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Tran Thanh Trung (Vietnam), Hoang Van Long (Vietnam)

THE INFLUENCE OF SOCIO-
PSYCHOSOCIAL FACTORS

ON PRODUCT JUDGMENTS AND
WILLINGNESS TO BUY FOREIGN
PRODUCTS OF GENERATION Z
IN VIETNAM'S CROSS-BORDER
E-COMMERCE

Abstract

The digital economy has bridged gaps between nations, significantly boosting the pop-
ularity of cross-border e-commerce and online purchases. This study investigates the
socio-psychological factors influencing Generation Z’s willingness to purchase foreign
products in Vietnam. A questionnaire employing a seven-point Likert scale was de-
signed to assess two-dimensional variables among Vietnamese Gen Z consumers. A
structural model was developed and analyzed using the PLS-SEM technique. SmartPLS
software was utilized for data analysis. Participants comprised Generation Z individu-
als (aged 18-27) residing and employed in Vietnam. Data were collected via Google
Forms questionnaire distributed to the target population from October 2023 to April
2024, yielding 575 valid responses. The findings indicate that competitive pricing and
product uniqueness significantly affect consumers’ product judgments. Additionally,
various key factors influence the likelihood of purchasing foreign products. These in-
sights can inform the development of marketing strategies aimed at enhancing the
competitiveness of domestic companies against foreign products.

Keywords affinity, animosity, ethnocentrism, cosmopolitanism,
CBEC, Vietnam
JEL Classification D12, M10, M30

INTRODUCTION

In the era of the Fourth Industrial Revolution, the digital economy has
greatly affected the global economy, bringing countries closer together
and making transactions more convenient. The trend of cross-border
e-commerce has exploded in many countries, including Vietnam.
With the rise of cross-border e-commerce (CBEC), consumers in
Vietnam now have access to a wide variety of products from different
suppliers around the world through online shopping platforms. When
discussing digital consumption trends, it is evident that Generation
Z (a demographic typically born between 1997 and 2012) is at the
forefront of discovering, evaluating, and purchasing products online,
highlighting their proficiency in digital technology. China, with its
large population and numerous design and manufacturing factories,
is often associated with affordable prices, diverse designs, and a wide
range of products, including household appliances, electronics, cloth-
ing, and footwear. The rise of the digital economy has made it increas-
ingly convenient to purchase goods from China and have them deliv-
ered to Vietnam through various e-commerce websites and household
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ordering services. This has also created opportunities for retail shoppers to take advantage of lower pric-
es without compromising on quality. Popular e-commerce sites in China, such as Tmall, 1688, Alibaba,
WeChat, and TaoBao, have become a shopping haven for consumers in Vietnam. Additionally, China
is Vietnam’s largest trading partner, with numerous national and international border gates facilitating
the trade of goods between the two countries.

The previous research has identified cosmopolitanism, ethnocentrism, and product judgments as key
factors influencing foreign product purchase intentions (Lan & Trung, 2024). According to Pisani et al.
(2024), consumer animosity is often influenced by historical events, such as wars and economic disputes,
and has been a focus of research among scholars worldwide. Vietnam and China share a land border
and have a history of border disputes over territory, territorial waters, and potential consumption. These
disputes have left lasting feelings of damage from past wars. Thus, some Vietnamese consumers have a
strong aversion to products made in China, while others still tend to purchase goods from this country.

1. LITERATURE REVIEW

Globally, Gen Z comprises nearly two billion in-
dividuals, representing a significant portion of
the world’s population (Nugroho et al., 2022).
In Vietnam, Gen Z constitutes approximate-
ly 25% of the workforce. When combined with
Millennials (aged 25-38), collectively referred to
as Millennials-Z, this demographic group rep-
resents about 47% of the Vietnamese population.
Recent global studies on CBEC have also gar-
nered significant scholarly attention concerning
Gen Z, including the research conducted in Korea
(Nugroho et al.,, 2022), Indonesia (Sudirjo et al.,
2023), and China (Lee & Xiong, 2024). Building
upon this research, this study focuses on Gen Z’s
willingness to purchase foreign products through
CBEC. Accordingly, willingness to consume re-
fers to the state where a customer is prepared to
engage in consumption behavior for a specific
product, good, or service. According to Grewal et
al. (1998), willingness to buy reflects the degree to
which customers hold a positive attitude towards
purchasing a product.

This study proposes several background theories
that can explain the relationship between socio-
psychosocial factors (such as consumer affinity,
animosity, ethnocentrism, and cosmopolitanism)
and willingness to buy foreign products. These
theories include realistic group conflict theory,
social identity theory, and cognitive dissonance
theory. The proposed social identity theory can
explain the causes of consumer ethnocentrism,
cosmopolitanism, and product judgments (Lan &
Trung, 2024).

198

Consumer affinity can be defined as “a positive
feeling of liking, sympathy, and attachment to-
wards a foreign country, developed through per-
sonal experiences or through positive influence on
consumer decision-making regarding products
and services from that country” (Oberecker et al.,
2008). The scale used to measure consumer affinity
for a specific country includes five aspects: affinity,
culture and landscape, music/entertainment, peo-
ple, and politics (Nes et al., 2014). Previous studies
by Halim and Zulkarnain (2017) and Fazli-Salehi
et al. have shown a positive relationship between
consumer affinity and willingness to purchase
foreign goods, which has been confirmed by Guo
et al. (2018). However, the studies by Halim and
Zulkarnain (2019) did not find enough statistical
evidence to support this relationship. Additionally,
Wolf et al. (2023) suggest that consumption expe-
rience also plays a role in developing consumer
affinity. Many authors have studied consumer af-
finity in different markets and countries, such as
Ercis and Celik (2019) in Turkey, Kim et al. (2022)
in Japan, Nes et al. (2014) in the United States and
Norway, Oberecker and Diamantopoulos (2011) in
Austria, and Wolf et al. (2023) in the United States.

Consumer animosity expresses a negative emo-
tional attitude or aversion towards a country or
group of countries (Klein et al., 1998). This deep
emotion may stem from previous territorial dis-
putes, economic events, diplomatic disagreements,
or religious conflicts (Riefler & Diamantopoulos,
2007). Many studies have been conducted on
consumer animosity and the most scholars have
focused on specific pairs of countries, such as
Korea and Japan (Han, 2017), China and Taiwan
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(Souiden et al., 2018), the Netherlands and
Germany (Nijssen & Douglas, 2004), Vietnam
and China (Quang et al., 2017), and Indonesia and
China (Wijayanti & Elicia, 2024). However, the re-
sults of testing the relationship between consum-
er animosity and foreign goods assessment have
been controversial in different markets and prod-
uct categories. While some studies, such as those
by Oberecker and Diamantopoulos (2011), and
Ercis and Celik (2019), have found no correlation
between consumer animosity and foreign prod-
uct judgments, others, like Chaudhry et al. (2021),
have shown a negative relationship between con-
sumption affinity and product judgments. Overall,
previous research has consistently shown that con-
sumer animosity has an inverse relationship with
products judgments from the country of animos-
ity. For example, Sharma (2015), Ercis and Celik
(2019), and the research by Pisani et al. (2024)
found that consumer animosity was more severe
towards Brazilian products in Paraguay compared
to products from Argentina.

Consumer ethnocentrism refers to consumer be-
liefs on the morality and rationality of consum-
ing imported product (Shimp & Sharma, 1987).
Ethnocentric consumers believe in supporting
their country by purchasing domestically pro-
duced goods and rejecting foreign products, as
they perceive this as a way to protect their na-
tion’s economy (Vuong & Giao, 2020). Numerous
studies have developed and tested consumer eth-
nocentrism scales in diverse markets, including
Bangladesh (Haque et al., 2015), Croatia (Maksan
et al,, 2019), Indonesia (Wijayanti & Elicia, 2024),
Malaysia (Tabassi et al., 2012), Saudi Arabia
(Abosag & Farah, 2014), Vietnam (Vuong & Giao,
2020). Previous research has shown that consum-
ers who are more ethnocentric tend to purchase
fewer products from other countries (Abosag
& Farah, 2014). Fazli-Salehi et al. (2021) exam-
ined the relationship between consumer affinity,
product judgment, and consumer ethnocentrism.
Similarly, Halim and Zulkarnain (2017) demon-
strated the connection between consumer affin-
ity, consumer ethnocentrism, and product judg-
ment through the country of origin of the prod-
uct. Parts and Vida (2013) and Zeugner-Roth et
al. (2015) found that consumer ethnocentrism,
product judgment, and willingness to buy goods
are all related. Previous studies have identified pa-
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triotism and nationalism as two factors that con-
tribute to ethnocentrism in consumption (Sharma
et al., 1995; Yadav & Kishor, 2024). In this study,
the consumer ethnocentrism scale will be mea-
sured using two prefixes: patriotism and national-
ism. Besides, the recent research has consistently
shown that consumer ethnocentrism has a nega-
tive impact on foreign product judgment, as dem-
onstrated by Fazli-Salehi et al. (2021), Prince et al.
(2019), Xin and Seo (2020.

Cosmopolitanism is a three-dimensional con-
struct that measures a consumer’s open-mind-
edness towards foreign countries and cultures,
appreciation for the diversity of products from
different national and cultural origins, and posi-
tive attitude towards consuming foreign products
(Riefler et al., 2012). This concept, originating from
anthropology and sociopsychology, has gained in-
creasing prominence in marketing and manage-
ment (Cleveland et al., 2011). Cosmopolitan con-
sumers, who are exposed to various countries and
their products, tend to be more knowledgeable
and sophisticated than their non-cosmopolitan
counterparts (Zeugner-Roth et al., 2015). Despite
this, the impact of cosmopolitanism on product
evaluations remains under-explored, as high-
lighted by Parts and Vida (2013). However, in the
Vietnamese context, Lan and Trung (2024) have
established a relationship between consumer cos-
mopolitanism, product judgments, and purchase
intentions for foreign products.

Product competitiveness refers to the ability of
a product or service to effectively compete and
maintain its market position against rival prod-
ucts offered by competitors (Kuncoro & Suriani,
2018). This is determined by the product’s ability
to create additional value for consumers, satisfy
their needs and desires, and provide superior ad-
vantages over competitors (Reguia, 2014). Price is
a significant factor in the consumer decision-mak-
ing process, whether shopping is done online or
offline (Chiang & Dholakia, 2003). In the business
field, product competitiveness is a crucial factor
for achieving success (Sudirjo, 2023). Price com-
petitiveness, which refers to lower, comparable, or
better prices due to lower taxes or exchange rates
(Huang & Chang, 2019), is one way for products
to maintain their competitiveness. Therefore, it
can be argued that a foreign supplier’s competi-
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tive pricing will positively influence consumers’
perceptions of the value of shopping on that sup-
plier’s website. This is supported by the research of
Huang and Chang (2019), which found a positive
relationship between price competitiveness and
consumers’ perception of the value of shopping on
foreign suppliers’ websites.

Product uniqueness refers to the level of differ-
entiation between a product available on a for-
eign market or website and similar products in
the local market (Van Everdingen et al., 2011).
Previous studies have demonstrated that the de-
sire for unique products is a significant driving
force for consumers in various countries, such as
India (Dey et al., 2020), Korea (Han et al., 2018),
Thailand (Sharma et al., 2018), Turkey (Arslan et
al., 2023), and China (Cai et al., 2018). The concept
of consumer need for uniqueness is often seen as a
precursor to consumption-related behaviors. Most
research on product uniqueness has focused on
its impact on consumer decision-making (Liang
& He, 2012), as many consumers turn to foreign
websites for shopping when they cannot find spe-
cific products in their home country. Furthermore,
Huang and Chang (2019) found a positive correla-
tion between product uniqueness and consumers’
perception of the value of shopping on a foreign
supplier’s website.

Product judgments refer to the overall evalua-
tion of a country’s goods, which includes factors
such as worker proficiency, technological ad-
vancements, prices, innovative features, design
codes, durability, and product quality (Klein et
al., 1998). The research conducted by Ercis and
Celik (2019), Josiassen (2011), and Zeugner-Roth
et al. (2015) has established a strong correlation
between foreign product judgments and willing-
ness to purchase foreign products. In essence,
consumers’ assessments of product judgments
influence their purchasing decisions. This re-
lationship is further supported by studies such
as Gan and Wang (2017), Wu and Chang (2016),
which demonstrate the significant effect of per-
ceived product judgments on internet user be-
havior. This concept has also been applied to
CBEC platforms, with Huang and Chang (2019)
finding a positive relationship between the value
of goods from foreign suppliers and consumers’
intentions to make cross-border purchases on
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the supplier’s website. In a recent study by Han
et al. (2023), it was discovered that product judg-
ments significantly influence both consumer
trust and their intention to make cross-border
purchases in Africa.

This study synthesizes and integrates a model
encompassing consumer socio-psychological fac-
tors, including affinity, cosmopolitanism, animos-
ity, ethnocentrism, price competitiveness, product
uniqueness, and product judgment.

This study aims to explain the willingness of Gen
Z customers in Vietnam to purchase foreign prod-
ucts through cross-border e-commerce. Based on
literature review and empirical evidence, the fol-
lowing hypotheses are proposed, leading to the
development of the research model (Figure 1):

HI:  Consumer affinity has a positive relationship
(+) with product judgments.

H2:  Consumer affinity has a positive relationship
(+) with willingness to buy.

H3: Consumer cosmopolitanism has a positive
relationship (+) with product judgments.

H4: Consumer cosmopolitanism has a positive
relationship (+) with willingness to buy.

H5:  Consumer animosity has a negative relation-
ship (-) with product judgments.

H6: Consumer animosity has a negative relation-
ship (-) with willingness to buy.

H7:  Consumer ethnocentrism has a negative re-
lationship (-) with product judgments.

HS8: Consumer ethnocentrism has a negative re-
lationship (-) with willingness to buy.

H9:  Price competitiveness has a positive relation-
ship (+) with product judgments.

HI0: Product uniqueness has a positive relation-
ship (+) with product judgments.

HI1: Product judgments has a positive relation-

ship (+) with willingness to buy.

http://dx.doi.org/10.21511/im.21(1).2025.16
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Affinity
Culture
landscape
Willingness
Music . Consumer H2 (+) to buy foreign
entertainment affinity products
in CBEC
People 7y
Politics Consumer
cosmopolitanism HI11 (+)
General
animosity H6 (-)

War _ Consumer Product
animosity animosity judgment
Economic H8 (-)
animosity

HI (+) H10 (+)
Patriotism
Consumer Price Product
ethnocentrism competitiveness uniqueness
Nationalism

Figure 1. Proposal conceptual framework

2. METHODOLOGY

In this study, a mixed research method integrat-
ing both qualitative and quantitative approaches
was employed, executed in two distinct phases.
Initially, a qualitative pilot study was conducted
with ten experts recruited through personal con-
nections to engage Generation Z consumers in
Vietnam. A focus group discussion was held to
evaluate the conceptual model, clarity of word-
ing, question content, and respondent compre-
hension. Additionally, the researchers assessed
the appropriateness of the measurement scale for
the Vietnamese context. Feedback from this focus
group was instrumental in refining the measure-
ment scale.

Determining an appropriate sample size was a
critical aspect of the research. Following Hair et
al. (2016), a minimum sample size of ten times
the highest number of structural paths leading
to any single construct in the model was recom-
mended. For more nuanced guidance, Sarstedt et

http://dx.doi.org/10.21511/im.21(1).2025.16

al. (2021) provided power tables that account for
various measurement and structural model char-
acteristics. Moreover, Kock and Hadaya (2018) in-
troduced alternative methods, such as the inverse
square root and gamma exponential approach-
es, for calculating the minimum sample size.
Utilizing a seven-point Likert scale to measure
seven component concepts, the author developed
an online questionnaire. To ensure translation
quality, a “back-translation” process was under-
taken. All measurement items were adapted from
existing research, and a non-probability sampling
method was adopted for this study.

The conceptual model was analyzed using Partial
Least Squares Structural Equation Modeling (PLS-
SEM), a technique suitable for examining both
dependent and interdependent relationships and
extending beyond multiple regression capabili-
ties. Following the guidelines of Hair et al. (2019),
the analysis was conducted in two stages. The first
stage involved evaluating the measurement model
by assessing reliability with Cronbach’s alpha and
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determining validity through factor analysis. Both
reflective measures (such as loadings, composite
reliability, average variance extracted, and the
heterotrait-monotrait ratio) and formative mea-
sures (including redundancy analysis, variance
inflation factor, indicator weight importance, and
relevance) were scrutinized. The second stage fo-
cused on the structural model, evaluating metrics
like variance inflation factor, explanatory power
(R?), predictive relevance (Q?), path coefficient sig-
nificance, and model comparison.

Data were collected using a Google Form distrib-
uted via email and social media to Generation Z
individuals, especially students and alumni from
Ho Chi Minh City universities. Participants with
knowledge of CBEC were encouraged to share the
survey with peers nationwide. To avoid duplicates,
respondents provided their email addresses. The
data collection phase spanned from October 2023
to April 2024 and resulted in 575 valid responses.
The demographic profile (Table 1) of the respon-
dents was as follows: 56.7% female and 43.3% male.
In terms of educational attainment, the majority
(73.9%) held a university degree, while 14.3% had
postgraduate degrees, and 11.8% were undergrad-
uates. The occupational breakdown revealed that
77.2% were employed full-time, 12.5% worked
part-time, and 10.3% were students. Experience
with CBEC varied, with 41.2% having over a year
of experience, 39.65% having six to twelve months,
8.35% one to six months, and 5.6% less than a
month. Participants were recruited using a conve-
nience sampling method through an online plat-
form, representing various provinces and cities in
Vietnam. The largest group of respondents (36%)
were from Ho Chi Minh City.

3. RESULTS

The study data were analyzed using SmartPLS 3.4
software with a second-order method. Specifically,
the study explored higher-order constructs, also
known as hierarchical component models, with-
in the PLS-SEM framework. These constructs in-
cluded three exogenous latent variables: consumer
affinity, consumer animosity, and consumer eth-
nocentrism. The measurement model’s construct
indicators were evaluated for internal consistency
reliability, convergent validity, and discriminant
validity. To assess construct reliability, Cronbach’s
alpha and composite reliability were used. The re-
sults, shown in Table 2, indicate high reliability for
all factors, with values above 0.7 and ranging from
0.70 to 0.91. According to Sarstedt et al’s (2021)
criteria for Cronbach’s alpha, all scales in this
study have reliable values. Furthermore, Table 2
demonstrates that both rho-A and composite reli-
ability values exceed the recommended threshold
of 0.70, as suggested by Sarstedt et al. (2021), indi-
cating reliable indicators. Besides, the outer load-
ings of all observed variables are significant when
their values are 0.7 or higher (Hair et al., 2016).

Discriminant validity was assessed using the het-
erotrait-monotrait (HTMT) ratio, with a thresh-
old value of 0.90 (Ringle et al., 2015). The Fornell-
Larcker criterion (Henseler et al., 2015) was also
used. Table 3 presents evidence of discriminant
validity, with HTMT values below 0.85 and di-
agonal values exceeding off-diagonal values in
the correlation matrix (Fornell-Larcker criterion).
Convergent validity is supported by factor load-
ings greater than 0.7 for all constructs and Average
Variance Extracted (AVE) above 0.6 for all scales.

Table 1. Demographic characteristics of Gen Z customers participating in the survey

Demographics Category Frequency (N=575) : Valid percentage | Cumulative (%)
‘Female 326 f ' 56.70
Gender

Male 249 100.00

Undergraduate 68 11.83

Education University 425 85.74
Postgra'duuate 82 100.00

Student 59 10.26

Occupation Part-time 72 . 22.78
Employg—{_\'(‘:l 444 77.22 100.00

Less than 1 month 32 5.57

Experience 1-6 mor]Fhs 48 13.91
in CBEC 6-12 mqpths 228 53.57
i More than 1 year 237 100.00
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Table 2. Measurement model results

Scales measurement

Higher-orde

construct

First-order
construct

Items

loadings

Cronbach’s
Composite
reliability

AVE

Consumer
affinity
(modified
from Nes et a
(2014))

Affinity

CAF1. | like foreign goods

CAF2. I have a soft spot for goods from foreign countries

Culture
landscape

CAF3. | appreciate the history of [country of origin]

CAF4. | appreciate the food and cuisine of [country of origin]

CAF5. | like the nature and scenery of [country of origin]

CAF®6. | like the art of [country of origin]

CAF7. | like the architecture of [country of origin]

Music

CAF8. | like the music of [country of origin]

{ CAF9. | like the movies and entertainment products from [country of
entertainment:

origin]

CAF10. | like the foreign language (English)

People

i CAF11.1 feel that [country of origin] people are open and friendly to
i foreigners

CAF12. | like the way of life of [country of origin]

CAF13. I trust the people of this country

CAF14. | like the personality of the people of this country

i CAF15. My experience with the people of this country has been very
i positive

CAF16. | cannot differentiate between people from [country of origin]

Politics

CAF17. | like the government policies of [country of origin]

i CAF18. | like the political system of [country of origin] because it is
i similar to the political system of Vietnam

CAF19. The role of [country of origin] in world politics is admirable

Consumer
animosity
(modified from
Klein et al.
(1998))

Animosity

ANI1. | don't like [country of origin]

Economic
animosity

ANI2. | feel uncomfortable with the people of [country of origin]

ANI3. I will not forgive [country of origin] for repeatedly violating
i Vietnam's territorial sovereignty

i ANI4. [Country of origin] must compensate for its unilateral actions of
i waging war against Vietnam up to now

War
animosity

ANIS5. [Country of origin] is not a reliable trading partner of my country

ANI6. [Country of origin] wants to use its economic powered to
i oppress Vietnam

ANI7. [Country of origin] is taking advantage of Vietnam

ANI8. [Country of origin] has a negative impact on Vietnam's economy

ANI9. People of [country of origin] do business unfairly with
i Vietnamese people

Consumer
ethnocentris
(modified fro
Ramadania e

al. (2023);

Shimp and

Sharma (1987)):

Nationalism

CET1. I always prioritize choosing domestic products, and | only
buy products that are not available in Vietnam on cross-border
e-commerce platforms

CET2. Maybe buying domestic products can affect me in the long run,
i but I will still support Vietnamese products

{ CET3. Consumers who support cross-border (foreign) purchases are
i contributing to the loss of jobs for some Vietnamese people

CET4. A true Vietnamese citizen should buy products made in Vietnam

CET5. Vietnamese people should not buy foreign products because
i this will harm the country's economy

Patriotism

{ CET6. International e-commerce market when shipping goods across
i borders to Vietnam is taxed as official imported goods

CET7. We should only buy cross-border products when they cannot be
i produced domestically :

CET8. We should buy domestic products instead of enriching other
i countries

o
©
=
i~

0.836

0.880 | 0912

0.675

10897 |

0.745

0.910

0.691

10897 |

0.744

0.821

0.782 : 0.873 |

10.879 0911 |

10912 |

0.675

0.736

0.696

0.673

http://dx.doi.org/10.21511/im.21(1).2025.16
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Table 2 (cont.). Measurement model results

Scales measurement K v s
T [ o
: = o O ® ©n =
i R gEf @ac o7 W
Higher-order: First-order Items 5. 25 o2 <>t
O8%:S§®: E=
construct construct o: P o o
o o =
i COS1. | like to experience different cultures (countries) 0.804
COS2. | like to communicate with people from different cultures 0.818
i (countries) '
{ COS3. I like to be a citizen of the world rather than a citizen of a 0814
i particular country T
Consurfner‘ i COS4. | like to travel abroad when I have the opportunity for a certain i : i
cosmopolitanism ‘ Ceriod 0.788 0,905 0.925 0636
(modified from Prince P et P L
etal. (2019)) i COSS. The location of the product does not affect my purchasing 0780 H : H
i decision P
{ COS6. It is necessary for me to learn about information and knowledge :
; S :0.795
i of countries around the world : o
i COS7. 1 like to consume foreign products rather than Vietnamese 0785
"""" i products o
PCN1. The prices of products on overseas websites are very attractive 0.762
itome '
i PCN2. For me, the shipping costs between countries do not have a 0782

Price competitiveness
(modified from Huang
and Chang (2019))

i huge impact on the overall price

PCN3. The main reason | buy (or consider buying) from an overseas
website is because it has a lower price for the same product that | can
buy in Vietnam

©0.788 | 0.863 | 0.611

PCN4. Overseas websites offer products at competitive prices

Product judgments
(modified from Chaudhry
et al. (2021))

i PJ1. Products from foreign countries are carefully and sophisticated
i manufactured and show a high level of technological progress

PJ2. Products from foreign countries are often of higher quality than
i products made in Vietnam

i PJ3. The technology used to manufacture foreign products is much
i higher than that used in Vietnam

PJ4. Products made in foreign countries are often very smartly
i designed and have eye-catching colors

.. 0.875: 0905 0615

i PJ5. Consumer goods made in foreign countries are of more reliable
i quality than consumer goods made in Vietnam

PJ6. Products made in foreign countries are worth the money

Product uniqueness
(modified from Huang
and Chang (2019))

PU1. Compared to other items in the same product group, products
i offered in foreign countries are unique

PU2. Products offered in foreign countries have features that other
i products of the same type do not have

0701 0834 0626

PU3. The product | need to buy is only available in foreign countries

from Oberecker and
Diamantopoulos (2011)

WTB1. | will most likely buy goods from foreign countries

WTB2. | will buy foreign goods next time | need a product

i WTB3. | will definitely try products from foreign countries

4 0711 0.839 | 0.634

These findings provide strong evidence of satisfac-
tory discriminant validity. Additionally, a Durbin-
Watson statistic within the 1-3 range and VIF val-
ues less than 5 for all components (Sarstedt et al.,
2021) indicate the absence of autocorrelation and
multicollinearity among predictor constructs.

The construct cross-validated redundancy (blind-
folding) technique is used to calculate the Q-squared
index (Q?%). As stated by Geisser (1974), this index
provides a more comprehensive expression of the
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predictive indicators of the exogenous latent variable.
The results, shown in Table 4, Q* value greater than
0 indicates that the exogenous latent variable can ac-
curately predict the endogenous latent variable under
consideration. The results demonstrate that the en-
dogenous latent variable product judgments explain
44.9% and willingness to buy explains 22% of the
prediction ability of the exogenous latent variable.

To evaluate the importance of exogenous latent
variables, Cohen (1992) proposed the f-squared

http://dx.doi.org/10.21511/im.21(1).2025.16
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Table 3. Discriminant validity

Constructs CAF ANl | COS . CET PCN : P PUQ | WTB
Fornell-Larcker criterion
Consumer af'ﬁnity 0910
0383 0.782 )
22020 0659 1 0784 )
L9350 0.256 : 0588 @ 0731
Willingness to buy 0.417 0.440 0.530 0.185 0.796
Consumer afﬁnlty Y
s O S S S
L0369 1 00
....................................................................... 0.793 )
........................................................................ 0.341 10749 )
Willingness to buy 0.589 0.670 0.261

Table 4. The results of R-squared, f-squared and construct cross-validated redundancy (blindfolding)

Cross- valldated redundancy R- squared f-squared
Constructs : Q2 Product : Willingness
SSO SSE R? R2 adj usted .
: (= 1-SSE/SSO) ) ¢ judgments to buy
Lonsumer afﬁ”'tv ,,,,,,,,,,, 2875.000 : 2875.000 SR O S .2 S DO 0024 .
.1725.000 : 1725.000 e, 0002 30002
.‘4025 OOOH 4025. OOO 0170 0.058

50.

00.000

3450000 1901979 . 0449 0739 . 0736 o 0033

1725000 1725000 S S S S - E
Wllllngness to buy i 1725.000 : 1344.732 : 0.220 0.356 0.350
Table 5. Results of relationship

Confidence intervals
Results relationships Std. -
2.5% : 97.5% : t-values : p-values ;| Decision
error : : : :

A1 .;Consumer affinty -> product judgments 0027 : 0057 . 0165 3951 . 0000 . Supported
H2 0064 0244 Supported
H3 Supported
H4
H5
H6 Rejected
H7 Supported
H8
H9
H10 Supportedm
H11 :Product unigueness - productJudgments i Supported

index. Table 4 shows that most exogenous latent
variables have a small to medium impact on the
endogenous latent variable, with the exception
of consumer animosity, which has an extremely
small or no impact (f= 0.02) on product judg-
ments and willingness to buy. Overall, the path

http://dx.doi.org/10.21511/im.21(1).2025.16

model demonstrates high accuracy. The results of
R? and R? adjusted are also presented in Table 4.
The willingness to buy scale exhibited the lowest R*
value of 35.6%, suggesting that a substantial por-
tion of the variance remains unexplained by the
model. Conversely, the product judgments scale
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Figure 2. Structural model

demonstrated the highest R* of 0.74, indicating a
stronger model fit. Overall, the structural equa-
tion model met the specified criteria.

The results of the study reveal six key factors that
influence the willingness of Vietnamese consum-
ers to purchase foreign products. These factors in-
clude consumer affinity, consumer cosmopolitan-
ism, consumer ethnocentrism, price competitive-
ness, product uniqueness, and product judgments.
Figure 2 illustrates the standardized beta coeffi-
cients and R? values derived from the structural
model based on the research findings.

4. DISCUSSION

This study found that price competitiveness has
the strongest impact on product judgments (A =
0.352, p-value = 0.000), while product uniqueness
is the second strongest factor in China (A = 0.312,
p-value = 0.000). This research result is consistent
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with the study of Wagner et al. (2016) who pointed
out that cross-border online shopping behavior is
mainly influenced by consumer benefits such as
exclusive brands (Wagner et al., 2016). When con-
sidering factors such as low prices, rich designs,
and diverse product options, China is often the
first country that comes to mind due to its dense
population and numerous design and processing
factories. In the same price segment, China con-
sistently produces high-quality and diverse prod-
ucts that are more competitive than those from
other countries. Therefore, competitive prices are
a crucial factor in consumers’ evaluation of goods.
Huang and Chang (2019) also found that both
price competitiveness and product uniqueness
have a positive impact on the perceived value of
shopping on foreign websites.

This study did not find a significant relationship

between consumer animosity and its impact on
product judgments and willingness to buy for-

http://dx.doi.org/10.21511/im.21(1).2025.16



eign products. This suggests that Vietnamese con-
sumers do not hold any animosity towards the
Chinese nation, and therefore, they may not have
any animosity towards evaluating Chinese goods
or consuming products from China. According
to Sharma et al. (1995), consumers tend to prefer
products from countries with similar cultures to
those from countries with no cultural similarities.
Given the long history of cultural exchange be-
tween Vietnam and China, Vietnamese consum-
ers may prefer Chinese products due to cultural
similarities. Therefore, it can be concluded that
Vietnamese consumers do not have any animos-
ity towards goods from China. However, this find-
ing is in contrast to the results of previous studies
conducted by Ercis and Celik (2019), Wongtada et
al. (2012) in the Singapore market, Wijayanti and
Elicia (2024) in Indonesian market, Quang et al.
(2017) in Vietnamese market. These studies have
shown that there is a significant level of animosity
towards Chinese goods among consumers in these
countries. In particular, Quang et al’s (2017) study
found that Vietnamese consumers have a negative
perception of Chinese food products for children.
The difference in results between this study and
Quang et al’s (2017) study can be attributed to
the different types of goods being studied. While
Quang et al’s (2017) study focused on food prod-
ucts for children, this study examined consumer
products in general, such as clothing and cosmet-
ics, which are targeted towards young people be-
longing to Generation Z. Therefore, the results
may vary due to the different target demographics.

Vietnamese consumers with a cosmopolitan mind-
set are likely to appreciate goods from China (A =
0.242, p = 0.000) and be willing to purchase prod-
ucts originating from this country (A = 0.239, p =
0.000). The rise of social media has greatly influ-
enced consumers’ online shopping behavior, with
China being home to many popular platforms such
as Weibo, TikTok (Douyin), and WeChat. TikTok,
in particular, has gained widespread popularity in
Vietnam, with a rapidly growing user base. As a
result, joining TikTok has become a trend among
many, especially the younger generation of Gen Z.
However, despite its positive aspects, the platform
also has limitations and negative effects that have
sparked backlash in various countries. This can
lead to a small portion of Gen Z users being in-
fluenced by information on digital platforms and

http://dx.doi.org/10.21511/im.21(1).2025.16
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developing a preference cosmopolitanism. This, in
turn, can have a significant impact on their spiri-
tual, cultural, and social perspectives, potentially
eroding traditional values and national identity.

This study employed two premises, patriotism and
nationalism, to measure consumer ethnocentrism,
diverging from the findings of Lan and Trung
(2024). They found that consumer ethnocentrism
negatively affects purchase intentions for foreign
products, while national identity has no such im-
pact. This research results confirmed that con-
sumer ethnocentrism (patriotism and national-
ism) exerts a negative influence on the willingness
to purchase foreign products. This finding aligns
with studies from other countries, including
Serbia (Zdravkovi¢ & Gasevié, 2022), Austria and
Slovenia (Zeugner-Roth et al., 2015). Consistent
with these previous findings, this study also dem-
onstrated that consumer ethnocentrism negatively
affects product judgments and, subsequently, the
willingness to purchase foreign products. This
aligns with the findings of Wijayanti and Elicia
(2024), Prince et al. (2019), and Quang et al. (2017).
Furthermore, this research supports the notion
that ethnocentric consumers exhibit a preference
for domestic products, driven by positive attitudes
toward domestic goods (Maksan et al., 2019).

According to the research conducted by Ercis and
Celik (2019), Fazli-Salehi et al. (2021), Guo et al.
(2018), this study confirms the positive influence of
consumer affinity on product judgments. The re-
sults also demonstrate that consumer affinity has a
positive impact on the willingness to buy Chinese
products. In recent decades, the cultural exchange
between Vietnam and China has achieved sig-
nificant progress, positively affecting various as-
pects such as politics, economics, society, culture,
security, and defense. The similarities between
Vietnamese and Chinese cultures, including as-
pects such as landscape, music, entertainment,
people, and politics, contribute to the influence of
consumer affinity on product judgments and pur-
chasing decisions. However, it is important to note
that Vietnamese culture remains distinct and rich
in national identity. Therefore, domestic business-
es should focus on developing high-quality prod-
ucts at competitive prices, as research has shown
that competitive pricing has the strongest impact
on product judgments. Additionally, incorporat-
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ing Vietnamese national identity into product de-
sign can increase competitiveness in the domestic
market. It is also crucial to ensure that product de-
sign is practical and user-friendly for Vietnamese

consumers, rather than simply following foreign
trends. By prioritizing the convenience and needs
of Vietnamese consumers, businesses can better
cater to their target market.

CONCLUSION

This study explored the socio-psychological factors influencing Generation Z’s willingness to purchase
foreign products in Vietnam, identifying six key determinants: consumer affinity, cosmopolitanism,
ethnocentrism (measured by patriotism and nationalism), price competitiveness, product uniqueness,
and product judgments. The findings reveal that product judgments significantly affect purchase will-
ingness both directly and indirectly, while consumer animosity does not have a significant impact.
These insights provide a foundation for developing marketing strategies aimed at enhancing the com-
petitiveness of domestic Vietnamese businesses against Chinese products, particularly in the low- and
medium-priced segments. Additionally, the research contributes to the theoretical understanding of
Vietnamese consumer preferences for Chinese goods within the local market context.
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