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INFLUENCE OF PSYCHO-SOCIAL FACTORS 

 AND 

GREEN MARKETING STRATEGIES 

ON CONSUMERS‟ GREEN PRODUCT 

 PURCHASE BEHAVIOUR 

 

By: Naik Meera Vishnudas 

 

Research Guide: Dr.  K.  G. Sankaranarayanan 

Associate Professor and Director 

 Zantye College Research Centre 

 

ABSTRACT 

Consumer awareness about environmental problems and resulting environmental 

concern has increased the demand for green products. This research has been 

conducted to determine the factors influencing the Green Product Purchase Behaviour 

(GPPB) of the consumers. 

 

The review of the literature indicated that there is limited research on psycho-social 

factors such as self-transcendence, self-enhancement, social influence, control 

strength and control belief and also on factors determining consumer attitude towards 

green marketing strategies and the influence of attitude towards green marketing 

strategies on green product purchase behaviour (GPPB). Also, there are few studies 

on moderating effects. Hence the present study provides additional insights into these 

issues.  

 

Two models are developed in this study. The first model is on the influence of psycho-

social factors on green product purchase behaviour and is based on the Theory of 

Planned Behaviour. The moderating role of environmental concern, perceived 
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consumer effectiveness and the demographics are also evaluated. The second model is 

based on Attitude-Intention-Behaviour Model and evaluates determinants of consumer 

attitude towards green marketing strategies and also the influence of attitude towards 

green marketing strategies on green product purchase behaviour. The study also 

examines the moderating effect of perceived consumer barriers and demographics in 

Green Marketing Strategies Attitude-Intention-Behaviour Model. In this study, actual 

purchases of green fast-moving consumer goods and green electrical household 

appliances made by consumers in the past one year have been examined. 

 

The subjects for this study were individual consumers over 20 years of age. A total of 

1150 responses were collected. Structural equation modelling technique has been 

employed in this study for data analysis. The measurement models were validated by 

testing for convergent and discriminant validity.  The structural models and the results 

of path analysis were used to test the hypotheses and to draw conclusions. 

 

The main finding of the study can be outlined as follows: 

It was supported by this study that environmental concern and self-transcendence 

have a significant positive influence on attitude towards green product purchase, 

whereas self-enhancement has a significant negative influence on attitude towards 

green product purchase.  It was found that normative social influence and value-

expressive social influence have a significant positive impact on the subjective norm. 

It is also indicated that control strength and control belief have a significant influence 

on perceived behavioural control. 

 

The study also demonstrated that attitude towards green product purchase and 

perceived behavioural control influence Green Product Purchase Intention (GPPI), 

whereas subjective norm does not. The study revealed a significant positive 

relationship between Green Product Purchase Intention (GPPI) and Green Product 

Purchase Behaviour (GPPB). The moderating role of environmental concern, 

perceived consumer effectiveness, gender, income and education on the relationships 

in the Theory of Planned Behaviour is also supported. 
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The study revealed that green perceived trust, green perceived value and eco-label 

credibility are important determinants of consumer attitude towards green marketing 

strategies. The findings also indicate that green ad skepticism and perceived 

packaging harm does not have a significant influence on attitude towards green 

marketing strategies.  

 

Among green marketing strategies, attitude towards green products and attitude 

towards green branding were found to have a significant influence on GPPI. The 

influence of attitude towards green advertising, attitude towards eco-labelling and 

attitude towards green packaging on GPPI was insignificant.  The findings revealed a 

significant positive relationship between GPPI and GPPB in the model. The 

moderating role of perceived consumer barriers, gender, age, income and education 

on the relationships in the Green Marketing Strategies Attitude-Intention-Behaviour 

Model is supported. 

 

The research work identified the determinants of the consumers‟ attitude towards 

green marketing strategies and developed a scale to measure determinants of 

consumer attitude towards green marketing strategies and also scale is developed to 

measure attitude towards green marketing strategies.  An attempt has been made 

through this study to conceptualise and operationalise constructs of normative social 

influence, value-expressive social influence, self-transcendence, self-enhancement, 

perceived packaging harm and perceived consumer barriers.   

 

To conclude, this study provides a methodology to investigate the green product 

purchase behaviour of consumers and provides a theoretical contribution to 

understanding the determinants of GPPB. The findings of the study are important in 

terms of developing environmental policies, persuasive communication strategies and 

green marketing strategies so as to influence the purchase of green products and 

thereby promote sustainable consumption. 

 

Keywords: influence, attitude, green product purchase intention, green product 

purchase behaviour, psycho-social factors, green marketing strategies 
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CHAPTER 1 

INTRODUCTION 

 

In recent years, the link between consumption and possibly harmful effects on the 

natural environment has become more important than ever (Koller, Floh, & Zauner, 

2011). Some of the serious repercussions of environmental damage are global 

warming, increased environmental pollution, and depletion of natural resources (Chen 

and Chai, 2010).  Some environmental problems are linked to individual 

consumption, and this has brought environmental problems down to the consumer 

level. Consumer awareness about environmental problems and resulting 

environmental concern is expected to be a major issue in consumers‟ mind while 

making a purchase decision. While satisfying personal needs remain central to 

consumer behaviour, environmental preservation has also become a primary concern 

of the consumers (De Moura et al., 2012). 

 

1.1 BACKGROUND OF THE STUDY  

Consumer behaviour has a significant impact on the environment, being at the same 

time, part of the problem and part of the solution for environmental problems. The 

options that individuals make, to behave in certain ways and to consume certain 

products have direct and indirect consequences on the environment, as well as on the 

well-being of the society (Paço, Alves, Shiel, & Filho, 2013).  Consumers are key 

actors in promoting more environment-friendly consumption behaviours, as they have 

the power, through their consumption activities, to force companies to act more 

responsible, punish those firms which are competing unfairly and reward ethical and 

green products available in the market (Leonidou & Leonidou, 2011). This increased 

awareness and interest in sustainable consumption are expected to influence consumer 

purchase behaviour (De Moura et al., 2012).  According, to the Norwegian Ministry 

for the Environment (1994), the term “sustainable consumption” refers to “the use of 

goods and services that respond to basic needs and bring a better quality of life, while 

minimizing the use of natural resources, of toxic materials and emissions of waste and 

pollutants over the lifecycle, so as not to jeopardize the needs of future generations” 

(De Moura et al., 2012). Thus, sustainable consumption to a large extent can be 
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achieved by green consumption. Green consumption, on the other hand, is normally 

related to environmentally responsible consumption where consumers consider the 

environmental impact of purchasing, using, and disposing of various products, or 

using various green services (Moisander, 2007). Green consumption can be ensured, 

to a large extent, by the purchase and use of green products. As consumers become 

aware of their consumption-related environmental problems, they seek to purchase 

green products (Kilbourne et al., 2009; Laroche et al., 2001).  

 

According to Ottman (1998, p. 89), a well-known author in the field of green 

marketing: Green products are typically durable, non-toxic, made of recycled 

materials, or minimally packaged.  Durif, Boivin and Julien (2010, p. 27) proposed 

the following definition of a green product: “a product whose design and/ or 

attributes (and/or production and/or strategy) uses recycling (renewable/toxic 

free/biodegradable) resources and which improves environmental impact or reduces 

environmental toxic damage throughout its entire life cycle”. The definition was 

drawn after analysis and codification of 35 academic definitions of a green product. 

According to Nimse et al. (2007, p. 131), green products may be defined as “products 

that contain recycled materials, reduce waste, conserve energy or water, use less 

packaging, and reduce the amount of toxics disposed or consumed”. There cannot be 

an absolute green product, because all products use up some energy and resources and 

create by-products and emissions during their manufacture, transportation, storage, 

usage, and eventual disposal. So green is relative, describing products with less 

impact on the environment than their alternatives (Ottman, 1998).  

 

The results of the consumer survey suggest that consumers may be more concerned 

with the tangible attributes of a green product, particularly those that may have an 

impact on the preservation of the environment and personal health (Durif, Boivin, & 

Julien, 2010). Hence from the consumers‟ point of view and for the purpose of this 

study “green products refer to products that reduce  generation of waste and releases 

of pollutants; products that can be reused or recycled  and  made from recycled 

materials; products that use less packaging; products using alternatives to hazardous 

or toxic chemicals, radioactive materials and bio-hazardous agents; products that  
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emit less toxic substances; products and services that conserve energy and water, use 

energy from renewable resources such as bio-based fuels, solar and wind power; thus 

these products provide tangible benefits to consumers and reduces the harm it would 

otherwise have caused the environment”.  

 

Any product which is made, used or disposed of in a way that significantly reduces 

the harm it would otherwise have caused the environment is considered as green 

product (Jain & Kaur, 2004a). Thus, green products are less harmful to humans and 

the environment compared to traditional products in use and are more socially, 

economically and, environmentally viable in the long run (Nimse et al., 2007). Terms 

such as environmentally friendly products, environmentally sustainable products, 

ecological products, and environmental goods are often used with regard to green 

products and are synonymously used in this thesis. 

 

The growth of environmental concern has led to a phenomenon known as “green 

consumerism”, a market-place orientation in which consumers‟ purchase, product 

usage and disposal decisions are driven by a desire to preserve nature‟s ecological 

balance (Carlson, Grove, & Kangun, 1993). Several factors have been responsible for 

the growth of green consumerism. These include heightened awareness of 

environmental/green issues among people often as a result of media coverage; a shift 

in values towards concern for environment and society; the emergence of an 

increasing number of green substitutes to traditional products i. e. green products; 

increased use of green marketing strategies by the companies i. e. green branding, 

green advertising, green packaging, eco-labelling, etc. and increased levels of 

information available to help green consumers to make informed decisions (Jain & 

Kaur, 2004a). 

 

The concern with environmental issues has resulted in a new segment of consumers i. 

e. green consumers.  Green consumer refers to one who avoids environmentally 

harmful products, minimises waste, tries to save energy, and chooses environmentally 

friendly products as often as possible (Greendex, 2012). Green consumer or 

ecologically conscious consumer can be defined as one who purchases (avoids) 
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products and services which he or she perceives to have a positive (negative) impact 

on the environment (Roberts & Bacon, 1997). Elkington (1994) defined a green 

consumer as one who avoids products that are likely to endanger the health of the 

consumer or others; cause significant damage to the environment during manufacture, 

use or disposal; consume a disproportionate amount of energy; cause unnecessary 

waste; use materials derived from threatened species or environment; involve 

unnecessary use of or cruelty to animals, and adversely affect other countries. 

 

Studies suggest that green consumers not only desire to purchase the green products 

but also are willing to pay more to do so (Haytko & Matulich, 2008; Nimse et al., 

2007; Sammer & Wüstenhagen, 2006). Though the green trend is more visible in 

developed countries, it has slowly started gaining importance in developing countries 

as well. In India too, concern for the environment has considerably heightened in 

recent years (Chitra, 2007; Greendex, 2014) and this is evident from the increasing 

enactment of environmental laws and increasing environmental activism (Jain & 

Kaur, 2004b). Businesses have now realised that, in future, consumers‟ purchase 

decisions will be based on environmental concern. Business firms have attempted to 

respond to the increasing environmental concern of consumers, to green pressures and 

environmental legislations by development of green products and accompanying use 

of green marketing (Banerjee, Gulas, & Iyer, 1995; Chan, 2000; Jain & Kaur, 2006; 

Leonidou et al., 2011; Menon & Menon, 1997; Ottman, 1992; Pickett-Baker & Ozaki, 

2008; Schuhwerk & Lefkoff-Hagius, 1995).   

 

The process of integrating environmental concerns into marketing activities and 

strategies has been given various labels in recent research, such as, ecological 

marketing (Fisk, 1974), environmental marketing (Polonsky, 1995), green marketing 

(Ottman, 1993; Polonsky, 1995), greener marketing (Charter and Polonsky, 1999), 

sustainable marketing (Fuller, 1999) and sustainability marketing (Kumar, Rahman, & 

Kazmi, 2013). This may have slightly different meanings and may indicate an 

evolution of the concept over time (Kumar, Rahman, & Kazmi, 2013) in this thesis, 

they are considered as synonyms. 
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The concept of green marketing significantly evolved after the first workshop on 

„Ecological Marketing‟ organised by American Marketing Association in 1975, the 

proceedings of which resulted in one of the first books on green marketing entitled 

“Ecological Marketing” by Henion & Kinnear (1976a). 

 

The American Marketing Association workshop attempted to bring together 

academicians, marketing practitioners, and public policy makers to examine 

marketing‟s impact on the natural environment. At this workshop ecological 

marketing was defined as “the study of the positive and negative aspects of marketing 

activities on pollution, energy depletion and non-energy resource depletion” (Henion 

& Kinnear, 1976b, p.1). This definition takes into consideration both the positive and 

negative aspects of marketing; however, it examines a narrow range of environmental 

issues. According to Mintu & Lozada (1993, p. 17) “Green marketing refers to the 

application of marketing concepts and tools to facilitate exchanges that satisfy 

organisational and individual goals in such a way that the preservation, protection, 

and conservation of the physical environment is upheld.” Polonsky (1995, p. 30) 

adopting the basic definition of marketing by Stanton and Futrell (1987) defined green 

or environmental marketing “consists of all activities designed to generate and 

facilitate any exchanges intended to satisfy human needs or wants, such that the 

satisfaction of these needs and wants occurs, with minimal detrimental impact on the 

natural environment.”  This definition incorporates much of the traditional 

components of the marketing definition. Therefore it ensures that the interests of the 

organisation and all its consumers are protected, as the voluntary exchange will not 

take place unless both the buyer and seller mutually benefit. This definition also 

includes the protection of the natural environment by attempting to minimise the 

detrimental impact this exchange has on the environment. On similar lines, Peattie 

(1995, p. 28) defined green marketing as „„the holistic management process 

responsible for identifying, anticipating and satisfying the requirements of customers 

and society, in a profitable and sustainable way.‟‟ Put simply; green marketing 

comprises all those marketing activities which the firms undertake to create a positive 

impact or lessen the negative impact of their products on the environment (Jain & 

Kaur, 2004a).  
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One conclusion which is obvious from above definitions is that green marketing is a 

much broader concept and various activities that encompass green marketing include 

undertaking market analysis to identify the market for green products and ideas, 

studying consumers‟ green attitudes and behaviours, green market segmentation, 

creating innovative green products and services, developing green positioning strategy 

and evolving a green marketing mix programme (Jain & Kaur, 2003). 

 

For this study green marketing is defined as “the application of marketing strategies 

such as product positioning, branding, advertising, labelling, packaging, etc., to 

facilitate exchanges that satisfy organisational and individual goals in such a way 

that the preservation, protection, and conservation of the physical environment are 

upheld”.  

 

Over the years many other definitions have been provided, and the concept has 

evolved and become more structured, as evident from the definition by Fuller (1999, 

p.4) of sustainable marketing as “the process of planning, implementing and 

controlling the development, pricing, promotion, and distribution of products in a 

manner that satisfies the following three criteria: (1) customer needs are met, (2) 

organizational goals are attained, and (3) the process is compatible with eco-

systems”. This definition highlights how green marketing is central to cleaner 

production and corporate sustainability.  

 

Kumar, Rahman, & Kazmi (2013) analyzed the evolution of the concept of what they 

call „Sustainability Marketing‟, highlighting that the initial concept of ecological 

marketing developed into green, greener, sustainable and finally, sustainability 

marketing, which incorporates all three dimensions of sustainability (economic, 

environmental, and social) or what is called „Triple Bottom Line‟ approach, that is, 

people, planet and profit. 

 

Here, one discerns a contradictory situation between sustainability principles and 

marketing principles. The principles of sustainability advocate minimum consumption 

and maximum conservation of resources, whereas, with the principles of marketing, it 
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is vice versa, maximum consumption (maximum production) and minimum 

conservation of resources (Jones, Clarke-Hill, & Comfort, 2008). Therefore, there is a 

need to strike a balance between the two, and a strategy should be formulated in such 

a way that profits can still be earned - goods may sufficiently be consumed, but little 

impact is left on the environment and society. 

 

1.2 SIGNIFICANCE OF THE STUDY  

With the increasing concerns about the environment and corporate sustainability 

around the world, understanding the link between consumer sentiments and Green 

Product Purchase Behaviour (GPPB) has never been more important. To gain better 

insight into how sustainability impacts purchasing decisions Nielsen (2015) 

conducted an online survey of 30,000 consumers in 60 countries.  A Nielsen Global 

Report (2015) on new product innovation revealed that consumers are concerned 

about the environment, and consumers want more new products on the market that are 

affordable, healthy, convenient, and environmentally friendly. However, a notable gap 

exists between the percentage of consumers wanting more green products (26%) and 

those who purchased green products (10%). 

 

This indicates despite recent studies reporting how consumers are more and more 

concerned about environmental deterioration and willing to adopt more sustainable 

consumption lifestyles, e.g. purchase green products, the market share of green 

products is still rather low, and the diffusion of green purchase behaviours is still a 

long way off from being a common standard (Leonidou and Leonidou, 2011). Such 

inconsistencies emphasise how more research is needed to deepen the complexity of 

Green Product Purchase Behaviour (GPPB) and its relevant determinants, in order to 

encourage consumer transition from shallow to deep environmental embracement 

within daily consumption of goods and services. 

 

The consumption at the individual level has an impact on the environment at large. 

Every consumer has the potential to mitigate the adverse impacts on the environment 

by changing their consumption behaviour. Considering the above facts, the Indian 

consumers, particularly the middle-class consumers, over the last two decades, have 
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become environmentally more conscious. This has been reflected in various surveys. 

In fact, India is the country with the highest Greendex score since 2008. The 

Greendex (2014) survey reflected that Indian consumers are at the top of the list 

amongst 18 countries in showing preference to green products. However, many of the 

Indian consumers said that environmental issues are complex to understand, and this 

has kept them away from purchasing green products. It is also found that amongst the 

18 countries surveyed, Indian consumers have the highest percentage of respondents 

who are skeptical of green products.   

 

According to Asian Development Bank estimates, India‟s middle class will explode 

over the next four decades, increasing to 1.2 billion by 2030 and 1.4 billion by 2050 

(Kohli, Sharma, & Sood, 2011). As per the study conducted by McKinsey Global 

Institute (2007), with India‟s high growth path, the income levels will triple in the 

next two decades. This is expected to move India to become the world‟s fifth-largest 

consumer market by 2025. The study also forecasted that the middle class would 

account for 59 per cent of the country‟s total consumption by 2025. This changing 

consumption pattern will drive the consumer goods market in the future and will 

increase demand for goods and services.  

 

The increase in demand for goods and services will result into economic and 

industrial growth thus placing a heavy load on the environment especially through 

intensive resource and energy use, water, air and land contamination, health hazards 

and degradation of natural eco-systems. Large quantities of industrial and hazardous 

wastes brought about by industries will compound the wastes management problem 

with serious environmental implications. 

 

Given the background, there is a need to promote the purchase and consumption of 

green products, as there is distinct interest amongst the consumers to purchase green 

products. Promotion of green products attempts to influence consumer behaviour. 

Influencing consumer behaviour is a complex and difficult task requiring knowledge 

of its determinants.  In summary, green marketing faces the challenge of creating and 

marketing innovative green products and services combined with persuading 
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consumers to consider numerous other stakeholders (including non-human others), 

and intangible issues (e.g. the future), while paying more for goods and services that 

may not be efficacious, produced by a firm with possibly untrustworthy motivations 

(Groening, Sarkis, & Zhu, 2018). 

  

Firms may want to sell green products to a diverse population for competitive reasons, 

if not for environmental ones (Groening, Sarkis, & Zhu, 2018). These competitive 

factors, government legislations, and the unique challenges of marketing green 

products when compared with non-green products, create the significant need to 

identify the factors influencing GPPB of consumers and present a general framework 

for green marketing and green consumerism. 

 

This study by applying the framework of the Theory of Planned Behaviour and 

Attitude-Intention-Behaviour Model has been designed and carried out to determine 

the psycho-social factors and green marketing strategies influencing GPPB of the 

consumers. The moderating role of environmental concern, perceived consumer 

effectiveness, perceived consumer barriers and demographics have also been studied.  

The study comes out with recommendations to promote the consumption and 

penetration of green products in the market. 

 

1.3 SCOPE OF THE STUDY  

This study is restricted to individual consumers over 20 years of age and to those who 

had purchased green products in the past.  The geographic area of the study is limited 

to the state of Goa in India. The study is based on the Theory of Planned Behaviour 

(TPB) and Attitude-Intention-Behaviour Model. Accordingly, the two models are 

developed. The first model evaluates the influence of psycho-social factors on GPPB 

applying the TPB and second model evaluates the determinants of consumer attitude 

towards green marketing strategies and the influence of attitude towards green 

marketing strategies on GPPB of the consumers applying Attitude-Intention-

Behaviour Model.   The study covers actual green product purchase behaviour of 

consumers with regard to Green Fast Moving Consumer Goods (GPPB1) and Green 

Electrical Household Appliances (GPPB2) via Green Product Purchase Intention 
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(GPPI).  The moderating role of environmental concern, perceived consumer 

effectiveness, perceived consumer barriers and demographics have been examined. 

 

1.4 RESEARCH PROBLEM  

Though the environmental concern among the consumers is on the rise, not all the 

consumers are equally green and demand green products (Chan, 2000; 

Diamantopoulos et al., 2003; Ottman, 1992). At present marketers and environmental 

organisations do not have enough knowledge about values, beliefs, evaluation, 

attitudes, intentions and behaviours of green consumers. Lack of knowledge about 

values, beliefs, evaluation, attitudes, intentions and behaviours makes it difficult for 

the marketers and policymakers to develop proper marketing strategies or 

environmental protection policies. 

 

Thus, green marketers require a better understanding of the evaluation, attitudes, 

intentions and behaviours of consumers as interest and relevance of green marketing 

continues to grow. One of the first tasks in developing a marketing strategy is to 

construct a profile of the target consumers, particularly in terms of buyer attitudes and 

behaviour. Having identified and selected the segments of green consumers, 

marketers can evolve positioning and marketing mix strategies keeping in view the 

profile of consumers in the chosen segments (Chan, 1996; Chan, 2000; Jain & Kaur, 

2006). Not only the business firms but also the environmental organisations and 

governmental agencies can benefit from the adoption of such an approach (Jain & 

Kaur, 2006).  

 

The literature suggests that the purchase behaviour of consumers is determined by 

internal and external factors. Internal factors result from personal characteristics such 

as knowledge, values, beliefs, attitudes, and so on. These are also referred to as 

psycho-social determinants (Hines, Hungerford, & Tomera, 1987), psycho-graphic 

determinants (Albayrak, Caber, & Aksoy, 2010; Leonidou, Leonidou, & Kvasova, 

2010) or personality factors (Groening, Sarkis, & Zhu, 2018) by the researchers. For 

this study, these are considered as psycho-social factors. Alternatively, external 

factors result mostly from marketing strategies adopted by the companies such as 
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product positioning, branding, advertising, labelling, packaging etc. which influences 

consumer perceptions such as perceived value, perceived trust, credibility, skepticism, 

perceived harm, etc. 

 

What determines GPPB is one of the most researched issues, with contributions 

investigating both positive and negative factors that, respectively, promote and inhibit 

green product purchases. However most of the researchers have investigated the 

antecedents of green purchase behaviour, like environmental concern, environmental 

knowledge, environmental responsibility, environmental attitude, etc. and 

demographic characteristics (Albayrak, Aksoy, & Caber, 2013; Bang et al., 2000; 

Chan,1996; Chan & Lau, 2000; Chen, 2013; Eze & Ndubisi, 2013; Follows & Jobber, 

2000; Kim, Lee, & Hur, 2012; Lee, 2008;  Maichum, Parichatnon, & Peng, 2016;  

Mobrezi & Khoshtinat, 2016; Muzaffar , 2015;  Ng & Law, 2015; Paul, Modi, & 

Patel, 2016;  Roberts, 1996; Schlegelmilch et al., 1996; Vazifehdoust et al., 2013; 

Wang, Liu, & Qi, 2013). 

 

Very few researchers have investigated the influence of values such as self-

transcendence, self-enhancement, openness to change, and conservatism (Follows & 

Jobber, 2000; Karp, 1996; Kim & Kim, 2010; Nordlund & Garvill, 2002; Schwartz, 

1992; Schwartz and Bilsky, 1990). Also very few studies have investigated variables 

like value belief, personal beliefs, personal norm, normative belief, moral obligation, 

moral norm, social norms, social value orientation, social influence,  reference group 

influence, control strength, and control belief (Bamberg & Moser, 2007; Chen, 2013; 

Gupta & Ogden, 2009; Lee, 2008; Stern, 2000; Tanner & Kast, 2003; Testa & Iraldo, 

2016; Wu & Chen, 2014). 

 

According to Slater and Olson (2001; p. 1056), “Marketing strategy deals with 

decisions related to market segmentation and targeting, and the designing of 

positioning strategy based on marketing mix.”  In this study, a green marketing 

strategy has been conceptualised as a multidimensional variable comprised of green 

products, green branding, green advertising, eco-labelling, and green packaging. 

Marketing can play an important role in understanding and changing consumer 
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behaviour and more generally in influencing attitudes and beliefs. Therefore, there is a 

powerful urge for companies to promote green products, green branding, green 

advertising, eco-labelling, and green packaging strategies in order to promote a 

greener pattern of consumption among consumers. 

 

Some of the research in green marketing has investigated the influence of green 

marketing strategies i. e.  Green branding, green advertising, eco-labelling and green 

packaging on green product purchase intention (GPPI) or GPPB (Ansar, 2013; 

Chittipaka & Shaikh, 2013; Delafrooz, Taleghani, & Nouri, 2014; Juwaheer, 

Pudaruth, & Noyaux, 2012; Kong et al., 2014; Kumar, 2013; Rahbar & Wahid, 2011). 

Few researchers have examined the influence of variables such as perceived value, 

brand trust, green trust, ad credibility, ad skepticism on GPPI or GPPB (Chan, 2004; 

Chen & Chang, 2012; Khandelwal & Bajpai, 2011; Konuk, Rahman, & Salo, 2015; 

Mahesh, 2013; Tseng & Tsai, 2011).  

 

Although green marketing has been an important research topic for several decades, 

very few studies are focused on the determinants of consumer attitude towards green 

marketing strategies and the influence of attitude towards green marketing strategies 

on GPPB (Bickart & Ruth, 2012; Chen & Chang, 2013; Kong & Zhang, 2012; 

Newell, Goldsmith, & Banzhaf, 1998; Tucker et al., 2012; Yan, Hyllegard, & Blaesi, 

2012).  

 

Also very few studies have examined the moderating role of variables like age, 

gender, experience and environmental concern (Albayrak, Aksoy, & Caber, 2013; 

Grimmer & Woolley, 2012; Hartman & Apaolaza-Ibanez, 2008; Kumar, 2013; Moons 

& Pelsmacker, 2012; Tseng & Tsai, 2011) and high price, situational factors (Chan & 

Wong, 2012; Grimmer, Kilburn, & Miles, 2015) in similar studies.   

 

It was thus felt that an extensive study regarding the factors influencing consumers 

GPPB along with the moderating role of variables such as perceived consumer 

effectiveness, perceived consumer barriers and demographics was not covered. 
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GPPB of the consumers has been studied by applying different theories such as; 

Theory of Reasoned Action (TRA), Theory of Planned Behaviour (TPB), 

Decomposed Theory of Planned Behaviour (DTPB), Norm Activation Theory (NAT), 

Consumption Value Theory, Schwartz‟s Values Theory, Value Belief Norm (VBN) 

Theory.  Some studies have adopted the TPB, and few of these studies have included 

additional constructs in determining their influence on intention to purchase green 

products.  Sommer (2011) stated that the TPB had been successfully applied to 

explain human behaviour; however, it has been suggested that the explanatory quality 

of the theory would improve by the inclusion of more constructs. Hence it was 

decided to adopt the framework of TPB and Attitude-Intention-Behaviour Framework 

for the conduct of this study by considering certain antecedents of its independent 

variables and the role of moderating variables. Accordingly, the two models are 

developed. 

 

The first model is based on TPB and evaluates the psycho-social determinants of 

GPPB. The study identified Self-transcendence (ST), Self-enhancement (SE) and 

Environmental Concern (EC) as determinants of Attitude towards Green Product 

Purchase (ATGPP), Normative Social Influence (NSI) and Value-expressive Social 

Influence (VSI) as determinants of Subjective Norm (SN), Control Strength (CS) and 

Control Belief (CB) as determinants of Perceived Behavioural Control (PBC) and 

examined the moderating effect of Environmental Concern,  Perceived Consumer 

Effectiveness (PCE) and demographics on the relationships in the TPB.  

 

The second model is based on Attitude-Intention-Behaviour Framework and evaluates 

the determinants of consumer attitude towards green marketing strategies and the 

influence of attitude towards green marketing strategies on the GPPB of the 

consumers. The study identified Green Perceived Value (GPV), Green Perceived 

Trust (GPT), Green Ad Skepticism (GADSK), Eco-label Credibility (ELC), and 

Perceived Packaging Harm (PPKH), as determinants of attitude towards green 

marketing strategies.  The moderating role of Perceived Consumer Barriers (PCB) and 

demographics on the relationships in Green Marketing Strategies Attitude-Intention-

Behaviour Model is also examined.   
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Thus this research attempts to answer the following questions. 

 

RESEARCH QUESTIONS  

1. What are the psycho-social factors that influence consumers‟ Green Product 

Purchase Behaviour (GPPB)? 

2. What are the factors that influence consumers‟ attitude towards green 

marketing strategies? 

3. Does attitude towards green marketing strategies influence consumers‟ Green 

Product Purchase Behaviour (GPPB)? 

4. What is the relationship between Green Product Purchase Intention (GPPI) 

and Green Product Purchase Behaviour (GPPB)? 

5. Do environmental concern, perceived consumer effectiveness and 

demographics have a moderating effect on the relationships between attitude 

towards green product purchase, subjective norm, perceived behavioural 

control and Green Product Purchase Intention (GPPI)?  

6. Do perceived consumer barriers and demographics have a moderating effect 

on the relationships between attitude towards green products, attitude towards 

green branding, attitude towards green advertising, attitude towards eco-

labelling, attitude towards green packaging and Green Product Purchase 

Intention (GPPI)? 

7. Do environmental concern, perceived consumer effectiveness, perceived 

consumer barriers and demographics have a moderating effect on the 

relationships between Green Product Purchase Intention (GPPI) and Green 

Product Purchase Behaviour (GPPB)? 

 

1.5 OBJECTIVES OF THE STUDY 

The overall aim of this study is to extend the understanding of the factors influencing 

the Green Product Purchase Behaviour (GPPB) of the consumers. This study is 

designed to achieve the following objectives: 

1. To identify the psycho-social factors influencing consumers‟ Green Product 

Purchase Behaviour (GPPB). 
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2. To identify factors influencing consumers‟ attitude towards green marketing 

strategies.  

3. To examine the influence of attitude towards green marketing strategies on the 

Green Product Purchase Behaviour (GPPB) of consumers. 

4. To examine the relationship between consumers‟ Green Product Purchase 

Intention (GPPI) and Green Product Purchase Behaviour (GPPB).  

5. To examine the moderating effect of environmental concern, perceived 

consumer effectiveness, and demographics on the relationships in the Theory 

of Planned Behaviour (TPB). 

a. To examine the moderating effect of environmental concern, perceived 

consumer effectiveness, and demographics on the relationship between 

attitude towards green product purchase and Green Product Purchase 

Intention (GPPI). 

b. To examine the moderating effect of environmental concern, perceived 

consumer effectiveness, and demographics on the relationship between 

subjective norm and Green Product Purchase Intention (GPPI). 

c. To examine the moderating effect of environmental concern, perceived 

consumer effectiveness, and demographics on the relationship between 

perceived behavioural control and Green Product Purchase Intention 

(GPPI). 

d. To examine the moderating effect of environmental concern, perceived 

consumer effectiveness, and demographics on the relationship between 

Green Product Purchase Intention (GPPI) and Green Product Purchase 

Behaviour (GPPB). 

6. To examine the moderating effect of perceived consumer barriers and 

demographics on the relationships in Green Marketing Strategies Attitude-

Intention-Behaviour Model. 

a. To examine the moderating effect of perceived consumer barriers and 

demographics on the relationship between attitude towards green 

products and Green Product Purchase Intention (GPPI). 
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b. To examine the moderating effect of perceived consumer barriers and 

demographics on the relationship between attitude towards green 

branding and Green Product Purchase Intention (GPPI). 

c. To examine the moderating effect of perceived consumer barriers and 

demographics on the relationship between attitude towards green 

advertising and Green Product Purchase Intention (GPPI). 

d. To examine the moderating effect of perceived consumer barriers and 

demographics on the relationship between attitude towards eco-

labelling and Green Product Purchase Intention (GPPI). 

e. To examine the moderating effect of perceived consumer barriers and 

demographics on the relationship between attitude towards green 

packaging and Green Product Purchase Intention (GPPI). 

f. To examine the moderating effect of perceived consumer barriers and 

demographics on the relationship between Green Product Purchase 

Intention (GPPI) and Green Product Purchase Behaviour (GPPB). 

 

1.6 RESEARCH PLAN 

In the initial stage of this research work, the existing literature on green marketing 

was reviewed to understand the concept of green marketing and green products. In the 

later stage, the existing literature on the factors influencing GPPI and GPPB was 

reviewed in more detail in order to have adequate knowledge of the determinants of 

GPPB. Existing theories used in previous studies, in the domain of green marketing 

were probed, to develop an understanding and also to consider the possibility of 

further usage of the same. Journal articles, books provided the fundamental 

knowledge that helped to develop an understanding of the concepts used in the study.  

 

In the second stage, an exploratory qualitative study was undertaken. Given that green 

issues tend to be trendy (Peattie, 2001), a major goal of an exploratory qualitative 

study was to capture consumers‟ attitudes towards the environmental issues, reasons 

for  purchasing green products, reasons for not purchasing green products, consumers‟ 

attitude towards green marketing strategies adopted by the companies, and 

consumers‟ perceptions about green marketing strategies. With this in mind, the semi-
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structured in-depth interviews were conducted with 13 respondents from various 

fields. This led to a generation of a pool of items which were subject to scrutiny by 

the researcher to retain only those items that complied more with green product 

purchase related behaviour. The responses were summarised, and conclusions were 

drawn, which facilitated the development of the hypotheses and the framing of the 

scale items. 

 

The third stage of the research was scale development. The scales to measure the 

constructs and variables used in similar studies were reviewed in the course of the 

literature review. The existing scales were modified for some constructs whereas for 

the other new scales were developed. Inter-rater reliability, content validity and face 

validity were ascertained to test the validity of the newly developed scales.  

 

In the fourth stage, a quantitative study was undertaken wherein the questionnaires 

were personally administered to the respondents. The Exploratory Factor Analysis 

(EFA) was performed to identify the dimensions of the constructs using SPSS 

Statistics Version 22 software. For Exploratory Factor Analysis (EFA) sample data of 

556 respondents has been used. In order to further confirm construct validity, 

Confirmatory Factor Analysis (CFA) was performed on the data obtained from a 

completely different set of 594 respondents. Since the proposed models were 

complex, involving a number of constructs and variables, Structural Equation 

Modelling (SEM) technique was used to test the hypothesised relationships using 

SPSS-AMOS version 24 software.  

 

1.7 ORGANISATION OF THE THESIS  

The thesis is organised into eight chapters. A brief outline of each of them is given 

below:  

 

Chapter 1 provides the background of the study. It includes definitions of the concept 

of green products, green consumers and green marketing to provide a broad picture of 

the area of study. This chapter further highlights the significance of the study, along 
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with the research problem. The scope of the study, the objectives guiding this present 

research have been spelt out along with the research plan. 

 

Chapter 2 highlights the existing research in the field of green marketing and the 

related variables investigated in the context of the present study. This chapter presents 

a review of the various theories applied to consumer behaviour. The chapter also 

details the studies undertaken by applying the various theories of consumer behaviour 

in the area of GPPB. Besides the literature review on psycho-social determinants of 

GPPB, consumer‟s perceptions about green marketing strategies, the influence of 

green marketing strategies on GPPB and the moderator effect studies are included in 

this chapter. Based on the literature review, the need for the present study is spelt out 

in the form of Research Gap.  

 

Chapter 3 provides an outline of the research methodology adopted in the study. It 

contains details of the research design adopted, data collection tools, data collection 

procedure and data analysis techniques. 

 

Chapter 4 provides definitions of the various constructs used in the study and details 

the development of hypotheses. The chapter also presents the proposed research 

models for the study. 

 

Chapter 5 gives details about the procedure adopted for the development of scales for 

the constructs used in the study.  The chapter gives details about exploratory factor 

analysis and confirmatory factor analysis. The chapter also presents measurement 

models developed for the study. 

 

Chapter 6 provides analysis and results of the influence of psycho-social factors on 

GPPB based on structural model. The results of the Chi-square test of the significance 

and multi-group analysis, which are applied to test the moderating role of 

environmental concern, perceived consumer effectiveness and demographics are also 

included in this chapter. 



Chapter 1                                                                                                      Introduction 

 

Goa University Page 19 

 

Chapter 7 provides analysis and results of the determinants of attitude towards green 

marketing strategies and the influence of attitude towards green marketing strategies 

on GPPB based on structural model developed by applying Green Marketing 

Strategies Attitude-Intention-Behaviour Framework. The results of the Chi-square test 

of the significance and multi-group analysis, which are applied to test the moderating 

role of perceived consumer barriers and demographics, are also included in this 

chapter. 

 

Chapter 8 summarises the findings of the study, provides a discussion on the findings.  

The chapter also includes theoretical contributions of the study, managerial 

implications of the study, limitations of the study, suggestions for future research 

work in the area and the conclusion of the study. 
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CHAPTER 2 

REVIEW OF LITERATURE 

 

A literature review is a comprehensive overview of prior research regarding a specific 

topic which shows the researcher what is known about a topic, and what is not yet 

known, thereby setting up the rationale or need for a new investigation, which is what 

the actual study to which the literature review is attached seeks to do (Creswell, 

2013). In this chapter, a comprehensive review of the extant literature on factors 

influencing consumers‟ purchase of green products is presented. 

 

The review was directed to explore the research on theoretical perspectives, factors 

influencing GPPB, major barriers to GPPB, factors influencing consumer attitude 

towards green marketing strategies, the influence of attitude towards green marketing 

strategies on GPPB, the role of mediator and moderator variables. Therefore this 

chapter presents a detailed review of the relevant literature with regard to theories 

applied, psycho-social determinants of GPPB, determinants of attitude towards green 

marketing strategies, influence of attitude towards green marketing strategies on 

GPPB, demographics and GPPB and moderator variables studied in similar studies 

which provided support for identifying research gap and hypotheses development. 

This chapter also provides the Research Gap. 

 

2.1 THEORETICAL BACKGROUND 

The individual-level consumer theories applied by the researchers to GPPB can be 

grouped into six categories: values and knowledge, beliefs, attitudes, intentions, 

motivations, and social dimensions. These theories originate from a range of 

disciplines such as marketing, management, economics, psychology, sociology as 

well as philosophy.  

 

Many studies have been conducted in the past on factors influencing the purchase of 

green products. Some of these studies have been conducted by applying well-

established theories such as (i) Theory of Reasoned Action (TRA) (ii) Theory of 

Planned Behaviour (TPB) (iii) Decomposed Theory of Planned Behaviour (DTPB) 



Chapter 2                                                                                         Review of Literature                                                                                          

 

Goa University Page 21 

 

(iv) Norm Activation Theory (NAT) (v) Consumption Value Theory (vi) Schwartz‟s 

Values Theory (vii) Value Belief Norm (VBN) Theory. Some studies have used a 

multi-theoretic approach when addressing issues in GPPB.  

 

2.1.1 Theory of Reasoned Action (TRA)  

The Theory of Reasoned Action was promulgated by Martin Fishbein and Icek 

Ajzen in 1975.  The theory postulates that an individual‟s behaviour is determined by 

his behavioural intention. Behavioural intention is, in turn, a function of the 

individual‟s attitude toward the behaviour and the subjective norm towards that 

behaviour. Attitude is defined as an individual‟s positive or negative feeling 

(evaluative effect) about performing target behaviour (Fishbein & Ajzen, 1975).  The 

subjective norm stands for perceived social pressure by significant others or different 

reference groups to perform or not to perform a certain behaviour (Ajzen, 1991).  

However, attitudes and subjective norms do not have equal weight in predicting 

behaviour. Depending on the individual and situation, these factors might have 

different impacts on behavioural intention and in turn on the behaviour.  

 

2.1.2 Theory of Planned Behaviour (TPB) 

The Theory of Planned Behaviour proposed by Ajzen (1991) extended the TRA by 

incorporating a third independent variable, perceived behavioural control. The theory 

postulates that an individual‟s behaviour is determined by his behavioural intention to 

perform that behaviour. Behavioural intention is, in turn, a function of the individual‟s 

attitude toward the behaviour, subjective norm, and perceived behavioural control. 

Perceived behavioural control reflects individuals‟ perceptions of their ability to 

perform the behaviour (Ajzen, 1991). Perceived behavioural control is thought to 

have both a direct effect on behaviour and an indirect effect via intention. Each of the 

determinants of intention i. e. attitude, subjective norm, and perceived behavioural 

control is, in turn, determined by the underlying belief structure. These are referred to 

as attitudinal beliefs, normative beliefs and control beliefs, respectively. An attitudinal 

belief indicates the possible results of one‟s actions and the analysis of these results. 

These beliefs can have a positive or negative impact on the adoption of a particular 

course of action. Normative beliefs deal with what one feels as to how people who 

https://en.wikipedia.org/wiki/Icek_Ajzen
https://en.wikipedia.org/wiki/Icek_Ajzen
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matter, like the individual‟s immediate relatives, close friends and colleagues, 

mentors and those on whom he is dependent professionally would want him to act. 

Control beliefs explain that there are significantly strong determinants existing that 

would help pave the way for a particular course of action. TPB is one of the most 

influential and well-supported socio-psychological theory for predicting human 

behaviour. The model of the Theory of Planned Behaviour is shown in Figure 2.1. 

 

 

Figure 2.1: The Theory of Planned Behaviour (Source: Ajzen, 1991)  

 

2.1.3 Decomposed Theory of Planned Behaviour (DTPB) 

An alternative version of TPB with decomposed belief structure was presented by 

Taylor and Todd (1995). In this model, attitudinal belief, normative beliefs and 

control beliefs are decomposed into multi-dimensional belief structure. This Theory 

focuses on the identification of beliefs and factors which would influence the three 

determinants of behaviour, namely; attitudes, subjective norms and perceived 

behavioural control. 

 

2.1.4 Norm Activation Theory (NAT) 

Schwartz (1977) in Norm Activation Theory (NAT) views behaviour as driven by 

personal norms, which are shaped by consumers‟ awareness of problems and their 

adverse consequences, perceptions about the consequences of behaviour and their 

feelings of personal responsibility for those consequences. This has been applied to a 

number of green behaviours, including conserving, recycling, household energy 
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adaptations, and exploring alternatives to car use (Guagnano, Stern, and Dietz 1995; 

Peattie, 2010; Schultz and Zelezny 1999). 

 

2.1.5 Consumption Value Theory 

Consumption Value Theory proposed by Sheth, Newman, & Gross (1991) identifies 

five consumption values influencing consumer choice behaviour. These are functional 

value, social value, emotional value, epistemic value, and conditional value. 

Functional value refers to the perceived utility or physical performance of a product. 

Social value is perceived utility acquired from a product by association with one or 

more specific social groups. Emotional value is the perceived utility acquired from an 

alternative‟s capacity to arouse feelings or affective states. The epistemic value is the 

perceived utility acquired from an alternatives capacity to arouse curiosity, provide 

novelty, and/or satisfy a desire for knowledge. The conditional value is the perceived 

utility acquired as the result of the specific situation or set of circumstances facing the 

choice maker. A decision may be influenced by any or all of the five consumption 

values. 

  

2.1.6 Schwartz‟s Values Theory 

Schwartz (1992, 1994), proposed a systematic theory of the content and organisations 

of individuals‟ value systems called the Values Theory. This theory has demonstrated 

that the ten value types can be summarised into four value categories: openness to 

change, conservatism, self-transcendence, and self-enhancement. Openness to change 

includes self-direction and stimulation. Conservatism includes conformity, 

traditionalism, and security. Self-transcendence includes universalism and 

benevolence, while self-enhancement includes power, achievements, and hedonism. 

Analysis of more than 200 samples from more than 60 nations provides evidence to 

support the distinctiveness of the ten values and the structure of their relations 

(Schwartz & Sagiv, 1995). 

 

2.1.7 Value-Belief Norm (VBN) Theory  

Stern, Dietz, Abel, Guagnano, & Kalof (1999) originally tested the VBN model for 

the environmental movement in America. The authors originally also considered 
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factors from NAT (Schwartz, 1977) of altruistic behaviour along with values and 

readiness to change values. The theory proposes three types of values egoistic, 

altruistic and biospheric. According to this theory individuals who accept a 

movement‟s basic values, believe that valued objects are threatened, and believe that 

their actions can help restore those values, experience an obligation (personal norm) 

for pro-movement action that creates a predisposition to provide support; the 

particular type of support, which is dependent on the individual‟s capabilities and 

constraints. 

 

2.2 BEHAVIOUR THEORIES AND PSYCHO-SOCIAL DETERMINANTS OF 

GPPB 

Many studies contain a combination of knowledge, values, beliefs and attitudes, and 

are based on prediction chain i. e. values contribute to beliefs, beliefs lead to the 

formation of attitudes and attitudes result into intention or behaviour/action. Values 

and knowledge address an individual consumer‟s stable internal standards which may 

be applied to many situations (Rokeach, 1973). These items are the foundation for 

beliefs, which, in turn, form attitudes, which predict behaviour (Fishbein & Ajzen, 

2010).  Theories that involve values, beliefs, and attitudes are closely related, and are 

classified as psycho-social determinants (Hines, Hungerford, & Tomera, 1987), 

psycho-graphic determinants (Albayrak, Caber, & Aksoy, 2010; Leonidou, Leonidou, 

& Kvasova, 2010)  or personality factors (Groening, Sarkis, & Zhu, 2018), of 

behaviour by researchers. Hines, Hungerford, & Tomera (1987) in a meta-analysis of 

environmental behaviour research which had been reported since 1971 on psycho-

social determinants of pro-environmental behaviour laid down variables which are 

associated with responsible environmental behaviour as follows 1. Cognitive variables 

- included knowledge of the environment, environmental issues or problems, their 

consequences, and possible solutions 2. Psycho-social variables included - individual 

personality characteristics, attitude, locus of control, economic orientation, personal 

responsibility and verbal commitment or intention 3. Demographics - age, income, 

education and gender. 
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The models most frequently applied and modified to understand the purchase 

decision-making process of the ethically minded consumers which include 

environmental/green issues as well as sustainability concerns (Carrington, Neville, & 

Whitwell, 2010), are the theoretical frameworks of TRA and TPB (Vermeir & 

Verbeke, 2006). Many studies have adopted TPB by incorporating additional 

constructs.  Some studies have also adopted DTPB, NAT, Consumption Value 

Theory, Schwartz‟s Values Theory and VBN Theory to understand consumers‟ 

GPPB.  As such, the majority of GPPB models are built on a core cognitive 

progression: beliefs determine attitudes, attitudes lead to intentions and intentions 

result into behaviour.  Some such studies undertaken, and the findings of the study are 

given below. 

 

Kalafatis, Pollard, East, & Tsogas (1999) conducted a study in UK and Greece to test 

the validity of TPB and to provide insight into determinants that influence consumers‟ 

intentions towards the purchase of green products i. e. timber furniture carrying “Eco-

labelling”. The regression coefficients linking attitudinal belief to attitude, normative 

belief to subjective norm and control belief to perceived behavioural control are 

significant in UK and Greece. In terms of the path coefficients between the attitude, 

subjective norm, perceived behavioural control and intention only subjective norm 

was found to be significant in the UK whereas in Greece attitude and perceived 

behavioural control was found to be significant. This indicates that the theory is more 

appropriate in well-established markets i. e. The UK as compared to Greece.  

 

Chan & Lau (2002) examined the applicability of the TPB to green purchasing 

behaviour in the Chinese and American cultural settings. Consumers in Shanghai and 

Los Angeles were surveyed, and the relevant structural equation modelling analysis 

indicates the satisfactory external validity of the model in explaining eco-friendly 

purchases of the Chinese and American consumers.  Despite the general universality 

of the model, the cross-group analysis highlighted that subjective norm and perceived 

behavioural control exert stronger influences on Chinese consumers‟ behavioural 

intention than on American consumers. The translation of green purchasing intention 

to the corresponding behaviour is found to be more effective in the American sample. 
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These cross-group variances are likely to be attributed to cultural differences and 

discrepancies in the environmental development of the two nations.  

 

Moons & Pelsmacker (2012) integrated emotions towards car driving and electric cars 

in the TPB framework and investigated the relative importance of emotional factors 

compared to the traditional cognitive dimensions in the TPB. The beta-coefficients 

showed that emotions and the attitude towards the electric car are the strongest 

predictors of usage intention. The subjective norm is significant as well, but of 

secondary importance. Car driving emotions are experienced in three main 

dimensions: visceral, behavioural and reflective. It was found that reflective emotions 

evoked by current car driving also determine the usage intention of the electric car. 

Additionally, the moderating role of various consumer characteristics on intention 

formation was explored. Moons & Pelsmacker (2015)  further extended the study by 

applying the framework of DTPB wherein attitude was decomposed into three factors, 

lack of complexity, compatibility and relative advantage of the electric car. Subjective 

norm was decomposed into two main reference groups, i.e., mass media and peers. 

Perceived behavioural control was decomposed into perceived personal ability and 

external source constraints and facilitators to predict usage intention of electric car 

among Belgian sample. It was found that perceived complexity, compatibility, 

relative advantage, mass media and peers had a strong effect on usage intention. 

However, external constraints and facilitators were less relevant for usage intention. 

Other findings were in line with the previous study. 

 

Albayrak, Aksoy, & Caber (2013) compared the environmental concern and 

skepticism levels of the customers and subdivided them into four groups according to 

both their environmental concern and skepticism levels. Applying the TPB, 

standardised regression coefficients were used to assess the relative impact of the 

attitude, subjective norm, and perceived behavioural control on behavioural intention 

amongst four groups. In the environmentalist group where the environmental concern 

of the customers was high and their skepticism was low, attitudes and subjective norm 

contributed significantly to the prediction of intention, but there was little evidence 

for the influence of perceived behavioural control. When it was compared for the 



Chapter 2                                                                                         Review of Literature                                                                                          

 

Goa University Page 27 

 

skeptical environmentalist group, where both the environmental concern and 

skepticism levels of the customers were high, the influence of the attitude on 

behavioural intention was statistically insignificant. However, in both groups, the 

subjective norm was the most important determinant of the behavioural intention. The 

effect of perceived behavioural control on behavioural intention was higher for the 

skeptical environmentalist group than it was on the environmentalist group. The 

results show that environmental concern is a determinant variable of behavioural 

intention; however, skepticism lowers this positive effect. 

 

Wu & Chen (2014) applying the framework of TPB and considering perceived benefit 

and perceived risk as antecedents of attitude, normative belief and moral obligation, 

as antecedents of subjective norm, control strength and control belief as antecedents 

of behavioural control investigated the influence of attitude, subjective norm, and 

behavioural control on behavioural intention.  The findings of this study revealed that 

the perceived benefit of green consumption has a significant positive impact on 

consumer attitude, whereas the perceived risk of green consumption has a significant 

negative impact on consumer attitude. Normative belief and moral obligation both 

have a significant positive impact on subjective norms. Control strength and control 

belief both have a significant positive impact on consumers behavioural control. 

Attitude, subjective norm and behavioural control have significant positive impact on 

consumers behavioural intention. The study also revealed that behavioural intention 

and behavioural control both have a significant positive impact on actual consumer 

behaviour. 

 

Muzaffar (2015) extended the TPB to study the influence of environmental attitude, 

environmental knowledge, subjective norm, self-concept, perceived behavioural 

control, perceived availability of the product, and perceived price on behavioural 

intention and environmentally conscious purchase behaviour i. e. green product 

purchase behaviour. The model tested using structural equation modelling showed a 

significant influence of all the above variables on behavioural intention. However, the 

influence of environmental knowledge, self-concept, and perceived price on green 

product purchase behaviour was not significant.  
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Maichum, Parichatnon, & Peng (2016) also examined the extended framework of the 

TPB model, in which environmental concern and environmental knowledge are added 

as antecedents of attitude towards purchasing green products, subjective norm and 

perceived behavioural control.  Environmental concern was found to be significant 

and positive for attitude, perceived behavioural control, and purchase intention for 

green products. The study suggests that environmental concern does not influence 

subjective norm. Environmental knowledge was found to have a significant positive 

influence on attitude, subjective norm, and perceived behavioural control; however, 

the direct effect of environmental knowledge on purchase intention was not 

significant.  Attitude towards the purchase of green products, subjective norm and 

perceived behavioural control had a highly significant effect on the purchase intention 

with attitude having the strongest influence, followed by perceived behavioural 

control and lastly subjective norm in Thailand. 

 

Mobrezi & Khoshtinat (2016) investigated the factors affecting female consumers‟ 

willingness to purchase green products based on TPB in Iran. The results show that 

subjective norm, social impacts, personal image have a significant influence on 

attitude towards green products, whereas environmental concern, personal naturalism 

does not influence attitude towards green products. The study also reveals that 

environmental concern, subjective norms, and attitude towards green products have a 

significant influence on willingness to purchase green products however social 

impacts, the personal image has no significant influence on willingness to purchase 

green products.  

 

Paul, Modi, & Patel (2016) extended TPB by incorporating a variable of 

environmental concern as the independent variable and investigated its influence on 

the mediating variables (i.e. attitude, subjective norm, and behavioural control) and 

the dependent variable (i.e. Purchase Intention). The study also validated TRA, TPB 

and extended form of TPB to predict Indian consumers‟ green product purchase 

intention. Environmental concern was found to be significant and positive for attitude, 

subjective norm, perceived behavioural control, and purchase intention for green 

products; and importantly indirect through TPB variables than direct. It was found 
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that consumer attitude and perceived behavioural control significantly predicts 

purchase intention, whereas subjective norm does not. Of these three TPB variables, 

the attitude was found to be the strongest predictor of intention to purchase green 

products followed by perceived behavioural control. Findings also indicate that 

extended TPB has higher utility than TPB and TRA to predict green product purchase 

intention in India. 

 

Bamberg & Moser (2007) in a meta-analysis of environmental behaviour research 

which had been reported since 1995 on psycho-social determinants of pro-

environmental behaviour applying the Schwartz Norm Activation Model (NAM) and 

TPB found that problem awareness, internal attribution, feelings of guilt, and social 

norms all significantly contribute to the prediction of moral norm.  The feeling of 

guilt is a significant predictor of moral norm as well as attitude and perceived 

behavioural control. The study confirmed that perceived behavioural control, 

attitudes, as well as a moral norm, are significant independent predictors of the 

intention of pro-environmental behaviour. Furthermore, the social norm is not only 

directly associated with moral norm but also with the perceived behavioural control as 

well as attitude. The results confirm the role of awareness and knowledge about 

environmental problems as a second important indirect determinant of pro-

environmental behaviour. Awareness/knowledge is not only associated with the 

internal attribution of responsibility, social norms, and feelings of guilt but also 

directly influences the degree of perceived behavioural control as well as the attitude 

toward choosing a pro-environmental behaviour. 

 

Bang et al. (2000) using TRA as a theoretical framework investigated the relationship 

between consumers‟ environmental concern, knowledge about renewable energy, and 

beliefs about salient consequences of using renewable energy with consumer attitude 

toward paying a premium for renewable energy. As predicted, a positive relationship 

between environmental concern, beliefs about salient consequences and attitudes 

toward paying more for renewable energy was found. Interestingly, it was found that 

consumer concern failed to translate into heightened knowledge about renewable 

energy. 
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Vazifehdoust et al. (2013) proposed an integrated model that combines the TRA and 

two categories of variables, personal and marketing; to investigate the attitudinal and 

behavioural decision factors influencing the purchase of green products in Iran.  

Environmental concern, environmental knowledge and perceived innovation 

characteristics were considered as personal factors whereas quality, green advertising 

and green labelling were taken as marketing factors. The results show that attitude is 

explained by consumers‟ environmental concern, the quality of green products, green 

advertising and green labelling. The results of the structural equation modelling 

analysis indicate that attitude positively influences the intention to purchase green 

products. Green purchasing intention also influences green purchasing behaviour. 

 

Stern, Dietz, & Kalof (1993) based on Norm-Activation Theory, examined the role 

that egoism/self-interest, social altruism, and biospheric altruism played in 

influencing green consumption. The findings suggest that values of altruism and 

egoism have positive and negative effects, respectively on green consumer behaviour. 

 

Schwartz and Bilsky (1990) found consistent results across countries, which suggest 

eleven measurable motivational value types along two dimensions, which includes 

self-transcendence (altruism) and self-enhancement (self-interest) has a strong 

correlation with environmental concern and environment-friendly behaviour. Similar 

results were also found by Schwartz (1992). 

 

Karp (1996) based on Schwartz‟s model found that individuals who value self-

transcendence and openness to change, and individuals who value universalism 

(protection for the welfare of people and nature) are likely to engage in pro-

environmental behaviour. However, individuals who value self-enhancement (self-

interest) and conservatism (resistant to change) are unlikely to engage in pro-

environmental behaviour. 

 

Follows & Jobber (2000) empirically tested the values typology as a basis to explain 

attitude formation for the purchase of cloth diapers. The study indicated that a 

product-specific attitude affects behaviour indirectly through intention. The results 
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suggest that faced with specific product decision, an individual will evaluate both 

environmental and individual consequences associated with consuming a product. 

Greater importance placed on environmental consequences indirectly increases 

environmentally responsible purchase behaviour, and higher salience towards 

individual consequences indirectly increases the purchase of the environmentally non-

responsible product. The study indicated that self-transcendence had a significant 

positive influence on environmental consequences but had a negative and non-

significant influence on individual consequences associated with consuming a 

product. Self-enhancement had a non-significant negative influence on environmental 

consequences but had a significant negative influence on individual consequences. 

Conservation had a significant negative influence on environmental consequences, but 

its influence on individual consequences was negative and not significant. Attitude 

towards environmental consequences of the behaviour had a significant positive 

influence on environmentally responsible purchase intention and attitude towards 

individual consequences of the behaviour had a significant negative influence on 

environmentally responsible purchase intention. The study also showed that the direct 

effect of environmental consequences and individual consequences on purchase 

behaviour was negative and not significant. The direct effect of self-transcendence, 

self-enhancement and conservation on purchase intention was not significant, thus 

indicating that product-specific attitudes affect behaviour indirectly through intention. 

Ramayah, Lee, & Mohamad (2010) repeated a similar study in a developing country, 

and the study revealed identical findings. 

 

Kim & Kim (2010) tested the influence of Schwartz‟s ten value types on attitude 

towards the environment.  The findings revealed that among the ten values, the 

influence of universalism was significant and positive, whereas the influence of power 

was significant but negative. The influence of attitude towards the environment on 

different types of environmentally conscious consumer behaviour (i. e. energy saving, 

recycling, and green purchasing behaviour) was positive and significant.  

 

Stern (2000) based on VBN Theory divided the determinants of environmentally 

significant behaviour into four major categories: attitudinal factors (norms, beliefs and 
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values), contextual forces (e.g., community expectations, advertising and government 

regulations), personal capabilities (socio-demographics: e.g., age or income) and 

habits or routines. The VBN Theory establishes a causal relationship between norms, 

beliefs, values, and behaviours. According to VBN Theory, environmental behaviours 

are promoted by personal norms. A personal norm is influenced to a large extent by 

beliefs about human-environment relations, their consequences, and the individual‟s 

responsibility to take corrective actions, and belief is created by people‟s values.  

 

Testa & Iraldo (2016) adopting VBN Theory explored the influence of personal 

capabilities (e.g. age, education, and income) and moral norms, along with trust in 

information on energy saving provided by different entities on energy energy-saving 

actions based on curtailment and purchase of energy saving products. The results of 

the regression analysis showed that personal norms and trust in information provided 

by private companies, family and friends, strongly influence the adoption of energy-

saving actions and curtailment behaviours. However, the study reveals that trust in 

information provided by NGOs and institutions (i.e. government, local authorities and 

the EU Commission) does not influence the adoption of energy-saving behaviours. 

The study reveals the pivotal role of private companies in developing the market 

demand for energy-saving products by providing credible and scientific information 

on environmental performance. Socio-economic factors such as education, age, 

nationality and, income were not significantly correlated to any of the two energy-

saving behaviours. 

 

Biswas & Roy (2015) using the Theory of Consumption Value examined the 

influence of environmental attitude, contextual factors and consumer innovativeness 

on economic, social, conditional, and epistemic value.  The influence of values on the 

intention for sustainable green consumption and willingness to pay a premium price 

for green products was also evaluated. Structural equation modelling indicated that 

contextual factors had no significant influence on economic value, and consumer 

innovativeness had no significant influence on epistemic value. In turn, social value 

and conditional value had no significant influence on the intention for sustainable 
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green consumption. However, the influence of intention for sustainable green 

consumption on a willingness to pay the premium price was significant. 

 

Wen & Noor (2015) applied the Theory of Consumption Value and examined the 

direct relationship between consumption values such as functional value, symbolic 

value, emotional value, novelty value and conditional value with consumers‟ intention 

to purchase a hybrid car. The results of the study indicated that functional value is the 

most significant predictor of consumers‟ intention to purchase a hybrid car. In 

contrast, symbolic value, emotional value and novelty value failed to show a 

significant relationship with consumers‟ intention to purchase a hybrid car. 

 

Gonçalves, Lourenço, & Silva (2016) based on the Theory of Consumption Value, 

examined whether consumption values can predict green buying behaviour. The study 

showed that the functional value, which is the main cause of the behaviour, is 

sufficient for green buying behaviour when combined with emotional, conditional, or 

social values. It was also found that social value combined with emotional or 

epistemic values and the emotional value combined with the epistemic value also 

predicts green buying behaviour. 

 

2.3 PSYCHO-SOCIAL DETERMINANTS OF GPPB 

The studies on psycho-social determinants of GPPB which have applied various 

behaviour theories have been discussed in the earlier section, and the other studies on 

the psycho-social factors influencing GPPB are discussed in this section. 

 

Roberts (1996) elucidated the significant influence of environmental concern, 

liberalism and perceived consumer effectiveness on environment-friendly behaviour. 

Age, gender, education and income were found to be significant predictors of 

environment-friendly behaviour. Age and education were positively correlated, and 

income negatively correlated. Women scored higher compared to men. Similar 

findings were reflected in a study, among college students conducted by Straughan & 

Roberts (1999) which also considered altruism, an important correlate of green 

consumption.  
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Schlegelmilch et al. (1996) assessed the link between measures of environmental 

consciousness (i. e. environmental knowledge, environmental attitude, and 

environmental behaviour) and green purchase behaviour (i. e. general purchase 

behaviour and specific product purchase behaviour). Overall environmental 

consciousness had a positive impact on green purchase behaviour.  The findings 

suggest that the strength of the relationships is dependent on three factors. The results 

vary between sample type; students and the general public, dimension of purchasing 

behaviour at issue i. e. more variation is explained for the general purchasing 

behaviour than for the specific purchasing items and results are inconsistent across the 

specific purchasing items, particularly for the general public sample. 

 

Chan (1996) explored the relationship between concerns for environmental issues and 

environmentally friendly purchase behaviours among Canadian and Hong Kong 

female consumers. It was found that in both Canada and Hong Kong, consumers who 

are concerned about environmental issues tend to purchase more of environmentally 

friendly products which fit in with the three R‟s: reduce, reuse and recycle. Results of 

variance analysis also revealed that in both Canada and Hong Kong, level of concern 

for environmental issues was higher among young and well-educated people however 

concern for environmental issues was not found to be higher among people with 

higher family income. 

 

Chan & Lau (2000) have empirically tested the influence of various cultural and 

psychological factors on the green purchase behaviour of Chinese consumers. It 

confirms the significant influence of cultural values (in terms of man-nature 

orientation), ecological affect, and to a lesser extent, ecological knowledge, on 

attitudes toward green purchases. The results also confirm the significant bearing of 

attitudes toward green purchases on green purchase behaviour via the mediator of 

green purchase intention. The findings suggest that although positive attitudes toward 

green purchases are translated rather effectively into green purchase intention, the 

translation of green purchase intention into the corresponding behaviour does not 

enjoy the same degree of effectiveness. Chan (2001) further extended the study by 

adding collectivism as a cultural value and study revealed similar findings. 
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Nordlund & Garvill (2002) tested a hierarchical model of the effects of general and 

environmental value orientation (self-transcendence and self-enhancement), problem 

awareness, and personal norm on pro-environmental behaviour. It was found that 

individuals who gave priority to self-transcendent values were more aware of the 

threats to the environment and perceived a stronger moral obligation to act to protect 

the environment than individuals who gave priority to self-enhancement values. 

Personal norm mediated the effects of values and problem awareness on pro-

environmental behaviour. 

 

Tanner & Kast (2003) focused on uncovering personal and contextual factors 

influencing consumers‟ buying of green food. The study confirms that personal 

attitudes and beliefs are powerful predictors of green purchases. Positive attitudes 

toward environmental protection, store related attributes of sustainability, fair trade, 

local production and action-related knowledge are major facilitators of green 

purchases. Second, perceived time barriers restrain one‟s motivation to buy green 

products. The study also revealed that green purchases are not significantly related to 

moral thinking, monetary barriers, or the socio-economic characteristics of the 

consumers. In a similar study, Chan & Wong, (2012) found that store related 

attributes of sustainability positively influenced consumer purchase of green fashion 

apparels. However, the high price of sustainable products weakened this relationship. 

 

Kim & Choi (2005) applied the conceptual framework of a value-attitude-behaviour 

relationship, to identify key antecedents of green purchase behaviour. Using structural 

equation modelling, the effects of collectivism, environmental concern and perceived 

consumer effectiveness on the green purchase and their interrelationships are 

investigated. Results suggest that environmental concern directly influences green 

purchase behaviour. Influence of collectivism flow through perceived consumer 

effectiveness. That is the collectivistic value orientations influence beliefs about 

consumer effectiveness, which in turn influences green buying behaviour.  

 

Mostafa (2006) investigated the influence of various attitudinal and psychographic 

factors on the green purchase behaviour of Egyptian consumers. The findings from 
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the hierarchical multiple regression model confirm the influence of the consumers‟ 

ecological knowledge, environmental concern, green purchase attitudes, altruism, and 

perceived effectiveness on their intention to purchase green products. Results show 

that skepticism towards environmental claims is negatively related to consumers‟ 

intention to purchase green products. 

 

Lee (2008) examined important factors that affect Hong Kong adolescent consumers‟ 

green purchasing behaviour. The predictability of the seven predictors on green 

purchasing behaviour was in the following descending order: social influence, 

environmental concern, concern for self-image, perceived environmental 

responsibility, perceived effectiveness of environmental behaviour, environmental 

attitude and perceived seriousness of environmental problems. Similar findings were 

revealed by Lee (2010) wherein it was also found that among the relationships, the 

path between peer influence and local environmental involvement constitutes the 

strongest link (β =.62), followed by the paths between peer influence and green 

purchase behaviour (β = .56) which indicates the importance of peer influence in 

green behaviour. 

 

Gupta & Ogden (2009) drawing on both a social dilemma and reference group 

theories investigated the determinants of and the mechanisms to explain the rationale 

behind the attitude-behaviour gap concerning the special environmental issue – 

energy conservation (purchase of CFL bulbs). Certain key factors related to the 

individual: social value orientation, trust in others, reference group influence (in-

group identity, the expectation of others‟ cooperation), perceived efficacy and factors 

that influence the costs of cooperation to the individual (product substitutability and 

product preference) were analysed. All the variables except one variable, social value 

orientation were significant in differentiating between “non-green” and “green” 

buyers. The expectation of others cooperation was the strongest factor that 

discriminated between green and non-green buyers. Perceived efficacy was significant 

and showed moderate influence in discriminating between “non-green” and “green” 

buyers. Results from the study showed that both the “green” and “non-green” buyers 

perceived the green and conventional products as different and hence not 
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substitutable. This study suggests that the decision to purchase green products 

presents itself as a social dilemma influenced by reference group effects and is driven 

by the motivation to maximise collective rather than individual gain. 

 

Young, Hwang, McDonald, & Oates (2010) through in-depth interviews of self-

declared green consumers from Yorkshire in the UK found that regardless of green 

values, green consumers adopted product‟s environmental performance as a green 

criterion. Only a very few used sustainability portfolios (i.e. green product plus green 

manufacturer plus green retailer) for their choice of technology-based products.  

Study identified green labels, specialist information, availability of green products in 

mainstream retails and guilt as facilitators of green criteria in their purchases whereas 

lack of time for research, high prices, lack of information, the cognitive effort needed 

for each purchase and strong non-green criteria were the major barriers for purchase 

of green products. 

 

Leonidou, Leonidou, & Kvasova (2010) confirmed that both the inward and outward 

environmental attitudes of a consumer are positively influenced by the degree of 

collectivism, long-term orientation, political involvement, deontology, and law 

obedience, but have no connection with liberalism. The adoption of an inward 

environmental attitude was also found to be conducive to green purchase behaviour 

that ultimately leads to high product satisfaction. On the other hand, an outward 

environmental attitude facilitates the adoption of general environmental behaviour, 

which is responsible for greater satisfaction with life. 

 

Chen & Chai (2010) investigated the relationship between attitude towards the 

environment (with three dimensions i. e. environmental protection, government‟s role, 

and personal norm) and green products. The study also compared gender with 

attitudes towards the environment and green products. Multiple linear regression 

analysis revealed that environment protection did not contribute significantly to the 

consumer‟s attitudes towards the green product. However, government‟s role and 

personal norm contributed significantly to the dependent variable (attitude towards 

green product). The results revealed that the personal norm was the most important 
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variable that contributed to the dependent variable.  The result from the independent 

sample t-test showed that there were no significant differences between male and 

female students in their environmental attitudes and their attitudes on green products. 

 

The study by Albayrak et al. (2011) tried to explore the influence of skepticism on 

environmental concern, perceived consumer effectiveness, and green purchase 

behaviour. The study revealed that skepticism had a negative and significant influence 

on environmental concern, perceived consumer effectiveness, and green purchase 

behaviour. However, the influence of environmental concern and perceived 

consumers effectiveness on green purchase behaviour was positive. Environmental 

concern and perceived consumer effectiveness also mediated the relationship between 

skepticism and green purchase behaviour. The group analysis also revealed that the 

probability of the low skeptics to participate in green purchase behaviour was higher 

than high skeptics group.  

 

Carrete, Castaño, Felix, Centeno, & González (2012) based on an ethnographic 

approach, in-depth interviews and observational data, studied fifteen Mexican 

families to understand the motivations and inhibitors of green consumer behaviour. 

The study suggests that the factors that drive consumers from positive attitudes and 

intentions to the actual adoption of green behaviours are a combination of perceived 

personal benefits, decreased perceived risk and uncertainty, a sense of control over 

costs, and decomposition and reconstruction of deeply embedded cultural values and 

practices. The findings highlight consumer confusion which sometimes translates into 

a general skepticism towards environmental claims, lack of trust and credibility about 

environmental claims as well as eco-labels, and compatibility i. e. when the economic 

benefit is perceived as being higher than the non-monetary costs are three important 

inhibitors of green consumer behaviour. 

 

Kim, Lee, & Hur (2012) applying the Normative Conduct Theory explored whether 

eco-friendly purchase intention in the apparel market is influenced by variations in 

social norms and by consumer‟s environmental concern. The results showed the 

significant influence of the type of social norms (i.e. injunctive versus descriptive 
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norms) and the level of environmental concern on purchase intentions. Furthermore, 

the type of environmental marketing claim (i.e. extrinsic versus intrinsic claims) is 

shown to moderate the positive influence of injunctive norms and the level of 

environmental concern on purchase intentions. 

 

Wang, Liu, & Qi (2013) analysed sustainable consumption behaviours in China and 

classified it into two categories altruistic and egoistic sustainable consumption 

behaviours. The influence of environmental value, environmental knowledge, 

environmental responsibility, and environmental sensitivity, the perception of 

consequence, response efficacy, perceived behavioural control, and perception of 

consequence on behavioural intention and sustainable consumption behaviours were 

evaluated.  SEM results indicate that all the variables are significant for explaining the 

behavioural intention and overall sustainable consumption behaviours. Environmental 

value has more explanatory power for altruistic behaviour than egoistic behaviour. 

Response efficacy and perceived behavioural control had a significant impact on 

altruistic behaviour but not on egoistic behaviour. This may be because it takes time, 

money or convenience to conduct the altruistic behaviours, which may influence 

personal judgments on his or her ability and outcome. 

 

Paço, Alves, Shiel, & Filho (2013) developed a model to test the relationships 

between concepts such as man–nature orientation, generativity, environmental 

concern, conserving behaviour and environmentally friendly buying behaviour. The 

model tested via SEM confirm that individuals‟ values, such as man-nature-

orientation and generativity, will positively influence affective responses and 

reinforce the individuals‟ environmental concern which, in turn, will lead to 

environmentally friendly conservation behaviour and environmentally friendly buying 

behaviour. 

 

Chen (2013) proposed a conceptual model and subjected it to empirical verification 

with the use of a survey. The findings confirm the influence of environmental 

knowledge, environmental attitudes, environmental concern, and social influence, on 

the green purchase intention and it is also found that there is a significant difference 
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between the collectivistic (Chinese) and the individualistic (American) consumers 

with respect to environmental knowledge, attitudes, social influence and green 

purchase intention except for environmental concern. 

 

Eze & Ndubisi (2013) investigated factors that influence consumers‟ green buying 

behaviour. Correlation analysis indicated a positive association among the variables, 

namely eco-literacy, environmental attitude, pro-environmental behaviour, consumer 

values, social influence, low price sensitivity and green buying behaviour. Regression 

analysis indicates that 74% of the variance in green buying behaviour is explained by 

the independent variables combined. 

 

Zhao et al. (2013) divided green consumer behaviour into three forms according to the 

stage of the consumption process, namely purchasing, using and recycling. The 

framework considers the knowledge and demographic variables to be the factors that 

shape individual attitudes towards green consumption.  Attitudes influence behaviour 

directly, and the effect is moderated by internal factors, i.e. environmental concern 

and perceived consumer effectiveness and external factors i. e. promotion by 

government and enterprise and availability of green products. Gender appears to have 

the weakest influence among the demographic variables. In contrast, the education 

level has the strongest influence on all constructs except using and recycling 

behaviours. People with higher education level are more likely to exhibit high levels 

of knowledge, develop positive attitudes, report a higher environmental concern and 

perceived consumer effectiveness and purchase environment-friendly products, which 

is consistent with the previous study conducted by Diamantopoulos et al., (2003). 

Income and age were the main determinants of using and recycling behaviours. 

Previous studies also described the positive relationship between age and behaviour 

(Diamantopoulos et al., 2003; Roberts, 1996). 

 

Lee, Kim, Kim, & Choi (2014) tested a model in which altruistic value was 

considered as an independent variable, perceived consumer effectiveness and 

environmental concern as a mediator and three types of environmental behaviour i. e. 

citizenship behaviour, activist behaviour and purchase behaviour as the dependent 
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variable. The study finds that altruistic value has no direct influence on behaviour, but 

has an indirect impact through perceived consumer effectiveness and environmental 

concern. The study finds that perceived consumer effectiveness and environmental 

concern are positively related to citizenship behaviour and purchase behaviour. 

Activist behaviour is explained by a single predictor perceived consumer 

effectiveness.  

 

Paço, Alves, Shiel, & Filho (2014) based on the value–attitude–behaviour hierarchy 

model, applied in four European countries – Portugal, Spain, England and Germany, 

explored a more reliable form of measuring green buying behaviour. The study 

revealed the positive relationship between environmental concern, conserving 

behaviour and buying behaviour. The research has also proved that the Straughan and 

Robert‟s (1999) scale presents a high level of reliability, above other commonly used 

scales of measuring green buying behaviour.  

 

Ng & Law (2015) proposed a model that depicts the influence of consumers‟ 

environmental attitudes, environmental concern, perceived environmental 

responsibility, perceived effectiveness, and green product attitude on green buying 

intention. The results demonstrate that consumers‟ perceived environmental 

responsibility and perceived effectiveness of environmental protection play important 

roles in promoting their attitudes towards and intention of buying environmentally 

friendly products. Perceived environmental responsibility also fully mediates the 

relationship between consumers‟ environmental concern and their intention of buying 

eco-friendly products. 

 

Kumar & Ghodeswar (2015) in a study conducted in India found that the respondents 

possess a willingness to support environmental protection, the realisation of 

environmental responsibilities, and inclination towards searching green product-

related information and learning about green products. Supporting environmental 

protection, drive for environmental responsibility, green product experience, 

environmental friendliness of companies and social appeal are identified as important 

factors affecting green product purchase decisions. 
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2.4 GREEN MARKETING STRATEGIES AND GPPB 

Consumer preference for green products can be influenced by effective green 

marketing strategies such as the promotion of green products, green branding, green 

advertising, eco-labelling, and green packaging. This section of the literature review 

focuses on the influence of green marketing strategies on GPPB. Though it cannot be 

strictly separated, for better understanding it is broadly subdivided into sections as 

follows:  influence of green marketing strategies, influence of green products, 

influence of green branding, influence of green advertising, influence of eco-labelling, 

and influence of green packaging on GPPB. 

 

2.4.1 Influence of Green Marketing Strategies on GPPB 

Gan, Wee, Ozanne, & Kao (2008) examined the influence of environmental concern, 

price consciousness, quality consciousness, brand consciousness, and green label on 

the purchase of green products. It was found that environmental concern positively 

influences, whereas brand consciousness negatively influences green purchases via 

intention. However, price consciousness, quality consciousness and green label are 

not significant. 

 

Rahbar & Wahid (2011) examined if the green marketing tools (i.e. environmental 

advertisement, eco-label, eco-brand and trust in eco-label and eco-brand), affect the 

consumers‟ actual purchasing behaviour among Penang‟s (a state in Malaysia) 

consumers. It was found that eco-brand and trust in eco-label and eco-brand were 

significantly and positively related to green purchase behaviour.  However, the 

influence of environmental advertisements and eco-labels on the purchase of green 

products was not significant. 

 

Juwaheer, Pudaruth, & Noyaux (2012) investigated the extent to which environmental 

beliefs and green marketing strategies influence the green consumption pattern in 

Mauritius. Correlation analysis demonstrated a positive relationship between 

customers‟ environmental beliefs, green labelling, green branding, green 

advertisements and green consumption patterns, thus indicating green marketing 

strategies influence green consumption. 
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Chittipaka & Shaikh (2013) studied the relationship between green marketing mix and 

green buying behaviour in India. Correlation and regression analysis indicated that 

environmental awareness, product features, green promotional efforts, green pricing 

strategies, and green distribution/place are significant predictors of green product 

purchase behaviour thus showing green marketing mix influences GPPB. 

 

Nath, Kumar, Agrawal, Gautam, & Sharma (2013) identified and evaluated the 

enablers that facilitate consumer adoption of green products. Using Interpretive 

Structural Modelling, a series of initial relationships were established that predicted 

how the joint effects of these enablers affect green consumer behaviour and green 

product adoption. The study suggests that literacy and environmental awareness are 

high driving power enablers, peer groups and cultural values are social enablers, 

environmental attitudes and perceived consumer effectiveness are behavioural 

enablers. Legal enforcement such as eco-labelling and incentives such as tax credits 

can be promotional tools. Green promotion tools such as green advertising can play a 

positive role in influencing consumers towards the adoption of green products. 

 

Ansar (2013) studied the factors that determine Pakistani consumers‟ green purchase 

intention. Correlation analysis revealed that environmental advertisement, price and 

ecological packaging were positively related to green purchase intention. However, t-

test and ANOVA results showed that there was no significant difference based on 

socio-demographic variables, namely gender, age, education, and income with regard 

to green purchase intention. 

 

Kumar (2013) examined the influence of green marketing on brand perception and 

buying behaviour of Malaysian consumers. It was found that green marketing has a 

significant influence on brand perception and buying behaviour of consumers. 

Besides, it was also found that education, gender and family choice moderated the 

relationship significantly. 

 

Delafrooz, Taleghani, & Nouri (2014) studied the influence of green marketing tools, 

namely eco-label, eco-brand, and environmental advertisement on green purchase 
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behaviour. Spearman correlation test and multiple regression analysis results showed 

that environmental advertisement had the most significant effect on consumer 

purchasing behaviour and eco-brand had the least effect. 

 

Kong et al. (2014) examined the influence of green corporate perception, eco-label, 

green advertising, green packaging, and green product value on green purchase 

intention. The results of the regression analysis revealed that green corporate 

perception, eco-label, and green product value had a significant positive influence on 

green purchase intention. In contrast, green advertising and green packaging had no 

significant impact on consumer intention to purchase green products. 

 

2.4.2 Influence of Green Products on GPPB 

D‟Souza et al. (2006) examined the influence of corporate perception, corporate 

regulatory compliance, product labels, packaging, ingredients of the product, and 

customers‟ past experience with the product on customers‟ perceptions about green 

products with special reference to food items. The results indicate that customers‟ 

corporate perception with respect to companies placing a higher priority on 

profitability than on regulatory compliance and reducing pollution were significant 

predictors of customers‟ negative overall perception toward green products. The other 

factors had a positive influence, but it was not significant. The study also indicated 

that overall perception of green products is negatively associated with the customer‟s 

intention to purchase them if they are of lower quality and higher in price compared to 

alternative products. 

 

Pickett-Baker & Ozaki (2008) by conducting a study among 52 mothers, indicated 

that there is a correlation between consumer confidence in the performance of green 

products and their pro-environmental beliefs. Consumers purchase more products 

from manufacturers that are seen to be pro-environmental and trust well-known green 

products. Consumers judge green products based on previous experience or word-of-

mouth and better marketing communication will induce consumers to purchase green 

products. This study highlights the need for better marketing communication. 
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Tseng & Tsai (2011) constructed a model of green consumption decision-making for 

the purchase of energy saving light bulbs in Taiwan. The analysis revealed that the 

perceived price of the product had a significant influence on the perceived quality and 

perceived sacrifice. Perceived quality, perceived sacrifice, and environmental attitude 

had a significant influence on perceived value. The study also indicated that perceived 

value had a significant influence on purchase intention; however, income of 

consumers moderates the effect of perceived value on purchase intention. 

 

Durif, Roy, & Boivin (2012) based on a means-end chain approach and qualitative 

research found that consumers perceive negative risks based on green products 

attributes, specifically about the functional, financial and temporal aspects of green 

products. Conversely, consumers perceive risks to be positive when it comes to 

physical and psycho-social aspects. Based on combined analysis of the perceived 

risks, some attributes and motivations which support the purchase of green cleaning 

products are pleasant fragrance, natural ingredients, recyclable packaging, lack of 

health risks, protection of the environment, improvement of personal and social image 

as well as those that hinder it are limited distribution, weak concentration, less 

attractive label, higher cost, longer and more complex purchasing process and product 

ineffectiveness. 

 

Chen & Chang (2012) explored the influence of green perceived value and green 

perceived risk on green purchase intentions.  The empirical results show that green 

perceived value positively influence green trust and green purchase intentions, while 

green perceived risk negatively influence green trust and green purchase intentions. 

The study also demonstrates that the relationships between green purchase intentions 

and their two antecedents – green perceived value and green perceived risk are 

partially mediated by green trust. The study indicates that investing resources to 

enhance green perceived value and to reduce green perceived risk can be beneficial to 

increase green trust and green purchase intentions. Hence, it can be said that a lack of 

consumer trust in green products acts as a barrier to green purchase behaviour. 
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Mahesh (2013) analysed the influence of perceived value and attitude about green 

products on consumers‟ purchase intention of green products. The study indicated the 

positive influence of perceived value and attitude on purchase intention of green 

products. Besides, it was also revealed that consumers with a favourable attitude 

towards green products were highly educated, with high income, middle-aged and 

were mostly employed in the private sector. 

 

Chen, Lin, & Weng (2015) indicated that environmental friendliness of a product has 

a significant positive impact on green satisfaction, green perceived quality, and green 

trust and in turn, both green satisfaction and green perceived quality positively affect 

green trust. It was also found that green satisfaction and green perceived quality 

partially mediate the positive relationship between environmental friendliness of a 

product and green trust. 

 

Konuk, Rahman, & Salo (2015) contributing to the TRA, studied the relationships 

between green satisfaction, green trust, green brand equity and behavioural intentions 

in three different countries Turkey, Finland and Pakistan regarding the purchase of the 

green white goods. Results of SEM reveal positive relationships between green 

satisfaction, green trust and green brand equity across three countries. Also, green 

brand equity plays a remarkable role in behavioural intentions towards green white 

goods across all three countries. The empirical results from three countries revealed a 

positive relationship between green satisfaction and green trust supporting Chen and 

Chang (2012). 

 

2.4.3 Influence of Green Branding on GPPB 

Hartmann, Ibanez, & Sainz (2005) analysed the effect of green positioning based on 

functional attributes and emotional benefits of green consumption (i. e. Green 

utilitarian benefits, warm glow benefits, self-expressive benefits, and virtual nature 

experiences) on attitude towards green energy brand.  Most of these green 

consumption experiences improved the respondent‟s attitude significantly towards the 

brand analysed in the study. Hartmann & Ibanez (2008) extended the study further 

and found that respondents‟ environmental concern moderated this relationship. 
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Virtual nature experiences construct proved to yield overall significant effects, 

regardless of the respondent‟s degree of environmental concern. Green utilitarian 

benefits affected mostly concerned consumers while not improving the product 

attitude of the non-concerned. The latter, however, experienced a significant degree of 

“warm-glow” benefits, that is, the positive feeling to participate in the improvement 

of the common good “environment”, contrary to the more environmentally conscious 

consumers, who seem to not experience this kind of emotional benefit on a significant 

scale. This indicates that companies should use marketing and advertising to associate 

their brands with personal emotional benefits for green consumers, thereby enhancing 

overall perceived value.  

 

Chen (2010) explored the positive relationships between green brand equity and its 

three drivers – green brand image, green satisfaction, and green trust. The model 

tested via SEM showed that green brand image, green satisfaction, and green trust are 

positively related to green brand equity. Further, the positive relationship between 

green brand image and green brand equity is partially mediated by green satisfaction 

and green trust. Therefore, it is suggested that companies should invest more funds in 

enhancing green brand image, green satisfaction, and green trust in order to enhance 

green brand equity. 

 

Park, Ko, & Kim (2010) found that luxury brand value has a positive effect on luxury 

brand image, and luxury brand image has a positive effect on satisfaction with green 

marketing activities for the luxury brand. Green marketing satisfaction has a direct 

and positive effect on the brand attitude and purchase intention after green marketing 

activities and also has an indirect effect on the improvement of purchase intention by 

increasing brand attitude.  The multi-group analysis revealed in all the three countries 

i. e.  US, Japan and Korea that green marketing satisfaction has no direct effect on the 

increase of purchase intention, but has indirect effect through the improvement of 

brand attitude. In case of non-green consumers, green marketing satisfaction has no 

direct effect on the improvement of purchase intention, and the effect is very low; on 

the contrary, in case of green consumers, green marketing satisfaction has a direct and 

positive effect on the change in purchase intention. In the case of a group of high 
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purchase frequency of luxury products shows no significant effect of green marketing 

satisfaction on purchase intention, and the estimate is negative, although not 

statistically significant. 

 

Yan, Hyllegard, & Blaesi (2012) investigated the influence of two variables - brand 

name and message explicitness - on attitude toward advertisement and attitude toward 

the brand. Results revealed that respondents formed positive attitudes toward apparel 

brand when the advertising message contained explicit information about 

environmentally friendly products. It was also found that attitude toward the brand, 

attitude toward advertisement, subjective norm, eco-fashion involvement, and 

environmental commitment were strong predictors of intention to purchase an 

environmentally friendly apparel brand. 

 

Papista & Krystallis (2013) applied the customer value approach to identify multiple 

factors that motivate or hinder the consumer adoption of green brands. The study 

proposed that perceived value (i.e. economic, social, hedonic, and altruistic values) 

are positively related with a perceived customer value of green brands whereas 

perceived costs (i. e. price, effort, evaluation, time, and performance risk costs) are 

negatively related to the perceived customer value of green brands. Perceived values 

and perceived costs are also directly related to behavioural loyalty. Customer value 

had a direct influence on relationship quality and behavioural loyalty. It is also 

proposed that customer value is directly and also indirectly, mediated by relationship 

quality related to behavioural loyalty. 

 

Punyatoya (2014) exhibited that consumer‟s environmental awareness and the 

perception that a brand is eco-friendly leads to trust in the brand. Findings also 

support that higher brand trust leads to increasing purchase intention towards the eco-

friendly brand.  

 

2.4.4 Influence of Green Advertising on GPPB 

According to Shrum, McCarty, & Lowrey (1995) customers who make special efforts 

to buy green products consider themselves as opinion leaders, are interested in new 
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products and actively exchange product information and are careful in their shopping 

habits especially being price sensitive. However, making a special effort to buy green 

is unrelated to impulse buying and brand loyalty. The results also indicate that 

customers interested in buying green products are skeptical about advertising in 

general and are more receptive to print advertising than television advertising. The 

influence of consumers‟ variables on green buying is independent of the influence of 

the demographic variables. 

 

Newell, Goldsmith, & Banzhaf (1998) in an experimental study investigated whether 

consumers who are exposed to an ad containing a deceptive environmental claim have 

significantly different attitudes about the ad than those consumers exposed to a similar 

non-deceptive ad.  It was found that higher levels of perceived deception were 

associated with lower levels of perceived corporate credibility, less favourable 

attitudes toward the ad, less favourable attitudes toward the advertised brand, and 

decreased purchase intentions toward the product in the ad. It was also revealed that 

perceived advertiser credibility and attitude toward the ad would have a significant 

positive effect on attitude toward the brand. In turn, attitude toward the brand will 

have a significant positive effect on purchase intentions. 

 

Chan (2004) explained the main reasons for the low perceived credibility of 

environmental claims in the environmental advertisement.  According to the study the 

vague arguments to substantiate the environmental claim, the source country of the 

advertised product not bearing an eco-friendly image, the manufacturer (advertiser) of 

the advertised product not bearing an eco-friendly image and the alleged eco-

friendliness of the advertised product not matching with the respondent‟s previous 

consumption experience are the main reasons for low perceived credibility of the 

claim. Regression analysis revealed the perceived credibility of the claim, relevance 

of the advertised product to the daily lives, education level, and media type are 

significant factors that affect green purchase intention of consumers. 

 

D‟Souza & Taghian (2005) indicated that there are significant differences in the 

attitudes of high involved and low involved consumers. Based on the cognitive 
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evaluation, high involved consumers expressed that ads were believable and 

favourable and based on the affective evaluation, these consumers rated green ads as 

good. However, on the cognitive evaluation of green ads beings convincing and the 

affective evaluation of green ads being pleasant, both groups were neutral. It was 

observed that there is a significant difference between the group concerning green 

advertising themes. High involved consider all the themes important i. e. ads should 

promote recycling symbols, should emphasise how consumers will benefit, promote 

third-party eco-labels, promote donating to environmental cause or group except those 

that promote corporate image. 

 

Haytko & Matulich (2008) coded respondents into three groups: environmentally 

responsible, environmentally apathetic or neutral. T-tests results showed that 

environmentally responsible group differed from the apathetic group about their 

attitudes toward green advertising. Those who were environmentally responsible had 

more positive attitudes toward green advertising than those who were environmentally 

apathetic. It appears that this generation of consumers has distinct gender differences, 

with females exhibiting more positive attitudes toward green advertising and 

increased amount of environmentalism.  

 

Khandelwal & Bajpai (2011) measured the impact of different aspects of green 

advertising on green purchase intention among consumers in metro cities and non- 

metro cities of India. The study exhibited that high level of ad credibility, consumers‟ 

trust in advertiser, viewers‟ attitude, brand image, consumer believability of the ad, 

consumers green education, reference group influence and consumers perceived 

effectiveness of environmental behaviour had a significant influence on green 

purchase intention in both metro and non-metro cities of India. 

 

Kong & Zhang (2012) in an experimental study found that for products with higher 

environmental impact, information with a green appeal will yield a more favourable 

attitude toward the ad, and it also yields greater green purchase intention than 

information without a green appeal. The joint (interaction) effect of green appeals in 
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ads and product types on persuasion is mediated by consumers‟ environment-related 

cognitive response. 

 

Grimmer & Woolley (2012) through experimental study examined whether 

consumers‟ purchase intentions are influenced by the type of green marketing 

communication message to which they are exposed and whether this effect is 

moderated by their level of environmental involvement.  Results revealed no 

difference in purchase intention across the three types of advertisement; however, it 

was found that participants‟ level of environmental involvement moderated the effect 

of the advertisements on purchase intention. Participants with higher environmental 

affect showed greater purchase intention when exposed to the pure environmental 

advertisement; those with a lower level of affect showed greater purchase intention 

when exposed to the personal environmental advertisement. 

 

Tucker et al. (2012) outlined the role of perceived consumer effectiveness and 

ecological attitudes and behaviours in determining consumer perceptions of green 

advertising credibility and subsequent attitude toward the ad and also brand attitude. 

Using three types of product-related claims i. e. strong product-related claims, weak 

product-related claims, a cause-related marketing claim, and one control ad, 

consumers ad perceptions (ad involvement, ad credibility, attitude toward the ad), 

brand perceptions (brand attitude, purchase intention) were evaluated. The results 

suggest that consumers with positive attitudes toward environmental protection are 

equally receptive to all conditions tested. It was found that ad credibility leads to 

favourable attitude towards green ad and green brand. 

 

Bickart & Ruth (2012) based on the Persuasion Knowledge Model and through 

experimental research exemplified that when the environmental concern is low, the 

presence or absence of an eco-seal by a high or low-familiar brand will not affect 

attitude towards the ad, attitude towards a brand or purchase intentions. Conversely 

when the environmental concern is high the presence of eco-seal by a high familiar 

brand will affect attitude towards the ad, attitude towards brand or purchase intentions 

more favourably.  The study also indicated that the impact of eco-seal, brand 



Chapter 2                                                                                         Review of Literature                                                                                          

 

Goa University Page 52 

 

familiarity, and environmental concern on purchase intentions would be mediated by 

attitudes toward the ad, and brand attitudes. 

 

Paço & Reis (2012) analysed the relationship between consumers‟ environmental 

concern, conservation behaviour, green buying behaviour, and the skepticism toward 

environmental claims present in advertising. The results indicate that the more 

environmentally concerned an individual is, the more skeptical he or she will be 

towards green claims exhibited on packages or featured in ads. Conservation 

behaviour and buying behaviour had no significant relationship with the skepticism, 

indicating that consumers who are skeptical of such claims may participate in green 

activities and buy green products. Also, results indicated no significant differences 

between men and women regarding this skepticism. 

 

Chen & Chang (2013) explored the influence of green-wash on green trust and 

discussed the mediation roles of green consumer confusion and green perceived risk. 

The results show that green-wash is negatively related to green trust. The results also 

demonstrate that green-wash is positively associated with green consumer confusion 

and green perceived risk, which would negatively affect green trust. It means that 

green-wash does not only negatively affect green trust directly but also negatively 

influence it via green consumer confusion and green perceived risk indirectly. Hence 

if companies would like to reduce the negative relationship between green-wash and 

green trust, they need to decrease green consumer confusion and green perceived risk. 

 

Xue (2014) examined the effects of green visuals in advertising and verbal 

environmental claims on Chinese consumers‟ green brand associations and 

advertising responses. The use of green visuals led to a more positive attitude toward 

the ad, more positive brand attitude, a higher level of green brand association, and a 

higher level of purchase intention compared to verbal environmental claims. Also, the 

impact of green visuals was stronger when verbal environmental advertising claims 

were present for low-involvement products, in terms of green brand associations. 
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Matthes & Wonneberger (2014) concluded that environmental concern, green 

attitudes, and green purchase behaviour are distinct dimensions of green 

consumerism. The study revealed that green consumerism and perceived consumer 

effectiveness has a significant negative influence on green ad skepticism. 

Informational utility exerted a significant negative effect on green ad skepticism.  

However, there was no such effect for emotional appeal. No effects of age, gender, 

and education on green ad skepticism were observed. 

 

2.4.5 Influence of Eco-labelling on GPPB 

Thøgersen (2000) exemplified that paying attention to environmental labels is 

correlated with consumer‟s pro-environmental attitude and with perceived 

effectiveness regarding environmental problems. However, the structural model 

confirmed that the influence of both these concepts is indirect and mediated through 

the belief in buying green products as a strategy to protect the environment and 

through the trust in environmental labels. Hence, it is unlikely that a consumer pays 

attention to an environmental label unless he or she values protecting the 

environment, perceives buying green products as an effective means to achieve this 

goal, and perceives the information that the label conveys as useful for this purpose. 

Also, the availability of eco-labelled products in the shops and the consumer‟s ability 

to recognise and understand them undoubtedly influences attention towards this type 

of labels. The influence of pro-environmental attitude on paying attention is higher 

when the consumer trusts the label, and the influence of trust is higher when the 

consumer holds pro-environmental attitudes. The study documents that the usefulness 

of eco-labels as a policy tool depends on the credibility of such labels.  

 

Sammer & Wüstenhagen (2006) applied choice-based conjoint analysis to investigate 

the relative importance of eco-label compared with other product features (such as 

brand name, price) in consumers‟ purchasing decisions. It was found that the 

European Union energy label positively influenced consumers‟ buying decisions for a 

washing machine and a labelled energy efficient product resulted into a willingness to 

pay that is at least equal to the monetary value of reduced energy consumption over 
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the lifetime of a product. Consumers also gave enough importance to the brand of the 

product.  

 

D‟Souza, Taghian, & Lamb (2006) empirically investigated how consumers who 

differ in terms of environmental attitude respond to product labels. The study 

indicates that there is a market segment that will not support green products if low in 

quality and would look for environmental information on labels while there is another 

market segment that is price sensitive and is somewhat informed by way of green 

product labels and may consider supporting green products at somewhat premium 

prices. 

 

D‟Souza, Taghian, Lamb, & Peretiatko (2007) examined the Australian green 

consumers about their awareness, satisfaction, understanding and accuracy of 

environmental labelling and empirically investigated the association of demographic 

profile of consumers with their attitudes towards such labels. The results indicated no 

differences with respect to gender.  Label dissatisfaction was higher in the older and 

middle age respondents. Concerning income, respondents in different categories 

demonstrated differences of attitude towards the accuracy of contents, their overall 

satisfaction with labels, and always reading labels. Additionally, there appear to be 

differences between students and some other employment categories with regards to 

the overall satisfaction with product labels and relying on past experience as a guide 

to make an environmental product selection. It has been discussed that Type III, that 

is third-party labelling would, potentially, reduce the severity of dissatisfaction with, 

and the perception of the inaccuracy of green product labels.  

 

Thøgersen, Haugaard, & Olesen (2010) analysed the adoption of the MSC label for 

sustainable fishery by consumers relatively shortly after its introduction in Denmark. 

The study revealed that starting the adoption process depends on motivation (intention 

to buy sustainable fish products), expertise (issue-relevant knowledge), and eco-label 

innovativeness. Whether and how quickly the consumer completes the adoption 

depends on his or her motivation, past experience with using eco-labels, and trust in 

the endorsing organisation.  
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Borin, Douglas, & Krishnan (2011) investigated the impact of different levels of 

environmental information on key consumer metrics. The results show that consumer 

perception of product quality, value, and purchase intentions does not differ 

significantly between products with positive environmental messages and those 

without any message. Products with positive environmental messages are viewed 

better than products with negative environmental messages. It is also found that the 

impact of environmental information is greater for consumable products. Clearly 

presented information can make a significant difference in consumer evaluation of 

products. If green products highlighted the reasons why products free of harmful 

ingredients did not have a negative impact on the environment, and if non-green 

products disclose the harmful impact of their ingredients on the environment, then 

green products would be favourably perceived over the non-green alternative. 

 

Testa, Iraldo, Vaccari, & Ferrari (2013) assessed through a quantitative analysis 

whether the knowledge, awareness and information that consumers gather on a 

product‟s environmental impacts through an eco-label actually stimulate the purchase 

of green paper or ecological home cleaners.  The findings from this study, which is 

based on a large dataset of Italian consumers, highlight a significant role of eco-labels 

in increasing the consumer‟s perceived behavioural control. It was also found that 

level of education, the age and the region of residence did not influence the choice of 

a consumer to buy green paper or ecological home cleaners, whereas gender still 

played a significant role, study shows that women are more likely to buy these 

products than men. 

 

Atkinson & Rosenthal (2014) using Signaling Theory explored which aspects of eco-

label design i. e. argument specificity, argument source, and product involvement 

yields more positive effects on consumer trust, product attitude, label source attitude, 

and purchase intent. The findings revealed that the three factors influenced eco-label 

trust, product attitude, and source attitude in varying ways; however, none of them 

was a significant predictor of purchase intent, either as main effects or interactions. 

The study indicates that as a signalling device, label source and argument specificity 

are both useful cues, but they function in different ways. Argument specificity works 
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as an effective signal regardless of product involvement. Label source also works as a 

signal but primarily in low involvement situations. 

 

Taufique et al. (2014) proposed a model to evaluate consumer understanding and 

perception of eco-labels. According to the proposed model consumer perceptions of 

eco-labels is influenced by consumer awareness of eco-labels, consumer knowledge, 

consumer involvement in searching and processing eco-label information, consumer 

trust in eco-labels, design and visibility of eco-labels, credibility of information and 

its source, type and level of information, clarity of meaning, persuasiveness of eco-

labels, and private benefits. 

 

2.4.6 Influence of Green Packaging on GPPB 

Schwepker & Cornwell (1991) showed that individuals with an internal locus of 

control, who are concerned about litter, who believe there is a pollution problem, and 

who have a favourable attitude toward ecologically conscious living are more inclined 

to purchase ecologically packaged products. The results also suggest that consumers 

are willing to purchase products in larger packages with less frequency, products in 

less attractive packages that eliminate unnecessary packaging, products in redesigned 

packages which contribute to less solid waste, and products in recyclable and 

biodegradable packages. 

 

Polonsky et al. (1998) evaluated using content analysis the packaging information on 

twenty dishwashing liquid packages in Australia. Seven different informational 

categories i. e. images, licensing agreement, scientific/environmental, general 

environmental claims, product name, logos, pictures and four accuracy categories 

such as acceptable, poor explanation, no explanation, meaningless were developed. 

29% of the information was classified as having no explanation, 25% as having a poor 

explanation and 10% of the information provided as meaningless and 36% fell into 

acceptable category indicating that majority of environmental information on 

packaging is not acceptable. 
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Thøgersen (1999) indicated that the individual‟s problem awareness regarding 

packaging waste,  perceived ability to contribute to solving the waste problem (PCE) 

and social norm contributes to the personal norm to avoid packaging waste. Also, the 

personal norm contributes to attention towards the problem. The study also indicates 

attention towards the problem, personal norm and perceived costs influences the 

environment-friendly packaging choice. However, the influence of social norm on the 

environment-friendly packaging choice is negative.  

 

Rokka & Uusitalo (2008) based on a choice-based conjoint analysis found that 

environmental packaging was a strongly preferred product attribute when consumers 

choose among functional drink products, the average relative importance is 34%, 

whereas the relative importance for the price was 35%, for resale ability 17%, and for 

brand 15%. The findings emphasise the increasing importance of ethical and 

environmental dimension in product choices. 

 

Birgelen, Semeijn, & Keicher (2009) investigated the influence of product attributes 

of an ecological beverage such as taste, brand, price, healthiness (e.g. calories and 

nutritional value), product availability, ease of carrying, and physical design of the 

package on the ecological beverage purchase. It was found that consumers are willing 

to trade off almost all product attributes in favour of environmentally friendly 

packaging of beverages, except for taste and price. Besides the results also suggests 

that eco-friendly purchase and disposal decisions for beverages are related to the 

awareness of environmental problems, attitude toward the environment, and the 

subjective norms of consumers.    

 

Madushanka & Ragel (2016) investigated the influence of product characteristics, 

environmental concern, government role and demographic factors on attitude towards 

green packaging and found a significant influence of all the factors on attitude 

towards green packaging with product characteristics having highest influence 

followed by environmental concern. 
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2.5 DEMOGRAPHICS AND GPPB 

As suggested by Schlegelmilch et al. (1996), segmenting and targeting markets based 

on pro-environmental purchase behaviour are essential when companies position their 

green products. Profiling green consumers have gained tremendous attention in the 

past (Chan, 2000; Dianmantopoulos et al., 2003; Jain & Kaur 2006). The most 

common socio-demographic characteristics that have been employed for segmentation 

in past studies include gender, age, education level, income, and occupation (Hartono, 

2008). The studies conducted in the past for segmentation of green consumers based 

on demographics are discussed in this section. 

 

Roper Organisation (1992) based on behaviours deemed environmentally friendly, 

such as using biodegradable/recycled products, and recycling bottles, cans and 

newspapers and behaviours indicative of environmental concern such as reading 

packaging labels, contributing to environmental groups and lobbying politicians etc., 

identified five distinct segments: True-Blue Greens (11%), Greenback Greens (11%), 

Sprouts (26%), Grousers (24%), and Basic Browns (28%). This study also confirmed 

that green consumers tend to be better educated, earn higher incomes, and hold 

professional/white collar jobs, making them a very desirable target market.    

 

Chan (2000) classified consumers based on their past purchase behaviour as light, 

medium and heavy. Chi-square test indicated that they did not differ in gender, age 

and housing type, however past purchase behaviour was dependent on education, 

occupation and income. F-test results indicated that light, medium and heavy 

consumers differed greatly in their perception of green products, evaluation of the 

purchase of green products, perceived social norms, self-identity, green consumerism 

knowledge, and use of environmental news. 

 

Laroche et al. (2001) investigated the demographic, psychological and behavioural 

profiles of consumers who are willing to pay more for green products.   The study 

showed that females, individuals who are married and have children living at home 

are more willing to pay a higher price for green products. Consumers willing to pay 

more for green products reported that today‟s ecological problems are severe, that 
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corporations do not act responsibly toward the environment and that behaving in an 

ecologically favourable manner is important and not inconvenient. They place high 

importance on security and warm relationships with others, and they often consider 

ecological issues when making a purchase. Conversely, consumers unwilling to pay 

more for green products reported that companies are acting responsibly toward the 

environment, and they admit (on average) that they do not consider ecological issues 

when making a purchase. These consumers attributed a lower score to the severity of 

ecological problems and to the importance of being ecologically friendly. 

 

Dianmantopoulos et al. (2003) following an interdisciplinary review of the literature 

and by conducting the fieldwork in the UK evaluated the relationship between six 

socio-demographic variables and measures of environmental consciousness i. e. 

environmental knowledge, attitude and behaviour. It was found that gender has a 

significant relationship, concluding that males tend to have higher and better 

knowledge about green issues than females however females have been found to 

exhibit both higher environmental concern and participate more frequently in various 

types of green behaviour. About marital status, no significant differences were found 

with regard to environmental knowledge, concern and behaviour. As far as a number 

of children and environmental consciousness and behaviour are concerned 

consistently positive relationship has been found. The findings reported no significant 

relationships between age and environmental knowledge; however, there is a negative 

association between age and environmental attitudes and behaviour. About education 

positive and significant relationship has been found with regard to environmental 

knowledge, attitude, and behaviour suggesting that the higher-educated understand 

the issues involved more fully and, hence, are more concerned about environmental 

quality and more motivated to participate in environmentally responsible behaviours. 

Similar findings are found about social class indicating that the higher social classes 

are more knowledgeable, has a favourable attitude and undertake more green 

behaviours. The above findings were confirmed by Jain & Kaur ((2006) in a study 

conducted in India. Besides, it was also found that income and occupation had a 

significant and positive relationship with environmental knowledge, attitude, and 

behaviour. 
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Bodur & Sarigollu (2005) adopting cluster analysis and based on behaviours toward 

the environment, identified three distinct segments of consumers i. e. active 

concerned, passive concerned, and unconcerned. There is no significant difference 

between the clusters in terms of age, gender, and occupation. The active concerned 

are better educated, more affluent, more oriented towards outdoor activities, and are 

internally controlled, whereas the passive concerned and the unconcerned are 

externally controlled. Attitudes toward specific behaviours were found to be the best 

predictors of behaviour, followed by general attitudes, education, and locus of control. 

 

Modi & Patel (2013) using cluster analysis and based on environment-friendly 

behaviours classified the consumers in India as “active green activists” and “passive 

green activists”. A significant difference was found between the groups with regard to 

behaviours. Gender and marital status were found to be significant; however, age, 

education, and occupation were found to be non-significant for differentiating 

between the groups. 

 

2.6 MODERATOR VARIABLES IN RELATED STUDIES  

A moderator variable is a variable that alters the direction or strength of the 

relationship between a predictor and an outcome (Baron & Kenny, 1986; Sharma, 

Durand, & Gur-Arie, 1981).  The inclusion of moderator variables leads to enhancing 

a model‟s explanatory power (Sun & Zhang, 2006) and are important due to their 

ability to enhance the understanding of the relationship between relevant independent 

variables and dependent variables (Walsh, Evanschitzky, & Wunderlich, 2008). As 

such, the moderator variable concept holds important implications for understanding 

and predicting consumer behaviour (Sharma, Durand, & Gur-Arie, 1981). The role of 

moderator variables examined by researchers in GPPB studies is discussed below.  

 

Moons & Pelsmacker (2012) studied the moderating role of consumer characteristics 

such as environmental concern, environmental behaviour, universalism, and 

benevolence on intention formation to use the electric car once it becomes widely 

available. The moderator variables showed that highly environmentally concerned 

people, people already showing strong environmental behaviour, universalists, and 
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benevolent are segments of the population that are more strongly inclined to use the 

electric car once it becomes widely available. Another remarkable difference between 

subgroups is that reflective emotions towards car driving play a significant role in 

usage intention formation in environmentally concerned, strong environmental 

behaviour, universalist and benevolent segments, but not in those groups that exhibit a 

lower intention to use the electric car. According to Zhao et al. (2013), attitude 

influence behaviour directly, and the effect is moderated by environmental concern, 

perceived consumer effectiveness, promotion by government and enterprise and the 

availability of the green products. Albayrak, Aksoy, & Caber (2013) examined the 

moderating effect of environmental concern and skepticism towards an environmental 

claim on purchase intention in TPB.  

 

According to a study conducted by Kim, Lee, & Hur (2012) the type of environmental 

marketing claim (i.e., extrinsic versus intrinsic claims) moderates the positive 

influence of injunctive norms and the level of environmental concern on purchase 

intentions. In a study conducted by Kumar (2013) education, gender, and family 

choice moderated the influence of green marketing on brand perception and buying 

behaviour of Malaysian consumers whereas the study by Tseng & Tsai (2011) 

revealed income of consumers moderates the effect of perceived value on purchase 

intention. Hartman & Apaolaza-Ibanez (2008) found that green consumption 

experiences improved the respondent‟s attitude towards the brand significantly; 

however, the relationship was moderated by environmental concern. Grimmer & 

Woolley (2012) found that a participant‟s level of environmental involvement 

moderated the effect of green advertisements on purchase intention. According to 

Chan & Wong (2012) store related attributes of sustainability positively influenced 

consumer purchase of green fashion apparels. However, the high price of sustainable 

products weakened this relationship. 

 

Carrington et al. (2010) proposed a model which suggests that implementation 

intentions or plans mediate the relationship between intention and behaviour. The 

model also suggests that actual behavioural control and situational context moderate 

the relationship between implementation intentions and behaviour.  Grimmer, 



Chapter 2                                                                                         Review of Literature                                                                                          

 

Goa University Page 62 

 

Kilburn, & Miles (2015) based on Carrington et al. (2010) exemplified that intention 

plan mediates the relationship between intention and green purchase behaviour. The 

study also indicated that the purchase situation moderates the relationship between 

intention and intention plans and also the relationship between intention plans and 

green purchase behaviour. The following situational factors have an influence: time at 

the end of the day, the importance of price, willingness to drive a greater distance, 

availability, and ease of purchase (the latter only for the relationship between plans 

and green purchase behaviour).  

 

2.7 RESEARCH GAP 

The literature review conducted highlights a plethora of studies carried out on the 

factors influencing GPPB. However, these studies have either considered psycho-

social determinants or the influence of green marketing factors on GPPB. There are 

hardly any extensive studies wherein both psycho-social determinants and green 

marketing factors are considered. This study, therefore, intends to make a 

comprehensive study of both psycho-social and green marketing factors influencing 

GPPB of the consumers. Accordingly, the two models are developed. The first model 

evaluates the psycho-social determinants of GPPB and the second model evaluates the 

determinants of consumer attitude towards green marketing strategies and the 

influence of green marketing strategies on the GPPB of the consumers.  

 

Extant literature indicates that TPB is very widely used to predict behaviour. 

However, today, it is widely accepted that consumer behaviour is complex and is the 

result of many factors. In fact, no single model or theory provides a framework 

capable of analysing more than a small portion of behaviour. In other words, a 

straightforward interpretation of TPB may not capture the complexity of green 

consumer behaviour. This inadequacy calls for the need to explore an appropriate 

theoretical framework to encompass more psycho-graphic variables in TPB.  The 

qualitative study and the literature review pointed to the possibility of considering 

antecedents of determinants of intention when utilising TPB to understand individual 

GPPB. Accordingly, this study considers the normative social influence and value-

expressive social influence as antecedents of subjective norm, environmental concern, 
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self-enhancement, and self-transcendence as antecedents of attitude and control 

strength and control belief as antecedents of perceived behavioural control in the first 

model.  

 

Although studies on the influence of green marketing strategies on GPPB has been the 

focus of some of the recent studies, hardly any research has been focused on the 

impact of green marketing strategies on consumer purchasing patterns in the context 

of developing countries. Green marketers target a special segment of a population, 

and therefore, they need to learn about the factors influencing consumer attitude 

towards green marketing strategies. There is a shortage of studies looking at factors 

influencing consumer attitude towards green products, green branding, green 

advertising, eco-labelling and green packaging and the influence of attitude towards 

green marketing strategies on GPPB. The study aims to explore this gap and tries to 

explore the factors influencing consumer attitude towards green marketing strategies 

such as green branding, green advertising, eco-labelling, green packaging and the 

influence of attitude towards green marketing strategies on GPPB. 

 

The field of green marketing would benefit from examining actual purchase 

behaviour instead of purchase intentions and hypothetical purchases.  Prior research 

mostly considered purchase intentions or hypothetical purchases. In contrast, this 

research takes into consideration actual green product purchases made by consumers 

of green electrical household appliances and green fast moving consumer goods. The 

survey considered recent purchases of green electrical household appliances such as 

T. V., washing machine, refrigerator, air-conditioner, fans, tube lights, bulbs, etc. and 

green fast moving consumer goods such as soaps, shampoos, tissue papers, floor 

cleaners, cosmetics, etc.  

 

The majority of GPPB models are built on an Attitude-Intention-Behaviour 

Framework. Using this framework, two circumstances may contribute to the overall 

disparity between attitude and behaviour - a gap between consumer attitude and 

purchase intention, and a gap between purchase intention and actual purchase 

behaviour. There are few studies, within the green consumerism field, which has 
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focused on the disparities and relationships between attitudes and intentions of the 

consumers. There are hardly any studies investigating the factors moderating the 

relationship between purchase intentions and actual purchase behaviour. This study 

intends to fill this gap and investigates the factors moderating the relationship 

between attitudes and GPPI and also GPPI and actual GPPB. 

 

As Chamorro, Rubio and Miranda (2009 p. 233) indicate: “Studies analysing green 

consumers will continue to be attractive as environmental consciousness evolves over 

time. The findings of studies from previous years will not necessarily be valid in the 

future. New research on this topic should aim to identify possible developments in 

consumer attitudes, intentions and behaviours.” This study, therefore, intends to 

make a comprehensive study of the factors influencing GPPB so as to provide 

detailed information to marketing managers and policymakers about the key 

determinants of consumers‟ green product purchase behaviour. 
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CHAPTER 3 

RESEARCH METHODOLOGY 

 

Research methodology indicates the steps that are generally adopted by a researcher 

in studying the research problem along with the logic behind them. Research 

methodology indicates the general pattern followed to get empirical data for the 

problem under investigation. This chapter presents the details of the research 

methodology adopted for the study, including research design adopted, a unit of 

analysis, sampling technique, description of the tools, data collection procedure and 

data analysis procedure. 

 

3.1 RESEARCH DESIGN AND APPROACH   

“A research design is the arrangement of conditions for collection and analysis of data 

in a manner that aims to combine relevance to the research purpose with economy in 

procedure” (Selltiz, Jahoda, Deutsch, & Cook, 1967, p. 50). Thus research design is 

concerned with the collection and the analysis of data which aims at answering 

research questions and achieves the objectives of the study. If the research study 

happens to be an exploratory or a formulative one, wherein the major emphasis is on 

the discovery of ideas and insights, the research design most appropriate must be 

flexible enough to permit the consideration of many different aspects of a 

phenomenon (Kothari, 2004).  

 

According to Polit & Hungler (2001) “Research approach refers to a general set of 

orderly, disciplined procedures used to acquire dependable and useful information”. 

This study aims at understanding the factors influencing consumers green product 

purchase behaviour. In order to have a deeper understanding of consumer purchase 

behaviour, both qualitative and quantitative research approach were applied. 

 

3.2 EXPLORATORY QUALITATIVE RESEARCH 

An exploratory qualitative study was undertaken to identify the factors influencing the 

purchase of green products. For the exploratory qualitative study, the researcher 

identified 13 respondents from various fields. According to Neuman (2014), open-
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ended comments are often the best way to learn, how a respondent thinks and to 

discuss what is really important to him or her. Open-ended responses are thus a rich 

and relatively unique source of data. The respondents were contacted personally since 

interviews provide an opportunity for a detailed investigation into each individual‟s 

perspective and an in-depth understanding of the personal context within which 

research is found (Creswell, 2013). The respondents expressed their views about 

environmental issues, reasons for purchasing green products, reasons for not 

purchasing green products, their attitude towards green marketing strategies and the 

factors influencing their attitude towards green marketing strategies. The data 

gathered from the exploratory qualitative study facilitated the development of 

hypotheses and the framing of scale items. 

 

3.3 QUANTITATIVE RESEARCH 

Quantitative research seeks to quantify the data and, typically, applies some form of 

statistical analysis (Malhotra & Dash, 2011). A quantitative research design was later 

adopted for scale development and to test the proposed relationships in the structural 

models. The survey method was used to collect data, which formed a part of the 

quantitative study undertaken. For this purpose, the questionnaires were administered, 

and the data was collected from the consumers.  Exploratory factor analysis, 

confirmatory factor analysis, measurement model analysis and structural model 

analysis were then performed using IBM SPSS-Statistics Version 22 software and 

IBM SPSS-AMOS Version 24 software. 

 

3.4 SCALE DEVELOPMENT 

Measurement instruments are a group of items pooled into a composite score and 

intended to reveal levels of theoretical variables not readily observable by direct 

means. These are often referred to as scales. The scale is developed when one wants 

to measure phenomena that one believes to exist because of theoretical understanding 

of the world that cannot be assessed directly. The theories suggest that this 

phenomenon exists and influences behaviour, but are intangible. At times it may be 

appropriate to infer their existence from their behavioural consequences (DeVellis, 

2011).  The scale development procedure suggested by Pervan, Bove & Johnson 
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(2009) is followed in this study. The complete procedure followed for scale 

development is described in chapter 5. 

 

3.5 UNIT OF ANALYSIS AND SAMPLING  

This study made attempts to understand the influence of various factors on the 

purchase of green products. The unit of analysis for the study is the consumer over 20 

years of age who purchases a green product and residing in the state of Goa, India. 

The reason for selecting consumers above 20 years is that at this stage, they are 

familiar with purchasing of products and they are also empowered in their decisions 

for choosing the right products between many available choices, therefore, they are 

more considerate to environmental issues while engaging in their purchasing 

decisions (Juwaheer, Pudaruth, & Noyaux, 2012). Also, according to Chan (2001), the 

green issues under investigation are very difficult to understand and comprehend for 

minors. 

 

Quantitative and qualitative researchers have different approaches to sampling. 

Quantitative researchers seek to select samples that will allow them to generalise their 

results to broader groups whereas qualitative researchers may not be concerned with 

generalisability of the results but rather more concerned with a holistic understanding 

of the phenomenon of interest (Polit & Beck, 2003). The main aim of the qualitative 

study is to extract the maximum information from the few cases in the sample, and 

hence convenience sample may not provide the required information of interest (Polit 

& Beck, 2003).  

 

In this study, purposive sampling technique was used to select participants for the 

qualitative study. The researcher identified 13 respondents from various fields such as 

marketing managers, environmental activists, consumer activists, academicians, 

doctors, engineers, lawyers, businessmen, bankers, students and homemakers. 

 

For the quantitative study convenience sampling technique was used to select 

respondents, based on their availability and willingness to be a part of this study.  One 

of the important considerations in choosing a sample in a quantitative study is its 
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representativeness (Polit & Beck, 2003). Hence due care was taken to include 

sufficient representation from different groups of consumers like males as well as 

females, consumers of different age groups, professionals, homemakers and 

consumers with varying levels of educational qualifications and income. 

 

The research instruments were administered to 1200 consumers, and the final sample 

size was 1150. The data was collected from a large sample in order to have a separate 

sample for exploratory factor analysis and confirmatory factor analysis. For 

exploratory factor analysis sample data of 556 respondents have been used, whereas 

the confirmatory factor analysis was conducted on the data obtained from a 

completely different set of 594 respondents. 

 

3.6 DATA COLLECTION TOOLS 

As stated by Neuman (2014), interviews enable respondents to express their thoughts, 

views and feelings. It provides a holistic snapshot of how a respondent thinks and to 

discuss what is really important to him or her. For the qualitative study, participants 

were contacted personally in order to have exploration into each individual‟s personal 

viewpoint. The participants expressed their views about factors influencing the 

purchase of green products and their attitude towards green marketing strategies and 

the factors that influence their attitude towards green marketing strategies. The 

responses from the qualitative study led to the generation of a pool of items. Some 

items that emerged from the qualitative study were similar to the items in the existing 

scales.  

 

The findings of the qualitative study, along with the literature review, enabled the 

formulation of a newly developed set of scale items for the measurement instrument. 

While for some of the constructs, new scales were developed, for the remaining 

constructs, the existing scales were modified to suit the purpose of the study. Thus, 

literature review, together with qualitative study helped to design a scale with generic 

items. 
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The questionnaire with five sections was designed for the study. The first section 

represented consumers‟ GPPI. The second section measured psycho-social factors 

influencing GPPB applying the Theory of Planned Behaviour. The third section 

measured determinants of consumer attitude towards green marketing strategies and 

consumers‟ attitude towards green marketing strategies. The fourth section 

represented the consumers‟ GPPB. The fifth section collected demographic 

information. The complete procedure followed for scale development is described in 

chapter 5. 

 

The items in the scale were designed to be measured on a five-point Likert scale to 

facilitate accurate quantification of the response options, for measuring the scale items 

of the constructs. All items except GPPB scale items were measured on a five-point 

Likert scale with anchors of “strongly disagree” (1) and “strongly agree” (5). GPPB 

scale items were measured using a five-point scale, using anchors “Never” (1) and 

“Always” (5).  

 

3.7 DATA COLLECTION PROCEDURE  

The overall aim of the study was to understand the factors influencing consumers‟ 

GPPB. This understanding was initially gained through literature review in the area of 

study. However, in order to get more detailed information and to have a better 

understanding of the factors influencing consumers‟ purchase of green products, a 

qualitative study was undertaken. 

 

The data for the quantitative study were collected through questionnaires. The 

questionnaires were administered personally to the respondents at their workplaces 

and their homes. The respondents were explained the structure of the questionnaire; 

it‟s objective and the rating scheme when handing over the questionnaire to them. The 

respondents belonged to a different gender, age groups, income groups, occupation 

and educational background.  A total of 1200 questionnaires were distributed for data 

collection. 
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For the exploratory factor analysis total of 600 questionnaires were distributed, of 

which 589 were received back, thus giving a response rate of 98%. For confirmatory 

factor analysis total, 610 questionnaires were distributed, of which 604 responses 

were received back, thus giving a response rate of 99%.   

 

3.8 DATA ANALYSIS PROCEDURE 

In measurement purification, the principal procedure used is Exploratory Factor 

Analysis (EFA). The Exploratory Factor Analysis (EFA) was performed to identify 

the dimensions of the constructs by using IBM SPSS Statistics Version 22 software. 

All measures were subjected to Principal Component Analysis with the varimax 

rotation procedure. 

 

The most direct method of validating the results of EFA is to move to a Confirmatory 

Factor Analysis (CFA) and assess the replicability of the results either with a split 

sample in the original data set or with a separate sample (Hair et al., 2015).  In order 

to further confirm construct validity, CFA was performed with a separate sample. The 

uni-dimensional CFA of the constructs has been performed using IBM SPSS-AMOS 

version 24 software. The uni-dimensional CFA shows the standardised regression 

weights for each scale item. CFA was performed using Maximum Likelihood 

Estimation (MLE). 

 

A confirmatory measurement model or confirmatory factor analysis model, specify 

the posited relations of the observed variables to the underlying constructs, with the 

constructs allowed to inter-correlate freely (Anderson & Gerbing, 1988). The 

measurement model is developed after the scale items are specified (Hair et al., 2015). 

After the collection of the data and performing data screening, the scale items were 

specified, and the measurement models were developed in the direction of the 

proposed model. One of the primary objectives of CFA is to assess the construct 

validity of the proposed measurement theory.  Construct validity is made up of 

convergent validity and discriminant validity. To check the validity of the items to the 

scale and also the validity of the constructs to the measurement model, convergent 

validity and discriminant validity were assessed as suggested by Hair et al. (2015).  
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Since the proposed models were complex, involving a number of constructs and 

variables, it was felt that the Structural Equation Modelling (SEM) technique would 

best suit the analysis of the data. Structural Equation Modelling (SEM) is a 

comprehensive statistical approach to testing hypotheses about relations among 

observed (measured) and unobserved (latent variables) (Hoyle, 1995). It tests 

hypothesised patterns of directional and non- directional relationships among a set of 

measured and latent variables (MacCallum & Austin, 2000).  

 

Thus, SEM is a multivariate technique incorporating observed (measured) and 

unobserved variables (latent constructs). Multiple, related equations are solved 

simultaneously to determine parameter estimates with SEM methodology. Model 

specification involves formulating statements about a set of variables. A graphical 

language provides a convenient and powerful way to present complex relationships in 

SEM. A diagram, a pictorial representation of a model, is transformed into a set of 

equations. The set of equations are solved simultaneously to test model fit and 

estimate parameters. The purpose of the model is to account for variation and co-

variation of the measured variables.  

 

Structural equation models developed in the study are statistical procedures employed 

for testing measurement, functional, predictive, and causal hypotheses (Bagozzi, & 

Yi, 2012). Path analysis (e.g., regression) tests models and relationships among 

measured variables. Path analysis was used to test the hypotheses on the relationships 

between the constructs in the models. The Chi-square test of the significance of the 

difference and sub-group analysis was adopted to test the hypotheses on the 

moderating effect. 
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CHAPTER 4 

DEVELOPMENT OF HYPOTHESES AND CONCEPTUAL MODELS 

 

This chapter discusses the development of hypotheses to test the relationships in the 

proposed models. The conceptual framework and the definitions of the concepts used 

in the study are also presented in this chapter.  

 

4.1 DEVELOPMENT OF CONCEPTUAL MODELS  

Much research has supported the application of the TPB to determine factors 

influencing GPPB (Albayrak, Aksoy, & Caber, 2013; Chan & Lau, 2002; Kalafatis, 

Pollard, East, & Tsogas, 1999; Maichum, Parichatnon, & Peng, 2016; Moons & 

Pelsmacker, 2012; Muzaffar, 2015; Paul, Modi, & Patel, 2016; Wu & Chen, 2014). 

Most of the other studies in the field of green consumerism are based on Attitude-

Intention-Behaviour Framework. Therefore, this study also has adopted the TPB and 

Attitude-Intention-Behaviour Framework as the conceptual model as it was felt that 

these models would be most suitable for the intended research work.  

 

This research intends to study the factors influencing the GPPB of consumers. The 

review of the literature and the exploratory qualitative study revealed that consumers 

purchase behaviour is influenced by psycho-social factors and green marketing 

strategies. This study thus intends to examine the influence of psycho-social factors 

and green marketing strategies on GPPB of the consumers. Hence two models are 

developed. The first model evaluates the influence of psycho-social factors on the 

GPPB and the second model evaluates determinants of consumer attitude towards 

green marketing strategies and the influence of attitude towards green marketing 

strategies on the GPPB of the consumers. 

 

4.2 DEVELOPMENT OF CONCEPTUAL MODEL FOR THE INFLUENCE 

OF PSYCHO-SOCIAL FACTORS ON GPPB 

According to the TPB, behavioural intention is an important predictor of actual 

behaviour. Behavioural intention is, in turn, influenced by the following three factors: 

attitude, subjective norm, and perceived behavioural control. Attitude is influenced by 
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behavioural belief and outcome evaluation; the subjective norm is influenced by 

normative belief and motivation; perceived behavioural control is influenced by 

control belief and control strength. These factors work together to form a complete 

theoretical framework for predicting human behaviour. 

 

This research applied the above framework to develop a relationship model, to 

explore the psycho-social factors influencing GPPB of the consumers. It examines the 

influence of self-enhancement, self-transcendence, and environmental concern on 

attitude towards green product purchase (ATGPP); the influence of normative social 

influence and value-expressive social influence on the subjective norm; and the 

influence of control belief and control strength on perceived behavioural control. The 

study also evaluates the relationship between GPPI and GPPB and the moderating 

role of environmental concern, perceived consumer effectiveness and the 

demographics on the relationships in the TPB.  

 

4.3 DEVELOPMENT OF HYPOTHESES FOR THE INFLUENCE OF 

PSYCHO-SOCIAL FACTORS ON GPPB 

The inputs gained from a review of the literature and exploratory qualitative study 

were used for the formulation of hypotheses. The hypotheses gave further direction 

for the preparation of the questionnaire and the analysis and interpretation of the 

quantitative study. 

 

4.3.1 Determinants of Attitude towards Green Product Purchase (ATGPP) 

An attitude is defined as “an enduring set of beliefs about an object that predisposes 

people to behave in a particular way toward the object” (Weigel, 1983 p. 257). 

According to Ajzen & Fishbein (1980), attitudes play a significant role when it comes 

to forming an intention to act in certain behaviour. The model primarily argues that 

people engage in processing that leads to the formation of attitudes, norms and 

intentions before performing the behaviour.  

 

According to Ajzen (1991), an attitude can be defined as a disposition to respond 

favourably or unfavourably to an object, person, institution, or event. In this study, an 
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attitude refers to consumer attitude towards the purchase of green products and is 

termed as Attitude towards Green Product Purchase (ATGPP). Attitude towards green 

product purchase is conceptualised as consumer disposition to respond favourably or 

unfavourably to purchase of green products.  

  

Values are regarded as principles that guide the formation of attitudes and actions 

(Rokeach, 1973). Values are defined as enduring beliefs that pertain to desirable end 

states or behaviours, transcend specific situations, guide selection or evaluation of 

behaviour and events, and are ordered by importance (Schwartz & Bilsky, 1987). 

Rokeach (1968) contended that values are differentiated from yet interrelated, with 

attitudes and behaviour. He conceptualised values and attitudes as representing a 

person‟s beliefs; however, values are more basic than attitudes and often underlie 

them, whereas attitudes are tied more closely to specific objects or situations. Thus, an 

individual‟s values are reflected in his or her attitudes and values and attitudes are 

expressed in behaviour ( Kim, Forney, & Arnold, 1997). Values represent the most 

abstract cognitions or extreme global attitudes and serve as standards or models for 

evaluating attitudes, beliefs, and behaviour (Krystallis, Vassallo, & Chryssohoidis, 

2012). Thus, when predicting green product purchase behaviour, the relative strengths 

of the influence of values on attitude can be compared.  

 

Studies have supported that value orientation plays a significant role in predicting pro-

environmental behaviour (Lee, Kim, Kim, & Choi, 2014). Value orientation, 

measured as self-transcendence and self-enhancement, was expected to influence the 

rate of pro-environmental behaviour. Self-transcendence should influence pro-

environmental behaviour positively, whereas the influence of self-enhancement on 

pro-environmental behaviour should be negative (Nordlund & Garvill, 2002). 

 

Self- transcendence is a measure of the degree to which a person values goals and 

ideals that are not directly linked to their notion of self (e.g. broad-minded, a world of 

beauty, loyal, honest, forgiving) while self-enhancement is the degree to which a 

person values goals and ideals that are directly linked with tangible rewards for self 

(e.g. successful, ambitious, wealth, social power) (Stern & Dietz, 1994). Self-
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transcendence includes universalism and benevolence, while self-enhancement 

includes power, achievements, and hedonism (Schwartz 1992, 1994).  People who 

score high on self-enhancement have a narrow definition of self that does not include 

other people or other living things. In contrast, self-transcendence reflects a broader 

cognitive representation of self and measures the degree to which a person includes 

other people and other living things in their notion of self (Stern & Dietz, 1994). Self-

transcendence serves collective interests.  

 

Thus, self-transcendence (universalism & benevolence) indicates values which 

motivate people to work for the enhancement of others and the transcendence of self-

interests. Self- transcendence is a measure of the degree to which a person‟s values, 

goals and ideals are directly linked to promoting the welfare of others, close and 

distant and of nature.  In contrast, self-enhancement (openness to change, 

conservatism) indicates values which motivate people to enhance their own personal 

interests even at the expense of others.  Self-enhancement is the degree to which a 

person‟s values, goals and ideals are directly linked with tangible rewards for self.  

 

Several studies have shown that people who give priority to collective or self-

transcendent values are more willing to engage in different forms of altruistic, co-

operative, or pro-environmental behaviour than people who give priority to individual 

or self-enhancement values (Karp, 1996; Kim & Kim, 2010; Schwartz, 1992; 

Schwartz and Bilsky, 1990; Stern & Dietz, 1994; Stern, Kalof, Dietz, & Guagnano, 

1995). 

 

Environmental concern denotes an individual‟s general value orientation toward the 

environment. Concern for environmental issues is based on the relative importance 

that a person places on themselves, other people, or plants and animals which Stern & 

Dietz (1994), labelled egoistic, social-altruistic, and biospheric values. Dunlap & 

Jones (2002, p. 485) have provided a comprehensive definition of environmental 

concern by conceptualising it as “the degree to which people are aware of problems 

regarding the environment and support efforts to solve them and/or indicate a 

willingness to contribute personally to their solution.” For this study, environmental 
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concern is defined as “a general attitude towards the environment that reflects the 

extent to which consumers are worried about threats to the environment.” 

 

Studies conducted by Roberts (1996), Straughan & Roberts (1999) which examined 

the role of environmental concern, find its significant impact on pro-environmental 

behaviour. Environmental concern has been found to be an important predictor of 

GPPI (Chen, 2013; Kim, Lee, & Hur, 2012; Mostafa, 2006),  as well of GPPB 

(Albayrak et al., 2011; Chan, 1996; Chan, 2001; Chen, 2009; Kim & Choi, 2005; Lee, 

2008;  Lee, Kim, Kim, & Choi, 2014; Paço et al., 2013). According to Bang et al.  

(2000), consumers with a higher level of concern for the environment were 

considerably more likely to be willing to pay a premium to use renewable energy than 

consumers who indicated less concern about the environment. Studies which 

examined the influence of environmental concern on attitude and GPPI, find its 

significant impact on attitude and  GPPI (Maichum, Parichatnon, & Peng, 2016; Paul, 

Modi, & Patel, 2016; Vazifehdoust et al., 2013).  However, according to Mobrezi & 

Khoshtinat (2016), environmental concern has no significant influence on ATGPP.  

 

Thus, it can be concluded that attitude towards green product purchase is influenced 

by values such as self-enhancement, self- transcendence and environmental concern. 

Therefore, following hypotheses are proposed for the determinants of attitude towards 

green product purchase. 

 

4.3.1.1 Hypotheses for Determinants of ATGPP 

H1: Self-transcendence has a significant positive influence on attitude towards green 

product purchase.  

H2: Self-enhancement has a significant negative influence on attitude towards green 

product purchase.  

H3: Environmental concern has a significant positive influence on attitude towards 

green product purchase. 
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4.3.2 Determinants of Subjective Norm  

Fishbein and Ajzen (1975) defined subjective norm as the perceived social pressure 

that encourages one to engage in a specific behaviour. Subjective norm is the measure 

of pressure exerted by the social groups which the individual takes into account 

before making a behavioural decision (Venkatesh & Davis, 2000).  

 

Consumer decision making should be looked at within a social context due to the 

substantial influence people can have on other people (Wood & Hayes, 2012). Social 

influence refers to the influence of external social factors on individual behaviours 

(Deutsch & Gerard, 1955). Thus, social influence occurs when a person‟s emotions, 

opinions or behaviours are affected by others intentionally or unintentionally.  

 

Deutsch & Gerard (1955) identified two types of social influence: normative social 

influence and informational social influence. Normative social influence is an 

influence to conform to the positive expectations of others. Normative social 

influence can be divided into two forms: utilitarian social influence, which is when an 

individual conforms to the expectations of others to avoid punishment or receive a 

reward, and value-expressive social influence, which occurs when an individual‟s 

behaviour is motivated by his or her desire to enhance or protect their self-concept or 

valued object. Value-expressive social influence is internal feelings or standards 

which serve as guiding principles in a person‟s life and influence the behaviour. 

Informational social influence is an influence to accept information from another as 

evidence about reality. Social influence can have a positive or negative influence on 

behaviour. 

 

Information provided by specific reference groups, such as peers, friends, and family, 

had a positive effect on whether the individual would choose socially and 

environmentally friendly products or not (Gupta & Ogden, 2009; Lee, 2010; Moons & 

Pelsmacker, 2015; Salazar, Oerlemans, & Stroe-Biezen, 2013). Chen (2013) found a 

significant impact of social influence on GPPI. According to  Kim, Lee, & Hur 

(2012), social norms had a significant influence on GPPI. Eze & Ndubisi (2013), Lee 

(2008) found a significant impact of social influence on GPPB. Normative belief and 
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moral obligation are significantly positively related to the subjective norm (Wu & 

Chen, 2014).  

 

Since there is limited research in the area of social influence and how it influences 

GPPB (Peattie, 2010), the information collected from the exploratory qualitative study 

was used for hypotheses development. In the course of an exploratory qualitative 

study, the respondents highlighted that social networks had a direct impact on their 

behaviour. The respondents pointed that they were encouraged to perform various 

environment friendly activities by the reference groups, though the activities tended to 

revolve around small acts such as segregating waste, recycling, composting, using 

reusable shopping bags and purchasing green products such as recycled paper 

products, natural or organic products, LED bulbs or tube lights, eco-labelled products 

and so on.  

 

The respondents were also of the opinion that preserving and protecting the 

environment is their moral responsibility, and they feel guilty for purchasing products 

damaging the environment. The respondents expressed that purchasing green products 

enables them to contribute to environmental protection. The respondents pointed out 

that they feel socially responsible when they purchase green products. 

 

A reference group is a person or a group that influences another person‟s decision. 

Reference group influence can be utilitarian, value-expressive and informational, 

(Gupta & Ogden, 2009). It was felt from the literature review and exploratory 

qualitative study that the subjective norm is influenced by normative social influence 

and value-expressive social influence. Therefore, following hypotheses are proposed 

for the determinants of the subjective norm. 

 

4.3.2.1 Hypotheses for Determinants of Subjective Norm 

H4: Normative social influence has a significant positive influence on subjective 

norm. 

H5: Value-expressive social influence has a significant positive influence on 

subjective norm. 
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4.3.3 Determinants of Perceived Behavioural Control 

Perceived behavioural control is a person‟s perception of whether different aspects of 

the behaviour are in his or her control or are easy or difficult to perform (Ajzen, 

1991). Perceived behavioural control is concerned with judgments of how well one 

can execute an action. Ajzen (1991) suggested that control belief and control strength 

are two constructs capable of measuring perceived behavioural control.  

 

Control belief is the individual‟s belief in the existence of factors that facilitate or 

impede the performance of the behaviour. Control belief consists of situational factors 

and resources like time, money and knowledge that facilitate the conditions that 

determine individuals‟ behaviour. Whereas Control strength refers to the degree, to 

which one is influenced by resources, opportunities, or obstacles to perform the 

behaviour (Ajzen, 1991). Control strength refers to the resources (i.e., money, time, 

and energy) and the opportunities one needs to complete behaviour. Control strength 

is the confidence one possesses in one‟s ability to complete a specific behaviour. 

Control strength is similar to Bandura‟s concept of self-efficacy. Self-efficacy is 

being confident of the ability to behave successfully in the situation (Bandura, 1986). 

Self-efficacy refers to an individual‟s beliefs about his or her capabilities to produce 

desired levels of performance.  

 

Bandura (1986) suggested that control ability is one‟s capability to control specific 

performance, and self-efficacy is one‟s belief in one‟s ability to successfully perform 

the behaviour. These two concepts are similar to Ajzen‟s (1991) concepts of control 

belief and control strength. Thus, control belief and control strength are two 

determinants of perceived behavioural control. According to Wu & Chen (2014), 

control belief and control force significantly influence perceived behavioural control. 

Perceived self-efficacy influences green consumption behaviour (Chan & Lau, 2002). 

Moons & Pelsmacker (2015) found that perceived personal ability has a significant 

influence on perceived behavioural control. Therefore, following hypotheses are 

proposed for the determinants of perceived behavioural control. 
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4.3.3.1 Hypotheses for Determinants of Perceived Behavioural Control 

H6: Control belief has a significant positive influence on perceived behavioural 

control. 

H7: Control strength has a significant positive influence on perceived behavioural 

control. 

 

4.3.4 Determinants of Green Product Purchase Intention (GPPI) 

Ajzen and Fishbein (1980) defined behavioural intention as one‟s willingness to 

perform a specific behaviour and proposed it to be the main predictor of actual 

behaviour. In this study, behavioural intention refers to the intention to purchase green 

products and is termed as Green Product Purchase Intention (GPPI). GPPI is 

conceptualised as the probability and willingness of a person to give preference to 

green products over non-green products in their purchase considerations. According 

to the TPB, behavioural intention is influenced by the attitude towards the behaviour, 

subjective norm, and perceived behavioural control.   

 

Studies conducted by applying the framework of TPB revealed that attitude, 

subjective norm and perceived behavioural control have a significant influence on 

GPPI (Maichum, Parichatnon, & Peng, 2016; Moons & Pelsmacker, 2012, 2015; 

Muzaffar, 2015; Wu & Chen, 2014).   Kalafatis, Pollard, East, & Tsogas (1999) 

conducted a study in UK and Greece, to provide insight into determinants that 

influence consumers‟ intentions towards the purchase of green products and found 

only subjective norm to be significant in the UK whereas in Greece attitude and 

perceived behavioural control was found to be significant. Chan & Lau (2002) 

examined the applicability of the TPB in the Chinese and American cultural settings 

and found the attitude, subjective norm and perceived behavioural control to be the 

significant but subjective norm and perceived behavioural control exert stronger 

influences on Chinese consumers‟ behavioural intention than on American 

consumers. Paul, Modi, & Patel (2016) in a study conducted in India, found that 

consumer attitude and perceived behavioural control significantly predicts green 

purchase intention, whereas subjective norm does not. Thus, following hypotheses are 

proposed for the determinants of GPPI. 
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4.3.4.1 Hypotheses for Determinants of GPPI 

H8: Attitude towards green product purchase has a significant positive influence on 

GPPI. 

H9: Subjective norm has a significant positive influence on GPPI. 

H10: Perceived behavioural control has a significant positive influence on GPPI. 

 

4.3.5 Relationship between GPPI and GPPB 

Ajzen (1991) pointed out the strong relationship between behavioural intention and 

actual behaviour. That is, purchasing intention is positively related to purchasing 

behaviour. Thus, it can be hypothesised that GPPI is positively related to GPPB. 

GPPB is used with reference to the purchase behaviour of final consumers, indi-

viduals and households who buy goods and services for personal consumption. GPPB 

refers to the purchase and use of green products. These can include activities related 

to purchasing, use and disposal of goods, as well as non-purchase of goods which are 

harmful to the environment. 

 

GPPI has a significant relationship with GPPB (Chan & Lau, 2000; Follows & 

Jobber, 2000; Muzaffar, 2015; Vazifehdoust et al., 2013; Wang, Liu, & Qi, 2013; Wu 

& Chen, 2014). Chan & Lau (2002)  found a significant relationship between Chinese 

and American consumers GPPI and GPPB however, the translation of GPPI to 

corresponding GPPB is found to be more effective in the American sample. Thus, the 

present study posits the following hypothesis. 

 

4.3.5.1 Hypothesis for the Relationship between GPPI and GPPB 

H11: There is a significant positive relationship between GPPI and GPPB. 

In the study, GPPB is classified into the purchase of Green Fast Moving Consumer 

Goods (GPPB1) and Green Electrical Household Appliances (GPPB2) based on EFA 

results. Therefore, hypothesis H11 is stated as two sub-hypotheses as follows: 

H11a: There is a significant positive relationship between GPPI and purchase of 

Green Fast Moving Consumer Goods (GPPB1).  

H11b: There is a significant positive relationship between GPPI and purchase of 

Green Electrical Household Appliances (GPPB2). 
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4.4 MODERATING ROLE OF ENVIRONMENTAL CONCERN, PERCEIVED 

CONSUMER EFFECTIVENESS AND DEMOGRAPHICS 

Many studies have followed the Theory of Planned Behaviour for exploring consumer 

attitude, intentions and actual buying behaviour concerning green products (Tanner & 

Kast, 2003). While exploring green purchase behaviour, many studies have reported a 

discrepancy or gap between consumers expressed favourable attitudes and actual 

purchasing practices (Tanner & Kast, 2003; Vermeir & Verbeke, 2006).  Empirical 

evidence suggests that while increasing numbers of consumers are motivated by the 

values of green consumerism, a change in consumer behaviour is much less apparent. 

That is green purchase attitudes or intentions rarely translate into actual GPPB 

(Follows & Jobber, 2000). When it comes to the actual purchase of green products, a 

clear inconsistency between attitudes towards green consumption and actual 

behaviour is observed. This phenomenon is called attitude-behaviour-gap. 

 

It has been found in different surveys that 30% to 50% of consumers indicate their 

intention to buy green products. However, the market share of these goods is often 

less than 5% of the total sales (Carrington et al., 2010; Young et al., 2010). Recent 

studies have been reporting how consumers are more and more concerned about 

environmental deterioration and willing to adopt more sustainable consumption 

lifestyles, especially by purchasing green products. However, green products market 

shares are still rather low, and the diffusion of green product purchase behaviour is 

still a long way off from being a common standard (Leonidou & Leonidou, 2011).  

 

Consumers‟ GPPB is not always consistent with their intentions. There is only a low 

to moderate correlation between environmental concern and behaviour (Carrington et 

al., 2010). Although positive attitudes toward green purchases are translated rather 

effectively into green purchase intention, the translation of green purchase intention 

into the corresponding behaviour does not enjoy the same degree of effectiveness 

(Chan & Lau, 2000).  There appear to be barriers preventing environmentally oriented 

consumers from purchasing green products (Paço et al., 2013; Pickett-Baker & Ozaki, 

2008; Polonsky et al., 2014). On one hand, it is possible that the respondents answer 

to comply with accepted social norms, and this is not reflected in their consumption 
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behaviour (Carrington et al., 2010). The reasons for this behaviour gap have not yet 

been sufficiently researched. Thus, it can be reasoned that the relationship between 

attitude and GPPI as well as the relationship between GPPI and GPPB may be 

dependent upon a few other conditions which may determine the strength of this 

relationship.  

 

The qualitative exploratory study revealed that the respondents had a positive attitude 

towards purchasing green products and intention to purchase green products because 

they felt that purchasing green products was beneficial for themselves and the 

environment. Many of the respondents were of the opinion that if each individual 

makes a small effort to contribute to environmental protection, it can help to 

contribute to the improvement of the environment to a large extent.  

 

Carrington et al. (2010) proposed a model which suggests that actual behavioural 

control and situational context moderate the relationship between implementation 

intentions and behaviour. According to Carrington et al. (2010), actual behavioural 

control refers to the extent to which an individual has an actual control in the 

enactment of an intention in a particular situation. The purchase situation moderates 

the relationship between intention and intention plans and also the relationship 

between intention plans and green purchase behaviour (Grimmer, Kilburn, & Miles, 

2015). 

 

Most studies on GPPB examine the gap between attitude and intention, assuming that 

intentions will, effectively, determine behaviour (Carrington et al., 2010; Grimmer & 

Woolley, 2012). Thus, this conceptual model seeks to address this shortcoming by 

exploring the moderating effects of environmental concern, perceived consumer 

effectiveness and demographics on the relationships in the TPB. Accordingly, 

environmental concern, perceived consumer effectiveness and the demographics had 

been represented as moderating the relationships existing in the TPB.  
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4.4.1 Moderating effect of Environmental Concern  

Moons & Pelsmacker (2012) studied the moderating role of environmental concern, 

on intention formation to use the electric car once it becomes widely available. 

According to Zhao et al. (2013), environmental concern moderates the relationship 

between attitude and purchase behaviour. Albayrak, Aksoy, & Caber (2013) 

examined the moderating effect of environmental concern and skepticism towards an 

environmental claim on purchase intention in TPB. Thus following hypotheses are 

proposed for the moderating effect of environmental concern on the relationships in 

the TPB. 

 

4.4.1.1 Hypotheses for the moderating effect of Environmental Concern 

H12: Environmental concern has a moderating effect on the relationships in the TPB. 

H12a: Environmental concern moderates the relationship between attitude towards 

green product purchase and GPPI.  

H12b: Environmental concern moderates the relationship between subjective norm 

and GPPI. 

H12c: Environmental concern moderates the relationship between perceived 

behavioural control and GPPI. 

H12d: Environmental concern moderates the relationship between GPPI and 

purchase of Green Fast Moving Consumer Goods (GPPB1). 

H12e: Environmental concern moderates the relationship between GPPI and 

purchase of Green Electrical Household Appliances (GPPB2). 

 

4.4.2 Moderating effect of Perceived Consumer Effectiveness  

Perceived consumer effectiveness refers to the extent to which consumers believe that 

their actions can contribute to the solving problem (Ellen, Wiener, & Cobb-Walgre, 

1991) in this case, environmental problems. Ellen, Wiener, & Cobb-Walgre (1991) 

found a direct effect of perceived consumer effectiveness on environmentally 

conscious behaviours. Consumers‟ attitudes and responses to environmental problems 

are a function of their belief that individuals can positively influence the outcome of 

such problems (Berger & Corbin, 1992; Roberts, 1996). Consumers tend to purchase 

green products if they perceived that their purchase would help to protect the 
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environment (Haytko & Matulich, 2008). Perceived consumer effectiveness 

moderates the relationship between attitude and environmentally conscious behaviour 

(Berger & Corbin, 1992; Zhao et al., 2013). According to Mostafa (2006), perceived 

consumer effectiveness has a significant influence on the intention to purchase green 

products. Albayrak et al. ( 2011) and Lee, Kim, Kim, & Choi (2014) found a 

significant influence of perceived consumer effectiveness on green purchase 

behaviour.  The concept of actual behavioural control proposed in the model by 

Carrington et al. (2010), which needs to be tested is similar to perceived consumer 

effectiveness. Thus, it can be concluded that the influence of perceived consumer 

effectiveness is yet to be thoroughly explored in the context of translation of GPPI 

into GPPB. Therefore, following hypotheses are proposed for the moderating role of 

perceived consumer effectiveness on the relationships in the TPB. 

 

4.4.2.1 Hypotheses for the moderating effect of Perceived Consumer 

Effectiveness 

H13: Perceived consumer effectiveness has a moderating effect on the relationships 

in the TPB. 

H13a: Perceived consumer effectiveness moderates the relationship between attitude 

towards green product purchase and GPPI.  

H13b: Perceived consumer effectiveness moderates the relationship between 

subjective norm and GPPI. 

H13c: Perceived consumer effectiveness moderates the relationship between 

perceived behavioural control and GPPI. 

H13d: Perceived consumer effectiveness moderates the relationship between GPPI 

and purchase of Green Fast Moving Consumer Goods (GPPB1). 

H13e: Perceived consumer effectiveness moderates the relationship between GPPI 

and purchase of Green Electrical Household Appliances (GPPB2). 

 

4.4.3 Moderating effect of Demographic Variables 

The most common socio-demographic characteristics that have been employed for 

segmentation in past studies include gender, age, education level, income, and 

occupation (Hartono, 2008). Green purchases are not significantly related to socio-
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economic characteristics such as gender, education, age, and income of the consumers 

(Testa & Iraldo 2016; Tanner & Kast, 2003). 

 

A review of the literature on gender as a segmentation base found mixed responses.  

Women have been found to exhibit both higher concern and participation in various 

types of green behaviours (Jain & Kaur, 2006; Roberts, 1996; Straughan & Roberts, 

1999). Chen & Chai (2010) and Zhao et al. (2013) found no significant differences 

between male and female in their environmental attitudes and their attitudes on green 

products. Gender was found to be significant for differentiating between the groups 

based on environment-friendly behaviours (Modi & Patel, 2013). There is no 

significant difference between the clusters based on behaviours toward the 

environment in terms of gender (Bodur & Sarigollu, 2005). 

  

Age is positively correlated with pro-environmental behaviours (Roberts, 1996; 

Straughan & Roberts, 1999; Zhao et al. 2013). However, Dianmantopoulos et al. 

(2003) found a significant negative correlation between age and pro-environmental 

behaviours. There is no significant difference between the clusters based on 

behaviours toward the environment in terms of age (Bodur & Sarigollu, 2005;  Modi 

& Patel, 2013). 

 

A literature review evidenced that education was more highly consistent than other 

demographic variables and showed a significant positive relationship with 

environmental behaviours (Chan, 1996; Dianmantopoulos et al., 2003; Jain & Kaur, 

2006; Roberts, 1996; Roper Organisation, 1992; Straughan & Roberts, 1999; Zhao et 

al., 2013).  Education was found to be non-significant for differentiating between the 

groups based on environment-friendly behaviours (Modi & Patel, 2013). 

 

Income had a significant and positive relationship with environmental knowledge, 

attitude, and behaviour (Dianmantopoulos et al., 2003; Jain & Kaur, 2006; Zhao et al., 

2013). However, according to Roberts (1996); Straughan & Roberts (1999), income is 

negatively correlated.  Concern for environmental issues was not found to be higher 

among people with higher family income (Chan, 1996). In a survey conducted by 
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Roper Organisation (1992) it was found that green consumers normally tend to have a 

higher income. 

 

The occupation had a significant and positive relationship with environmental 

knowledge, attitude, and behaviour (Dianmantopoulos et al., 2003; Jain & Kaur, 

2006). The occupation was found to be non-significant for differentiating between the 

groups based on environment-friendly behaviours (Bodur & Sarigollu, 2005; Modi & 

Patel, 2013). Green consumers tend to hold professional/white collar jobs, making 

them a very desirable target market (Roper Organisation, 1992).  

 

Past studies on socio-demographic variables of green consumers performed multiple 

regression analysis to examine the influence of the demographic variables on pro-

environmental behaviours, and the findings are inconclusive. The moderating role of 

demographic variables is yet to be investigated within the context of the translation of 

GPPI into GPPB. Hence following hypotheses are proposed. 

 

4.4.3.1 Hypotheses for the moderating effect of Demographic Variables 

Demographic variables considered in this study are gender, age, income and 

education. Accordingly, the following hypotheses are examined in this study 

 

4.4.3.2 Hypotheses for the moderating effect of Gender  

H14: Gender has a moderating effect on the relationships in the TPB. 

H14a: Gender moderates the relationship between attitude towards green product 

purchase and GPPI.  

H14b: Gender moderates the relationship between subjective norm and GPPI. 

H14c: Gender moderates the relationship between perceived behavioural control and 

GPPI. 

H14d: Gender moderates the relationship between GPPI and purchase of Green Fast 

Moving Consumer Goods (GPPB1). 

H14e: Gender moderates the relationship between GPPI and purchase of Green 

Electrical Household Appliances (GPPB2.) 
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4.4.3.3 Hypotheses for the moderating effect of Age 

H15: Age has a moderating effect on the relationships in the TPB. 

H15a: Age moderates the relationship between attitude towards green product 

purchase and GPPI.  

H15b: Age moderates the relationship between subjective norm and GPPI. 

H15c Age moderates the relationship between perceived behavioural control and 

GPPI. 

H15d: Age moderates the relationship between GPPI and purchase of Green Fast 

Moving Consumer Goods (GPPB1). 

H15e: Age moderates the relationship between GPPI and purchase of Green 

Electrical Household Appliances (GPPB2). 

 

4.4.3.4 Hypotheses for the moderating effect of Income 

H16: Income has a moderating effect on the relationships in the TPB. 

H16a: Income moderates the relationship between attitude towards green product 

and GPPI. 

H16b: Income moderates the relationship between subjective norm and GPPI. 

H16c Income moderates the relationship between perceived behavioural control and 

GPPI. 

H16d: Income moderates the relationship between GPPI and purchase of Green Fast 

Moving Consumer Goods (GPPB1). 

H16e: Income moderates the relationship between GPPI and purchase of Green 

Electrical Household Appliances (GPPB2). 

 

4.4.3.5 Hypotheses for the moderating effect of Education  

H17: Education has a moderating effect on the relationships in the TPB. 

H17a: Education moderates the relationship between attitude towards green product 

purchase and GPPI.  

H17b: Education moderates the relationship between subjective norm and GPPI. 

H17c Education moderates the relationship between perceived behavioural control 

and GPPI. 
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H17d: Education moderates the relationship between GPPI and purchase of Green 

Fast Moving Consumer Goods (GPPB1). 

H17e: Education moderates the relationship between GPPI and purchase of Green 

Electrical Household Appliances (GPPB2). 

 

4.5 THE PROPOSED MODEL FOR THE INFLUENCE OF PSYCHO-SOCIAL 

FACTORS ON GPPB 

The above 17 hypotheses are intended to be tested by using the overall model and the 

sub-models. The proposed model is an application of the TPB model incorporating 

the determinants of GPPI, i.e. attitude towards green product purchase, subjective 

norm and perceived behavioural control. The model also includes sub-models on 

determinants of attitude towards green product purchase, determinants of subjective 

norm and determinants of perceived behavioural control. The sub model also 

examines the moderating effect of environmental concern, perceived consumer 

effectiveness and demographics on the relationships in TPB.  The hypothesised model 

is depicted in figure 4.1. 

 

 

 

Figure 4.1 Research Model for the Influence of Psycho-social factors on GPPB  
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4.6 DEVELOPMENT OF CONCEPTUAL MODEL FOR THE INFLUENCE 

OF ATTITUDE TOWARDS GREEN MARKETING STRATEGIES ON GPPB 

The considerable literature on green marketing and GPPB is available, but there is 

limited empirical research which sheds light on attitude towards green marketing 

strategies and its impact on GPPB in the context of developing countries (Juwaheer, 

Pudaruth, & Noyaux, 2012). Hence, this study aims to fill the gap in the existing body 

of literature pertaining to attitude towards green marketing strategies and its influence 

on GPPB. In this study, a green marketing strategy is conceptualised as a 

multidimensional variable comprised of green products, green branding, green 

advertising, eco-labelling, and green packaging. Although previous studies have paid 

great attention to explore the influence of consumer perceptions such as perceived 

value, perceived trust, skepticism, credibility on attitude towards marketing strategies, 

very few studies have explored them in the context of green marketing. Hence this 

study also explores the factors that determine consumer attitude towards green 

marketing strategies.  

 

4.7 DEVELOPMENT OF HYPOTHESES FOR FACTORS DETERMINING 

CONSUMER ATTITUDE TOWARDS GREEN MARKETING STRATEGIES 

One of the key findings of the exploratory qualitative study was that although 

consumers are aware of environmental problems; they were not making special efforts 

to buy green products. Some of the reasons expressed by the participants were their 

perceptions about value, quality, and performance of green products. Some of the 

participants were not convinced by the green advertising messages, nor did they find 

it compelling. Limited information and confusing information in the advertisements 

and on the packaging also added to the woes of the respondents. Some of the 

respondents were skeptical about green advertising.  No doubt, green-washing is a 

contributing factor, which arises when consumers are misled to believe that firms 

have adopted green practices, or that a product has environmental benefits wherein in 

reality firms have not done so. Some of the respondents were doubtful about the 

credibility of eco-labelling. Likewise, other situational factors such as financial 

constraints, limited choice and non-availability of the products also create barriers to 

GPPB. However, most of the participants had a common consensus that packaging is 



Chapter 4                                                                           Development of Hypotheses                                                                                                                                                               

 

Goa University Page 91 

 

one of the major causes of environmental harm, and green packaging can help to 

reduce environmental problems to a large extent. 

 

Thus, from the exploratory qualitative study and the review of the literature, it was 

deduced that green perceived value, green perceived trust, eco-label credibility, green 

advertising skepticism and perceived packaging harm could determine consumer 

attitude towards green marketing strategies.  

 

4.7.1 Determinants of Attitude towards Green Products (ATGP) 

Understanding consumer attitude and behaviour towards green products are necessary 

because of exponential growth in green products in all sectors as a result of the 

adoption of green marketing by many firms (Chen, 2008).  Green products refer to 

products that provide tangible benefits to consumers and have a minimal adverse 

impact on the environment. Attitude towards green products is conceptualised as a 

disposition to respond favourably or unfavourably to green products.  

 

According to Ottman (1992), consumers purchase green products when they realise 

that green products can help to solve the environmental problems and when their 

basic needs and wants for quality, availability, convenience, performance, and 

affordability are met. Some consumers are reluctant to purchase green products 

because of the risks they perceive regarding quality, price, and lack of information 

(D‟Souza, Taghian, & Khosla, 2007; Follows & Jobber, 2000). According to D‟Souza 

et al. (2006), customers had a negative attitude towards a green product with respect 

to companies placing a higher priority on profitability than on regulatory compliance 

and reducing pollution. Product labels, packaging, ingredients of the product, and 

customers past experience had a positive influence on attitude towards green product 

purchase, but it was not significant. Consumers purchase more products from 

manufacturers that are seen to be pro-environmental and trust well-known green 

products (Pickett-Baker & Ozaki, 2008).  
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Consumers perceive negative risks based on green products attributes, specifically 

about the functional, financial and temporal aspects of green products. Conversely, 

consumers perceive risks to be positive when it comes to physical and psycho-social 

aspects (Durif, Roy, & Boivin, 2012). The perceived value had a significant influence 

on GPPI (Mahesh, 2013; Tseng & Tsai, 2011).  Green perceived value was found to 

have a positive influence on perceived green trust and green purchase intention (Chen, 

2010; Chen & Chang, 2012; Konuk, Rahman, & Salo, 2015). Green perceived value 

impacts green trust and green satisfaction and influences green repurchase intentions 

(Lam, Lau, & Cheung, 2016). 

 

Consumers‟ perceived value is defined as the consumers‟ overall assessment of what 

is received in relation to what is given (Zeithaml, 1988). Green perceived value is 

defined by Chen and Chang (2012) as consumer‟s overall appraisal of the net benefit 

of a product or service between what is received and what is given based on the 

consumer‟s environmental desires, sustainable expectations, and green needs. 

 

Trust is a level of the willingness to depend on one object based on the expectation of 

its ability, reliability, and benevolence (Ganesan, 1994). Green trust is defined as a 

willingness to depend on a product, service, or brand based on the belief or 

expectation resulting from its credibility, benevolence, and ability about its 

environmental performance (Chen, 2010).  

 

4.7.2 Determinants of Attitude towards Green Branding (ATGB) 

A green brand is one that offers a significant environmental advantage relative to 

alternative brands and hence appeals to those who are willing to purchase green 

products (Grant, 2008).  Thus, green brands can shift consumer attitudes to more 

green consumption. A green brand is defined as a specific set of brand attributes and 

benefits related to the reduced environmental impact of the brand and the respective 

consumer perception as being environmentally sound (Hartmann, Ibanez, & Sainz, 

2005).  
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Branding is a marketing strategy wherein the firm tries to create a unique image of the 

product in the minds of the customer and establish a differentiated presence in the 

market with the intent to retain the customer loyalty. For this study, green branding is 

defined as a marketing strategy wherein the firm tries to create a unique image of the 

product and organisation, in the minds of the customer and establish a differentiated 

presence in the market, by highlighting and communicating the environmentally 

beneficial strategies adopted by the company. Attitude towards green branding is 

conceptualised as a disposition to respond favourably or unfavourably to green 

branding.   

 

According to Yan, Hyllegard, & Blaesi (2012), the brand name has a significant 

influence on attitude towards the brand. Green positioning based on functional 

attributes and emotional benefits of green consumption improved consumer attitude 

towards green branding (Hartmann, Ibanez, & Sainz, 2005; Hartmann & Ibanez, 

2008). Green marketing satisfaction has a direct and positive effect on brand attitude 

and purchase intention (Park, Ko, & Kim, 2010).  Punyatoya (2014) exhibited that 

consumer‟s perception that a brand is eco-friendly leads to trust in the brand and 

brand trust leads to increasing purchase intention. Green brand image, green 

satisfaction, and green trust are positively related to green brand equity (Chen, 2010; 

Konuk, Rahman, & Salo, 2015). Perceived value is positively related to the perceived 

customer value of green brands (Papista & Krystallis, 2013).  

 

4.7.3 Determinants of Attitude towards Green Advertising (ATGAD) 

One of the marketing strategies adopted by the businesses to disseminate information 

about an environmental attribute of a product is green advertising, also known as 

environmental advertising. Banerjee, Gulas, & Iyer (1995) indicate that a green 

advertisement is the one that may clearly or implicitly address the link between a 

product and the environment; it should be able to encourage green lifestyles and 

improve the socially responsible corporate image. Green advertising was further 

defined as a message promoting environmentally oriented consumption behaviour 

(Kilbourne, 1995). Furthermore, according to Carlson et al. (1996), green advertising 

is a way of promoting environmental awareness and stimulating the demand for green 
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products. For the purpose of this study green advertising is defined as any advertising 

that explicitly or implicitly promotes an awareness of environmental issues and or 

suggests behaviours useful in minimizing or correcting these environmental issues or 

reference is made to the environmental or ecological aspects relating to the 

production, packaging, distribution, use/consumption or disposal of products. While 

traditional advertising has three functions to inform, remind, and persuade, green 

advertising aims to create awareness about environmental issues and positive attitudes 

toward environmentally friendly brands and companies (D‟Souza & Taghian 2005).  

 

Green advertising involves the use of environmental claims. According to Scammon 

& Mayer (1995), an environmental claim is a statement or a representation by a seller 

regarding the impact of one or more of its brand attributes on the natural environment. 

Environmental claims can be made through any medium, including eco-labelling, 

packaging, package inserts, promotional and point-of-sale materials, product litera-

ture, radio and television, as well as via digital or electronic media such as e-mail, 

telephone and the internet (Sarkar, 2012) and it may include use of logo, symbol,  an 

emblem, words, statements or a combination of all these.  Examples of general 

environmental claims would include terms such as “environmentally friendly,” “safe 

for the environment,” “recyclable,” “biodegradable,” “ozone friendly” and so on.  

 

Green advertising must be legal and honest, and consistent with environmental 

regulations and policies regarding the fair competition (Pranee 2010). With the 

increase in green advertising, some critics have been pointing out that there is great 

confusion among consumers regarding the green claims of some products. The 

reasons for this include unclear meanings of claims and no generally accepted 

definitions of expressions such as “environmentally friendly,” “biodegradable,” 

“ozone friendly,” and so on (Paco & Reis, 2012). Consumers are not only confused 

about green advertising claims but also distrustful of them (Iyer & Banerjee, 1993; 

Shrum, McCarty, & Lowrey, 1995), and also suspicious of green advertising (Carlson, 

Grove, and Kangun 1993). Perceived deception is associated with lower levels of 

perceived corporate credibility, less favourable attitudes toward the ad, less 
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favourable attitudes toward the advertised brand, and decreased purchase intentions 

toward the product in the ad (Newell, Goldsmith, & Banzhaf, 1998).  

 

Critics of green advertising have coined the term “green-washing” to describe 

advertising in which the environmental claims are trivial, misleading, or deceptive 

(Kangun, Carlson, & Grove, 1991).  Green-wash is defined as the act of misleading 

consumers regarding the environmental practices of a company or the environmental 

benefits of a product or service (Parguel, Benoît-Moreau, & Larceneux, 2011). Green-

washing is defined as the act of disseminating disinformation (false information 

intended to obscure the truth) to consumers regarding the environmental practices of a 

company or the environmental benefits of a product or service (Cox, 2009).  When 

consumers do not trust the content of the marketing claims or suspect an advertising 

message of deception or “greenwashing”, they are much less likely to purchase the 

product or adopt a favourable attitude towards the ad and the brand (Kangun, Carlson, 

& Grove, 1991). 

 

The difficulty in the determination of the “environmental truth” promoted by 

companies has created a generalised skepticism towards green advertising (Carlson et 

al., 1996; Davis, 1994; Laroche et al., 2001; Mohr, Eroglu, & Ellen, 1998; Polonsky 

et al., 1998; Zinkhan & Carlson 1995). Skepticism for the advertisements may be 

identified as the tendency of disbelief the consumers hold towards the claims 

(Obermiller & Spangenberg, 1998). The effectiveness of the advertisements is 

negatively affected by skepticism, and skeptic consumers tend to have an 

unfavourable attitude towards advertisement and advertised brand. Green ad 

skepticism was first introduced by Mohr, Eroglu, & Ellen (1998). It refers to the 

tendency toward disbelief of environmental claims made in advertising. Skepticism 

and cynicism about the green attributes of products may elicit a negative effect on 

GPPB (Burke, Eckert, & Davis, 2014). It can be theorised that green consumerism is 

negatively related to green ad skepticism because green consumerism is positively 

associated with the perceived informational utility and credibility.  
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Credibility has been defined as trustworthiness, believability, fairness, accuracy, 

completeness, and other concepts that reflect the believability of a statement (Self, 

1996). Ad credibility has been shown to influence ad effectiveness (MacKenzie & 

Lutz, 1989) in terms of message evaluation, attitudes, and behavioural intentions 

(Choi & Rifon, 2002). Ad credibility is defined as “the extent to which the consumer 

perceives claims made about the brand in the ad to be truthful and believable” 

(MacKenzie & Lutz, 1989). The credibility of an advertisement or advertiser 

determines the extent to which the consumer perceives the claims to be truthful and 

believable and has a direct influence on both attitudes toward the ad and the brand 

(MacKenzie & Lutz, 1989).  

 

Consumer attitudes toward green advertising have not always been the most 

favourable. There is a growing demand for clear communication about the consumer 

benefits of green products (Pickett-Baker & Ozaki, 2008). A number of studies 

suggest that consumers evaluate green advertising as vague or misleading (Carlson, 

Grove, & Kangun, 1993; Iyer, Banerjee, & Gulas, 1994; Kangun, Carlson, & Grove, 

1991). Indeed, many consumers address it with a great deal of skepticism (Kilbourne 

1995, 2004; Scammon & Mayer 1995; Shrum, McCarty, & Lowrey, 1995; Zinkhan & 

Carlson, 1995) and even ambivalence (Chang, 2011). Skepticism towards 

environmental claims is negatively related to consumers‟ GPPI (Mostafa, 2006). 

However, according to Paço & Reis (2012), green ad skepticsm has no significant 

influence on GPPB. Informational utility exerted a significant negative effect on green 

ad skepticism (Matthes & Wonneberger, 2014). Green-wash has a direct negative 

effect on green trust and also indirect negative influence via green consumer 

confusion and green perceived risk (Chen & Chang, 2013).  

 

Consumers‟ willingness to trust, or from a different perspective, an advertiser‟s ability 

to evidence trustworthiness, has been demonstrated to moderate or directly affect 

attitudes developed toward the advertising itself, the advertising message, and the 

advertised product. Attitudes in each of these areas tend to be more positive when the 

advertiser is perceived to be trustworthy, and therefore, more credible (Davis, 1994). 

Research findings suggest ad credibility leads to favourable attitude towards green ad 
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and green brand (D‟Souza & Taghian, 2005; Tucker et al., 2012). Perceived 

credibility of the claim, significantly affects the GPPI of consumers (Chan, 2004). 

High level of ad credibility, consumers‟ trust in advertiser, consumer believability of 

the ad, has a significant influence on GPPI (Khandelwal & Bajpai, 2011). Perceived 

advertiser credibility and attitude toward the ad will have a significant positive effect 

on attitude toward the brand. In turn, attitude toward the brand will have a significant 

positive effect on GPPI (Newell, Goldsmith, & Banzhaf, 1998). Presence of eco-seal 

by a trusted brand has a favourable influence on attitude towards the ad, attitude 

towards brand or purchase intentions (Bickart & Ruth, 2012).  

 

Despite the growth of green marketing, marketers still do not have adequate tools for 

evaluating the success of advertising relative to consumers‟ attitudes, intentions, and 

behaviours (Haytko & Matulich, 2008). The right green advertising campaign can 

help companies better position their brands and thereby promote GPPB (Paco & Reis, 

2012). Green advertising fulfils an informational need of green consumers. It enables 

consumers to make better buying decisions, and it informs them about important 

product characteristics. In other words, to create advertisements that result in a 

positive attitude from consumers, it is important to understand what factors affect 

attitude towards green advertising. Attitude towards green advertising is 

conceptualised as a disposition to respond favourably or unfavourably to green 

advertising. 

  

4.7.4 Determinants of Attitude towards Eco-labelling (ATEL) 

Eco-labelling is one of the marketing strategies adopted by the businesses to 

communicate brand-specific information about environmental features of a product. 

Eco-labels also called environmental labels, have emerged as a predominant form of 

communicating and providing relevant information about the green product features 

to consumers (D‟Souza, Taghian, & Lamb, 2006; Scammon & Mayer, 1993). Eco-

labels encourage consumers to purchase green products by providing reliable, 

comparable and certified information about the environmental impacts of the product 

they tend to purchase (Modak & Roy, 2014). An eco-label can be defined as any logo, 

symbol, emblem, sign, label, words or a combination of these appearing on product 
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packaging or in advertising that seeks to inform consumers that a product has 

particular environmental properties and features and as such is in some significant 

way less harmful to the environment than purchase alternatives. Eco-labels are seals 

of environmental approval awarded by public or private organisations. Eco-labelling 

is defined as “a practice of providing information to consumers about a product 

through eco-labels, which is characterised by improved environmental performance 

and efficiency compared with similar products”. Eco-labelling informs about raw 

materials, energy use, recycling potential, the effect on the environment, etc. with an 

intention to rationalise environmental choices into purchasing decisions. The goal of 

eco-labelling is to minimise negative impacts on the natural environment by 

encouraging consumers to buy environmentally beneficial products.  

 

International Organization for Standardization (ISO) provided a basic framework for 

eco-labelling by introducing the ISO 14020 series. Three broad types of eco-labelling 

schemes were identified as follows: Type I (ISO 14024) - Eco-labelling via third-

party certification, Type II (ISO 14021) - Self-declared eco-labelling, and Type III 

(ISO 14025) - Quantitative data measuring environmental impact (International 

Organization for Standardization, 2010).  

 

Type I - Eco-labelling via third-party certification is an eco-label which is awarded by 

a third party. These are usually established by an accreditation body (public or 

private) independent from the producers, distributors and sellers of the labelled 

products. These organisations create standards (scientifically validated by experts) for 

a given product that specify production practices and product specifications that are 

less damaging to the environment than conventionally made goods. Producers who 

apply for a label and meet the standards are awarded a license for its use on their 

product. The label (seal) is typically licensed to a producer and may appear on or 

accompany a product. Environmental organisations and consumers generally prefer 

eco-labelling schemes of this type because of the heightened confidence, that private 

commercial interests will not compromise the criteria applied to the schemes and 

strict compliance with them based on verifiable and impartial certification procedure. 

Type II - Self-declared eco-labelling are eco-labels established by individual 
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companies based on their own product standards. The standards might be based on 

criteria related to specific environmental issues known to informed consumers 

through the media or advertising. This form of eco-labelling can also be referred to as 

„self-declaration‟. This type of labels includes marketing claims such as 

“environment-friendly”, “biodegradable”, “recyclable”, “carbon-neutral” and so on. 

Type III - Quantitative data measuring environmental impact are eco-labels, which 

cover many or all the environmental attributes of a product and are known as multi-

attribute eco-labels. Those addressing multiple attributes may use a “report card” 

approach and may evaluate the product over its complete life cycle i. e.  Life Cycle 

Assessment (LCA) or may evaluate multiple aspects of a product‟s environmental 

impact while some eco-labels focus only on a single environmental attribute. For 

example, the Energy Star label reflects only the energy efficiency of a product. The 

major limitation of single attribute eco-labels is that they may not provide complete 

information as the life cycle impacts of the product are not taken into consideration.  

 

In India, the Ministry of Environment & Forests (Department of Environment, Forests 

& Wildlife) New Delhi, the 20
th

 February 1991, decided to institute a scheme on 

labelling of environment-friendly products. The scheme operates on a national basis 

and provides accreditation and labelling for household and other consumer products 

which meet certain environmental criteria along with quality requirements of the 

Indian standards for that product. The label is known as the “ECOMARK” and is of 

the design of an “Earthen Pot.” Any product which is made, used or disposed of in a 

way that significantly reduces the harm it would otherwise have caused the 

environment is considered an eco-friendly product and is eligible for the 

“ECOMARK” certification. There are about 16 product categories covered under the 

“ECOMARK” scheme namely: soaps and detergents, paper, food items, lubricating 

oils, packaging materials, architectural paints and powder coatings batteries, 

electrical/electronic goods, food additives, wood substitutes, cosmetics, aerosol 

propellants, plastic products, textiles, fire-extinguisher and leather. The Bureau of 

Energy Efficiency (BEE) Standard & Labelling is another eco-labelling scheme in 

India. A key objective of this scheme is to provide the consumer with an informed 

choice about the energy saving potential of the relevant product. A number of “stars” 
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is assigned from 1 to 5 in increasing order of efficiency and estimated annual energy 

consumption is displayed on the Star Label for the benefit of the customer. Started as 

a voluntary scheme, star labelling has now been made mandatory for some of the 

household electrical appliances viz. frost-free refrigerators, fluorescent tube lights, 

air-conditioners and distribution transformers meaning that only the products having 

specified energy efficiency levels will be allowed to be manufactured and marketed in 

India. To develop organised organic agriculture system India Organic - National 

Programme for Organic Production (NPOP) was introduced in 2000 by the Ministry 

of Commerce and Industry, Government of India. The same is implemented under the 

AGMARK scheme of Ministry of Agriculture, Government of India for the domestic 

markets and by Agricultural & Processed Food Products Export Development 

Authority (APEDA) for exports.  The main objectives of the standard are to fasten the 

process of organic certifications in India, ensure transparency in the production 

process, assign credibility to Indian organic products and gain assurance of consumers 

in Indian organic products around the world. Besides, many of the international eco-

labels such as Forest Stewardship Council (FSC) Certification, Global Organic 

Textile Standards, Nature Label, TCO Certified, Carbon Neutral Certification, etc. are 

also used in India.  

 

According to Global Eco-Labelling Network (GEN), eco-labelling is a voluntary 

method of environmental performance certification and labelling that is practised 

around the world. GEN also declares that in contrast to green symbols, or green 

claims developed by manufacturers and service providers, the most credible labels are 

based on LCA; they are awarded by an impartial third party in relation to certain 

products or services that are independently determined to meet transparent 

environmental leadership criteria.  LCA is key to eco-labelling schemes. Properly 

implemented, LCA assists governments, industry and consumers in: understanding 

the complex environmental effects of products from “cradle-to-grave”; reducing 

environmental burdens caused by products during their life-cycle; and making 

environmentally-informed production and purchasing decisions (Taufique et al., 

2014).  
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Thus, eco-labelling is considered as an important factor that will influence consumers‟ 

purchase decision. However, Type II eco-labels wherein environmental claims are 

self-declared falls short on several features of ideal information sources. Firms using 

this approach may describe their product in general terms (e.g. eco-friendly, 

environmentally safe, recyclable or ozone-friendly) or specific ones (e. g. made from 

50% recycled material).  Even if claims are accurate, they may not be highly credible 

given their source. While credible eco-labels and product certifications certainly help 

prevent the use of misleading environmental claims (known as greenwashing), they 

do not eliminate it. Numerous studies have found that consumers tend to be skeptical 

of eco-labels and environmental claims (Carlson et al., 1996; Davis, 1994; Laroche et 

al., 2001; Mohr, Eroglu, & Ellen, 1998; Polonsky et al., 1998; Zinkhan & Carlson 

1995). According to the Terrachoice Report (2010), more than 32% of green products 

carry a fake green label.  

 

The believability of the information in environmental labelling claims is 

conceptualised as how credible the information provided by the eco-label is perceived 

by the consumer (Sen & Bhattacharya, 2001). Eco-label credibility is defined as the 

extent to which the consumer perceives eco-labels and the information given in the 

label to be truthful and believable. Credibility or believability in eco-labelling of a 

product plays a vital role in consumer assessments and intentions toward the product 

(Sen & Bhattacharya, 2001). 

 

Type III labelling reduces the severity of dissatisfaction with, and the perception of 

the inaccuracy of green product labels, thereby indicating eco-labelling credibility has 

a significant influence on attitude towards eco-labelling (D‟Souza, Taghian, Lamb, & 

Peretiatko, 2007). Trust in the endorsing organisation has a significant influence on 

attitude towards eco-labelling (Thøgersen, Haugaard, & Olesen, 2010). Eco-labels 

influence consumers‟ purchase decisions and willingness to pay, but it is related to 

trust in the brand (Sammer & Wüstenhagen, 2006). According to Atkinson & 

Rosenthal (2014), label source and information specificity influence attitude towards 

the green product. The usefulness of eco-labels as a tool of purchase decision depends 

on consumer trust and eco-label credibility (Thøgersen, 2000). According to D‟Souza, 
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Taghian, & Lamb, (2006) the central purpose of eco-labelling is to assist consumers  

to make informed product choices, but some consumers  appear to be unable to 

understand the exact meaning of some information on product labels as the 

information may not be transparent, truthful or based on sound, substantiated 

scientific evidence. D‟Souza, Taghian, & Lamb, (2006) affirmed that environmental 

labelling on products is an effective way of communicating to the customer the 

specific benefits and characteristics of the product and the claim of product safety.  

 

The potential value of eco-labelling schemes in supporting GPPB has received 

considerable attention across some disciplines (Thøgersen 2000). Empirical research 

needs to look for factors which determine consumer attitude towards eco-labelling. 

Attitude towards eco-labelling is defined as a disposition to respond favourably or 

unfavourably to eco-labelling. This study explores the factors that determine attitude 

towards eco-labelling.  

 

4.7.5 Determinants of Attitude towards Green Packaging (ATGPK) 

Packaging has an essential role in the marketing and distribution of products. 

Packaging refers to the term used for containers and wrapping materials that protect, 

contain, identify, promote and facilitate the use of the product (Kaufmann, Panni 

khan, & Orphananidou, 2012). The packaging is one of the key components that can 

provide a competitive advantage in the marketplace for many consumer products as it 

helps to attract consumers attention, transfer valuable product information, position 

the product in the consumer‟s mind and differentiate the product from others 

(Zakersalehi & Zakersalehi, 2012).  As a novel trend, packaging performs an 

important role in marketing communications and could be one of the most important 

factors influencing the consumer purchase decision.  In green marketing, 

environmental information can be provided by the manufacturers on the physical 

package by way of logo‟s, pictures, phrases, emblems and images.  

 

Discarded packaging accounts for a large proportion of waste in industrialised 

economies and a good deal of the environmental impact of many products (Peattie & 

Charter, 2003). Unlike many other ecological concerns, packaging waste is both 
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highly observable through litter dumps and landfills and involves nearly all 

consumers (Birgelen, Semeijn, & Keicher, 2009). The importance of the waste 

problem indicates that green packaging should be added to consumer choice models 

as relevant products attribute (Rokka & Uusitalo, 2008). 

 

Green packaging uses environmentally sensitive methods, including energy 

efficiency, recyclable and biodegradable materials, downgauging, reusability and 

much more (Madushanka & Ragel, 2016). In practising green packaging, companies 

use packaging that is recyclable, reusable, recycled, biodegradable, less bulky 

packaging that uses less of the raw material, etc. Thus, green packaging can be 

defined as the use of materials and manufacturing methods for packing that has a low 

impact on the environment and energy consumption.   

 

During the exploratory qualitative study, most of the participants expressed their deep 

concern for the environmental problems caused due to packaging waste. Most of the 

respondents agreed that household waste creates a big problem for society. According 

to the respondents, recycling and green packaging can be the solution to the problem. 

They also agreed that consumers could play a major role in solid waste reduction. The 

study indicated if there is to be solid waste reduction without a mandate, the 

manufacturer must be willing to initiate, and the consumer must be willing to accept, 

green packaging for the betterment of society.  

 

This study introduces the perceived packaging harm construct to represent the 

awareness of the harm that is caused by packaging waste to the environment.  

Perceived packaging harm is defined as the consumer‟s overall awareness of the 

damage that is caused by packaging material or packaging method to the 

environment.  

 

The awareness of the harm that is caused to the environment and the belief that one 

can do something will result in a favourable attitude towards green packaging.  It can 

be assumed that consumers who have a more positive attitude toward preserving the 

environment in general and those who consider the environmental consequences of 
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packaging as severe will have a favourable attitude towards green packaging. 

Thogersen (1999) suggests that moral reasoning is likely in the choice of product 

packaging only when environmental impacts are perceived as considerable and 

severe. According to Schwepker & Cornwell (1991) individuals with an internal locus 

of control, who are concerned about litter, who believe there is a pollution problem, 

and who have a favourable attitude toward ecologically conscious living are more 

inclined to purchase ecologically packaged products.  Product characteristics and 

environmental concern have a significant influence on attitude towards green 

packaging. Awareness of environmental problems, attitude toward the environment 

and the subjective norms of consumers contribute to a favourable attitude towards 

green packaging and green purchase (Birgelen, Semeijn, & Keicher, 2009). Attitude 

towards green packaging is a disposition to respond favourably or unfavourably to 

green packaging.  

 

4.8 HYPOTHESES FOR THE DETERMINANTS OF CONSUMER 

ATTITUDE TOWARDS GREEN MARKETING STRATEGIES 

Thus, based on qualitative exploratory study and literature review following 

hypotheses are proposed for determinants of attitude towards green marketing 

strategies. 

 

4.8.1 Hypotheses for Determinants of Attitude towards Green Products 

H18: Green perceived value has a significant positive influence on attitude towards 

green products.  

H19: Green perceived trust has a significant positive influence on attitude towards 

green products.  

H20: Green ad skepticism has a significant negative influence on attitude towards 

green products.  

H21: Eco-label credibility has a significant positive influence on attitude towards 

green products.  

H22: Perceived packaging harm has a significant positive influence on attitude 

towards green products. 
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4.8.2 Hypotheses for Determinants of Attitude towards Green Branding  

H23: Green perceived value has a significant positive influence on attitude towards 

green branding. 

H24: Green perceived trust has a significant positive influence on attitude towards 

green branding. 

H25: Green ad skepticism has a significant negative influence on attitude towards 

green branding. 

H26: Eco-label credibility has a significant positive influence on attitude towards 

green branding.  

H27 Perceived packaging harm has a significant positive influence on attitude 

towards green branding. 

 

4.8.3 Hypotheses for Determinants of Attitude towards Green Advertising  

H28: Green perceived value has a significant positive influence on attitude towards 

green advertising.  

H29: Green perceived trust has a significant positive influence on attitude towards 

green advertising.  

H30: Green ad skepticism has a significant negative influence on attitude towards 

green advertising. 

H31: Eco-label credibility has a significant positive influence on attitude towards 

green advertising.  

H32: Perceived packaging harm has a significant positive influence on attitude 

towards green advertising. 

 

4.8.4 Hypotheses for Determinants of Attitude towards Eco-labelling  

H33: Green perceived value has a significant positive influence on attitude towards 

eco-labelling. 

H34: Green perceived trust has a significant positive influence on attitude towards 

eco-labelling.  

H35: Green ad skepticism has a significant negative influence on attitude towards 

eco-labelling.  



Chapter 4                                                                           Development of Hypotheses                                                                                                                                                               

 

Goa University Page 106 

 

H36: Eco-label credibility has a significant positive influence on attitude towards 

eco-labelling. 

H37: Perceived packaging harm has a significant positive influence on attitude 

towards eco-labelling. 

 

4.8.5 Hypotheses for Determinants of Attitude towards Green Packaging 

H38 Green perceived value has a significant positive influence on attitude towards 

green packaging. 

H39: Green perceived trust has a significant positive influence on attitude towards 

green packaging.  

H40: Green ad skepticism has a significant negative influence on attitude towards 

green packaging. 

H41: Eco-label credibility has a significant positive influence on attitude towards 

green packaging.  

H42: Perceived packaging harm has a significant positive influence on attitude 

towards green packaging. 

 

4.9 INFLUENCE OF ATTITUDE TOWARDS GREEN MARKETING 

STRATEGIES ON GPPB 

Green marketing includes the concept of environmentalism as a market opportunity 

whereby the ultimate goal is to redirect demand to green products and services 

(Menon & Menon, 1997; Ottman, 1991; Peattie, 1995).  Although green marketing 

has been an important research topic for several decades, hardly any research has been 

focused on the impact of green marketing strategies on consumers‟ purchasing 

patterns in the context of developing countries (Juwaheer, Pudaruth, & Noyaux, 

2012). One of the objectives of this study is to investigate if consumers‟ attitude 

towards green marketing strategies, i.e. attitude towards green products, attitude 

towards green branding, attitude towards green advertising, attitude towards eco-

labelling and attitude towards green packaging influence their GPPI.   

 

Green marketing satisfaction has a direct and positive effect on the brand attitude and 

GPPI after green marketing activities and also has an indirect effect in the 
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improvement of purchase intention by increasing brand attitude (Park, Ko, & Kim, 

2010). According to   Kumar (2013), green marketing has a significant positive 

influence on GPPI. 

 

Attitude towards green products has a significant influence on GPPI (Kong et al., 

2014; Mahesh, 2013). However, according to Atkinson & Rosenthal (2014), it is not 

significant.   Chittipaka & Shaikh (2013) found a significant influence of attitude 

towards green products on GPPB, but the study conducted by Gan, Wee, Ozanne, & 

Kao (2008)   revealed a non-significant influence of attitude towards green products 

on GPPB. Perception of green products is negatively associated with the customer‟s 

intention to purchase them if they are of lower quality and higher in price compared to 

alternative products (D‟Souza et al., 2006).  

 

Pickett-Baker and Ozaki (2008) concluded that although consumers indicated they 

were willing to buy green products; they sometimes have difficulty identifying brands 

that are truly environmentally friendly and that perform effectively. Green brand 

equity plays a remarkable role in behavioural intentions (Konuk, Rahman, & Salo, 

2015). Attitude towards green branding is a significant predictor of GPPI (Kong et al., 

2014; Newell, Goldsmith, & Banzhaf, 1998; Yan, Hyllegard, & Blaesi, 2012). 

Attitude towards green branding is found to have a significant positive influence on 

GPPB (Delafrooz, Taleghani, & Nouri, 2014; Juwaheer, Pudaruth, & Noyaux, 2012; 

Rahbar & Wahid, 2011). However, Gan, Wee, Ozanne, & Kao (2008) found a 

negative influence of attitude towards green branding on GPPB.  

 

Attitude towards green advertising will have a significant positive effect on attitude 

towards green branding. In turn, attitude towards green branding will have a 

significant positive effect on purchase intentions (Newell, Goldsmith, & Banzhaf, 

1998).  The influence attitude towards green advertising on GPPI is significant and 

positive (Ansar, 2013; Yan, Hyllegard, & Blaesi, 2012) but according to Kong et al. 

(2014), it is not significant. Many studies revealed a significant influence of attitude 

towards green advertising on GPPB (Chittipaka & Shaikh, 2013; Delafrooz, 

Taleghani, & Nouri, 2014; Juwaheer, Pudaruth, & Noyaux, 2012;  Nath, Kumar, 
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Agrawal, Gautam, & Sharma, 2013; Pickett-Baker & Ozaki, 2008). However, a study 

by Rahbar & Wahid (2011) did not reveal a significant influence of attitude towards 

green advertising on GPPB. 

 

Bleda & Valente (2009), state that the performance of eco-labelling schemes has 

shown the adverse effect in some situation. D‟Souza (2004), on the other hand, 

identified that there is not enough empirical evidence available to identify the 

relationship between the use of eco-labels on products and its ultimate impact on 

GPPB. Knowledge, awareness and information that consumers gather on a product‟s 

environmental impacts through an eco-label stimulate GPPB (Testa, Iraldo, Vaccari, 

& Ferrari, 2013). According to Kong et al. (2014), attitude towards eco-labelling has a 

significant positive influence on GPPI. Attitude towards eco-labelling influences 

GPPB  of consumers (Delafrooz, Taleghani, & Nouri, 2014; Juwaheer, Pudaruth, & 

Noyaux, 2012). The studies conducted by  Gan, Wee, Ozanne, & Kao (2008) and  

Rahbar & Wahid ( 2011) revealed the non-significant influence of attitude towards 

eco-labelling on GPPB. 

 

Ansar (2013) indicated a significant influence of attitude towards green packaging on 

GPPI, whereas according to Kong et al. (2014), the influence is not significant. The 

influence of attitude towards green packaging is yet to be thoroughly explored within 

the context of GPPB. 

 

Attitude is the psychological emotion routed through consumers‟ evaluations and, if 

positive, behavioural intentions tend to be more positive (Chen & Tung, 2014). 

Therefore, based on the literature review, the following hypotheses are proposed for 

the influence of attitude towards green marketing strategies on GPPI. 

 

4.9.1. Hypotheses for the Influence of Attitude towards Green Marketing 

Strategies on GPPI 

H43: Attitude towards green marketing strategies has a significant positive influence 

on GPPI. 
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Since green marketing strategies include green products, green branding, green 

advertising, eco-labelling and green packaging, the following sub-hypotheses are 

formulated. 

H43a: Attitude towards green products has a significant positive influence on GPPI. 

H43b: Attitude towards green branding has a significant positive influence on GPPI. 

H43c: Attitude towards green advertising has a significant positive influence on 

GPPI. 

 H43d: Attitude towards eco-labelling has a significant positive influence on GPPI. 

H43e: Attitude towards green packaging has a significant positive influence on GPPI. 

 

4.9.2 Relationship between GPPI and GPPB 

As discussed before in this thesis, there is a significant positive relationship between 

GPPI and GPPB. There are hardly any studies which evaluate the relationship 

between GPPI and GPPB in the context of green marketing strategies.  According to 

Gan, Wee, Ozanne, & Kao, 2008), attitude towards brand negatively influences green 

purchases via intention. Therefore, the following hypothesis is proposed. 

 

4.9.3 Hypothesis for the relationship between GPPI and GPPB 

H44: There is a significant positive relationship between GPPI and GPPB. 

In the study, GPPB is classified into the purchase of Green Fast Moving Consumer 

Goods (GPPB1) and purchase of Green Electrical Household Appliances (GPPB2) 

based on EFA results. Therefore, hypothesis H44 is stated as two sub-hypotheses as 

follows: 

H44a: There is a significant positive relationship between GPPI and purchase of 

Green Fast Moving Consumer Goods (GPPB1).  

H44b: There is a significant positive relationship between GPPI and purchase of 

Green Electrical Household appliances (GPPB2). 

 

4.10 MODERATING ROLE OF PERCEIVED CONSUMER BARRIERS AND 

DEMOGRAPHICS 

During the transition between purchase intention and actual purchase behaviour, the 

individual interacts with a physical and social environment (Bradshaw & Phillips, 
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1993). This interaction with the physical and social environment influences their 

purchase behaviour. The presence of a positive situation will facilitate the translation 

of intention to actual behaviour, while a negative situation will weaken this 

relationship.  

 

In the course of an exploratory qualitative study, many participants expressed that 

though they intend to purchase green products factors such as difficulty in identifying, 

difficulty in searching, non-availability, the high price of green products made it 

difficult to purchase green products. Grimmer, Kilburn, & Miles (2015) based on 

Carrington, Neville, & Whitwell (2010) model exemplified that purchase situation 

moderates the relationship between intention and intention plans and also the 

relationship between intention plans and green purchase behaviour. The following 

situational factors have an influence: time at the end of the day, the importance of 

price, willingness to drive a greater distance, availability, and ease of purchase (the 

latter only for the relationship between plans and green purchase behaviour). 

 

Thus, this study introduces the perceived consumer barriers construct.  Perceived 

consumer barriers is conceptualised as the momentary contingent factors that may act 

to block or inhibit the translation of purchase intentions into actual purchase 

behaviour. The influence of perceived consumer barriers is yet to be thoroughly 

explored within the context of the translation of GPPI into GPPB. Its role is, 

therefore, still highly conceptual and abstract, with little empirical work to ground its 

influence on consumers GPPB. Therefore, it is argued that perceived consumer 

barriers have a moderating effect on the relationships in Green Marketing Strategies 

Attitude-Intention-Behaviour Model. 

 

4.10.1 Hypotheses for the moderating effect of Perceived Consumer Barriers 

H45: Perceived consumer barriers have a moderating effect on the relationships in 

the Green marketing Strategies Attitude-Intention-Behaviour Model. 

H45a: Perceived consumer barriers moderate the relationship between attitude 

towards green products and GPPI.  
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H45b: Perceived consumer barriers moderate the relationship between attitude 

towards green branding and GPPI. 

H45c: Perceived consumer barriers moderate the relationship between attitude 

towards green advertising and GPPI.  

H45d: Perceived consumer barriers moderate the relationship between attitude 

towards eco-labelling and GPPI.  

H45e: Perceived consumer barriers moderate the relationship between attitude 

towards green packaging and GPPI.  

H45f: Perceived consumer barriers moderate the relationship between GPPI and 

purchase of Green Fast Moving Consumer Goods (GPPB1). 

H45g: Perceived consumer barriers moderate the relationship between GPPI and 

purchase of Green Electrical Household Appliances (GPPB2). 

 

4.10.2 Moderating effect of Demographic Variables 

According to Kumar (2013) education, gender and family choice moderates the 

influence of green marketing on brand perception and buying behaviour. Tseng & 

Tsai (2011) revealed that income moderates the effect of perceived value on GPPI. 

Demographic variables considered in this study are gender, age, income and 

education. Accordingly, the following hypotheses are examined in this study 

 

4.10.2.1 Hypotheses for the moderating effect of Gender 

H46: Gender has a moderating effect on the relationships in the Green Marketing 

Strategies Attitude-Intention-Behaviour Model. 

H46a: Gender moderates the relationship between attitude towards green products 

and GPPI.  

H46b: Gender moderates the relationship between attitude towards green branding 

and GPPI. 

H46c Gender moderates the relationship between attitude towards green advertising 

and GPPI.  

H46d: Gender moderates the relationship between attitude towards eco-labelling and 

GPPI. 
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H46e: Gender moderates the relationship between attitude towards green packaging 

and GPPI. 

H46f: Gender moderates the relationship between GPPI and purchase of Green Fast 

Moving Consumer Goods (GPPB1). 

H46g: Gender moderates the relationship between GPPI and purchase of Green 

Electrical Household Appliances (GPPB2). 

 

4.10.2.2 Hypotheses for the moderating effect of Age 

H47: Age has a moderating effect on the relationships in the Green Marketing 

Strategies Attitude-Intention-Behaviour Model. 

H47a: Age moderates the relationship between attitude towards green products and 

GPPI.  

H47b: Age moderates the relationship between attitude towards green branding and 

GPPI.  

H47c: Age moderates the relationship between attitude towards green advertising and 

GPPI.  

H47d: Age moderates the relationship between attitude towards eco-labelling and 

GPPI. 

H47e: Age moderates the relationship between attitude towards green packaging and 

GPPI. 

H47f: Age moderates the relationship between GPPI and purchase of Green Fast 

Moving Consumer Goods (GPPB1). 

H47g: Age moderates the relationship between GPPI and purchase of Green 

Electrical Household Appliances (GPPB2.) 

 

4.10.2.3 Hypotheses for the moderating effect of Income 

H48: Income has a moderating effect on the relationships in the Green Marketing 

Strategies Attitude-Intention-Behaviour Model 

H48a: Income moderates the relationship between attitude towards green products 

and GPPI. 
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H48b: Income moderates the relationship between attitude towards green branding 

and GPPI.  

H48c: Income moderates the relationship between attitude towards green advertising 

and GPPI. 

H48d: Income moderates the relationship between attitude towards eco-labelling and 

GPPI. 

H48e: Income moderates the relationship between attitude towards green packaging 

and GPPI. 

H48f: Income moderates the relationship between GPPI and purchase of Green Fast 

Moving Consumer Goods (GPPB1). 

H48g: Income moderates the relationship between GPPI and purchase of Green 

Electrical Household Appliances (GPPB2). 

 

4.10.2.4 Hypotheses for the moderating effect of Education 

H49: Education has a moderating effect on the relationships in the Green Marketing 

Strategies Attitude-Intention-Behaviour Model. 

H49a: Education moderates the relationship between attitude towards green products 

and GPPI  

H49b: Education moderates the relationship between attitude towards green 

branding and GPPI.  

H49c: Education moderates the relationship between attitude towards green 

advertising and GPPI.  

H49d: Education moderates the relationship between attitude towards eco-labelling 

and GPPI. 

H49e: Education moderates the relationship between attitude towards green 

packaging and GPPI.  

H49f: Education moderates the relationship between GPPI and purchase of Green 

Fast Moving Consumer Goods (GPPB1). 

H49g: Education moderates the relationship between GPPI and purchase of Green 

Electrical Household Appliances (GPPB2). 
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4.11 PROPOSED MODEL FOR THE INFLUENCE OF ATTITUDE 

TOWARDS GREEN MARKETING STRATEGIES ON GPPB 

The above 32 hypotheses are intended to be tested by using the overall model and the 

sub-models. The proposed model is an application of Attitude-Intention-Behaviour 

Framework incorporating the influence of attitude towards green marketing strategies 

on GPPI. The model also includes sub-models on determinants of attitude towards 

green marketing strategies i. e. attitude towards green products, attitude towards green 

branding, attitude towards green advertising, attitude towards eco-labelling and 

attitude towards green packaging.  The sub-model also examines the moderating 

effect of perceived consumer barriers and demographics on the relationships in Green 

Marketing Strategies Attitude-Intention-Behaviour Model. The hypothesised model is 

depicted in figure 4.2. 

 

 

 

 

Figure 4.2 Research Model for the Influence of Attitude towards Green Marketing 

Strategies on GPPB 
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CHAPTER 5 

SCALE DEVELOPMENT 

 

Measurement instruments are a group of items pooled into a composite score and 

intended to reveal levels of theoretical variables not readily observable by direct 

means. These are often referred to as scales. The scale development procedure 

suggested by Pervan, Bove & Johnson (2009) is followed in this study. The procedure 

of scale development is discussed in this chapter. 

 

5.1 CONSTRUCT DOMAIN SPECIFICATION 

A literature review helps to conceptualise a construct and specify dimensions. First 

existing literature was reviewed to identify concepts relevant to the study. 

Accordingly, it was decided to do the study based on TPB (Ajzen, 1991) and Attitude-

Intention-Behaviour Model. Efforts were made to have a vivid representation of each 

construct and develop a conceptual definition of the constructs being studied with 

reference to GPPB. Review of existing literature helped in concept clarification and 

the identification of existing scales used in similar studies. 

 

5.2 ITEM POOL DEVELOPMENT 

Two methods were used to generate an initial pool of items: a review of the literature 

and exploratory qualitative study. 

 

5.2.1. Review of literature  

Based on the review of literature, existing scales for the construct measurement were 

studied. This led to the generation of some items relevant to the study. After 

scrutinising the relevant literature, an exploratory qualitative study was undertaken.   

 

5.2.2. Exploratory Qualitative Research  

An exploratory qualitative study was conducted to identify the factors which 

influence the purchase of green products and to determine the influence of green 

marketing strategies on GPPB. Qualitative research is more concerned with a holistic 

understanding of the phenomenon of interest (Polit & Beck, 2003); hence, the 
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purposive sampling technique was used to select participants for the qualitative study. 

The researcher identified 13 respondents, which included marketing managers, 

environmental activists, consumer activist, academician, doctor, engineer, lawyer, 

businessman, banker, student and housewife. When the researchers want to have a 

deeper understanding of people‟s beliefs, motivations, the context of their actions, 

their reasons then qualitative research is the best (Myers, 2013). The respondents were 

contacted personally as per their convenience since interviews provide an opportunity 

for a detailed investigation into each individual‟s personal perspective. Semi-

structured in-depth interviews were conducted, which lasted for around sixty to ninety 

minutes.  

 

The respondents were asked questions relating to environmental problems, actions 

taken by them to reduce environmental problems, their perceptions of green products, 

their perception about green marketing strategies adopted by the companies, factors 

which influence their decision to purchase green products, difficulties or factors 

which inhibited purchase of green products.  The respondents were also asked about 

green products that they purchase on a regular basis, their intentions to purchase green 

products in future. The respondents gave relevant inputs about factors influencing and 

inhibiting purchase of green products, their attitude towards green marketing 

strategies, factors that determine their attitude towards green marketing strategies. The 

narratives were taken note of, and the findings of the study were summarised. 

 

These in-depth interviews provided deeper insights into factors influencing the GPPB 

of the consumers. The qualitative study highlighted that GPPB was influenced by 

social, psychological as well as marketing factors. This helped to build conceptual 

models. The responses from the qualitative study led to the generation of a pool of 

scale items, the identification of constructs, the development of the measurement 

instrument and the framing of hypotheses. Some items that emerged from the 

qualitative study were similar to the items in the existing scales. Thus literature 

review, together with findings of the qualitative study enabled the formulation of a set 

of scale items for the measurement instrument. 
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5.3 DEVELOPMENT OF MEASUREMENT INSTRUMENT  

A questionnaire with five sections was designed for the study. The first section 

measured consumers‟ GPPI. The second section measured psycho-social factors 

influencing GPPB applying the Theory of Planned Behaviour. This section is used to 

operationalise the constructs of self-transcendence, self-enhancement, environmental 

concern, normative social influence, value-expressive social influence, control belief, 

control strength, attitude towards green product purchase, subjective norm, perceived 

behavioural control, and perceived consumer effectiveness.  The third section 

measured determinants of attitude towards green marketing strategies and consumer 

attitude towards green marketing strategies and is used to operationalise the constructs 

of  green perceived value, green perceived trust, green ad skepticism, eco-label 

credibility, perceived packaging harm, perceived consumer barriers, attitude towards 

green products, attitude towards green branding, attitude towards green advertising, 

attitude towards eco-labelling, and attitude towards green packaging. The fourth 

section measured consumers‟ GPPB. The fifth section was meant to collect 

demographic information. 

 

Few items for the scale on GPPI were taken from the existing scales and rephrased to 

suit the purpose of the study, and the rest of the items for the scale were generated 

from the exploratory study and the review of the literature. The items for the scale on 

GPPI were taken from the study by Kim & Choi (2005) and Wu & Chen (2014).   

 

Few items for the scale on GPPB were developed based on the scale proposed by    

Straughan and Roberts (1999). However, most of these items were rephrased to 

capture actual GPPB rather than hypothetical GPPB. The rest of the items for this 

scale were based on the exploratory study and the review of the literature.  

 

For psycho-social determinants of GPPB, existing scales for the following constructs 

were adopted with some minor changes in wordings: control strength (Wu & Chen, 

2014), perceived behavioural control (Wu & Chen, 2014), control belief (Chan & 

Lau, 2002; Wu & Chen, 2014), subjective norm   (Kim, Lee, & Hur, 2012), perceived 

consumer effectiveness (Ellen, Wiene, & Cobb-Walgre, 1991; Kim & Choi, 2005). 
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Items for attitude towards green product purchase were developed based on scale 

adopted by Shrum, McCarty, & Lowrey (1995). Items for environmental concern 

were developed based on scales adopted by Chan (1996) and Kim, Lee, & Hur 

(2012). However, most of these items were rephrased to suit the present study. New 

scales were developed for the constructs self-enhancement, self-transcendence, 

normative social influence and value-expressive social influence. The items for these 

scales were generated from the qualitative exploratory study and review of the 

literature.  

 

For green marketing strategies influencing GPPB, existing scales for the following 

constructs were adopted with some minor changes in wordings: green perceived trust 

(Chen & Chang, 2013), green ad skepticism (Ellen, Mohr, & Eroglu, 1998). Items for 

green perceived value were developed based on scales adopted by  Chen & Chang 

(2012) and Kong et al. (2014). Some items for scale on eco-label credibility were 

taken from the study by Abid & Latif (2015). Items for scale on attitude towards 

green products were developed based on the study by Chan & Lau (2002).  Some 

items for attitude towards green advertising were taken from a study by Haytko & 

Matulich (2008). The scale items for attitude towards green packaging were 

developed based on a study by Kong et al. (2014). However, most of these items were 

rephrased to suit the present study. New scales were developed for the constructs 

perceived packaging harm, perceived consumer barriers, attitude towards green 

branding, and attitude towards eco-labelling. The items for these scales were 

generated from the qualitative exploratory study and review of the literature.  

 

5.4 CONTENT VALIDITY 

Measuring and reporting content validity is important as it helps to ensure construct 

validity (Yaghmaie, 2003). According to Polit & Beck (2006), it represents the degree 

to which a sample of items, taken together, makes up an adequate operational 

definition of a construct.  The content validity of the scales developed was then 

assessed using a four-phase process as suggested by Rossiter (2002), i.e. an initial 

screening of items, inter-rater reliability, content validity and face validity. 
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5.4.1. An Initial Screening of Items 

The researcher, guide and one person from the industry did the initial screening of 

items generated. Accordingly, some of the items which were redundant and repetitive 

were deleted. 

 

5.4.2 Inter-rater Reliability  

Inter-rater reliability is an expert assessment of the applicability of the items to each 

dimension. According to Wang (2009), inter-rater reliability refers to the degree of 

similarity of ratings of items between different experts selected without influencing 

each other‟s judgment. A panel of six experts was identified to allocate items to each 

construct and assess their representativeness of the construct as advised by Bearden, 

Netemeyer, & Teel (1989). The experts chosen for this represented students, 

businessmen, academicians, managers, consumer activists and environmental 

activists. First, the experts were given the definition of each construct, a related 

explanation and items (Tian & Bearden, 2001). The experts were then asked to 

allocate the items to one of the construct or to „Not Applicable Category‟. The items 

were randomised to control for acquiesce responding. Besides, it will also reduce the 

given work. After inter-rater reliability, as suggested by Bearden, Netemeyer, & Teel 

(1989) items that did not receive appropriate category from at least four of the six 

experts were removed. Accordingly, three statements from Part A of Form I were 

removed as these statements did not receive appropriate category from four of six 

experts. The forms used for inter-rater reliability are attached in Appendix A and 

Appendix B. 

 

5.4.3. Content Validity 

Content validity is an expert assessment of the representativeness of the items to each 

construct. According to Yaghmaie (2003), content validity indicates the 

comprehensiveness and representativeness of the items of the scale to measure the 

construct. Rossiter (2002) stated that content validity reflects a priori evidence 

obtained from a panel of expert judges, that the items are a good representation of the 

construct.  
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Polit and Beck (2006) recommend that the expert panel members should evaluate how 

representative the items are in the content domain. As part of this process, expert 

panel members should be requested to suggest modifications for items that are not 

consistent with the conceptual definitions. The second panel of judges comprising of 

six experts in the field of marketing, management, psychology, and sociology were 

selected. As suggested by Yaghmaie (2003), the experts were given the definitions 

and related explanation of each construct and then asked to indicate how 

representative each item was in terms of relevance, clarity and simplicity for each 

construct. The forms used for content validity are attached in Appendix C and 

Appendix D.  

 

The experts rated the items for the constructs, with a score of 1 - 4 based on the 

following criteria. 

Relevance: 1-Not relevant, 2-Item needs some revision, 3-Relevant but needs minor 

revision, 4-Very relevant.  

Clarity: 1-Not clear, 2-Item needs some revision, 3-Clear but needs minor revision, 

4-Very clear.  

Simplicity: 1-Not simple, 2-Item needs some revision, 3-Simple but needs minor 

revision, 4-Very simple. 

 

On completion of the expert rating associated with the content validity, „Content 

Validity Index‟ (CVI) as per instructions elucidated by Polit & Beck (2006) was 

calculated for relevance. The ratings of the items for simplicity and clarity were 

considered in revising the items of the scale. CVI permits for item level assessment as 

well as scale level assessment, which tend to be easy to interpret and understand (Polit 

& Beck, 2006). It was computed at item level referred to as Item Content Validity 

Index (I-CVI) and at a scale level referred to as Scale Content Validity Index (S-CVI).  

 

Firstly, for each item, I-CVI was calculated. I-CVI values guided revision, deletion or 

substitution of items as suggested by Polit & Beck (2006), together with experts‟ 

ratings on clarity and simplicity with regard to each item. Since six experts 

participated, I-CVI = 0.78 or greater was considered as acceptable (Polit & Beck, 
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2006). Items with I-CVI below 0.78 required further refinement.  I-CVI for the scale 

items is calculated based on the ratings of relevance for the items. The ratings of the 

items for simplicity and clarity were considered in revising the items of the scale.  In 

the case of this study, items with I-CVI of 0.66   i. e. wherein four out of six judges 

gave a score of 3 or 4 on relevance were retained. However, these items were refined. 

The suggestions of the experts were taken into considerations with regard to 

rewording/rephrasing of some items, and these items were retained in the scale. Items 

with I-CVI of less than 0.66 were removed from the scale. 

 

Secondly, with regard to the scale, S-CVI was calculated using two methods: (a) 

Universal agreement method (referred to as S-CVI/UA); (b) Average or Mean expert 

proportion method (referred to as S-CVI/Avg). A value of 0.80 or higher is regarded 

as acceptable (Polit & Beck, 2006). The scales designed had S-CVI/UA and S-

CVI/Avg above 0.80, indicating that scale had good construct validity. The tabulated 

report of the I-CVI and S-CVI calculated for the scale under each construct is attached 

in Appendix E. As suggested by Polit & Beck (2006) the I-CVI values for items 

retained on the scale are reported in addition to the values of the S-CVI. The S-CVI 

calculated for the constructs along with a number of initial items after content validity 

is reported in the following table.  

 

Table 5.1: Scale Content Validity Index (S-CVI) for the Constructs  
Sr. 

No. Constructs 
No. of 

Items 
S-CVI/UA S-CVI/Avg 

1 Green Product Purchase Intention (GPPI) 10 0.81 0.96 

2 Green Product Purchase Behaviour (GPPB) 11 0.91 0.98 

3 Attitude towards Green Product Purchase 

(ATGPP)  8 1 1 

4 Subjective Norm (SN) 5 1 1 

5 Perceived Behavioural Control (PBC) 4 1 1 

6 Environmental Concern (EC) 9  0.80  0.96 

7 Self-transcendence (ST) 6 1 1 

8 Self-enhancement (SE) 8 1 1 

9 Normative Social Influence (NSI) 4 1 1 

10 Value-expressive Social Influence (VSI) 5 0.83  0.94 
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11 Control Strength (CS) 4 1 1 

12 Control Belief (CB) 6 0.85 0.95 

13 Perceived Consumer Effectiveness (PCE) 4 0.80 0.93 

14 Attitude towards Green Products (ATGP)                       8 1 1 

15 Attitude towards Green Branding (ATGB) 6 0.85 0.95 

16 Attitude towards Eco-labelling (ATEL) 4 0.80 0.93 

17 Attitude towards Green Advertising (ATGAD) 6 0.85 0.95 

18 Attitude towards Green Packaging (ATGPK) 10 0.81 0.96 

19 Green Perceived Value (GPV) 6 0.85 0.97 

20 Green Perceived Trust (GPT) 5 0.83 0.97 

21 Eco-label Credibility (ELC) 5 0.83 0.97 

22 Green Ad Skepticism (GADSK) 9 1 1 

23 Perceived Packaging Harm (PPKH) 6 0.83 0.95 

24 Perceived Consumer Barriers (PCB) 6 0.85 0.95 

Source: Primary Data 

 

5.4.4 Face Validity 

Face validity is done once the instrument undergoes the content validity process. It is 

another form of validity which reinforces content validity. The face validity was 

assessed, which is essentially a post hoc assessment, whether the items in a scale 

measure a construct (Rossiter, 2002). Two experts were asked to comment on the 

sensitivity of the scale, in particular, the appropriateness of items to a business 

context, appropriateness of the items for the constructs, difficulty level in reading and 

understanding of the items, length of the items and the relationship between the items 

and the objectives of the study. One expert was from the industry who has 

considerable experience in the field of marketing and another academician with more 

than twenty years of experience and whose area of specialisation is marketing. Based 

on the suggestions of the experts, some of the items in the scale were reframed. 

 

5.4.5 Pre-testing the Scale 

The pre-testing intends to screen items for appropriateness. Hair et al. (2015) suggest 

that, when the scale items are developed for a study or are taken from various sources, 

some type of pre-test should be performed. The pre-test should use respondents 
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similar to those from the population to be studied to screen items for appropriateness. 

In pre-testing, the questionnaire is administered to a small sample of respondents.  

The final scale was pre-tested on 20 respondents who as per researcher will be lowest 

educationally qualified respondents in the study. The rationale being that if the lowest 

educationally qualified can understand the questionnaire; others who are better 

qualified will have no problem. The average time taken to complete the scale was 30 

minutes. Besides, the researcher noted the question where the respondents asked for 

clarification, and that item was again rewritten for simplicity. 

 

5.5 FINAL MEASUREMENT SCALE 

As green marketing issues are vulnerable to the problem of Socially Desirable 

Responding (SDR), attempts were made to check for SDR by incorporating items 

from the Balanced Inventory of Desirable Responding (BIDR) scale. The scale items 

finalised for the constructs and SDR were presented in the self-completion survey 

questionnaire, to be administered to the consumers. The final questionnaire prepared 

based on scale items finalised, which was used to collect data for Exploratory Factor 

Analysis (EFA) is attached in Appendix F. 

 

5.6 MEASUREMENT PURIFICATION 

In measurement purification, the principal procedure used is Exploratory Factor 

Analysis (EFA). Its main purpose is to specify the underlying structure among the 

variables (Hair et al., 2015). EFA is primarily used for data reduction and 

summarisation. It is used to determine underlying dimensions or factors that explain 

the correlation among variables or to identify a smaller set of salient variables from a 

larger set for use in subsequent multivariate analysis. 

 

5.6.1 Data collection for Exploratory Factor Analysis (EFA) 

For EFA data was collected through a survey which was conducted by contacting 

consumers over 20 years of age in the state of Goa, India and asking for their 

participation in the study. The participants were asked if they had purchased a green 

product in the past. The reason for this question was that not everybody would be 

conscious of environmental issues, and the purchasing experience would indicate the 
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person‟s interest in environmental issues.  After respondents agreed to participate in 

the study, a questionnaire was presented to each respondent. The reason for selecting 

consumers above 20 years is that at this stage, they are familiar with purchasing of 

products, and they are also empowered in their decisions for choosing the right 

products between many available choices. Therefore, they are more considerate to 

environmental issues while engaging in their purchasing decisions. Also, according to 

Chan (2001), the green issues under investigation are difficult to understand and 

comprehend for minors. Total 600 questionnaires were distributed among the 

respondents, of which 588 responses were received back, thus indicating 98% 

response rate. 

 

5.6.2 Screening of Data 

The first step in data analysis involves the screening of data (Hair et al., 2015). The 

data entry for EFA was therefore checked for missing data, unengaged responses, and 

wrong entry of values and normality of data. Screening of data revealed the following: 

1. Missing data: Twenty-six responses were discarded because of more than 5% of 

missing data. In the case of four responses with missing data of less than 5%, the 

values were replaced with the median for ordinal scale and with mean for 

continuous scale. 

2. Unengaged response: An unengaged response is answering without paying much 

attention. Six respondents were unengaged as evidenced by giving the same 

responses to every single item, and as such, these six cases were deleted. 

3. Wrong entry of values: The descriptive statistics did not indicate any wrong entry 

of values.  

4. Normality of data: According to Hair et al., (2015) statistical test to check the 

normality of data is based on skewness and kurtosis values. They stated that the 

most commonly used critical values are ±2.58 (0.01 significance level) and ±1.96 

corresponding to a 0.05 error level. The data was checked to detect for items with 

skewness and kurtosis greater or less than ±2.58 at 0.01 level of significance. The 

skewness and kurtosis values for all the items were within the acceptable values, 

thus indicating normality of data. 
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5.6.3 Sample Size and Composition 

Regarding the sample size for EFA, Hair et al., (2015) stated that the minimum 

sample is to have at least five times as many observations as the number of variables 

to be analysed and the more acceptable sample size is to have ten times as many 

observations as the number of variables to be analysed. The sample size in the study 

for EFA exceeded the minimum requirement. Total of 600 questionnaires were 

distributed among the respondents. 588 responses were received, of which 32 

responses were discarded due to missing values and unengaged responses, leaving 

556 for the final sample. Table 5.2 gives details of the demographic profile of the 

respondents of EFA. 

 

 

Table 5.2: Demographic Profile of the Respondents of EFA                   (N = 556)                                               

Demography Category Frequency Percentage 

Gender Male 242 43.5 

  Female 314 56.5 

Residence Urban 299 53.8 

  Rural 257 46.2 

Qualification HSSC & Below 141 25.4 

 

Graduation 249 44.8 

  Post-Graduation 166 29.8 

Employment Service 239 43.0 

 

Business  71 12.8 

 

Professional  75 13.5 

 

Homemaker  57 10.3 

  Others 114 20.4 

Age 20 - 35 years 197 35.4 

 

36 - 50 years 247 44.4 

  51 years & above 112 20.2 

Family Income per month Below ₹ 60000 257 46.3 

 

₹ 60001 - ₹ 120000 211 37.9 

  Above ₹ 120000  88 15.8 

Source: Primary Data    
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5.6.4 Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy 

Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy is a measure to quantify 

the degree of correlations among the variables and the suitability of data for factor 

analysis (Hair et al., 2015).  This index ranges from 0 to 1. The value of greater than 

0.5 is recommended for factor analysis. Kaiser-Meyer-Olkin (KMO) measure of 

sampling adequacy was assessed before conducting EFA and were found to be within 

the acceptable limit. 

 

5.6.5 The Bartlett‟s Test of Sphericity 

The Bartlett‟s Test of Sphericity is a statistical test for the presence of correlations 

among the variables (Hair et al., 2015). Bartlett‟s Test of Sphericity of < 0.05 

indicates the presence of correlations among the variables. Bartlett‟s Test of 

Sphericity were assessed before conducting EFA and was found to be < 0.05, 

indicating the suitability of data for factor analysis. 

 

5.6.6 Scale Reliability 

Scale reliability is an assessment of the degree of consistency between multiple 

measurements of variables (Hair et al., 2015). Scale reliability is measured using 

Cronbach‟s alpha. Nunnally (1978) suggest that Cronbach‟s alpha that exceeds 0.7 is 

evidence of the reliability of the measures. However, according to Hair et al., (2015), 

Cronbach‟s alpha, of 0.6 is acceptable in case of exploratory research. The 

Cronbach‟s alpha coefficients for the scales and the constructs were calculated. 

Cronbach‟s alpha coefficients ranged between 0.6 to 0.8 and hence were acceptable. 

  

5.6.7 Average Variance Extracted (AVE) 

The purpose of Average Variance Extracted (AVE) is to ensure practical significance 

for the obtained factors to explain at least the specified amount of variance. In social 

sciences, it is acceptable to consider AVE that accounts for 60%, and in some 

instances, even less as satisfactory (Hair et al., 2015). 
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5.6.8 Exploratory Factor Analysis (EFA)  

To develop the measurement model, EFA was done using IBM SPSS Statistics 

Version 22 software. EFA is done to group together all similar variables measuring a 

single factor. All measures were subjected to Principal Component Analysis with the 

varimax rotation procedure. Several tests were run in order to get a clear and 

meaningful pattern matrix. The items with low loading i. e. < 0.4 and cross loading 

were removed. Factors with eigen values greater than one are considered significant. 

The results obtained from EFA for measurement scales are presented below. 

 

5.6.8.1 EFA of Green product Purchase Intention (GPPI) Scale  

GPPI scale had ten items.  Three items, i.e. “I intend to purchase products with 

information on the manufacturers‟ environmental performance”, “I plan to spend 

more on green products rather than non-green products”, and “I am willing to pay a 

higher price for green products”  were removed as inclusion of this item was leading 

to lot of cross-loadings in EFA. Removal of these items resulted in one factor with 

Cronbach‟s alpha of 0.760. The results of the EFA are presented in Table 5.3. 

 

Table 5.3: EFA of Green Product Purchase Intention (GPPI) Scale 

Item Cronbach‟s 

alpha (α) 

Factor 

Loadings 

Green Product Purchase Intention (GPPI) 0.760   

I intend to purchase products with eco-labels termed as 

recyclable, biodegradable, ozone friendly, sustainable, 

carbon neutral, eco-friendly, etc. (GPPI1) 

 

0.707 

I intend to purchase energy saving bulbs/tube 

lights/appliances (GPPI2) 

 

0.691 

I intend to purchase green products so as to reduce 

environmental harm (GPPI3) 

 

0.676 

I intend to purchase products with certified eco-labels such 

as BEE (Bureau of Energy Efficiency) star label, Ecomark, 

etc. (GPPI4) 

 

0.661 

I intend to purchase products in reusable 

containers/packages so that the containers/packages can be 

reused (GPPI5) 

 

0.613 
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I intend to purchase natural or organic products (GPPI6) 

 

0.599 

I am willing to buy products that make use of recycled 

/recyclable material (GPPI7)   0.562 

Source: Primary Data   

 

5.6.8.2 EFA of Green Product Purchase Behaviour (GPPB) Scale 

GPPB scale had eleven items. Two items, i. e. “In the past one year I have purchased 

rechargeable batteries” and “In the past one year I have purchased solar cooker, or 

solar heater” were removed because of loadings less than 0.4. EFA resulted in two 

factors with nine items. Factor one indicates the purchase of Green Fast Moving 

Consumer Goods (GPPB1) and the second one indicates the purchase of Green 

Electrical Household Appliances (GPPB2). Cronbach‟s alpha for the scale was 0.814. 

The results of the EFA are presented in Table 5.4. 

 

Table 5.4: EFA of Green Product Purchase Behaviour (GPPB) Scale 

Item Cronbach‟s 

alpha (α) 

Factor 

Loadings 

Purchase of Green Fast Moving Consumer Goods 

(GPPB1) 0.787   

In the past one year, I have purchased paper products such 

as stationery, tissue papers, toilet papers, etc. made of 

recycled paper (GPPB1_1) 

 

0.759 

In the past one year, I have purchased natural or organic 

cosmetics such as creams, lotions, lipsticks, perfumes, etc. 

(GPPB1_2) 

 

0.750 

In the past one year, I have purchased natural or organic 

personal care products such as soaps, shampoos, face wash, 

etc. (GPPB1_3) 

 

0.705 

In the past one year, I have purchased natural or organic 

household products such as floor cleaners, mosquito 

repellants, etc. (GPPB1_4) 

 

0.698 

In the past one year, I have purchased products in reusable 

containers/packaging (GPPB1_5) 0.600 

Purchase of Green Electrical Household Appliances 

(GPPB2) 0.676 
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In the past one year, I have purchased tube lights with BEE 

(Bureau of Energy Efficiency) star label (GPPB2_1) 

 

0.695 

In the past one year, I have purchased LED light bulbs 

(GPPB2_2) 

 

0.683 

In the past one year, I have purchased products with eco-

labels termed as recyclable, biodegradable, ozone friendly, 

sustainable, carbon neutral, eco-friendly, etc. (GPPB2_3) 

 

0.677 

In the past one year, I have purchased Electrical appliances 

such as T. V., washing machine, refrigerator, air-

conditioner laptops, fans, etc. with BEE (Bureau of Energy 

Efficiency) star label (GPPB2_4)   0.669 

Source: Primary Data 
   

 

5.6.8.3 EFA of the Determinants of GPPI 

An EFA was conducted on the items of determinants of GPPI. Based on the TPB, 

attitude towards green product purchase (ATGPP), subjective norm and perceived 

behavioural control are considered to be the determinants of GPPI. Three items from 

ATGPP were removed since these items were creating a problem of cross-loadings. 

One item from the subjective norm was removed since it had a loading of less than 

0.4. Cronbach‟s alpha for the scale was 0.817. The results of the EFA are presented in 

Table 5.5. 

 

Table 5.5: EFA of the Determinants of GPPI 

  Item  Cronbach‟s 

alpha (α) 

Factor 

Loadings 

Attitude towards Green Product Purchase (ATGPP) 0.744 
 

I think purchasing green products helps me to contribute to 

environmental protection (ATGPP1) 

 

0.726 

I think purchasing green products is valuable to save scarce 

natural resources (ATGPP2) 

 

0.707 

I think purchasing green products is necessary to protect the 

environment (ATGPP4) 

 

0.681 
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I think purchasing green products is appropriate to reduce 

pollution (ATGPP5) 

 

0.658 

I think purchasing green products is good to reduce the 

deterioration of the environment (ATGPP3) 

 

0.583 

Subjective Norm (SN) 0.709 
 

Most people who are important to me propagate purchase of 

green products (SN2) 

 

0.750 

Most people who are important to me favour purchase of 

green products (SN1) 

 

0.747 

Most people who are important to me support purchase of 

green products (SN4) 

 

0.648 

Most people who are important to me think it is good to 

purchase green products (SN3) 

 

0.648 

Perceived Behavioural Control (PBC) 0.662   

I can make my decision about extra efforts to be put in for 

the purchase of green products (PBC1) 

 

0.714 

I can make my decision about the extra amount of money to 

be spent on green products to be purchased (PBC3) 

 

0.660 

I can make my decision about the type of green products to 

be purchased (PBC4) 

 

0.656 

I can make my decision to purchase green products (PBC2)   0.646 

Source: Primary Data   

 

 

5.6.8.4 EFA of the Determinants of ATGPP 

An EFA was conducted on the items of determinants of ATGPP. Environmental 

concern, self-transcendence and self-enhancement were taken as determinants of 

ATGPP. Cronbach‟s alpha for the scale was 0.668.  The results of the EFA are 

presented in Table 5.6. 
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Table 5.6: EFA of the Determinants of ATGPP 

  Item  Cronbach‟s 

alpha (α) 

Factor 

Loadings 

Environmental Concern (EC) 0.697 

 I think we are not doing enough to reduce environmental 

pollution (EC5) 

 

0.743 

I think we are not doing enough to reduce waste (EC3) 

 

0.692 

I think we are not doing enough to protect the natural 

environment (EC1) 

 

0.657 

I think people do not care enough for the environment 

(EC2) 

 

0.612 

I think we are not doing enough to save scarce    natural 

resources from being depleted (EC4) 

 

0.596 

Self-transcendence (ST) 0.679   

In order to protect the environment for future generations, I 

prefer to buy products that cause less harm to the 

environment (ST1) 

 

0.741 

I prefer to join groups which work for environmental 

protection so that I can contribute my share towards the 

protection of the environment (ST4) 

 

0.644 

I convince others to participate in seminars, rallies, etc. to 

create environmental awareness among people (ST2) 

 

0.640 

I am willing to make sacrifices to protect the environment 

(ST3) 

 

0.624 

When I buy products, I try to consider how my use of them 

will affect the environment (ST5) 

 

0.563 

Self-enhancement (SE) 0.677 

 I believe protecting the environment will result in the loss 

of jobs and income for persons like me (SE1) 

 

0.716 

I purchase green products for the recognition I get from 

others (SE3) 0.683 

I feel laws to protect the environment limit my choice of 

products (SE2) 

 

0.636 
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I believe that natural resources are to be used for individual 

benefit and welfare (SE4) 

 

0.604 

I believe that economic progress and development cannot 

be achieved if we focus on the protection and conservation 

of the environment (SE5)    0.591 

Source: Primary Data   

 

 

5.6.8.5 EFA of the Determinants of Subjective Norm  

An EFA was conducted on the items of determinants of the subjective norm. 

Normative social influence and value-expressive social influence were considered as 

determinants of the subjective norm. Cronbach‟s alpha for the scale was 0.699. 

Though value expressive social influence construct had Cronbach‟s alpha of less than 

0.6, it was retained since the scale was developed for the first time for this study. The 

results of the EFA are presented in Table 5.7. 

 

Table 5.7: EFA of the Determinants of Subjective Norm  

  Item Cronbach‟s 

alpha (α) 

Factor 

Loadings 

Normative Social Influence (NSI) 0.687 
 

I value the opinions and feelings of my family members for 

the purchase of green products (NSI3) 

 

0.741 

I value the opinions and feelings of my friends for the 

purchase of green products (NSI2) 

 

0.736 

I value the opinions and feelings of environmental activists 

for the purchase of green products (NSI1) 

 

0.720 

I value the opinions and feelings of people on social media 

for the purchase of green products (NSI4) 

 

0.658 

Value-expressive Social Influence (VSI) 0.466 

 I think purchasing green products is fulfilling my 

responsibility to the environment (VSI3) 

 

0.724 

I feel it is my moral obligation to purchase green products 

(VSI2) 

 

0.607 
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I feel guilty if I purchase products damaging the 

environment (VSI4) 

 

0.585 

I think purchasing green products makes me a socially 

responsible consumer (VS1) 

 

0.559 

Source: Primary Data 

   

5.6.8.6 EFA of the Determinants of Perceived Behavioural Control 

An EFA was conducted on the items of the determinants of perceived behavioural 

control. Control strength and control belief were considered as determinants of 

perceived behavioural control. Cronbach‟s alpha for the scale was 0.629. The results 

of the EFA are presented in Table 5.8. 

 

Table 5.8: EFA of the Determinants of Perceived Behavioural Control 

Item  Cronbach‟s 

alpha (α) 

Factor 

Loadings 

Control Strength (CS) 0.710 
 

Since I have plenty of shopping opportunities, I can easily 

purchase green products (CS2) 

 

0.782 

Since I have sufficient information about green products, I 

can easily purchase them (CS3) 

 

0.736 

Since I have sufficient time to search for green products, I 

can easily purchase them (CS1) 

 

0.716 

Since I have sufficient money, I can easily purchase green 

products (CS4) 

 

0.682 

Control Belief (CB) 0.601 

 I think non-availability of green products makes it difficult 

to purchase them (CB5) 

 

0.680 

I think the high price of green products makes it difficult to 

purchase them (CB3) 

 

0.657 

I think purchasing green products requires additional efforts 

(CB4) 

 

0.624 

I think identifying green products makes it difficult to 

purchase them (CB2) 

 

0.582 
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I think purchasing green products is difficult in terms of 

acquiring knowledge about them (CB1)   0.547 

Source: Primary Data   

 

5.6.8.7 EFA of Perceived Consumer Effectiveness Scale 

Perceived consumer effectiveness is taken as a moderating variable. It had four items. 

An EFA was conducted on the items of perceived consumer effectiveness. All four 

items loaded on one factor. Cronbach‟s alpha for the scale was 0.604. The results of 

the EFA are presented in Table 5.9. 

 

Table 5.9: EFA of Perceived Consumer Effectiveness Scale 

Item  Cronbach‟s 

alpha (α) 

Factor 

Loadings 

Perceived Consumer Effectiveness (PCE) 0.604   

I feel that there is lots that I can do to protect the 

environment (PCE2) 

 

0.789 

I feel I can help to solve the environmental problems by 

purchasing green products (PCE1) 

 

0.724 

I think if I carry out some pro-environmental behaviour in 

my everyday life, I will contribute a lot to the protection of 

the environment (PCE3) 

 

0.632 

I feel capable of helping solve environmental problems 

(PCE4)   0.558 

Source: Primary Data   

 

 

5.6.8.8 EFA of the Determinants of Attitude towards Green Marketing Strategies 

An EFA was conducted on the items that determine consumer attitude towards green 

marketing strategies. Green perceived value, green perceived trust, green ad 

skepticism, eco-label credibility, and perceived packaging harm are considered to be 

the factors that determine consumer attitude towards green marketing strategies. 

Cronbach‟s alpha for the scale was 0.802. The results of the EFA are presented in 

Table 5.10.  
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Table 5.10: EFA of the Determinants of Attitude towards Green Marketing 

Strategies (DATGMS SCALE) 

Item  Cronbach‟s 

alpha (α) 

Factor 

Loadings 

Green Perceived Trust (GPT) 0.742   

It is better to purchase a green brand because of its 

environmental commitments (GPT1) 

 

0.708 

It is better to purchase a green brand because of its 

environmental properties (GPT2) 

 

0.650 

It is better to purchase a green brand because of its 

environmental compliance (GPT3) 

 

0.626 

Environmental functions of the green product provide 

value for my money (GPT4) 

 

0.587 

Perceived Packaging Harm (PPKH) 0.699 
 

Packaging is one of the main causes of environmental 

pollution (PPKH1) 

 

0.712 

Packaging results in solid waste (PPKH2)  

 

0.705 

Packaging is one of the major causes of environmental 

harm (PPKH3) 

 

0.595 

Packaging creates a problem of litter (PPKH5) 

 

0.572 

Waste generated from packaging is a very important 

environmental issue (PPKH4)   0.564 

Green Perceived Value (GPV) 0.719 
 

Since green products help to slow the deterioration of the 

environment it is worth the money spent (GPV1) 

 

0.676 

Since green products help to save scarce natural resources 

it is worth the money spent (GPV2) 

 

0.629 

Since green products help to reduce solid waste it is worth 

the money spent (GPV3) 

 

0.625 

Since green products help to reduce pollution it is worth 

the money spent (GPV4) 

 

0.595 

Green Ad Skepticism (GADSK) 0.643   

Environmental claims in green advertising are not 

convincing (GADSK3) 

 

0.680 
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Green advertising takes advantage of consumers‟ 

environmental concerns for the company‟s own benefit 

(GADSK2) 

 

0.664 

Green advertising exploits environmental issues instead of 

addressing them (GADSK4) 

 

0.618 

Most environmental claims in advertising are intended to 

mislead rather than to educate consumers (GADSK5) 

 

0.558 

I do not believe in most of the environmental claims in 

green advertising (GADSK1) 

 

0.547 

I am doubtful about the accuracy of environmental claims 

made in green advertising (GADSK6) 

 

0.458 

Eco-label Credibility (ELC) 0.684   

Most environmental claims made in eco-labels are true 

(ELC1) 

 

0.806 

Eco-labels are always trustworthy (ELC2) 

 

0.715 

Environmental information provided in the eco-label is 

reliable (ELC3) 

 

0.644 

I tend to be more loyal to products from companies that use 

eco-labels (ELC4)   0.550 

Source: Primary Data   

 

 

5.6.8.9 EFA of Attitude towards Green Marketing Strategies 

An EFA was performed on the items of consumer attitude towards green marketing 

strategies. Attitude towards green products, attitude towards green branding, attitude 

towards eco-labelling, attitude towards green advertising and attitude towards green 

packaging were considered to be the dimensions of attitude towards green marketing 

strategies scale.  Cronbach‟s alpha for the scale was 0.802. The results of the EFA are 

presented in Table 5.11. 
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Table 5.11: EFA of Attitude towards Green Marketing Strategies (ATGMS 

Scale) 

Item  Cronbach's 

alpha (α) 

Factor 

Loadings 

Attitude towards Green Advertising (ATGAD) 0.759   

Green advertising is good at addressing environmental 

issues (ATGAD2) 

 

0.741 

Green advertising helps to increase knowledge about 

green products (ATGAD1) 

 

0.734 

Green advertising helps us to identify green products 

easily (ATGAD3) 

 

0.633 

Green advertising indicates that the company is concerned 

about the environment (ATGAD5) 

 

0.613 

Green advertising helps to explain products‟ impact on the 

environment (ATGAD4) 

 

0.533 

Attitude towards Green Packaging (ATGPK) 0.735 
 

Green packaging helps to reduce the use of scarce 

resources (ATGPK1) 

 

0.732 

Green packaging helps to reduce solid waste (ATGPK2) 

 

0.676 

Green packaging helps to conserve natural resources to a 

large extent (ATGPK3) 

 

0.647 

Green packaging helps to reduce pollution to a large 

extent (ATGPK4) 

 

0.577 

Attitude towards Green Branding (ATGB) 0.756   

Green branding indicates that the company has a good 

environmental management system (ATGB1) 

 

0.654 

Green branding indicates that the company‟s reputation 

about environmental management is stable (ATGB4) 

 

0.617 

Green branding indicates that the company is professional 

about environmental management policies (ATGB2) 

 

0.589 

Green branding is regarded as the best indicator of a 

company‟s environmental commitment (ATGB3) 

 

0.548 

Green branding indicates that the company is taking care 

of consumers‟ environmental concern (ATGB5) 

 

0.464 
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Attitude towards Green Products (ATGP) 0.634 
 

Sufficient information about environmental benefits is not 

available on green products (ATGP3) 

 

0.705 

It is reasonable to pay a higher price for green products 

(ATGP2) 

 

0.638 

Very limited choice is available in green products 

(ATGP5) 

 

0.624 

There is no visible evidence that green products are more 

beneficial to the environment compared to non-green 

products (ATGP1) 

 

0.622 

It is difficult to recognise the differences between green 

products and non-green products with respect to 

environmental features (ATGP4) 

 

0.542 

Attitude towards Eco-labelling 0.637 

 Eco-labels provide useful information required to make a 

better purchase decision (ATEL2) 

 

0.729 

Eco-labels inform about the clear benefits of the product 

to the environment (ATEL3) 

 

0.683 

Eco-labels help to distinguish between green products and 

non-green products (ATEL1)   0.410 

Source: Primary Data   

 

 

5.6.8.10 EFA of Perceived Consumer Barriers Scale 

Perceived consumer barriers is taken as a moderating variable. It had six items. An 

EFA was conducted on the items of perceived consumer barriers. Two items 

“Insufficient information about green products makes it difficult to purchase green 

products” and “Low quality of green products makes it difficult to purchase them” 

had loadings less than 0.4 and hence were removed. Cronbach‟s alpha for the scale 

was 0.641. The results of the EFA are presented in Table 5.12. 
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Table 5.12: EFA of Perceived Consumer Barriers Scale 

  Item  Cronbach‟s 

alpha (α) 

Factor 

Loadings 

Perceived Consumer Barriers (PCB) 0.641 

 Difficulty in identifying green products makes it difficult to 

purchase green products (PCB1) 

 

0.741 

Extra time to be spent in searching green products makes it 

difficult to purchase green products (PCB3) 

 

0.734 

Non-availability of green products makes it difficult to 

purchase green products (PCB2) 

 

0.633 

The high price of green products makes it difficult to 

purchase green products (PCB4) 

 

0.613 

Source: Primary Data   

 

The initial scale items and final scale items that remained after EFA are presented in 

Table 5.13.  

 

Table 5.13: The initial scale items and final scale items that remained after EFA 

Sr. 

No. Constructs 
Initial 

Items 

Final 

Items 

1 Green Product Purchase Intention (GPPI) 10 7  

2 Green Product Purchase Behaviour (GPPB) 11 9  

3 Attitude towards Green Product Purchase (ATGPP)  8 5  

4 Subjective Norm (SN) 5 4  

5 Perceived Behavioural Control (PBC) 4 4  

6 Environmental Concern (EC) 9 5  

7 Self-transcendence (ST) 6 5  

8 Self-enhancement (SE) 8 5  

9 Normative Social Influence (NSI) 4 4  

10 Value-expressive Social Influence (VSI) 5 4  

11 Control Strength (CS) 4 4  

12 Control Belief (CB) 6 5  

13 Perceived Consumer Effectiveness (PCE) 4 4  

14 Attitude towards Green Products (ATGP)                               8 5  

15 Attitude towards Green Branding (ATGB) 6 5  
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16 Attitude towards Eco-labelling (ATEL) 4 3  

17 Attitude towards Green Advertising (ATGAD) 6 5  

18 Attitude towards Green Packaging (ATGPK) 10 4  

19 Green Perceived Value (GPV) 6 4  

20 Green Perceived Trust (GPT) 5 4  

21 Eco-label Credibility (ELC) 5 4  

22 Green Ad Skepticism (GADSK) 9 6  

23 Perceived Packaging Harm (PPKH) 6 5  

24 Perceived Consumer Barriers (PCB) 6 4  

Source: Primary Data 

 

5.7 SOCIALLY DESIRABLE RESPONDING (SDR) 

Commonly noted concern with self-reports collected through surveys is the 

respondents may not respond truthfully but may provide answers that make them look 

good (Paulhus, 1991) or the tendency by some respondents to provide answers that 

they deem to be socially desirable or acceptable rather than their own feelings or 

responses (Crowne & Marlowe, 1960). This phenomenon is referred to as Socially 

Desirable Responding (SDR). A potential source of the problem in survey reports of 

personality, attitude and behaviour is the tendency of some of the respondents to 

engage in SDR (Paulhus & Reid, 1991).  Given the research topic, attention was paid 

to the problem of SDR. As green marketing issues are vulnerable to the problem of 

SDR, attempts were made to check for SDR by incorporating items from the Balanced 

Inventory of Desirable Responding (BIDR) scale. BIDR scale (Paulhus, 1988) is a 40 

item self report measure of the tendency to give socially desirable responses on self 

reports. BIDR scale has demonstrated two-dimensional nature of SDR i. e. self-

deception (Egoistic Response Tendencies) and impression management (Moralistic 

Response Tendencies). Ten items from BIDR scale (Five items on Egoistic Response 

Tendencies (ERT) and five items on Moralistic Response Tendencies (MRT)) were 

incorporated in Part II of the questionnaire. Similarly, another ten items from BIDR 

scale (Five items on Egoistic Response Tendencies (ERT) and five items on 

Moralistic Response Tendencies (MRT)) were incorporated in Part III of the 

questionnaire to check for SDR. Only moderate correlations should be observed 

between SDR scales and the other measures since high correlation coefficients would 
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constitute a threat for the construct validity (Bobbio & Manganelli, 2011). The 

correlation table indicated that there is a significant correlation between ERT, MRT 

and some of the constructs. However, these correlations are relatively small.  Since 

correlations between ERT, MRT and scale constructs are relatively small, it can be 

concluded that SDR is not a serious issue in this study. The results of correlations for 

Model 1 are presented in Table 5.14 and for Model 2 in Table 5.15. 

 

Table 5.14: Correlation between BIDR and Scale Constructs (Model 1) 

Construct Correlation ERT MRT 

GPPI Pearson Correlation  .083 .040 

Sig. (2-tailed) .520 .347 

GPPB1 Pearson Correlation  .221 .206 

Sig. (2-tailed) .000 .000 

GPPB2 Pearson Correlation .127 .125 

Sig. (2-tailed) .003 .003 

ATGPP Pearson Correlation .104 .018 

Sig. (2-tailed) .014 .669 

SN Pearson Correlation .275 .211 

Sig. (2-tailed) .000 .000 

PBC Pearson Correlation .205 .134 

Sig. (2-tailed) .000 .002 

ST Pearson Correlation .277 .298 

Sig. (2-tailed) .000 .000 

SE Pearson Correlation .462 .390 

Sig. (2-tailed) .000 .000 

NSI Pearson Correlation .214 .129 

Sig. (2-tailed) .000 .002 

VSI Pearson Correlation .327 .349 

Sig. (2-tailed) .000 .000 

CS Pearson Correlation .292 .242 

Sig. (2-tailed) .000 .000 

CB Pearson Correlation .344 .244 

Sig. (2-tailed) .000 .000 

PCE Pearson Correlation .275 .259 

Sig. (2-tailed) .000 .000 

Source: Primary Data 
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Table 5.15: Correlation between BIDR and Scale Constructs (Model 2) 

Construct Correlation ERT MRT 

GPPI Pearson Correlation  .200 .236 

Sig. (2-tailed) .000 .000 

GPPB1 Pearson Correlation  .253 .309 

Sig. (2-tailed) .000 .000 

GPPB2 Pearson Correlation .204 .220 

Sig. (2-tailed) .000 .000 

ATGP Pearson Correlation .323 .354 

Sig. (2-tailed) .000 .000 

ATGB Pearson Correlation .170 .220 

Sig. (2-tailed) .000 .000 

ATEL Pearson Correlation .148 .195 

Sig. (2-tailed) .000 .000 

ATGAD Pearson Correlation .170 .116 

Sig. (2-tailed) .000 .000 

ATGPK Pearson Correlation .155 .221 

Sig. (2-tailed) .000 .000 

PGV Pearson Correlation .160 .183 

Sig. (2-tailed) .000 .000 

PGT Pearson Correlation .165 .233 

Sig. (2-tailed) .000 .000 

ELC Pearson Correlation .247 .297 

Sig. (2-tailed) .000 .000 

GADSK Pearson Correlation .139 .312 

Sig. (2-tailed) .001 .000 

PPKH Pearson Correlation .203 .191 

Sig. (2-tailed) .000 .000 

PCB Pearson Correlation .282 .423 

Sig. (2-tailed) .000 .000 

Source: Primary Data 
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5.8 CONFIRMATORY FACTOR ANALYSIS (CFA) 

The most direct method of validating the results of EFA is to move to CFA and assess 

the replicability of the results either with a split sample in the original data set or with 

a separate sample (Hair et al., 2015). The emergence of CFA through structural 

equation modelling is one of the options that can be used. One of the primary 

objectives of CFA is to assess the construct validity of the proposed measurement 

theory.  CFA was used to test the construct validity of the scales and to examine the 

reliability and validity of the measurement model. In order to further confirm 

construct validity, CFA was performed with a separate sample. Based on the results of 

EFA, a revised questionnaire was prepared to collect data for CFA. The items with 

loadings greater than 0.4 in EFA were included in the revised questionnaire. The 

questionnaire used to collect data for CFA is attached in Appendix G.  

 

The uni-dimensional CFA of the constructs and measurement model CFA were 

performed using IBM SPSS-AMOS version 24 software. The uni-dimensional CFA 

shows the standardised regression weights for each scale item. For the measurement 

model CFA, Average Variance Extracted (AVE), correlations and construct reliability 

are provided to test the reliability and the validity of the constructs. Also, the fit 

indices provided by AMOS output have been considered to examine the goodness of 

model fit for the measurement models. CFA was performed using Maximum 

Likelihood Estimation (MLE). 

 

5.8.1 Sample Size and Composition 

Regarding the sample size, Hair et al. (2015) suggest that the minimum sample should 

be 500 when the numbers of constructs are large. The sample size in the study for 

CFA exceeded the minimum requirement. A total of 610 questionnaires were 

distributed for CFA of that 604 responses were received back.  Screening of data, as 

discussed above, was done. Four responses were discarded because of more than 5% 

of missing data and six responses were discarded because of unengaged responses. 

Remaining 594 responses were considered for CFA. Table 5.16 gives details of the 

demographic profile of the respondents of CFA.  

 



Chapter 5                                                                                        Scale Development                                                                                                                                                                                                                                                                                                                                                    

 

Goa University Page 144 

 

Table 5.16: Demographic Profile of the Respondents of CFA                (N = 594) 

Demography Category Frequency Percentage 

Gender Male 247 41.6 

  Female 347 58.4 

Residence Urban 270 45.5 

  Rural 324 54.5 

Qualification HSSC & Below 97 16.3 

 

Graduation 353 59.4 

  Post-Graduation 144 24.3 

Employment Service 161 27.1 

 

Business 103 17.3 

 

Professional 85 14.3 

 

Homemaker 90 15.2 

  Others 155 26.1 

Age 20 - 35 years 285 48.0 

 

36 - 50 years 191 32.2 

  51 years & above 118 19.8 

Family Income per month Below ₹ 60000 374 63.0 

 

₹ 60001 - ₹ 120000 129 21.7 

  Above ₹ 120000 91 15.3 

Source: Primary Data    

 

 

5.8.2 Uni-dimensional Confirmatory Factor Analysis (CFA) 

Uni-dimensionality means that a set of measured variables can be explained by only 

one underlying constructs ((Hair et al., 2015).  To determine the uni-dimensionality of 

the constructs standardised regression weights, also known as factor loadings of the 

individual items on its assigned factors, were estimated. All standardised loadings 

should be statistically significant and should be 0.5 or higher and ideally higher than 

0.7 (Hair et al., 2015).  Lower loadings can be retained if additional item reliability 

measures and face validity support their inclusion (Netemeyer, Bearden, & Sharma, 

2003).  The second measurement was the correlation analysis between the items 

which indicated the relatedness of the questions asked in the respective construct. To 

ensure dimensionality, inter-item correlations should be moderate in magnitude and 
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cluster around the mean (Netemeyer, Bearden, & Sharma, 2003).  The result of the 

uni-dimensional CFA of the constructs is shown in Appendix H. 

 

5.9 DEVELOPING THE MEASUREMENT MODEL  

The measurement model is developed after the constructs are defined, and their 

indicator variables measured (Hair et al., 2015). After the uni-dimensional CFA, the 

measurement models were developed in the direction of the proposed model. At this 

stage, each latent construct to be included in the model is identified, and the measured 

indicator variables are assigned to the latent construct. The validity of the 

measurement model depends on the construct validity and measurement model fit 

(Hair et al., 2015). 

 

 5.9.1 Construct Validity  

One of the primary objectives of CFA is to assess the construct validity of the 

proposed measurement theory.  Construct validity is the extent to which a set of 

measured items reflect the theoretical latent construct those items are designed to 

measure. Construct validity indicates the accuracy of the measurement instrument. 

Construct validity is made up of convergent validity and discriminant validity. 

 

5.9.1.1 Convergent Validity 

“The items that are indicators of a specific construct should converge or share a high 

proportion of variance in common, known as convergent validity” (Hair et al., 2015, 

p. 618). The relative amount of convergent validity among the item measures can be 

estimated in the following ways. 

1. Factor loadings: The size of the factor loadings provide evidence of convergent 

validity. In the case of high convergent validity, high factor loadings indicate that 

the observed variable converges on the same construct. At a minimum, all 

standardised loadings should be statistically significant and should be 0.5 or 

higher and ideally higher than 0.7 (Hair et al., 2015).  

2. Construct reliability (CR): Construct reliability (CR) is also an indicator of 

convergent validity. High CR indicates that the internal consistency exists, 

meaning that all measures consistently represent the same latent constructs.  CR of 
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0.7 or higher suggests good reliability. However, estimates between 0.6 to 0.7 are 

acceptable if other estimates of model validity are good (Hair et al., 2015). 

3. Average Variance Extracted (AVE):  Average Variance Extracted (AVE) is 

defined as the variance in the observed variables that are explained by latent 

constructs (Malhotra & Dash, 2011). AVE is computed as the total of all squared 

standardised factor loadings divided by the number of items for each latent 

construct. Hair et al. (2015) recommends AVE values to be 0.5 or higher.   

 

5.9.1.2 Discriminant Validity 

“Discriminant validity is the extent to which a construct is truly distinct from other 

constructs” (Hair et al., 2015, p. 619). Thus, high discriminant validity provides 

evidence that the construct is unique and captures some phenomena which other 

measures do not capture. Discriminant validity thus examines the distinctiveness 

between constructs and means that the individual measured items should represent 

only one latent construct. It further means that the items forming up a construct can be 

distinguished from items of another construct. Discriminant validity can be estimated 

in the following ways. 

1. To compare the AVE values for any two constructs with the square of correlation 

estimates between these two constructs. The estimates of AVE should be greater 

than the squared correlation estimate (Hair et al., 2015). 

2. To compare the square root of AVE for each construct with correlations between 

constructs. The estimates of the square root of AVE should be greater than the 

correlation estimate (Fornell & Larcker, 1981). 

3. To compare the fit of the two construct model with the fit of one construct model 

(Hair et al., 2015). Here first, the model fit is estimated by considering two 

constructs as separate and distinct. Then, the model fit is estimated by considering 

two constructs as one. Here the correlation between two constructs can be 

specified as equal to one. It is the same as specifying that the items making up two 

constructs could make up only one construct.  If the fit of the two construct model 

is found to be significantly better than the fit of one construct model, then 

discriminant validity is supported. 
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In this study, convergent validity was assessed by evaluating standardised loadings 

and construct reliability. Most of the standardised loadings were 0.5 or higher, as 

suggested by Hair et al. (2015). Construct reliabilities ranged between 0.6 to 0.7, 

which were within the acceptable limit, thus indicating convergent validity. 

According to Malhotra & Dash (2011), AVE is a more conservative measure than CR. 

Based on CR alone, the researcher may conclude that the convergent validity of the 

construct is adequate, even though more than 50 per cent of the variance is due to 

error if the interpretation of standardised parameter estimates is meaningful and in 

accordance with theory.  

 

Discriminant validity was assessed by comparing the AVE values for any two 

constructs with the square of correlation estimates between the two constructs.  About 

discriminant validity, it was found that most of the estimates of AVE were greater 

than the squared correlation estimates, except few. According to Malhotra & Dash 

(2011), the degree of correlation should be determined based on the nature of the 

study and dimensions. Also, discriminant validity is supported when each construct 

correlates weakly with all other constructs except for the few, to which it is 

theoretically associated. Thus, considering the nature of this study, some degree of 

inter-correlation is acceptable. However, in those cases where the correlation between 

two constructs was higher than 0.7 discriminant validity was assessed by comparing 

the fit of the two construct model with the fit of one construct model as suggested by 

Hair et al. (2015).   

 

5.9.2 Measurement Model Fit 

Model fit compares the theory to reality by comparing the estimated covariance 

matrix to the observed covariance matrix. The closer the values of these two matrices 

to each other, the better the model is said to fit (Hair et al., 2015).  Hair et al. (2015), 

recommend the use of at least one fitness index from each category of model fit. 

There are three model fit categories, namely Absolute Fit, Incremental Fit, and 

Parsimonious Fit. Using three to four indices provides adequate evidence of model fit 

(Hair et al., 2015).   
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The fit indices used to evaluate the model fit in this study include; Chi-square/df 

(CMIN/DF), Goodness of Fit Index (GFI), Adjusted Goodness of Fit Index (AGFI), 

Root Mean Square Error of Approximation (RMSEA), Root Mean Square Residual 

(RMR), Comparative Fit Index (CFI), Tucker Lewis Index (TLI). The recommended 

fit index by Hair et al. (2015) is as follows: 

1. CMIN/df < 3 is very good, and between 3 and 5 is acceptable 

2. GFI > 0.9/ between 0-1 acceptable (with higher values indicate better fit) 

3. AGFI values are typically lower than GFI (between 0-1 acceptable) 

4. RMSEA < 0.08 

5. RMR < 0.08 

6. CFI > 0.9/ between 0-1 acceptable (with higher values indicate better fit) 

7. TLI > 0.9/ between 0-1 acceptable (with higher values indicate better fit) 

 

The following section presents the results of the CFA of the measurement models, 

which were further considered for testing structural equation models. 

 

5.10 CFA OF THE MEASUREMENT MODEL FOR THE RELATIONSHIP 

BETWEEN GPPI AND DIMENSIONS OF GPPB 

It is hypothesised that there is a significant positive relationship between GPPI and 

GPPB. Hence the measurement model was developed for the relationship between 

GPPI and GPPB. The EFA results indicated two dimensions of GPPB. Hence the 

measurement model includes two dimensions of GPPB and one dimension of GPPI. 

The CFA of the measurement model developed in the proposed direction is depicted 

in figure 5.1. 
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Figure 5.1 CFA of the measurement model for the Relationship between GPPI and 

dimensions of GPPB 

 

 

Table 5.17: Convergent and Discriminant Validity of the measurement model 

for the Relationship between GPPI and dimensions of GPPB 

Construct  CR AVE 
AVE and Squared Correlation 

GPPI GPPB1 GPPB2 

GPPI 0.857 0.454 0.454 
  

GPPB1 0.728 0.349 0.032 0.349 
 

GPPB2 0.709 0.384 0.032 0.689 0.384 

Note: Diagonal values in bold show AVE for each construct and values below it are 

squared correlations 

Source: Primary Data 
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As indicated in Table 5.17, CR for all the factors is 0.7 and above. High construct 

reliability indicates that internal consistency exists among the items of the constructs 

and that all the measures (items) consistently represent the same latent construct. As 

indicated in figure 5.1, the factor loading of the items is above 0.5. This indicates 

good convergent validity of the measurement model. 

 

Regarding the discriminant validity of the constructs, it is observed from Table 5.17 

that the AVE of GPPI is higher than the squared correlation between GPPI and 

GPPB1 and GPPB2. Hence discriminant validity is supported for these three 

constructs. However, the AVE for GPPB1 and the AVE for GPPB2 are less than the 

squared correlation between GPPB1 and GPPB2 and hence discriminant validity 

between these two constructs is not supported. Further analysis is done to examine the 

discriminant validity for these constructs. 

 

As stated above, the discriminant validity is not supported for GPPB1 and GPPB2, by 

comparing the AVE of each of these constructs with the squared correlation between 

these two constructs. Hence discriminant validity was further analysed by comparing 

the fit of the two construct model with the one construct model.  

 

As suggested by Hair et al. (2015), first, the model fit is estimated by considering two 

constructs as separate and distinct. Then the model fit is estimated by considering two 

constructs as one. Here the correlation between the two constructs is specified as 

equal to one. It is the same as specifying that the items making up two constructs 

could make up only one construct.  As stated by Hair et al. (2015), discriminant 

validity is supported if the fit of the two construct model is found to be significantly 

better than the fit of one construct model.  Hence the fit of the CFA model with two 

constructs; GPPB1 and GPPB2 is compared with the CFA model with all the items of 

GPPB1 and GPPB2 put together as one construct as shown in Table 5.18.  
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Table 5.18: Fit indices of the two construct and one construct CFA model 

(GPPB1 and GPPB2) 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Fit of the two 

construct 

model 3.698 0.965 0.940 0.943 0.922 0.067 0.052 

Fit of the one 

construct 

model 6.181 0.943 0.905 0.887 0.849 0.093 0.283 

Source: Primary Data 

 

 

It is observed from Table 5.18 that the fit of the two construct model is significantly 

better than the fit of one construct model for the constructs GPPB1 and GPPB2. 

Hence discriminant validity is supported.  

 

Since the convergent and discriminant validity between the constructs for the 

measurement model of the relationship between GPPI and GPPB is supported, the 

model fit indices were examined to analyse the measurement model fit. Table 5.19 

shows the fit indices of CFA done of the measurement model for the relationship 

between GPPI and dimensions of GPPB. 

 

Table 5.19: Fit indices of the measurement model for the Relationship between 

GPPI and dimensions of GPPB 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Model Fit 

Scores 3.101 0.936 0.913 0.923 0.909 0.06 0.049 

Source: Primary Data 

 

The fit indices are within the acceptable range and found to be very significant. It 

indicates that the overall scale has good construct validity.  Since fit statistics are 

within the acceptable limits, the items mentioned above, along with the said construct 

are considered for further analysis. 
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5.11 CFA OF THE MEASUREMENT MODELS OF MODEL 1 

This section discusses the CFA of the measurement models developed for model 1. 

 

5.11.1 CFA of the measurement model for the Factors influencing GPPI 

Based on TPB, it is theorised that attitude towards green product purchase, subjective 

norm and perceived behavioural control influence GPPI. Hence the measurement 

model developed for the factors influencing GPPI includes these four constructs. 

Figure 5.2 shows the CFA of the measurement model for the factors influencing 

GPPI. 

 

 

 

Figure 5.2 CFA of the measurement model for the Factors influencing GPPI 
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Table 5.20: Convergent and Discriminant Validity of the measurement model 

for the Factors influencing GPPI 

Construct  CR AVE 
AVE and Squared Correlation 

PBC SN GPPI ATGPP 

PBC 0.636 0.307 0.307 
   

SN 0.723 0.398 0.577 0.398 
  

GPPI 0.853 0.453 0.325 0.212 0.453 
 

ATGPP 0.757 0.385 0.884 0.578 0.369 0.385 

Note: Diagonal values in bold show AVE for each construct and values below it are 

squared correlations 

Source: Primary Data 

 

As indicated in Table 5.20, the CR for the GPPI, subjective norm and attitude towards 

green product purchase are above 0.7 and hence within an acceptable limit. Though 

CR for perceived behavioural control is 0.636, it is acceptable since model fit indices 

are good. As indicated in figure 5.20, the factor loading of the items is above 0.5. This 

supports the convergent validity of the measurement model. 

 

Regarding the discriminant validity of the constructs, it is observed from Table 5.20 

that the AVE of perceived behavioural control and attitude towards green product 

purchase are lower than the squared correlations between perceived behavioural 

control and attitude towards green product purchase. Hence discriminant validity 

between these two constructs is not supported. Discriminant validity was further 

analysed by comparing the fit of the two construct model with the one construct 

model. As stated by Hair et al. (2015), discriminant validity is supported if the fit of 

the two construct model is found to be significantly better than the fit of one construct 

model. Hence the fit of the CFA model with two constructs; attitude towards green 

product purchase and perceived behavioural control is compared with the CFA model 

with all the items of attitude towards green product purchase and perceived 

behavioural control put together as one construct as shown in Table 5.21. 
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Table 5.21: Fit indices of the two construct and one construct CFA model 

(Attitude towards Green Product Purchase and Perceived Behavioural Control) 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Fit of the two 

construct 

model 4.192 0.959 0.929 0.935 0.910 0.073 0.034 

Fit of the one 

construct 

model 11.662 0.909 0.849 0.775 0.700 0.134 0.384 

Source: Primary Data 

 

It is observed from the Table 5.21 that the fit of the two construct model is better than 

the fit of one construct model for the constructs attitude towards green product 

purchase and perceived behavioural control; hence discriminant validity between 

these two constructs is supported.  

 

It was also observed from Table 5.20 that the AVE of perceived behavioural control 

and the subjective norm is lower than the squared correlation between perceived 

behavioural control and subjective norm. Hence discriminant validity between these 

two constructs is not supported. Discriminant validity was further analysed by 

comparing the fit of the two construct model with the one construct model. Hence the 

fit of the CFA model with two constructs; perceived behavioural control and the 

subjective norm are compared with the CFA model with all the items of perceived 

behavioural control and subjective norm put together as one construct as shown in 

Table 5.22. 
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Table 5.22: Fit indices of the two construct and one construct CFA model 

(Perceived Behavioural Control and Subjective Norm) 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 
values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 
Fit of the two 
construct 
model 3.162 0.976 0.954 0.956 0.936 0.060 0.029 
Fit of the one 
construct 
model 12.761 0.922 0.860 0.749 0.649 0.141 0.387 

Source: Primary Data 

 

It is observed from the Table 5.22 that the fit of the two construct model is 

significantly better than the fit of one construct model for the constructs perceived 

behavioural control and subjective norm; hence discriminant validity between these 

two constructs is supported.  

 

Table 5.20 also indicates that the AVE of subjective norm and attitude towards green 

product purchase are lower than the squared correlation between subjective norm and 

attitude towards green product purchase. Hence discriminant validity between these 

two constructs is also not supported. Discriminant validity was further analysed by 

comparing the fit of the two construct model with the one construct model. Hence the 

fit of the CFA model with two constructs; subjective norm and attitude towards green 

product purchase is compared with the CFA model with all the items of subjective 

norm and attitude towards green product purchase put together as one construct as 

shown in Table 5.23. 

 

Table 5.23: Fit indices of the two construct and one construct CFA model 

(Subjective Norm and Attitude towards Green Product Purchase) 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Fit of the two 

construct 

model 3.596 0.965 0.939 0.949 0.930 0.066 0.033 

Fit of the one 

construct 

model 10.481 0.919 0.864 0.807 0.743 0.126 0.395 
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It is observed in from the Table 5.23 that the fit of the two construct model is 

significantly better than the fit of one construct model for the constructs subjective 

norm and attitude towards green product purchase; hence discriminant validity 

between these two constructs is supported.  

 

Since the convergent and discriminant validity for the constructs of the measurement 

model for factors influencing GPPI is supported, the model fit indices were examined 

to analyse the measurement model fit. Table 5.24 shows the fit indices of CFA done 

of the measurement model for the factors influencing GPPI. 

 

Table 5.24: Fit indices of the measurement model for Factors influencing GPPI 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Model Fit 

Scores 2.784 0.924 0.902 0.922 0.909 0.055 0.035 

Source: Primary Data 

 

The fit indices are within the acceptable range and found to be significant. It indicates 

that the overall scale has good construct validity. Since fit statistics are within the 

acceptable limits, the items mentioned above, along with the said construct are 

considered for further analysis. 

 

5.11.2 CFA of the measurement model for the Factors influencing Attitude 

towards Green Product Purchase 

Self-transcendence, self-enhancement and environmental concern are hypothesised to 

influence attitude towards green product purchase. The measurement model 

developed to determine factors influencing attitude towards green product purchase 

includes these four constructs and is depicted in figure 5.3. 
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Figure 5.3 CFA of the measurement model for the Factors influencing ATGPP 

 

Table 5.25: Convergent and Discriminant Validity of the measurement model 

for the Factors influencing ATGPP 

Constructs CR AVE 
AVE and Squared Correlation 

ST SE EC ATGPP 

ST 0.767 0.407 0.407       

SE 0.762 0.401 0.396 0.401     

EC 0.728 0.350 0.116 0.057 0.350 
 

ATGPP 0.757 0.385 0.305 0.115 0.236 0.385 

Source: Primary Data 
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As indicated in Table 5.25, the CR for self-transcendence, self-enhancement, 

environmental concern and attitude towards green product purchase are above 0.7 and 

hence within an acceptable limit. Figure 5.3 also indicates that the factor loading of 

the items is above 0.5. This supports the convergent validity of the measurement 

model. 

 

Regarding the discriminant validity of the constructs, it is observed from Table 5.25 

that the AVE of self-transcendence, self-enhancement, environmental concern and 

attitude towards green product purchase are higher than the squared correlation 

between each of these constructs and all the other three constructs. Hence 

discriminant validity is supported.  

 

Since the convergent and discriminant validity of the constructs of the measurement 

model for factors influencing attitude towards green product purchase is supported, 

the model fit indices were examined to analyse the measurement model fit. Table 5.26 

shows the fit indices of CFA done of the measurement model for the factors 

influencing ATGPP. 

 

Table 5.26: Fit indices of the measurement model for the Factors influencing 

ATGPP 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Model Fit 

Scores 3.088 0.923 0.901 0.888 0.871 0.059 0.055 

Source: Primary Data 

 

Table 5.26 shows that most of the fit indices are within the acceptable range. Though 

the fit indices for CFI and TLI are lower than 0.9, they are acceptable as they are 

close to 0.9. Since fit statistics are within the acceptable limits, the items mentioned 

above, along with the said construct are considered for further analysis. 
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5.11.3 CFA of the measurement model for the Factors influencing Subjective 

Norm 

Normative social influence and value-expressive social influence are hypothesised to 

influence subjective norm. The measurement model developed to determine factors 

influencing subjective norm includes these constructs and is depicted in figure 5.4. 

Figure 5.4 CFA of the measurement model for the Factors influencing Subjective 

Norm  

 

 

Table 5.27: Convergent and Discriminant Validity of the measurement model 

for the Factors influencing Subjective Norm 

 Constructs CR AVE 
AVE and Squared Correlation 

SN NSI VSI 

SN 0.724 0.397 0.397 
  

NSI 0.691 0.359 0.640 0.359 
 

VSI 0.628 0.297 0.193 0.144 0.297 

Note: Diagonal values in bold show AVE for each construct and values below it are 

squared correlations 

Source: Primary Data 
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As indicated in Table 5.27, the CR for the subjective norm is above 0.7 and hence 

acceptable. Though CR for normative social influence and value-expressive social 

influence are on lower than 0.7 they are acceptable since the scale for these constructs 

is developed for the first time and also because model fit indices are good. As 

indicated in figure 5.4, the factor loading of the items is above 0.5. This supports the 

convergent validity of the measurement model. 

 

Regarding the discriminant validity of the constructs, it is observed from Table 5.27 

that the AVE of subjective norm and normative social influence is lower than the 

squared correlation between subjective norm and normative social influence. Hence 

discriminant validity between these two constructs is not supported. Discriminant 

validity was further analysed by comparing the fit of the two construct model with the 

one construct model. Hence the fit of the CFA model with two constructs; subjective 

norm and normative social influence are compared with the CFA model with all the 

items of subjective norm and normative social influence put together as one construct 

as shown in Table 5.28. 

 

Table 5.28: Fit indices of the two construct and one construct CFA model 

(Subjective Norm and Normative Social influence) 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Fit of the two 

construct 

model 2.011 0.984 0.970 0.981 0.973 0.041 0.022 

Fit of the one 

construct 

model 11.953 0.933 0.879 0.788 0.704 0.136 0.416 

Source: Primary Data 

 

 

It is observed from the Table 5.28 that the fit of the two construct model is 

significantly better than the fit of one construct model for the constructs subjective 

norm and normative social influence; hence discriminant validity between these two 

constructs is supported.  
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Since the convergent and discriminant validity between the constructs of the 

measurement model for the factors influencing subjective norm is supported, the 

model fit indices were examined to analyse the measurement model fit. Table 5.29 

shows the fit indices of CFA done of the measurement model for the factors 

influencing subjective norm. 

 

Table 5.29: Fit indices of the measurement model for the Factors influencing 

Subjective Norm 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Model Fit 

Scores 2.230 0.970 0.954 0.955 0.941 0.046 0.039 

Source: Primary Data 

 

The fit indices are within the acceptable range and found to be significant. It indicates 

that the overall scale has good construct validity. Since fit statistics are within the 

acceptable limits, the items mentioned above, along with the said construct are 

considered for further analysis. 

 

5.11.4 CFA of the measurement model for the Factors influencing Perceived 

Behavioural Control 

Control strength and control belief are hypothesised to influence perceived 

behavioural control. The measurement model developed to determine factors 

influencing perceived behavioural control includes these three constructs and is 

depicted in figure 5.5. 

 

Table 5.30: Convergent and Discriminant Validity of the measurement model 

for the Factors influencing Perceived Behavioural Control 

Constructs CR AVE 
AVE and Squared Correlation 
CS CB PBC 

CS 0.730 0.406 0.406 
  

CB 0.705 0.325 0.062 0.325 
 

PBC 0.643 0.312 0.578 0.144 0.312 

Note: Diagonal values in bold show AVE for each construct and values below it are 

squared correlations 

Source: Primary Data 
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Figure 5.5 CFA of the measurement model for the Factors influencing Perceived 

Behavioural Control 

 

As indicated in Table 5.30, the CR for control strength and control belief is above 0.7 

and hence acceptable. Though CR for perceived behavioural control is lower, it is 

acceptable since model fit indices are good. As indicated in figure 5.5, the factor 

loading of the items is above 0.5. This supports the convergent validity of the 

measurement model. 

 

Regarding the discriminant validity of the constructs, it is observed from Table 5.30 

that the AVE of control strength and perceived behavioural control is lower than the 

squared correlation between these two constructs. Hence discriminant validity 

between these two constructs is not supported. Discriminant validity was further 

analysed by comparing the fit of the two construct model with the one construct 

model. Hence the fit of the CFA model with two constructs; control strength and 

perceived behavioural control is compared with the CFA model with all the items of 

control strength and perceived behavioural control put together as one construct as 

shown Table 5.31. 
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Table 5.31: Fit indices of the two construct and one construct CFA model 

(Control Strength and Perceived Behavioural Control) 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 
values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 
Fit of the two 
construct 
model 2.143 0.984 0.969 0.977 0.966 0.044 0.024 
Fit of the one 
construct 
model 12.887 0.926 0.867 0.746 0.645 0.142 0.423 

Source: Primary Data 

 

It is observed from Table 5.31 that the fit of the two construct model is significantly 

better than the fit of one construct model hence discriminant validity between control 

strength and perceived behavioural control constructs is supported.  

 

Since the convergent and discriminant validity between the constructs of the 

measurement model is supported, the model fit indices were examined to analyse the 

measurement model fit. Table 5.32 shows the fit indices of CFA done of the 

measurement model for the factors influencing perceived behavioural control. 

 

Table 5.32: Fit indices of the measurement model for the Factors influencing 

Perceived Behavioural Control 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Model Fit 

Scores 1.973 0.970 0.956 0.958 0.948 0.041 0.033 

Source: Primary Data 

 

The fit indices are within the acceptable range and found to be significant. Since fit 

statistics are within the acceptable limits, the items mentioned above, along with the 

said construct are considered for further analysis. 

 

CFA model provides the foundation for further testing. Since fit statistics for all the 

measurement models developed for Model 1 were within acceptable limits, the 
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measurement models developed were further considered for testing structural 

equation model developed. 

 

5.12 CFA OF THE MEASUREMENT MODELS OF MODEL 2 

The following section discusses the CFA results of the measurement models 

developed for Model 2. 

 

5.12.1 CFA of the measurement model for Attitude towards Green Marketing 

Strategies influencing GPPI 

It is hypothesised that attitude towards green marketing strategies has a significant 

influence on GPPI.  Since attitude towards green marketing strategies includes 

attitude towards green products, attitude towards green branding, attitude towards 

eco-labelling, attitude towards green advertising and attitude towards green 

packaging, the measurement model developed includes all these six constructs. The 

measurement model developed for attitude towards green marketing strategies 

influencing GPPI is depicted in Fig. 5.6. 

 

Table 5.33: Convergent and Discriminant Validity of the measurement model 

for Attitude towards Green Marketing Strategies influencing GPPI 

Construct CR AVE 
AVE and Squared Correlation 

ATGP ATGB ATGAD ATGPK ATEL GPPI 

ATGP 0.726 0.347 0.347 

     

ATGB 0.725 0.349 0.058 0.349 

    

ATGAD 0.760 0.400 0.001 0.000 0.400 

   

ATGPK 0.720 0.415 0.000 0.000 0.410 0.415 

  

ATEL 0.613 0.345 0.000 0.000 0.476 0.608 0.345 

 

GPPI 0.853 0.454 0.058 0.280 0.000 0.001 0.000 0.454 

Note: Diagonal values in bold show AVE for each construct and values below it are 

squared correlations 

Source: Primary Data 
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As indicated in Table 5.33, the CR for all the constructs is above 0.7 except attitude 

towards eco-labelling. However, since model fit indices are good CR of 0.613 is 

acceptable. As indicated in figure 5.6, the factor loading of the items is above 0.5. 

This supports the convergent validity of the measurement model. 

 

 
Figure 5.6 CFA of the measurement model for Attitude towards Green Marketing 

Strategies influencing GPPI 

 

 

Regarding the discriminant validity of the constructs, it is observed from Table 5.33 

that the AVE of attitude towards green packaging and attitude towards eco-labelling 

are lower than the squared correlation between attitude towards green packaging and 

attitude towards eco-labelling. Hence discriminant validity between these two 
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constructs is not supported. Discriminant validity was further analysed by comparing 

the fit of the two construct model with the one construct model. Hence the fit of the 

CFA model with two constructs; attitude towards green packaging and attitude 

towards eco-labelling is compared with the CFA model with all the items of attitude 

towards green packaging and attitude towards eco-labelling put together as one 

construct as shown in the Table 5.34.  

 

Table 5.34: Fit indices of the two construct and one construct CFA model 

(Attitude towards Green Packaging and Attitude towards Eco-labelling) 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Fit of the two 

construct 

model 2.586 0.984 0.966 0.975 0.959 0.052 0.025 

Fit of the one 

construct 

model 20.333 0.910 0.820 0.666 0.500 0.181 0.464 

Source: Primary Data 

 

It is observed from the Table 5.34 that the fit of the two construct model is 

significantly better than the fit of one construct model for the constructs attitude 

towards green packaging and attitude towards eco-labelling hence discriminant 

validity between these two constructs is supported.  

 

It is also observed from Table 5.33 that the AVE of attitude towards green advertising 

and attitude towards eco-labelling are lower than the squared correlation between 

attitude towards green advertising and attitude towards eco-labelling. Hence 

discriminant validity between these two constructs is not supported. Discriminant 

validity was further analysed by comparing the fit of the two construct model with the 

one construct model. Hence the fit of the CFA model with two constructs; attitude 

towards green advertising and attitude towards eco-labelling is compared with the 

CFA model with all the items of attitude towards green advertising and attitude 

towards eco-labelling put together as one construct as shown in the Table 5.35.  
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Table 5.35: Fit indices of the two construct and one construct CFA model 

(Attitude towards Green Advertising and Attitude towards Eco-labelling) 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Fit of the two 

construct 

model 5.165 0.962 0.928 0.923 0.887 0.084 0.036 

Fit of the one 

construct 

model 17.605 0.894 0.809 0.677 0.548 0.167 0.426 

Source: Primary Data 

 

 

It is observed from the Table 5.35 that the fit of the two construct model is 

significantly better than the fit of one construct model for the constructs attitude 

towards green advertising and attitude towards eco-labelling hence discriminant 

validity between these two constructs is supported.  

 

It is also observed from Table 5.33 that the AVE of attitude towards green advertising 

and attitude towards green packaging are lower than the squared correlations between 

attitude towards green advertising and attitude towards green packaging. However, 

these correlations are not very high. According to Malhotra & Dash (2011), 

considering the nature of the study and dimensions, some degree of inter-correlation 

is acceptable.  Discriminant validity is supported when each construct correlates 

weakly with all other constructs except for the few to which it is theoretically 

associated. 

 

Since the convergent and discriminant validity between the constructs of the 

measurement model for the attitude towards green marketing strategies influencing 

GPPI is supported, the model fit indices were examined to analyse the measurement 

model fit. Table 5.36 shows the fit indices of CFA done of the measurement model 

for the attitude towards green marketing strategies influencing GPPI. 
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Table 5.36: Fit indices of the measurement model for Attitude towards Green 

Marketing Strategies influencing GPPI 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Model Fit 

Scores 1.614 0.935 0.921 0.949 0.942 0.032 0.030 

Source: Primary Data 

 

The fit indices are within the acceptable range and found to be significant. Since fit 

statistics are within the acceptable limits, the items mentioned above, along with the 

said construct are considered for further analysis. 

 

5.12.2 CFA of the measurement model for the Determinants of Attitude towards 

Green Marketing Strategies 

It is theorised that green perceived value, green perceived trust, green ad skepticism, 

eco-label credibility and perceived packaging harm determine consumer attitude 

towards green marketing strategies.  Attitude towards green marketing strategies 

includes attitude towards green products, attitude towards green branding, attitude 

towards eco-labelling, attitude towards green advertising and attitude towards green 

packaging. Hence the measurement model developed includes all these ten constructs. 

The measurement model developed for the determinants of attitude towards green 

marketing strategies is depicted in Fig. 5.7. 
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Figure 5.7 CFA of the measurement model for the Determinants of Attitude towards 

Green Marketing Strategies 
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Table 5.37: Convergent and Discriminant Validity of the measurement model 

for the Determinants of Attitude towards Green Marketing Strategies  
Const

ruct 

CR AVE GPV GPT ELC GAD 

SK 

PP 

KH 

AT 

GP 

AT 

GB 

AT 

EL 

ATG

AD 

ATG

PK 

GPV .715 .386 .386 
         

GPT .733 .408 .001 .408 
        

ELC .626 .296 .336 .002 .296 
       

GAD 

SK 
.693 .275 .085 .000 .313 .275 

      

PP 

KH 
.702 .322 .357 .007 .057 .084 .322 

     

AT 

GP 
.722 .345 .047 .004 .194 .723 .091 .345 

    

AT 

GB 
.727 .349 .410 .004 .562 .083 .292 .068 .349 

   

AT 

EL 
.609 .343 .001 .641 .001 .000 .000 .000 .000 .343 

  

ATG

AD 
.761 .400 .000 .410 .000 .000 .004 .002 .000 .476 .400 

 

ATG 

PK 
.720 .415 .000 .547 .000 .000 .002 .000 .000 .593 .410 .415 

Note: Diagonal values in bold show AVE for each construct and values below it are 

squared correlations 

Source: Primary Data 

 

 

As indicated in Table 5.37, the CR for all the constructs is above 0.7 except for eco-

label credibility, green ad skepticism and attitude towards eco-labelling. However, it 

is acceptable since the model fit indices are good. As indicated in figure 5.7, the factor 

loading of the items is above 0.5. This supports the convergent validity of the 

measurement model. 

 

Regarding the discriminant validity of the constructs, it is observed from Table 5.37 

that the AVE of attitude towards green products and green ad skepticism are lower 

than the squared correlation between attitude towards green products and green ad 

skepticism. Hence discriminant validity between these two constructs is not 

supported. Discriminant validity was further analysed by comparing the fit of the two 

construct model with the one construct model. Hence the fit of the CFA model with 

two constructs; attitude towards green products and green ad skepticism is compared 
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with the CFA model with all the items of attitude towards green products and green 

ad skepticism put together as one construct as shown in the Table 5.38. 

 

 

Table 5.38: Fit indices of the two construct and one construct CFA model 

(Attitude towards Green Products and Green Ad Skepticism) 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Fit of the two 

construct 

model 2.500 0.966 0.949 0.949 0.935 0.050 0.039 

Fit of the one 

construct 

model 6.258 0.932 0.898 0.817 0.722 0.094 0.350 

Source: Primary Data 

 

 

It is observed from the Table 5.38 that the fit of the two construct model is 

significantly better than the fit of one construct model for the constructs green ad 

skepticism and attitude towards green products hence discriminant validity between 

these two constructs is supported.  

 

It is also observed from Table 5.37 that the AVE of attitude towards green branding 

and eco-label credibility are lower than the squared correlation between attitude 

towards green branding and eco-label credibility. Hence discriminant validity between 

these two constructs is not supported. Discriminant validity was further analysed by 

comparing the fit of the two construct model with the one construct model. Hence the 

fit of the CFA model with two constructs; attitude towards green branding and eco-

label credibility is compared with the CFA model with all the items of attitude 

towards green branding and eco-label credibility put together as one construct as 

shown in the Table 5.39.  
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Table 5.39: Fit indices of the two construct and one construct CFA model 

(Attitude towards Green Branding and Eco-label Credibility) 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Fit of the two 

construct 

model 1.855 0.983 0.970 0.977 0.967 0.038 0.027 

Fit of the one 

construct 

model 8.893 0.939 0.898 0.775 0.700 0.115 0.365 

Source: Primary Data 

 

It is observed from the Table 5.39 that the fit of the two construct model is 

significantly better than the fit of one construct model for the constructs attitude 

towards green branding and eco-label credibility hence discriminant validity between 

these two constructs is supported.  

 

Table 5.37 also shows that the AVE of attitude towards eco-labelling and green 

perceived trust are lower than the squared correlation between attitude towards eco-

labelling and green perceived trust. Hence discriminant validity between these two 

constructs is not supported. Discriminant validity was further analysed by comparing 

the fit of the two construct model with the one construct model. Hence the fit of the 

CFA model with two constructs; attitude towards eco-labelling and green perceived 

trust is compared with the CFA model with all the items of attitude towards eco-

labelling and green perceived trust put together as one construct as shown in the Table 

5.40. 

 

Table 5.40: Fit indices of the two construct and one construct CFA model 

(Attitude towards Eco-labelling and Green Perceived Trust) 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 
values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 
Fit of the two 
construct 
model 3.788 0.977 0.951 0.960 0.935 0.068 0.028 

Fit of the one 
construct 
model 18.225 0.913 0.825 0.725 0.588 0.171 0.417 
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It is observed from the Table 5.40 that the fit of the two construct model is 

significantly better than the fit of one construct model for the constructs attitude 

towards eco-labelling and green perceived trust hence discriminant validity between 

these two constructs is supported.  

 

Regarding the discriminant validity of the constructs, Table 5.37 also indicates that 

the AVE of attitude towards green packaging and green perceived trust are lower than 

the squared correlation between attitude towards green packaging and green perceived 

trust. Hence discriminant validity between these two constructs is not supported. 

Discriminant validity was further analysed by comparing the fit of the two construct 

model with the one construct model. Hence the fit of the CFA model with two 

constructs; attitude towards green packaging and green perceived trust is compared 

with the CFA model with all the items of attitude towards green packaging and green 

perceived trust put together as one construct as shown in the Table 5.41.  

 

Table 5.41: Fit indices of the two construct and one construct CFA model 

(Attitude towards Green Packaging and Green Perceived Trust) 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Fit of the two 

construct 

model 3.217 0.976 0.954 0.962 0.945 0.061 0.026 

Fit of the one 

construct 

model 15.572 0.913 0.843 0.740 0.635 0.157 0.464 

Source: Primary Data 

 

It is observed from the Table 5.41 that the fit of the two construct model is 

significantly better than the fit of one construct model for the constructs attitude 

towards green packaging and green perceived trust hence discriminant validity 

between these two constructs is supported.  

 

Table 5.37 also shows that the AVE of attitude towards green advertising and attitude 

towards eco-labelling and also AVE of attitude towards eco-labelling and attitude 

towards green packaging are lower than the squared correlations between them. 
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However, the discriminant validity of these constructs is already discussed in the 

previous section. Other squared correlations which are higher than AVE are 

acceptable as these correlations are not very high and also according to Malhotra & 

Dash (2011), considering the nature of the study and dimensions some degree of inter-

correlation is acceptable. 

 

Since the convergent and discriminant validity between the constructs of the 

measurement model for the determinants of attitude towards green marketing 

strategies is supported, the model fit indices were examined to analyse the 

measurement model fit. Table 5.42 shows the fit indices of CFA done of the 

measurement model for the determinants of attitude towards green marketing 

strategies. 

 

Table 5.42: Fit indices of the measurement model for the Determinants of   

Attitude towards Green Marketing Strategies 

Fit Index CMIN/ DF GFI AGFI CFI TLI RMSEA RMR 

Acceptable 

values < 5 > 0.9 > 0.9 > 0.9 > 0.9 < 0.08 < 0.08 

Model Fit 

Scores 1.654 0.900 0.884 0.907 0.848 0.033 0.036 

Source: Primary Data 

 

The fit indices are within the acceptable range and found to be significant. Since fit 

statistics are within the acceptable limits, the items mentioned above along with the 

said construct are considered for further analysis.  

 

To conclude CFA tests a measurement theory by providing evidence on the validity of 

individual measures based on construct validity and models overall fit. Measurement 

models are limited in its ability to examine the nature of the relationship between 

constructs beyond simple correlations. CFA of measurement models provided results 

of the convergent and discriminant validity of the measurement instrument. The fit 

indices of all the measurement models were also found to be very significant and 

within the acceptable limits. Based on these results, two structural models are 

developed and tested, which are discussed in the next two chapters. 
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CHAPTER 6 

INFLUENCE OF PSYCHO-SOCIAL FACTORS ON GREEN 

PRODUCT PURCHASE BEHAVIOUR – AN ANALYSIS 

 

This chapter focuses on testing structural models or theoretical models. Once the 

validity of the measurement model has been established, then the structural models 

are specified. In moving from the measurement model to the structural model, the 

emphasis shifts from the relationship between latent constructs and the observed 

variables to the magnitude and the relationship between constructs. 

 

The overall aim of the study is to understand the factors influencing consumers‟ 

GPPB. This understanding was initially gained through literature review in the area of 

study. However, in order to get more detailed information and to have a better 

understanding of the factors influencing consumers‟ purchase of green products, an 

exploratory qualitative study was undertaken.  The findings of the exploratory 

qualitative study along with literature review facilitated the identification of 

constructs, development of scale items for the measurement instrument, formulation 

of the hypotheses and for developing the structural models for studying the green 

product purchase behaviour of the consumers.  

 

The qualitative exploratory study brought to light some factors influencing the GPPB 

of the consumers. The theoretical models developed in this study capture the 

important factors that influence the GPPB of the consumers. The key findings of the 

in-depth interviews have been included directly or indirectly into the conceptual 

framework of the present study. The qualitative exploratory study revealed that 

consumers‟ GPPB is influenced by psycho-social factors and green marketing 

strategies.  Accordingly, the two models are developed. The first model evaluates 

psycho-social factors influencing GPPB and is based on TPB. The second model 

evaluates the influence of green marketing strategies on the GPPB of the consumers. 

 

Since the two models are developed in this study, the data have been analysed for the 

individual models, and the results of the output have been presented separately. This 
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chapter discusses the analysis of the results for the first model i. e. Influence of 

Psycho-social factors on GPPB of the consumers. Also, the results of the moderating 

role of environmental concern, perceived consumer effectiveness, and demographics, 

i.e. gender, age, income and education examined have been presented in this chapter.  

 

Since the proposed models were complex, involving a number of constructs and 

variables, it was felt that the Structural Equation Modelling (SEM) technique would 

best suit the analysis of the data. In SEM, theoretical relationships are generally 

transformed into hypotheses that can be empirically tested. The data were analysed 

using IBM SPSS-AMOS Version 24 software.  

 

6.1 STRUCTURAL MODELS  

A structural theory is a conceptual representation of the structural relationship 

between constructs (Hair et al., 2015).   It can be expressed in terms of a structural 

model that represents the theory and is usually depicted with a visual diagram. The 

structural model applies the structural theory by specifying which constructs are 

related to each other and the nature of the relationship.  Although the focus of 

structural modelling is on estimating relationships among hypothesised latent 

constructs, the structural model displays the interrelations among latent constructs and 

observed variables which are akin to running several regression equations. In sum, 

SEM allows researchers to test theoretical propositions regarding how constructs are 

theoretically linked and the directionality of significant relationships.  

 

6.2 DESCRIPTION OF SAMPLE CHARACTERISTICS FOR SEM 

For the quantitative study, a total of 1150 consumers were surveyed. For EFA, data 

was collected from 556 consumers, and for CFA data was collected from 594 

consumers.  That was basically to have a separate sample for EFA and CFA.  The 

sample size required for SEM depends upon several considerations, including the 

complexity of the model; however, larger samples produce more stable results 

(Malhotra & Dash, 2011). Hence for path analysis i. e. for testing the structural 

relationships and hypotheses a total sample of EFA and CFA, i.e. 1150 are 

considered. The demographic characteristic of the sample respondents with respect to 
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their gender, residence, qualifications, employment, age, and family income is 

presented in Table 6.1.  

 

Table 6.1: Demographic Profile of the Respondents of Path Analysis   (N = 1150) 

Demography Category Frequency Percentage 

Gender Male 489 42.5 

  Female 661 57.5 

Residence Urban 569 49.5 

  Rural 581 50.5 

Qualification HSSC & Below 238 20.7 

 

Graduation 602 52.3 

  Post-Graduation 310 27.0 

Employment Service 400 34.8 

 

Business 174 15.1 

 

Professional 160 13.9 

 

Homemaker 147 12.8 

  Others 269 23.4 

Age 20 - 35 years 482 41.9 

 

36 - 50 years 438 38.1 

  51 years & above 230 20.0 

Family Income per month Below ₹ 60000 631 54.9 

 

₹ 60001 - ₹ 120000 340 29.6 

  Above ₹ 120000 179 15.6 

Source: Primary Data 

 

 

Table 6.1 shows that the percentage of female respondents is higher than males. Most 

of the respondents have graduation as their educational qualification, followed by 

post-graduation. Majority of the respondents are in service and have income below ₹ 

60000. The respondents in the age group of 20 to 35 years and 36 to 50 years are 

more or less equal. Comparatively respondents above 50 years are less.  

 

6.3 ASSESSING STRUCTURAL MODEL VALIDITY 

Assessing the validity of the structural model involves examining the model fit and 

testing the structural relationships and hypotheses. The fit of the structural model is 
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examined along the same lines as that of the measurement model. The fit indices used 

to evaluate the structural model fit in this study are as follows; 

1. Absolute fit indices, which include Chi-square statistics, Chi-square/df 

(CMIN/DF), Goodness of Fit Index (GFI), Root Mean Square Error of 

Approximation (RMSEA). 

2. Incremental fit indices, which include Comparative Fit Index (CFI), Tucker 

Lewis Index (TLI). 

3. Parsimony fit indices which include Adjusted Goodness of Fit Index (AGFI),  

 

The recommended fit index by Hair et al. (2015) is as follows: 

1. CMIN/df < 3  is very good, and between 3 and 5 is acceptable 

2. GFI > 0.9/ between 0-1 acceptable (with higher values indicate better fit) 

3. RMSEA < 0.08 

4. CFI > 0.9/ between 0-1 acceptable (with higher values indicate better fit) 

5. TLI > 0.9/ between 0-1 acceptable (with higher values indicate better fit) 

6. AGFI  values are typically lower than GFI (between 0-1 acceptable) 

 

6.4 TESTING THE STRUCTURAL RELATIONSHIPS AND HYPOTHESES 

In SEM, theoretical relationships are theoretically transformed into hypotheses that 

can be empirically tested. The structural theory is considered to be valid to the extent 

that these hypotheses are supported in SEM analysis. The estimated parameter for a 

hypothesised relationship should be statistically significant and have the correct sign 

(Hair et al., 2015). SEM also gives estimates of variance explained for the 

endogenous/dependent constructs. In SEM, based on model diagnostics (Modification 

Indices), one or more additional paths may be specified that were not hypothesised in 

the original theory (Hair et al., 2015).  

 

In this study, the relationships are examined by using path analysis output provided by 

IBM SPSS-AMOS Version 24 software.  For the structural models, the significance of 

the relationships has been reported based on the Probability Values (p) at 1% and 5% 

level of significance.  The moderation effects are examined by applying the Chi-

square test of the significance of the difference. 
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6.5 STRUCTURAL MODEL FOR THE INFLUENCE OF PSYCHO-SOCIAL 

FACTORS ON GPPB  

The structural model was developed for the influence of psycho-social factors on 

consumers‟ GPPB. This model is developed based on the Theory of Planned 

Behaviour. It includes the following sub-models: 

1. Model for factors influencing attitude towards green product purchase  

2. Model for factors influencing subjective norm 

3. Model for factors influencing perceived behavioural control 

4. Model for Theory of Planned Behaviour 

  

Fig 6.1 shows the structural model for the influence of psycho-social factors on 

GPPB. 

 

Fig 6.1 Structural Model for the Influence of Psycho-social Factors on GPPB 

 

6.5.1 Fit indices of the Structural Model for the Influence of Psycho-social 

Factors on GPPB 

Assessing the validity of the structural model involves examining the model fit. The 

model fit indices were examined to analyse the structural model fit. Chi-square
 

statistics results generated by Amos output presented in Table 6.2 provides an overall 
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overview of the model fit which includes chi-square
  

 value (CMIN =5940.228), 

degrees of freedom (DF = 1753), Normed chi-square (CMIN/DF = 3.389) and 

probability value (p = .000).  

 

Table 6.2: Chi-square Statistics generated by Amos output  

Model NPAR CMIN DF p CMIN/DF 

Default model 138 5940.228 1753 .000 3.389 

Saturated model 1891 .000 0 

  Independence 

model 
61 21100.83 1830 .000 11.531 

Source: Primary Data 

 

Table 6.2 indicates that the „p‟ value is less than 0.05, and hence, the model is 

significant. Besides, the relatively small chi-square value in SEM supports the 

proposed theoretical model being tested. In this model, the chi-square value of the 

theoretical model is 5940.228 and is comparatively lesser than the independence 

model chi-square value 21100.83 hence theoretical model is supported.  

 

Other fit indices which were examined to assess overall model fit or goodness of fit 

are presented in Table 6.3. 

 

Table 6.3: Fit indices of the Structural Model for the Influence of Psycho-social 

Factors on GPPB 

Fit Index 
CMIN/ 

DF 
GFI AGFI CFI TLI RMSEA 

Acceptable 

values 
< 5 

0 to1,close 

to 1 shows 

better fit  

0 to1,close  

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit 
<0.08 

Model Fit 

Scores 
3.389 0.846 0.834 0.783 0.773 0.046 

Source: Primary Data 

 

GFI, AGFI, CFI, TLI are 0.846, 0.834, 0.783 and 0.773 respectively as against the 

recommended level of above 0.90. However, these values are close to 1 and also 

according to Hair et al. (2015), complex models with a larger sample should be 
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subject to less strict evaluation. Hence model fit indices are acceptable. Since the 

model has an acceptable level, it can be considered to test the hypotheses. 

 

6.5.2 Testing the Structural Relationships for the Influence of Psycho-social 

Factors on GPPB 

The structural relationships are examined by using path analysis output provided by 

SPSS-AMOS and is also used to test the hypotheses. The results from AMOS output 

are used to test the hypotheses based on the Standardized Regression Weights (β), 

Critical Ratio (C.R.) and Probability Value (p). Critical Ratio should be greater than 

or equal to 1.96 (≥ 1.96), and the Probability Value (p) at 1% and 5% level of 

significance should be p < 0.01, and p < 0.05 respectively. Path analysis output is 

shown in Table 6.4. 

 

Table 6.4: Structural Model Regression Path Coefficients and its Significance 

Path 
Coeffi

cients 

(β) 

Esti 

mate 
S.E. C.R. p 

Significant/ 

Not  

Significant 

  ST → ATGPP .413 .406 .043 9.493 *** Significant 

SE → ATGPP -.109 - .082 .025 -3.225 .001 Significant 

EC → ATGPP .438 .382 .038 10.005 *** Significant 

NSI → SN .764 .851 .067 12.709 *** Significant 

VSI → SN .266 .168 .022 7.589 *** Significant 

CB → PBC .157 .135 .032 4.175 *** Significant 

CS → PBC .780 .664 .049 13.53 *** Significant 

ATG 

PP 
→ GPPI .510 .513 .045 11.468 *** Significant 

SN → GPPI .058 .057 .042 1.358 .174 
Not 

Significant 

PBC → GPPI .213 .231 .050 4.650 *** Significant 

GPPI → GPPB1 .231 .299 .051 5.888 *** Significant 

GPPI → GPPB2 .264 .402 .062 6.489 *** Significant 

Note: *** represents 1% level of significance  

Source: Primary Data 
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6.6 RESULTS OF PATH ANALYSIS 

The results of path analysis output have been discussed as follows: 

6.6.1 Factors influencing attitude towards green product purchase  

6.6.2 Factors influencing subjective norm 

6.6.3 Factors influencing perceived behavioural control 

6.6.4 Factors influencing GPPI 

6.6.5 The relationship between GPPI and GPPB 

 

6.6.1 Factors influencing Attitude towards Green Product Purchase  

The analysis of data shows that self-transcendence (β = .413, C.R. = 9.493, p =.000), 

and environmental concern (β = .438, C.R. = 10.005, p =.000), have a significant 

positive influence on attitude towards green product purchase. The analysis of data 

also shows that self-enhancement has a significant negative influence on attitude 

towards green product purchase (β = -.109, C.R. = -3.225, p =.001). Hence H1, H2 

and H3 are supported.  

 

The findings showed that environmental concern had maximum influence (β = .438) 

on attitude towards green product purchase, followed by self-transcendence (β = 

.413). Amos output also reveals that approximately, 37% of the variance in attitude 

towards green product purchase (R
2
 = 0.375) is explained by self-enhancement, self-

transcendence and environmental concern. 

 

6.6.2 Factors influencing Subjective Norm 

Normative social influence (β =.764, C.R. = 12.709, p =.000) and value-expressive 

social influence (β =.266, C.R. 7.589, p =.000) have significant positive influence on 

subjective norm. Hence H4 and H5 are supported.   

 

The beta value indicates that the influence of normative social influence is 

significantly higher than value-expressive social influence. Approximately 65% of the 

variance in the subjective norm (R
2
 = 0.655) is explained by normative social 

influence and value-expressive social influence. 
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6.6.3 Factors influencing Perceived Behavioural Control 

As indicated in the Table 6.4 perceived behavioural control is significantly influenced 

by control belief (β =.157, C.R. = 4.175, p =.000) and control strength (β = .780, C.R. 

= 13.53, p = .000). Thus, H6 and H7 are supported.   

 

Control belief is one‟s capability to control specific performance and control strength 

is one‟s belief in one‟s ability to successfully perform the behaviour. This shows that 

individual capabilities matter when it comes to behaviour. Thus the purchase of green 

products can be facilitated if the necessary resources and the opportunities one needs 

to purchase green products are easily available. Approximately 63% of the variance in 

the perceived behavioural control (R
2
 = 0.633) is explained by control belief and 

control strength. 

 

6.6.4 Factors influencing GPPI 

Attitude towards green product purchase (β. =510, C.R. = 11.468, p =.000), and 

perceived behavioural control (β = .213, C.R. = 4.650, p = .000) have significant 

influence on GPPI. Hence H8 and H10 are supported. However the subjective norm 

does not have a significant influence (β = .058, C.R. = 1.358, p =.174) on GPPI. 

Hence the H9 is not supported. Attitude towards green product purchase has the 

highest influence on GPPI.  Attitude towards green product purchase, subjective norm 

and perceived behavioural control explained 33% variance (R
2
 = 0.328) in GPPI. 

 

6.6.5 Relationship between GPPI and GPPB 

The analysis shows that there is a significant positive relationship between GPPI and 

GPPB. GPPB is classified into the purchase of Green Fast Moving Consumer Goods 

(GPPB1) and Green Electrical Household Appliances (GPPB2). For GPPB1 (β =.231, 

C.R. = 5.888, p =.000) and GPPB2 (β =.264, C.R. = 6.489, p =.000) and therefore the 

relationship between GPPI and both types of GPPB is positive and significant. Hence 

H11a and H11b are supported. Thus H11 is supported. 

 

The total variance explained by GPPI on GPPB1 is 5% (R
2
 = 0.053) and on GPPB2 is 

7% (R
2
 = 0.070). The results show that the total variance explained by GPPI on GPPB 
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is rather weak.  This reveals that though consumers indicate an intention to purchase 

green products, it does not transform that effectively into actual green product 

purchase behaviour. 

 

6.7 TESTING OF THE HYPOTHESES 

Table 6.4 shows the Standardized Regression Weights (β), Critical Ratio (C.R.) and 

Probability Value (p) based on which hypotheses are tested, and the results are given 

in Table 6.5. 

 

Table 6.5: Results of the hypotheses Tests: Influence of Psycho-social Factors 

on GPPB 

No.  Hypotheses „p‟ 

Value 

Supported/ 

Not supported 

H1 Self-transcendence has a significant positive 

influence on attitude towards green product 

purchase. 

.000 Supported 

H2  Self-enhancement has a significant negative 

influence on attitude towards green product 

purchase. 

.001 Supported 

H3 Environmental concern has a significant 

positive influence on attitude towards green 

product purchase.  

.000 Supported 

H4 Normative social influence has a significant 

positive influence on subjective norm. 
.000 Supported 

H5 Value-expressive social influence has a 

significant positive influence on subjective 

norm. 

.000 Supported 

H6 Control belief has a significant positive 

influence on perceived behavioural control. 
.000 Supported 

H7 Control strength has a significant positive 

influence on perceived behavioural control. 
.000 Supported 

H8 Attitude towards green product purchase has a 

significant positive influence on GPPI. 
.000 Supported 

H9 Subjective norm has a significant positive 

influence on GPPI. 
.174 Not Supported 
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H10 Perceived behavioural control has a significant 

positive influence on GPPI. 
.000 Supported 

H11a There is a significant positive relationship 

between GPPI and purchase of Green Fast 

Moving Consumer Goods (GPPB1). 

.000 Supported 

H11b There is a significant positive relationship 

between GPPI and purchase of Green Electrical 

Household Appliances (GPPB2). 

.000 Supported 

Note: „p‟ values  are at 1% level of significance 

 

6.8 MODERATING EFFECT IN THE THEORY OF PLANNED BEHAVIOUR 

The study has examined the moderating effect of environmental concern, perceived 

consumer effectiveness and demographics on the structural relationships in the TPB. 

That is, the study has examined the moderating effect of environmental concern, 

perceived consumer effectiveness and demographics on the relationships between 

attitude towards green product purchase, subjective norm, perceived behavioural 

control and GPPI. The study also examined the moderating effect of environmental 

concern, perceived consumer effectiveness and demographics on the relationship 

between GPPI and GPPB.  

 

According to Sauer & Dick (1993), categorical moderator variable effects can be 

examined by performing a Chi-square test of the significance of the difference 

between designated structural parameters across groups. Subgroup analysis and 

moderated regression analysis are used to identify the form and strength of the 

moderator variables (Sharma, Durand, & Gur-Arie, 1981). Under subgroup analysis, 

the sample is split into two subgroups based on the hypothesised moderator. The R
2 

difference across subgroups indicates the significant predictor variable.  When the R
2
 

varies between the subgroups, it can be concluded that the variable used for 

subgrouping is a moderator (Sharma, Durand, & Gur-Arie, 1981).  

 

In this study Chi-square test of the significance of the difference was used to 

determine whether the concerned variable was a moderator. In order to determine the 

Chi-square test of the significance of the difference, first, the chi-square value for the 
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model was calculated without constraining any of the paths in the model for the multi-

group model called “Unconstrained Model”.  Then the chi-square value for the model 

was calculated by constraining all the paths in the model for the multi-group model 

called “Constrained Model”. In the constrained model, the structural parameters 

associated with the constructs were not allowed to vary across the two sub-groups. 

This model had equal regression towards all the relationships.  The chi-square value 

of the unconstrained model was compared with the constrained model to determine if 

the difference is statistically significant. If „p‟ value is <0.01 or <0.05 or <0.10 at 1% , 

5%  and 10% level of significance respectively, then the concerned variable is 

considered as moderator. 

 

Also, sub-groups analysis was performed to determine the paths across which the 

groups varied. Z-score was considered to determine if there is a significant difference 

between the groups. If the Z-score value is greater or equal to 1.96, then there is said 

to be a significant difference between the groups and the concerned variable is 

considered as moderator. The data were analysed using IBM SPSS-AMOS VERSION 

24 software. 

 

6.9 THE THEORY OF PLANNED BEHAVIOUR MODEL  

The Theory of Planned Behaviour (TPB) model which is a part of the overall model 

for psycho-social factors influencing GPPB, was evaluated separately in order to 

understand the relationships in the model and also to know the model fit statistics 

before the moderation effects and with the moderation effects. The structural model of 

TPB Model is shown in Figure 6.2. 
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Figure 6.2 Structural Model of Theory of Planned Behaviour 

 

The regression path coefficients and its significance for the Theory of Planned 

Behaviour model are given in Table 6.6.  

 

Table 6.6: Structural Model Regression Path Coefficients and its Significance - 

Theory of Planned Behaviour 

Path 
Coeffic 

ients 

(β) 

Esti 

mate 
S.E. C.R. p 

Significant/

Not 

Significant 

SN → GPPI .223 .285 .076 3.751 *** Significant 

ATG 

PP 
→ GPPI .446 .433 .063 6.827 *** Significant 

PBC → GPPI .205 .238 .071 3.359 *** Significant 

GPPI → GPPB1 .291 .353 .070 5.075 *** Significant 

GPPI → GPPB2 .317 .457 .085 5.343 *** Significant 

Note: *** represents 1% level of significance  
 

Source: Primary Data 

 

Analysis indicated that the influence of attitude towards green product purchase, 

subjective norm, and perceived behavioural control on GPPI is positive and 

significant. The analysis also shows that there is a significant positive relationship 

between GPPI and GPPB. There is a significant positive relationship between GPPI 
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and purchase of Green Fast Moving Consumer Goods (GPPB1) and Green Electrical 

Household Appliances (GPPB2). Both relationships are significant and positive. 

 

The results of the moderation effects of different variables on the relationships in the 

TPB are discussed in the following section as follows: 

6.9.1 Moderating effect of environmental concern 

6.9.2 Moderating effect of perceived consumer effectiveness 

6.9.3 Moderating effect of demographics i. e. gender, age, income and education 

 

6.9.1 Moderating effect of Environmental Concern 

The moderating effect was evaluated under the conditions of different levels of 

environmental concern.  For this purpose, two groups based on environmental 

concern were formed, i.e. low environmental concern (Low EC) and high 

environmental concern (High EC). The subgroups were formed by performing a 

median split on the imputed values obtained from Amos output of environmental 

concern (Median= 3.6729, Standard Deviation= 0.54071). Sub-samples of subjects 

with a low environmental concern (Low EC sample size = 597) and high 

environmental concern (High EC sample size = 553) respectively. The result of the 

Chi-square test of the significance of the difference is shown in Table 6.7. 

 

Table 6.7: Result of the Chi-square test of the significance of the difference – 

Environmental Concern 

Model Chi-square df p 
Significant/ 

Not Significant 

Unconstrained 2162.502 742 

  Fully constrained 2209.752 770 

  Difference 47.25 28 0.013 Significant 

Source: Primary Data 

 

From Table 6.7, it can be inferred that the environmental concern has a moderating 

effect on the relationships in the TPB because „p‟ value is less than 0.05. Hence H12 

is supported. Since environmental concern has a moderating effect on the 

relationships in the TPB, sub-groups analysis was performed to determine the paths 
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across which the groups varied. The results of the sub-groups analysis are presented in 

Table 6.8.  

 

Table 6.8: Path analysis for the sub-groups and Z-score - Environmental 

Concern 

Path 
Low EC High EC 

Z-score Coeffici 

ents(β) 

Esti 

mate 
p 

Coeffici

ents (β) 

Esti 

mate 
p 

ATG 

PP 
→ GPPI .446 .433 .000 .419 .329 .000 -1.186 

SN → GPPI .223 .285 .000 .035 .022 .504 -3.184*** 

PBC → GPPI .205 .238 .000 .282 .231 .000 -0.083 

GPPI → GPPB1 .291 .353 .000 .198 .448 .000 0.625 

GPPI → GPPB2 .317 .457 .000 .203 .542 .001 0.458 

Notes: *** p-value < 0.01; ** p-value < 0.05; * p-value < 0.10 

 Source: Primary Data 

 

 

The analysis of Table 6.8 indicates that environmental concern moderates the 

relationship between subjective norm and GPPI since Z-score is greater than 1.96. 

Hence H12b is supported. There is no moderating effect of environmental concern on 

the relationship between attitude towards green product purchase, perceived 

behavioural control and GPPI. Table 6.8 also reveals that environmental concern does 

not moderate the relationship between GPPI and GPPB. Therefore H12a, H12c, H12d 

and H12e are not supported. 

 

Subjective norm has a significant positive influence for low concern group, but it 

insignificant for high concern group and difference is statistically significant.  

 

The fit indices which were examined to assess overall model fit or goodness of fit 

before moderation and after moderation of the structural model for TPB are presented 

in Table 6.9. 
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Table 6.9: Fit indices of the structural model for TPB - Environmental Concern 

Fit Index 
CMIN

/ DF 
GFI AGFI CFI TLI RMSEA 

Acceptable 

values 
< 5 

0 to1,close 

to 1 shows 

better fit  

0 to1,close  

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit <0.08 

Base Model 3.079 0.875 0.854 0.805 0.786 0.059 

Unconstrain

ed Model 
2.914 0.881 0.860 0.820 0.803 0.041 

Constrained 

Model 
2.870 0.877 0.861 0.817 0.807 0.040 

Source: Primary Data 

 

The overall model fit indices are within the recommended range. Thus the model has 

an acceptable level to test the hypotheses. 

 

6.9.1.1 Testing of hypotheses for the moderating effect of Environmental 

Concern 

Table 6.8 shows the Standardized Regression weights (β), Probability Value (p) and 

Z-score based on which hypotheses are tested, and the results are given in Table 6.10. 

 

Table 6.10: Results of the hypotheses tests for the moderating effect of 

Environmental Concern 

No.  Hypotheses Z-score Supported/ 

Not supported 

H12a Environmental concern moderates the 

relationship between attitude towards green 

product purchase and GPPI. 

-1.186 Not Supported 

H12b Environmental concern moderates the 

relationship between subjective norm and 

GPPI. 

-3.184*** Supported 

H12c Environmental concern moderates the 

relationship between perceived behavioural 

control and GPPI. 

-0.083 Not Supported 

H12d Environmental concern moderates the 

relationship between GPPI and purchase of 

Green Fast Moving Consumer Goods. 

(GPPB1) 

0.625 Not Supported 



Chapter 6                                                                                                     An Analysis                                                                                                                                                                                                                                                         

 

Goa University Page 191 

 

H12e Environmental concern moderates the 

relationship between GPPI and purchase of 

Green Electrical Household Appliances 

(GPPB2). 

0.458 Not Supported 

 

 

6.9.2 Moderating effect of Perceived Consumer Effectiveness 

The moderating effect was evaluated under the conditions of different levels of 

perceived consumer effectiveness. For this purpose, two groups based on perceived 

consumer effectiveness were formed, i.e. low perceived consumer effectiveness (Low 

PCE) and high perceived consumer effectiveness (High PCE). The subgroups were 

formed by performing a median split on the imputed values obtained from Amos 

output of perceived consumer effectiveness (Median= 2.1818, Standard Deviation= 

0.35804). Sub-samples of subjects with a low perceived consumer effectiveness (Low 

PCE sample size = 566) and high perceived consumer effectiveness (High PCE 

sample size = 584) respectively. The result of the Chi-square test of the significance 

of the difference is shown in Table 6.11. 

 

Table 6.11: Result of the Chi-square test of the significance of the difference - 

Perceived Consumer Effectiveness 

Model Chi-square df p 
Significant/ 

Not Significant 

Unconstrained 2154.499 742 

  Fully constrained 2197.346 770 

  Difference 42.847 28 0.036 Significant 

Source: Primary Data 

 

From Table 6.11, it can be inferred that the perceived consumer effectiveness has a 

moderating effect on the relationships in the TPB because „p‟ value is less than 0.05. 

Hence H13 is supported. Since perceived consumer effectiveness has a moderating 

effect on the relationships in the TPB, sub-groups analysis was performed to 

determine the paths across which the groups varied. The results of the sub-groups 

analysis are presented in Table 6.12.  
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Table 6.12: Path analysis for the sub-groups and Z-score - Perceived Consumer 

Effectiveness 

Path 
Low PCE High  PCE 

Z-score Coeffici 

ents(β) 

Esti 

mate 
p 

Coeffici

ents (β) 

Esti 

mate 
p 

ATG 

PP 
→ GPPI .482 .439 .000 .402 .344 .000 -1.095 

SN → GPPI .169 .184 .003 .035 .029 .500 2.076** 

PBC → GPPI .170 .192 .005 .307 .295 .000 1.086 

GPPI → GPPB1 .212 .310 .000 .136 .235 .015 -0.594 

GPPI → GPPB2 .277 .425 .000 .156 .361 .006 -0.396 

Notes: *** p-value < 0.01; ** p-value < 0.05; * p-value < 0.10 

 Source: Primary Data 

 

The analysis of Table 6.12 indicates that perceived consumer effectiveness moderates 

the relationship between subjective norm and GPPI since Z-score is greater than 1.96. 

Thus H13b is supported at a 5% level of significance. There is no moderating effect of 

perceived consumer effectiveness on the relationship between attitude towards green 

product purchase, perceived behavioural control and GPPI. Table 6.12 also reveals 

that perceived consumer effectiveness does not moderate the relationship between 

GPPI and GPPB. Hence H13a, H13c, H13d and H13e are not supported. 

 

The analysis reveals that the influence of subjective norm on GPPI is significant for 

the low PCE group; however; it is insignificant for high PCE group. This indicates 

that social pressure can promote GPPB among consumers with low PCE. 

 

The fit indices which were examined to assess overall model fit or goodness of fit 

before moderation and after moderation of the structural model for TPB are presented 

in Table 6.13. 
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Table 6.13: Fit indices of the structural model for TPB - Perceived Consumer 

Effectiveness 

Fit Index 
CMIN

/ DF 
GFI AGFI CFI TLI RMSEA 

Acceptable 

values 
< 5 

0 to1,close 

to 1 shows 

better fit  

0 to1,close  

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit <0.08 

Base Model 3.079 0.875 0.854 0.805 0.786 0.059 

Unconstrain

ed Model 
2.904 0.883 0.863 0.814 0.796 0.041 

Constrained 

Model 
2.854 0.881 0.865 0.812 0.801 0.040 

Source: Primary Data 

 

The overall model fit indices are within the acceptable range. Thus the model can be 

considered to test the hypotheses. 

 

6.9.2.1 Testing of hypotheses for the moderating effect of Perceived Consumer 

Effectiveness 

Table 6.12 shows the Standardized Regression Weights (β), Probability Value (p) and 

Z-score based on which hypotheses are tested, and the results are given in Table 6.14. 

 

Table 6.14: Results of the hypotheses tests for the moderating effect of  

Perceived Consumer Effectiveness 

No.  Hypotheses Z-score Supported/ 

Not supported 

H13a Perceived consumer effectiveness moderates 

the relationship between attitude towards 

green product purchase and GPPI. 

-1.095 Not Supported 

H13b Perceived consumer effectiveness moderates 

the relationship between subjective norm and 

GPPI. 

2.076** Supported 

H13c Perceived consumer effectiveness moderates 

the relationship between perceived 

behavioural control and GPPI. 

1.086 Not Supported 
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H13d Perceived consumer effectiveness moderates 

the relationship between GPPI and purchase 

of Green Fast Moving Consumer Goods 

(GPPB1). 

-0.594 Not Supported 

H13e Perceived consumer effectiveness moderates 

the relationship between GPPI and purchase 

of Green Electrical Household Appliances 

(GPPB2). 

-0.396 Not Supported 

 

6.9.3 Moderating effect of Demographic Variables 

The study examined the moderating effect of demographic variables, i.e. gender, age, 

income and education on the relationships in the TPB. 

 

6.9.3.1 Moderating effect of Gender 

The moderating effect was examined for male and female. Sub-samples of subjects 

for male (male sample size = 489) and female (female sample size = 661) 

respectively. The result of the Chi-square test of the significance of the difference is 

shown in Table 6.15. 

 

Table 6.15: Result of the Chi-square test of the significance of the difference - 

Gender 

Model Chi-square df p 
Significant/ 

Not Significant 

Unconstrained 2363.868 742 

  Fully constrained 2407.736 770 

  Difference 43.868 28 0.029 Significant 

Source: Primary Data     

 

Table 6.15 indicates that gender has a moderating effect on the relationships in the 

TPB because „p‟ value is less than 0.05. Hence H14 is accepted. Since gender has a 

moderating effect on the relationships in the TPB, sub-groups analysis was performed 

to determine the paths across which the groups varied. The results of the sub-groups 

analysis are presented in Table 6.16.  
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Table 6.16: Path analysis for the sub-groups and Z-score - Gender 

Path 
Male Female 

Z-score Coeffici 

ents(β) 

Esti 

mate 
p 

Coeffici

ents (β) 

Esti 

mate 
p 

ATG 

PP 
→ GPPI .391 . 331 .000 .402 .533 .000 1.438 

SN → GPPI .089 . 086 .102 .145 .121 .003 0.520 

PBC → GPPI .374 . 437 . 000 .307 .158 . 002 -3.428*** 

GPPI → GPPB1 .239 . 357 .000 .136 . 213 .000 -0.221 

GPPI → GPPB2 .286 . 454 .000 .156 . 242 .006 0.196 

Notes: *** p-value < 0.01; ** p-value < 0.05; * p-value < 0.10 

 Source: Primary Data 

 

The analysis of Table 6.16 indicates that gender moderates the relationship between 

perceived behavioural control and GPPI since Z-score is greater than 1.96. Hence 

H14c is supported. The analysis also reveals the influence of subjective norm on GPPI 

is insignificant for a male, but it is significant for female. However, the difference is 

not statistically significant. Thus it is inferred that there is no moderating effect of 

gender on the relationship between subjective norm, attitude towards green product 

purchase and GPPI. Table 6.16 also reveals that gender does not moderate the 

relationship between GPPI and GPPB. Thus H14a, H14b, H14d and H14e are not 

supported.  

 

The fit indices which were examined to assess overall model fit or goodness of fit 

before moderation and after moderation of the structural model for TPB are presented 

in Table 6.17. 
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Table 6.17: Fit indices of the structural model for TPB - Gender 

Fit Index 
CMIN

/ DF 
GFI AGFI CFI TLI RMSEA 

Acceptable 

values 
< 5 

0 to1,close 

to 1 shows 

better fit  

0 to1,close  

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit <0.08 

Base Model 3.079 0.875 0.854 0.805 0.786 0.059 

Unconstrain

ed Model 
3.186 0.871 0.849 0.816 0.795 0.041 

Constrained 

Model 
3.127 0.870 0.853 0.814 0.804 0.043 

Source: Primary Data 

 

The overall model fit indices are within the acceptable range. Thus the model can be 

considered to test the hypotheses. 

 

6.9.3.1.1 Testing of hypotheses for the moderating effect of Gender 

Table 6.16 shows the Standardized Regression Weights (β), Probability Value (p) and 

Z-score based on which hypotheses are tested, and the results are given in Table 6.18. 

 

Table 6.18: Results of the hypotheses tests for the moderating effect of Gender 

No. Hypotheses Z-score Supported/ 

Not supported 

H14a Gender moderates the relationship between 

attitude towards green product purchase and 

GPPI. 

1.438 Not Supported 

H14b Gender moderates the relationship between 

subjective norm and GPPI. 
0.520 Not Supported 

H14c Gender moderates the relationship between 

perceived behavioural control and GPPI. 
-3.428*** Supported 

H14d Gender moderates the relationship between 

GPPI and purchase of Green Fast Moving 

Consumer Goods (GPPB1). 

-0.221 

 
Not Supported 

H14e Gender moderates the relationship between 

GPPI and purchase of Green Electrical 

Household Appliances (GPPB2). 

0.196 Not Supported 
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6.9.3.2 Moderating effect of Age 

The moderating effect of age was examined.  Subjects were divided into two groups 

young and old based on age. The groups were formed by performing a median split 

(Median = 40, Standard Deviation = 12.371). Sub-samples of subjects young (young 

sample size = 596) and old (old sample size = 554) respectively. The result of the Chi-

square test of the significance of the difference is shown in Table 6.19. 

 

Table 6.19: Result of the Chi-square test of the significance of the difference -Age 

Model Chi-square df p 
Significant/ 

Not Significant 

Unconstrained 2386.646 742 

  Fully constrained 2436.541 770 

  Difference 49.895 28 0.007 Significant 

Source: Primary Data 

 

Table 6.19 indicates that the age moderates the relationships in the TPB because „p‟ 

value is less than 0.05. Thus H15 is supported. Since age has a moderating effect on 

the relationships in the TPB, sub-groups analysis was performed to determine the 

paths across which the groups varied. The results of the sub-groups analysis are 

presented in Table 6.20 

 

Table 6.20: Path analysis for the sub-groups and Z-score - Age  

Path 
Young Old 

Z-score Coeffici 

ents(β) 

Esti 

mate 
p 

Coeffici

ents (β) 

Esti 

mate 
p 

ATG 
PP 

→ GPPI .465 .376 .000 .501 .434 .000 0.726 

SN → GPPI .086 .077 .095 .142 .127 .005 0.772 

PBC → GPPI .218 .197 .000 .302 .304 .000 1.330 

GPPI → GPPB1  .314 .440 .000 .158 .254 .004 -1.518 

GPPI → GPPB2 .361 .600 .000 .187 .353 .001 -1.641 

Notes: *** p-value < 0.01; ** p-value < 0.05; * p-value < 0.10 

 Source: Primary Data 
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An analysis of Table 6.20 indicates that the influence of subjective norm is 

insignificant for young, but it is significant for old.  However, the difference is not 

statistically significant because Z-score is less than 1.96. Therefore there is no 

moderating effect of age on the relationship between subjective norm, attitude 

towards green product purchase, perceived behavioural control and GPPI. Table 6.20 

also shows that age does not moderate the relationship between GPPI and GPPB. 

Thus H15a, H15b, H15c, H15d and H15e are not supported. 

 

The fit indices which were examined to assess overall model fit or goodness of fit 

before moderation and after moderation of the structural model for TPB are presented 

in Table 6.21. 

 

Table 6.21: Fit indices of the structural model for TPB - Age 

Fit Index 
CMIN

/ DF 
GFI AGFI CFI TLI RMSEA 

Acceptable 

values 
< 5 

0 to1,close 

to 1 shows 

better fit  

0 to1,close  

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit <0.08 

Base Model 3.079 0.875 0.854 0.805 0.786 0.059 

Unconstrain
ed Model 

3.217 0.870 0.847 0.813 0.795 0.044 

Constrained 
Model 

3.164 0.868 0.851 0.811 0.800 0.043 

Source: Primary Data 
 

The overall model fit indices are within the acceptable range. Thus the model can be 

considered to test the hypotheses. 

 

6.9.3.2.1 Testing of hypotheses for the moderating effect of Age 

Table 6.20 shows the Standardized Regression Weights (β), Probability Value (p) and 

Z-score based on which hypotheses are tested, and the results are given in Table 6.22. 

 

 

 

 



Chapter 6                                                                                                     An Analysis                                                                                                                                                                                                                                                         

 

Goa University Page 199 

 

Table 6.22: Results of the hypotheses tests for the moderating effect of Age 

No. Hypotheses Z-score Supported/ 

Not supported 

H15a Age moderates the relationship between 

attitude towards green product purchase and 

GPPI. 

0.726 Not Supported 

H15b Age moderates the relationship between 

subjective norm and GPPI. 
0.772 Not Supported 

H15c Age moderates the relationship between 

perceived behavioural control and GPPI. 
1.330 Not Supported 

H15d Age moderates the relationship between GPPI 

and purchase of Green Fast Moving Consumer 

Goods (GPPB1). 

-1.518 Not Supported 

H15e Age moderates the relationship between GPPI 

and purchase of Green Electrical Household 

Appliances (GPPB2). 

-1.641 Not Supported 

 

6.9.3.3 Moderating effect of Income 

The moderating effect of income was examined.  For this purpose, two groups based 

on income were formed, i.e. low income and high income. The sub-groups were 

formed by performing a median split (Median = 60000, Standard Deviation = 

130809). Sub-samples of subjects low income (low income sample size = 630) and 

high income (high income sample size = 520) respectively. The result of the Chi-

square test of the significance of the difference is shown in Table 6.23. 

 

Table 6.23: Result of Chi-square test of the significance of the difference -Income 

Model Chi-square df p 
Significant/ 

Not Significant 

Unconstrained 2390.751 742 

  Fully constrained 2431.372 770 

  Difference 40.621 28 0.058 Significant 

Source: Primary Data 
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Table 6.23 indicates that the income moderates the relationships in the TPB at a 10% 

level of significance, thereby supporting H16. Since income has a moderating effect 

on the relationships in the TPB, sub-groups analysis was performed to determine the 

paths across which the groups varied. The results of the sub-groups analysis are 

presented in Table 6.24.  

 

Table 6.24: Path analysis for the sub-groups and Z-score - Income 

Path 
Low Income High Income 

Z-score Coeffici 

ents(β) 

Esti 

mate 
p 

Coeffici

ents (β) 

Esti 

mate 
p 

ATG 

PP 
→ GPPI .565 .493 .000 .376 .298 .000 -2.508** 

SN → GPPI .036 .038 .435 .177 .129 .002 1.421 

PBC → GPPI .286 .296 .000 .245 .209 .000 -1.091 

GPPI → GPPB1 .297 .362 .000 .152 .301 .007 -0.465 

GPPI → GPPB2 .301 .462 .000 .219 .484 .000 0.134 

Notes: *** p-value < 0.01; ** p-value < 0.05; * p-value < 0.10 

 Source: Primary Data  

 

The analysis of Table 6.24 indicates that income moderates the relationship between 

attitude towards green product purchase and GPPI since Z-score is greater than 1.96. 

Hence H16a is supported.  The influence of subjective norm is insignificant for the 

low income group, but it significant for the high income group. However, the 

difference is not statistically significant. Thus there is no moderating effect of income 

on the relationship between subjective norm, perceived behavioural control and GPPI. 

The analysis also indicates that income does not have a moderating effect on the 

relationship between GPPI and GPPB. Thus H16b, H16c, H16d and H16e are not 

supported. 

 

The fit indices which were examined to assess overall model fit or goodness of fit 

before moderation and after moderation of the structural model for TPB are presented 

in Table 6.25. 
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Table 6.25: Fit indices of the structural model for TPB - Income 

Fit Index 
CMIN

/ DF 
GFI AGFI CFI TLI RMSEA 

Acceptable 

values 
< 5 

0 to1,close 

to 1 shows 

better fit  

0 to1,close  

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit <0.08 

Base Model 3.079 0.875 0.854 0.805 0.786 0.059 

Unconstrain

ed Model 
3.218 0.871 0.849 0.813 0.796 0.044 

Constrained 

Model 
3.158 0.869 0.852 0.812 0.801 0.043 

Source: Primary Data 

 

The overall model fit indices are within the acceptable range. Thus the model can be 

considered to test the hypotheses. 

 

6.9.3.3.1 Testing of hypotheses for the moderating effect of Income 

Table 6.24 shows the Standardized Regression Weights (β), Probability Value (p) and 

Z-score based on which hypotheses are tested, and the results are given in Table 6.26. 

 

Table 6.26: Results of the hypotheses tests for the moderating effect of Income 

No. Hypotheses Z-score Supported/ 

Not supported 

H16a Income moderates the relationship between 

attitude towards green product purchase and 

GPPI. 

-2.508**  Supported 

H16b Income moderates the relationship between 

subjective norm and GPPI. 
1.421 Not Supported 

H16c Income moderates the relationship between 

perceived behavioural control and GPPI. 
-1.091 Not Supported 

H16d Income moderates the relationship between 

GPPI and purchase of Green Fast Moving 

Consumer Goods (GPPB1). 

-0.465 Not Supported 

H16e Income moderates the relationship between 

GPPI and purchase of Green Electrical 

Household Appliances (GPPB2). 

0.134 Not Supported 
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6.9.3.4 Moderating effect of Education 

The moderating effect of education was evaluated.  For this purpose, two groups 

based on education were formed, i.e. moderate education and high education. Subjects 

with education up to HSSC and below were considered as moderately educated, and 

those who were graduates and post-graduates were considered as highly educated. 

Sub-samples of subjects with moderate education (moderate education sample size = 

238) and high education (high education sample size = 912) respectively. The result 

of the Chi-square test of the significance of the difference is shown in Table 6.27. 

 

Table 6.27: Result of the Chi-square test of the significance of the difference - 

Education 

Model Chi-square df p 
Significant/ 

Not Significant 

Unconstrained 2313.478 742 

  Fully constrained 2354.394 770 

  Difference 40.916 28 0.055 Significant 

Source: Primary Data 

 

Table 6.27 indicates that the education moderates the relationships in the TPB at a 

10% level of significance because „p‟ value is 0.055. Thus H17 is supported. Since 

education has a moderating effect on the relationships in the TPB, sub-groups analysis 

was performed to determine the paths across which the groups varied. The results of 

the sub-groups analysis are presented in Table 6.28.  

 

Table 6.28: Path analysis for the sub-groups and Z-score - Education 

Path 
Moderate Education High Education 

Z-score Coeffici 

ents(β) 

Esti 

mate 
p 

Coeffici

ents (β) 

Esti 

mate 
p 

ATG 

PP 
→ GPPI .577 .399 .000 .452 .401 .000 0.028 

SN → GPPI .003 .002 .965 .138 .127 .000 1.843* 

PBC → GPPI .367 .241 .000 .226 .265 .000 0.309 

GPPI → GPPB1 .328 .502 .000 .191 .297 .000 -1.325 

GPPI → GPPB2 .254 .391 .006 .259 .492 .000 0.602 

Notes: *** p-value < 0.01; ** p-value < 0.05; * p-value < 0.10 

 Source: Primary Data 
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The analysis of Table 6.28 indicates that education moderates the relationship 

between subjective norm and GPPI since Z-score is significant at 10%. Hence H17b is 

supported.  There is no moderating effect of education on the relationship between 

attitude towards green product purchase, perceived behavioural control and GPPI. The 

analysis also indicates that education does not have a moderating effect on the 

relationship between GPPI and GPPB. Thus H17a, H17c, H17d and H17e are not 

supported. 

 

The fit indices which were examined to assess overall model fit or goodness of fit 

before moderation and after moderation of the structural model for TPB are presented 

in Table 6.29. 

 

Table 6.29: Fit indices of the structural model for TPB - Education 

Fit Index 
CMIN

/ DF 
GFI AGFI CFI TLI RMSEA 

Acceptable 

values < 5 

0 to1,close 

to 1 shows 

better fit  

0 to1,close  

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit <0.08 

Base Model 3.079 0.875 0.854 0.805 0.786 0.059 

Unconstrain

ed Model 
3.118 0.874 0.852 0.820 0.802 0.043 

Constrained 

Model 
3.058 0.872 0.855 0.818 0.808 0.042 

Source: Primary Data 

 

The overall model fit indices are within the acceptable range. Thus the model can be 

considered to test the hypotheses. 

 

6.9.3.4.1 Testing of hypotheses for the moderating effect of Education 

Table 6.28 shows the Standardized Regression Weights (β), Probability Value (p) and 

Z-score based on which hypotheses are tested, and the results are given in Table 6.30. 
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Table 6.30: Results of the hypotheses tests for the moderating effect of 

Education 

No. Hypotheses Z-score Supported/ 

Not supported 

H17a Education moderates the relationship between 

attitude towards green product purchase and 

GPPI. 

0.028  Not Supported 

H17b Education moderates the relationship between 

subjective norm and GPPI. 
1.843* Supported 

H17c Education moderates the relationship between 

perceived behavioural control and GPPI. 
0.309 Not Supported 

H17d Education moderates the relationship between 

GPPI and purchase of Green Fast Moving 

Consumer goods (GPPB1). 

-1.325 Not Supported 

H17e Education moderates the relationship between 

GPPI and purchase of Green Electrical 

Household Appliances (GPPB2). 

0.602 Not Supported 

 

6.10 FULFILLMENT OF OBJECTIVES 

1. To identify the psycho-social factors influencing consumers’ Green Product 

Purchase Behaviour (GPPB). 

One of the objectives of the study is to identify psycho-social factors influencing 

consumers GPPB based on TPB. The hypothesised relationships were tested using 

SEM technique.  The analysis revealed that self-transcendence and environmental 

concern significantly influence consumers‟ attitude towards green product purchase, 

whereas the influence of self-enhancement on attitude towards green product purchase 

is significant but negative. Attitude towards green product purchase, in turn, 

influences consumers GPPI. Normative social influence and value-expressive social 

influence are found to be significant determinants of the subjective norm. However, 

the subjective norm does not have a significant influence on GPPI. Control belief and 

control strength significantly influence perceived behavioural control. Perceived 

behavioural control, in turn, has a significant influence on GPPI.  
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2. To examine the relationship between consumers’ Green Product Purchase 

Intention (GPPI) and Green Product Purchase Behaviour (GPPB).  

The study revealed a significant positive relationship between GPPI and GPPB. The 

relationship between GPPI and both types of GPPB i. e. purchase of Green Fast 

Moving Consumer Goods (GPPB1) and Purchase of Green Electrical Household 

Appliances (GPPB2) is positive and significant. However, the relationship was found 

to be very weak. 

 

3. To examine the moderating effect of environmental concern, perceived consumer 

effectiveness and demographics on the relationships in the Theory of Planned 

Behaviour. 

The analysis revealed the significant moderating effect of environmental concern and 

perceived consumer effectiveness and demographics on the relationships in the 

Theory of Planned Behaviour. Environmental concern and perceived consumer 

effectiveness were found to moderate the relationship between subjective norm and 

GPPI. Among demographic variables, it was found that gender moderates the 

relationship between perceived behavioural control and GPPI; income moderates the 

relationship between attitude towards green product purchase and GPPI; education 

moderates the relationship between subjective norm and GPPI.  

 

To conclude, TPB posits that attitude, subjective norm, and perceived behavioural 

control influence the intention. The intention, in turn, has a significant influence on 

behaviour. In this study, the influence of subjective norm on GPPI is not significant, 

and hence it can be concluded that this study on the influence of psycho-social factors 

on consumers‟ GPPB which is based on Theory of Planned Behaviour does not fully 

support the Theory of Planned Behaviour.  
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CHAPTER 7 

INFLUENCE OF ATTITUDE TOWARDS GREEN MARKETING 

STRATEGIES ON GREEN PRODUCT PURCHASE BEHAVIOUR 

– AN ANALYSIS 

 

This chapter focuses on testing the structural model or theoretical model for the 

influence of attitude towards green marketing strategies on GPPB. Also, the results of 

the moderating effect of perceived consumer barriers, and demographics, i.e. gender, 

age, income and education examined have been presented in this chapter.  

 

7.1 STRUCTURAL MODEL FOR THE INFLUENCE OF ATTITUDE 

TOWARDS GREEN MARKETING STRATEGIES ON GPPB 

The structural model developed for the influence of attitude towards green marketing 

strategies on GPPB is based on the Attitude-Intention-Behaviour Framework. It 

includes the following sub-models: 

1. Model for determinants of  attitude towards green products 

2. Model for determinants of  attitude towards green branding 

3. Model for determinants of  attitude towards green advertising 

4. Model for determinants of  attitude towards eco-labelling 

5. Model for determinants of  attitude towards green packaging 

6. Model for the influence of attitude towards green marketing strategies on 

GPPB 

 

Fig 7.1 shows the structural model for the influence of attitude towards green 

marketing strategies on GPPB. 
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Fig 7.1 Structural Model for the Influence of Attitude towards Green Marketing 

Strategies on GPPB 

 

7.2 ASSESSING STRUCTURAL MODEL VALIDITY 

Assessing the validity of the structural model involves examining the model fit. The 

model fit indices were examined to analyse the structural model fit. Chi-square
 

statistics results generated by Amos output presented in Table 7.1 provides an overall 

overview of the model fit which includes chi-square
  

 value (CMIN = 4382.566), 

degrees of freedom (DF = 1735), Normed chi-square (CMIN/DF = 2.526) and 

probability value (p = .000).  

 

Table 7.1: Chi-square Statistics generated by Amos output  

Model NPAR CMIN DF p CMIN/DF 

Default model 156 4382.566 1735 .000 2.526 

Saturated model 1891 .000 0 

  Independence 

model 
61 19818.640 1830 .000 10.830 

Source: Primary Data 
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Table 7.1 indicates that the „p‟ value is less than 0.05, and hence, the model is 

significant. Besides, the relatively small chi-square value in SEM supports the 

proposed theoretical model being tested. In this model, the chi-square value of the 

theoretical model is 4382.566 and is comparatively lesser than the independence 

model chi-square value 19818.640 hence theoretical model is supported.  

 

Other fit indices which were examined to assess overall model fit or goodness of fit 

are presented in Table 7.2. 

 

Table 7.2: Fit indices of the Structural Model for the Influence of Attitude 

towards Green Marketing Strategies on GPPB 

Fit Index 
CMIN/ 

DF 
GFI AGFI CFI TLI RMSEA 

Acceptable 

values 
< 5 

0 to1,close 

to 1 shows 

better fit  

0 to1,close  

to 1 shows 

better fit 

0 to1,close 

 to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit 
<0.08 

Model Fit 

Scores 
2.526 0.886 0.876 0.853 0.845 0.036 

Source: Primary Data 

 

GFI, AGFI, CFI, TLI are 0.886, 0.876, 0.853 and 0.845 respectively as against the 

recommended level of above 0.90. However, these values are close to 1, and as stated 

by Hair et al. (2015), complex models with a larger sample should be subject to less 

strict evaluation. Hence model fit indices are acceptable. Since the model has an 

acceptable level, it can be considered to test the hypotheses. 

 

7.3 TESTING THE STRUCTURAL RELATIONSHIPS AND HYPOTHESES 

The structural relationships are examined by using path analysis output provided by 

IBM SPSS-AMOS and is also used to test the hypotheses. The results from AMOS 

output are used to test the hypotheses based on the Standardized Regression Weights 

(β), Critical Ratio (C.R.) and Probability Value (p). Critical Ratio should be greater 

than or equal to 1.96 (≥ 1.96), and the Probability Value (p) at 1% and 5% level of 

significance should be p < 0.01, and p < 0.05 respectively.  

 

The results of path analysis output have been discussed as follows: 
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7.3.1 Determinants of attitude towards green products 

7.3.2 Determinants of attitude towards green branding 

7.3.3 Determinants of attitude towards green advertising 

7.3.4 Determinants of attitude towards eco-labelling 

7.3.5 Determinants of attitude towards green packaging 

7.3.6 The influence of attitude towards green marketing strategies on GPPI 

7.3.7 The relationship between GPPI and GPPB 

  

7.3.1 Determinants of Attitude towards Green Products 

Green perceived value, green perceived trust, green ad skepticism, eco-label 

credibility and perceived packaging harm are hypothesised as determinants of attitude 

towards green products. Path analysis output for the determinants of attitude towards 

green products is shown in Table 7.3. 

 

Table 7.3: Structural Model Regression Path Coefficients and its Significance 

for the Determinants of Attitude towards Green Products 

Path 
Coeffi

cients 

(β) 

Esti 

mate 
S.E. C.R. p 

Significant/ 

Not 

Significant 

GPV → ATGP -.041 -.035 .046 -0.772 .440 
Not 

Significant 

GPT → ATGP .059 .052 .031 1.701 .089 
Not 

Significant 

GADSK → ATGP .679 .671 .074 9.101 *** Significant 

ELC → ATGP .051 .041 .030 1.371 .170 
Not 

Significant 

PPKH → ATGP .275 .225 .047 4.739 *** Significant 

Note: *** represents 1% level of significance  

Source: Primary Data 

 

7.3.1.1 Analysis of the results - Determinants of Attitude towards Green Products 

 The analysis of data shows that green perceived value, (β = -.041, C.R. = - 0.772, p 

=.440) has an insignificant negative influence on attitude towards green products. 

Green perceived trust (β = .059, C.R. = 1.701, p =.089) and eco-label credibility (β = 

.051, C.R. = 1.371, p =.170) has insignificant positive influence on attitude towards 

green products, green ad skepticism (β = .679, C.R. = 9.101, p =.000), have a 

significant positive influence on attitude towards green products. Perceived packaging 
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harm (β = .275, C.R. = 4.739, p =.000) has significant positive influence on attitude 

towards green products.  Hence H22 is supported. However, H18, H19, H20 and H21 

are not supported. 

 

Green perceived value has an insignificant and negative influence on attitude towards 

green products, which means green products do not fulfil the expectations of the 

consumers. The analysis also indicates that green ad skepticism has a significant 

positive influence on attitude towards green product. 

 

Amos output also reveals that approximately, 53% of the variance in attitude towards 

green products (R
2
 = 0.531) is explained by green perceived value, green perceived 

trust, green ad skepticism, eco-label credibility and perceived packaging harm. 

 

7.3.1.2 Testing the structural relationships for the Determinants of Attitude 

towards Green Products 

Table 7.3 shows the Standardized Regression Weights (β), Critical Ratio (C.R.) and 

Probability Value (p) for the determinants of attitude towards green products based on 

which hypotheses are tested, and the results are given in Table 7.4. 

 

Table 7.4: Results of the hypotheses tests: Determinants of Attitude towards 

Green Products 

No.  Hypotheses „p‟ 

Value 

Supported/ 

Not supported 

H18 Green perceived value has a significant 

positive influence on attitude towards green 

products. 

.440 Not Supported 

H19 Green perceived trust has a significant positive 

influence on attitude towards green products. 
.089 Not Supported 

H20 Green ad skepticism has a significant negative 

influence on attitude towards green products. 
.000 Not Supported 

H21 Eco-label credibility has a significant positive 

influence on attitude towards green products. 
.170 Not Supported 

H22 Perceived packaging harm has a significant 

positive influence on attitude towards green 

products. 

.000 Supported 

Note: „p‟ values are at a 1% level of significance 
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7.3.2 Determinants of Attitude towards Green Branding 

Green perceived value, green perceived trust, green ad skepticism, eco-label 

credibility and perceived packaging harm are hypothesised as determinants of attitude 

towards green branding. Path analysis output used to test the hypotheses for the 

determinants of attitude towards green branding is shown in Table 7.5. 

 

Table 7.5: Structural Model Regression Path Coefficients and its Significance 

for the Determinants of Attitude towards Green Branding 

Path 
Coeffi

cients 

(β) 

Esti 

mate 
S.E. C.R. p 

Significant/ 

Not 

Significant 

GPV → ATGB .306 .299 .050 5.964 *** Significant 

GPT → ATGB .200 .200 .034 5.936 *** Significant 

GADSK → ATGB .007 .008 .037 0.224 .823 
Not 

Significant 

ELC → ATGB .535 .491 .044 11.031 *** Significant 

PPKH → ATGB .354 .327 .049 6.622 *** Significant 

Note: *** represents 1% level of significance  

Source: Primary Data 

 

7.3.2.1 Analysis of the results -Determinants of Attitude towards Green Branding 

The analysis shows that green perceived value, (β = .306, C.R. = 5.964, p =.000), 

green perceived trust (β = .200, C.R. 5.936, p =.000), eco-label credibility (β = .535, 

C.R. = 11.031, p =.000) and perceived packaging harm (β = .354, C.R. = 6.622, p 

=.000) has significant positive influence on attitude towards green branding.  The 

study also indicates that the influence of green ad skepticism (β = .007, C.R. = 0.224, 

p =.823) on attitude towards green branding is not significant. Hence H23, H24, H26 

and H27 are supported. However, H25 is not supported. 

 

The analysis also shows that approximately, 68% of the variance in attitude towards 

green branding (R
2
 = 0.675) is explained by green perceived value, green perceived 

trust, green ad skepticism, eco-label credibility, and perceived packaging harm. 
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7.3.2.2 Testing the structural relationships for the Determinants of Attitude 

towards Green Branding 

Table 7.5 shows the Standardized Regression Weights (β), Critical Ratio (C.R.) and 

Probability Value (p) for the determinants of attitude towards green branding based on 

which hypotheses are tested, and the results are given in Table 7.6. 

 

Table 7.6: Results of the hypotheses tests: Determinants of Attitude towards 

Green Branding 

No.  Hypotheses „p‟ 

Value 

Supported/ 

Not supported 

H23 Green perceived value has a significant 

positive influence on attitude towards green 

branding. 

.000 Supported 

H24 Green perceived trust has a significant positive 

influence on attitude towards green branding. 
.000 Supported 

H25 Green ad skepticism has a significant negative 

influence on attitude towards green branding. 
.823 Not Supported 

H26 Eco-label credibility has a significant positive 

influence on attitude towards green branding. 
.000 Supported 

H27 Perceived packaging harm has a significant 

positive influence on attitude towards green 

branding. 

.000 Supported 

Note: „p‟ values  are at a 1% level of significance 

 

7.3.3 Determinants of Attitude towards Green Advertising  

Green perceived value, green perceived trust, green ad skepticism, eco-label 

credibility and perceived packaging harm are hypothesised as determinants of attitude 

towards green advertising. Path analysis output used to test the hypotheses for the 

determinants of attitude towards green advertising is shown in Table 7.7. 
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Table 7.7: Structural Model Regression Path Coefficients and its Significance 

for the Determinants of Attitude towards Green Advertising 

Path 
Coeffi

cients 

(β) 

Esti 

mate 
S.E. C.R. p 

Significant/ 

Not 

Significant 

GPV → ATGAD .142 .137 .048 2.857 .004 Significant 

GPT → ATGAD .684 .675 .048 14.023 *** Significant 

GADSK → ATGAD -.004 -.005 .037 -0.123 .902 
Not 

Significant 

ELC → ATGAD .082 .074 .031 2.578 .010 Significant 

PPKH → ATGAD -.086 -.078 .045 -1.725 .085 
Not 

Significant 

Note: *** represents 1% level of significance  

Source: Primary Data 

 

7.3.3.1 Analysis of the results - Determinants of Attitude towards Green 

Advertising 

The analysis reveals that green perceived value (β = .142, C.R. = 2.857, p =.004), 

green perceived trust (β = .684, C.R. = 14.023, p =.000) and eco-label credibility (β = 

.082, C.R. = 2.578, p =.010) has significant positive influence on of attitude towards 

green advertising.  The study also reveals that the influence of green ad skepticism (β 

= -.004, C.R. = -0.123, p =.902) and perceive packaging harm (β = -.086, C.R. = -

1.725, p =.085)   on attitude towards green advertising is negative but not significant. 

Hence H28, H29 and H31 are supported. However H30 and H32 are not supported. 

 

The analysis indicates that green perceived trust has maximum influence on attitude 

towards green advertising. However, though eco-labels mostly form a part of 

advertising the influence of eco-label credibility on attitude towards green advertising 

is not very high. The analysis also indicates that the influence of green ad skepticism 

on attitude towards green advertising is negative but not significant.  

 

Amos output also reveals that approximately, 49% of the variance in attitude towards 

green advertising (R
2
 = 0.488) is explained by green perceived value, green perceived 

trust, green ad skepticism, eco-label credibility, and perceived packaging harm. 
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7.3.3.2 Testing the structural relationships for the Determinants of Attitude 

towards Green Advertising  

Table 7.7 shows the Standardized Regression Weights (β), Critical Ratio (C.R.) and 

Probability Value (p) for the determinants of attitude towards green advertising based 

on which hypotheses are tested, and the results are given in Table 7.8. 

 

Table 7.8: Results of the hypotheses tests: Determinants of  Attitude towards 

Green Advertising 

No.  Hypotheses „p‟ 

Value 

Supported/ 

Not supported 

H28 Green perceived value has a significant 

positive influence on attitude towards green 

advertising. 

.004 Supported 

H29 Green perceived trust has a significant positive 

influence on attitude towards green 

advertising. 

.000 Supported 

H30 Green ad skepticism has a significant negative 

influence on attitude towards green 

advertising. 

.902 Not Supported 

H31 Eco-label credibility has a significant positive 

influence on attitude towards green 

advertising. 

.010 Supported 

H32 Perceived packaging harm has a significant 

positive influence on attitude towards green 

advertising. 

.085 Not Supported 

Note: „p‟ values  are at a 1% level of significance 

 

7.3.4 Determinants of Attitude towards Eco-labelling  

Green perceived value, green perceived trust, green ad skepticism, eco-label 

credibility and perceived packaging harm are hypothesised as determinants of attitude 

towards eco-labelling. Path analysis output used to test the hypotheses for the 

determinants of attitude towards eco-labelling is shown in Table 7.9. 
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Table 7.9: Structural Model Regression Path Coefficients and its Significance 

for the Determinants of Attitude towards Eco-labelling 

Path 
Coeffi

cients 

(β) 

Esti 

mate 
S.E. C.R. p 

Significant/ 

Not 

Significant 

GPV → ATEL .094 .089 .050 1.793 .073 
Not 

Significant 

GPT → ATEL .830 .803 .057 14.021 *** Significant 

GADSK → ATEL -.057 -.062 .040 -1.561 .118 
Not 

Significant 

ELC → ATEL .214 .189 .035 5.440 *** Significant 

PPKH → ATEL -.091 -.081 .047 -1.711 .087 
Not 

Significant 

Note: *** represents 1% level of significance  

Source: Primary Data 

 

7.3.4.1 Analysis of the results - Determinants of Attitude towards Eco-labelling 

Table 7.9 indicates that green perceived trust (β = .830, C.R. = 14.021, p =.000) and 

eco-label credibility (β = .214, C.R. = 5.440, p =.000) has significant positive 

influence on attitude towards eco-labelling.  The analysis also indicate that the 

influence of green ad skepticism (β = -.057, C.R. = - 1.561, p =.118) and perceived 

packaging harm (β = -.091, C.R. = - 1.711, p =.087) on attitude towards eco-labelling 

 is negative but not significant. The influence of green perceived value (β = .094, C.R. 

= 1.793, p =.073) is positive but not significant Hence H34 and H36 are supported. 

However H33, H35 and H37 are not supported. 

 

The results also exhibit that approximately, 74% of the variance in attitude towards 

eco-labelling (R
2
 = 0.746) is explained by green perceived value, green perceived 

trust, green ad skepticism, eco-label credibility,  and perceived packaging harm. 

 

7.3.4.2 Testing the structural relationships for the Determinants of Attitude 

towards Eco-labelling 

Table 7.9 shows the Standardized Regression Weights (β), Critical Ratio (C.R.) and 

Probability Value (p) for the determinants of attitude towards eco-labelling based on 

which hypotheses are tested, and the results are given in Table 7.10. 
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Table 7.10: Results of the hypotheses tests: Determinants of Attitude towards 

Eco-labelling 

No.  Hypotheses „p‟ 

Value 

Supported/ 

Not supported 

H33 Green perceived value has a significant 

positive influence on attitude towards eco-

labelling. 

.073 Not Supported 

H34 Green perceived trust has a significant positive 

influence on attitude towards eco-labelling. 
.000 Supported 

H35 Green ad skepticism has a significant negative 

influence on attitude towards eco-labelling. 
.118 Not Supported 

H36 Eco-label credibility has a significant positive 

influence on attitude towards eco-labelling. 
.000 Supported 

H37 Perceived packaging harm has a significant 

positive influence on attitude towards eco-

labelling. 

.087 Not Supported 

Note: „p‟ values  are at a 1% level of significance 

 

7.3.5 Determinants of Attitude towards Green Packaging 

Green perceived value, green perceived trust, green ad skepticism, eco-label 

credibility and perceived packaging harm are hypothesised as determinants of attitude 

towards green packaging. Path analysis output used to test the hypotheses for the 

determinants of attitude towards green packaging is shown in Table 7.11. 

 

Table 7.11: Structural Model Regression Path Coefficients and its Significance 

for the Determinants of Attitude towards Green Packaging 

Path 
Coeffi

cients 

(β) 

Esti 

mate 
S.E. C.R. P 

Significant/ 

Not 

Significant 

GPV → ATGPK .181 .154 .043 3.615 *** Significant 

GPT → ATGPK .769 .672 .050 13.523 *** Significant 

GADSK → ATGPK -.009 -.009 .033 -.226 .790 
Not 

Significant 

ELC → ATGPK .160 .128 .028 4.495 *** Significant 

PPKH → ATGPK  -.145 -.117 .040 -2.895 .004 Significant 

Note: *** represents 1% level of significance  

Source: Primary Data 
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7.3.5.1 Analysis of the results - Determinants of Attitude towards Green 

Packaging 

Table 7.11 indicates that green perceived value (β = .181, C.R. = 3.615, p =.000),   

green perceived trust (β = .769, C.R. = 13.523, p =.000), eco-label credibility (β = 

.160, C.R. = 4.495, p =.000) has significant positive influence on attitude towards 

green packaging. However the influence green ad skepticism (β = -.009, C.R. = - 

0.266, p =.790) is negative but not significant whereas the influence of perceived 

packaging harm (β = -.145, C.R. = - 2.895, p =.004) on attitude towards green 

packaging is negative and significant. Hence H38, H39 and H41 are supported but 

H40 and H42 are not supported. 

 

The results show that approximately, 64% of the variance in attitude towards green 

packaging (R
2
 = 0.640) is explained by green perceived value, green perceived trust, 

green ad skepticism, eco-label credibility,  and perceived packaging harm. 

 

7.3.5.2 Testing the structural relationships for the Determinants of Attitude 

towards Green Packaging 

Table 7.11 shows the Standardized Regression Weights (β), Critical Ratio (C.R.) and 

Probability Value (p) for the determinants of attitude towards green packaging based 

on which hypotheses are tested, and the results are given in Table 7.12. 

 

Table 7.12: Results of the hypotheses tests: Determinants of  Attitude towards 

Green Packaging 

No.  Hypotheses „p‟ 

Value 

Supported/ 

Not supported 

H38 Green perceived value has a significant positive 

influence on attitude towards green packaging. 
.000 Supported 

H39 Green perceived trust has a significant positive 

influence on attitude towards green packaging. 
.000 Supported 

H40 Green ad skepticism has a significant negative 

influence on attitude towards green packaging. 
.790 Not Supported 

H41 Eco-label credibility has a significant positive 

influence on attitude towards green packaging. 
.000 Supported 

H42 Perceived packaging harm has a significant 

positive influence on attitude towards green 

packaging. 

.004 Not Supported 
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7.3.6 The Influence of Attitude towards Green Marketing Strategies on GPPI 

 Attitude towards green marketing strategies includes attitude towards green products, 

attitude towards green branding, attitude towards green advertising, attitude towards 

eco-labelling and attitude towards green packaging. Path analysis output used to test 

the hypotheses for the influence of attitude towards green marketing strategies on 

GPPI is shown in Table 7.13. 

 

Table 7.13: Structural Model Regression Path Coefficients and its Significance 

for the Influence of Attitude towards Green Marketing Strategies  on GPPI 

Path 
Coeffi

cients 

(β) 

Esti 

mate 
S.E. C.R. p 

Significant/ 

Not 

Significant 

ATGP → GPPI .157 .196 .049 4.025 *** Significant 

ATGB → GPPI .415 .456 .049 9.294 *** Significant 

ATGAD → GPPI .059 .066 .057 1.150 .250 
Not 

Significant 

ATEL → GPPI -.001 -.001 .081 -0.008 .993 
Not 

Significant 

ATGPK → GPPI -.044 -.055 .081 -0.679 .497 
Not 

Significant 

Note: *** represents 1% level of significance  

Source: Primary Data 

 

7.3.6.1 Analysis of the results - Influence of Attitude towards Green Marketing 

Strategies on GPPI 

 Table 7.13 shows significant positive influence of attitude towards green products (β 

= .157, C.R. = 4.025, p =.000)   and attitude towards green branding (β = .415, C.R. = 

9.294, p =.000) on GPPI.  The table also shows that attitude towards green advertising 

(β = .059, C.R. = 1.150, p =.250) has a positive but insignificant influence on GPPI. 

Whereas the influence of attitude towards eco-labelling (β = -.001, C.R. = - 0.008, p 

=.993) and attitude towards green packaging (β = -.044, C.R. = -0.679, p =.497) on 

GPPI is negative and insignificant. Thus H43a and H43b are supported. However, 

H43c, H43d and H43e are not supported. 

 

The results indicate that the purchase intention is determined only by the attitude 

towards green products and attitude towards green branding. The results also indicate 
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that the influence of attitude towards green branding is much higher than the attitude 

towards green products. It is also evident from the results that attitude towards green 

advertising does not determine consumers‟ purchase intention. The influence of 

attitude towards eco-labelling is negative and insignificant; this may be because many 

a time companies use self-declared eco-labels, which are not very reliable. Also, the 

consumer confusion and inability to understand the information given in the eco-label 

can lead to a negative influence on intention. Though consumers are concerned about 

the packaging harm, the influence of attitude towards green packaging on GPPI is 

negative but insignificant.  

 

Amos output also reveals that approximately, 22% of the variance in GPPI (R
2
 = 

0.223) is explained by the attitude towards green marketing strategies i. e. attitude 

towards green products, attitude towards green branding, attitude towards green 

advertising, attitude towards eco-labelling and attitude towards green packaging. The 

overall variance explained by green marketing strategies on GPPI is very low. 

 

7.3.6.2 Testing the structural relationships for the Influence of Attitude towards 

Green Marketing Strategies on GPPI 

Table 7.13 shows the Standardized Regression Weights (β), Critical Ratio (C.R.) and 

Probability Value (p) for the influence of attitude towards green marketing strategies 

on GPPI based on which hypotheses are tested, and the results are given in Table 

7.14. 

 

Table 7.14: Results of the hypotheses tests: Influence of Attitude towards Green 

Marketing Strategies on GPPI 

No. Hypotheses „p‟ 

Value 

Supported/ 

Not supported 

H43a Attitude towards green products has a 

significant positive influence on GPPI. 
.000 Supported 

H43b Attitude towards green branding has a 

significant positive influence on GPPI. 
.000 Supported 

H43c Attitude towards green advertising has a 

significant positive influence on GPPI. 
.250 Not Supported 
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H43d Attitude towards eco-labelling has a 

significant positive influence on GPPI. 
.993 Not Supported 

H43e Attitude towards green packaging has a 

significant positive influence on GPPI. 
.497 Not Supported 

Note: „p‟ values are at a 1% level of significance 

 

 

7.3.7 The Relationship between GPPI and GPPB 

Path analysis output used to test the hypotheses for the relationship between GPPI and 

GPPB is shown in Table 7.15. 

 

Table 7.15: Structural Model  Regression Path Coefficients and its Significance 

for the Relationship between  GPPI and GPPB 

Path 
Coeffi

cients 

(β) 

Esti 

mate 
S.E. C.R. P Significant/ 

Not Significant 

GPPI → GPPB1 .233 .287 .048 5.991 *** Significant 

GPPI → GPPB2 .270 .391 .059 6.683 *** Significant 

Note: *** represents 1% level of significance  

Source: Primary Data 

 

7.3.7.1 Analysis of the results - Relationship between GPPI and GPPB 

The analysis shows that there is a significant positive relationship between GPPI and 

GPPB. GPPB is classified into the purchase of Green Fast Moving Consumer Goods 

(GPPB1) and Green Electrical Household Appliances (GPPB2). For GPPB1 (β =.233, 

C.R. = 5.991, p =.000) and GPPB2 (β =.270, C.R. = 6.683, p =.000) and therefore the 

relationship between GPPI and both types of GPPB is positive and significant. Hence 

H44a and H44b are supported.  

 

The total variance explained by GPPI on GPPB1 is 5% (R
2
 = 0.054) and on GPPB2 is 

7% (R
2
 = 0.073). The results show that the total variance explained by GPPI on GPPB 

is rather low. This indicates that GPPI does not get translated effectively into actual 

purchase behaviour.  
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7.3.7.2 Testing the structural Relationship between GPPI and GPPB 

Table 7.15 shows the Standardized Regression Weights (β), Critical Ratio (C.R.) and 

Probability Value (p) for the relationship between GPPI and GPPB based on which 

hypotheses are tested, and the results are given in Table 7.16. 

 

Table 7.16: Results of the hypotheses tests: Relationship between GPPI and 

GPPB 

No. Hypotheses „p‟ 

Value 

Supported/ 

Not supported 

H44a There is a significant positive relationship 

between GPPI and purchase of Green Fast 

Moving Consumer Goods (GPPB1). 

.000 Supported 

H44b There is a significant positive relationship 

between GPPI and purchase of Green Electrical 

Household Appliances (GPPB2). 

.000 Supported 

Note: „p‟ values  are at a 1% level of significance 

 

 

7.4 MODERATING EFFECT IN THE GREEN MARKETING STRATEGIES 

ATTITUDE-INTENTION-BEHAVIOUR MODEL 

The study has examined the moderating effect of perceived consumer barriers and 

demographics on the structural relationships in the Green Marketing Strategies 

Attitude-Intention-Behaviour Model. That is, the study has examined the moderating 

effect of perceived consumer barriers and demographics on the relationships between 

attitude towards green marketing strategies and GPPI. The study also examined the 

moderating effect of perceived consumer barriers and demographics on the 

relationship between GPPI and GPPB. Chi-square test of the significance of the 

difference was used to determine whether the concerned variable was a moderator. 

 

7.4.1 Green Marketing Strategies Attitude-Intention-Behaviour Model 

Green Marketing Strategies Attitude-Intention-Behaviour Model, which is a part of 

the overall model for green marketing strategies influencing GPPB, was evaluated 

separately in order to understand the relationships in the model and also to know the 

model fit statistics before the moderation effects and with the moderation effects. The 
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structural model for Green Marketing Strategies Attitude-Intention-Behaviour Model 

is shown in Figure 7.2. 

 

Figure 7.2 Structural Model for Green Marketing Strategies Attitude-Intention-

Behaviour  

 

The regression path coefficients and its significance for the Green Marketing 

Strategies Attitude-Intention-Behaviour Model are given in Table 7.17.    

 

Table 7.17: Structural Model Regression Path Coefficients and its Significance 

Path 
Coeffi 

cients 

(β) 

Esti 

mate 
S.E. C.R. p 

Significant/

Not 

Significant 

ATGP → GPPI .246 .211 .035 6.023 *** Significant 

ATGB → GPPI .375 .319 .036 8.744 *** Significant 

ATGAD → GPPI .061 .056 .032 1.733 .083 
Not 

Significant 

ATEL → GPPI .030 .027 .034 .796 .426 
Not 

Significant 

ATGPK → GPPI .016 .015 .034 .453 .651 
Not 

Significant 

GPPI → GPPB1 .233 .336 .057 5.875 *** Significant 

GPPI → GPPB2 .271 .460 .070 6.552 *** Significant 

Note: *** represents 1% level of significance  
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Analysis indicated that the influence of attitude towards green products and attitude 

towards green branding on GPPI is positive and significant. However, the influence of 

attitude towards green advertising, attitude towards eco-labelling, and attitude towards 

green packaging on GPPI are not significant. The analysis also shows that there is a 

significant positive relationship between GPPI and GPPB.  

 

The results of the moderation effects on the relationships in the Green Marketing 

Strategies Attitude-Intention-Behaviour Model are discussed as follows: 

7.4.2 Moderating effect of perceived consumer barriers 

7.4.3 Moderating effect of demographic variables i. e. gender, age, income and 

education 

 

7.4.2 Moderating effect of Perceived Consumer Barriers 

The moderating effect was evaluated under the conditions of different levels of 

perceived consumer barriers.  For this purpose, two groups based on perceived 

consumer barriers were formed, i.e. Low barriers and high barriers. The sub groups 

were formed by performing a median split on the imputed values obtained from Amos 

output of perceived consumer barriers (Median = 2.6785, Standard Deviation = 

0.51745). Sub-samples of subjects with low barriers (Low barriers sample size = 519) 

and high barriers (High barriers sample size = 631) respectively. The result of the 

Chi-square test of the significance of the difference is shown in Table 7.18. 

 

Table 7.18: Result of the Chi-square test of the significance of the difference - 

Perceived Consumer Barriers 

Model Chi-square df p 
Significant/ 

Not Significant 

Unconstrained 3415.748 1314 
  

Fully constrained 3478.211 1351 
  

Difference 62.463 37 0.006 Significant 

Source: Primary Data 

 

Table 7.18 indicates that the perceived consumer barriers have a moderating effect on 

the  relationships  in  the  Green  Marketing  Strategies    Attitude-Intention-Behaviour 
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Model because „p‟ value is less than 0.05. Thus H45 is supported. Since perceived 

consumer barriers have a moderating effect on the relationships in the Green 

Marketing Strategies Attitude-Intention-Behaviour Model, sub-groups analysis was 

performed to determine the paths across which the groups varied. The results of the 

sub-groups analysis are presented in Table 7.19.  

 

Table 7.19: Path analysis for the sub-groups and Z-score – Perceived Consumer 

Barriers 

Path 
Low Barriers High Barriers 

Z-score Coeffic 

ients(β) 

Esti 

mate 
p 

Coeffci

ents (β) 

Esti 

mate 
p 

ATGP → GPPI .198 .188 .000 .266 .280 .000 1.007 

ATGB → GPPI .508 .449 .000 .186 .148 .000 - 4.021*** 

ATGAD → GPPI .061 .057 .221 .043 .035 .387 - 0.353 

ATEL → GPPI .056 .048 .297 -.042 -.035 .455 -1.266 

ATGPK → GPPI -.011 -.011 .833 .040 .034 .441 0.670 

GPPI → GPPB1 .234 .304 .000 .187 .312 .000 0.072 

GPPI → GPPB2 .243 .377 .000 .255 .516 .000 0.935  

Notes: *** p-value < 0.01; ** p-value < 0.05; * p-value < 0.10 

 Source: Primary Data 

 

The analysis of Table 7.19 indicates that perceived consumer barriers moderates the 

relationship between attitude towards green branding and GPPI since Z-score is 

greater than 1.96. Hence H45b is supported. There is no moderating effect of 

perceived consumer barriers on the relationship between attitude towards green 

products, attitude towards green advertising, attitude towards eco-labelling, attitude 

towards green packaging and GPPI. Table 7.19 also indicates that perceived consumer 

barriers do not moderate the relationship between GPPI and GPPB. Therefore H45a, 

H45c, H45d, H45e, H45f and H45g are not supported. 

 

The analysis of this result means attitude towards green branding will have a strong 

influence on intention to buy green products for those consumers who perceive 

barriers to be low as against the consumers who perceive barriers to be high.  
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The fit indices which were examined to assess overall model fit or goodness of fit 

before moderation and after moderation of the structural model for Green Marketing 

Strategies Attitude-Intention-Behaviour Model are presented in Table 7.20. 

 

 

Table 7.20: Fit indices of the structural model for Green Marketing Strategies 

Attitude-Intention-Behaviour Model – Perceived Consumer Barriers 

Fit Index 
CMIN/ 

DF 
GFI AGFI CFI TLI RMSEA 

Acceptable 

values < 5 

0 to1,close 

to 1 shows 

better fit  

0 to1,close  

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit 

<0.08 

Base Model 3.786 0.890 0.876 0.829 0.817 0.049 

Unconstrained 

Model 
2.600 0.860 0.842 0.798 0.784 0.037 

Constrained 

Model 
2.575 0.857 0.843 0.796 0.788 0.037 

Source: Primary Data 

 

The overall model fit indices are within the recommended range. Thus the model has 

an acceptable level to test the hypotheses. 

 

7.4.2.1 Testing of hypotheses for the moderating effect of Perceived Consumer 

Barriers 

Table 7.19 shows the Standardized Regression Weights (β), Probability Value (p) and 

Z-score based on which hypotheses are tested, and the results are given in Table 7.21. 

 

 

Table 7.21: Results of the hypotheses tests for the moderating effect of 

Perceived Consumer Barriers 

No.  Hypotheses Z-score Supported/ 

Not supported 

H45a Perceived consumer barriers moderates the 

relationship between attitude towards green 

products and GPPI. 

1.007 Not Supported 
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H45b Perceived consumer barriers moderates the 

relationship between attitude towards green 

branding and GPPI. 

- 4.021*** Supported 

H45c Perceived consumer barriers moderates the 

relationship between attitude towards green 

advertising and GPPI. 

- 0.353 Not Supported 

H45d Perceived consumer barriers moderates the 

relationship between attitude towards eco-

labelling and GPPI. 

-1.266 Not Supported 

H45e Perceived consumer barriers moderates the 

relationship between attitude towards green 

packaging and GPPI. 

0.670 Not Supported 

H45f Perceived consumer barriers moderates the 

relationship between GPPI and purchase of 

Green Fast Moving Consumer Goods 

(GPPB1). 

0.072 Not Supported 

H45g Perceived consumer barriers moderates the 

relationship between GPPI and purchase of 

Green Electrical Household Appliances 

(GPPB2). 

0.935 Not Supported 

Note: * **represents 1% level of significance 

 

7.4.3 Moderating effect of Demographic Variables 

The study examined the moderating effect of demographic variables i.e. gender, age, 

income and education on the relationships in the Green Marketing Strategies Attitude-

Intention-Behaviour Model  

 

7.4.3.1 Moderating effect of Gender 

The moderating effect was examined for male and female. Sub-samples of subjects 

for male (male sample size = 489) and female (female sample size = 661) 

respectively. The result of the Chi-square test of the significance of the difference is 

shown in Table 7.22. 
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Table 7.22: Result of the Chi-square test of the significance of the difference - 

Gender 

Model Chi-square df p 
Significant/ 

Not Significant 

Unconstrained 3434.557 1314 
  

Fully constrained 3488.285 1351 
  

Difference 53.728 37 0.037 Significant 

Source: Primary Data 

 

Table 7.22 indicates that gender has a moderating effect on the relationships in the 

Green Marketing Strategies Attitude-Intention-Behaviour Model because „p‟ value is 

less than 0.05. Thus H46 is supported. Since gender has a moderating effect on the 

relationships in the Green Marketing Strategies Attitude-Intention-Behaviour Model, 

sub-groups analysis was performed to determine the paths across which the groups 

varied. The results of the sub-groups analysis are presented in Table 7.23.  

 

Table 7.23: Path analysis for the sub-groups and Z-score - Gender 

Path 
Male Female 

Z-score Coeffic 

ients(β) 

Esti 

mate 
p 

Coeffci

ents (β) 

Esti 

mate 
p 

ATGP → GPPI .289 .287 .000 .208 .155 .000 -1.808* 

ATGB → GPPI .398 .388 .000 .355 .262 .000 -1.679* 

ATGAD → GPPI .033 .093 .121 .033 .025 .475 -0.974 

ATEL → GPPI -.041 -.032 .443 .090 .086 .085 1.810* 

ATGPK → GPPI .049 .050 .349 -.007 -.006 .880 - 0.827 

GPPI → GPPB1 .256 .348 .000 .213 . 327 .000 - 0.178 

GPPI → GPPB2 .305 .440 .000 .245  .485 .000 0.314 

Notes: *** p-value < 0.01; ** p-value < 0.05; * p-value < 0.10 

 Source: Primary Data 

 

The analysis of Table 7.23 indicates that gender moderates the relationship between 

attitude towards green products, attitude towards green branding, attitude towards 

eco-labelling and GPPI. Hence H46a, H46b and H46d are supported. The hypotheses 

are supported at a 10% level of significance. There is no moderating effect of gender 
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on the relationship between attitude towards green advertising, attitude towards green 

packaging and GPPI. Table 7.23 also reveals that gender does not moderate the 

relationship between GPPI and GPPB. Thus H46c, H46e, H46f and H46g are not 

supported.  

 

The results indicate that the influence of attitude towards green products and attitude 

towards green branding on GPPI is more for male compared to female. However, the 

influence of attitude towards eco-labelling on GPPI is insignificant, but it is negative 

for male and positive for female.  

 

The fit indices which were examined to assess overall model fit or goodness of fit 

before moderation and after moderation of the structural model for Green Marketing 

Strategies Attitude-Intention-Behaviour Model are presented in Table 7.24 

 

Table 7.24: Fit indices of the structural model for Green Marketing Strategies 

Attitude-Intention-Behaviour Model – Gender 

Fit Index 
CMIN

/ DF 
GFI AGFI CFI TLI RMSEA 

Acceptable 

values < 5 

0 to1,close 

to 1 shows 

better fit  

0 to1,close  

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit 

0 to1,close 

to 1 shows 

better fit <0.08 

Base Model 3.786 0.890 0.876 0.829 0.817 0.049 

Unconstrained 

Model 
2.614 0.859 0.841 0.807 0.794 0.037 

Constrained 

Model 
2.582 0.856 0.842 0.806 0.798 0.037 

Source: Primary Data 

 

The overall model fit indices are within the recommended range. Thus the model has 

an acceptable level to test the hypotheses. 

 

7.4.3.1.1 Testing of hypotheses for the moderating effect of Gender 

Table 7.23 shows the Standardized Regression Weights (β), Probability Value (p) and 

Z-score based on which hypotheses are tested, and the results are given in Table 7.25. 
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Table 7.25: Results of the hypotheses tests for the moderating effect of Gender 

No.  Hypotheses Z-score Supported/ 

Not supported 

H46a Gender moderates the relationship between 

attitude towards green products and GPPI. 
-1.808* Supported 

H46b Gender moderates the relationship between 

attitude towards green branding and GPPI. 
-1.679* Supported 

H46c Gender moderates the relationship between 

attitude towards green advertising and GPPI. 
-0.974 Not Supported 

H46d Gender moderates the relationship between 

attitude towards eco-labelling and GPPI. 
1.810* Supported 

H46e Gender moderates the relationship between 

attitude towards green packaging and GPPI. 
- 0.827 Not Supported 

H46f Gender moderates the relationship between 

GPPI and purchase of Green Fast Moving 

Consumer Goods (GPPB1). 

- 0.178 Not Supported 

H46g Gender moderates the relationship between 

GPPI and purchase of Green Electrical 

Household Appliances (GPPB2). 

0.314 Not Supported 

Note: * represents a 10% level of significance 

 

 

7.4.3.2 Moderating effect of Age 

The moderating effect of age was examined.  For this purpose, two groups based on 

age were formed, i.e. young and old. The sub groups were formed by performing a 

median split (Median = 40, Standard Deviation = 12.371). Sub-samples of subjects 

young (young sample size = 596) and old (old sample size = 554) respectively. The 

result of the Chi-square test of the significance of the difference is shown in Table 

7.26. 
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Table 7.26: Result of the Chi-square test of the significance of the difference - 

Age 

Model Chi-square df p 
Significant/ 

Not Significant 

Unconstrained 3308.517 1314 
  

Fully constrained 3380.489 1351 
  

Difference 71.972 37 0.001 Significant 

Source: Primary Data 

 

Table 7.26 indicates that age moderates the relationships in the Green Marketing 

Strategies Attitude-Intention-Behaviour Model because „p‟ value is less than 0.05. 

Thus H47 is supported. Since age has a moderating effect on the relationships in the 

Green Marketing Strategies Attitude-Intention-Behaviour Model, sub-groups analysis 

was performed to determine the paths across which the groups varied. The results of 

the sub-groups analysis are presented in Table 7.27.  

 

Table 7.27: Path analysis for the sub-groups and Z-score - Age 

Path 
Young Old 

Z-score Coeffic 

ients(β) 

Esti 

mate 
p 

Coeffci

ents (β) 

Esti 

mate 
p 

ATGP → GPPI .271 .316 .000 .248 .190 .000 -1.408 

ATGB → GPPI .307 .254 .000 .434 .382 .000 1.760* 

ATGAD → GPPI -.004 -.003 .941 .033 .117 .021 1.950* 

ATEL → GPPI .075 .064 .168 .090 -.028 .605 -1.316 

ATGPK → GPPI .060 .057 .241 -.007 -.015 .766 -1.043 

GPPI → GPPB1 .314 .430 .000 .213 .169 .002 -1.616 

GPPI → GPPB2 .364 .592 .000 .245 .199 .000 -1.785* 

Notes: *** p-value < 0.01; ** p-value < 0.05; * p-value < 0.10 

 Source: Primary Data  

 

Table 7.27 reveals that age has a moderating effect on the relationship between 

attitude towards green branding, attitude towards green advertising and GPPI. Hence 

H47b and H47c are supported. The results also reveal that age moderates the 
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relationship between GPPI and GPPB2 i. e. purchase of green electrical household 

appliances. Hence H47g is supported. The hypotheses are supported at a 10% level of 

significance. There is no moderating effect of age on the relationship between attitude 

towards green products, attitude towards eco-labelling, attitude towards green 

packaging and GPPI. The results also indicate that age does not moderate the 

relationship between GPPI and GPPB1. Thus H47a, H47d, H47e, and H47f are not 

supported.  

 

The results show the influence of attitude towards green branding on GPPI is more 

prominent for the old group as compared to the young group, thereby indicating old 

group believe in green branding strategy. The results also show the attitude towards 

green advertising has an insignificant influence on GPPI for the young group, but it 

significant for the old group. When it comes to translation of intention into the 

purchase of green electrical household appliances, the influence is stronger for the 

young group compared to the old group. 

 

The fit indices which were examined to assess overall model fit or goodness of fit 

before moderation and after moderation of the structural model for Green Marketing 

Strategies Attitude-Intention-Behaviour Model are presented in Table 7.28. 

 

Table 7.28: Fit indices of the structural model for Green Marketing Strategies 

Attitude-Intention-Behaviour Model - Age 

Fit Index 
CMIN/ 

DF 
GFI AGFI CFI TLI RMSEA 

Acceptable 

values < 5 
0 to1,close 

to 1 shows 

better fit  

0 to1,close  

to 1shows 

better fit 

0 to1,close 

to 1 shows 

better fit 

0 to1,close 

to 1shows 

better fit 
<0.08 

Base Model 3.786 0.890 0.876 0.829 0.817 0.049 

Unconstrained 

Model 
2.518 0.863 0.845 0.816 0.803 0.036 

Constrained 

Model 
2.502 0.860 0.847 0.812 0.805 0.036 

Source: Primary Data 

 

The overall model fit indices are within the recommended range. Thus the model has 

an acceptable level to test the hypotheses. 
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7.4.3.2.1 Testing of hypotheses for the moderating effect of Age 

Table 7.27 shows the Standardized Regression Weights (β), Probability Value (p) and 

Z-score based on which hypotheses are tested, and the results are given in Table 7.29. 

 

Table 7.29: Results of the hypotheses tests for the moderating effect of Age 

No.  Hypotheses Z-score Supported/ 

Not supported 

H47a Age moderates the relationship between 

attitude towards green products and GPPI. 
-1.408 Not Supported 

H47b Age moderates the relationship between 

attitude towards green branding and GPPI. 
1.760* Supported 

H47c Age moderates the relationship between 

attitude towards green advertising and GPPI. 
1.950* Supported 

H47d Age moderates the relationship between 

attitude towards eco-labelling and GPPI. 
-1.316 Not Supported 

H47e Age moderates the relationship between 

attitude towards green packaging and GPPI. 
-1.043 Not Supported 

H47f Age moderates the relationship between 

GPPI and purchase of Green Fast Moving 

Consumer Goods (GPPB1). 

-1.616 Not Supported 

H47g Age moderates the relationship between 

GPPI and purchase of Green Electrical 

Household Appliances (GPPB2). 

-1.785*  Supported 

Note: * represents a 10% level of significance 

 

7.4.3.3 Moderating effect of Income 

The moderating effect of income was examined.  For this purpose, two groups based 

on income were formed, i.e. low income and high income. The sub groups were 

formed by performing a median split (Median = 60000, Standard Deviation = 

130809). Sub-samples of subjects low income (low income sample size = 630) and 

high income (high income sample size = 520) respectively. The result of the Chi-

square test of the significance of the difference is shown in Table 7.30. 
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Table 7.30: Result of the Chi-square test of the significance of the difference - 

Income 

Model Chi-square df p 
Significant/ 

Not Significant 

Unconstrained 3439.399 1314 
  

Fully constrained 3513.599 1351 
  

Difference 74.2 37 0.000 Significant 

Source: Primary Data 

 

Table 7.30 shows that income moderates the relationships in the Green Marketing 

Strategies Attitude-Intention-Behaviour Model since „p‟ value is less than 0.05. This 

supports H48. Since income has a moderating effect on the relationships in the Green 

Marketing Strategies Attitude-Intention-Behaviour Model, sub-groups analysis was 

performed to determine the paths across which the groups varied. The results of the 

sub-groups analysis are presented in Table 7.31.  

 

Table 7.31: Path analysis for the sub-groups and Z-score - Income 

Path 
Low Income High Income 

Z-score Coeffic 

ients(β) 

Esti 

mate 
p 

Coeffci 

ents (β) 

Esti 

mate 
p 

ATGP → GPPI .418 .431 .000 .090 .061 .101 - 4.793*** 

ATGB → GPPI .353 .333 .000 .350 .255 .000 -1.109 

ATGAD → GPPI .082 .082 .078 .083 .068 .115 - 0.217 

ATEL → GPPI .084 .087 .106 -.061 -.043 .274 -1.950* 

ATGPK → GPPI -.056 -.057 .242 .100 .083 .067 2.105** 

GPPI → GPPB1 .289 .339 .000 .162  .300 .004 - 0.318 

GPPI → GPPB2 .289 .428 .000 .241 .499 .000 0.469 

Notes: *** p-value < 0.01; ** p-value < 0.05; * p-value < 0.10 
 Source: Primary Data  

 

Table 7.31 shows the moderating effect of income on the relationship between 

attitude towards green products, attitude towards eco-labelling, attitude towards green 

packaging and GPPI. Hence H48a, H48d, H48e are supported at 1%, 10% and 5% 
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level of significance respectively. There is no moderating effect of income on the 

relationship between attitude towards green branding, attitude towards green 

advertising and GPPI.  The results also indicate that age does not moderate the 

relationship between GPPI and GPPB1 and GPPB2. Thus H48b, H48c, H48f, and 

H48g are not supported.  

 

The results show that the influence of attitude towards green products on GPPI is 

significant for low income group; however, it is insignificant for the high income 

group. The influence of attitude towards eco-labelling is insignificant for both low 

income group and high income group, but it is positive for low income group and 

negative for high income group. Similarly, the influence of attitude towards green 

packaging is insignificant for both the groups but it negative for low income group 

and positive for high income group. 

 

The fit indices which were examined to assess overall model fit or goodness of fit 

before moderation and after moderation of the structural model for Green Marketing 

Strategies Attitude-Intention-Behaviour Model are presented in Table 7.32. 

 

 

Table 7.32: Fit indices of the structural model for Green Marketing Strategies 

Attitude-Intention-Behaviour Model - Income 

Fit Index 
CMIN/ 

DF 
GFI AGFI CFI TLI RMSEA 

Acceptable 

values < 5 
0 to1,close 

to 1 shows 

better fit  

0 to1,close  

to 1shows 

better fit 

0 to1,close 

to 1 shows 

better fit 

0 to1,close 

to 1shows 

better fit 
<0.08 

Base Model 3.786 0.890 0.876 0.829 0.817 0.049 

Unconstrained 

Model 
2.618 0.858 0.839 0.807 0.794 0.038 

Constrained 

Model 
2.601 0.854 0.840 0.804 0.796 0.037 

Source: Primary Data 

 

 

The overall model fit indices are within the recommended range. Thus, the model has 

an acceptable level to test the hypotheses 
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7.4.3.3.1 Testing of hypotheses for the moderating effect of Income 

Table 7.31 shows the Standardized Regression Weights (β), Probability Value (p) and 

Z-score based on which hypotheses are tested, and the results are given in Table 7.33. 

 

Table 7.33: Results of the hypotheses tests for the moderating effect of Income 

No.  Hypotheses Z-score Supported/ 

Not supported 

H48a Income moderates the relationship between 

attitude towards green products and GPPI. 
- 4.793***     Supported 

H48b Income moderates the relationship between 

attitude towards green branding and GPPI. 
-1.109 Not Supported 

H48c Income moderates the relationship between 

attitude towards green advertising and 

GPPI. 

- 0.217 Not Supported 

H48d Income moderates the relationship between 

attitude towards eco-labelling and GPPI. 
-1.950* Supported 

H48e Income moderates the relationship between 

attitude towards green packaging and 

GPPI. 

2.105** Supported 

H48f Income moderates the relationship between 

GPPI and purchase of Green Fast Moving 

Consumer Goods (GPPB1). 

- 0.318 Not Supported 

H48g Income moderates the relationship between 

GPPI and purchase of Green Electrical 

Household Appliances (GPPB2). 

0.469 Not Supported 

Note: ***, **and * represents 1%, 5% and 10% level of significance respectively 

 

7.4.3.4 Moderating effect of Education 

The moderating effect of education was evaluated.  For this purpose, two groups 

based on education were formed, i.e. moderate education and high education. Subjects 

with education up to HSSC and below were considered as moderately educated, and 

those who were graduates and post-graduates were considered as highly educated. 

Sub-samples of subjects moderate education (moderate education sample size = 238) 

and high education (high education sample size = 912) respectively. The result of the 

Chi-square test of the significance of the difference is shown in Table 7.34. 
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Table 7.34: Result of the Chi-square test of the significance of the difference - 

Education 

Model Chi-square df p 
Significant/ 

Not Significant 

Unconstrained 3489.053 1314 

  Fully constrained 3576.701 1351 

  Difference 87.648 37 0.000 Significant 

Source: Primary Data 

 

Table 7.34 indicates that education moderates the relationships in the Green 

Marketing Strategies Attitude-Intention-Behaviour Model since „p‟ value is less than 

0.05. This supports H49. Since education has a moderating effect on the relationships 

in the Green Marketing Strategies Attitude-Intention-Behaviour Model, sub-groups 

analysis was performed to determine the paths across which the groups varied. The 

results of the sub-groups analysis are presented in Table 7.35.  

 

Table 7.35: Path analysis for the sub-groups and Z-score - Education 

Path 
Moderate Education High Education 

Z-score Coeffic 

ients(β) 

Esti 

mate 
p 

Coeffci 

ents (β) 

Esti 

mate 
p 

ATGP → GPPI .483 .475 .000 .170 .137 .000 -2.893*** 

ATGB → GPPI .352 .259 .000 .356 .305 .000 0.611 

ATGAD → GPPI .227 .200 .004 .028  .025 .487 -2.224** 

ATEL → GPPI .106 .076 .195    .001 .001 .982 -1.060 

ATGPK → GPPI .050 .051 .515 .018 .016 .657 -0.398 

GPPI → GPPB1 .313 .485 .000 .199  .288 .000 -1.276 

GPPI → GPPB2 .230 .362 .013 .273 .484 .000 0.727 

Notes: *** p-value < 0.01; ** p-value < 0.05; * p-value < 0.10 
 Source: Primary Data  

 

Table 7.35 shows the moderating effect of education on the relationship between 

attitude towards green products, attitude towards green advertising and GPPI. Hence 

H49a and H49c are supported at 1%, and 5% level of significance respectively. The 
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results do not reveal the moderating effect of education on the relationship between 

attitude towards green branding, attitude towards eco-labelling, attitude towards green 

packaging and GPPI. Also, results do not reveal a moderating effect on the 

relationship between GPPI and GPPB. Hence H49b, H49d, H49e, H49f and H49g are 

not supported.  

 

The results indicate that the moderating effect of education on GPPI is significant for 

both the groups, but it more for moderately educated consumers. However, the 

influence of attitude towards green advertising on GPPI is significant for moderate 

education group, but it is insignificant for a high educated group which means green 

advertisements does not influence the GPPB of highly educated consumers. This may 

be because highly educated consumers are skeptical of green advertisements. 

 

The fit indices which were examined to assess overall model fit or goodness of fit 

before moderation and after moderation of the structural model for Green Marketing 

Strategies Attitude-Intention-Behaviour Model are presented in Table 7.36. 

 

 

Table 7.36: Fit indices of the structural model for Green Marketing Strategies 

Attitude-Intention-Behaviour Model - Education 

Fit Index 
CMIN/ 

DF 
GFI AGFI CFI TLI RMSEA 

Acceptable 

values < 5 

0 to1,close 

to 1 shows 

better fit  

0 to1,close  

to 1shows 

better fit 

0 to1,close 

to 1 shows 

better fit 

0 to1,close 

to 1shows 

better fit <0.08 

Base Model 3.786 0.890 0.876 0.829 0.817 0.049 

Unconstrained 

Model 
2.655 0.858 0.840 0.803 0.789 0.038 

Constrained 

Model 
2.647 0.853 0.839 0.799 0.790 0.038 

Source: Primary Data 

 

 

The overall model fit indices are within the recommended range. Thus the model has 

an acceptable level to test the hypotheses. 
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7.4.3.4.1 Testing of hypotheses for the moderating effect of Education 

Table 7.35 shows the Standardized Regression Weights (β), Probability Value (p) and 

Z-score based on which hypotheses are tested, and the results are given in Table 7.37. 

 

Table 7.37: Results of the hypotheses tests for the moderating effect of 

Education 

No.  Hypotheses Z-score Supported/ 

Not supported 

H49a Education moderates the relationship 

between attitude towards green products 

and GPPI. 

- 2.893***     Supported 

H49b Education moderates the relationship 

between attitude towards green branding 

and GPPI. 

0.611 Not Supported 

H49c Education moderates the relationship 

between attitude towards green advertising 

and GPPI. 

- 2.224**      Supported 

H49d Education moderates the relationship 

between attitude towards eco-labelling and 

GPPI. 

-1.060 Not Supported 

H49e Education moderates the relationship 

between attitude towards green packaging 

and GPPI. 

- 0.398 Not Supported 

H49f Education moderates the relationship 

between GPPI and purchase of Green Fast 

Moving Consumer Goods (GPPB1). 

-1.276 Not Supported 

H49g Education moderates the relationship 

between GPPI and purchase of Green 

Electrical Household Appliances (GPPB2). 

0.727 Not Supported 

Note: ***, **and * represents 1%, 5% and 10% level of significance respectively 
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7.5 FULFILLMENT OF OBJECTIVES 

1. To identify factors influencing consumers’ attitude towards green marketing 

strategies.  

One of the objectives of the study is to identify factors influencing consumers‟ 

attitude towards green marketing strategies. The hypothesised relationships were 

tested using SEM technique.  The hypotheses tested showed that perceived packaging 

harm has a significant positive influence on attitude towards green products.  Green 

perceived value, green perceived trust, eco-label credibility and perceived packaging 

harm have a significant positive influence on attitude towards green branding. Green 

perceived value, green perceived trust and eco-label credibility have a significant 

positive influence on attitude towards green advertising. Green perceived trust and 

eco-label credibility have a significant positive influence on attitude towards eco-

labelling. Green perceived value, green perceived trust and eco-label credibility have 

a significant influence on attitude towards green packaging.  

 

2. To examine the influence of attitude towards green marketing strategies on the 

Green Product Purchase Behaviour (GPPB) of consumers. 

The study examined the influence of attitude towards green marketing strategies on 

GPPI. The results showed the significant positive influence of attitude towards green 

products and attitude towards green branding on GPPI.  The influence of attitude 

towards green advertising on GPPI is positive but insignificant, whereas the influence 

of attitude towards eco-labelling and the influence of attitude towards green 

packaging is negative and insignificant. 

 

3. To examine the relationship between consumers GPPI and GPPB. 

The results showed a significant positive relationship between GPPI and GPPB. The 

relationship between GPPI and both types of GPPB i. e. purchase of Green Fast 

Moving Consumer Goods (GPBB1) and purchase of Green Electrical Household 

Appliances (GPPB2) is positive and significant. However, the relationship was found 

to be very weak. 
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4. To examine the moderating effect of perceived consumer barriers and demographics 

on the relationships in the Green Marketing Strategies Attitude-Intention-Behaviour 

Model. 

The analysis revealed the significant moderating effect of perceived consumer barriers 

and demographics i. e. gender, age, income and education on the relationships in the 

Green Marketing Strategies Attitude-Intention-Behaviour Model. Perceived consumer 

barriers were found to moderate the relationship between attitude towards green 

branding and GPPI. Among demographic variables, it was found that gender 

moderates the relationship between attitude towards green product, attitude towards 

green branding, attitude towards eco-labelling and GPPI. Age was found to moderate 

the relationships between attitude towards green branding, attitude towards green 

advertising and GPPI also the relationship between GPPI and GPPB2.  Income 

moderates the relationship between attitude towards green products, attitude towards 

eco-labelling, attitude towards green packaging and GPPI. Education was found to 

moderate the relationships between attitude towards green products, attitude towards 

green advertising and GPPI.  

 

To conclude, the model developed indicates that green perceived value, green 

perceived trust and eco-label credibility are the most important factors determining 

consumer attitude towards green marketing strategies. The Green Marketing 

Strategies Attitude-Intention-Behaviour model also reveals that only attitude towards 

green products and attitude towards green branding influence consumers‟ intention to 

purchase green products. Perceived consumer barriers, gender, age, income and 

education have a moderating effect on the relationships in the Green Marketing 

Strategies Attitude-Intention-Behaviour Model. 
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CHAPTER 8 

FINDINGS, DISCUSSION AND CONCLUSION 

 

This chapter gives a summary of the study, findings and the discussion on the 

findings. The theoretical contributions of the study, managerial implications, 

limitations of the study, directions for future research and also the conclusion of the 

study are presented in this chapter. 

 

8.1 EXPLORATORY QUALITATIVE STUDY  

To have a deeper understanding of respondents beliefs, attitudes, motivations, 

deterrents, reasons, intentions, the context of their actions, an exploratory qualitative 

study was conducted. For the qualitative study, the researcher identified 13 

respondents, which included marketing managers, environmental activists, consumer 

activist, academician, doctor, engineer, lawyer, businessman, banker, student and 

housewife. The semi-structured in-depth interviews conducted with 13 respondents 

were intended to collect data regarding environmental problems, actions taken by 

them to reduce environmental problems, their perceptions of green products, factors 

that motivate them to purchase green products, their attitude towards green marketing 

strategies, the factors which influence their decision to purchase green products, 

difficulties or factors which inhibited purchase of green products. It was also to know 

about green products that they purchase on a regular basis and their intentions to 

purchase green products in future. 

 

The qualitative exploratory study provided useful insights into the factors influencing 

GPPB. It highlighted that GPPB was influenced by social, psychological as well as 

marketing factors. The findings of the qualitative study along with literature review, 

facilitated the preparation of the questionnaire, framing of the hypotheses and the 

development of the research models.  

 

Based on exploratory qualitative study and literature review, two models were 

developed. The first model on the influence of psycho-social factors on GPPB was 

developed by applying the Theory of Planned Behaviour. The second model on the 
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influence of attitude towards green marketing strategies on GPPB was developed by 

applying the Attitude-Intention-Behaviour Model. 

 

The responses from the qualitative study and literature review led to the generation of 

a pool of scale items which were scrutinised by the researcher, guide and one person 

from the industry to retain only those items that complied more with two models 

developed for the study. The items selected were then subject to inter-rater reliability 

and content validity.  On completion of the expert rating associated with the content 

validity, „Content Validity Index‟ (CVI) was calculated for relevance. It was 

computed at item level referred to as Item Content Validity Index (I-CVI) and at a 

scale level referred to as Scale Content Validity Index (S-CVI).  

 

Based on Item Content Validity Index (I-CVI) and taking into consideration 

suggestions made by experts, items to be included in the questionnaire for different 

constructs were finalised. As green marketing issues are vulnerable to the problem of 

Socially Desirable Responding (SDR), attempts were made to check for SDR by 

incorporating items from the Balanced Inventory of Desirable Responding (BIDR) 

scale. 

 

Thus based on qualitative study and literature review, a questionnaire with five 

sections was designed for the study. The first section represented consumers‟ GPPI. 

The second section measured psycho-social factors influencing GPPB applying 

Theory of Planned Behaviour; third section measured determinants of attitude towards 

green marketing strategies and consumers‟ attitude towards green marketing 

strategies, the fourth section represented consumers GPPB. The fifth section was 

meant to collect demographic information. The final questionnaire was used to collect 

data for exploratory factor analysis.  

 

8.2 QUANTITATIVE RESEARCH 

The data for the quantitative study were collected through a survey.  The 

questionnaires were administered personally to the respondents at their workplaces 
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and their homes. Data from the separate sample was collected for EFA and CFA.  

 

8.2.1 Exploratory Factor Analysis (EFA) 

The data collected was subjected to EFA and scale reliability tests. EFA was 

performed to identify the dimensions of the constructs by using IBM SPSS Statistics 

Version 22 software.  The items with low loading i. e. < 0.4 and cross loading were 

removed. Also, in order to check for Socially Desirable Responding (SDR), 

correlation coefficients were calculated between scale constructs and the Balanced 

Inventory of Desirable Responding (BIDR) scale.  

 

8.2.2 Confirmatory Factor Analysis (CFA) 

In order to further confirm construct validity, CFA was performed with a separate 

sample. The uni-dimensional CFA of the constructs and confirmatory measurement 

model analysis have been performed using SPSS-AMOS version 24 software. The 

objective of CFA is to assess construct validity, which is made up of convergent 

validity and discriminant validity. Convergent validity and discriminant validity were 

assessed as suggested by Hair et al. (2015). 

 

8.2.3 Analysis of Data 

Structural Equation Modelling (SEM) technique was used for the analysis of data.  

The analysis has been performed using SPSS-AMOS version 24 software. The results 

from AMOS output were used to test the hypotheses based on the Standardised 

Regression Weights (β), Critical Ratio (C.R.) and the Probability Value (p).  Path 

analysis was used to test the hypotheses on the relationships between the constructs in 

the models, and the Chi-square test of the significance of the difference and sub-group 

analysis was adopted to test the hypotheses on the moderating effect.  Estimates of 

variance explained for the endogenous/dependent constructs were also analysed. 

 

8.3 FINDINGS AND DISCUSSION  

The purpose of this research was primarily to investigate the factors influencing the 

GPPB of consumers.  This was investigated by developing two models. The first 

model investigated the psycho-social factors influencing GPPB, and the second model 
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investigated attitude towards green marketing strategies influencing GPPB.  The 

results of the analysis are explained in chapter VI and VII and the summary of the 

findings are discussed as follows: 

8.3.1 Influence of psycho-social factors on GPPB 

8.3.2 Moderating effect of environmental concern, perceived consumer 

effectiveness   and demographics on the relationships in TPB 

8.3.3 Determinants of  consumer attitude towards green marketing strategies 

8.3.4 Influence of attitude towards green marketing strategies on GPPI. 

8.3.5 Moderating effect of perceived consumer barriers and demographics in the 

Green Marketing Strategies Attitude-Intention-Behaviour Framework 

 

8.3.1 Influence of Psycho-social Factors on GPPB 

According to the TPB proposed by (Ajzen, 1991) behavioural intention is an 

important predictor of actual behaviour. Behavioural intention is influenced by the 

following three factors: attitude, subjective norm, and perceived behavioural control. 

This study applied the above framework to explore the psycho-social factors 

influencing green product purchase behaviour. The study considered self-

transcendence, self-enhancement and environmental concern as determinants of 

attitude towards green product purchase; normative social influence and value-

expressive social influence as determinants of the subjective norm; control strength, 

and control belief as determinants of perceived behavioural control. It was also 

considered that GPPI is influenced by attitude towards green product purchase, 

subjective norm and perceived behavioural control.  GPPI was hypothesised to be a 

predictor of purchase of Green Fast Moving Consumer Goods (GPPB1) and Green 

Electrical Household Appliances (GPPB2). Accordingly, a relationship model was 

developed. The results of hypotheses testing for psycho-social factors influencing 

GPPB (H1 to H11) is given in Table 6.4 and Table 6.5. The results are discussed in 

the following section. 

 

8.3.1.1 Determinants of Attitude towards Green Product Purchase 

The results revealed self-transcendence is significantly positively related to attitude 

towards green product purchase, while self-enhancement is significantly negatively 
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related to attitude towards green product purchase. Thus H1 and H2 are supported. 

The results of this study are in tune with the findings of Karp (1996) and Follows & 

Jobber (2000) who found that individuals who value self-transcendence and openness 

to change, and individuals who value universalism (protection for the welfare of 

people and nature) are likely to engage in pro-environmental behaviour. However, 

individuals who value self-enhancement (self-interest) and conservatism (resistant to 

change) are unlikely to engage in pro-environmental behaviour.  

 

The significant impact of self-transcendence on attitude towards green product 

purchase means that when consumers believe that they can contribute, they are more 

likely to be involved with the activities, in this case, purchase of green products. The 

study indicates that individuals who value self-transcendence were concerned about 

protecting the environment for future generations and were ready to make sacrifices in 

order to protect the environment. 

 

The significant negative influence of self-enhancement on attitude towards green 

product purchase means an egoistic self-interested orientation tends to be negatively 

associated with GPPB. The study demonstrates that individuals who value self-

enhancement are more concerned about economic progress and development than the 

protection of the environment. Some of them purchase green products in order to get 

recognition from others. 

 

Environmental concern is also significantly positively related to attitude towards 

green product purchase. Hence H3 was supported. The results concur with the 

findings of Maichum, Parichatnon, & Peng (2016); Paul, Modi, & Patel (2016) and 

Vazifehdoust et al. (2013). However the results do not support the findings of  

Mobrezi & Khoshtinat (2016) according to whom environmental concern has no 

significant influence on attitude towards green product purchase.  

 

Among environmental concern, reduction of pollution and protection of the 

environment emerged as the main determinants of environmental concern. This result 

points to the fact that people who are environmentally oriented tend to care more 
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about the environment, have a higher level of concern about the environment, and 

have a positive perspective in their ability to contribute to environmental protection 

by purchasing green products.  

 

Total 37% of the variance in attitude towards green product purchase is explained by 

self-transcendence, self-enhancement and environmental concern.  The findings show 

the importance of values in predicting green product purchase behaviour of 

consumers.  

 

8.3.1.2 Determinants of Subjective Norm 

Normative social influence and value-expressive social influence are significantly 

positively related to the subjective norm. Hence H4 and H5 are supported. However, 

the effect of normative social influence (β =.764) is much higher than that of value-

expressive social influence (β =.266).  The findings are in line with Wu & Chen ( 

2014), who found normative belief and moral obligation are significantly positively 

related to the subjective norm.  

 

Among normative social influence, family members and friends play a key role. 

Normative social influence refers to the person‟s compliance with social norms in 

order to avoid negative consequences of non-conformity in group settings. The 

findings suggest that norms help individuals in managing their behaviour in 

accordance with society‟s set practices and values. It helps them in aligning their 

behaviour according to what would be considered as appropriate and acceptable in a 

social context. Hence if people consider purchasing green products is appropriate, 

then the purchasing green product will become more ubiquitous.   

 

The study depicts that feeling of guilt is one of the major factors among value-

expressive social influence. Value-expressive social influence can help an individual 

to make rational, responsible and consistent decisions such as the purchase of green 

products.  
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Normative social influence and value-expressive social influence explains 65% of the 

variance in subjective norms, which indicates social influence can play an important 

role in promoting GPPB among the consumers. 

 

8.3.1.3 Determinants of Perceived Behavioural Control 

Control strength and control belief are significantly positively related to perceived 

behavioural control, thereby supporting H6 and H7. The results support the claims of 

Ajzen (1991) and the findings of Wu & Chen ( 2014).  The influence of control 

strength (β = .780) is much higher than that of control belief (β =.157).  The findings 

indicate that GPPB is influenced by the availability of information, time and money, 

and that consumer is more likely to purchase a green product when they are confident 

of their capabilities. Control strength and control belief explains 63% of the variance 

in perceived behavioural control.  

 

8.3.1.4 Determinants of GPPI 

Attitude towards green product purchase and perceived behavioural control were 

found to have a significant influence on GPPI. Thus H8 and H10 are supported. 

However, the influence of subjective norm was not significant, and hence, H9 is not 

supported.  The results are similar to the findings of the study conducted by Paul, 

Modi, & Patel (2016) in India. However, the results do not fully support the findings 

of Chan & Lau (2002), Maichum, Parichatnon, & Peng (2016), Moons & Pelsmacker 

(2012, 2015), Muzaffar (2015), and  Wu & Chen ( 2014) who conducted studies by 

applying the framework of TPB and  revealed that attitude, subjective norm and 

perceived behavioural control  have a significant influence on GPPI.   

 

Attitude towards green product purchase, which is determined by self-transcendence, 

self-enhancement and environmental concern is the most important factor influencing 

GPPI. This shows that the consumer‟s opinion about the purchase of green products; 

their positive and negative feelings about the purchase of green products, influences 

their relative strength of intention to purchase green products.  
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The subjective norm, which is determined by normative social influence and value-

expressive social influence, is found to have an insignificant influence on GPPI. This 

shows that social pressure does not play a role in influencing consumers‟ intention to 

purchase green products. 

 

Perceived behavioural control, which is determined by control belief and control 

strength has a significant influence on GPPI.  Thus, the availability of the green 

products, required resources, opportunities as well as the knowledge and information 

about the green products influence consumers GPPI.  

 

Attitude towards green product purchase, subjective norm and perceived behavioural 

control together explain only 33% variance in GPPI.  

 

8.3.1.5 Relationship between GPPI and GPPB 

GPPB is classified into the purchase of Green Fast Moving Consumer Goods 

(GPPB1) and Green Electrical Household Appliances (GPPB2). The analysis shows 

that there is a significant positive relationship between GPPI and both types of GPPB. 

Hence H11a and H11b are supported.  The findings are in line with studies conducted 

by Chan & Lau (2000, 2002), Follows & Jobber (2000), Muzaffar (2015), 

Vazifehdoust et al. (2013),  Wang, Liu, & Qi (2013) and  Wu & Chen, (2014).  

  

The total variance explained by GPPI on GPPB1 is 5% (R
2
 = 0.053) and on GPPB2 is 

7% (R
2
 = 0.070). The results show that the total variance explained by GPPI on GPPB 

is rather weak.  This reveals that though consumers indicate an intention to purchase 

green products, it does not get translated that effectively into actual GPPB. 

 

8.3.2 Moderating effect of Environmental Concern, Perceived Consumer 

Effectiveness   and Demographics on the relationships in TPB 

The study investigated the moderating effect of environmental concern, perceived 

consumer effectiveness and demographics, i.e. gender, age, income and education on 

the relationships in the TPB. That is moderating effect of environmental concern; 

perceived consumer effectiveness and demographics were examined on the 



Chapter 8                                                             Findings, Discussion and Conclusion                                                                                                                                                                                                                                                         

 

Goa University Page 249 

 

relationship between attitude towards green product purchase, subjective norm, 

perceived behavioural control and GPPI. Also, the moderating effect of above 

variables on the relationships between GPPI and GPPB (GPPB1 and GPPB2) was 

evaluated. The Chi-square test of the significance of the difference was adopted to 

determine whether a concerned variable has a moderating effect.  Sub-groups analysis 

was performed to determine the paths across which the groups varied, and the results 

from AMOS output were used to test the hypotheses based on the Z-score. 

 

8.3.2.1 Moderating effect of Environmental Concern 

The moderating effect of environmental concern was evaluated under the conditions 

of different levels of environmental concern i. e.  low environmental concern and high 

environmental concern. The Chi-square test of the significance of the difference 

(Table 6.7) indicated that environmental concern has a moderating effect on the 

relationships in the TPB. Hence H12 is supported.  Sub-groups analysis revealed that 

environmental concern moderates the relationship between subjective norm and GPPI. 

Thus H12b is supported whereas H12a, H12c, H12d and H12e were not supported 

(Table 6.8 and 6.10). 

 

The influence of subjective norm on GPPI is significant for low environmental 

concern group, whereas it is insignificant for high environmental concern group. This 

means social pressure does not influence the GPPI of consumers who are high on 

environmental concern. This may be because, since their environmental concern is 

high, these consumers know the importance of purchasing green products, and there is 

no need of any external pressure to influence their intention to purchase green 

products. 

 

8.3.2.2 Moderating effect of Perceived Consumer Effectiveness 

The moderating effect of perceived consumer effectiveness was evaluated under the 

conditions of different levels of perceived consumer effectiveness i. e. low perceived 

consumer effectiveness and high perceived consumer effectiveness. The Chi-square 

test of the significance of the difference (Table 6.11) indicated that perceived 

consumer effectiveness has a moderating effect on the relationships in the TPB. Thus 
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H13 is supported. Sub-groups analysis revealed that perceived consumer effectiveness 

moderates the relationship between subjective norm and GPPI. Thus H13b is 

supported whereas H13a, H13c, H13d and H13e were not supported (Table 6.12 and 

6.14). According to Berger & Corbin (1992) and Zhao et al. ( 2013), perceived 

consumer effectiveness moderates the relationship between attitude and 

environmentally conscious behaviour. 

 

 The analysis of this result indicates that for the consumers who are low on perceived 

consumer effectiveness; social pressure plays an important role in motivating them to 

purchase green products. However, the influence of subjective norm on consumers 

who are high on perceived consumer effectiveness is not significant. Since consumers 

high on perceived consumer effectiveness are already aware of how their actions can 

contribute to solving environmental problems, the influence of social pressure does 

not play a major role in motivating them to purchase green products. 

 

8.3.2.3 Moderating effect of Gender 

The moderating effect was examined for male and female. The Chi-square test of the 

significance of the difference (Table 6.15) revealed that gender moderates 

relationships in the TPB, thereby supporting H14.  Sub-groups results revealed that 

gender moderates the relationship between perceived behavioural control and GPPI. 

Hence H14c is supported.  However, H14a, H14b, H14d and H14e are not supported 

(Table 6.16 and 6.18).  This result does not support the findings of Bodur & Sarigollu 

(2005) who found no significant difference among the clusters based on behaviours 

toward the environment in terms of gender. Chen & Chai (2010) also found no 

significant differences between male and female students in their environmental 

attitudes and their attitudes toward green products. 

 

The results indicate that the influence of perceived behavioural control on GPPI is 

significant for both male and female. The influence is stronger for male compared to 

female. Perceived behavioural control is concerned with judgments of how well one 

can execute an action. The influence may be stronger for the male because of their 

ability to perform most of the activities easily and effectively. 
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8.3.2.4 Moderating effect of Age 

The moderating effect of age was evaluated by dividing the subjects into two groups 

young and old. The Chi-square test of the significance of the difference (Table 6.19) 

indicated that age has a moderating effect on the relationships in the TPB. Thus H15 

is supported. Sub-groups analysis indicated that the influence of subjective norm on 

GPPI is insignificant for young, but it is significant for old.  However, the difference 

was not statistically significant.  Hence H15a, H15b, H15c, H15d and H15e were not 

supported (Table 6.20 and 6.22). The results support the findings of Bodur & 

Sarigollu (2005) and Modi & Patel ( 2013) who found no significant difference 

among the clusters based on behaviours toward the environment in terms of age. 

 

8.3.2.5 Moderating effect of Income 

In order to examine the moderating effect of income subjects were divided into two 

groups, i.e. low income and high income.  The Chi-square test of the significance of 

the difference (Table 6.23) revealed the moderating effect of income on the 

relationships in the TPB. Hence H16 is supported. Sub-groups analysis revealed 

income moderates the relationship between attitude towards green product purchase 

and GPPI. Hence H16a is supported.  Thus H16b, H16c, H16d and H16e are not 

supported (Table 6.24 and 6.26). 

 

The results depict that the influence of attitude towards green product purchase on 

GPPI is significant for both low income and high income group. However, the 

influence is stronger for low income group. These findings are in tune with the results 

of Chan (1996), who found that concern for environmental issues was not higher 

among people with higher family income. However, a survey conducted by Roper 

Organisation (1992) revealed that green consumers normally tend to have a higher 

income. 

 

8.3.2.6 Moderating effect of Education 

In order to examine the moderating effect of education subjects were divided into two 

groups, i. e. moderate education and high education. The Chi-square test of the 

significance of the difference (Table 6.27) depicted the moderating effect of education 
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on the relationships in the TPB. Thus H17 is supported. Sub-groups analysis revealed 

that education moderates the relationship between subjective norm and GPPI. Hence 

H17b is supported. However, H17a, H17c, H17d and H17e are not supported (Table 

6.28 and 6.30). 

 

The results depict that the influence of subjective norm on GPPI is significant for the 

highly educated group, but it is insignificant for the moderately educated group. This 

indicates that social pressure does not play a major role in persuading people with less 

education to purchase green products. 

 

8.3.3 Determinants of Attitude towards Green Marketing Strategies 

The second model was developed based on Attitude-Intention Behaviour Framework.  

It aimed at identifying determinants of consumer attitude towards green marketing 

strategies and also examining the influence of attitude towards green marketing 

strategies on GPPB.  The study considered green perceived value, green perceived 

trust, green ad skepticism, eco-label credibility and perceived packaging harm as 

determinants of attitude towards green marketing strategies.  Attitude towards green 

marketing strategies which includes attitude towards green products, attitude towards 

green branding, attitude towards green advertising, attitude towards eco-labelling, and 

attitude towards green packaging was hypothesised to have a significant influence on 

GPPI and in turn, GPPI was hypothesised to be a predictor of purchase of Green Fast 

Moving Consumer Goods (GPPB1) and Green Electrical Household Appliances 

(GPPB2). The results are discussed in the following section. 

 

8.3.3.1 Determinants of Attitude towards Green Products  

The analysis of data shows that green perceived value has an insignificant negative 

influence on attitude towards green products. Green perceived trust and eco-label 

credibility have an insignificant positive influence on attitude towards green products; 

green ad skepticism has a significant positive influence on attitude towards green 

products. Perceived packaging harm has a significant positive influence on attitude 

towards green products.  Hence H22 is supported. However, H18, H19, H20 and H21 

are not supported (Table 7.3 and Table 7.4). 
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The results of H18 are not consistent with findings of Chen (2010), Chen & Chang 

(2012), Konuk, Rahman, & Salo (2015), Mahesh (2013), Tseng & Tsai (2011), who 

found a significant influence of green perceived value on GPPI.  Also, the results of 

H19 do not support Pickett-Baker & Ozaki (2008), according to whom consumers 

purchase more products from manufacturers that are seen to be pro-environmental and 

trust well-known green products. The results of H20 do not support the findings of 

Burke, Eckert, & Davis (2014) and Kangun, Carlson, & Grove (1991) who found 

skepticism about the green attributes of products and green advertising may elicit a 

negative effect on GPPB.  

 

The study demonstrates an insignificant negative influence of green perceived value 

on attitude towards green products. The reason for this can be green products 

available in the market may not be meeting consumers‟ expectations of environmental 

benefits. Also, the environmental benefits available from green products are not very 

tangible; are hard to comprehend; involve uncertainty, and require delayed 

gratification, i.e. consumers do not immediately see any environmental benefits.  

Moreover, while green products may deliver environmental gains, it is a benefit that is 

hard to grasp because it does not immediately benefit the consumer.  

 

Green perceived trust and eco-label credibility have an insignificant positive influence 

on attitude towards green products. Consumer cynicism, confusion and a lack of 

knowledge may contribute to this uncertainty. Though previous studies point out that 

green ad skepticism leads to unfavourable attitude towards green products, the 

findings of this study indicate green ad skepticism has a significant positive influence 

on attitude towards green products. This may be because consumers may not be 

giving much importance to information obtained from green advertising while 

evaluating green products.  

 

This study points out that attitude towards green products can be enhanced by 

providing green values in terms of solving environmental problems to the consumers, 

through the products and other green marketing strategies. Also, Punyatoya (2014) 

exhibited that consumer‟s perception that a brand is environment-friendly leads to 
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trust in the brand and thus, green trust will lead to a favourable attitude towards green 

products.   

 

8.3.3.2 Determinants of Attitude towards Green Branding 

The results exhibited the significant positive influence of green perceived value, green 

perceived trust, eco-label credibility, and perceived packaging harm on attitude 

towards green branding. However, the influence of green ad skepticism is positive but 

insignificant. Thus results support H23, H24, H26 and H27. However, H25 is not 

supported (Table 7.5 and Table 7.6). 

 

The results of H23 provide support to the findings of Hartmann, Ibanez, & Sainz 

(2005), and Hartmann & Ibanez (2008) who claimed green positioning based on 

functional attributes and emotional benefits improved consumer attitude towards 

green branding.  The result of H24 is in line with findings of Chen (2010) and Konuk, 

Rahman, & Salo (2015) who elicit green trust and green satisfaction are positively 

related to green brand equity. According to Thøgersen (2000), the usefulness of eco-

labels as a tool of purchase decision depends on consumer trust and eco-label 

credibility; thus, it validates the results of H26.  

 

The study shows the insignificant positive influence of green ad skepticism on attitude 

towards green branding. These findings contradict the finding of Kangun, Carlson, & 

Grove (1991) and Newell, Goldsmith, & Banzhaf (1998) who claim perceived 

deception is associated with less favourable attitudes towards the advertised brand. 

However, Paço & Reis (2012), had also found the insignificant influence of green ad 

skepticsm on GPPB.  

 

The result reveals that eco-label credibility has maximum influence on attitude 

towards green branding. This may be because normally firms which are really 

concerned about the environment prefer to use the third party certified eco-labels. 

Third party eco-labels are more reliable and also give consumers detailed information 

about the company‟s green marketing initiatives. It also gives information about 

benefits that will accrue to the environment due to the purchase of the products, 
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thereby contributing to a favourable attitude towards green branding. The results also 

indicate that the influence of green ad skepticism on attitude towards green branding 

is positive but not significant, which means the attitude towards green branding is not 

determined by consumers‟ general green ad skepticism. Green ad skepticism may be 

more specifically related to product and brand. 

 

The analysis also shows that approximately, 68% of the variance in attitude towards 

green branding is explained by green perceived value, green perceived trust, green ad 

skepticism, eco-label credibility, and perceived packaging harm. 

 

8.3.3.3 Determinants of Attitude towards Green Advertising 

The results indicate green perceived value, green perceived trust and eco-label 

credibility have a significant positive influence on attitude towards green advertising. 

This supports H28, H29 and H31.  The influence of green ad skepticism and 

perceived packaging harm on attitude towards green advertising is negative but not 

significant. Hence H30 and H32 are not supported (Table 7.7 and Table 7.8).  

 

The findings exhibit a maximum impact of green perceived trust on attitude towards 

green advertising. The results of H28 and H29 are in tune with the findings of Choi & 

Rifon (2002), D‟Souza & Taghian (2005), MacKenzie & Lutz (1989) and Tucker et 

al. (2012) who suggest credibility of eco-labels, an advertisement or advertiser 

determines the extent to which the consumer perceives the claims to be truthful and 

believable and has a direct influence on both attitude toward the ad and the brand.  

 

The results indicate the insignificant negative influence of green ad skepticism on 

attitude towards green advertising. The findings partially support Kangun, Carlson, & 

Grove (1991) and Newell, Goldsmith, & Banzhaf (1998) who claim perceived 

deception is associated with less favourable attitudes toward the ad, less favourable 

attitudes toward the advertised brand, and decreased purchase intentions toward the 

product in the ad. However, the findings to certain extent match with Paço & Reis 

(2012),  who found no significant influence of green ad skepticism on GPPB. 
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8.3.3.4 Determinants of Attitude towards Eco-labelling  

The results reveal the significant positive influence of green perceived trust and eco-

label credibility on attitude towards eco-labelling and insignificant negative influence 

of green ad skepticism and perceived packaging harm on attitude towards eco-

labelling.  The influence of green perceived value on attitude towards eco-labelling is 

positive but not significant. Hence H34 and H36 are supported. However, H33, H35 

and H37 are not supported (Table 7.9 and Table 7.10). 

 

The results of H34 and H36 are supported by the findings of  D‟Souza, Taghian, 

Lamb, & Peretiatko (2006) who elicit that Type III labelling reduces the severity of 

dissatisfaction with, and the perception of the inaccuracy of green product labels, 

thereby indicating eco-labelling credibility has a significant influence on attitude 

towards eco-labelling. Thøgersen ( 2000) and Thøgersen, Haugaard, & Olesen (2010) 

also suggest consumer trust, trust in the endorsing organisation and eco-label 

credibility has a significant influence on attitude towards eco-labelling. 

 

The results also exhibit that approximately, 74% of the variance in attitude towards 

eco-labelling (R
2
 = 0.746) is explained by green perceived value, green perceived 

trust, green ad skepticism, eco-label credibility,  and perceived packaging harm. The 

results show that green perceived trust is a major variable determining attitude 

towards eco-labelling. This means the consumer‟s trust in companies green marketing 

initiative will determine their attitude towards eco-labelling.  The findings suggest 

that credibility or believability in eco-labelling of a product plays a vital role in 

consumer assessments of eco-labels.  

 

The influence of green ad skepticism on attitude towards eco-labelling is negative but 

not significant. This indicates if consumers are skeptical of companies‟ green 

advertising than they will also be skeptical about eco-labels used by the companies. 

However, eco-label credibility has a significant positive influence on attitude towards 

eco-labelling, which means companies should use third-party certified eco-labels, 

which are more credible.  
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8.3.3.5 Determinants of Attitude towards Green Packaging  

The results show the significant positive influence of green perceived value, green 

perceived trust and eco-label credibility on attitude towards green packaging. The 

influence of green ad skepticism is negative but not significant, whereas the influence 

of perceived packaging harm on attitude towards green packaging is negative and 

significant. Hence H38, H39 and H41 are supported, but H40 and H42 are not 

supported (Table 7.11 and Table 7.12). 

 

The results indicate that if consumers perceive green value from packaging and that if 

consumers trust the green efforts of the company than their attitude towards green 

packaging is favourable because green perceived trust has a significant positive 

influence on attitude towards green packaging. The study also points out that if eco-

labels used by the company such as recyclable, biodegradable, reusable packaging are 

credible than it may elicit a favourable response from consumers towards green 

packaging. Green ad skepticism also results in skepticism towards green packaging. 

Though consumers expressed deep concern about the environmental harm caused by 

packaging, the concern does have a significant influence on attitude towards green 

packaging.  

 

8.3.4 Influence of Attitude towards Green Marketing Strategies on GPPI 

The results of hypotheses testing for the influence of attitude towards green marketing 

strategies on GPPI s are discussed in the following section. 

 

The results showed a significant positive influence of attitude towards green products 

and attitude towards green branding on GPPI. Attitude towards green advertising has 

a positive but insignificant influence on GPPI, whereas the influence of attitude 

towards eco-labelling and attitude towards green packaging on GPPI is negative and 

insignificant. Thus H43a and H43b are supported. However, H43c, H43d and H43e 

are not supported (Table 7.13 and Table 7.14). 

 

The results of H43a are in tune with Kong et al. (2014) and  Mahesh (2013). 

However, the results do not support the findings of Atkinson & Rosenthal (2014) who 
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found the insignificant influence of attitude towards green products on GPPI. Since 

GPPI are important predictors of GPPB, the findings also to certain extent support 

Chittipaka & Shaikh (2013) who found a significant influence of attitude towards 

green products on GPPB but do not support findings of  Gan et al. (2008)   who 

revealed a non-significant influence of attitude towards green products on GPPB.  

 

Attitude towards green branding has a significant positive influence on GPPI thus 

supporting findings of Kong et al. (2014),  Newell, Goldsmith, & Banzhaf (1998) and 

Yan, Hyllegard, & Blaesi ( 2012). Also, according to Delafrooz, Taleghani, & Nouri 

(2014),  Juwaheer, Pudaruth, & Noyaux (2012) and  Rahbar & Wahid (2011) attitude 

towards green branding has a significant positive influence on GPPB. However, Gan 

et al.  (2008) found a negative influence of attitude towards green branding on GPPB.

  

Attitude towards green advertising revealed an insignificant influence on GPPI. The 

results of the current study concur with those of Kong et al. (2014) and  Rahbar & 

Wahid (2011) who found that there was an insignificant impact of green 

advertisement on GPPB of consumers. However, the results of the present study 

contradicted the findings by Chan (2004), who found that the perceived credibility of 

the advertisement claim and the relevance of the advertised products to respondents 

daily lives were the two most significant determinants of GPPI in China. Also, the 

results do not support the findings of Ansar (2013) and Yan, Hyllegard, & Blaesi 

(2012) who found the significant positive influence of attitude towards green 

advertising on GPPI. 

 

This study revealed the insignificant negative influence of attitude towards eco-

labelling on GPPI. The present findings seem to be inconsistent with the past 

research, which found a positive relationship between eco-label and GPPI in the 

context of EU energy-labelled washing machines in Switzerland (Sammer & 

Wüstenhagen, 2006). Kong et al. (2014),  also revealed the significant positive 

influence of attitude towards eco-labelling on GPPI. Also according to Delafrooz, 

Taleghani, & Nouri (2014) and Juwaheer, Pudaruth, & Noyaux ( 2012), attitude 

towards eco-labelling has a significant influence on GPPB  but the studies conducted 
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by  Gan et al. (2008) and  Rahbar & Wahid ( 2011) revealed a non-significant 

influence of attitude towards eco-labelling on GPPB. 

 

The study indicated that attitude towards green packaging has an insignificant and 

negative influence on GPPI. Green packaging in this study was concerned with the 

packaging, such as recyclable, reusable, biodegradable, packaging made from 

recycled materials, and products without excessive packaging. Ansar (2013) indicated 

a significant influence of attitude towards green packaging on GPPI, whereas 

according to Kong, et al. (2014), the influence is not significant. Although in the 

qualitative study most of the respondents showed strong desires for environmental 

aspects and safe packaging when it came to actual buying behaviour, the importance 

of individual convenience seemed to be the most important criterion in their 

purchasing decision. 

 

The above results indicate that only attitude towards green products and attitude 

towards green branding have a significant influence on GPPI. The influence of 

attitude towards green advertising, attitude towards eco-labelling and attitude towards 

green packaging is not significant. Hence H43 is not fully supported. The total 

variance explained by the attitude towards green marketing strategies on GPPI is only 

22%, which also indicates that there are other factors which may be contributing to 

the purchase intention of consumers. 

 

8.3.5 Relationship between GPPI and GPPB 

GPPB is classified into the purchase of Green Fast Moving Consumer Goods 

(GPPB1) and Green Electrical Household Appliances (GPPB2). The analysis shows 

that there is a significant positive relationship between GPPI and both types of GPPB. 

Hence H44a and H44b are supported (Table 7.15 and Table 7.16) 

  

The total variance explained by GPPI on GPPB1 is 5% (R
2
 = 0.053) and on GPPB2 is 

7% (R
2
 = 0.070). The results show that the total variance explained by GPPI on GPPB 

is rather low.  This may be because this study tried to measure the actual green 

product purchase behaviour of consumers. This reveals that though consumers 
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indicate an intention to purchase green products, it does not get translated that 

effectively into actual green product purchase behaviour. 

 

8.3.6 Moderating effect of Perceived Consumer Barriers and Demographics in 

the Green Marketing Strategies Attitude-Intention-Behaviour Model 

The study investigated the moderating effect of perceived consumer barriers and 

demographics, i.e. gender, age, income and education on the relationships in the 

Green Marketing Strategies Attitude-Intention-Behaviour Framework. That is 

moderating effect of perceived consumer barriers and demographics were examined 

on the relationship between attitude towards green products, attitude towards green 

branding, attitude towards green advertising, attitude towards eco-labelling, attitude 

towards green packaging and GPPI. Also, the moderating effect of above variables on 

the relationship between GPPI and GPPB (GPPB1 and GPPB2) was evaluated. The 

Chi-square test of the significance of the difference was adopted to determine whether 

a concerned variable has a moderating effect.  Sub-groups analysis was performed to 

determine the paths across which the groups varied, and the results from AMOS 

output were used to test the hypotheses based on the Z-score. 

 

8.3.6.1 Moderating effect of Perceived Consumer Barriers 

The moderating effect of perceived consumer barriers was evaluated under the 

conditions of different levels of perceived consumer barriers i. e. Low barriers and 

high barriers. The Chi-square test of the significance of the difference (Table 7.18) 

indicated that perceived consumer barriers have a moderating effect on the 

relationships in the Green Marketing Strategies Attitude-Intention-Behaviour 

Framework. Thus H45 is supported. Sub-groups analysis revealed that perceived 

consumer barriers moderates the relationship between attitude towards green branding 

and GPPI. Thus H45b is supported whereas H45a, H45c, H45d and H45e, 45f and 

45g were not supported (Table 7.19 and 7.21). 

 

The findings indicate the influence of attitude towards green branding on GPPI is 

significant for both the groups but its influence is stronger for the group which 

perceives barriers to be less.  
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8.3.6.2 Moderating effect of Gender 

The moderating effect was examined for male and female. The Chi-square test of the 

significance of the difference (Table 7.22) revealed that gender has a moderating 

effect on the relationships in the Green Marketing Strategies Attitude-Intention-

Behaviour Framework thereby supporting H46. Sub-groups results revealed gender 

moderates the relationship between attitude towards green products, attitude towards 

green branding, attitude towards eco-labelling and GPPI at 10% level of significance. 

Hence H46a, H46b and H46d are supported.  However, H46c, H46e, H46f and H46g 

are not supported (Table 7.23 and 7.25). 

 

The study reveals the influence of attitude towards green products on GPPI is 

significant for both male and female. However, its influence is more for a male. This 

finding does not support the findings of most of the previous studies which revealed 

more favourable pro-environmental behaviour of the female. 

 

8.3.6.3 Moderating effect of Age 

The moderating effect of age was evaluated by dividing the subjects into two groups 

young and old. The Chi-square test of the significance of the difference (Table 7.26) 

indicated that age has a moderating effect on the relationships in the Green Marketing 

Strategies Attitude-Intention-Behaviour Model. Thus H47 is supported. Sub-groups 

analysis indicated the age moderates the relationship between attitude towards green 

branding, attitude towards green advertising and GPPI at 10% level of significance. 

Hence 47b and H47c are supported, and H47a, H47d, H47e, H47f and H47g are not 

supported (Table 7.27 and 7.29). 

 

The influence of attitude towards green branding on GPPI is significant for both 

young and old. It is stronger for the old group compared to the young group. This may 

be because old people might have observed the performance of a firm over a period of 

time. Also, brand loyalty gets developed over a period of time. The findings revealed 

that the influence of attitude towards green advertising on GPPI is insignificant and 

negative for young, but it is significant and positive for old. This could perhaps be 

because young consumers are more skeptical of green advertising.  
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8.3.6.4 Moderating effect of Income 

In order to examine the moderating effect of income subjects were divided into two 

groups, i.e. low income and high income.  The Chi-square test of the significance of 

the difference (Table 7.30) revealed the moderating effect of income on the 

relationships in the Green Marketing Strategies Attitude-Intention-Behaviour Model. 

This supports H48. Sub-groups analysis revealed income moderates the relationship 

between attitude towards green products and GPPI at 1% level of significance, 

between attitude towards eco-labelling and GPPI at 10% level of significance and 

between attitude towards green packaging and GPPI at 5% level of significance.  

Hence H48a, H48d and H48e are supported, and H48b, H48c, H48f and H48g are not 

supported (Table 7.31 and 7.33). 

 

The influence of attitude towards green products on GPPI is significant for low 

income group, but it insignificant for high income group. This demonstrates that 

people with less income are more concerned about environmental protection. The 

relationship between attitude towards eco-labelling and GPPI is insignificant but 

positive for low income group and it insignificant but negative for high income group. 

The relationship between attitude towards green packaging and GPPI is insignificant 

and negative for low income group, but it insignificant and positive for high income 

group. 

 

8.3.6.5 Moderating effect of Education 

In order to examine the moderating effect of education subjects were divided into two 

groups, i. e. moderate education and high education. The Chi-square test of the 

significance of the difference (Table 7.34) depicted the moderating effect of education 

on the relationships in the Green Marketing Strategies Attitude-Intention-Behaviour 

Model. Thus H49 is supported. Sub-groups analysis shows the moderating effect of 

education on the relationship between attitude towards green products, attitude 

towards green advertising and GPPI. Hence H49a and H49c are supported at 1%, and 

5% level of significance respectively.  However, H49b, H49d, H49e, H49f and H49g 

are not supported (Table 7.35 and 7.37). 
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The influence of attitude towards green products on GPPI is significant for both the 

groups, but it stronger for moderate education group. The relationship between 

attitude towards green advertising is significant for moderate education group but 

insignificant for high education group. This could perhaps be because highly educated 

consumers may be in a better position to evaluate green advertisements, thereby 

increasing their skepticism towards green advertisements.  

 

8.4 CONCLUSION 

This research has been conducted to determine the factors influencing the GPPB of 

consumers. GPPB of consumers with regards to the purchase of Green Fast Moving 

Consumer Goods and Green Electrical Household Appliances has been examined. 

Two comprehensive models were developed for this study.  

 

The first model applying the TPB is used to determine the influence of psycho-social 

factor on GPPB of consumers. It includes sub-models for determinants of attitude 

towards green product purchase, determinants of subjective norm, determinants of 

perceived behavioural control, determinants of GPPI and the relationship between 

GPPI and GPPB. Also, the moderating role of environmental concern, perceived 

consumer effectiveness and demographics on the relationships in TPB is evaluated.  

 

The second model is based on the Attitude-Intention-Behaviour Framework. It is used 

to explore factors that determine consumer attitude towards green marketing strategies 

and also to examine the influence of attitude towards green marketing strategies on 

GPPI. It includes sub-models for determinants of attitude towards green products, 

determinants of attitude towards green branding, determinants of attitude towards 

green advertising, determinants of attitude towards eco-labelling, determinants of 

attitude towards green packaging, the influence of attitude towards green marketing 

strategies on GPPI and the relationship between GPPI and GPPB. Also, the 

moderating role of perceived consumer barriers and demographics on the 

relationships in Green Marketing Strategies Attitude-Intention-Behaviour Model is 

examined  
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The research work identified the determinants of the consumer attitude towards green 

marketing strategies and developed a scale to measure determinants of consumer 

attitude towards green marketing strategies and also scale is developed to measure 

attitude towards green marketing strategies.  

 

It was supported by this study that environmental concern and self-transcendence 

have a significant positive influence on attitude towards green product purchase, 

whereas self-enhancement has a significant negative influence on attitude towards 

green product purchase.  Normative social influence and value-expressive social 

influence have a significant impact on the subjective norm. It is also indicated that 

control strength and control belief have a significant influence on perceived 

behavioural control. The study also demonstrated that attitude towards green product 

purchase and perceived behavioural control influence GPPI, whereas subjective norm 

does not. The study revealed a significant positive relationship between GPPI and 

GPPB. The moderating role of environmental concern, perceived consumer 

effectiveness and demographics on the relationships in the TPB is also supported. 

 

The study revealed that green perceived value, green perceived trust and eco-label 

credibility are important determinants of consumer attitude towards green marketing 

strategies. The findings also indicate that green ad skepticism does not have a 

significant influence on attitude towards green marketing strategies. Among green 

marketing strategies, only attitude towards green products and attitude towards green 

branding were found to have a significant influence on GPPI. The influence of 

attitude towards green advertising, attitude towards eco-labelling and attitude towards 

green packaging was insignificant.  The findings revealed a significant positive 

relationship between GPPI and GPPB in the model. The moderating role of perceived 

consumer barriers and demographics on the relationships in the Green Marketing 

Strategies Attitude-Intention-Behaviour Model is supported. 

 

To conclude, this study provides a methodology to investigate the green product 

purchase behaviour of consumers and provides a theoretical contribution to 

understanding the determinants of green product purchase behaviour. The hierarchical 
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structure proposed in both the models from abstract values, beliefs, to attitudes, to 

intention to purchase behaviour was confirmed. The interrelationships between the 

variables are important in terms of developing environmental policies, persuasive 

communication strategies and green marketing strategies so as to influence the 

purchase of green products and thereby promote sustainable consumption. 

 

8.5 THEORETICAL CONTRIBUTION 

Some significant contributions appear to evolve out of this research. From the 

theoretical point of view, the present study contributes to the existing literature in the 

following ways.  

 

First, the contributions of this study include development and testing of two structural 

models, one to determine psycho-social factors influencing GPPB by applying TPB 

and second to explore factors that determine consumer attitude towards green 

marketing strategies and to determine the influence of attitude towards green 

marketing strategies on GPPB by applying Attitude-Intention-Behaviour Model. Both 

models could be used as important research tools in future studies in the same area or 

other areas. 

 

Second, as part of this study, two new measurement scales have been developed.  One 

to measure the Determinants of Attitude towards Green Marketing Strategies 

(DATGMS Scale)  and second to measure Attitude Towards Green marketing 

Strategies (ATGMS Scale). These scales could be used as important research tools in 

future studies. 

 

Third, an attempt has been made through this study to conceptualise and 

operationalise constructs of normative social influence, value-expressive social 

influence, self-transcendence, self-enhancement, perceived packaging harm and 

perceived consumer barriers.  The operational definitions and measurement scales 

could be used in future studies. 
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Fourth, much of the past research in this area is based on hypothetical GPPB. In this 

study, actual purchases of Green Fast Moving Consumer Goods and Green Electrical 

Household Appliances made by consumers in the past one year were examined. Thus 

this study attempted to capture actual GPPB rather than hypothetical GPPB. 

 

Fifth, this study incorporated the moderating role of environmental concern, perceived 

consumer effectiveness and demographics in the TPB Model.  The study also 

examined the moderating role of perceived consumer barriers and demographics in 

the Green Marketing Strategies Attitude-Intention-Behaviour Framework.  Thus, this 

study provides important inputs for marketers of green products to design and frame 

market segmentation strategies. 

 

Lastly, the results of this study support the robustness of the TPB model and Green 

Marketing Strategies Attitude-Intention-Behaviour Model in predicting green product 

purchase behaviour of consumers. Thus this study adds to the existing body of 

knowledge related to consumer behaviour research.  

 

8.6 MANAGERIAL IMPLICATIONS  

The results of this study have several practical implications and can be of interest to 

the marketers of green products and policymakers to motivate consumers to purchase 

green products and also to engage in other pro-environmental behaviours.  

 

The study identified environmental concern and self-transcendence as important 

determinants of attitude towards green product purchase. The finding suggests that 

manufacturers of green products may target those who are environmentally oriented 

because of their strong concerns and a positive outlook on their ability to make a 

difference. Also, environmentally concerned consumers know the importance of 

purchasing green products and they are also more aware of how their efforts of 

purchasing green products can contribute to the protection and preservation of the 

environment.   
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Also, an attempt to cultivate the values of self-transcendence and environmental 

concern among children, especially at a primary school level will be beneficial over a 

period of time. As these children will grow up with the values of self-transcendence 

and environmental concern, they will take necessary actions to protect the 

environment and the wellbeing of other livings things.   

 

The significant impact of self-transcendence on attitude towards green product 

purchase has an implication that organisations may be able to motivate consumers to 

behave more responsibly, by creating awareness and knowledge about the issues 

involved. Instead of making a vague statement about the environmental condition, the 

marketers and the public policymakers should be more specific about the 

consequences of the degrading environment and should highlight how each individual 

can make a difference by their actions. The areas where individual actions are 

important should also be highlighted. 

 

The finding that both environmental concern and self-transcendence have a positive 

impact has some implications for the organisation‟s communication strategies. While 

self-transcendence is involved with a positive perspective on the self, environmental 

concern is related to a negative perspective on the environment. Because of the 

positive and negative nature of the two significant variables, the organisations or 

public policymakers should adopt a dual message strategy employing positive and 

negative framing of the environmental issues. For example, in order to increase 

awareness and seriousness of the environmental issues and to elevate the level of 

concerns, organisations can frame a message in a negative way. For e.g. how 

depletion of the environment can be dangerous for future generations. In the case of 

the positively-framed message, they can highlight the fact how consumers‟ efforts to 

save the environment will help the future generation. Thus, this study recommends 

that firms specifically market the green aspects of their products and simultaneously 

work to increase environmental awareness. 

 

Furthermore, it was found that self-enhancement has a significant negative influence 

on attitude towards green product purchase. This indicates that egoistic self-interested 
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orientation tends to be negatively associated with GPPB. To motivate self-interested 

consumers, marketers and policymakers should develop special campaigns to create 

awareness about how consumers certain routine behaviours like reducing the use of 

resources, recycling etc. can be beneficial to them. Also, green marketing campaigns 

should highlight how the purchase of green products will be beneficial to them in the 

long run. More importantly, campaigns should try to create a long term impact, to 

develop favourable social pressure to promote the purchase of green products. 

Companies can also undertake such campaigns as part of their corporate social 

responsibility. 

 

The study reveals that normative social influence and value-expressive social 

influence are important determinants of subjective norm. The impact of normative 

social influence is found to be much higher than the value-expressive social influence. 

To take advantage of the influence of such reference groups like a family, friends, 

environmental activists, etc. green marketers should feature relevant reference group 

appeals in their advertisements.  

 

Among value-expressive social influence, the feeling of guilt and fulfilling 

responsibility towards the environment are found to be the main parameters. Thus 

appeals based on guilt and fulfilling of responsibility towards the environment can be 

used to promote the purchase of green products. Green marketing efforts should 

convey the message that “each of us is responsible for saving our earth”.  

 

Control strength and control belief is found to be important determinants of perceived 

behavioural control. To reduce the perceived difficulty, green marketers must focus 

on providing information on the availability of green products, mode of acquisitions 

and place of availability. Also, a variety of green products should be made available 

with a view to enhance consumers‟ convenience of purchasing. 

 

Attitude towards green product purchase is found to be the most important 

determinant of GPPI. Hence in order to promote the purchase of green products, green 

marketers should carefully work out communication plans that facilitate favourable 
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attitudinal changes of their target audiences. Since consumers‟ attitude toward green 

purchase is strongly affected by salient attitudinal beliefs such as “saving resources”, 

“reducing the deterioration of environment”, “reducing pollution,” and so on. Green 

marketers, in their communication campaigns, should detail clearly how their 

products help conserve natural resources or reduce pollution and exactly what benefits 

or values these products deliver to consumers and the environment. 

 

Since perceived behavioural control also influences GPPI, for strengthening perceived 

behavioural control, companies can develop advertisements demonstrating the 

performance of green products so that initial trial behaviour can be motivated. 

 

Subjective norm plays an important role in being vocal about environmental issues. 

However, this study demonstrates the insignificant influence of subjective norm on 

GPPI. The role of the subjective norm that is the role of “significant others” is very 

important to translate environmental concerns into social norms. Policymakers should 

develop interventions highlighting do‟s, and dont's to create awareness and develop 

campaigns that dramatize the detrimental impact of certain routine behaviours using 

“opinion leaders” like celebrities, sports stars, etc. in a sequential manner and more 

important to realize the long term impact to develop favourable social pressure to 

stimulate the purchase of green products. Marketers should organise different 

workshops and seminars to educate its internal and external public on environmental 

protection. Various exhibitions and fairs should be organised in close collaboration 

with non-governmental organisations to educate people on the different green 

products that are presently available in the market and the underlying benefits 

associated with purchasing of green products, so that purchase of green products 

becomes a social norm.  Firms should encourage consumer participation in 

environmental movement via consumers social and internet communication network 

with compelling, interesting and entertaining information about environmental 

products. Thus promoting the purchase of green products and other pro-environmental 

behaviours will require changing or activating self-transcendent values in people, and 

thereby their more altruistic-based environmental concerns. 
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Green perceived value, green perceived trust and eco-label credibility are found to be 

important factors determining consumer attitude towards green marketing strategies. 

Green ad skepticism and perceived packaging harm are found to have insignificant 

influence on attitude towards green marketing strategies. Among green marketing 

strategies, only attitude towards green products and attitude towards green branding 

has a significant positive influence on GPPI whereas the influence of attitude towards 

green advertising, attitude towards eco-labelling and attitude towards green packaging 

is found to be insignificant.  

 

Considering the above findings, marketers need to decide about what information 

should be provided to the consumers about the environmental impact of their product. 

Business for Social Responsibility (2008) drafted a report entitled “Eco-promising: 

communicating the environmental credentials of your products and services”. The 

report suggests that, in order to be transparent about environmental information 

provided, to build consumer trust and to reduce green ad skepticism, firms should 

seek independent verification of key environmental claims to increase consumer 

confidence; adopt a multi-layered approach to getting the message to all customers – 

using a range of communication channels to satisfy the needs of the most eco-

conscious consumer, without overwhelming the less committed; develop a 

sustainability strategy to ensure that product claims are part of a credible corporate 

approach.   

 

The study indicates the insignificant and negative influence of green perceived value 

on attitude towards green products. A study conducted by Ghazali, Soon, Mutum, & 

Nguyen (2017) revealed that consumers look for different values in green products. 

The attitude towards green products can be enhanced by providing the expected 

values to the consumers. Hence marketers should follow the strategy of “Consumer 

Value Positioning”. Firms should design green products to perform as well as (or 

better than) substitute products. Educate consumers with marketing messages that 

connect environmental attributes with desired consumer value. Broaden mainstream 

appeal by bundling consumer desired value into environmental products.  Thus, this 

study supports the findings from Grimmer & Woolley (2012) experiment that 
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suggests promotion should focus on personal benefits, e.g. emotional gratification 

such as focusing on family well-being or personal well-being if marketers want to 

increase perceived value and thereby to see greater uptake of green products. As 

Grimmer & Woolley (2012) found, consumers with a lower level of environmental 

concern responded better to green appeals that focused on personal benefits rather 

than pure environmental benefits. Therefore, managers should take note that their 

product environmental functions and performances must at least be at par or surpass 

customer perceived value of green products. In order to retain customer satisfaction, 

managers should pay attention to producing high-quality products, improving product 

features, and preferably, making the product to be convenient and affordable for most 

consumers. 

 

There is empirical evidence in this study that consumers are more inclined towards 

environmental friendly brands because of their growing environmental concerns. 

Green brand positioning can help to determine the success of green branding 

strategies. Brand uniqueness and active communication by the companies can also 

contribute to the success of green branding. Also, as suggested by Lin, Lobo, & 

Leckie (2017) green transparency which according to Eggert and Helm (2003) 

signifies the practice wherein green brands provide pertinent information about 

company‟s environmental policies, as well as the impact of its production process on 

the environment, can help in green brand positioning and thereby creating brand 

loyalty. Also, as suggested by Grimmer & Woolley (2012), marketers should develop 

emotional green branding strategies instead of rational green branding strategies to 

sell their green products.  

 

Marketers should pay attention to the content and design of their environmental 

claims.  They should realise that deliberately exaggerating or carelessly 

misrepresenting an environmental claim will do more harm than good to the sale of 

their green products and corporate image. Extreme care must be taken to ensure that 

claims about products‟ green credentials are based on solid foundations to prevent the 

inevitable consumer backlash. Marketers should capitalise on creativity and 
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originality in order to enhance the appeal of green advertisements and equally, 

differentiate the green advertisements from other non-green advertisements.  

 

Eco-labels should be seen as an essential marketing tool in promoting green purchase 

behaviour as there is enough empirical evidence in the previous studies that eco-

labelling has a positive impact on GPPB, though in this study the influence of attitude 

towards eco-labelling on GPPI is not significant. Type II eco-labels wherein 

environmental claims are self-declared falls short on several features of ideal 

information sources. Firms using this approach may describe their product in general 

terms (e.g. eco-friendly, environmentally safe, recyclable or ozone-friendly) or 

specific ones (e. g. made from 50% recycled material).  Even if claims are accurate, 

they are confusing and may not be highly credible given their source. While credible 

eco-labels and product certifications certainly help prevent the use of misleading envi-

ronmental claims known as greenwashing, they do not eliminate it. Type III labelling 

reduces the consumers‟ degree of dissatisfaction and also the perception of the 

inaccuracy of green product labels (D‟Souza, Taghian, Lamb, & Peretiatko, 2007).  

The usefulness of eco-labels as a tool of purchase decision depends on consumer trust 

and eco-label credibility (Thøgersen, 2000). Since eco-label credibility can contribute 

to the purchase of green products, firms should go for eco-certifications or eco-

labelling from trustworthy and reliable third parties or agencies and inform consumers 

about the significance and meaning of those eco-labels and eco-certifications. 

Previous studies suggest one aspect eco-labels such energy star labels work better 

than multi-aspect eco-labels.  

 

During the qualitative exploratory study, consumers have expressed deep concern 

about the harm caused by packaging waste to the environment. However, empirical 

findings in this study do not support this view of consumers. However, considering 

the concern expressed by consumers during the qualitative study, it is evident that 

green packaging is a strategic weapon and it is an effective marketing tool for 

marketers to promote green purchasing behaviour among consumers. 
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Policymakers and marketers assume greater responsibility for protecting the 

environment; it is desirable for them to work together to establish a comprehensive 

eco-certification scheme and a set of clear environmental advertising guidelines. 

Consistent with the contentions of previous environmental studies in developed 

countries it is believed that such regulatory measures could help boost consumers‟ 

confidence in various available green products, and assure them that what they buy 

will, in effect, contribute to environmental improvement. 

 

The support for the moderating role of environmental concern, perceived consumer 

effectiveness, perceived consumer barriers and demographics in the study also 

indicate marketing strategies based on segmentation can be more appropriate to 

promote the purchase of green products. 

 

Given that India is still a developing country with its green movement in an 

embryonic stage, it seems very difficult to resolve all these environmental and green 

marketing issues overnight. Nonetheless, these issues should call for continued 

strategic efforts from both the policymakers and green marketers if they really wish to 

advance a more sustainable consumption pattern across the country. These strategic 

efforts should include spreading environmental education, monitoring the quality of 

green products, improving the distribution of green products and more comprehensive 

legislation to closely monitor green advertising and eco-certification system.  

 

8.7 LIMITATIONS OF THE STUDY 

Although this study has provided a relevant and interesting insight into factors 

influencing GPPB, it is important to recognise its limitations.  

1. The factors identified as antecedents of attitude towards green product 

purchase, subjective norm, perceived behavioural control and also the factors 

identified as determinants of consumer attitude towards green marketing 

strategies in this study by using qualitative method may not be complete and 

comprehensive, thus leaving scope for identification of additional factors.  

2. The study used a convenience sampling method. The data for this study were 

obtained from consumers in Goa, India. Although it can be said that the 
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sample represents a cross-section of a large number of consumers, the findings 

cannot be widely generalised.  Future studies may use a probability sampling 

method. Since respondents‟ perceptions, attitudes and behaviours are 

influenced by their cultures, it would be useful to test whether scales and 

models can be generalised to other parts of India and in other countries. The 

replication of the study on a wider scale with a different culture is essential for 

further generalisation of the findings. Also, it will be interesting to compare 

people‟s attitudes and behaviours across different countries. 

3. The assumption of average variance extracted was violated for the data. The 

results are based on more than 50% unique error variance, and thus may be an 

artifact of the research.  The replication of the study is necessary to check for 

unique error variance. 

 

8.8 DIRECTIONS FOR FUTURE RESEARCH 

By introducing the Theory of Planned Behaviour Model and Green Marketing 

Strategies Attitude-Intention-Behaviour Model, this study generates some areas for 

future research. 

1. This study considered Green Fast Moving Consumer Goods and Green 

Electrical Household Appliances. The findings may be different – i.e. intensity 

of each path in the model, if different green products are considered. Future 

research should test this proposed model in different green product settings, 

such as recycled/ recyclable products, organic food products, sustainable 

energy, green vehicles, green buildings or services such as green hotels, green 

banking etc. 

2. Similar studies could be done in the context of areas other than green 

marketing. Future Research could determine the extent to which the results of 

this study can be generalised to include other areas of marketing such as cause 

marketing, online marketing etc. 

3. The models in the study could be tested by introducing other moderators. 

4. The average variance extracted for the constructs in the study could be 

improved by including additional variables. Therefore, future research should 
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attempt to enhance the explanatory power of the research model by 

considering the influence of additional variables. 

5. The variance explained for some of the constructs in the model could be 

improved by considering additional factors.   

6. Also, future research should attempt longitudinal studies in order to account 

for variations in the consumer‟s intention to purchase green products over 

time. 

7. This research can act as a basis to do cross-sectional research between two or 

more countries. Such research can help to understand the differences between 

the cultures and provide practitioners with different approaches to succeed in 

such countries. 
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APPENDIX - A 

INTER RATER RELIABILITY FORM – I 

(PART - A) 

Dear Expert, 

Please tick () any one appropriate choice after referring the meaning supplied in 

Annexure I 

 

Thanking you for your cooperation. 

 

Meera R. Mayekar 

NSI - Normative Social Influence 

VSI - Value-expressive Social Influence 

CS - Control Strength  

CB - Control Belief 

EC - Environmental Concern  

ST - Self-Transcendence  

SE - Self-Enhancement  

NA -Not Applicable to any dimension 

 
Sr. 

No. Item NSI VSI CS CB EC ST SE NA 

1. I think mankind is severely 

abusing the environment 

        

2. I think it is not worth me 

making sacrifices to protect 

the environment 

        

3. In order to protect the 

environment for future 

generations, I prefer to buy 

products that cause less 

harm to the environment 

        

4. Since I have sufficient 

money, I can easily 

purchase green products 

        

5. I believe that economic 

progress and development 

cannot be achieved if we 

focus on the protection and 

conservation of the 

environment 

        

6. I am willing to make 

sacrifices to protect the 

environment 

        

7. I believe that each one of us 

should learn to co-exist 

with nature so as not to 

cause any harm to the 

environment 

        



                                                                                                                   Appendix - A                                                                                                                                                                                                                                                      

 

Goa University Page 300 

 

Sr. 

No. Item NSI VSI CS CB EC ST SE NA 

  8. I think purchasing green 

products is time consuming 

in terms of acquiring 

knowledge about them 

        

9. I value the opinions and 

feelings of environmental 

activists on the purchase of 

green products 

        

10. I feel guilty if I purchase 

products damaging the 

environment  

        

11. I think purchasing green 

products is enough to fulfil 

my responsibility to the 

environment 

        

12. I prefer to work for groups 

which work for 

environmental protections so 

that I can contribute my 

share for the protection of 

the environment 

        

13. I believe we need not worry 

much about the potential 

impact of our actions on the 

environment as new 

developments in science 

and technology will help to 

solve environmental 

problems 

        

14. I think we are not doing 

enough to reduce 

environmental pollution 

        

15. Since green products are 

generally available at stores 

I shop, I can easily 

purchase them 

        

16. I think the difficulty in 

identifying green products 

makes it difficult to purchase 

them 

        

17. Since I have sufficient 

information about green 

products, I can easily 

purchase them 
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Sr. 

No. Item NSI VSI CS CB EC ST SE NA 

18. I believe that protection of 

the environment is the 

responsibility of the 

Government and not of the 

individual 

        

19. I am concerned about the 

development of the global 

environment 

        

20. I think purchasing green 

products requires 

commitment 

        

21. I believe that natural 

resources are to be used for 

individual benefit and 

welfare 

        

22. I value the opinions and 

feelings of people on social 

media for the purchase of 

green products  

        

23. Since I have sufficient time 

to search for green 

products, I can easily 

purchase them 

        

24. I think we are not doing 

enough to protect the 

natural environment 

        

25. I feel it is my moral 

obligation to purchase 

green products 

        

26. I think people do not care 

enough for the environment 

        

27. While making a decision to 

buy products, I consider the 

personal benefits of buying 

the product rather than the 

environmental benefits 

        

28. I value the opinions and 

feelings of my family 

members on the purchase 

of green products 

        

29. When I buy products, I try 

to consider how my use of 

them will affect the 

environment  
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Sr. 

No. Item NSI VSI CS CB EC ST SE NA 

30. I think we are not doing 

enough to reduce 

disposable waste 

        

31. I feel laws to protect the 

environment limit my 

choice of products 

        

32. I convince others to 

participate in seminars, 

rallies, etc. to create 

environmental awareness 

among people 

        

33. I value the opinions and 

feelings of my friends for 

the purchase of green 

products 

        

34. I am concerned about my 

country‟s environment 

        

35. I feel purchasing products 

damaging the environment 

would go against my 

principles 

        

36. I believe that each one of us 

should consider the 

potential environmental 

impact of our actions so 

that we can contribute to 

the protection of the 

environment                                                                           

        

37. I think non-availability of 

green products makes it 

difficult to purchase them 

        

38. I am concerned about what 

the state of the environment 

will mean for my future 

        

39. I prefer to work to save the 

environment even if it does 

not give me any personal 

benefit   

        

40. I think current legislations 

are not doing enough to 

protect the environment 

        

41. I have a strong will to 

purchase green products 

        

42. I think the high price of 

green products makes it 

difficult to purchase them 
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Sr. 

No. Item NSI VSI CS CB EC ST SE NA 

43. I believe protecting the 

environment will result in 

the loss of jobs and income 

for persons like me 

        

44. I think purchasing green 

products requires additional 

efforts 

        

45. I think purchasing green 

products makes me a 

socially responsible 

consumer 

        

46. I believe that the 

conservation and protection 

of the environment is 

necessary for the welfare of 

the people 

        

47. I think we are not doing 

enough to save scarce    

natural resources from 

being depleted 

        

48. I think purchasing a green 

product is inconvenient 

        

49. I have the ability to 

purchase green products 

        

50. I purchase green products 

for the recognition I get 

from others 

        

51. Since I have plenty of 

shopping opportunities, I 

can easily purchase green 

products 
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INTER RATER RELIABILITY FORM – I 

(PART – B) 

Dear Expert. 

Please tick () any one appropriate choice after referring the meaning supplied in 

Annexure I 

 

Thanking you for your cooperation. 

 

Meera R. Mayekar 

SN - Subjective Norm  

PBC - Perceived Behavioural         

Control 

PCE - Perceived Consumer 

Effectiveness 

ATGPP-Attitude towards Green Product 

Purchase 

GPPI - Green Product Purchase Intention  

GPPB - Green Product Purchase Behaviour  

NA - Not Applicable to any dimension  

 
Sr. 

No. Item SN PBC PCE ATGPP GPPI GPPB NA 

1. I think purchasing green 

products is appropriate to 

reduce pollution 

       

2. I can make my decision to 

purchase green products 

       

3. Most people who are important 

to me propagate purchase of 

green products  

       

4. In the past one year, I have 

purchased natural or organic 

cosmetics such as creams, 

lotions, lipsticks, perfumes, 

etc. 

       

5. I intend to purchase products 

with eco-labels termed as 

recyclable, biodegradable, 

ozone friendly, sustainable, 

carbon neutral, eco-friendly, 

etc. 

       

6. In the past one year, I have 

purchased tube lights with 

BEE (Bureau of Energy 

Efficiency) star label 

       

7. I think if I carry out some pro-

environmental behaviour in my 

everyday life, I would 

contribute a lot to the 

protection of the environment 
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Sr. 

No. Item SN PBC PCE ATGPP GPPI GPPB NA 

8. In the past one year, I have 

purchased paper products such 

as stationery, tissue papers, 

toilet papers, etc. made of 

recycled paper  

       

9. I can make my decision about 

extra efforts to be put in for the 

purchase of green products 

       

10. Most people who important  to 

me think it is good to purchase 

green products 

       

11. I feel there is a lot that one 

individual can do about the 

environmental problems 

       

12. I intend to purchase products 

that are less harmful to the 

environment 

       

13. I think purchasing green 

products is valuable to save 

scarce natural resources 

       

14. I can make my decision about 

the extra amount to be spent on 

the purchase of green products 

       

15. 

 

Most people on social 

networking sites who are 

important to me motivate me 

to purchase green products  

       

16. I am willing to buy products 

that make use of  recycled 

/recyclable material 

       

17. I intend to purchase products 

with information on the 

manufacturers‟ environmental 

performance 

       

18. In the past one year, I have 

purchased Electrical 

appliances such as T. V., 

washing machine, refrigerator, 

air-conditioner laptops, fans, 

etc. with BEE  (Bureau of 

Energy Efficiency) star label 

       

19. In the past one year, I have 

purchased beverages in 

refillable bottles 
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Sr. 

No. Item SN PBC PCE ATGPP GPPI GPPB NA 

20. In the past year I have 

purchased rechargeable 

batteries 

       

21. I think purchasing green 

products helps me to 

contribute to environmental 

protection  

       

22. I intend to purchase green 

products so as to reduce 

environmental harm 

       

23. I think purchasing green 

products is necessary to protect 

the environment 

       

24. Most people who are important 

to me support purchase green 

products  

       

25. I can make my decision about 

the type of green products to 

be purchased 

       

26. I think purchasing green 

products is good to reduce 

environmental harm 

       

27. In the past one year, I have 

purchased products in reusable 

containers/packaging 

       

28. I think I can protect the 

environment by purchasing 

green products 

       

29. Most people who are important 

to me favour purchase of green 

products  

       

30. In the past one year, I have 

purchased natural or organic 

personal care products such as 

soaps, shampoos, face wash, 

etc. 

       

31. I feel I have personal control 

over the solution to the 

environmental problems 

       

32. I intend to purchase natural or 

organic products 

       

33. In the past one year, I have 

purchased natural or organic 

household products such as 

floor cleaners, mosquito 

repellants, etc. 
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Sr. 

No. Item SN PBC PCE ATGPP GPPI GPPB NA 

34. I think purchasing green 

products can help to save 

natural resources 

       

35. I intend to purchase products 

in reusable containers/ 

packages so that the 

containers/packages can be 

reused 

       

36. I think purchasing green 

products is good to reduce the 

deterioration of the 

environment  

       

37. I think purchasing green 

products can help to reduce 

pollution  

       

38. In the past one year, I have 

purchased LED light bulbs 

       

39. In the past one year, I have 

purchased products with eco-

labels termed as recyclable, 

biodegradable, ozone friendly, 

sustainable, carbon neutral, 

eco-friendly, etc. 

       

40. In the past one year, I have 

purchased products of the 

companies that have a 

reputation for being 

environment-friendly 

       

41. I think purchasing green 

products can help to minimise 

solid waste 

       

42. In the past one year, I have 

purchased a solar cooker or 

solar heater. 

       

43. I intend to purchase energy 

saving bulbs /tube lights 

/appliances 

       

44. I think purchasing green 

products can help to reduce 

environmental problems 

       

45. I intend to purchase products 

with certified eco-labels such 

as BEE (Bureau of Energy 

Efficiency) star label, 

Ecomark,  etc. 
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Sr. 

No. Item SN PBC PCE ATGPP GPPI GPPB NA 

46. I plan to spend more on green 

products rather than non-green 

products 

       

47. I feel capable of helping solve 

the environment problems 

       

48. I am willing to pay a higher 

price for green products 

       

 
 

ANNEXURE – I 

PSYCHO-SOCIAL FACTORS INFLUENCING GREEN PRODUCT 

PURCHASE BEHAVIOUR 

A scale is being developed to provide academicians, business organisations, 

government organisations, consumers a direction to identify and measure psycho-

social factors which can influence green product purchase behaviour. 

 

“Green products refer to products that minimize the generation of waste and releases 

of pollutants; products made from recycled materials and that can be reused or 

recycled; products that use less packaging; products and services that conserve 

energy and water, use energy from renewable resources such as bio-based fuels, solar 

and wind power; products using alternatives to hazardous or toxic chemicals, 

radioactive materials and bio-hazardous agents; products that  emit less toxic 

substances; thus these products provide tangible benefits to consumers and reduces 

the harm it would otherwise have caused the environment.” 

 

Consumers all over the world are getting conscious of the environmental impact of 

their purchases, and these issues are taken into consideration by them in their actual 

purchase behaviour. Thus, there is a need to focus attention on the factors which 

influence the green product purchase behaviour of the consumers. This scale attempts 

to consider the existing scales and consider the newer dimensions of green product 

purchase behaviour. 

 

The scale has been divided into thirteen dimensions which are: Normative Social 

Influence (NSI), Value-expressive Social Influence (VSI), Control Strength (CS), 
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Control Belief (CB), Environmental Concern (EC), Self-transcendence (ST), Self-

enhancement (SE), Subjective Norm (SN), Perceived Behavioural Control (PBC), 

Perceived Consumer Effectiveness (PCE), Attitude towards Green Product Purchase 

(ATGPP), Green Product Purchase Intention (GPPI) and Green Product Purchase 

Behaviour (GPPB).  

 

The scale is being designed to be completed by the subjects under the study, namely 

consumers of products and services. Methods such as review of the literature, 

interviews were used to generate the initial pool of scale items. 

 

DESCRIPTION OF SCALE DIMENSIONS 

1. Normative Social Influence (NSI): Normative social influence is an 

influence to conform to the positive expectations of others.  

2. Value-expressive Social Influence (VSI): Value-expressive Social 

Influence is internal feelings or standards which serve as guiding 

principles in a person's life and influence the behaviour. 

3. Control Strength (CS): Control strength refers to the degree; to which one is 

influenced by resources (i.e., money, time, and energy), opportunities, or 

obstacles to perform the behaviour.  

4. Control Belief (CB): Control Belief is the individual‟s belief in the existence 

of factors that facilitate or impede the performance of the behaviour. Control 

belief consists of situational factors and resources like time, money and 

knowledge that facilitate the conditions that determine individuals‟ behaviour. 

5. Environmental Concern (EC): Environmental concern is a general attitude 

toward an environment that reflects the extent to which consumers are worried 

about threats to the environment. 

6. Self-transcendence (ST): self-transcendence (universalism & benevolence) 

indicates values which motivate people to work for the enhancement of others 

and the transcendence of self-interests. Self- transcendence is a measure of the 

degree to which a person values, goals and ideals that are directly linked to 

promoting the welfare of others, close and distant and of nature.  
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7. Self-enhancement (SE): Self-enhancement (openness to change, 

conservatism) indicates values which motivate people to enhance their own 

personal interests even at the expense of others.  Self-enhancement is the 

degree to which a person values, goals and ideals are directly linked with 

tangible rewards for self.  

8. Subjective Norm (SN): Subjective norm is perceived social pressure by 

significant others or different reference groups to perform or not to perform a 

certain behaviour. 

9. Perceived Behavioural Control (PBC): Perceived behavioural control is a 

person‟s perception of whether different aspects of the behaviour are in his or 

her control or are easy or difficult to perform. It reflects individuals‟ 

perceptions of their ability to perform the behaviour. 

10. Perceived Consumer Effectiveness (PCE): Perceived consumer 

effectiveness refers to the extent to which consumers believe that their actions 

can contribute to the solving problem, in this case, environmental problems.  

11. Attitude towards Green Product Purchase (ATGPP): Attitude towards 

Green Product Purchase (ATGPP) can be defined as a disposition to respond 

favourably or unfavourably to purchase of green products. 

12. Green Product Purchase Intention (GPPI): Green product purchase 

intention is conceptualised as the probability and willingness of a person to 

give preference to green products over non-green products in their purchase 

considerations. 

13. Green Product Purchase Behaviour (GPPB): Green product purchase 

behaviour refers to the purchase and use of green products. These can include 

activities related to purchasing, use and disposal of goods, as well as non-

purchase of goods which are harmful to the environment. 
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APPENDIX - B 

INTER RATER RELIABILITY FORM – II 

(PART – A) 

Dear Expert. 

Please tick () any one appropriate choice after referring the meaning supplied in 

Annexure II 

 

Thanking you for your cooperation. 

 

Meera R. Mayekar 

ATGP - Attitude towards Green Products  

ATGB - Attitude towards Green Branding 

ATEL - Attitude towards Eco-labelling 

 

GPV - Green Perceived Value 

GPT - Green Perceived Trust 

ELC - Eco-label Credibility 

NA - Not Applicable to any dimension 

 
Sr. 

No. Item ATGP ATGB ATEL GPV GPT ELC NA 

1. Eco-labels help to distinguish 

between green products and 

non-green products 

       

2. Green products normally have 

good environmental properties 

       

3. Green products are not as good 

as non-green products in terms 

of quality 

       

4. Green branding indicates that 

the company is concerned about 

the environment 

       

5. Eco-labels are always 

trustworthy 

       

6. Green product‟s environmental 

functions provide value for my 

money 

       

7. Green branding indicates that 

the company is taking care of 

consumers‟ environmental 

concern 

       

8. Eco-labels on the products are 

reliable 

       

9. It is difficult to recognise the 

differences between green 

products and non-green 

products with respect to 

environmental features 

       

10. Most environmental claims 

made in eco-labels are true 
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Sr. 

No. Item ATGP ATGB ATEL GPV GPT ELC NA 

11. Eco-labels help to explain 

products‟ impact on the 

environment  

       

12. Green branding is regarded as 

the best parameter of the 

company‟s environmental 

commitments 

       

13. Since green products help to 

save scarce natural resources, it 

is worth the money spent 

       

14. There is no visible evidence that 

green products are more 

beneficial to the environment 

compared to non-green products 

       

15. Green branding indicates that 

the company is professional 

about environmental 

management policies 

       

16. Eco-labels help us to get 

knowledge about green 

products 

       

17. Since green products help to 

slow the deterioration of the 

environment, it is worth the 

money spent 

       

18. Green products are expensive 

 

       

19. Eco-labels help us to identify 

green products easily 

       

20. Since green products help to 

reduce pollution, it is worth the 

money spent 

       

21. Very limited choice is available 

in green products 

       

22. Eco-labels provide useful 

information required to make a 

better purchase decision 

       

23. It is better to purchase a green 

brand because of its 

environmental compliance 

       

24. Green products are not easily 

available in the market  

       

25. Since green products help to 

reduce solid waste, it is worth 

the money spent 
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Sr. 

No. Item ATGP ATGB ATEL GPV GPT ELC NA 

26. Green branding indicates that 

the company‟s reputation about 

environmental management is 

stable 

       

27. Eco-labels help us to get 

information about the 

company‟s green marketing 

initiatives 

       

28. It is better to purchase a green 

brand because of its 

environmental properties 

       

29. Green branding indicates that 

the company is well established 

about environmental 

management policies.  

       

30. It is better to purchase a green 

brand because of its 

environmental commitments 

       

31. I tend to be more loyal to 

products from companies that 

practice green branding 

       

32. Environmental information 

provided in the eco-label is 

reliable 

       

33. Sufficient information about 

environmental benefits is not 

available on green products 

       

34. It is reasonable to pay a higher 

price for green products 

because of its environmental 

properties 

       

35. I tend to be more loyal to 

products that use eco-labels.  

       

36. Green products match my 

expectations of a good product 
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INTER RATER RELIABILITY FORM – II 

(PART – B) 

Dear Expert. 

Please tick () any one appropriate choice after referring the meaning supplied in 

Annexure II 

 

Thanking you for your cooperation. 

 

Meera R. Mayekar 

ATGAD - Attitude towards Green 

Advertising  

ATGPK - Attitude towards Green 

Packaging 

GADSK - Green Ad Skepticism 

PPKH - Perceived Packaging Harm  

PCB - Perceived Consumer Barriers 

NA - Not Applicable to any 

dimension 

 
Sr. 

No. Item ATGAD ATGPK GADSK PPKH PCB NA 

1. Most environmental claims in 

green advertising are exaggerated 

      

2. Green packaging is easily 

disposable 

      

3. Green advertising is good at 

addressing environmental 

problems 

      

4. Green advertising helps to solve 

environmental problems 

      

5. Consumers would be better off if 

exaggerated environmental claims 

in advertisements were eliminated 

      

6. Green packaging avoids the use of 

excessive packaging 

      

7. Packaging results in solid waste       

8. Non-availability of green products 

makes it difficult to purchase 

green products 

      

9. Green advertising  helps us to 

identify green products easily 

      

10. Green packaging helps to conserve 

natural resources to a large extent 

      

11. Green advertising is deceptive       

12. I do not believe in most of the 

environmental claims in green 

advertising 

      

13. Green advertisement helps to 

enhance knowledge about green 

products 
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Sr. 

No. Item ATGAD ATGPK GADSK PPKH PCB NA 

14. Green packaging helps to reduce 

disposable solid waste 

      

15. Extra time to be spent in searching 

green products makes it difficult to 

purchase green products 

      

16. Green advertising indicates that 

the company is concerned about 

the environment 

      

17. Packaging is one of the main 

causes of environmental pollution 

      

18. In a store, it is difficult to 

distinguish between green 

products and non-green products. 

      

19. Green packaging helps to reduce 

the use of scarce resources 

      

20. I am doubtful about the accuracy 

of environmental claims made in 

green advertising 

      

21. Most environmental claims in 

advertising are intended to mislead 

rather than to educate consumers 

      

22. Environmental claims in green 

advertisements are not convincing 

      

23. Packaging is harmful to wildlife       

24. Green packaging helps to reduce 

pollution to a large extent 

      

25. Green packaging helps to solve 

environmental problems to a large 

extent 

      

26. Green advertising exploits 

environmental issues instead of 

addressing them 

      

27. Green packaging helps to reduce 

environmental damage to a large 

extent 

      

28. Low quality of green products 

makes it difficult to purchase them 

      

29. Packaging creates a problem of 

litter 

      

30. Green advertising takes advantage 

of consumers' environmental 

concerns for the company‟s own 

benefit 

      

31. Green packaging is safer to the 

environment 
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Sr. 

No. Item ATGAD ATGPK GADSK PPKH PCB NA 

32. Insufficient information about 

green products makes it difficult to 

purchase green products 

      

33. Green advertising helps to explain 

products‟ impact on the 

environment 

      

34. Packaging is one of the major 

causes of environmental harm 

      

35. Packaging waste is a very 

important environmental issue 

      

36. Biodegradability is an important 

consideration for green packaging 

      

37. The high price of green products 

makes it difficult to purchase 

green products 

      

 

ANNEXURE – II 

GREEN MARKETING STRATEGIES INFLUENCING GREEN PRODUCT 

PURCHASE BEHAVIOUR 

A scale is being developed to provide academicians, business organisations, 

government organisations, consumers a direction to identify and measure green 

marketing strategies which can influence green product purchase behaviour. 

 

Green marketing is defined as “the application of marketing strategies such as 

advertising, labelling, branding, packaging etc., to facilitate exchanges that satisfy 

organisational and individual goals in such a way that the preservation, protection, 

and conservation of the physical environment are upheld”.  

 

Many firms are beginning to realise that they are members of the wider community 

and therefore, must behave in an environmentally responsible manner. The central 

idea of green marketing is to create awareness of environmental issues and to enable 

consumers to understand how they would be contributing positively to the 

environment if they switch to green products and lifestyles. Thus, there is a need to 

know the influence of green marketing strategies on green product purchase 

behaviour of the consumers. This scale attempts to consider the existing scales and 

consider the newer dimensions of green product purchase behaviour. 
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The scale has been divided into eleven dimensions which are: Attitude towards Green 

Products (ATGP), Attitude towards Green Branding (ATGB), Attitude towards Green 

Eco-labelling (ATEL), Attitude towards Green Advertising (ATGAD), Attitude 

towards Green Packaging (ATGPK), Green Perceived Value (GPV), Green Perceived 

Trust (GPT), Eco-label Credibility (ELC), Green Ad Skepticism (GADSK), Perceived 

Packaging Harm (PPKH) and Perceived Consumer Barriers (PCB). 

 

The scale is being designed to be completed by the subjects under the study, namely 

consumers of products and services. Methods such as review of the literature, 

interviews were used to generate the initial pool of scale items. 

 

DESCRIPTION OF SCALE DIMENSIONS 

1. Attitude towards Green Products (ATGP): Attitude towards the green 

products is a disposition to respond favourably or unfavourably to a green 

product. Any product which is made, used or disposed of in a way that 

significantly reduces the harm it would otherwise have caused the 

environment is considered as a green product. 

2. Attitude towards Green Branding (ATGB): Attitude towards green 

branding is conceptualised as a disposition to respond favourably or 

unfavourably to green branding.  Green branding is a marketing strategy 

wherein the firm tries to create a unique image of the product and 

organization, in the minds of the customer and establish a differentiated 

presence in the market, by highlighting and communicating the 

environmentally beneficial strategies adopted by the company.  

3. Attitude towards Eco-labelling (ATEL): Attitude towards eco-labelling is a 

disposition to respond favourably or unfavourably to eco-labelling.  Eco-

labelling is defined as “a practice of providing information to consumers about 

a product through eco-labels, which is characterised by improved 

environmental performance and efficiency compared with similar products”. 

An eco-label can be defined as any logo, symbol, emblem, sign, label, words 

or a combination of these appearing on product packaging or in advertising 

that seeks to inform consumers that a product has particular environmental 

properties and features and as such is in some significant way less harmful to 

the environment than purchase alternatives. 
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4. Attitude towards Green Advertising (ATGAD): Attitude towards green 

advertising is a disposition to respond favourably or unfavourably to green 

advertising. Green advertising can be defined as any advertising that explicitly 

or implicitly promotes awareness of environmental issues and or suggests 

behaviours useful in minimising or correcting these environmental issues or 

reference is made to the environmental or ecological aspects relating to the 

production, packaging, distribution, use/consumption or disposal of products. 

5. Attitude towards Green Packaging (ATGPK): Attitude towards green 

packaging is a disposition to respond favourably or unfavourably to green 

packaging. Green packaging is the use of materials and manufacturing 

methods for packing that has a low impact on the environment and energy 

consumption.   

6. Green Perceived Value (GPV):  Green perceived value is defined as 

consumer‟s overall appraisal of the net benefit of a product or service between 

what is received and what is given based on the consumer‟s environmental 

desires, sustainable expectations, and green needs. 

7. Green Perceived Trust (GPT): Green Perceived Trust is defined as a 

willingness to depend on a product, service, or brand based on the belief or 

expectation resulting from its credibility, benevolence, and ability about its 

environmental performance. 

8. Eco-label Credibility (ELC): Eco-label Credibility is defined as the extent to 

which the consumer perceives eco-labels and the information given in the 

label to be truthful and believable.  

9. Green Ad Skepticism (GADSK): Green Ad skepticism refers to the tendency 

towards disbelief of environmental claims made in green advertising.  

10. Perceived Packaging Harm (PPKH): Perceived packaging harm is the 

consumer‟s overall evaluation of the damage that is caused by packaging 

material or packaging method to the environment.  

11. Perceived Consumer Barriers (PCB): Perceived Consumer Barriers 

represents the momentary contingent factors within the shopping environment 

that may act to block or facilitate the translation of purchase intentions into 

actual purchase behaviour. 
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APPENDIX - C 

CONTENT VALIDITY - EXPERT RATING - FORM I 

PSYCHO-SOCIAL FACTORS INFLUENCING GREEN PRODUCT 

PURCHASE BEHAVIOUR 

Dear Expert, 

 

A scale is being developed to provide academicians, business organisations, 

government organisations, consumers a direction to identify and measure psycho-

social factors which can influence green product purchase behaviour. 

 

“Green products refer to products that minimize the generation of waste and 

releases of pollutants; products made from recycled materials and that can be 

reused or recycled; products that use less packaging; products and services that 

conserve energy and water, use energy from renewable resources such as bio-

based fuels, solar and wind power; products using alternatives to hazardous or 

toxic chemicals, radioactive materials and bio-hazardous agents; products that  

emit less toxic substances; thus these products provide tangible benefits to 

consumers and reduces the harm it would otherwise have caused the environment.” 

 

Consumers all over the world are getting conscious of the environmental impact of 

their purchases, and these issues are taken into consideration by them in their actual 

purchase behaviour. Thus, there is a need to focus attention on the factors which 

influence the green product purchase behaviour of the consumers. This scale 

attempts to consider the existing scales and consider the newer dimensions of green 

product purchase behaviour. 

 

The scale has been divided into thirteen dimensions which are: Normative Social 

Influence (NSI), Value-expressive Social Influence (VSI), Control Strength (CS), 

Control Belief (CB), Environmental Concern (EC), Self-transcendence (ST), Self-

enhancement (SE), Subjective Norm (SN), Perceived Behavioural Control (PBC), 

Perceived Consumer Effectiveness (PCE), Attitude towards Green Product 

Purchase (ATGPP), Green Product Purchase Intention (GPPI) and Green Product 

Purchase Behaviour (GPPB).  

 

The scale is being designed to be completed by the subjects under the study, 

namely consumers of products and services. Methods such as review of the 

literature, interviews were used to generate the initial pool of scale items. 

 

Kindly refer to the description of scale dimension and give your rating for the scale 

items as specified below. 
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RATING GUIDELINES 

The expert is required to review the test items based on the relevance, clarity and 

simplicity of the content in each dimension. In the rating sheet provided, the expert 

is required to indicate the following: 

1. Relevance: (For all scale dimensions)  

Indicate on a scale from 1- 4 whether the specified item is relevant as a 

measure for it is intended. The rating may be given as under: 

1 = Not relevant                                                          

            2 = Item needs some revision 

3 = Relevant but needs some minor revision                

                   4 = Very relevant 

2. Clarity: (For all scale dimensions)  

Indicate on a scale ranging from 1- 4 whether the specified item has clarity 

in understanding. The rating may be given as under: 

1 = Not clear  

2 = Item needs some revision 

3 = Clear but needs some minor revision 

4 = Very clear 

3. Simplicity: (For all scale dimensions) 

Indicate on a scale ranging from 1- 4 whether the specified item is simple to 

understand. The rating may be given as under: 

1 = Not simple 

2 = Item needs some revision 

3 = Simple but needs some  minor revision 

4 = Very simple 

  

Thanking you in anticipation. 

 

Meera R. Mayekar 

 

 

Green Product Purchase Intention (GPPI): Green product purchase intention is 

conceptualised as the probability and willingness of a person to give preference to 

green products over non-green products in their purchase considerations. 

 

Sr. 

No. 
Green Product Purchase Intention (GPPI) Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. I intend to purchase products that are less harmful 

to the environment 

   

2. I am willing to buy products that make use of  

recycled /recyclable material 
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Green Product Purchase Behaviour (GPPB): Green product purchase behaviour 

refers to the purchase and use of green products. These can include activities related to 

purchasing, use and disposal of goods, as well as non-purchase of goods which are 

harmful to the environment. 

 

3. I intend to purchase products in reusable 

containers/packages so that the 

containers/packages can be reused 

   

4. I intend to purchase natural or organic products    

5. I intend to purchase energy saving bulbs/tube 

lights/appliances 

   

6. I intend to purchase products with certified eco-

labels such as BEE (Bureau of Energy Efficiency) 

star label, Ecomark,  etc. 

   

7. I intend to purchase products with eco-labels 

termed as recyclable, biodegradable, ozone 

friendly, sustainable, carbon neutral, eco-friendly, 

etc. 

   

8. I intend to purchase products with information on 

the manufacturers‟ environmental performance 

   

9. I plan to spend more on green products rather than 

non-green products 

   

10. I intend to purchase green products so as to reduce 

environmental harm 

   

11. I am willing to pay a higher price for green 

products. 

   

Sr. 

No. 
Green Product Purchase Behaviour (GPPB) Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. In the past one year, I have purchased paper 

products such as stationery, tissue papers, toilet 

papers, etc. made of recycled paper 

   

2. In the past one year, I have purchased products in 

reusable containers/packaging 

   

3. In the past one year, I have purchased beverages in 

refillable bottles 

   

4. In the past one year, I have purchased rechargeable 

batteries 

   

5. In the past one year, I have purchased natural or 

organic personal care products such as soaps, 

shampoos, face wash, etc. 
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Attitude towards Green Product Purchase (ATGPP): Attitude towards Green 

Product Purchase (ATGPP) can be defined as a disposition to respond favourably or 

unfavourably to purchase of green products. 

6. In the past one year, I have purchased LED light 

bulbs 

   

7. In the past one year, I have purchased natural or 

organic household products such as floor cleaners, 

mosquito repellants, etc. 

   

8. In the past one year, I have purchased natural or 

organic cosmetics such as creams, lotions, 

lipsticks, perfumes, etc. 

   

9. In the past one year, I have purchased tube lights 

with BEE (Bureau of Energy Efficiency) star label 

   

10. In the past one year, I have purchased Electrical 

appliances such as T. V., washing machine, 

refrigerator, air-conditioner, laptops, fans, etc. 

with BEE  (Bureau of Energy Efficiency) star 

label 

   

11. In the past one year, I have purchased solar cooker 

or solar heater 

   

12. In the past one year, I have purchased products 

with eco-labels termed as recyclable, 

biodegradable, ozone friendly, sustainable, carbon 

neutral, eco-friendly, etc. 

   

13. In the past one year, I have purchased products of 

the companies that have a reputation for being 

environment-friendly 

   

Sr. 

No. 
Attitude towards Green Product Purchase 

(ATGPP) 

Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. I think purchasing green products is necessary to 

protect the environment 

   

2. I think purchasing green products is valuable to 

save scarce natural resources 

   

3. I think purchasing green products is good to 

reduce environmental harm 

   

4. I think purchasing green products is appropriate to 

reduce pollution 

   

5. I think purchasing green products can help to save 

natural resources 

   

6. I think purchasing green products is good to 

reduce the deterioration of the environment 
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Subjective Norm (SN): Subjective norm is perceived social pressure by significant 

others or different reference groups to perform or not to perform a certain behaviour. 

 

Perceived Behavioural Control (PBC): Perceived behavioural control is a person‟s 

perception of whether different aspects of the behaviour are in his or her control or 

are easy or difficult to perform. It reflects individuals‟ perceptions of their ability to 

perform the behaviour. 

 

Environmental Concern (EC): Environmental concern is a general attitude toward 

an environment that reflects the extent to which consumers are worried about threats 

to the environment. 

 

7. I think purchasing green products can help to 

reduce pollution 

   

8. I think purchasing green products can help to 

minimise solid waste 

   

9. I think purchasing green products can help to 

reduce environmental problems 

   

10. I think purchasing green products helps me to 

contribute to environmental protection 

   

Sr. 

No. 
Subjective Norm (SN) Relevance 

(1-4) 

Clarity 

(1-4) 

Simplicity 

(1-4) 

1. Most people who are important to me favour 

purchase of green products  

   

2. Most people who are  important  to me 

propagate purchase of green products  

   

3. Most people who are  important  to me think it is 

good to purchase green products 

   

4. Most people who are  important to me support 

purchase of green products  

   

5. Most people on social networking sites who are  

important  to me motivate me to purchase green 

products  

   

Sr. 

No. 
Perceived Behavioural Control (PBC) Relevance 

(1-4) 

Clarity 

(1-4) 

Simplicity 

(1-4) 

1. I can make my decision to purchase green 

products 
   

2. I can make my decision about the type of green 

products to be purchased 
   

3. I  can make my decision about the extra amount 

to be spent on the purchase of green products 
   

4. I can make my decision about extra efforts to be 

put in for the purchase of green products  
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Self-transcendence (ST): Self-transcendence (universalism & benevolence) indicates 

values which motivate people to work for the enhancement of others and the 

transcendence of self-interests. Self- transcendence is a measure of the degree to 

which a person values, goals and ideals that are directly linked to promoting the 

welfare of others, close and distant and of nature.  

Sr. 

No. 
Environmental Concern (EC) Relevance 

(1-4) 
Clarity 

(1-4) 

Simplicity 

(1-4) 

1. I think mankind is severely abusing the 

environment 

   

2. I think people do not care enough for the 

environment 

   

3. I think we are not doing enough to save scarce    

natural resources from being depleted 

   

4. I think we are not doing enough to reduce 

disposable waste 

   

5. I think we are not doing enough to reduce 

environmental pollution 

   

6. I think we are not doing enough to protect the 

natural environment 

   

7. I am concerned about my country‟s environment    

8. I am concerned about the development of the 

global environment 

   

9. I am concerned about what the state of the 

environment will mean for my future 

   

10. I think current legislations are not doing enough 

to protect the environment 

   

Sr. 

No. 
Self-transcendence (ST) Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. I am willing to make sacrifices to protect the 

environment 
   

2. I prefer to work to save the environment even if 

it does not give me any personal benefit 
   

3. I prefer to work for groups which work for 

environmental protections so that I can 

contribute my share for the protection of the 

environment 

   

4. When I buy products, I try to consider how my 

use of them will affect the environment 
   

5. In order to protect the environment for future 

generations, I prefer to buy products that cause 

less harm to the environment 

   

6. I convince others to participate in seminars, 

rallies, etc. to create environmental awareness 

among people 

   



                                                                                                                  Appendix - C                                                                                                                                                                                                                                                      

 

Goa University Page 325 

 

Self-enhancement (SE): Self-enhancement (openness to change, conservatism) 

indicates values which motivate people to enhance their own personal interests even 

at the expense of others.  Self-enhancement is the degree to which a person values, 

goals and ideals are directly linked with tangible rewards for self.  

 

Normative Social Influence (NSI): Normative social influence is an influence to 

conform to the positive expectations of others.  

Sr. 

No. 
Self-enhancement (SE) Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. I think it is not worth me making sacrifices to 

protect the environment 

   

2. I believe that natural resources are to be used for 

individual benefit and welfare 

   

3. While making a decision to buy products, I 

consider the personal benefits of buying the 

product rather than the environmental benefits 

   

4. I believe that economic progress and 

development cannot be achieved if we focus on 

the protection and conservation of the 

environment 

   

5. I believe protecting the environment will result 

in loss of jobs and income for persons like me 

   

6. I feel laws to protect the environment limit my 

choice of products 

   

7. I believe we need not worry much about the 

potential impact of our actions on the 

environment as new developments in science 

and technology will help to solve environmental 

problems 

   

8. I believe that protection of the environment is 

the responsibility of the Government and not of 

the individual 

   

9. I purchase green products for the recognition I 

get from others 

   

Sr. 

No. 
Normative Social Influence (NSI) Relevance 

(1-4) 

Clarity 

(1-4) 

Simplicity 

(1-4) 

1. I value the opinions and feelings of my family 

members on the purchase of green products 

   

2. I value the opinions and feelings of my friends for 

the purchase of green products 

   

3. I value the opinions and feelings of 

environmental activists on the purchase of green 

products 

   

4. I value the opinions and feelings of people on 

social media for the purchase of green products 
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Value-expressive Social Influence (VSI): Value-expressive social influence is 

internal feelings or standards which serve as guiding principles in a person's life and 

influence the behaviour. 

 

 

 

Control Strength (CS): Control strength refers to the degree; to which one is 

influenced by resources (i.e., money, time, and energy), opportunities, or obstacles to 

perform the behaviour.  

 

 

Sr. 

No. 
Value-expressive Social Influence (VSI) Relevance 

(1-4) 

Clarity 

(1-4) 

Simplicity 

(1-4) 

1. I think purchasing green products is enough to 

fulfil my responsibility to the environment 

   

2. I feel it is my moral obligation to purchase green 

products 

   

3. I feel guilty if I purchase products damaging the 

environment 

   

4. I feel purchasing products damaging the 

environment would go against my principles 

   

5. I think purchasing green products makes me a 

socially responsible consumer 

   

Sr. 

No. 
Control Strength (CS) Relevance 

(1-4) 

Clarity 

(1-4) 

Simplicity 

(1-4) 

1. Since I have sufficient time to search for green 

products, I can easily purchase them 

   

2. Since I have sufficient information about green 

products, I can easily purchase them 

   

3. I have a strong will to purchase green products    

4. Since I have sufficient money, I can easily 

purchase green products 

   

5. I have the ability to purchase green products    

6. Since I have plenty of shopping opportunities, I 

can easily purchase green products 

   

7. Since green products are generally available at 

stores I shop, I can easily purchase them 
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Control Belief (CB): Control belief is the individual‟s belief in the existence of 

factors that facilitate or impede the performance of the behaviour. Control belief 

consists of situational factors and resources like time, money and knowledge that 

facilitate the conditions that determine individuals‟ behaviour. 

 

 

 

Perceived Consumer Effectiveness (PCE): Perceived consumer effectiveness refers 

to the extent to which consumers believe that their actions can contribute to the 

solving problem, in this case, environmental problems.  

 

Sr. 

No. 
Control Belief (CB) Relevance 

(1-4) 

Clarity 

(1-4) 
Simplicity 

(1-4) 

1. I think purchasing green products requires 

commitment 

   

2. I think purchasing green products requires 

additional efforts 

   

3. I think purchasing green products is time 

consuming in terms of acquiring knowledge 

about them 

   

4. I think the non-availability of green products 

makes it difficult to purchase them 

   

5. I think the high price of green products makes it 

difficult to purchase them 

   

6. I think the difficulty in identifying green 

products makes it difficult to purchase them 

   

7. I think purchasing green products is 

inconvenient 

   

Sr. 

No. 
Perceived Consumer Effectiveness (PCE) Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. I feel there is a lot that one individual can do 

about the environmental problems 

   

2. I think I can protect the environment by 

purchasing green products 

   

3. I feel I have personal control over the solution to 

the environmental problems 

   

4. I think if I carry out some pro-environmental 

behaviour in my everyday life, I would 

contribute a lot to the protection of the 

environment  

   

5. I feel capable of helping solve the environmental 

problems 
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Please indicate on a scale ranging from 1 - 4 whether the instructions given and 

description of dimensions given were clear. The rating may be given as under: 1 = 

Not clear, 2 = Needs some revision, 3 = Clear but needs some minor revision, 4 = 

Very clear.  

 

Expert Rating: _________________ 

 

Name: _________________________________________   

 

Signature______________________ 

 

Thanking you for your co-operation. 
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APPENDIX - D 

CONTENT VALIDITY – EXPERT RATING FORM II 

GREEN MARKETING STRATEGIES INFLUENCING GREEN 

PRODUCT PURCHASE BEHAVIOUR 

Dear Expert, 

 

A scale is being developed to provide academicians, business organisations, 

government organisations, consumers a direction to identify and measure green 

marketing strategies which can influence green product purchase behaviour. 

 

Green marketing is defined as “the application of marketing strategies such as 

advertising, labelling, branding, packaging etc., to facilitate exchanges that satisfy 

organisational and individual goals in such a way that the preservation, protection, 

and conservation of the physical environment are upheld”.  

 

Many firms are beginning to realise that they are members of the wider community 

and therefore, must behave in an environmentally responsible manner. The central 

idea of green marketing is to create awareness of environmental issues and to 

enable consumers to understand how they would be contributing positively to the 

environment if they switch to green products and lifestyles. Thus, there is a need to 

know the influence of green marketing strategies on green product purchase 

behaviour of the consumers. This scale attempts to consider the existing scales and 

consider the newer dimensions of green product purchase behaviour. 

 

The scale has been divided into eleven dimensions which are: Attitude towards 

Green Products (ATGP), Attitude towards Green Branding (ATGB), Attitude 

towards Eco-labelling (ATEL), Attitude towards Green Advertising (ATGAD), 

Attitude towards Green Packaging (ATGPK), Green Perceived Value (GPV), 

Green Perceived Trust (GPT), Eco-label Credibility (ELC), Green Ad Skepticism 

(GADSK), Perceived Packaging Harm (PPKH) and Perceived Consumer Barriers 

(PCB). 
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The scale is being designed to be completed by the subjects under the study, 

namely consumers of products and services. Methods such as review of the 

literature, interviews were used to generate the initial pool of scale items. 

 

Kindly refer to the description of scale dimension and give your rating for the scale 

items as specified below. 

 

RATING GUIDELINES 

The expert is required to review the test items based on the relevance, clarity and 

simplicity of the content in each dimension. In the rating sheet provided, the expert 

is required to indicate the following: 

1. Relevance: (For all scale dimensions)  

Indicate on a scale from 1- 4 whether the specified item is relevant as a 

measure for it is intended. The rating may be given as under: 

1 = Not relevant                                                          

2 = Item needs some revision 

3 = Relevant but needs some minor revision                

4  = Very relevant 

2. Clarity: (For all scale dimensions)  

Indicate on a scale ranging from 1- 4 whether the specified item has clarity 

in understanding. The rating may be given as under: 

1 = Not clear  

2 = Item needs some revision 

3 = Clear but needs some minor revision 

4 = Very clear 

3. Simplicity: (For all scale dimensions) 

Indicate on a scale ranging from 1- 4 whether the specified item is simple to 

understand. The rating may be given as under: 

1 = Not simple 

2 = Item needs some revision 

3 = Simple but needs some  minor revision 

4  = Very simple 

 

Thanking you in anticipation. 

 

Meera R. Mayekar 
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Attitude towards Green Products (ATGP): Attitude towards the green products is a 

disposition to respond favourably or unfavourably to a green product. Any product 

which is made, used or disposed of in a way that significantly reduces the harm it 

would otherwise have caused the environment is considered as a green product 

 

Attitude towards Green Branding (ATGB): Attitude towards green branding 

(ATGB) is conceptualised as a disposition to respond favourably or unfavourably to 

green branding.  Green branding is a marketing strategy wherein the firm tries to 

create a unique image of the product and organisation, in the minds of the customer 

and establish a differentiated presence in the market, by highlighting and 

communicating the environmentally beneficial strategies adopted by the company.  

Sr. 

No. Attitude towards Green Products (ATGP) 
Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. There is no visible evidence that green products 

are more beneficial to the environment compared 

to non-green products 

   

2. Green products are not as good as non-green 

products in terms of quality 

   

3. Sufficient information about environmental 

benefits is not available on green products 

   

4. It is difficult to recognise the differences 

between green products and non-green products 

with respect to environmental features 

   

5. Very limited choice is available in green 

products 

   

6. Green products are expensive    

7. It is reasonable to pay a higher price for green 

products because of its environmental properties 

   

8. Green products are not easily available in the 

market 

   

Sr. 

No. Attitude towards Green Branding (ATGB) 
Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. Green branding indicates that the company is 

concerned about the environment 

   

2. Green branding indicates that the company is 

taking care of consumers‟ environmental 

concern 

   

3. Green branding is regarded as the best parameter 

of the company‟s environmental commitments 

   

4. Green branding indicates that the company is 

professional about environmental management 

policies  
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Attitude towards Eco-labelling (ATEL): Attitude towards eco-labelling is a 

disposition to respond favourably or unfavourably to eco-labelling.  Eco-labelling is 

defined as “a practice of providing information to consumers about a product through 

eco-labels, which is characterised by improved environmental performance and 

efficiency compared with similar products.” An eco-label can be defined as any logo, 

symbol, emblem, sign, label, words or a combination of these appearing on product 

packaging or in advertising that seeks to inform consumers that a product has 

particular environmental properties and features and as such is in some significant 

way less harmful to the environment than purchase alternatives. 

 

 

 

 

5. Green branding indicates that the company is 

well established about environmental 

management policies  

   

6. Green branding indicates that the company‟s 

reputation about environmental management is 

stable 

   

Sr. 

No. Attitude towards Eco-labelling (ATEL) 
Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. Eco-labels help to explain products‟ impact on 

the environment 

   

2. Eco-labels help us to identify green products 

easily 

   

3. Eco-labels help to distinguish between green 

products and non-green products 

   

4. Eco-labels provide useful information required 

to make a better purchase decision 

   

5. Eco-labels help us to get information about the 

company‟s green marketing initiatives 

   

6. Eco-labels help us to get knowledge about green 

products 
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Attitude towards Green Advertising (ATGAD): Attitude towards green advertising 

is a disposition to respond favourably or unfavourably to green advertising. Green 

advertising can be defined as any advertising that explicitly or implicitly promotes 

awareness of environmental issues and or suggests behaviours useful in minimising or 

correcting these environmental issues or reference is made to the environmental or 

ecological aspects relating to the production, packaging, distribution, 

use/consumption or disposal of products. 

 

 

Attitude towards Green Packaging (ATGPK): Attitude towards green packaging is 

a disposition to respond favourably or unfavourably to green packaging. Green 

packaging is the use of materials and manufacturing methods for packing that has a 

low impact on the environment and energy consumption.   

Sr. 

No. Attitude towards Green Advertising (ATGAD) 
Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. Green advertising is good at addressing 

environmental problems 

   

2. Green advertising helps to solve environmental 

problems 

   

3. Green advertising helps to explain products‟ 

impact on the environment 

   

4. Green advertising  helps us to identify green 

products easily 

   

5. Green advertisement helps to enhance knowledge 

about green products 

   

6. Green advertising indicates that the company is 

concerned about the environment 

   

Sr. 

No. Attitude towards Green Packaging (ATGPK) 
Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. Green packaging helps to reduce environmental 

damage to a large extent 
   

2. Green packaging helps to solve environmental 

problems to a large extent 
   

3. Green packaging helps to reduce the use of scarce 

resources 
   

4. Green packaging is easily disposable    

5. Green packaging avoids the use of excessive 

packaging 
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Green Perceived Value (GPV):  Green perceived value is defined as consumer‟s 

overall appraisal of the net benefit of a product or service between what is received 

and what is given based on the consumer‟s environmental desires, sustainable 

expectations, and green needs. 

 

 

Green Perceived Trust (GPT): Green perceived trust is defined as a willingness to 

depend on a product, service, or brand based on the belief or expectation resulting 

from its credibility, benevolence, and ability about its environmental performance. 

6. Green packaging helps to conserve natural 

resources to a large extent 

   

7. Green packaging helps to reduce disposable solid 

waste 

   

8. Green packaging is safer for the environment     

9. Green packaging helps to reduce pollution to a 

large extent 

   

10. Biodegradability is an important consideration for 

green packaging 

   

Sr. 

No. Green Perceived Value (GPV) 
Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. Green products normally have good 

environmental properties 

   

2. Green products match my expectations of a good 

product 

   

3. Since green products help to save scarce natural 

resources, it is worth the money spent 

   

4. Since green products help to reduce pollution, it 

is worth the money spent 

   

5. Since green products help to reduce solid waste, it 

is worth the money spent 

   

6. Since green products help to slow the 

deterioration of the environment, it is worth the 

money spent 
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Eco-label Credibility (ELC): Eco-label credibility is defined as the extent to which 

the consumer perceives eco-labels and the information given in the label to be truthful 

and believable.  

 

Green Ad Skepticism (GADSK): Green ad skepticism refers to the tendency 

towards disbelief of environmental claims made in green advertising.  

 

Sr. 

No. Green Perceived Trust (GPT) 
Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. It is better to purchase a green brand because of 

its environmental compliance 

   

2. It is better to purchase a green brand because of 

its environmental properties 

   

3. It is better to purchase a green brand because of 

its environmental commitments 

   

4. I tend to be more loyal to products from 

companies that practice green branding 

   

5. Green product‟s environmental functions provide 

value for my money 

   

Sr. 

No. Eco-label Credibility (ELC) 
Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. Eco-labels are always trustworthy    

2. Most environmental claims made in eco-labels are 

true 

   

3. Eco-labels on the products are reliable    

4. Environmental information provided in the eco-

label is reliable 

   

5. I tend to be more loyal to products that use eco-

labels.  

   

Sr. 

No. Green Ad Skepticism (GADSK) 
Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. Most environmental claims in green advertising 

are exaggerated 

   

2. Consumers would be better off if exaggerated 

environmental claims in advertisements were 

eliminated 

   

3. I do not believe in most of the environmental 

claims in green advertising 
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Perceived Packaging Harm (PPKH): Perceived packaging harm is the consumer‟s 

overall evaluation of the damage that is caused by packaging material or packaging 

method to the environment.  

 

 

 

4. I am doubtful about the accuracy of environmental 

claims made in green advertising 

   

5. Most environmental claims in advertising are 

intended to mislead rather than to educate 

consumers 

   

6. Environmental claims in green advertisements are 

not convincing 

   

7. Green advertising exploits environmental issues 

instead of addressing them 

   

8. Green advertising takes advantage of consumers' 

environmental concerns for the company‟s own 

benefit 

   

9. Green advertising is deceptive    

Sr. 

No. Perceived Packaging Harm (PPKH) 
Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. Packaging results in solid waste    

2. Packaging is one of the main causes of 

environmental pollution 

   

3. Packaging is harmful to wildlife    

4. Packaging creates a problem of litter    

5. Packaging waste is a very important 

environmental issue 

   

6. Packaging is one of the major causes of 

environmental harm 

   



                                                                                                                   Appendix - D                                                                                                                                                                                                                                                      

 

Goa University Page 337 

 

Perceived Consumer Barriers (PCB): Perceived consumer barriers represents the 

momentary contingent factors within the shopping environment that may act to block 

or facilitate the translation of purchase intentions into actual purchase behaviour. 

 

Please indicate on a scale ranging from 1 - 4 whether the instructions given and 

description of dimensions given were clear. The rating may be given as under: 1 = 

Not clear, 2 = Needs some revision, 3 = Clear but needs some minor revision, 4 = 

Very clear.  

            

Expert Rating: _________________ 

 

Name:-_________________________________________    

 

 

Signature____________________ 

 

 

Thanking you for your co-operation. 

 

 

Sr. 

No. Perceived Consumer Barriers 
Relevance 

(1-4) 
Clarity 

(1-4) 
Simplicity 

(1-4) 

1. In a store, it is difficult to distinguish between 

green products and non-green products. 

   

2. Extra time to be spent in searching green products 

makes it difficult to purchase green products 

   

3. The high price of green products makes it difficult 

to purchase green products 

   

4. Non-availability of green products makes it 

difficult to purchase green products 

   

5. Low quality of green products makes it difficult to 

purchase them 

   

6. Insufficient information about green products 

makes it difficult to purchase green products 
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APPENDIX - E 

RESULT OF CONTENT VALIDITY (RELEVANCE) 

CVI for the scale items is calculated based on the ratings of relevance for the items. I-

CVI values for items retained on the scale are reported in addition to the values of the 

S-CVI. 

 

Table 1: Content Validity Index (CVI) of scale - Green Product Purchase 

Intention (GPPI) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. I am willing to buy products 

that make use of  recycled 

/recyclable material 

1 1 1 1 1 1 1 

2. I intend to purchase products 

in reusable containers/ 

packages so that the 

containers/packages can be 

reused 

1 1 1 1 1 1 1 

3. I intend to purchase natural or 

organic products 
1 1 1 1 1 1 1 

4. I intend to purchase energy 

saving bulbs/tube 

lights/appliances 

1 1 1 1 1 1 1 

5. I intend to purchase products 

with certified eco-labels such 

as BEE (Bureau of Energy 

Efficiency) star label, 

Ecomark,  etc. 

1 1 1 1 1 1 1 

6. I intend to purchase products 

with eco-labels termed as 

recyclable, biodegradable, 

ozone friendly, sustainable, 

carbon neutral, eco-friendly, 

etc. 

1 1 1 1 1 1 1 

7. I intend to purchase products 

with information on the 

manufacturers‟ environmental 

performance 

1 1 1 1 1 1 1 

8. I plan to spend more on green 

products rather than non-green 

products 

1 1 1 1 1 2 0.83 

9. I intend to purchase green 

products so as to reduce 

environmental harm 

1 1 1 1 1 1 1 
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10. I am willing to pay a higher 

price for green products 
1 1 1 1 1 2 0.83 

 S-CVI/UA        0.80 11 11 11 11 11 9 0.81 

 S-CVI/Avg       0.80 1 1 1 1 1 0.81 0.96 

 

 

Table 2: Content Validity Index (CVI) of scale - Green Product Purchase 

Behaviour (GPPB) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 
1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. In the past one year, I have 

purchased paper products such 

as stationery, tissue papers, 

toilet papers, etc. made of 

recycled paper 

1 1 1 1 1 1 1 

2. In the past one year, I have 

purchased products in reusable 

containers/packaging 

1 1 1 1 1 1 1 

3. In the past one year, I have 

purchased rechargeable 

batteries 

1 1 1 1 1 1 1 

4. In the past one year, I have 

purchased natural or organic 

personal care products such as 

soaps, shampoos, face wash, 

etc. 

1 1 1 1 1 1 1 

5. In the past one year, I have 

purchased LED light bulbs 1 1 1 1 1 1 1 

6. In the past one year, I have 

purchased natural or organic 

household products such as 

floor cleaners, mosquito 

repellants, etc. 

1 1 1 1 1 1 1 

7. In the past one year, I have 

purchased natural or organic 

cosmetics such as creams, 

lotions, lipsticks, perfumes, 

etc. 

1 1 1 1 1 1 1 

8. In the past one year, I have 

purchased tube lights with 

BEE (Bureau of Energy 

Efficiency) star label 

1 1 1 1 1   2 0.83 
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9. In the past one year, I have 

purchased Electrical 

appliances such as T. V., 

washing machine, refrigerator, 

air-conditioner laptops, fans, 

etc. with BEE  (Bureau of 

Energy Efficiency) star label 

1 1 1 1 1 1 1 

10. In the past one year, I have 

purchased solar cooker or solar 

heater 

1 1 1 1 1 1 1 

11. In the past one year, I have 

purchased products with eco-

labels termed as recyclable, 

biodegradable, ozone friendly, 

sustainable, carbon neutral, 

eco-friendly, etc. 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 12 12 12 12 12 11 0.91 

 S-CVI/Avg       0.80 1 1 1 1 1 0.91 0.98 

 

 

Table 3: Content Validity Index (CVI) of scale - Attitude towards Green Product 

Purchase (ATGPP) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. I think purchasing green 

products is necessary to protect 

the environment 

1 1 1 1 1 1 1 

2. I think purchasing green 

products is valuable to save 

scarce natural resources 

1 1 1 1 1 1 1 

3. I think purchasing green 

products is good to reduce 

environmental harm 

1 1 1 1 1 1 1 

4. I think purchasing green 

products is appropriate to 

reduce pollution 

1 1 1 1 1 1 1 

5. I think purchasing green 

products can help to save 

natural resources 

1 1 1 1 1 1 1 

6. I think purchasing green 

products is good to reduce the 

deterioration of the 

environment 

1 1 1 1 1 1 1 

7. I think purchasing green 

products can help to minimise 

solid waste 

1 1 1 1 1 1 1 
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8. I think purchasing green 

products helps me to 

contribute to environmental 

protection 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 1 1 1 1 1 1 1 

 S-CVI/Avg       0.80 1 1 1 1 1 1 1 

 

 

Table 4: Content Validity Index (CVI) of scale - Subjective Norm (SN) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 
1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. Most people who are important 

to me favour purchase of green 

products 

1 1 1 1 1 1 1 

2. Most people who are  

important  to me propagate 

purchase of green products 

1 1 1 1 1 1 1 

3. Most people who are  

important  to me think it is 

good to purchase green 

products 

1 1 1 1 1 1 1 

4. Most people who are  

important to me support 

purchase of green products 

1 1 1 1 1 1 1 

5. Most people on social 

networking sites who are  

important  to me motivate me 

to purchase green products 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 6 6 6 6 6 6 1 

 S-CVI/Avg       0.80 1 1 1 1 1 1 1 

 

 

Table 5: Content Validity Index (CVI) of scale - Perceived Behavioural Control 

(PBC) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 
1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. I can make my decision to 

purchase green products 1 1 1 1 1 1 1 

2. I can make my decision about 

the type of green products to 

be purchased 

1 1 1 1 1 1 1 
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3. I  can make my decision about 

extra amount to be spent on the 

purchase of green products 

1 1 1 1 1 1 1 

4. I can make my decision about 

extra efforts to be put in for the 

purchase of green products 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 5 5 5 5 5 5 1 

 S-CVI/Avg       0.80 1 1 1 1 1 1 1 

 

 

 

Table 6: Content Validity Index (CVI) of scale - Environmental Concern (EC) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 
1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. I think mankind is severely 

abusing the environment 
1 1 1 1 1 1 1 

2. I think people do not care 

enough for the environment 
1 1 1 1 1 1 1 

3. I think we are not doing 

enough to save scarce    natural 

resources from being depleted 

1 1 1 1 1 1 1 

4. I think we are not doing 

enough to reduce disposable 

waste 

1 1 1 1 1 1 1 

5. I think we are not doing 

enough to reduce 

environmental pollution 

1 1 1 1 1 1 1 

6. I think we are not doing 

enough to protect the natural 

environment 

1 1 1 1 1 1 1 

7. I am concerned about my 

country‟s environment 
2 1 1 1 1 1 0.83 

8. I am concerned about the 

development of the global 

environment 

2 1 1 1 1 1 0.83 

9. I am concerned about what the 

state of the environment will 

mean for my future 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 8  10 10 10 10 10 0.80 

 S-CVI/Avg       0.80 0.80 1 1 1 1 1 0.96 
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Table 7: Content Validity Index (CVI) of scale - Self-transcendence (ST) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. I am willing to make sacrifices 

to protect the environment 1 1 1 1 1 1 1 

2. I prefer to work to save the 

environment even if it does not 

give me any personal benefit 
1 1 1 1 1 1 1 

3. I prefer to work for groups 

which work for environmental 

protection so that I can 

contribute my share for the 

protection of the environment 

1 1 1 1 1 1 1 

4. When I buy products, I try to 

consider how my use of them 

will affect the environment 

1 1 1 1 1 1 1 

5. In order to protect the 

environment for future 

generations, I prefer to buy 

products that cause less harm 

to the environment 

1 1 1 1 1 1 1 

6. I convince others to participate 

in seminars, rallies, etc. to 

create environmental 

awareness among people 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 7 7 7 7 7 7 1 

 S-CVI/Avg       0.80 1 1 1 1 1 1 1 

 

 

Table 8: Content Validity Index (CVI) of scale - Self-enhancement (SE) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. I think it is not worth me 

making sacrifices to protect the 

environment 

1 1 1 1 1 1 1 

2. I believe that natural resources 

are to be used for individual 

benefit and welfare 

1 1 1 1 1 1 1 

3. While making a decision to 

buy products, I consider the 

personal benefits of buying the 

product rather than the 

environmental benefits 

1 1 1 1 1 1 1 
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4. I believe that economic 

progress and development 

cannot be achieved if we focus 

on the protection and 

conservation of the 

environment 

1 1 1 1 1 1 1 

5. I believe protecting the 

environment will result in loss 

of jobs and income for persons 

like me 

1 1 1 1 1 1 1 

6. I feel laws to protect the 

environment limit my choice 

of products 

1 1 1 1 1 1 1 

7. I believe that protection of the 

environment is the 

responsibility of the 

Government and not of the 

individual 

1 1 1 1 1 1 1 

8. I purchase green products for 

the recognition I get from 

others 

1 1 1 1 1 2 1 

 S-CVI/UA        0.80 9 9 9 9 9 9 1 

 S-CVI/Avg       0.80 1 1 1 1 1 1 1 

 

 

Table 9: Content Validity Index (CVI) of scale -Normative Social Influence (NSI) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 
1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. I value the opinions and 

feelings of my family members 

on the purchase of green 

products 

1 1 1 1 1 1 1 

2. I value the opinions and 

feelings of my friends for the 

purchase of green products 

1 1 1 1 1 1 1 

3. I value the opinions and 

feelings of environmental 

activists on the purchase of 

green products 

1 1 1 1 1 1 1 

4. I value the opinions and 

feelings of people on social 

media for the purchase of 

green products 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 5 5 5 5 5 5 1 

 S-CVI/Avg       0.80 1 1 1 1 1 1 1 
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Table 10: Content Validity Index (CVI) of scale - Value-expressive Social 

Influence (VSI) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 
1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. I think purchasing green 

products is enough to fulfil my 

responsibility to the 

environment 

2 2 1 1 1 1 0.66 

2. I feel it is my moral obligation 

to purchase green products 
1 1 1 1 1 1 1 

3. I feel guilty if I purchase 

products damaging the 

environment 

1 1 1 1 1 1 1 

4. I feel purchasing products 

damaging the environment 

would go against my principles 

1 1 1 1 1 1 1 

5. I think purchasing green 

products makes me a socially 

responsible consumer 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 5 5 6 6 6 6 0.83 

 S-CVI/Avg       0.80 0.83 0.83 1 1 1 1 0.94 

 

 

Table 11: Content Validity Index (CVI) of scale - Control Strength (CS) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. Since I have sufficient time to 

search for green products, I 

can easily purchase them 

1 1 1 1 1 1 1 

2. Since I have sufficient 

information about green 

products, I can easily purchase 

them 

1 1 1 1 1 1 1 

3. Since I have sufficient money, 

I can easily purchase green 

products 

1 1 1 1 1 1 1 

4. Since I have plenty of 

shopping opportunities, I can 

easily purchase green products 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 5 5 5 5 5 5 1 

 S-CVI/Avg       0.80 1 1 1 1 1 1 1 
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Table 12: Content Validity Index (CVI) of scale - Control Belief (CB) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. I think purchasing green 

products requires commitment 
1 1 1 1 1 1 1 

2. I think purchasing green 

products requires additional 

efforts 

1 1 1 1 1 1 1 

3. I think purchasing green 

products is time consuming in 

terms of acquiring knowledge 

about them 

2 2 1 1 1 1 0.66 

4. I think non-availability of 

green products makes it 

difficult to purchase them 

1 1 1 1 1 1 1 

5. I think the high price of green 

products makes it difficult to 

purchase them 

1 1 1 1 1 1 1 

6. I think the difficulty in 

identifying green products 

makes it difficult to purchase 

them 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 6 6 7 7 7 7 0.85 

 S-CVI/Avg       0.80 0.85 0.85 1 1 1 1 0.95 

 

 

Table 13: Content Validity Index (CVI) of scale - Perceived Consumer 

Effectiveness (PCE) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. I feel there is a lot that one 

individual can do about the 

environmental problems 

2 2 1 1 1 1 0.66 

2. I think I can protect the 

environment by purchasing 

green products 

1 1 1 1 1 1 1 

3. I think if I carry out some pro-

environmental behaviour in my 

everyday life, I would 

contribute a lot to the 

protection of the environment 

1 1 1 1 1 1 1 

4. I feel capable of helping solve 

the environmental problems 
1 1 1 1 1 1 1 

 S-CVI/UA        0.80 4 4 5 5 5 5 0.80 

 S-CVI/Avg       0.80 0.80 0.80 1 1 1 1 0.93 
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Table 14: Content Validity Index (CVI) of scale - Attitude towards Green 

Products (ATGP) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. There is no visible evidence 

that green products are more 

beneficial to the environment 

compared to non-green 

products 

1 1 1 1 1 1 1 

2. Green products are not as good 

as non-green products in terms 

of quality 

1 1 1 1 1 1 1 

3. Sufficient information about 

environmental benefits is not 

available on green products 
1 1 1 1 1 1 1 

4. It is difficult to recognize the 

differences between green 

products and non-green 

products with respect to 

environmental features 

1 1 1 1 1 1 1 

5. Very limited choice is 

available in green products 
1 1 1 1 1 1 1 

6. Green products are expensive 1 1 1 1 1 1 1 

7. It is reasonable to pay a higher 

price for green products 

because of its environmental 

properties 

1 1 1 1 1 1 1 

8. Green products are not easily 

available in the market 
1 1 1 1 1 1 1 

 S-CVI/UA        0.80 9 9 9 9 9 9 1 

 S-CVI/Avg       0.80 1 1 1 1 1 1 1 

 

Table 15: Content Validity Index (CVI) of scale - Attitude towards Green 

Branding (ATGB) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. Green branding indicates that 

the company is concerned 

about the environment 

1 1 1 1 1 1 1 

2. Green branding indicates that 

the company is taking care of 

consumers‟ environmental 

concern 

1 1 1 1 1 1 1 
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3. Green branding is regarded as 

the best parameter of the 

company‟s environmental 

commitments 

2 1 1 1 1 2 0.66 

4. Green branding indicates that 

the company is professional 

about environmental 

management policies 

1 1 1 1 1 1 1 

5. Green branding indicates that 

the company is well 

established about 

environmental management 

policies 

1 1 1 1 1 1 1 

6. Green branding indicates that 

the company‟s reputation 

about environmental 

management is stable 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 6 7 7 7 7 6 0.85 

 S-CVI/Avg       0.80 0.85 1 1 1 1 0.85 0.95 

 

 

 

Table 16: Content Validity Index (CVI) of scale - Attitude towards Eco-labelling 

(ATEL) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. Eco-labels help to explain 

products‟ impact on the 

environment 

1 2 1 1 1 2 0.66 

2. Eco-labels help to distinguish 

between green products and 

non-green products 

1 1 1 1 1 1 1 

3. Eco-labels provide useful 

information required to make a 

better purchase decision 

1 1 1 1 1 1 1 

4. Eco-labels help us to get 

information about the 

company‟s green marketing 

initiatives 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 5 4 5 5 5 4 0.80 

 S-CVI/Avg       0.80 1 0.80 1 1 1 0.80 0.93 
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Table 17: Content Validity Index (CVI) of scale - Attitude towards Green 

Advertising (ATGAD) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. Green advertising is good at 

addressing environmental 

problems 

1 2 1 1 1 2 0.66 

2. Green advertising helps to 

solve environmental problems 
1 1 1 1 1 1 1 

3. Green advertising helps to 

explain products‟ impact on 

the environment 

1 1 1 1 1 1 1 

4. Green advertising  helps us to 

identify green products easily 
1 1 1 1 1 1 1 

5. Green advertisement helps to 

enhance knowledge about 

green products 

1 1 1 1 1 1 1 

6. Green advertising indicates 

that the company is concerned 

about the environment 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 7 6 7 7 7 6 0.85 

 S-CVI/Avg       0.80 1 0.85 1 1 1 0.85 0.95 

 

 

Table 18: Content Validity Index (CVI) of scale - Attitude towards Green 

Packaging (ATGPK) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. Green packaging helps to 

reduce environmental damage 

to a large extent 

1 1 1 1 1 2 0.83 

2. Green packaging helps to solve 

environmental problems to a 

large extent 

1 1 1 1 1 1 1 

3. Green packaging helps to 

reduce the use of scarce 

resources 

1 1 1 1 1 1 1 

4. Green packaging is easily 

disposable 
1 1 1 1 1 1 1 

5. Green packaging avoids the 

use of excessive packaging 
1 1 1 1 1 1 1 

6. Green packaging helps to 

conserve natural resources to 

large extent 

1 1 1 1 1 1 1 
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7. Green packaging helps to 

reduce disposable solid waste 
1 2 1 1 1 1 0.83 

8. Green packaging is safer to the 

environment 
1 1 1 1 1 1 1 

9. Green packaging helps to 

reduce pollution to a large 

extent 

1 1 1 1 1 1 1 

10. Biodegradability is an 

important consideration for 

green packaging 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 11 10 11 11 11 10 0.81 

 S-CVI/Avg       0.80 1 0.90 1 1 1 0.90 0.96 

 

 

 

 

Table 19: Content Validity Index (CVI) of scale - Green Perceived Value (GPV) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. Green products normally have 

good environmental properties 
1 1 1 1 1 1 1 

2. Green products match my 

expectations of a good product 
1 1 1 1 1 2 0.83 

3. Since green products help to 

save scarce natural resources, 

it is worth the money spent 
1 1 1 1 1 1 1 

4. Since green products help to 

reduce pollution, it is worth the 

money spent 

1 1 1 1 1 1 1 

5. Since green products help to 

reduce solid waste, it is worth 

the money spent 

1 1 1 1 1 1 1 

6. Since green products help to 

slow the deterioration of the 

environment, it is worth the 

money spent 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 7 7 7 7 7 6 0.85 

 S-CVI/Avg       0.80 1 1 1 1 1 0.85 0.97 
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Table 20: Content Validity Index (CVI) of scale - Green Perceived Trust (GPT) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. It is better to purchase a green 

brand because of its 

environmental compliance 

1 1 1 1 1 1 1 

2. It is better to purchase a green 

brand because of its 

environmental properties 

1 1 1 1 1 1 1 

3. It is better to purchase a green 

brand because of its 

environmental commitments 

1 1 1 1 1 1 1 

4. I tend to be more loyal to 

products from companies that 

practice green branding 

1 1 1 1 1 1 1 

5. Green product‟s environmental 

functions provide value for my 

money 

1 1 1 1 1 2 0.83 

 S-CVI/UA        0.80 6 6 6 6 6 5 0.83 

 S-CVI/Avg       0.80 1 1 1 1 1 0.83 0.97 

 

 

 

Table 21: Content Validity Index (CVI) of scale - Eco-label Credibility (ELC) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. Eco-labels are always 

trustworthy 
1 1 1 1 1 1 1 

2. Most environmental claims 

made in eco-labels are true 
1 1 1 1 1 1 1 

3. Eco-labels on the products are 

reliable 
1 1 1 1 1 1 1 

4. Environmental information 

provided in the eco-label is 

reliable 

1 1 1 1 1 1 1 

5. I tend to be more loyal to 

products that use eco-labels. 
1 1 1 1 1 2 0.83 

 S-CVI/UA        0.80 6 6 6 6 6 5 0.83 

 S-CVI/Avg       0.80 1 1 1 1 1 0.83 0.97 
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Table 22: Content Validity Index (CVI) of scale - Green Ad Skepticism 

(GADSK) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. Most environmental claims in 

green advertising are 

exaggerated 

1 1 1 1 1 1 1 

2. Consumers would be better off 

if exaggerated environmental 

claims in advertisements were 

eliminated 

1 1 1 1 1 1 1 

3. I do not believe in most of the 

environmental claims in green 

advertising 

1 1 1 1 1 1 1 

4. I am doubtful about the 

accuracy of environmental 

claims made in green 

advertising 

1 1 1 1 1 1 1 

5. Most environmental claims in 

advertising are intended to 

mislead rather than to educate 

consumers 

1 1 1 1 1 1 1 

6. Environmental claims in green 

advertisements are not 

convincing 

1 1 1 1 1 1 1 

7. Green advertising exploits 

environmental issues instead of 

addressing them 

1 1 1 1 1 1 1 

8. Green advertising takes 

advantage of consumers' 

environmental concerns for the 

company‟s own benefit 

1 1 1 1 1 1 1 

9. Green advertising is deceptive 1 1 1 1 1 1 1 

 S-CVI/UA        0.80 10 10 10 10 10 10 1 

 S-CVI/Avg       0.80 1 1 1 1 1 1 1 

 

 

Table 23: Content Validity Index (CVI) of scale - Perceived Packaging Harm 

(PPKH) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. Packaging results in solid 

waste 
1 1 1 1 1 1 1 
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2. Packaging is one of the main 

causes of environmental 

pollution 

1 1 1 1 1 1 1 

3. Packaging is harmful to 

wildlife 
1 1 1 1 1 1 1 

4. Packaging creates a problem of 

litter 
1 1 1 1 1 1 1 

5. Packaging waste is a very 

important environmental issue 
1 2 1 1 1 2 0.66 

6. Packaging is one of the major 

causes of environmental harm 
1 1 1 1 1 1 1 

 S-CVI/UA        0.80 7 6 7 7 7 6 0.85 

 S-CVI/Avg       0.80 1 0.85 1 1 1 0.85 0.95 

 

 

 

Table 23: Content Validity Index (CVI) of scale – Perceived Consumer Barriers 

(PCB) 
Sr. 

No. 
Items EXPERTS I-CVI 

0.78 1 2 3 4 5 6 

 Instructions to Raters 1 1 1 1 1 1 1 

1. In a store, it is difficult to 

distinguish between green 

products and non-green 

products. 

1 2 1 1 1 2 0.66 

2. Extra time to be spent in 

searching green products 

makes it difficult to purchase 

green products 

1 1 1 1 1 1 1 

3. The high price of green 

products makes it difficult to 

purchase green products 

1 1 1 1 1 1 1 

4. Non-availability of green 

products makes it difficult to 

purchase green products 

1 1 1 1 1 1 1 

5. Low quality of green products 

makes it difficult to purchase 

them 

1 1 1 1 1 1 1 

6. Insufficient information about 

green products makes it 

difficult to purchase green 

products 

1 1 1 1 1 1 1 

 S-CVI/UA        0.80 7 6 7 7 7 6 0.85 

 S-CVI/Avg       0.80 1 0.85 1 1 1 0.85 0.95 
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APPENDIX - F 

Questionnaire – Part I 

Dear Respondents, 

This questionnaire is to elicit information on Green Product Purchase Intention of 

Consumers.  

 

Any product which is made, used or disposed of in a way that significantly reduces 

the harm or damage that it would otherwise have caused to the environment is 

considered as a green product. In other words, green products are environment-

friendly products. 

 

Kindly give your honest opinion for the statements provided. Please let your 

response be genuine and reflect your true behaviour. The information provided by 

you will be kept strictly confidential. The information will be used only for 

academic purpose. 

 

Please tick () any one appropriate category for each statement. 

 

Please answer all the statements. 

 

Thanking you for your co-operation. 

 

Meera R. Mayekar 

1 = Strongly Disagree (SDA)                 2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)     4 = Agree (A)      5 = Strongly Agree (SA) 

Sr. 

No. Opinion SDA DA N A SA 

1. I intend to purchase green products so as to reduce 

environmental harm 

1 2 3 4 5 

2. I am willing to buy products that make use of  

recycled /recyclable material 

1 2 3 4 5 

3. I plan to spend more on green products rather than 

non-green products 

1 2 3 4 5 

4. I intend to purchase products in reusable 

containers/ packages so that the 

containers/packages can be reused 

1 2 3 4 5 

5. I intend to purchase energy saving bulbs/tube 

lights/appliances 

1 2 3 4 5 

6. I intend to purchase products with certified eco-

labels such as BEE (Bureau of Energy Efficiency) 

star label, Ecomark,  etc. 

1 2 3 4 5 

7. I intend to purchase products with information on 

the manufacturers‟ environmental performance 

1 2 3 4 5 

8. I intend to purchase natural or organic products 1 2 3 4 5 
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1 = Strongly Disagree (SDA)                 2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)     4 = Agree (A)      5 = Strongly Agree (SA) 

Sr. 

No. Opinion SDA DA N A SA 

9. I intend to purchase products with eco-labels 

termed as recyclable, biodegradable, ozone 

friendly, sustainable, carbon neutral, eco-friendly, 

etc. 

1 2 3 4 5 

10. I am willing to pay a higher price for green 

products 

1 2 3 4 5 

 

Questionnaire – Part II 
Dear Respondents, 

This questionnaire is to elicit information on Factors Influencing Green Product 

Purchase Behaviour of Consumers.  

 

Kindly give your honest opinion for the statements provided. There is no right or 

wrong answers. The information provided by you will be kept strictly confidential. 

The information will be used only for academic purpose. 

 

Please tick () any one appropriate category for each statement. 

 

Please answer all the statements. 

 

Thanking you for your co-operation. 

 

Meera R. Mayekar 

1 = Strongly Disagree (SDA)                 2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)     4 = Agree (A)      5 = Strongly Agree (SA) 

Sr. 

No. Opinion SDA DA N A SA 

1. I think mankind is severely abusing the 

environment 

1 2 3 4 5 

2. I think purchasing green products helps me to 

contribute to environmental protection 

1 2 3 4 5 

3. Since I have sufficient money, I can easily purchase 

green products 

1 2 3 4 5 

4. I think purchasing green products is difficult in 

terms of acquiring knowledge about them 

1 2 3 4 5 

5. Most people who are important to me favour 

purchase of green products 

1 2 3 4 5 

6. I can make my decision to purchase green products 1 2 3 4 5 

7. I am concerned about the deterioration of my 

country‟s environment 

1 2 3 4 5 

8. I am willing to make sacrifices to protect the 

environment 

1 2 3 4 5 
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1 = Strongly Disagree (SDA)                2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)   4 = Agree (A)        5 = Strongly Agree (SA) 
Sr. 

No. 
Opinion SDA DA N A SA 

9. I believe that natural resources are to be used for 

individual benefit and welfare 

1 2 3 4 5 

10. I feel capable of helping solve the environment 

problems 

1 2 3 4 5 

11. I always know why I like things 1 2 3 4 5 

12. I think purchasing green products is necessary to 

protect the environment 

1 2 3 4 5 

13. I believe that protection of the environment is the 

responsibility of the Government and not of the 

individual 

1 2 3 4 5 

14. I believe protecting the environment will result in 

the loss of jobs and income for persons like me 

1 2 3 4 5 

15. I prefer to work to save the environment even if it 

does not give me any personal benefit 

1 2 3 4 5 

16. I feel laws to protect the environment limit my 

choice of products 

1 2 3 4 5 

17. I think purchasing green products is fulfilling my 

responsibility to the environment 

1 2 3 4 5 

18. I sometimes tell lies if I have to 1 2 3 4 5 

19. Most people who are important to me support 

purchase of green products 

1 2 3 4 5 

20. Since I have sufficient time to search for green 

products, I can easily purchase them 

1 2 3 4 5 

21. I think identifying green products makes it difficult 

to purchase them 

1 2 3 4 5 

22. I think people do not care enough for the 

environment 

1 2 3 4 5 

23. I prefer to join groups which work for 

environmental protection so that I can contribute 

my share towards the protection of the environment 

1 2 3 4 5 

24. While making a decision to buy products, I 

consider the personal benefits of buying the product 

rather than the environmental benefits 

1 2 3 4 5 

25. I feel there is lots that I can do to protect the 

environment 

1 2 3 4 5 

26. I think purchasing green products is valuable to 

save scarce natural resources 

1 2 3 4 5 

27. Most people who are  important  to me propagate 

purchase of green products 

1 2 3 4 5 

28. I feel it is my moral obligation to purchase green 

products 

1 2 3 4 5 

29. It would be hard for me to break any of my bad 

habits 

1 2 3 4 5 
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1 = Strongly Disagree (SDA)                 2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)    4 = Agree (A)       5 = Strongly Agree (SA) 
Sr. 

No. Opinion SDA DA N A SA 

30. I purchase green products for the recognition I get 

from others 

1 2 3 4 5 

31. I think I can protect the environment by purchasing 

green products 

1 2 3 4 5 

32. I think we are not doing enough to reduce waste 1 2 3 4 5 

33. I think purchasing green products is good to reduce 

the deterioration of the environment 

1 2 3 4 5 

34. I think we are not doing enough to reduce 

environmental pollution 

1 2 3 4 5 

35. I can make my decision about the type of green 

products to be purchased 

1 2 3 4 5 

36. When I buy products, I try to consider how my use 

of them will affect the environment 

1 2 3 4 5 

37. In order to protect the environment for future 

generations, I prefer to buy products that cause less 

harm to the environment 

1 2 3 4 5 

38. I believe that economic progress and development 

cannot be achieved if we focus on the protection 

and conservation of the environment 

1 2 3 4 5 

39. I think if I carry out some pro-environmental 

behaviour in my everyday life, I would contribute a 

lot to our environment 

1 2 3 4 5 

40. I think purchasing green products is appropriate to 

reduce pollution 

1 2 3 4 5 

41. I never regret my decisions 1 2 3 4 5 

42. I value the opinions and feelings of my family 

members for the purchase of green products 

1 2 3 4 5 

43. I can make my decision about the extra amount of 

money to be spent on the purchase of green products  

1 2 3 4 5 

44. I think we are not doing enough to protect the 

natural environment 

1 2 3 4 5 

45. There have been occasions when I have taken 

advantage of someone 

1 2 3 4 5 

46. I value the opinions and feelings of my friends for 

the purchase of green products 

1 2 3 4 5 

47. I feel guilty if I purchase products damaging the 

environment 

1 2 3 4 5 

48. Most people who are important to me think it is 

good to purchase green products 

1 2 3 4 5 

49. I have never dropped litter on the street 1 2 3 4 5 

50. I think purchasing green products requires 

additional efforts 

1 2 3 4 5 

51. I am concerned about the deterioration of the global 

environment 

1 2 3 4 5 
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1 = Strongly Disagree (SDA)                  2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)      4 = Agree (A)      5 = Strongly Agree (SA) 
Sr. 

No. 
Opinion SDA DA N A SA 

52. I rarely appreciate criticism 1 2 3 4 5 

53. I value the opinions and feelings of environmental 

activists for the purchase of green products 

1 2 3 4 5 

54. I feel purchasing products damaging the 

environment would go against my principles 

1 2 3 4 5 

55. I think purchasing green products is good to reduce 

environmental harm 

1 2 3 4 5 

56. I think we are not doing enough to save scarce    

natural resources from being depleted 

1 2 3 4 5 

57. I think purchasing green products can help to save 

natural resources 

1 2 3 4 5 

58. Since I have sufficient information about green 

products, I can easily purchase them 

1 2 3 4 5 

59. I convince others to participate in seminars, rallies, 

etc. to create environmental awareness among 

people 

1 2 3 4 5 

60. I have received too much change from a 

salesperson without telling him or her 

1 2 3 4 5 

61. I value the opinions and feelings of people on 

social media for the purchase of green products 

1 2 3 4 5 

62. Most people on social networking sites who are 
important to me motivate me to  purchase green 
products 

1 2 3 4 5 

63. I think non-availability of green products makes it 

difficult to purchase them 

1 2 3 4 5 

64. I think it is not worth me making sacrifices to 

protect the environment 

1 2 3 4 5 

65. I think purchasing green products requires 

commitment 

1 2 3 4 5 

66. My first impressions of people usually turn out to 

be right. 

1 2 3 4 5 

67. I can make my decision about extra efforts to be put 

in for the purchase of green products 

1 2 3 4 5 

68. I think purchasing green products can help to 

minimise solid waste 

1 2 3 4 5 

69. Since I have plenty of shopping opportunities, I can 

easily purchase green products 

1 2 3 4 5 

70. I don‟t gossip about other people‟s business 1 2 3 4 5 

71. I am concerned about what the degradation of the 

environment will mean for my future 

1 2 3 4 5 

72.  I think the high price of green products makes it 

difficult to purchase them 

1 2 3 4 5 

73.  I think purchasing green products makes me a 

socially responsible consumer 

1 2 3 4 5 
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Questionnaire – Part III 

 

Dear Respondents, 

 

This questionnaire is to elicit information on the Influence of Green Marketing 

Strategies on Green Product Purchase Behaviour of Consumers. Green marketing is 

defined as the application of marketing tools such as advertising, labelling, 

packaging, branding, etc. to facilitate exchanges that satisfy organisational and 

individual goals in such a way that the preservation, protection, and conservation of 

the physical environment are upheld. 

 

Green advertising can be defined as any advertising that explicitly or implicitly 

promotes awareness of environmental issues and or suggests behaviours useful in 

minimising or correcting these environmental issues or reference is made to the 

environmental or ecological aspects relating to the production, packaging, 

distribution, use/consumption or disposal of products. 

 

An eco-label can be defined as any sign, symbol, label, words, terms or a 

combination of these, appearing on product packaging that seeks to inform 

consumers that a particular product is in some significant way less harmful to the 

environment. 

 

Green packaging is the use of materials and manufacturing methods for packing that 

has a low impact on the environment and energy consumption.   

 

Green branding is a strategy adopted by the company to help consumers to identify 

their products and organisation, by highlighting on the environmentally beneficial 

strategies adopted by the company. 

 

Kindly give your honest opinion for the statements provided. There is no right or 

wrong answers. The information provided by you will be kept strictly confidential. 

The information will be used only for academic purpose. 

 

Please tick () any one appropriate category for each statement. 

 

Please answer all the statements. 

 

Thanking you for your co-operation. 

 

Meera R. Mayekar 
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1 = Strongly Disagree (SDA)                 2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)     4 = Agree (A)      5 = Strongly Agree (SA) 

Sr. 

No. Opinion SDA DA N A SA 

1. Green products normally have good environmental 

properties 

1 2 3 4 5 

2. Green advertising is good at addressing 

environmental issues 

1 2 3 4 5 

3. Green branding indicates that the company is 

concerned about the environment 

1 2 3 4 5 

4. Green advertising helps to increase  knowledge 

about green products 

1 2 3 4 5 

5. Eco-labels on the products are reliable  1 2 3 4 5 

6. Eco-labels informs about the clear benefit of the 

product to the environment 

1 2 3 4 5 

7. Green packaging helps to reduce environmental 

damage to a large extent 

1 2 3 4 5 

8. Since green products help to save scarce natural 

resources, it is worth the money spent 

1 2 3 4 5 

9. Green packaging is easily biodegradable 1 2 3 4 5 

10. Green products match my expectations of a good 

product 

1 2 3 4 5 

11. Packaging results in solid waste  1 2 3 4 5 

12. Eco-labels help us to get information about the 

company‟s green marketing initiatives 

1 2 3 4 5 

13. I am very confident of my judgments 1 2 3 4 5 

14. Green packaging is safe for the environment 1 2 3 4 5 

15. I am doubtful about the accuracy of environmental 

claims made in green advertising 

1 2 3 4 5 

16. Green products are not easily available in the 

market 

1 2 3 4 5 

17. Since green products help to slow the deterioration 

of the environment, it is worth the money spent 

1 2 3 4 5 

18. Green branding is regarded as the best indicator of 

a company‟s environmental commitment 

1 2 3 4 5 

19. Green packaging avoids the use of excessive 

material 

1 2 3 4 5 

20. Insufficient information about green products 

makes it difficult to purchase green products 

1 2 3 4 5 

21. There is no visible evidence that green products are 

more beneficial to the environment compared to 

non-green products 

1 2 3 4 5 

22. Green branding indicates that the company is 

taking care of consumers‟ environmental concern 

1 2 3 4 5 

23. Green advertising helps us to identify green 

products easily 

1 2 3 4 5 
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1 = Strongly Disagree (SDA)                  2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)      4 = Agree (A)      5 = Strongly Agree (SA) 
Sr. 

No. Opinion SDA DA N A SA 

24.  Green advertising helps to solve environmental 

problems to a large extent 
1 2 3 4 5 

25.  I never cover up my mistakes 1 2 3 4 5 

26. Green packaging is easily disposable 1 2 3 4 5 

27. It is better to purchase a green brand because of its 

environmental compliance 
1 2 3 4 5 

28. Environmental functions of the green brand provide 

value for my money 
1 2 3 4 5 

29. Once I‟ve made up my mind, other people can seldom 

change my opinion 
1 2 3 4 5 

30. Eco-labels are always trustworthy 1 2 3 4 5 

31. I tend to be more loyal to products from companies 

that use eco-labels 
1 2 3 4 5 

32. Sufficient information about environmental benefits is 

not available on green products 
1 2 3 4 5 

33.  Since green products help to reduce pollution, it is 

worth the money spent 
1 2 3 4 5 

34.  Green advertising helps to explain products‟ impact 

on the environment 
1 2 3 4 5 

35. Green packaging helps to conserve natural resources 

to a large extent 
1 2 3 4 5 

36. 

 

Low quality of green products makes it difficult to 

purchase them 
1 2 3 4 5 

37. Green products are not as good as non-green products 

in terms of quality 
1 2 3 4 5 

38. I sometimes try to get even rather than forgive and 

forget 
1 2 3 4 5 

39. It is better to purchase a green brand because of its 

environmental properties 
1 2 3 4 5 

40. Most environmental claims in green advertising are 

exaggerated 
1 2 3 4 5 

41. Packaging is one of the main causes of environmental 

pollution 
1 2 3 4 5 

42. I have not always been honest with myself 1 2 3 4 5 

43. It is better to purchase a green brand because of its 

environmental commitments 
1 2 3 4 5 

44. Since green products help to reduce solid waste, it is 

worth the money spent 
1 2 3 4 5 

45. Eco-labels help to distinguish between green products 

and non-green products 
1 2 3 4 5 

46. It‟s all right with me if some people happen to dislike 

me 
1 2 3 4 5 
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1 = Strongly Disagree (SDA)                2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)    4 = Agree (A)      5 = Strongly Agree (SA) 

Sr. 

No. Opinion SDA DA N A SA 

47. Green branding indicates that the company is 

professional about environmental management 

policies 

1 2 3 4 5 

48. Green advertising indicates that the company is 

concerned about the environment 

1 2 3 4 5 

49. 

 

I tend to be more loyal to products from companies 

that practice green branding 

1 2 3 4 5 

50. It is difficult to recognise the differences between 

green products and non-green products with respect 

to environmental features 

1 2 3 4 5 

51. Green advertising is deceptive 1 2 3 4 5 

52. Green packaging helps to reduce solid waste 1 2 3 4 5 

53. I don‟t care to know what other people really think 

of me 

1 2 3 4 5 

54. Most environmental claims in advertising are 

intended to mislead rather than to educate 

consumers 

1 2 3 4 5 

55. Difficulty in identifying green products makes it 

difficult to purchase green products 

1 2 3 4 5 

56. Most environmental claims made in eco-labels are 

true 

1 2 3 4 5 

57. Green branding indicates that the company is well 

established about  environmental management 

policies 

1 2 3 4 5 

58. Packaging is one of the major causes of 

environmental harm 

1 2 3 4 5 

59. Environmental information provided in the eco-

label is reliable 

1 2 3 4 5 

60. Green packaging helps to reduce pollution to a 

large extent 

1 2 3 4 5 

61. Extra time to be spent in searching green products 

makes it difficult to purchase green products 

1 2 3 4 5 

62. I do not believe in most of the environmental 

claims in green advertising 

1 2 3 4 5 

63. Eco-labels provide useful information required to 

make a better purchase decision 

1 2 3 4 5 

64. I never take things that don‟t belong to me 1 2 3 4 5 

65. Environmental claims in green advertising are not 

convincing 

1 2 3 4 5 

66. Very limited choice is available in green products 1 2 3 4 5 

67. Packaging creates a problem of litter 1 2 3 4 5 
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1 = Strongly Disagree (SDA)                 2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)    4 = Agree (A)       5 = Strongly Agree (SA) 
Sr. 

No. Opinion SDA DA N A SA 

68. I always obey laws, even if I‟m unlikely to get 

caught. 

1 2 3 4 5 

69. Green advertising exploits environmental issues 

instead of addressing them 

1 2 3 4 5 

70. Packaging is harmful to wildlife 1 2 3 4 5 

71. I have said something bad about a friend behind his 

or her back 

1 2 3 4 5 

72. Non-availability of green products makes it 

difficult to purchase green products 

1 2 3 4 5 

73. Consumers would be better off if exaggerated 

environmental claims in advertising were 

eliminated 

1 2 3 4 5 

74. Green advertising takes advantage of consumers' 

environmental concerns for company‟s own benefit 

1 2 3 4 5 

75. Green packaging helps to reduce use of scarce 

resources 

1 2 3 4 5 

76. Waste generated from  packaging  is a very 

important environmental issue 

1 2 3 4 5 

77. Green products are expensive 1 2 3 4 5 

78. Green branding indicates that the company‟s 

reputation about environmental management is 

stable 

1 2 3 4 5 

79. Green packaging helps to solve environmental 

problems to a large extent 

1 2 3 4 5 

80. High price of green products makes it difficult to 

purchase green products 

1 2 3 4 5 

81. It is reasonable to pay a higher price for green 

products  

1 2 3 4 5 
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Questionnaire - Part IV 

Dear Respondents, 

This questionnaire is to elicit information on Actual Green Product Purchase 

Behaviour of Consumers.  

 

Kindly give your honest opinion for the statements provided. Please let your 

response be genuine and reflect your true behaviour. The information provided by 

you will be kept strictly confidential. The information will be used only for academic 

purpose. 

 

Please tick () any one appropriate category for each statement. 

Please answer all the statements. 

Thanking you for your co-operation. 

 

Meera R. Mayekar 

1 = Never ( N)                               2 = Rarely (R)                         3 = Sometimes (S)         

4 = Most Often ( O)                    5 = Always (A) 
Sr. 

No. Opinion N R S O A 

1. In the past one year, I have purchased natural or 

organic personal care products such as soaps, 

shampoos, face wash, etc. 

1 2 3 4 5 

2. In the past one year,  I have purchased paper products 

such as stationery, tissue papers, toilet papers, etc. 

made of recycled paper 

1 2 3 4 5 

3. In the past one year, I have purchased products in 

reusable containers/packaging 

1 2 3 4 5 

4. In the past one year, I have purchased tube lights with 

BEE (Bureau of Energy Efficiency) star label 

1 2 3 4 5 

5. In the past one year, I have purchased products with 

eco-labels termed as recyclable, biodegradable, ozone 

friendly, sustainable, carbon neutral, eco-friendly, etc. 

1 2 3 4 5 

6. In the past one year, I have purchased natural or 

organic household products such as floor cleaners, 

mosquito repellants, etc. 

1 2 3 4 5 

7. In the past one year, I have purchased rechargeable 

batteries 

1 2 3 4 5 

8. In the past one year, I have purchased LED light bulbs 

 

1 2 3 4 5 

9. In the past one year, I have purchased natural or 

organic cosmetics such as creams, lotions, lipsticks, 

perfumes, etc. 

1 2 3 4 5 
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12. How much more price are you willing to pay for green products? (Please put a tick 

mark () accordingly)  

      a) 1 - 5%               b) 6 - 10 %               c) 11 - 15 %               d) 16 - 20 %                     

e) 21 - 25 %    

 

13. Gender (Please put a tick mark () accordingly) 

      a) Male                                       b) Female 

 

14. Place of Residence (Please put a tick mark () accordingly) 

      a) Urban                                     b) Rural 

 

15. Educational Qualification (Please put a tick mark () accordingly) 

a) HSSC & Below                      b) Graduation                           c) Post-Graduation 

 

16.  Employment Status (Please put a tick mark () accordingly) 

      a) Service                                    b) Business                              c) Professional 

      c) Homemaker                            d) Others 

 

17. Age (In Years) ________________________ 

 

18. Family income (Per Month in Rs.)________________________ 

 

19. Name (Optional) ________________________________________________

1 = Never ( N)                               2 = Rarely (R)                         3 = Sometimes (S)        

4 = Most Often ( O)                     5 = Always (A) 
Sr. 

No. Opinion N R S O A 

10. In the past one year, I have purchased Electrical 

appliances such as T. V., washing machine, 

refrigerator, air-conditioner laptops, fans, etc. with 

BEE  (Bureau of Energy Efficiency) star label 

1 2 3 4 5 

11. In the past one year, I have purchased solar cooker or 

solar heater 

1 2 3 4 5 
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APPENDIX - G 

Questionnaire – Part I 

Dear Respondents, 

This questionnaire is to elicit information on Green Product Purchase Intention of 

Consumers.  

 

Any product which is made, used or disposed of in a way that significantly reduces 

the harm or damage that it would otherwise have caused to the environment is 

considered as a green product. In other words, green products are environment-

friendly products. 

 

Kindly give your honest opinion for the statements provided. Please let your 

response be genuine and reflect your true behaviour. The information provided by 

you will be kept strictly confidential. The information will be used only for 

academic purpose. 

 

Please tick () any one appropriate category for each statement. 

 

Please answer all the statements. 

 

Thanking you for your co-operation. 

 

Meera R. Mayekar 

1 = Strongly Disagree (SDA)                 2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)     4 = Agree (A)      5 = Strongly Agree (SA) 

Sr. 

No. Opinion SDA DA N A SA 

1. I intend to purchase green products so as to reduce 

environmental harm 

1 2 3 4 5 

2. I am willing to buy products that make use of  

recycled /recyclable material 

1 2 3 4 5 

    

3. 

I intend to purchase products in reusable 

containers/packages so that the containers/packages 

can be reused 

1 2 3 4 5 

4. I intend to purchase energy saving bulbs/tube 

lights/appliances 

1 2 3 4 5 

5. I intend to purchase products with eco-labels such 

as BEE (Bureau of Energy Efficiency) star label, 

Ecomark,  etc. 

1 2 3 4 5 

6. I intend to purchase natural or organic products 1 2 3 4 5 

7. I intend to purchase products with certified eco-

labels termed as recyclable, biodegradable, ozone 

friendly, sustainable, carbon neutral, eco-friendly, 

etc. 

1 2 3 4 5 

8.  I am willing to pay a higher price for green 

products 

1 2 3 4 5 
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Questionnaire – Part II 

Dear Respondents, 

 

This questionnaire is to elicit information on the Influence of Green Marketing 

Strategies on Green Product Purchase Behaviour of Consumers. Green marketing is 

defined as the application of marketing tools such as advertising, labelling, 

packaging, branding, etc. to facilitate exchanges that satisfy organisational and 

individual goals in such a way that the preservation, protection, and conservation of 

the physical environment are upheld. 

 

Green advertising can be defined as any advertising that explicitly or implicitly 

promotes awareness of environmental issues and or suggests behaviours useful in 

minimising or correcting these environmental issues.  

 

An eco-label can be defined as any sign, symbol, label, words, terms or a 

combination of these, appearing on product packaging that seeks to inform 

consumers that a particular product is in some significant way less harmful to the 

environment. 

 

Green packaging is the use of materials and manufacturing methods for packing 

that has a low impact on the environment and energy consumption.   

 

Green branding is a strategy adopted by the company to help consumers to identify 

their products and organisation, by highlighting on the environmentally beneficial 

strategies adopted by the company. 

 

Kindly give your honest opinion for the statements provided. There is no right or 

wrong answers. The information provided by you will be kept strictly confidential. 

The information will be used only for academic purpose. 

 

Please tick () any one appropriate category for each statement. 

 

Please answer all the statements. 

 

Thanking you for your co-operation. 

 

 

Meera R. Mayekar 
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1 = Strongly Disagree (SDA)                  2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)     4 = Agree (A)      5 = Strongly Agree (SA) 

Sr. 

No. Opinion SDA DA N A SA 

1. Green advertising  helps us to get information about 

the company‟s green marketing initiatives  

1 2 3 4 5 

2. Green branding is regarded as the best indicator of 

a company‟s environmental commitment   

1 2 3 4 5 

3. Waste generated from  packaging  is a very 

important environmental issue  

1 2 3 4 5 

4. Eco-labels informs about the clear benefits of the 

product to the environment 

1 2 3 4 5 

5. Green advertising helps to explain products‟ impact 

on the environment 

1 2 3 4 5 

6. Since green products help to save scarce natural 

resources, it is worth the money spent 

1 2 3 4 5 

7. Packaging results in solid waste   1 2 3 4 5 

8. It is better to purchase a green brand because of its 

environmental compliance 

1 2 3 4 5 

9. Most environmental claims made in eco-labels are 

true 

1 2 3 4 5 

10. Since green products help to slow the deterioration 

of the environment, it is worth the money spent 

1 2 3 4 5 

11. It is better to purchase a green brand because of its 

environmental properties 

1 2 3 4 5 

12. It is reasonable to pay a higher price for green 

products 

1 2 3 4 5 

13. There is no visible evidence that green products are 

more beneficial to the environment compared to 

non-green products 

1 2 3 4 5 

14. Green advertising is good at addressing 

environmental issues 

1 2 3 4 5 

15. Since green products help to reduce pollution, it is 

worth the money spent 

1 2 3 4 5 

16. Sufficient information about environmental benefits 

is not available on green products 

1 2 3 4 5 

17. Eco-labels are always trustworthy 1 2 3 4 5 

18. Green advertising indicates that the company is 

concerned about the environment 

1 2 3 4 5 

19. Packaging creates a problem of litter 1 2 3 4 5 

20. It is better to purchase a green brand because of its 

environmental commitments 

1 2 3 4 5 

21. Green packaging helps to conserve natural 

resources to a large extentc 

1 2 3 4 5 

22. Green branding indicates that the company is 

professional about environmental management 

policies 

1 2 3 4 5 
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1 = Strongly Disagree (SDA)                 2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)     4 = Agree (A)      5 = Strongly Agree (SA) 
Sr. 

No. Opinion SDA DA N A SA 

23. Packaging is one of the major causes of 

environmental harm 

1 2 3 4 5 

24. Since green products help to reduce solid waste, it is 

worth the money spent 

1 2 3 4 5 

25. Green packaging helps to reduce solid waste 1 2 3 4 5 

26. Eco-labels provide useful information required to 

make a better purchase decision 

1 2 3 4 5 

27. Difficulty in identifying green products makes it 

difficult to purchase green products 

1 2 3 4 5 

28. Environmental information provided in the eco-label 

is reliable 

1 2 3 4 5 

29. I do not believe in most of the environmental claims 

in green advertising 

1 2 3 4 5 

30. Extra time to be spent in searching green products 

makes it difficult to purchase green products 

1 2 3 4 5 

31. Green branding indicates that the company has a 

good environmental management system 

1 2 3 4 5 

32. I am willing to pay an extra amount for a product 

with eco-label 

1 2 3 4 5 

33. Green packaging helps to reduce pollution to a large 

extent 

1 2 3 4 5 

34. Green advertising exploits environmental issues 

instead of addressing them 

1 2 3 4 5 

35. Packaging is one of the main causes of 

environmental pollution 

1 2 3 4 5 

36. Non-availability of green products makes it difficult 

to purchase green products 

1 2 3 4 5 

37. Green advertising helps to increase  knowledge 

about green products 

1 2 3 4 5 

38. Green advertising takes advantage of consumers' 

environmental concerns for the company‟s own benefit 
1 2 3 4 5 

39.  Green packaging helps to reduce the use of scarce 

resources 

1 2 3 4 5 

40. Environmental claims in green advertising are not 

convincing 

1 2 3 4 5 

41. The high price of green products makes it difficult to 

purchase green products 

1 2 3 4 5 

42. Green advertising helps us to identify green products 

easily 

1 2 3 4 5 

43. Green branding indicates that the company‟s 

reputation about environmental management is 

stable 

1 2 3 4 5 
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Questionnaire – Part III 
Dear Respondents, 
This questionnaire is to elicit information on Factors Influencing Green Product 
Purchase Behaviour of Consumers.  
 
Kindly give your honest opinion for the statements provided. There is no right or 
wrong answers. The information provided by you will be kept strictly confidential. 
The information will be used only for academic purpose. 
 
Please tick () any one appropriate category for each statement. 
 
Please answer all the statements. 
 
Thanking you for your co-operation. 
 
Meera R. Mayekar 

 

1 = Strongly Disagree (SDA)                  2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)      4 = Agree (A)                 5 = Strongly Agree (SA) 
Sr. 

No. Opinion SDA DA N A SA 

44.  It is difficult to recognise the differences between 

green products and non-green products with respect 

to environmental features 

1 2 3 4 5 

45.  Green packaging avoids use of excessive material 1 2 3 4 5 

46. Green branding indicates that the company is 

taking care of consumers‟ environmental concern 

1 2 3 4 5 

47. Eco-labelling helps to solve environmental 

problems to a large extent 

1 2 3 4 5 

48. Green products are not very effective in solving 

environmental problems 

1 2 3 4 5 

49. Eco-labels help to distinguish between green 

products and non-green products 

1 2 3 4 5 

50. I tend to be more loyal to products from companies 

that use eco-labels 

1 2 3 4 5 

51. Green packaging helps to reduce environmental 

damage to a large extent  

1 2 3 4 5 

52. Most environmental claims in advertising are 

intended to mislead rather than to educate 

consumers 

1 2 3 4 5 

53. Very limited choice is available in green products 1 2 3 4 5 

54.  I tend to be more loyal to products from companies 

that practice green branding 

1 2 3 4 5 

55.  I am doubtful about the accuracy of environmental 

claims made in green advertising 

1 2 3 4 5 

56. Green products are expensive 1 2 3 4 5 

57. 

 

Environmental functions of green product provide 

value for my money 

1 2 3 4 5 
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1 = Strongly Disagree (SDA)                 2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)     4 = Agree (A)      5 = Strongly Agree (SA) 

Sr. 

No. Opinion SDA DA N A SA 

1. I think purchasing green products helps me to 

contribute to environmental protection 

1 2 3 4 5 

2. Most people who are important to me favour 

purchase of green products 

1 2 3 4 5 

3. I can make my decision to purchase green products 1 2 3 4 5 

4. I feel that there is lots that I can do to protect the 

environment 

1 2 3 4 5 

5. I think purchasing green products is necessary to 

protect the environment 

1 2 3 4 5 

6. I think purchasing green products is fulfilling my 

responsibility to the environment 

1 2 3 4 5 

7. Most people who are important to me think it is 

good to purchase green products 

1 2 3 4 5 

8. I think people do not care enough for the 

environment 

1 2 3 4 5 

9. I prefer to join groups which work for environmental 

protection so that I can contribute my share towards 

the protection of the environment 

1 2 3 4 5 

10. I think purchasing green products is valuable to save 

scarce natural resources 

1 2 3 4 5 

11. I feel it is my moral obligation to purchase green 

products 

1 2 3 4 5 

12. I purchase green products for the recognition I get 

from others 

1 2 3 4 5 

13. I think we are not doing enough to reduce waste 1 2 3 4 5 

14. I think identifying green products makes it  difficult 

to purchase  them 

1 2 3 4 5 

15. I think if I carry out some pro-environmental 

behaviour in my everyday life, I would contribute a 

lot to the protection of the environment 

1 2 3 4 5 

16. I think purchasing green products is good to reduce 

the deterioration of the environment 

1 2 3 4 5 

17. I am willing to make sacrifices to protect the 

environment 

1 2 3 4 5 

18.  I can make my decision about extra efforts to be put 

in for the purchase of green products 

1 2 3 4 5 

19. When I buy products, I try to consider how my use 

of them will affect the environment 

1 2 3 4 5 

20.  I think purchasing green products is difficult in 

terms of acquiring knowledge about them 

1 2 3 4 5 
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1 = Strongly Disagree (SDA)                 2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)     4 = Agree (A)      5 = Strongly Agree (SA) 

Sr. 

No. Opinion SDA DA N A SA 

21. In order to protect the environment for future 

generations, I prefer to buy products that cause less 

harm to the environment 

1 2 3 4 5 

22. I feel I can help to solve the environmental problems 

by purchasing green products 

1 2 3 4  5 

23. I believe that economic progress and development 

cannot be achieved if we focus on the protection and 

conservation of the environment 

1 2 3 4 5 

24. I value the opinions and feelings of my family 

members for purchase of green products 

1 2 3 4 5 

25. I can make my decision about extra amount of 

money to be spent on green products to be 

purchased 

1 2 3 4 5 

26. Most people who are important to me propagate  

purchase of green products 

1 2 3 4 5 

27. I think benefits available from purchase of green 

products to the environment are not very visible 

1 2 3 4 5 

28. I believe protecting the environment will result into 

loss of jobs and income for persons like me 

1 2 3 4 5 

29.  I value the opinions and feelings of my friends for 

purchase of green products 

1 2 3 4 5 

30. I think purchasing green products requires additional 

efforts 

1 2 3 4 5 

31. Since I have sufficient money, I can easily purchase 

green products 

1 2 3 4 5 

32.  I value the opinions and feelings of environmental 

activists for purchase of green products 

1 2 3 4 5 

33. I think we are not doing enough to save scarce    

natural resources from being depleted 

1 2 3 4 5 

34. Since I have sufficient information about green 

products, I can easily purchase them 

1 2 3 4 5 

35. I believe that natural resources are to be used for 

individual benefit and welfare 

1 2 3 4 5 

36. I convince others to participate in seminars, rallies, 

etc. to create environmental awareness among 

people 

1 2 3 4 5 

37. Since I have sufficient time to search for green 

products, I can easily purchase them 

1 2 3 4 5 

38. I think we are not doing enough to protect natural 

environment 

1 2 3 4 5 

39. I value the opinions and feelings of people on social 

media for the purchase of green products 

1 2 3 4 5 
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1 = Strongly Disagree (SDA)                 2 = Disagree (DA)                  

3 = Neither Agree Nor Disagree (N)     4 = Agree (A)      5 = Strongly Agree (SA) 

Sr. 

No. Opinion SDA DA N A SA 

40. I feel laws to protect the environment limit my 

choice of products 

1 2 3 4 5 

41. I think non-availability of green products makes it 

difficult to purchase them 

1 2 3 4 5 

42. Since I have plenty of shopping opportunities, I can 

easily purchase green products 

1 2 3 4  5 

43. I feel capable of helping solve the environmental 

problems 

1 2 3 4 5 

44. I think the high price of green products makes it 

difficult to purchase them 

1 2 3 4 5 

45. I think purchasing green products is appropriate to 

reduce pollution 

1 2 3 4 5 

46. I think purchasing green products makes me a 

socially responsible consumer 

1 2 3 4 5 

47. I think we are not doing enough to reduce 

environmental pollution 

1 2 3 4 5 

48. Most people who are important to me support 

purchase of green products 

1 2 3 4 5 

49.  I am concerned about the deterioration of the 

environment 

1 2 3 4 5 

50. I can make my decision about the type of green 

products to be purchased 

1 2 3 4 5 

51. I feel guilty if I purchase products damaging the 

environment 

1 2 3 4 5 

52.  I am concerned about what the degradation of the 

environment will mean for my future 

1 2 3 4 5 

 

Questionnaire – Part IV 
Dear Respondents, 

This questionnaire is to elicit information on Actual Green Product Purchase 

Behaviour of Consumers.  

 

Kindly give your honest opinion for the statements provided. Please let your response 

be genuine and reflect your true behaviour. The information provided by you will be 

kept strictly confidential. The information will be used only for academic purpose. 

 

Please tick () any one appropriate category for each statement. 

 

Please answer all the statements. 

 

Thanking you for your co-operation. 

 

Meera R. Mayekar 
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10. How much more price are you willing to pay for green products? (Please put a tick 

mark () accordingly)  

 a) 1 - 5%       b) 6 - 10 %          c) 11 - 15 %             d) 16 - 20 %          e) 21 - 25 %    

 

11. Gender (Please put a tick mark () accordingly) 

      a) Male                                       b) Female 

 

12. Place of Residence (Please put a tick mark () accordingly) 

      a) Urban                                     b) Rural 

 

 

1 = Never ( N)                                    2 = Rarely (R)                        3 = Sometimes (S)         

4 = Most Often ( O)                          5 = Always (A) 
Sr. 

No. Opinion N R S O A 

1. In the past one year, I have purchased natural or organic 

personal care products such as soaps, shampoos, face 

wash, etc. 

1 2 3 4 5 

2. In the past one year, I have purchased paper products 

such as stationery, tissue papers, toilet papers, etc. made 

of recycled paper 

1 2 3 4 5 

3. In the past one year, I have purchased products in 

reusable containers/packaging 

1 2 3 4 5 

4. In the past one year, I have purchased tube lights with 

BEE (Bureau of Energy Efficiency) star label 

1 2 3 4 5 

5. In the past one year, I have purchased natural or organic 

household products such as floor cleaners, mosquito 

repellants, etc. 

1 2 3 4 5 

6. In the past one year, I have purchased LED light bulbs 1 2 3 4 5 

7. In the past one year, I have purchased natural or organic 

cosmetics such as creams, lotions, lipsticks, perfumes, 

etc. 

1 2 3 4 5 

8. In the past one year, I have purchased Electrical 

appliances such as T. V., washing machine, refrigerator, 

air-conditionar laptops, fans, etc. with BEE  (Bureau of 

Energy Efficiency) star label 

1 2 3 4 5 

9. In the past one year, I have  purchased products with 

certified eco-labels termed as recyclable, biodegradable, 

ozone friendly, sustainable, carbon neutral, eco-friendly, 

etc. 

1 2 3 4 5 
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13. Educational Qualification (Please put a tick mark () accordingly) 

      a) HSSC & Below                      b) Graduation                            c) Post-Graduation 

 

14.  Employment Status (Please put a tick mark () accordingly) 

      a) Service                                    b) Business                               c) Professional 

      c) Homemaker                            d) Others 

 

15. Age (In Years) ________________________ 

 

16. Family income (Per Month in Rs.)________________________ 

 

17. Name (Optional)______________________________________________ 
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APPENDIX - H 

UNI-DIMENSIONAL CFA 

 

Uni-dimensional CFA of GPPI Scale 

 
Figure 1: Uni-dimensional CFA of GPPI Scale 

 

As indicated in Fig.1 all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 1. 

 

Table 1: Scale Item Correlations Results - GPPI 

Item GPPI1 GPPI2 GPPI3 GPPI4 GPPI5 GPPI6 GPPI7 

GPPI1 1 
      

GPPI2 .464
**

 1 
     

GPPI3 .464
**

 .532
**

 1 
    

GPPI4 .535
**

 .467
**

 .387
**

 1 
   

GPPI5 .426
**

 .388
**

 .446
**

 .388
**

 1 
  

GPPI6 .533
**

 .432
**

 .417
**

 .516
**

 .346
**

 1 
 

GPPI7 .453
**

 .440
**

 .588
**

 .389
**

 .463
**

 .421
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

It can be interpreted from Table 1 that all pair wise comparison is significant, and 

correlation values range from 0.388 to 0.588. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  
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Uni-dimensional CFA of the GPPB scale dimension - GPPB1 

 
Figure 2: Uni-dimensional CFA of the GPPB scale dimension - GPPB1 

 

As indicated in Fig. 2, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 2. 

 

Table 2: Scale Item Correlations Results - GPPB1 

Item GPPB1_1 GPPB1_2 GPPB1_3 GPPB1_4 GPPB1_5 

GPPB1_1 1 
    

GPPB1_2 .275
**

 1 
   

GPPB1_3 .346
**

 .348
**

 1 
  

GPPB1_4 .307
**

 .419
**

 .385
**

 1 
 

GPPB1_5 .399
**

 .308
**

 .351
**

 .353
**

 1 

**Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 2 that all pair wise comparison is significant, and 

correlation values range from 0.275 to 0.419. Inter-item correlations are moderate in 

magnitude; therefore, there is no redundancy in the items.  

 

Uni-dimensional CFA of the GPPB scale dimension - GPPB2 

 
Figure 3: Uni-dimensional CFA of the GPPB scale dimension – GPPB2 



                                                                                                                   Appendix -H                                                                                                                                                                                                                                                     

 

Goa University Page 378 

 

As indicated in Fig. 3 all the standardized regression weights/ factor loadings are 

above 0.50 except GPPB2_2. However, this item was retained since face validity 

supported its inclusion in the scale. The correlation analysis was performed and is 

presented in Table 3. 

 

Table 3: Scale Item Correlations Results - GPPB2 

Item GPPB2_1 GPPB2_2 GPPB2_3 GPPB2_4 

GPPB2_1 1 
   

GPPB2_2 .353
**

 1 
  

GPPB2_3 .431
**

 .248
**

 1 
 

GPPB2_4 .417
**

 .291
**

 .490
**

 1 

**Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 3 that all pair wise comparison is significant, and 

correlation values range from 0.291 to 0.490. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Constructs of Model 1  

The following section gives uni-dimensional CFA of constructs of Model 1. 

 

Uni-dimensional CFA of ATGPP 

Figure 4: Uni-dimensional CFA of ATGPP 

 

As indicated in Fig. 4, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 4. 
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Table 4: Scale Item Correlations Results - ATGPP 

Item ATGPP1 ATGPP2 ATGPP3 ATGPP4 ATGPP5 

ATGPP1 

ATGPP2 

ATGPP3 

ATGPP4 

ATGPP5 

1 
    

.420
**

 1 
   

.347
**

 .389
**

 1 
  

.358
**

 .407
**

 .413
**

 1 
 

.250
**

 .378
**

 .439
**

 .429
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 4 that all pair wise comparison is significant, and 

correlation values range from 0.250 to 0.439. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Subjective Norm 

 

Figure 5: Uni-dimensional CFA of Subjective Norm 

 

As indicated in Fig. 5, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 5. 

 

Table 5: Scale Item Correlations Results - Subjective Norm 

Item SN1 SN2 SN3 SN4 

SN1 

SN2 

SN3 

SN4 

1 
   

.351
**

 1 
  

.490
**

 .386
**

 1 
 

.387
**

 .321
**

 .408
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 5 that all pair wise comparison is significant, and 

correlation values range from 0.321 to 0.490. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  
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Uni-dimensional CFA of Perceived Behavioural Control 

Figure 6: Uni-dimensional CFA of Perceived Behavioural Control 

 

As indicated in Fig. 6, all the standardised regression weights/ factor loadings are 

above 0.50, except for PBC2. However, the item was retained since the face validity 

supported retaining of the item.  The correlation analysis was performed and is 

presented in Table 6. 

 

Table 6: Scale Item Correlations Results - Perceived Behavioural Control 

Item PBC1 PBC2 PBC3 PBC4 

PBC1  1 
   

PBC2  .304
**

 1 
  

PBC3  .383
**

 .191
**

 1 
 

PBC4  .335
**

 .321
**

 .310
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 6 that all pair wise comparison is significant, and 

correlation values range from 0.191 to 0.383. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Self-transcendence 

 
Figure 7: Uni-dimensional CFA of Self-transcendence 
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As indicated in Fig. 7, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 7. 

 

Table 7: Scale Item Correlations Results - Self-transcendence  

Item ST1 ST2 ST3 ST4 ST5 

ST1  1 
    

ST2  .417
**

 1 
   

ST3  .407
**

 .418
**

 1 
  

ST4  .373
**

 .382
**

 .398
**

 1 
 

ST5  .411
**

 .378
**

 .443
**

 .330
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 7 that all pair wise comparison is significant, and 

correlation values range from 0.373 to 0.443. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Self-enhancement 

Figure 8: Uni-dimensional CFA of Self-enhancement 

 

As indicated in Fig. 8, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 8. 

 

Table 8: Scale Item Correlations Results - Self-enhancement 

Item SE1 SE2 SE3 SE4 SE5 

SE1 

SE2 

SE3 

SE4 

SE5 

1 
    

.283
**

 1 
   

.406
**

 .368
**

 1 
  

.372
**

 .317
**

 .454
**

 1 
 

.416
**

 .397
**

 .493
**

 .369
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 
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It can be interpreted from Table 8 that all pair wise comparison is significant, and 

correlation values range from 0.283 to 0.493. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Environmental Concern 

 

Figure 9: Uni-dimensional CFA of Environmental Concern  

 

As indicated in Fig. 9, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 9. 

 

Table 9: Scale Item Correlations Results - Environmental Concern 

  Item EC1 EC2 EC3 EC4 EC5 

  EC1  1 
    

  EC2  .392
**

 1 
   

  EC3  .367
**

 .278
**

 1 
  

  EC4  .383
**

 .281
**

 .316
**

 1 
 

  EC5  .438
**

 .288
**

 .329
**

 .370
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 9, that all pair wise comparison is significant, and 

correlation values range from 0.278 to 0.438. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Normative Social Influence 
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Figure 10: Uni-dimensional CFA of Normative Social Influence 

 

 

As indicated in Fig. 10, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 10. 

 

Table 10: Scale Item Correlations Results - Normative Social Influence 

Item NSI1 NSI2 NSI3 NSI4 

NSI1 

NSI2 

NSI3 

NSI4 

1 
   

.373
**

 1 
  

.385
**

 .367
**

 1 
 

.385
**

 .307
**

 .328
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 10 that all pair wise comparison is significant, and 

correlation values range from 0.307 to 0.385. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Value-expressive Social Influence 

 
Figure 11: Uni-dimensional CFA of Value-expressive Social Influence 
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As indicated in Fig. 11, all the standardised regression weights/ factor loadings are 

above 0.50 except VS2. However, the item was retained as face validity supported its 

inclusion. The correlation analysis was performed and is presented in Table 11. 

 

Table 11: Scale Item Correlations Results - Value-expressive Social Influence 

Item VSI1 VSI2 VSI3 VSI4 

VSI1  1 
   

VSI2  .266
**

 1 
  

VSI3  .342
**

 .263
**

 1 
 

VSI4  .300
**

 .284
**

 .318
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 11 that all pair wise comparison is significant, and 

correlation values range from 0.263 to 0.342. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Control Strength 

 
Figure 12: Uni-dimensional CFA of Control Strength 

 

As indicated in Fig. 12, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 12. 

 

Table 12: Scale Item Correlations Results - Control Strength 

Item CS1 CS2 CS3 CS4 

CS1 

CS2 

CS3 

CS4 

1 
   

.310
**

 1 
  

.410
**

 .381
**

 1 
 

.412
**

 .406
**

 .483
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 
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It can be interpreted from Table 12 that all pair wise comparison is significant, and 

correlation values range from 0.310 to 0.412. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Control Belief 

 
Figure 13: Uni-dimensional CFA of Control Belief 

 

As indicated in Fig. 13, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 13. 

 

Table 13: Scale Item Correlations Results - Control Belief 

Item CB1 CB2 CB3 CB4 CB5 

CB1 

CB2 

CB3 

CB4 

CB5 

1 
    

.378
**

 1 
   

.352
**

 .315
**

 1 
  

.362
**

 .272
**

 .245
**

 1 
 

.324
**

 .279
**

 .388
**

 .321
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 13 that all pair wise comparison is significant, and 

correlation values range from 0.272 to 0.388. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Perceived Consumer Effectiveness 
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Figure 14: Uni-dimensional CFA of Perceived Consumer Effectiveness 

 

As indicated in Fig. 14, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 14. 

 

Table 14: Scale Item Correlations Results - Perceived Consumer Effectiveness 

Item PCE1 PCE2 PCE3 PCE4 

PCE1 

PCE2 

PCE3 

PCE4 

1 
   

.258
**

 1 
  

.275
**

 .366
**

 1 
 

.371
**

 .310
**

 .214
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 14 that all pair wise comparison is significant, and 

correlation values range from 0.258 to 0.371. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Constructs of Model 2  

The following section gives uni-dimensional CFA of constructs of Model 2. 

 

Uni-dimensional CFA of Attitude towards Green Products 

 

Figure 15: Uni-dimensional CFA of Attitude towards Green Products 
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As indicated in Fig. 15, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 15. 

 

Table 15: Scale Item Correlations Results - Attitude towards Green Products 

Item ATGP1 ATGP2 ATGP3 ATGP4 ATGP5 

ATGP1 1 
    

ATGP2 .354
**

 1 
   

ATGP3 .328
**

 .370
**

 1 
  

ATGP4 .327
**

 .323
**

 .345
**

 1 
 

ATGP5 .240
**

 .395
**

 .333
**

 .442
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 15 that all pair wise comparison is significant, and 

correlation values range from 0.240 to 0.395. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Attitude towards Green Branding 

 

Figure 16: Uni-dimensional CFA of Attitude towards Green Branding 

As indicated in Fig.16 all the standardised regression weights/ factor loadings are 

above 0.50 except for ATGB3. However, the item was retained as face validity 

supported its inclusion. The correlation analysis was performed and is presented in 

Table 16. 

 

Table 16: Scale Item Correlations Results - Attitude towards Green Branding 

Item ATGB1 ATGB2 ATGB3 ATGB4 ATGB5 

ATGB1 1 
    

ATGB2 .407
**

 1 
   

ATGB3 .349
**

 .298
**

 1 
  

ATGB4 .374
**

 .298
**

 .258
**

 1 
 

ATGB5 .421
**

 .357
**

 .266
**

 .397
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 
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It can be interpreted from Table 16, that all pair wise comparison is significant, and 

correlation values range from 0.258 to 0.407. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Attitude towards Eco-labelling 

 
Figure 17: Uni-dimensional CFA of Attitude towards Eco-labelling 

 

As indicated in Fig. 17, all the standardised regression weights/ factor loadings are 

above 0.50 except ATEL1. However, the item was retained as its value is close to 

0.50. The correlation analysis was performed and is presented in Table 17. 

  

Table 17: Scale Item Correlations Results - Attitude towards Eco-labelling 

Item ATEL1 ATEL2 ATEL3 

ATEL1 1 
  

ATEL2 .329
**

 1 
 

ATEL3 .294
**

 .414
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 17 that all pair wise comparison is significant, and 

correlation values range from 0.294 to 0.414. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items. 

 

Uni-dimensional CFA of Attitude towards Green Advertising 
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 Figure18: Uni-dimensional CFA of Attitude towards Green Advertising 

 

As indicated in Fig. 18, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 18. 

 

 

Table 18: Scale Item Correlations Results - Attitude towards Green Advertising 

Item ATGAD1 ATGAD2 ATGAD3 ATGAD4 ATGAD5 

ATGAD1 1 
    

ATGAD2 .481
**

 1 
   

ATGAD3 .478
**

 .306
**

 1 
  

ATGAD4 .306
**

 .378
**

 .360
**

 1 
 

ATGAD5 .393
**

 .443
**

 .419
**

 .290
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 18, that all pair wise comparison is significant, and 

correlation values range from 0.290 to 0.481. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Attitude towards Green Packaging 

 
Figure 19: Uni-dimensional CFA of Attitude towards Green Packaging 
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As indicated in Fig. 19, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 19. 

 

Table 19: Scale Item Correlations Results - Attitude towards Green Packaging 

Item ATGPK1 ATGPK2 ATGPK3 ATGPK4 

ATGPK1 1 
   

ATGPK2 .401
**

 1 
  

ATGPK3 .389
**

 .427
**

 1 
 

ATGPK4 .368
**

 .423
**

 .334
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 19 that all pair wise comparison is significant, and 

correlation values range from 0.334 to 0.427. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Green Perceived Value 

 
Figure 20: Uni-dimensional CFA of Green Perceived Value 

 

As indicated in Fig. 20, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 20. 

 

Table 20: Scale Item Correlations Results - Green Perceived Value 

Item GPV1 GPV2 GPV3 GPV4 

GPV1 1 
   

GPV2 .431
**

 1 
  

GPV3 .369
**

 .379
**

 1 
 

GPV4 .379
**

 .370
**

 .396
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 
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It can be interpreted from Table 20 that all pair wise comparison is significant, and 

correlation values range from 0.369 to 0.431. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Green Perceived Trust 

Figure 21: Uni-dimensional CFA of Green Perceived Trust 

 

As indicated in Fig. 21, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 21. 

 

Table 21: Scale Item Correlations Results - Green Perceived Trust 

Item GPT1 GPT2 GPT3 GPT4 

GPT1 1 
   

GPT2 .480
**

 1 
  

GPT3 .396
**

 .450
**

 1 
 

GPT4 .353
**

 .310
**

 .442
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 21 that all pair wise comparison is significant, and 

correlation values range from 0.310 to 0.480. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Eco-label Credibility 
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Figure 22: Uni-dimensional CFA of Eco-label Credibility 

 

As indicated in Fig. 22, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 22. 

 

Table 22: Scale Item Correlations Results - Eco-label Credibility 

Item ELC1 ELC2 ELC3 ELC4 

ELC1 1 
   

ELC2 .267
**

 1 
  

ELC3 .390
**

 .382
**

 1 
 

ELC4 .224
**

 .213
**

 .263
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 22 that all pair wise comparison is significant, and 

correlation values range from 0.213 to 0.390. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Green Ad Skepticism 

 
Figure 23: Uni-dimensional CFA of Green Ad Skepticism 

 

As indicated in Fig. 23, all the standardised regression weights/ factor loadings are 

above 0.50 except GADSK4. However, the item was retained as its value was close to 
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0.50 and face validity supported its inclusion.  The correlation analysis was performed 

and is presented in Table 23. 

 

Table 23: Scale Item Correlations Results - Green Ad Skepticism 

Item GADSK1 GADSK2 GADSK3 GADSK4 GADSK5 GADSK6 

GADSK1 1 
     

GADSK2 .234
**

 1 
    

GADSK3 .308
**

 .360
**

 1 
   

GADSK4 .246
**

 .269
**

 .294
**

 1 
  

GADSK5 .223
**

 .296
**

 .291
**

 .242
**

 1 
 

GADSK6 .281
**

 .256
**

 .323
**

 .152
**

 .298
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 23, that all pair wise comparison is significant, and 

correlation values range from 0.152 to 0.360. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Perceived Packaging Harm 

 

Figure 24: Uni-dimensional CFA of Perceived Packaging Harm 

 

As indicated in Fig. 24, all the standardised regression weights/ factor loadings are 

above 0.50 except PPKH4. However, the item was retained as its value was close to 

0.50 and face validity supported its inclusion. The correlation analysis was performed 

and is presented in Table 24 

 

Table 24: Scale Item Correlations Results - Perceived Packaging Harm 

Item PPKH1 PPKH2 PPKH3 PPKH4 PPKH5 

PPKH1 1 
    

PPKH2 .294
**

 1 
   

PPKH3 .442
**

 .238
**

 1 
  

PPKH4 .255
**

 .315
**

 .244
**

 1 
 

PPKH5 .313
**

 .373
**

 .421
**

 .274
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 
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It can be interpreted from Table 24 that all pair wise comparison is significant, and 

correlation values range from 0.238 to 0.442. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  

 

Uni-dimensional CFA of Perceived Consumer Barriers 

 
Figure 25: Uni-dimensional CFA of Perceived Consumer Barriers 

 

As indicated in Fig. 25, all the standardised regression weights/ factor loadings are 

above 0.50.  The uni-dimensional CFA indicated the acceptability of all items. The 

correlation analysis was performed and is presented in Table 25. 

 

Table 25: Scale Item Correlations Results - Perceived Consumer Barriers 

Item PCB1 PCB2 PCB3 PCB4 

PCB1 1 
   

PCB2 .374
**

 1 
  

PCB3 .418
**

 .364
**

 1 
 

PCB4 .407
**

 .442
**

 .422
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be interpreted from Table 25 that all pair wise comparison is significant, and 

correlation values range from 0.275 to 0.419. Inter-item correlations are moderate in 

magnitude. Therefore there is no redundancy in the items.  
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