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Abstract

The main purpose of this study is to investigate factors influencing non-resident Gen
X Chinese on their purchase intention of real estate in China. The variables used are functional
value, conditional value, attitude, subjective norm, perceived behavioral control,
environmental concern in predicting purchase intention. The conceptual framework was
developed based on the theory of planned behavior (TPB) and the theory of consumption
value (TCV). The questionnaire includes screening questions, demographic questions and scale
items. The data were collected from 500 samples. Sampling methods were purposive
sampling, convenience sampling and snowball sampling. Confirmatory factor analysis (CFA)
and Structural equation modeling (SEM) were applied for data analysis. The results of the
hypotheses testing verified that the functional value and conditional value had a significant
influence on attitude. Furthermore, attitude, subjective norm, perceived behavioral control,
and environmental concern significantly influenced purchase intention. In conclusion, real
estate companies and the Chinese government can apply the findings into practice in order
to develop the product, adjust sales techniques and collaborate to frame a national policy to

promote real estate market among Gen X buyers in China.
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Introduction

Since 1995, China’s real estate market has gone through five development stages,
including the initial stage of marketization, the rapid development stage, the prosperity stage,
the adjustment stage and the high sideways stage (Huang, 2020). China’s commercial housing
sales area has increased by approximately 21 times, reaching 1.761 billion square meters in
2020, commercial housing sales increased by approximately 136 times, reaching 17.36 trillion

yuan in 2020, and real estate development investment increased by approximately 44 times,
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reaching 14.14 trillion yuan in 2020 (Huang, 2020). Since 2020, the COVID-19 has brought a
great impact on China’s economic development, and the Chinese government still adheres
to the positioning of “houses are for the living, not for speculation” and regulates real estate,
with abundant liquidity, more stringent financial supervision and management of the real
estate industry. Generation X is Individuals born from about 1965 to 1980 and has identified
to have a demand for housing (National Bureau of Statistics of China, 2021). In addition, due
to the imminent implementation of the real estate tax, these factors will directly or indirectly
affect the development of China’s real estate industry, and will also cause the slowdown of
real estate development in Panzhihua City, the reduction of real estate sales area, and the

increase of real estate sales area for sale.

Objectives of the Study

The research objectives were described based on the relationships between the
constructs as follows;

1) To investigate the significant influence of functional value and conditional value
on the attitude of non-resident Gen x Chinese on buying real estate in Panzhihua, China

2) To determine the significant influence of attitude, subjective norm, perceived
behavioral control, and environmental concern on purchase intention of non-resident Gen x

Chinese.

Significance of the Study

The understanding of the purchase intention of Gen X in real estates will help real
estate development enterprises adjust their product types and sales methods, and help
promote real estate sales nationwide (Chen, 2021; Jing et al., 2021). Strengthening
communication with government authorities will help localize relevant policies of the real
estate industry, stabilize the job market, and accelerate the growth of the real estate industry
(Zhao & Yu, 2012). At the same time, with the help of Panzhihua Health City’s influence, it
can increase the promotion and attraction to more people from other places to invest in real

estate projects in Panzhihua City which is significant to the country’ s economy.

Literature Review

1. Theory of Planned Behavior (TPB)

The theory of planned behavior (TPB) was introduced by (Ajzen, 1991). TPB has been
subjected to empirical studies broadly, especially in the research of social and behavioral
sciences. TPB provides the ideal concept of a person’s psychological behavior in the context
of business and management, and educational research (Bosnjak et al., 2020). According to
the TPB, human behavior is steered by three types of considerations which are behavioral

beliefs, normative beliefs, and control beliefs. In representing the theory, behavioral beliefs
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generate a favorable or unfavorable attitude toward the behavior. Normative beliefs produce
perceived social pressure or subjective norm. Lastly, control beliefs grant perceived behavioral
control or self-efficacy (Ajzen, 2012).

2. Theory of Consumption Values (TCV)

The theory of consumption value (TCV) is a proposed marketing theory by Sheth et
al. (1991) that explains the motivation of consumers' consumption behavior through
consumption values. TCV generalizes consumer behavior on a large scale in various
comprehensive and integrated research (Tanrikulu, 2021). The consumer behavior aspect is
the extent to which driven by consumption. The theory noted a formal concept for
investigating consumption values. A number of researchers has applied the TCV to examine
consumer choice and purchasing behavior. TVC framework proposes primary constructs which
are functional, social, emotional, epistemic, and conditional values (Long & Schiffman, 2000;
Zolkepli, 2016; Talwar et al.,, 2020; Kushwah et al., 2019; Rousta & Jamshidi, 2019).

3. Functional value (FV)

Functional value is a key reason for consumer decision-making, including attitude,
perception and behavior. These decisions are constituted by the economic and/ or actual
utility that consumers can acquire during the consumption process (Lin & Huang, 2012;
Sangroya & Nayak, 2017; Schuitema et al., 2013; Han et al., 2017). Functional value has been
explained as the realistic or technical interests that users can acquire through the use of
products or services (Soutar & Sweeney, 2001). Perceived functional value is also the function
of the items, as well as a person’s perception of items’ availability and differentiation (Hennigs
et al.,, 2012). Wherefore, consumer’s study always shows that the functional value of the
product has an important impact on consumers’ attitude (Ryu et al., 2012). Hence, the present
study proposes the following hypothesis:

H1: Functional value has a significant influence on attitude.

4. Conditional value (CV)

Supported by Sheth et al. (1991), conditional value has been interpreted as a
situation that comes from the external environment and is associated with expected or
unpredictable promotion choices. Conditional value is defined as the utility of a product or
service in particular situations or environments. CV includes the impact of situational incidents,
the classification of situational features, antecedent status, physical environment, social
environment, task conception and time perspective (Soutar & Sweeney, 2001; Mantymaki &
Salo, 2015). Based on Hung and Hsieh (2010), conditional value is stated as the perceivable
utility of a particular situation or series of situations faced by alternative choices, and it is used
to facilitate or limit decision-making. Holbrook (1994) proposed that conditional value is
decided by the circumstance in which the value decision happens, and only exists under
certain circumstances. Caird et al. (2008) pointed out that, in the green behavior of consumers,

incentive measures of external conditions include discounts and subsidies, which can
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encourage consumers’ positive attitudes. Hence, we propose that:
H2: Conditional value has a significant influence on attitude.

5. Attitude (AT)

Teng (2009) stated that attitude is a reflection of a person’s preference for any special
thing. Attitude is an overall assessment and discernment. It is the abstract connection of a
specific object, and a psychological tendency expressed by evaluating the object’s favor or
dissatisfaction (Papadimitriou et al., 2016). Based on the research by Taib et al. (2008), attitude
is described as an organization that determines the intentional reason for future behavior or
the eventual execution of a specific behavior. A person’s attitude greatly impacted purchase
intention. If customers have positive attitudes towards specific behaviors, they tend to
purchase a product/service. In opposite, negative attitudes eliminated the consumer’s
tendency to buy (Verbeke & Vackier, 2005). Therefore, we propose the following:

H3: Attitude has a significant influence on purchase intention.

6. Subjective norm (SN)

Subjective norm is explained as a person’s motivation to pursue personal
expectations of important individuals (e. g, peers and superiors) (Taylor & Todd, 1995).
Subjective norm is also defined as the social pressure that a person feels when deciding
whether to take a certain behavior. Concretely, it is the sum of personal beliefs, that is,
importance of others’ opinions can convince an individual to perform or not perform the
behavior and his/her motivation to follow others’ behavior (Aertsens et al., 2009). Studies
about the purchase intention on eco-friendly products showed that subjective norm can
greatly affect the behavioral intention to buy such products (Kalafatis et al., 1999). Subjective
norm is interpreted as the social pressure for persons to act or not to act specific behaviors
(Ajzen, 2005). Thus, a hypothesis is proposed:

Hd4: Subjective norm has a significant influence on purchase intention.

7. Perceived behavior control (PBC)

Perceived behavior control is explained as the individual’s perceived difficulty in
performing particular behaviors (Fishbein & Ajzen, 1975). Perceived behavior control is defined
as a person’s perception of his/her ability to execute certain actions (Ajzen, 2005). Perceived
behavior control is extended as the degree of control achieved by a person during the
implementation of the behavior (Chen, 2007). During the economic downturn, consumers may
also change their regular buying behavior into more price-sensitive (Bondy & Talwar, 2011).
Perceived behavior control has been evidenced to directly affect purchase intention (Noar &
Zimmerman, 2005). Accordingly, a hypothesis is set:

H5: Perceived behavior control has a significant influence on purchase intention.

8. Environmental concern (EC)

Environmental concern is defined as the emotional, knowledge, and willingness level

to transform into specific behaviors (Maloney et al., 1975). Environmental concern identified a
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major element for consumers to decision-making in the concern of an environment
(Diamantopoulos et al., 2003). Environmental knowledge comprises the impact of personal
behavior on the environment and remedial measures that can improve behavior (Hines et al.,
1987). McCarty and Shrum (2001) believed that a person tends to participate in environmental
behaviors in order to realize his/her desire to solve environmental problems, and feel that
he/she is protecting the environment. Environmental concern is a powerful driving force for
purchase intention (D’Souza et al., 2007). Based on the above discussion, the following
hypothesis is demonstrated:
H6: Environmental concern has a significant influence on purchase intention.

9. Purchase intention (PI)

Purchase intention refers to future expectations or planned actions, which is the
tendency to transform product beliefs and attitudes into actions (Ajzen, 2005). Purchase
intention is identified as the tendency of buying a particular product (Zhuang & Alford, 2015).
Soutar and Sweeney (2001) categorized consumption value into functional value, emotional
value and social value. It is believed that consumption value influences product attitude and
purchase intention. Purchase intention is selected as a personal evaluation, and deputizes as
a good representative of a person’s behaviors (Chandon et al., 2005). De Pelsmacker et al.
(2005) regarded the positive correlation between fair trade product attitudes and purchase

intentions.

Research Framework

The research framework was developed from two main behavioral models which are
the Theory of Planned Behavior (TPB) and the Theory of Consumption Value (TCV). The key
variables developing six hypotheses which were functional value, conditional value, attitude,

subjective norm, perceived behavioral control, environmental concern, and purchase

Conditional
value
H2

intention as proposed in Figure 1.

Functional
value

H1

Environmental
Concern

Subjective
Norm

Purchase
intention

Perceived
Behavioral
Control

Figure 1 Conceptual Framework
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Research Methodology

The quantitative method was used for the data collection and analysis of this
empirical study. The questionnaires were distributed online and offline. This research
instrument consisted of three parts including screening questions, demographic questions and
scale items. According to Cooper and Schindler (2011), the five-point Likert scale used in this
study could reflect the rating scale of the measuring items. The descriptions of the five scales
were 1 (strongly disagree), 2 (disagree), 3 (neither agree nor disagree), 4 (agree), and 5 (strongly
agree).

1. Population and Sample Size

The target population was non-resident Gen X Chinese (between 40 - 55 years old)
who are big spenders of real estate in Panzhihua, China. According to Panzhihua Bureau of
Statistics (2021), there were 337,132 non-resident Chinese in Panzhihua City. Soper (2022)
recommended a minimum sample size of 425, calculating from anticipate effect sizeat 0.2,
desired statistical power level at 0.8, 7 latent variables 22 observed variables and probability
level at 0.05. Finally, the researcher distributed questionnaires to around 800 people and
received 500 responses which are applicable sample size for this study.

2. Sampling Technique

This study adopted nonprobability sampling as the sampling method. The sampling
techniques included purposive sampling, convenience sampling and snowball sampling.
Purposive sampling was intended for the selection of non-resident Gen X Chinese in Panzhihua.
Convenience sampling was employed for the questionnaire distribution to 500 respondents via
offline and online channels. Snowball sampling was accounted by requesting participants to

share the online survey link to their acquaintances who were Gen X Chinese.

Results and Discussion

1. Demographic Information

According to the statistical results, the majority of the 500 respondents were 40 to 45
years age range age range which accounted for 43.8% (219 respondents), whereas the least
group was 50 years old and above of 5.2% (26 respondents). Regarding occupation, the majority
of respondents were other occupation which accounted for 52.2% (261 respondents), followed
by enterprise employees accounted for 29.0% (145 respondents) and Engineer which
accounted for 10.2% (51 respondents). For education level, most of respondents were under
college graduates which accounted for 34.6% (173 respondents), follows by Master’s or
Doctorate’s Degree accounted for 21.2% (106 respondents) and bachelor’s degree accounted
for 21.0% (105 respondents). In addition, the majority of respondents had a monthly income
of 5000-8000 RMB which accounted for 31.6% (158 respondents), followed by 3000-5000 RMB
accounted for 27.4% (137 respondents) and 8000~10000 RMB or More than 10000 RMB

accounted for 17.8% (89 respondents). Finally, most of the respondents worked for less than
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10 years which accounted for 62.0% (310 respondents), follows by between 11 years and 15
years accounted for 20.2% (101 respondents) and more than 15 years accounted for 9.2% (46
respondents).

2. Confirmatory Factor Analysis (CFA)

Supported by Hair et al. (2010), the fit indices are required to examine the
measurement model of CFA. As of Table 1, the results of an initial model were not good fit.
After the adjustment of the model, the fit results were Chi-Square (x2/df) = 2.701, soodness-
of-fit index (GFI) = 0.917, adjusted goodness-of-fit index (AGFI) = 0.887, comparative fit index
(CFI) = 0.963, normalized fit index (NFI) = 0.943, Tucker-Lewis index (TLI) = 0.954, and root mean
square error of approximation (RMSEA) = 0.058. In addition, the convergent and discriminant

validity were assured.

Table 1: Goodness of Fit for Measurement Model before and after Adjustment

Before After
Index Acceptable Values . .
Adjustment Adjustment
CMIN/DF | < 3.00 (Hair et al., 2006) 3.013 2.701
GFl > 0.90 (Hair et al., 2006) 0.905 0917
> 0.85 (Schermelleh-engel et al.,
AGF] 0.871 0.887
2003)
CFI > 0.90 (Hair et al., 2006) 0.956 0.963
NFI > 0.90 (Hair et al., 2006) 0.935 0.943
TLI > 0.90 (Hair et al., 2006) 0.946 0.954
RMSEA <0.08 (Pedroso et al., 2016) 0.063 0.058
Not in harmony In harmony
Model
with empirical with empirical
summary
data data

Source: Created by the author

Based on Hair et al. (2006), the factor loading is greater than 0.5, and the value of
composite reliability (CR) should be at least 0.70 to be qualified (Diamantopoulos et al., 2003).
According to Bagozzi and Yi (1989), the average variance (AVE) ranges from 0 to 1, and the AVE
value should be at least greater than 0.50. Hence, through the analysis results of the AMOS
statistical program, it was confirmed that the measurement model in this research significantly

met the requirements of convergent validity. The details of CFA values are shown in Table 2.
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Table 2: Confirmatory Factor Analysis Result, Composite Reliability (CR) and Average Variance

Extracted (AVE)

Source of No. of Factors
Latent Variables CR AVE
Questionnaire ltems Loading
Functional Value (FV) | Woo and Kim (2019) 3 0.804-0.874 | 0.883 | 0.715
Conditional Value
Woo and Kim (2019) 3 0.828-0.854 | 0.875 0.701
cv)
Attitude (AT) Woo and Kim (2019) 0.803-0.865 | 0.877 | 0.703
Subjective Norm (SN) | Khan and Azam (2016) 0.819-0.863 | 0.901 | 0.694
Perceived Behavioral
Zhang et al. (2018) 3 0.783-0.876 | 0.870 | 0.691
Control (PBC)
Environmental
Tan et al. (2017) 3 0.685-0.843 | 0.835 0.629
Concern (EC)
Purchase Intention
*) Ng et al. (2020) 3 0.797-0.898 | 0.887 | 0.724

Source: Created by the author

Fornell and Larcker (1981) described the discriminant validity as the extent of

difference between a definite potential variable and additional potential variables. The

condition for building the discriminant validity is when the average variance extracted (AVE) of

each suggested construct was more than additional constructs’ sharing variance. Table 3

confirmed that the measurement model of this study significantly met the requirements of

discriminant validity.

Table 3: Discriminant Validity

FV cv AT SN PBC EC PI

FVv 0.846

cv 0.655 0.837

AT 0.608 0.679 0.838

SN 0.700 0.691 0.690 0.833
PBC 0.639 0.652 0.628 0.791 0.831

EC 0.465 0.498 0.451 0.472 0.429 0.793

Pl 0.619 0.659 0.602 0.668 0.675 0.548 0.851

Note: The diagonally listed value is the AVE square roots of the variables

Source: Created by the author
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3. Structural Equation Model (SEM)

The goodness of fit of the structural equation modeling (SEM) was calculated, using
the AMOS statistical program as shown in Table 4. The good fit results of the adjusted model
were that Chi-Square (x2/df) = 2.376, goodness-of-fit index (GFI) = 0.933, adjusted goodness-
of-fit index (AGFI) = 0.902, comparative fit index (CFI) = 0.972, normalized fit index (NFI) = 0.953,
Tucker-Lewis index (TLI) = 0.963, and root mean square error of approximation (RMSEA) = 0.052.

Table 4: Goodness of Fit for Structural Model before and after Adjustment

Before After
Index Acceptable Values . .
Adjustment Adjustment
CMIN/DF | < 3.00 (Hair et al., 2006) 12.420 2.376
GFl > 0.90 (Hair et al., 2006) 0.646 0.933
> 0.85 (Schermelleh-engel et al.,
AGF] 0.563 0.902
2003)
CFl > 0.90 (Hair et al., 2006) 0.726 0.972
NFI > 0.90 (Hair et al., 2006) 0.709 0.953
TLI > 0.90 (Hair et al., 2006) 0.691 0.963
RMSEA <0.08 (Pedroso et al., 2016) 0.151 0.052
Not in harmony In harmony
Model
with empirical with empirical
summary
data data

Source: Constructed by the author
4. Hypothesis Testing Result
The results of the hypotheses testing verified that the functional value and
conditional value had a significant influence attitude. Furthermore, attitude, subjective norm,
perceived behavioral control, environmental concern significantly influenced purchase
intention. The standardized path coefficient (B) and t-value were approved the significant value
of p<0.05. Therefore, Table 5 showed that H1, H2, H3, H4, H5 and H6 were all supported.

Table 5: Hypothesis Result of the Structural Equation Model

Standardized
Hypothesis path coefficient | t-value Testing result
®
H1: Functional Value (FV) 0.317 3.975%** Supported
=> Attitude (AT)
H2: Conditional Value (CV) 0.735 8.462*** Supported
=> Attitude (AT)
H3: Attitude (AT) => Purchase 0.407 2.036*** Supported
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Standardized
Hypothesis path coefficient | t-value Testing result
(B)
Intention (PI)
Ha: Subjective Norm (SN) => -2.807 -0.932%%* Supported
Purchase Intention (PI)
H5: Perceived Behavioral Control 3.095 5.610%** Supported
(PBC) => Purchase Intention (PI)
H6: Environmental Concern (EC) => 0.278 2.296%** Supported
Purchase Intention (PI)

Note: ***p<0.05

Source: Created by the author.

The results of hypotheses are concluded as follows:

H1 presented that the relationship between functional value and attitude which was
significant at standard coefficient value of 0.317 (t-value = 3.975) as complied with many
scholars (Lin & Huang, 2012; Sangroya & Nayak, 2017; Schuitema et al., 2013; Han et al., 2017),
Functional value or an effectiveness of a product is the key driver of consumers’ attitudes,
perceptions, and behaviors.

H2 was supported at standard coefficient value of 0.735 (t-value = 8.462). Hence,
conditional value (CV) is a significant factor, which directly influenced purchase intention of
real estate in Panzhihua. This result had been supported by Sheth et al. (1991), which
interpreted that consumers’ attitude to buy are influenced by a composition of a product.

H3 confirmed that attitude (AT) was a significant factor that determines purchase
intention with standard coefficient value of 0.407 (t-value = 2.036). Papadimitriou et al. (2016)
agreed that consumer’s attitude had an impact on the buying intention of a product. Taib et
al. (2008) revealed that positive attitude towards a brand, product or organization would
encourage a consumer to purchase.

H4 indicated the hypothesis result of subjective norm and purchase intention of Gen
X buyers in Panzhihua. The standard coefficient value at -2.807 (t-value = -4.932). Previous
studies signified a person’s motivation to buy a product can be influenced by their close
contact or other individuals (Aertsens et al., 2009; Kalafatis et al., 1999). Subjective norm had
been implied as the social pressure for a person to perform behaviors (Ajzen, 2005).

H5 revealed the standard coefficient value between perceived behavioral control
and purchase intention at 3.095 (t-value = 5.610), approving the significant relationship. Hence,
perceived behavioral control can predict purchase intention of real estate in Panzhihua.
Numerous scholars found that perceived behavioral control had an impact on residential
decision-making and buying intention (Bondy & Talwar, 2011; Noar & Zimmerman, 2005).
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H6 validated the assumption of the significant influence between environmental
concern and purchase intention at standard coefficient value of 0.278 (t-value = 2.296). The
finding was supported by many researchers to explain individuals who have a concern about
environmental issues were more willing to adopt eco-friendly product buying (Hines et al,,
1987; McCarty & Shrum, 2001).

Conclusions, Recommendations and Limitations

1. Conclusions

China’s real estate market has been rapidly growing in the past decades. Consumer
behavior is essential to be studied in order to develop sales strategies and government policy
to enhance sustainability and global real estate competition. This study achieved its objective
to determine factors influencing non-resident Gen X Chinese’ purchase intention of real estate
in Panzhihua China. Based on TPB and TCV theories, the proposed variables were derived from
the previous literature review. The results revealed that that the functional value and
conditional value had a significant influence on attitude. Furthermore, attitude, subjective
norm, perceived behavioral control, environmental concern significantly influenced purchase
intention.

2. Recommendations

From the results, factors influencing non-resident Gen X Chinese’ purchase intention
of real estate in Panzhihua China are perceived behavioral control, conditional value, attitude,
functional value, environmental concern and subjective norm. Therefore, Chinese
governments, real estate companies, and related researchers can use the results of this study
as a basis or reference for adjusting real estate policies, improving the structure of real estate
products, and conducting further research.

3. Limitations and Future Research

This study involves several limitations. Firstly, the target population was only Gen X
and was scoped merely in China’s real estate market. Secondly, the conceptual framework
was composed with some variables in TPB and TCV theories. Thirdly, the quantitative method
was used in the statistical results but no qualitative measure to be compared. In future
researches, researchers can expand or target a different population to examine different
findings. In addition, researchers can add more or other variables to obtain more reliable
factors influencing the purchasing intention of real estate, and further employ qualitative

method such as in-depth interview or focus group for better implications.

References

Aertsens, J., Verbeke, W., Mondelaers, K., & Van Huylenbroeck, G. (2009). Personal Determinants
of Organic Food Consumption: A Review. British Food Journal, 111(10), 1140 - 1167.
Retrieved from https://doi.org/10.1108/00070700910992961



sas3vInsantviumaluladuvieqassaugd U7 9 avuil 1 unsian - Gguieu 2566 297
Ajzen, 1. (1991). The theory of planned behavior. Oreganizational Behavior and Human Decision
Processes, 50(2), 179-211. Retrieved from https://doi.org/10.1016/0749-

5978(91)90020-T
Ajzen, I. (2005). Attitudes, Personality and Behaviour (2" ed.). Open University Press.
. (2012). The theory of planned behavior. In P. A. M. Lange, A. W. Kruglanski & E. T.
Higgins (Eds.), Handbook of theories of social psychology (Vol. 1, pp. 438-459). SAGE.
Bagozzi, R. P., & Yi, Y. (1989).0n the evolution of structural equation models. Journal of
Academy of Marketing Science, 16, 74-94.
Bondy, T., & Talwar, V. (2011). Through thick and thin: How fair-trade consumers have reacted
to the global economic recession. Journal of Business Ethics, 101(3), 365-383.
Bosnjak, M., Ajzen, I., & Schmidt, P. (2020). The Theory of Planned Behavior: Selected Recent
Advances and Applications. Europe’s Journal of Psychology, 16(3), 352-356. Retrieved

from https://doi.org/10.5964/ejop.v16i3.3107
Caird, S., Roy, R., & Herring, H. (2008). Improving the energy performance of UK households:

results from surveys of consumer adoption and use of low- and zero-carbon
technologies. Energy Efficiency, 1(2), 149-166.

Chandon, P., Morwitz, V. G., & Reinartz, W. J. (2005). Do intentions really predict behavior? self-
generated validity effects in survey research. Journal of Marketing, 6€9(4), 1-14.

Chen, M. F. (2007). Consumer attitudes and purchase intentions in relation to organic foods in
Taiwan: Moderating effects of food-related personality traits. Food Quality and
preference, 18(7), 1008-1021.

Chen, Y. (2021). Risks and Suggestions of Real Estate Enterprises in the New Situation. Sci-Tech
& Development of Enterprise, 1, 132-134.

Cooper, D. R., & Schindler, P. S. (2011). Business Research Methods (11" eds.). Sage Publications

De Pelsmacker, P., Driessen, L., & Rayp, G. (2005). Do consumers care about ethics? Willingness
to pay for fair trade coffee. Journal of Consumer Affairs, 39(2), 361-383.

Diamantopoulos, A., Schlegelmich, B. B., Sinkovics, R. R., & Bohlen, G. M. (2003). Can socio-
demographics still play a role in profiling green consumers? A review of the evidence
and an empirical investigation. Journal of Business Research, 56(6), 465-480.

D’Souza, C., Taghian, M., & Khosla, R. (2007). Examination of environmental beliefs and its
impact on the influence of price, quality and demographic characteristics with
respect to green purchase intention. Journal of Targeting, Measurement and Analysis
for Marketing, 15(2), 69-78.

Fishbein, M., & Ajzen, |. (1975). Belief, attitude, intention and behaviour: An introduction to

theory and research. Addison-Wesley.


https://doi.org/10.1016/0749-
https://doi.org/10.5964/ejop.v16i3.3107

'
a oy a

1353157390580 VunAluladuvisgissaund U7 9 aUud 1 unTiau — dguigu 2566 298

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable
variables and measurement error. Journal of Marketing Research, 18(1), 39-50.
Retrieved from https://doi.org/10.2307/3151312

Hair. Jr., J. F., Black., W. C., Babin., B. J., Anderson., R. E., & Tatham., R. (2006). Multivariant Data
Analysis. Pearson International Edition.

Han, L., Wang, L., Zho, S., & Li, J. (2017). The intention to adopt electric vehicles: driven by
functional and non-functional values. Transportation Research Part A, 103, 185-197.

Hennigs, N., Wiedmann, K. P., Klarmann, C., Strehlau, S., Godey, B., Pederzoli, D., Neulinger, A,
Dave, K., Aiello, G., & Donvito, R. (2012). What is the value of luxury? a cross — cultural
consumer perspective. Psychology & Marketing, 29(12), 1018-1034.

Hines, J. M., Hungerford, H. R., & Tomera, A. N. (1987). Analysis and synthesis of research on
responsible environmental behavior: a meta-analysis. Journal of Environmental
Education, 18(2), 1-9.

Holbrook, M. B. (1994). The Nature of Customer Value, an Axiology of Services in the
Consumption Experience. Sage.

Huang, Y. (2020). Historical changes and trend outlook of China’s real estate market. China
Real Estate, 29, 21-26.

Hung, C., & Hsieh, C. (2010). Searching the fit pattern between cultural dimensions and
consumption values of mobile commerce in Taiwan. Asia Pacific Management
Review, 15(2), 147-165.

Jing, Z., Wang, L., & Fang, Y. (2021). Does the Increasing Economic Policy Uncertainty Promote
the Investment of Chinese Real Estate Enterprises?—Evidence from Chinese A-Share
Listed Companies. Studies of International Finance, 2, 12-22.

Kalafatis, S. P., Pollard, M., East, R., & Tsogas, M. H. (1999). Green marketing and Ajzen’s theory
of planned behaviour: A cross-market examination. Journal of consumer marketing,
16(5), 441-460.

Khan, A., & Azam, M. K. (2016). Factors Influencing Halal Products Purchase Intention in India:
Preliminary Investigation. The IUP Journal of Marketing Management, 15(1), 20-35.

Kushwah, S., Dhir, A., & Sagar, M. (2019). Ethical consumption intentions and choice behavior
towards organic food. Moderation role of buying and environmental concerns.
Journal of Cleaner Production, 236. Retrieved from
https://doi.org/10.1016/j.jclepro.2019.06.350

Lin, P., & Huang, Y. (2012). The influence factors on choice behavior regarding green products

based on the theory of consumption values. Journal of Cleaner Production, 22(1),
11-18.


https://doi.org/10.2307/3151312
https://doi.org/10.1016/j.jclepro.2019.06.350

sas3vInsantviumaluladuvieqassaugd U7 9 avuil 1 unsian - Gguieu 2566 299

Long, M. M., & Schiffman, L. G. (2000). Consumption values and relationships: segmenting the
market for frequency programs. Journal of Consumer Marketing, 17(3), 214-232.
Retrieved from https://doi.org/10.1108/07363760010329201

McCarty, J. A., & Shrum, L. (2001). The influence of individualism, collectivism, and locus of
control on environmental beliefs and behavior. Journal of Public Policy & Marketing,
20(1), 93-104.

Maloney, M. P., & Braucht, G. N. (1975). Pyschology in Action: A Revised Scale for the
Measurement of Ecological Attitudes and Knowledge. American Psychologist, 30,
787-790.

Mantymaki, M., & Salo, J. (2015). Why do teens spend real money in virtual worlds? A
consumption values and developmental psychology perspective on virtual
consumption. International Journal of Information Management, 35(2), 124-134.

National Bureau of Statistics of China. (2021, February 28). Statistical Communiqué of the
People’s Republic of China on the 2020 National Economic and Social

Development. Retrieved from

http://www.stats.gov.cn/tjsj/zxfb/202102/t20210227 1814154.html

Ng, K., Cosma, A., Svacina, K., Boniel-Nissim, M., & Badura, P. (2021).Czech adolescents’ remote
school and health experiences during the spring 2020 COVID-19 lockdown.
Preventive Medicine Reports, 22(1), 1-10. Retrieved from

https://doi.org/10.1016/j.pmedr.2021.101386.

Noar, S. M., & Zimmerman, R. S. (2005). Health Behavior Theory and cumulative knowledge
regarding health behaviors: are we moving in the right direction?. Health Education
Research, 20(3), 275-290.

Panzhihua Bureau of Statistics. (2021, May 31). Bulletin of the seventh national census of

Panzhihua City. Retrieved from

http://www.panzhihua.gov.cn/zwgk/gzdt/gges/1899787.shtml

Papadimitriou, D., Kaplanidou, K. K., & Papacharalampous, N. (2016). Sport event-sponsor fit
and its effects on sponsor purchase intentions: a non-consumer perspective among
athletes, volunteers and spectators. The Journal of Business and Industrial
Marketing, 31(2), 247-259.

Pedroso, R., Zanetello, L., Guimaraes, L., Pettenon, M., Goncalves, V., Scherer, J., Kessler, F., &
Pechansky, F. (2016). Confirmatory factor analysis (CFA) of the crack use relapse scale
(CURS). Archives of Clinical Psychiatry, 43(3), 37-40.

Rousta, A., & Jamshidi, D. (2019). Food tourism value: Investigating the factors that influence
tourists to revisit. Journal of Vacation Marketing, 26(1), 73-95, Retrieved from
https://doi.org/10.1177/1356766719858649


https://doi.org/10.1108/07363760010329201
http://www.stats.gov.cn/tjsj/zxfb/202102/t20210227_1814154.html
http://www.panzhihua.gov.cn/zwgk/gzdt/gggs/1899787.shtml
https://doi.org/10.1177/1356766719858649

sas3vInsantviumaluladuvieqassaugd U7 9 avuil 1 unsian - Gguieu 2566 300
Ryu, K., Lee, H. -R., & Kim, G. (2012). The influence of the quality of the physical environment,
food, and service on restaurant image, customer perceived value, customer
satisfaction, and behavioral intentions. International Journal of Contemporary

Hospitality Management, 24(2), 200-223.

Sangroya, D., & Nayak, J. K. (2017). Factors influencing buying behaviour of green energy
consumer. Journal of Cleaner Production, 151, 393-405.

Schermelleh-Engel, K., Moosbrugger, H., & Muller, H. (2003). Evaluating the Fit of Structural
Equation Models: Tests of Significance and Descriptive Goodness-of-Fit Measures.
Methods of Psychological Research, 8(2), 23-74.

Schuitema, G., Anable, J., Skippon, S., & Kinnear, N. (2013). The role of instrumental, hedonic
and symbolic attributes in the intention to adopt electric vehicles. Transportation
Research Part A: Policy and Practice, 48(2), 39-49.

Sheth, J. N., Newman, B. I, & Gross, B. L. (1991). Why we buy what we buy: a theory of

consumption values. Journal of Business Research, 22(2), 159-170. Retrieved from

https://doi.org/10.1016/0148-2963(91)90050-8
Soper, D. S. (2022). A-priori Sample Size Calculator for Structural Equation Models [Softwarel].

Retrieved from www.danielsoper.com/statcalc/default.aspx

Soutar, G., & Sweeney, J. C. (2001). Consumer perceived value: the development of a multiple
item scale. Journal of Retailing, 77(2), 203-220.

Sweeny, J. C,, & Soutar, G. N. (2001). Consumers perceived value: The development of a
multiple item scale. Journal of Retailing, 77, 203-220.

Taib, F. M., Ramayah, T., & Abdul Razak, D. (2008). Factors influencing the intention to use
diminishing partnership home financing. International Journal of Islamic and Middle
Eastern Finance and Management, 1(3), 235-248.

Talwar, S., Dhir, A., Kaur, P., & Mantymaki, M. (2020). Why do people purchase from online
travel agencies (OTAs)? A consumption values perspective. International Journal of

Hospitality Management, 88, 1-11. Retrieved from

https://doi.org/10.1016/j.ijhm.2020.102534

Tan, C. S., Ooi, H. Y., & Goh, Y. N. A. (2017). Moral extension of the theory of planned behavior
to predict consumers’ purchase intention for energy-efficient household appliances
in Malaysia. Energy Policy, 107, 459-471

Tanrikulu, C. (2021). Theory of Consumption Values in Consumer Behavior Research: A Review
and Future Research Agenda. International Journal of Consumer Studies, 45(9).
Retrieved from https://doi.org/10.1111/ijcs. 12687

Taylor, S., & Todd, P. A. (1995). Understanding information technology usage: A test of

competing models. Information systems research, 6(2), 144-176.


https://doi.org/10.1016/0148-2963(91)90050-8
http://www.danielsoper.com/statcalc/default.aspx
https://doi.org/10.1016/j.ijhm.2020.102534
https://doi.org/10.1111/ijcs.12687

sas3vInsantviumaluladuvieqassaugd U7 9 avuil 1 unsian - Gguieu 2566 301

Teng, L. (2009). A comparison of two types of price discounts in shifting consumers’ attitude
and purchase intentions. Journal of Business Research, 62(1), 14-21.

Verbeke, W., & Vackier, I. (2005). Individual determinants of fish consumption: Application of
the theory of planned behaviour. Appetite. 44(1), 67-82. Retrieved from

https://doi.org/10.1016/j.appet.2004.08.006
Woo, E., & Kim, Y. G. (2019). Consumer attitudes and buying behavior for green food products.
British Food Journal, 121(2), 320-332. Retrieved from https://doi.org/10.1108/BFJ-01-

2018-0027

Zolkepli, I. A. (2016). Domination of mobile apps market: the effect of apps value on apps
rating and apps costs in determining adoption. Proceedings of Penang International
Symposium on Advanced in Social Sciences and Humanities, Royale Bintang, Penang.

Zhang, L., Chen, L., Wu, Z,, Zhang, S., & Song, H. (2018). Investigating young consumers’
purchasing intention of green housing in China. Sustainability, 10(4),1-15.

Zhao, Z., & Yu, W. (2012). Policy Suggestions for Promoting the Healthy Development of the
Real Estate Market. Review of Economic Research, 24, 36.

Zhuang, W., & Alford, B. (2015). The mediation effects of sticker shock. The Journal of Product
and Brand Management, 24(4), 412-419.


https://doi.org/10.1016/j.appet.2004.08.006
https://doi.org/10.1108/BFJ-01-

