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Abstract 

		  Although market participants and academics have recognized the importance of green 

products globally, few studies focused on the PRC’s new first-tier cities market such as Chengdu.  

In contrast, most studies are conducted in Western developed countries or PRC’s first-tier  

megacities (e.g. Beijing, Shanghai, Guangzhou, Shenzhen). From the standpoint of product  

categories, research on consumer perceptions or behaviors toward specific green furniture 

remains limited. This study examined a comprehensive set of epistemic functional technology 

values toward green furniture consumption in Chengdu city-one of the most important cities  

considered to have the greatest potential to become PRC’s new metropolis center in the 

near future-using a mix of qualitative and quantitative methodology. Qualitative research 

was conducted through semi-structured interviews with nine experts currently employed at  

a multinational furniture company specializing in green furniture products. Quantitative research  

was conducted by collecting questionnaires from Wenjuanxing (www.wjx.cn)-an online  

questionnaire collection platform in the PRC. The population comprised consumers, aged  

22 years and up, who had purchased green furniture in Chengdu, and the sample size was  

decided by using the number of observed variables. The researcher finally received 417  

questionnaires for the data analysis in this research. The results indicated that epistemic and 

functional values significantly and positively influenced attitude and consumption behavior. In 

contrast, technology value affected attitude but did not directly influence consumption behavior. 

Furthermore, Chinese Chengdu consumers’ attitude could predict their consumption behaviors. 

This study was one of the recent empirical applications of Chinese consumer values to the 

context of green furniture experiences in PRC’s new first-tier cities. It offered valuable insights 

into marketing strategies for the furniture industry and provided practical recommendations for 

the promotion of green furniture.
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Introduction	

	 Furniture is now essential for improving 

quality of life (Xiong et al., 2020). And increasing  

environmental and health concerns have  

further driven demand for green furniture  

(Xu et al., 2020b; Shahsavar et al., 2020).  

Sheth et al. (1991) consumption value theory  

identifies functional, emotional, social,  

conditional, and epistemic values as key  

factors influencing consumer behavior. This 

theory has been supported in the green  

product sector. For instance, Rana and  

Solaiman (2023) found these values significantly  

predicted green purchase behavior in Iran’s 

energy-efficient electronics market, while Roh 

et al. (2022) demonstrated a positive impact 

of green perceived value on organic food 

purchases in Korea. Nikhashemi et al. (2021) 

highlighted the positive effect of technology,  

such as augmented reality, on consumer  

satisfaction and purchasing decisions. Similar 

results were found in China, Cao et al. (2022) 

and Yang et al. (2022) found that functional  

value and epistemic values have positive  

influences on consumers’ organic food and 

electric vehicle consumption, with sustainable  

attitudes further moderating behavior. Therefore,  

understanding how perceived value influences 

attitudes and behavior is crucial for analyzing 

consumer choices.

	 Traditionally, Beijing, Shanghai, Guangzhou,  

and Shenzhen have been the PRC’s key first- 

tier cities, driving political and economic  

activities (Fang et al., 2022). However, due to 

the PRC’s large population, new first-tier cities,  

like Chengdu, have emerged as potential  

metropolitan centers (Yeh & Chen, 2020). 

Chengdu consistently ranks first among new 

first-tier cities based on factors like lifestyle 

diversity and business resources (Yi et al., 

2021). With low birth rates and an aging  

population, attracting young talent is crucial 

for urban growth. Chengdu has become a top 

destination for graduates and, by 2021, had 

a population of 21.912 million, positioning 

it as a major transportation hub with future  

expansion plans (Guo, 2022; Thepaper, 2022).

	 Given that most previous research has 

focused on Western countries or PRC’s first- 

tier cities. There is a  limited research study 

on green furniture in Chengdu, despite the 

growing importance of new first-tier city  

markets. In addition, existing studies often lack 

empirical analysis of modern PRC consumer  

value systems, especially from qualitative 

perspectives within the furniture industry. 

Key factors like awareness of green furniture 

and technology value on consumer attitudes 

have not been thoroughly examined (Le-Anh 

& Nguyen-To, 2020). While there are some  

arguments about attitudes can predict  

consumer behavior (Cao et al., 2022; ElHaffar 

et al., 2020; Busalim et al., 2022). To address 

these knowledge gaps in academia and create 

long-term benefits for the furniture industry, 

consumers, and environment, a deeper grasp  

of the PRC Chengdu consumer’s value- 

attitude model to enhance the new first-tier 

city’s furniture consumption market is needed.

This study examined the effects of epistemic  

functional technology values on their  

consumption behavior via attitudes toward 



177วารสารปัญญาภิวัฒน์ ปีที่ 17 ฉบับที่ 2 พฤษภาคม-สิงหาคม 2568

ผ่านการรับรองคุณภาพจาก TCI (กลุ่มที่ 2) สาขามนุษยศาสตร์และสังคมศาสตร์

green furniture products in one of the PRC’s 

new first-tier city markets-Chengdu from  

internal personnel qualitative and analytical 

perspectives in the furniture industry. The  

current study also attempts to validate the  

attitude-behavior gap in green furniture products  

practice by adding contemporary technology 

value to the model. The sample consists of 

consumers aged 22 years and up who have 

purchased green furniture products in one of 

PRC’s emerging new first-tier cities-Chengdu.

Objectives

	 This study examined the effects of Chengdu  

consumers’ green furniture epistemic functional  

technology values on their attitude and  

consumption behavior with the following  

objectives: 

	 1. To study Chinese Chengdu consumers’  

epistemic functional technology values, and 

to examine the value factors that influence  

Chinese consumers’ attitudes and consumption  

behavior.

	 2. To seek the Chinese Chengdu consumer’s  

value-attitude causal model which enhances 

its green furniture consumption behavior in 

the new first-tier cities’ Chinese market.

Literature Review and Hypothesis

	 Consumption Value Theory

	 This study adopts the consumption value  

theory as its grounded theory. According 

to this theory, consumer choice behavior is  

influenced by several types of consumption 

values: functional, social, emotional, epistemic,  

and conditional (Sheth et al., 1991; Lee et al.,  

2015). 

	 Functional value refers to the perceived  

benefits related to the functionality or  

physical attributes of a product (Han et al., 

2017). Social value pertains to the benefits 

gained from association with one or more  

social groups (Gonçalves et al., 2016). Emotional  

value is characterized by the perceived benefit 

that elicits emotional responses or feelings 

from consumers (Khan & Mohsin, 2017; Lin & 

Huang, 2012). Epistemic value is defined as 

the perceived utility derived from stimulating  

interest, creating novelty, or fulfilling a desire  

for knowledge (Rahnama & Rajabpour, 2017). 

Lastly, conditional value refers to the perceived  

benefit that arises from a specific situation or 

set of circumstances (Lin & Huang, 2012).

	 Consumption value theory provides a 

comprehensive framework for understanding 

the factors that influence consumers’ purchasing  

decisions, product usage, and preferences across 

different product categories. Its application  

to the context of green furniture is particularly  

appropriate, as it recognizes the multidimen-

sional nature of consumer values, thereby 

mitigating the limitations associated with  

a single-dimensional perspective. This study 

focuses primarily on the epistemic and  

functional dimensions of consumption value, 

while also integrating technology value into 

the model.

	 Epistemic Value

	 Epistemic value relates to customers’  

desires for information, knowledge, and  

novelty experience (Rahnama & Rajabpour, 

2017). 

	 Although the concept of green furniture  
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has been introduced for several decades, 

consumers still lack sufficient knowledge 

about green furniture and often struggle to 

distinguish its authenticity from conventional 

ones. This leads to counterfeit green furniture  

products being widespread in the PRC furniture  

market (Qin et al., 2018). Consequently,  

consumers are more inclined to satisfy their  

curiosity and demand for novelty by purchasing  

authentic green furniture products that can 

provide them with epistemic value.

	 Functional Value

	 Functional value refers to the perceived 

benefits derived from a product’s functionality 

or physical performance, which is regarded as a 

decisive factor influencing consumer purchase  

decisions and consumption behavior (Williams 

& Soutar, 2009). 

	 In the context of green furniture products,  

functional value is mostly related to the quality,  

price, comfort, and health aspects (Yadav 

& Pathak, 2016; Han et al., 2017; Xu et al., 

2020a). 

	 Technology Value

	 Technology value is described as the 

consumer’s perceived benefits generated by 

the use of technology (Khosrow-Pour, 2005; 

Oyman & Ozer, 2022). 

	 Hoyer et al. (2020) highlighted those new 

technologies, such as the Internet of Things 

(IoT), Augmented Reality (AR), Virtual Reality  

(VR), Mixed Reality (MR), virtual assistants,  

chatbots, and robots—often driven by Artificial  

Intelligence (AI)—are significantly reshaping  

the customer purchasing experience.  

Rangaswamy et al. (2022) also argued that  

new technologies play a critical role in  

transforming the consumer experience across 

all major stages of the shopping journey,  

including the pre-transaction, transaction, and 

post-transaction phases (Rangaswamy et al., 

2022). 

	 Attitude

	 Previous research has indicated that 

these values significantly impact consumers’ 

consumption behavior. Meanwhile, consumer  

values were frequently associated with attitudes  

and behaviors (Long & Schiffman, 2000;  

Govaerts & Olsen, 2023). 

	 An individual’s attitude is described as a 

consistent inclination to respond favorably or 

adversely to a product or service, encompassing  

both positive and negative tendencies (Kim  

et al., 2020). There are three main dimensions 

of attitude: cognitive, affective, and conative. 

Cognitive refers to the consumer’s awareness, 

knowledge, beliefs, and ideas (Schiffman & 

Kanuk, 2004; Liao et al., 2017), while affective  

refers to the customer’s emotions and feelings 

(Fazal-e-Hasan et al., 2017; Duffett, 2020). At the 

Conative (or behavioral) stage, the consumer  

converts feelings and emotions into behavior 

(Huitt & Cain, 2005; Michael et al., 2018). In 

some literature, it is called the CAC model of 

attitudes. 

	 According to prior research, attitude is a 

direct factor that influences customer behavior,  

making it one of the most important types 

of research on customer behavior (Mosavi & 

Ghaedi, 2012; Khan et al., 2023).

	 Consumption Behavior

	 Consumption behavior, sometimes  
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described as purchase behavior, refers to  

consumers’ responses and activities in response  

to an organization’s marketing activities. 

	 This research focuses on the consumption  

dimensions of willingness to buy, recommend, 

and repurchase green furniture in Chengdu, an 

emerging new first-tier city in China. Willingness  

to buy refers to a consumer’s preference for 

one product over another (Sivapalan et al., 

2021). Willingness to recommend involves  

sharing positive feedback about a product, which 

is crucial for attracting potential customers,  

both through traditional word-of-mouth and 

electronic messages (Yoon & Uysal, 2005; 

Hennig-Thurau et al., 2004). Willingness to  

repurchase, or repurchase intention, is the  

decision to buy a product again (Hellier et al., 

2003). Previous research has suggested that 

consumption behaviors are influenced by  

factors such as price, innovation, attitudes, 

and satisfaction (Choe & Kim, 2018; Nguyen 

et al., 2020; Kim et al., 2021).

	 Relationship between Consumption 

Value and Attitude toward Green Furniture

	 Epistemic value is relevant to stimulate 

interest, create curiosity and novelty, and  

satisfy the desire for epistemic information, 

knowledge, and experience. There is some 

evidence in previous studies suggested that 

epistemic value can influence consumer 

choice behavior by creating positive attitudes. 

Choe and Kim (2018) investigated the impact 

of consumption value on foreign tourists’ 

perceptions of local food in Hong Kong and 

discovered that tourists’ attitudes toward  

local food and behavioral intentions are 

well explained by their consumption values,  

specifically taste/quality value and epistemic 

value. Adhitiya and Astuti (2019) investigated 

the green consumer behavior for green products  

in Indonesia and found that epistemic value 

had a significant influence on attitude, and 

they further indicated that epistemic value  

can be mediated between attitude and green 

consumption behavior. Similarly, Riptiono  

(2022) and Hussain et al. (2023) also claimed 

that epistemic value will form a positive  

attitude toward electric cars and local food 

through the effects of environmental concern. 

These findings mean that epistemic value is 

an important value that can create a positive  

attitude toward products. Based on the above 

prior research findings, hypothesis 1 was  

proposed:

	 Hypothesis 1: Epistemic value positively 

affects Chinese Chengdu consumers’ attitudes 

toward green furniture.

	 Functional value pertains to the perceived  

advantages in terms of physical performance, 

functionality, usefulness, or utility of a certain 

product. This value is considered the main driver  

of consumer choice behavior, in particular,  

in the initial research stages of consumer  

behavior. Han et al. (2017) found in their research  

that functional attributes such as comfort, 

performance, pollution level, driving range, 

charging time, and convenience significantly  

influence consumers’ attitudes and acceptance  

of electric vehicles. Similarly, Yu and Lee (2019)  

propose that functional value positively  

correlates with attitudes toward upcycled 

products. Lee et al. (2013) investigated the 
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functionalities of smartphones and concluded  

that the perceived functional diversity of  

convergent products positively influences 

product attitudes and purchase intentions. 

Based on the explanation above, the hypothesis  

2 proposed is:

	 Hypothesis 2: Functional value  

positively affects Chinese Chengdu consumers’  

attitudes toward green furniture.

	 Given the fast growth of smart tech-

nology applications in home decoration,  

encompassing augmented reality, applications,  

artificial intelligence, virtual catalogs, computer- 

generated imagery, and smart labels, it becomes  

imperative for both academic researchers and 

enterprises to grasp consumer responses to 

these technological innovations. Rivera et al. 

(2015) investigated the relationship between 

consumer perceptions toward the adoption of 

mobile technology in the hospitality industry 

and found that technology experience, the 

usefulness of mobile applications, and attitude  

toward mobile applications can be used 

to explain timeshare owners’ intentions to  

use a mobile application. Kim et al. (2017)  

reported similar research findings by suggesting  

that smart in-store technology settings have 

positive effects on consumer attitudes in the 

fashion retailing context. Drawing from the 

preceding discussion, the following hypothesis  

3 is formulated:

	 Hypothesis 3: Technology value posi- 

tively affects Chinese Chengdu consumers’ 

attitudes toward green furniture.

	 Relationship between Consumption Value  

and Consumer’s Consumption Behavior 

	 Epistemic value is proven to effectively  

influence consumer purchasing behavior toward  

green products directly in some previous  

evidence. According to Lin and Huang (2012), 

Gonçalves et al. (2016), green purchasing  

behaviors are enhanced by integrating functional  

and epistemic values. Rahnama and Rajabpour  

(2017) reveal that epistemic value had  

a significantly favorable impact on green 

product selection in Iran and that epistemic  

value is one of the most important elements in 

consumers’ green product selection behavior.  

Gonçalves et al. (2016) found that emotional, 

conditional, and epistemic values are significant  

for green product purchasing behaviors, but 

only when combined with the other values. 

Biswas and Roy (2015) identified perceived 

value-for-money and epistemic value as  

significant predictors of green consumption  

behavior. According to findings in these studies,  

epistemic value has a positive direct effect on 

consumer consumption behavior. Thus, below 

hypothesis 4 was proposed:

	 Hypothesis 4: Epistemic value positively  

affects Chinese Chengdu consumers’ con-

sumption behavior toward green furniture.

	 Besides traditional consumption values, 

technology has also been found an important 

value factor to has effects on consumption  

behaviors of green products in recent studies. 

The emergence of new technology applications  

in green products creates new market  



181วารสารปัญญาภิวัฒน์ ปีที่ 17 ฉบับที่ 2 พฤษภาคม-สิงหาคม 2568

ผ่านการรับรองคุณภาพจาก TCI (กลุ่มที่ 2) สาขามนุษยศาสตร์และสังคมศาสตร์

opportunities and influences customer decision- 

making nowadays (Friedman & Hendry, 2019). 

Poushneh and Vasquez-Parraga (2017) report 

in their research on virtual objects as well as 

the information provided by AR can increase 

user satisfaction, and user experience, and 

then further lead to increasing willingness 

to purchase behaviors. Based on the above  

previous studies, hypothesis 5 was proposed:

	 Hypothesis 5: Technology value  

positively affects Chinese Chengdu consumers’  

consumption behavior toward green furniture.

	 Relationship between Attitude toward 

Green Furniture and Consumption Behavior 

	 In addition to consumer values mentioned  

above, attitudes have also been found to be 

related to consumer consumption behavior 

by many previous scholars (Mosavi & Ghaedi, 

2012). Attitude is an enduring psychological 

tendency toward to certain objective (people, 

ideas, emotions, products, or events., etc.) 

(Kim et al., 2020). This psychological tendency  

encompasses the subjective appraisal of 

the individual and may result in behavioral  

tendencies. Attitude was found as a mediating  

factor between values and consumption  

behavior in some previous research work (Yeon 

Kim & Chung, 2011; Im et al., 2015). Consumer  

behaviorists also believe that customer’s  

attitude can predict their consumption  

behaviors (Zhao et al., 2014). Yadav and Pathak 

(2016) attempted to find factors that impact 

Indian young consumers’ purchase intention 

on green products. Their finding showed that  

consumers’ intention to buy green products can  

be predicted by attitude and environmental 

concern. Choe and Kim (2018) illustrate that 

consumers’ positive attitudes towards Hong 

Kong’s local food are associated with intentions  

to recommend Hong Kong food to tourists.  

Similarly, a strong relationship between  

customers’ attitude and their repurchase  

intentions is found in Jiménez and San-Martín 

(2017) and Bupalan et al., (2019) studies. 

Based on the above discussion, hypothesis 6 

was proposed:

	 Hypothesis 6: Chinese Chengdu  

consumers’ attitude toward green furniture 

positively affects consumption behavior.

Conceptual Framework

	 This framework is grounded in the  

consumption value theory (Sheth et al., 1991) 

and incorporates a contemporary technology 

value into the model. 

	 The Research Framework and the  

Corresponding 

	 Hypotheses are presented in Figure 1: The 

research framework for Consumption values  

and attitudes affecting Chengdu consumers’ 

consumption behavior of green furniture.
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Figure 1 The Research Framework for Consumption Values and Attitudes Affecting Chengdu 

Consumers’ Consumption Behavior of Green Furniture

Methodology 

	 This research is equipped with qualitative  

and quantitative mix methodology. The 

questionnaire was drafted after reviewing  

the extensive literature. Saunders et al. (2018)  

recommended a range of 5 to 25 for semi- 

structured interviews. In line with this guideline,  

the current qualitative research employed semi- 

structured, in-depth face-to-face interviews 

with 9 experts currently working in the furniture  

industry. The criteria for selecting these 9  

experts are that these 9 experts possess  

extensive knowledge and experience in the 

green furniture sector, having accumulated  

many years of professional involvement  

within an international furniture enterprise 

that specializes in green furniture product  

categories. Their insights offer a valuable  

insider’s perspective. The results from qualitative  

semi-structured interviews were used to refine 

survey questions for greater accuracy.

	 Before the main survey, 50 online pilot  

tests were made to modify the survey  

instruments. During the pilot test, the validity 

(IOC > 0.6) and reliability (Cronbach’s Alpha, 

a > 0.7) were checked. The IOC score for each 

question in this study ranged from 0.671 to 

0.893 which is greater than 0.6 indicating that 

these questions could effectively evaluate  

the test items in the expert’s judgments.  

The summary of Cronbach’s alpha for all  

observed variables, which ranged from 0.731 

to 0.823, indicates that the reliability statistics 

requirements were met.
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	 Ultimately, the primary survey was  

conducted to gather information. The quantitative  

research used Confirmatory Factor Analysis (CFA)  

to confirm significant independent variables in 

the model and Structural Equation Modeling 

(SEM) to test the hypotheses and check the 

causal relationship among the variables using 

SPSS version 23.0 and AMOS version 22.0. 

	 Population and Sampling Design 

	 This research targets consumers aged 

22 and above in the PRC Chengdu as the  

population, as they have likely completed their 

bachelor’s education and gained purchasing  

power to some extent, making them suitable  

respondents for studying green furniture  

consumption behavior (Ling et al., 2024).  

According to the 7th National Census of PRC 

held on November 1, 2020, the total population  

of consumers aged 22 and up in Chengdu is 

18.16 million (National Bureau of Statistics of 

China-Chengdu, 2021). The sample size was 

decided by the number of observing variables. 

In this study, the researcher will use 20 cases 

per observation per indicator variable in setting  

a sufficient number of samples for SEM analysis.  

As this study is designed for 18 questions, 

the total sampling size would be 360 (18x20)  

questionnaires using Jackson’s (2003) guidelines.  

Purposive sampling was employed to select  

respondents based on specific criteria, including  

their characteristics, knowledge, and experiences  

(Andrade, 2021). 

	 The Research Tools 

	 The questionnaire, consisting of four 

parts, was developed through a literature  

review (Biswas & Roy, 2015; Choe & Kim, 2018; 

Adhitiya & Astuti, 2019; Wang et al., 2021), 

expert interviews, and validity and reliability  

checks. It covers demographic attributes,  

factors influencing green values and attitudes,  

and factors affecting green furniture  

consumption behavior in Chengdu. Scales 

were adapted to suit the PRC context, and the 

questionnaire was translated into Chinese by a 

native expert. A 5-point Likert scale was used 

for measurement, with responses ranging from 

“strongly disagree (1)” to “strongly agree (5)”.

	 Data Collection

	 The questionnaire was collected through 

the Wenjuanxing platform which is a famous 

professional online questionnaire collection 

tool in PRC (Yang et al., 2021; Liang et al., 2022). 

The questionnaire was collected from March to 

May 2024. One screening question was set up 

“Have you ever purchased green furniture?” 

Respondents who answered this question  

negatively were excluded from further  

participation in the survey. Following these 

exclusions, 417 questionnaires were collected 

as the sample for the data analysis.

Results

	 The frequency analysis demonstrated that 

257 respondents were female counting 61.6%.  

The age range was as follows: 22-32 (44.8%), 

33-43 (48%), 44-54 (6%), and 55 and above 

(1.2%). Respondents with undergraduate d 

egrees made up 85.4%, and with postgraduate 

and above education leave count for 9.4%. 

192 respondents reported a monthly income 

of 7,001 yuan or more (46%), 115 respondents 

reported a monthly income between 5,001 
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and 7,000 yuan (27.6%), and 86 respondents 

reported a monthly income between 3,001 

and 5,000 yuan (20.6%). 220 respondents are 

married with one child (52.8%), 79 respondents  

are single and stay alone (18.9%), and 46 

respondents are single and stay with family 

(11%).

	 Confirmatory Factor Analysis 

	 CFA was conducted on a dataset (N = 417)  

using Amos 22.0, showing satisfactory goodness- 

of-fit indices. Standardized factor loadings 

ranged from 0.41 to 0.69, meeting the 0.4  

threshold (Shrestha, 2021). AVE values exceeded  

0.5, confirming convergent validity, and CR 

values were above 0.7, indicating internal  

consistency (Lee et al., 2014; Cheung et al., 

2024). Fit indices, including RMSEA (0.037), 

GFI (0.935), CFI (0.942), and TLI (0.905), met 

established criteria (Kline, 2023), confirming 

a robust model fit and allowing for structural 

model testing.

	 Structural Equation Modeling (SEM)

	 In Table 1, all the fit indices surpass 

the established benchmarks for acceptable  

model fit. Moreover, the summarized structural 

paths and their corresponding estimates, along 

with the results of hypotheses testing are also  

presented in Table 1.

Table 1 Summary of Structural Paths, Total Effect, Direct Effect, Indirect Effect, and Hypothesis 

Testing Results (n = 417)

H From To

Hypothesis Results

Total 
Effect

Direct 
Effect

Indirect 
Effect

Hypothesis 
Relation

P Value
Hypothesis 

Support

H1 EV ATT 0.730 0.730 0.000 Positive 0.000 Accepted

H2 FV ATT 0.550 0.550 0.000 Positive 0.000 Accepted

H3 TV ATT 0.530 0.530 0.000 Positive 0.000 Accepted

H4 EV CB 0.867 0.867 0.000 Positive 0.000 Accepted

H5 TV CB 0.375 0.120 0.255 Positive 0.162 Rejected

H6 ATT CB 0.480 0.480 0.000 Positive 0.020 Accepted

Note: χ2 = (519.217, P < 0.000), CFI = 0.942, TLI = 0.905, RMSEA = 0.037, GFI = 0.935

Discussion

	 All hypotheses were evaluated employing  

structural equation modeling. Five out of 

six hypotheses (H1-H4, H6) were statistically  

significant, while one hypothesis (H5) was  

statistically insignificant and was subsequently 

rejected in this study. Hypothesis 1: Epistemic  

value positively affects Chinese Chengdu 

consumers’ attitudes toward green furniture, 

was assessed through the examination of the 

path coefficient linking epistemic value to PRC 

Chengdu consumers’ attitudes toward green 
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furniture products (β = 0.730, p<0.001). The  

result showed that Chinese Chengdu consumers  

who perceived high epistemic value tended 

to exhibit positive attitudes toward green  

furniture. This outcome aligns with previous 

research demonstrating that epistemic value 

had a significantly favorable effect on attitudes 

in consumer’s product selection process 

(Choe & Kim, 2018; Adhitiya & Astuti, 2019; 

Hussain et al., 2023). 

	 Hypothesis 2: Functional value positively  

affects Chinese Chengdu consumers’ attitudes  

toward green furniture, was validated through 

examination of the path coefficient between 

functional value and PRC Chengdu consumers’  

attitudes toward green furniture products  

(β = 0.550, p< 0.001). The findings revealed 

that the higher the functional value Chinese 

Chengdu customers perceived, the more  

positive attitude will be generated toward 

green furniture products. Prior research has 

shown some evidence to corroborate this 

claim, demonstrating that functional value has 

a significant positive impact on consumers’  

attitudes and their consumption behaviors 

(Lee et al., 2013; Han et al., 2017; Yu & Lee, 

2019).

	 Hypothesis 3: Technology value positively  

affects Chinese Chengdu consumers’ attitudes  

toward green furniture, was checked by  

investigating the path coefficient between  

technology value and PRC Chengdu consumers’  

attitudes toward green furniture products  

(β = 0.530, p<0.001). The findings revealed that 

Chinese Chengdu consumers who evaluated  

high technology value had a favorable attitude 

toward green furniture products. This finding 

is consistent with prior studies (Rivera et al., 

2015; Kim et al., 2017).

	 Hypothesis 4: Epistemic value positively  

affects Chinese Chengdu consumers’ consump-

tion behavior toward green furniture, which was 

confirmed by examining the path coefficient  

between epistemic value and their consump-

tion behavior (β = 0.867, p < 0.001). The findings  

revealed that Chinese Chengdu consumers 

who perceive positive epistemic value are 

more inclined to purchase green furniture 

products. The influence of epistemic value  

on consumer consumption behavior has been  

demonstrated in previous studies (Lin & Huang,  

2012; Biswas & Roy, 2015; Rahnama & Rajabpour,  

2017; Kim et al., 2021). The satisfaction of  

consumers’ desire for information and novelty  

knowledge and experience was proved to 

be an effective factor influencing consumer  

purchasing behavior toward green products.

	 Hypothesis 5: Technology value positively  

affects Chinese Chengdu consumers’ consumption 

behavior toward green furniture, was checked 

by investigating the path coefficient between 

technology value and PRC Chengdu consumers’  

consumption behavior toward green furniture 

products (β = 0.375, p = 0.162). The results  

showed that Chengdu consumers who  

perceived high technology value did not  

exhibit positive consumption behavior,  

contradicting previous studies where  

technology value significantly influenced green  

product consumption (Poushneh & Vasquez- 

Parraga, 2017; Friedman & Hendry, 2019). 

This may be due to limited implementation  
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of technologies like AR, AI, and virtual 3D  

models in the furniture industry, despite 

growing consumer interest. It is essential  

to apply these emerging technologies and  

educate consumers on differentiating authentic  

green furniture through tools such as QR 

codes, green labels, and augmented reality.

	 Hypothes is  6 :  Chinese  Chengdu  

consumers’ attitude toward green furniture 

positively affects consumption behavior, was 

tested by investigating the path coefficient  

between attitude and PRC Chengdu consumers’  

consumption behavior toward green furniture  

products (β = 0.480, p<0.001). The result 

showed that Chinese Chengdu consumers’  

attitude can predict their consumption  

behaviors, when they evaluate green furniture 

more positively, they are more inclined to 

purchase green furniture products. This finding 

aligns with previous research indicating that  

attitude mediates between customer value 

and consumption behavior (Zhao et al., 2014; 

Im et al., 2015; Yadav & Pathak; 2016; Choe & 

Kim, 2018; Bupalan et al., 2019). 

Figure 2 Results of the Direct Path for the Structural Model (n = 417)
(***p < 0.001, **p < 0.01, *p ≤ 0.05)

*

Consumers’

rejected
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Conclusions

	 This study examined the effects of PRC  

Chengdu consumers’ green epistemic, functional,  

and technology values on their attitude toward  

green furniture products and consumption 

behavior. A Chinese Chengdu consumer’s 

value-attitude causal model was developed 

to show significant value factors and attitudes 

that impact their green furniture consumption 

behavior in the market.

	 The findings of this study revealed  

a significant association among epistemic, 

functional, and technology values with the 

attitudes and consumers’ green consumption  

behavior in the PRC Chengdu. Most of the 

hypothesized relationships in the model 

were confirmed, except for the relationship 

between technology value and consumption 

behavior. These results align with previous  

research, which has demonstrated that  

epistemic value positively influences attitudes  

and consumption behavior (Rahnama &  

Rajabpour, 2017; Choe & Kim, 2018; Hussain  

et al., 2023), and functional value has a significant  

positive effect on both attitude and behavior 

(Lee et al., 2013; Han et al., 2017; Yu & Lee, 

2019). Consumers’ attitudes positively affect 

their consumption behavior (Zhao et al., 2014; 

Yadav & Pathak, 2016; Bupalan et al., 2019). 

Additionally, technology value has a positive 

impact on attitudes (Rivera et al., 2015; Kim 

et al., 2017). However, this study found that 

technology value did not affect consumption  

behavior directly, a finding that contrasts 

with prior research, such as Poushneh and 

Vasquez-Parraga (2017), which suggested that  

new technologies like AR can enhance consumer  

satisfaction and further lead to their purchase 

behavior.

	 The current study broadens on previous 

research regarding green furniture products in 

the PRC Chengdu’s new first-tier cities market.  

Predominant prior research is focused on the 

supply side. This study contributes to the  

existing body of knowledge by elucidating the 

“demand” for green furniture consumption from 

the consumer perspective. The examination  

of consumers’ experiences and perceptions 

related to green furniture in this study serves 

to bridge an extant research gap. Moreover, 

this study expanded existing theories of  

consumption value and contributes to theoretical  

development by integrating new green Chinese  

values such as technology value on the grounded  

theories and consider it as an important  

antecedent of consumption behavior for the 

new first-tier cities PRC Chengdu customers. 

	 This is one of the first empirical studies 

conducted in PRC’s new first-tier cities market- 

Chengdu and specially focused on green  

furniture product categories. It provides insights  

to furniture enterprises on devising and  

implementing effective marketing strategies 

to effectively communicate with Chinese  

consumers to achieve long-term sustainability 

development in the furniture industry. It also 

offers possible information for government 

officials, policymakers, and other relevant  

organizations to improve the legal system 

on the green furniture sector for the Chinese  

new first-tier cities market and also the  

international market.
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	 The present study showed no empirical 

evidence that technology value influences  

PRC Chengdu consumers’ consumption  

behavior toward green furniture directly.  

Therefore, government and industry associations  

must promote and educate consumers to  

understand the latest technological tools. 

Additionally, furniture industry practitioners 

should more widely integrate these new  

technologies into their green furniture products.  

This will enable consumers to experience 

the convenience and enjoyment of these  

technologies during the home decoration  

process, thereby enhancing their overall  

purchasing experience. In particular, epistemic  

value and functional value should be  

emphasized to PRC Chengdu consumers due 

to their strong positive effects on both Chinese 

consumers’ attitudes toward green furniture 

and their consumption behavior.

Limitations & Recommendations for Future 

Research

	 Although this study makes a valuable 

contribution to the knowledge surrounding 

PRC’s new first-tier cities Chengdu consumers’  

consumption behavior on green furniture 

products, several limitations should be  

addressed. This study connects the marketing  

field of green furniture products regarding 

value, attitudes, and consumption behaviors 

from the consumer’s perspective. This study 

is limited by its small sample size and it was 

only conducted in one of PRC’s new first-tier 

cities named Chengdu from a total of fifteen 

first-tier cities. Therefore, the findings cannot  

be generalized to those that are not in  

the new first-tier cities list. The limitation  

pertains to the refinement of the Chengdu  

demographic profile in the PRC and the 

scale measuring green furniture consumption  

values. The measurement framework was 

developed based on the consumption value 

theory. However, the appropriateness of scale 

refinement may vary with distinct samples 

of green furniture products from different  

countries or regions. Consequently, the  

researcher recommends future researchers  

investigate the causal model in various  

countries and locations with diverse cultural 

backgrounds.
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