth, Newman and Gross, 1991, pp. 641-645;
Lee, Levy and Yap, 2015, pp. 597-602), and the
theory of planned behavior (TPB) initiated by
Ajzen (1991, pp. 179-211). From the literature
review related to the key Green Chinese values
factors that affect consumers’ attitudes and
consumption behavior toward green furniture,
the researcher has developed a conceptual
framework for the research details as shown in

Figure 1.
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Figure 1 The research framework for Modelling Green Chinese Value-Attitude Enhancing

New First-tier Cities' Furniture Consumption Market was developed based on
(Khan and Mohsin, 2017, pp. 65-74; Choe and Kim, 2018, pp. 1-10; Yu and Lee, 2019, p. 7;
Xu, et al,, 2020, p. 3; Wang, Shen and Chu, 2021, p. 4; Sivapalan, et al., 2021, pp. 699-715)

Research Hypothesis

Reviewing the past literature and the
causal model framework of the key value
factors affecting Chinese consumers’ attitudes
and green consumption behavior, the follow-
ing hypotheses were made by the researcher:

H1: Green Chinese values have posi-
tively affected Chinese consumers’ attitudes.

H1la: Product values (functional, health,
and service) have positively affected Chinese
consumers’ attitudes.

H1lb: Personal values (epistemic and
emotional) have positively affected Chinese
consumers’ attitudes.

H1c: Eco-friendly system values (social,
environmental, and technology) have positive-
ly affected Chinese consumers’ attitudes.

H2: Chinese consumers’ attitudes
(Cognitive, affective, and conative) have posi-
tively affected Chinese consumers’ consump-

tion behavior.

H3: Green Chinese values have posi-
tively affected Chinese consumers’ green con-
sumption behavior.

H3a: Product values (functional, health,
and service) have positively affected Chinese
consumers’ green consumption behavior.

H3b: Personal values (epistemic and
emotional) have positively affected Chinese
consumers’ green consumption behavior.

H3c: Eco-friendly system values (social,
environmental, and technology) have posi-
tively affected Chinese consumers’ green con-
sumption behavior.

H4: Chinese consumers’ attitudes me-
diate the relationship between Chinese con-
sumers’ values and Chinese consumers’ green
consumption behavior.

Hda: Chinese consumers’ attitudes me-
diate the relationship between product value
and Chinese consumers’ green consumption

behavior.
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Hdb: Chinese consumers’ attitudes
mediate the relationship between personal
value and Chinese consumers’ green con-
sumption behavior.

Hdc: Chinese consumers’ attitudes
mediate the relationship between eco-friendly
system value and Chinese consumers’ green

consumption behavior.

Research Methodology
1) Population and sample size

The population is consumers aged 15
and up who have previously purchased green
furniture and live in four targeted PRC’s new
first-tier cities (Chengdu, Hangzhou, Xi’an, and
Wuhan). In this study, the researcher used 20
cases (Jackson, 2003, p. 129) per observation
per indicator variable in setting a sufficient
number of samples for SEM analysis. This study
was designed as 41 questions, thus, the total
target sampling size would be 820 (41x20)
questionnaires using this guideline. Regarding
the specific number of samples for each target
city, as the proportion of the target popula-
tion is Chengdu (36%), Hangzhou (21%), Xi'an
(22%), and Wuhan (21%), use this weight, the
researcher can get the number of question-
naires need to be collected from each city will
be Chengdu 295 questionnaires, Hangzhou 173
questionnaires, Xi'an 178 questionnaires, and
Wuhan 174 questionnaires respectively. How-
ever, the author finally collected 832 question-
naires (Chengdu 300 questionnaire, Hangzhou
176 questionnaire, Xi'an 180 questionnaire, and
Wuhan 176 questionnaire) which is 1.5% more
questionnaire collected than initial plan 820

questionnaire. Given that the proportion of the

questionnaires remained consistent with the
author’s expectation (Chengdu 36%, Hangzhou
21%, Xi’an 22%, and Wuhan 21%), the author
decided to use the actual 832 questionnaires
for structural equation modeling (SEM) data
analysis.
2) Research Tool

This current research identified the key
Green Chinese values (product value, personal
value, eco-friendly system value) that are
affected by Chinese consumers’ attitudes and
consumption behavior toward green furniture
in the new first-tier cities’ market. The validity
was measured by the Index of Item-Objective
Congruence (I0C) using the formula below
(R refers to the total score of the expert validity
assessment and N refers to the number of
experts) to ensure the I0C score is higher than
0.60 to meet the content validity requirement.
This is based on Vonglao's (2017, p. 340) sug-
gestion that “the criterion used for selecting a
particular strategy is its IOC higher than 0.60”.
IOC refers to the congruence between the
strategies and the theory, the score =1 means
a certainty that there is congruence between
strategies and objectives theory, the score =
0 means uncertainty if there is congruence
between the strategies and the theory, the
score = -1 means certainty that there is no
congruence between strategies and objectives
theory. In this process, the questionnaire was
checked by nine professional experts from
a multinational furniture company that has
green furniture product category, detailed
information of them as one chief executive
officer (CEQ), one customer service manager,

one sales manager, one marketing manager,
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two customer service staff, two sales staff, and
one logistic & assembling staff. The I0C score
is ranged from 0.67 to 1 in this study, so, it has
passed the congruence requirement between
strategies and objectives. Before the main sur-
vey, 50 try-out tests (25 offline and 25 online)

were made to modify the survey instruments.

IR
10C =—
N

After the validity of the questionnaires
was passed, the researcher tested the reliabil-
ity of the questionnaire by using the index of
Cronbach’s Alpha (o, or coefficient alpha) >0.6
to ensure the questionnaire’s internal consis-
tency. As indicated by Kuttked, et al. (2021, pp.
2304-2310), a Cronbach's alpha value between
0.60 and 0.79 is deemed quite reliable, while
a value of 0.80 or higher is considered highly
reliable. In the present study, Cronbach's alpha
values ranged from 0.601 to 0.823, all exceed-
ing the threshold of 0.6, thereby affirming their
acceptability. There are a total of 34 observed
variables used to measure 10 latent variables.
The product value has 11 items and obtained a
Cronbach’s alpha value of 0.667. The personal
value has 5 items and obtained a Cronbach’s
alpha of 0.717. The eco-friendly system includ-

ed 11 observed variables, with a Cronbach’s
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alpha value of 0.823. Attitude included 4
observed variables, and got a Cronbach’s
alpha as 0.601. Consumption behavior has 3
items, and Cronbach’s alpha was 0.604. As
attitude and consumption behavior are both
with less than 10 items, acceptable Cronbach’s
alpha was set as equal to or greater than 0.6,
thus, these two variables meet the reliability
statistics request (see Table 1). As per the data
presented in Table 2, the Kaiser-Meyer-Olkin
(KMO) for all dimensions under investigation in
this study is 0.948, surpassing the recommend-
ed threshold of 0.7. Additionally, the signifi-
cance level of Bartlett’s test of sphericity was
determined to be 0.000, which is less than the
conventional threshold of 0.05 (Pallant, 2007,
pp. 110-120). Consequently, the current study
adheres to the stipulated criteria of KMO and
Bartlett’s Test for conducting factor analysis.
The quantitative research used confirmatory
factor analysis (CFA) to confirm significant inde-
pendent variables in the model, path analysis
to check the mediating role of attitudes, and
structural equation modelling (SEM) to test the
hypotheses and check the causal relationship
among the variables using SPSS version 23.0
and AMOS version 22.0.

Table 1 Cronbach’s alpha (reliability statistics) for variables in the model

Variables Number of items Cronbach’s Alpha
Product value 11 0.667
Personal value 5 0.717
Eco-friendly system value 11 0.823
Attitude a4 0.601
Consumption behavior 3 0.604




Table 2 Summary of KMO and Bartlett's Test
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Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .9438
Bartlett's Test of Sphericity Approx. Chi-Square 7527.640
df 561
Sig. .000

3) The questionnaire’s design

The quantitative research will use
self-administered questionnaires. The ques-
tionnaires can be divided into four parts. Part
one is the basic information of respondents.
Part two, factors influence Green Chinese val-
ues toward green furniture consumption. Part
three, factors influence attitudes toward green
furniture consumption. Part four, factors that
influence on consumption behavior of Chinese
consumers toward green furniture. The original
survey instrument comprised 41 statements.
Likert five-point Scale (5 - Point Scale) was
used in the study.
4) Research design and data collection

This research was equipped with
qualitative and quantitative mix methodolo-
gy. The assessment of green Chinese values,
attitudes, and consumption behaviors was
established through a procedure of literature
review, semi-structured interviews, an online
pilot test, and then the primary survey. A large-
scale 832 main survey be conducted to gather
information from the target four new first-tier
cities (Chengdu, Hangzhou, Xi’an, and Wuhan).
416 paper-based offline surveys collected the
data from furniture malls in target cities direct-
ly, and 416 online questionnaires were sent
through wjx (an online questionnaire collection
platform in the PRC). Stratified sampling that is

based on four cities’” proportion from the total

population was selected as the method to se-

lect relevant samples for quantitative analysis.

Results
1) Descriptive statistics

Of the 832 respondents from PRC’s
four new first-tier cities (Chengdu, Hangzhou,
Xi’an, and Wuhan), 36% were collected from
Chengdu (300 respondents), 58% of respon-
dents were females and 42% were males.
Over half of the respondents (51%) were 30-44
years old and 44% of them were 15-29 years
old. Most respondents (82%) had a bachelor's
degree, and 45% of respondents reported that
they made more than 7,001 yuan per month.
Many respondents (50%) were married and
with one child.
2) Confirmatory factor analysis of Chinese
consumers’ green furniture consumption
behavior

In the present study, an examination
of the measurement model involved the
application of confirmatory factor analysis
(CFA) before embarking on a path analysis of
the structural model. The primary objective of
factor analysis is to ascertain the number and
nature of factors accounting for variance and
covariation among a set of indicators. Confir-
matory factor analysis was performed using
Amos version 22.0. The assessment of model

fit in CFA is imperative to gauge the alignment
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of the proposed measurement model with
the data (Kline, 2023, pp. 191-192). Various in-
dices, including the x2/df statistic, Root Mean
Square Residual (RMR), Root Mean Square
Error of Approximation (RMSEA), Goodness of
Fit Index (GFI), Comparative Fit Index (CFl),
and Tucker-Lewis Index (TLI), were reported to
evaluate the model fit (Hair, et al., 2010, pp.
604-724). Table 3 presents the factor loading
and goodness-of-fit indices of product value,
personal value, eco-friendly system value,
attitude, and consumption behavior within the
model. The confirmatory factor analysis (CFA)
results indicated a satisfactory level of fit for
overall fit indices, except the chi-square value
(x? (832) = 588.767, p = 0.207). Nevertheless,

f‘;} Journal of Business, Innovation and Sustainability (JBIS)

other fit indices proved to be more informative
in assessing the model, considering the sensi-
tivity of the chi-square value to sample size
(Choe and Kim, 2018, pp. 4-7). Goodness-of-fit
analyses were subsequently conducted for the
following indices: CFl = 0.947, TLI = 0.937, RM-
SEA = 0.037, and GFI = 0.945. The standardized
factor loading for each item ranged from 0.400
to 0.688, surpassing the threshold of 0.4. Calcu-
lations of the average variance extracted (AVE)
yielded values exceeding 0.50 for all variables,
confirming convergent validity. Moreover, all
composite reliability (CR) values fell between
0.758 to 0.901, surpassing the designated cut-
off of 0.7. Consequently, the primary dataset

satisfies the criteria for the proposed model.

Table 3 Factor loading and goodness-of-fit indices for the measurement model of Chinese

consumers’ consumption behavior toward green furniture (n=832)

Unobserved Observed Factor Loading: A
variables variables AVE CR St. Loading Factor Z value P value
Product value PV1 0.514 0.868 0.521 - -
PV2 0.400 7.263 0.000
PV3 0.434 7.940 0.000
PV9 0.400 7.498 0.000
PV10 0.439 7.962 0.000
pPV11 0.431 7.86 0.000
Personal value PSV1 0.526 0.882 0.558 - -
PSV2 0.498 6.861 0.000
PSV3 0.608 6.101 0.000
PSva4 0.625 8.156 0.000
PSV5 0.565 10.416 0.000
Eco-friendly EFV1 0.587 0.901 0.594 - -
system value EFV2 0.598 11.37 0.000
EFV3 0.569 9.959 0.000
EFV4 0.564 11.25 0.000

10
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Unobserved Observed

Factor Loading: A

variables variables AVE CR St. Loading Factor Z value P value
Eco-friendly EFV5 0.587 0.901 0.498 9.991 0.000
system value EFV7 0.518 9.986 0.000
EFV8 0.471 9.27 0.000
EFV11 0.482 9.347 0.000
Attitude ATT1 0.541 0.758 0.479 - -
ATT2 0.488 4.954 0.000
ATT3 0.435 4.138 0.000
ATT4 0.586 5.574 0.000
Consumption CB1 0.562 0.787 0.537 - -
Behavior CB2 0.531 8.873 0.000
CB3 0.688 8.105 0.000
Model goodness-of-fit statistics Acceptable levels Criteria Hypothesis model
Chi-square statistic - Choe and Kim 588.767
(2018, p. 187)
df >0 Kline (2023, p. 191) 277
CMINDF <3 Kline (2023, p. 192) 2.126
p-value >0.05  Kline (2023, p. 191) p=0.207
GFI >0.90 Lee and Kim (2016, p. 4) 0.945
AGFI > 0.85 Schermelleh-Engel, 0.930
Moosbrugger and Muller
(2003, p. 52)
RMR <0.05 Zeynel (2023, p. 137) 0.026
RMSEA < 0.05 Tennant and Pallant 0.037
(2012, p. 3)
CFI >0.90  Vassallo and Saba 0.947
(2015, p. 12)
IFI >0.90  Yaslioglu and Yaslioglu 0.947
(2020, p. 15)
NFI >0.90  Yaslioglu and Yaslioglu 0.905
(2020, p. 11)
TLI >0.90  Shadfar and Malekmo- 0.937

hammadi (2013, p. 587)

Note: *p<0.05, **p<0.01, **p<0.001

11
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Ultimately, the structural equation the new first-tier cities market was scrutinized
modeling of Chinese consumers' consumption and delineated in Figure 2.

behavior towards green furniture products in

50
EFV2 ‘EFVS‘ |EFV4| EFVS ‘EF\.’T |EFV8 EFV11

21 +41 ‘40 25 ‘21

Figure 2 Standardized estimates results of modelling Green Chinese value-attitude

enhancing new first-tier cities’ furniture consumption market
Chi-square=588.767; df=277>0, p=0.207; RMSEA=0.037<0.05; RMR=0.026<0.05; GFI=0.945>0.90; AGFI=0.930>0.90,
IFI=0.947>0.90, NFI=0.905>0.90; CFI=0.947>0.90; TLI=0.937>0.90; CMIN/DF=2.126<3.

3) Results of hypotheses testing H3, and H4 were tested using path analysis in

This study examined the value factors AMOS version 22.0. The detailed hypotheses
that influence Chinese consumers’ consump-  testing results for H1 to H4 can be explained
tion behavior and analyzed the mediating role in Table 4 with the results of the hypotheses

of attitude. The proposed hypotheses H1, H2, tests

Table 4 Summary of structural paths, total effect, direct effect, indirect effect, and hypothesis
testing results (n = 832).

H From To Hypothesis results
Total Direct Indirect ~ P-value  Hypothesis  Hypothesis
effect effect effect relation support
Hla PV ATT 0.605%%* 0.605%** 0.000 0.000 positive Accepted
Hib PSV ATT 0.713 0.713 0.000 0.360 positive Rejected
Hic EFV ATT 0.056%** 0.056%** 0.000 0.000 positive Accepted
H2 ATT CB 0.654% 0.654% 0.000 0.012 positive Accepted
H3a PV B 0.873** 0.817** 0.056** 0.001 positive Accepted
H3b PSV CB 0.160***  0.160*** 0.000 0.000 positive Accepted
H3c EFV CB 0.543% 0.516% 0.027* 0.014 positive Accepted
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H From To Hypothesis results
Total Direct Indirect P-value  Hypothesis  Hypothesis
effect effect effect relation support
Hda PV = ATT = CB  0.873***  0.817***  0.056*** 0.000 positive Accepted
Hab PSV — ATT — CB 0.160 0.160 0.000 0.360 positive Rejected
Hdc EFV — ATT — CB 0.543* 0.516* 0.027* 0.014 positive Accepted

Note: *p<0.05, **p<0.01, **p<0.001

Conclusion and Discussion

All hypotheses H1, H2, H3, and H4
were subjected to examination through the
application of structural equation modeling
methodology. Eight out of ten structure paths
in the model were statistically significant thus
these hypotheses are accepted. Two out of ten
paths were statistically insignificant thus this
hypothesis is rejected. The results showed that
product value exhibited a positive impact on
attitude (B = 0.605%, p < 0.05) and consumption
behavior (8 = 0.817%, p < 0.05), leading to the
acceptance of these hypotheses. Additionally,
the path analysis revealed a positive and sig-
nificant association between personal value
and consumption behavior (B = 0.160%, p <
0.05), providing support for the hypothesis.
Consequently, the hypothesis is accepted.
These results are similar to those reported
by Gongalves, Lourenco and Silva (2016, pp.
1487-1490); Han, et al. (2017, pp. 191-195);
Liao, Wu and Pham (2020, p. 7461) who argued
that product value is a decisive factor that has
a significant influence on consumer's attitude
and their purchase decisions. Phillips, Asperin
and Wolfe (2013, pp. 54-56) also claimed that
various consumption values may exert a signif-
icant influence in fostering favorable attitudes

and affecting consumers' behavioral intention
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toward green products.

Additionally, the analysis demonstrat-
ed a positive effect of eco-friendly system val-
ue on attitude (B = 0.056, p < 0.05), supporting
the corresponding hypothesis. This result sup-
ported a previous study that consumer choice
behavior for green products is positively influ-
enced by both social value and environmen-
tal value (Biswas and Roy, 2015, pp. 333-338;
Gongalves, Lourenco and Silva, 2016, pp. 1485-
1490; Sadig, Adil and Paul, 2022, p. 1). The
Chinese consumer is concerned about self-
image improvement in society and become
more and more environmentally conscious
nowadays. By contrast, ecology is a reason to
change the product (A = 0.498), the innovative
technology facilitates green furniture purchas-
ing (A = 0.482), and the application of new
technology in green furniture products boosts
its attractiveness (A = 0.471) obtain a relatively
low connection with eco-friendly system val-
ue although there is still a connection there.
This is perhaps because Chinese consumers
are environmentally conscious individuals,
however, do not exhibit a sufficiently resolute
inclination to choose alternative products
just for environmental reasons; rather, their
consumption decisions should be based on

a set of comprehensive values. Regarding the

(-



=

implementation of new technology, while Chi-
nese consumers have become aware of some
technologies through media (e.g., newspapers,
websites, TV, and social media), green furniture
enterprises and marketers have not yet begun
widely and fully adopting these innovative
technologies toward green furniture products.
Therefore, consumers may not be able to use
these technologies closely in their daily lives,
this may lead to them having just a vague grasp
of what these technologies are and how they
can benefit them during their consumption
process.

Furthermore, evidence from the anal-
ysis indicated a positive influence of attitude
on consumption behavior ( = 0.654%, p<0.05),
affirming the hypothesis. This is aligned with
previous studies indicating that attitude is
one of the most significant factors to predict
purchasing behavior (Zhao, et al.,, 2014, pp.
143-151). If a customer has a positive attitude
toward green furniture products, they will
have a higher possibility willing to purchase,
recommend and repurchase them. This result
strongly supported previous studies that types
of value factors can influence consumers' atti-
tudes toward green products, and attitudes in
turn affect their consumption behaviors (Choe
and Kim, 2018, pp. 6-9; ElHaffar, Durif and
Dubé, 2020, p. 7).

Regarding to effects of personal value
on attitude, as the p-value = 0.360 > 0.05
indicates it is statistically insignificant leading to
the hypotheses were not supported. Based on
these results, we accepted the Hla, Hlc, H2,
H3a, H3b and H3c. We rejected H1b since the

p-value is insignificant. The result supported a
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previous study that green furniture products
have been recognized and obtained great
attention from both firms and consumers in
recent years (Xu, Wang and Yu, 2020, p. 4).
Despite the positive and significant influence
of personal value on Chinese consumers'
green choice behavior, there is no significant
effect was found between personal value and
Chinese consumer's attitudes toward green fur-
niture products in this study. That might be be-
cause consumers are still confused about what
exactly is green furniture and how to identify
its authenticity. As asserted by Cheung and
Prendergast (2006, pp. 446-447) the prevalence
of counterfeit green furniture is widespread in
the PRC furniture market. These counterfeit
green furniture in turn affects Chinese con-
sumer's emotional value and their attitude
toward green furniture products. Improving the
current scenario requires that green furniture
manufacturers, policymakers, industry asso-
ciations, third-party testing organizations, and
other relevant practitioners must more clearly
clarify industry regulations and develop prac-
tical measures to make it simple and easy for
consumers to recognize and identify authentic
green furniture.

Regarding mediates effects of attitude
between Chinese consumers’ values (product
value, personal value, eco-friendly system val-
ue) and Chinese consumers’ green consump-
tion behavior, it is shown that attitude was
partially mediating the relationship between
product value and consumption behavior
as indirect effects are statistically significant
(B =0.056, p < 0.05). Furthermore, the attitude

was also partially mediating the relationship



=7,
Volume 19, Issue 4 (October - December 2024) 7;‘;‘}
2

between eco-friendly system value and con-
sumption behavior (B = 0.027, p < 0.05). Lastly,
the attitude was considered not to have a
mediation relationship between personal
value and consumption behavior as indirect
effects are statistically insignificant (B = 0.000,
p = 0.360 > 0.05). Based on these results, we
accepted the H4a and Hdc but rejected Hdb.

According to interviews with 9 furniture
industry practitioners, the author found that
most of these experts agree that today's con-
sumers widely recognize green furniture, how-
ever, consumers will not choose to purchase a
furniture product solely for its green attributes.
Traditional values such as product value (func-
tion, health, and service) are still critical value
factors that need to be emphasized. The epis-
temic value, which generates novelty and curi-
osity while simultaneously providing epistemic
knowledge, may need to be promoted more
extensively. The use of modern technological
tools (e.g., augmented reality, artificial intelli-
gence, QR codes) facilitates the identification
of authentic green furniture and makes the
home creation procedure more fun, hence
contributing to improved consumer choice
behavior.
Implication & Recommendation

Based on research findings, the fol-
lowing implications and recommendations are
proposed for consumers, enterprises, govern-
ment officials, and relevant organizations.

Strategy recommendations for con-
sumers: accumulating useful knowledge on
green furniture products, fostering a favorable
attitude towards the consumption of green fur-

niture, cultivating green furniture consumption

lifestyles, and improving consumption capabil-
ity.

Strategic recommendations for busi-
ness enterprises: increasing the overall value of
green furniture in terms of functional, health,
and service aspects, as well as delivering good
quality and courteous service to PRC consum-
ers, highlighting the eco-friendly system value
of green furniture, through the explanation of
the meanings of social, environmental, and
technological values, understanding the an-
tecedents of attitudes such as “product value”
and “eco-friendly system value” in this study
toward green furniture products for PRC’s new
first-tier cities consumers, are necessary.

Strategic recommendations to gov-
ernment organizations: the PRC government
and policymakers should enhance the dissem-
ination of knowledge about green furniture
products, standardize industry guidelines, and
promote the use of new technologies for green
furniture products, cooperation with various
stakeholders, organizations, and institutions
are necessary to disseminate green furniture
and industry guidelines knowledge and imple-
ment innovative technology in the industry,
enhancing green furniture promotion, establish
clear, unified, simple, convenient, and authori-
tative standards for green furniture certification
and green labels.

Recommendations for Future Research
Suggestions for future research are
presented in the following four aspects: fu-
ture research is encouraged to focus on the
upstream of the supply chain stage - green
manufacturing in the furniture industry as the

research found it is an interesting field during



&

=

Journal of Business, Innovation and Sustainability (JBIS)

the study, however, it is not directly related that future research extends the validation of
to the research objective then the researcher the newly devised scale across a more diverse
didn’t explore it further. It is suggested that array of contexts. It is advisable to undertake

future research conduct a study with a larger longitudinal research to gather data over an

group of participants. This study only investi- extended period. Utilizing empirical data from
gated four essential new first-tier cities: Hang- real-life settings to substantiate the causal
zhou, Wuhan, Chengdu, and Xi'an due to time impact of factors and comprehensively scru-

and financial constraints. Future research is  tinization the incremental transition process

sugeested to broaden the scope of the study from attitude to consumption behavior could

to include all fifteen new first-tier cities with a ~ enhance the precision of the research.

larger group of participants. It is recommended
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