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ABSTRACT

The main goal of this article is to find the potential positive relationships among constructs
(environmental knowledge, environmental concern, supposed product price, quality of green
products and environmental attitude) to illuminate consumer preference about green brands. The
study applies five constructs to develop an integrated model to enhance green purchase intentions.
In addition, this research employs an empirical study by means of the questionnaire survey method
to verify the hypotheses and to explore its managerial implications. The empirical results show that
environmental concern, environmental knowledge, and supposed product price & quality of green
products has statistically significant and positive influence on environmental attitude and purchase
preferences for green products of consumer. Likewise, a purchaser's environmental attitudes also
had statistically notable and substantial influence on consumer green purchase intentions. If
consumers' have competitive and high deliberations over the price, quality, environmental concerns,
and environmental knowledge of green products, it influencially implies to their purchase intentions.
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1. INTRODUCTION

Green products are those products that have
less of an impact on the environment and/ or less
detrimental to human health as compared to
traditional equivalents [1]. While crafting design,
campaigning, price allocation and distribution of
green products according to the customers’ need
is termed green marketing [2-5]. According to
Chen and Chai [6], consumer consumption of
goods and services over the last decade has
increased immensely globally, that’s ultimately
leading to depletion of natural resources and
damaging environment severely. They further
added that some of the severe outcomes of
ecological deterioration that has lead a massive
escalation in environmental pollution, wildlife
degeneration, global warming [6]. Globally,
several countries including developing countries
are now realizing the gravity of the threat, so they
have now started initiatives to lower down the
impact of non-environmental friendly activities in
connection with environment. Nowadays a lot of
people have diverted their attention towards
green initiatives as their concern for the
environment and pollution is growing. Therefore
a lot of companies have started green product
manufacturing and marketing.

However, according to Straughan and Roberts
[71, green products phenomena in marketing are
not new; it was 1960s when greening concept
evolved for the first time, to address the pollution
and energy conservation issues. Later just due to
social and political standing, organizations
stepped ahead of these concepts to recycling,
product redesigning, alternative products and
packaging, as they have less adverse impact on
the environmental ruin. Since the inception of
90s, environmental hazard was taken into
account of the most chronic issues. The
businesses existing in USA and Europe, started
realizing that customers' future purchase
decisions would base upon environmental
considerations, later this consideration was
named green marketing [8].

Due to the increase in media coverage,
awareness towards environmental issues has
been gradually increasing. Peoples are getting
more concerns about environmental-related
issues as compared to the previous one. As a
result, many customers start thinking
environment protection as main factors in their
buying behavior, increasing realizing that
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environmental protection is simply not the
responsibility of the government but the citizens
existing in the environment are mutually
responsible [9]. Notably, in previous researches,
even many customers willing to pay for green
products irrespective of their expensiveness
[6,9,10]. For example, surveys about public
opinion revealed that nearly 30% of consumers
preferably don't hesitate to pay high premium for
green energy [11-13].

Customer’s attitudes and preferences are
changing in favor of green products, as they
have more concerns regarding their environment
and these concerns are showing in their
purchasing behavior. Similarly, Natural Marketing
Institute revealed in Lifestyles of Health and
Sustainability (LOHAS) that more than 200 billion
$ market is expected to double by year 2010 and
quadruple before the start of year 2016 [14]. This
finding is very encouraging for businesses that
are offering or thinking to offers green products.
This new dimension of green marketing provides
tremendous opportunities for the companies that
along with sales of new types of green products
they also can make their image better towards
customers. Because  customers  always
appreciate the efforts of companies when they
think that these efforts are for their better future
or better environment.

No doubt, the green revolution has become viral
among developed countries, in fact over the time
it has been observed that receptiveness among
consumers about opting green products in
developing countries like Pakistan has increased.
However, comparing with developing nations
Pakistan is at evolutionary phase when research
connected to  green purchasing and
environmental issues is considered. Resultantly,
being considerate about consumers’ appreciation
for green products is critically important for the
marketers from developing countries standpoint.
Consequently, scholars and researchers
associated with the field of marketing are mainly
interested in exploring the antecedents of green

purchase intention as it's helpful in the
development of viable strategies for the
establishment of green products [15-18].

Numerous earlier [19-23] studies on consumer
purchase intention and behavior conducted on
the perspective of developed countries
specifically for assorted green products. In
contrast, so far very few studies initiated in
context of countries like Pakistan to note down
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the consumers’ responses towards eco-friendly
products.

Yet it's notable that several research studies
[15-17] attempted to put a light on consumers’
green purchasing intentions, among which
researchers have tried to identify the factors
determining consumers' purchase behavior for
environment  friendly products focusing
industrialized countries [15,24,25,17], however
the findings often be contradictory [26]. In
consideration of that, the outcomes may only be
pertinent under stable demographical, socio-
cultural, economic, geo graphical contexts and
time. Due to the convolute nature of consumers'
green purchasing behavior, often generalization
is practically can’t prevail under various demo
graphical, socio-cultural, economic and
geographical settings. In the support of this
statement, Elham and Nabsiah [26]; Ottman [27]
found that user demand and insistence for
environment oriented products are probable to
be unequal within diverse market fragments as
well as different cultures [28]. Resultantly, study
regarding the effects of different factors about

consumers' intentions green purchase
specifically for Asian markets could be
advantageous.

The authors’ intend to find the potential positive
relationships between hypotheses (environ
mental knowledge, environmental con cern,
supposed green product price, quality and
environmental attitude) to explain consumer
purchasing behavior green brands. Moreover,
the present research examines (1) the impact of
environmental knowledge, environmental con
cern, supposed green product price and quality
on consumers’ environmental inclination; and (2)
the influence of environmental knowledge,
environmental concern, perceived product price
and quality of a green product and consumers’
environmental attitude on consumers green
products purchase preference. Understanding
these relationships under developing societies
can enable policymakers’ and marketers to
surface marketing communications about the
environment oriented products as well as
services. Undoubtedly, considering such could
reveal meaningful insights of related to the green
product consumption of respective country along
with the further idea to advance consistently.
Moreover, pertaining research could furnish
innovation for South Asian green product
marketers about operation startup and expansion
specifically in terms of Pakistan. Hence, the
study aims to find the pertinent determinants of
consumers' green purchase preferences.
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1.1 The Significance of the Study

Although, the promotional content about green
purchasing focusing individual consumers has
progressed as compared from earlier times, and
so far green purchasing is nowadays trending in
Pakistan, yet it's still not sufficient enough to
meet the competitive needs. Though, it is
observed that large companies particularly
multinationals where the head office is from the
UK, USA, and other European countries are
promoting ‘green’ practices [15,17]. On the
contrary, local businesses still have the attitude
of ‘wait and see’. Therefore, if the authors
compare Pakistan, as well as in the wider context
of South Asia with the practices adopted in the
West, consumers are more aware about simply
getting awareness of green products. As in
Pakistan, green issues are comparatively new for
all, the consumers, industries and the
government, because they have never
considered these issues before.

Nowadays, Pakistani consumers and companies
under the line of global protocols and
requirements are mature about the usage of non-
environment friendly commodities, and they're
cognitive about the fact refraining environment
deteriorating products is in their interest, so it's
one of widely discussed topics in recent years.
International regulations and requirements,
nowadays consumers and corporations operating
in Pakistan have become more sensible about
less environment friendly products as they
consider it in their own welfare and interest; and
that is why the issue is the most extensive topic
in Pakistan under discussion [29]. Hence, it
would be a right time to pursue consumer
research that studies factors motivating to adopt
green products along with behaviors in the
context of South Asia not specific to Western
region [19]. So far, the count of researches
discussing green marketing conducted in the
light of Pakistan is very low, to improve this void
in literature, study attempts to put forward
various factors that affect the green purchase
intention of Pakistani consumers [30].

Moreover, exploration attempts to prevalil
responsiveness among consumers,
businessmen, and policymakers regarding the
issue and to realize them that environmental
degradation is also an equally important issue
just like terrorism, poverty, and illiteracy [24].
This research study aims to provide valuable
information to policymakers, NGOs, businesses
people and the government about green
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purchase intentions of Pakistani people. The
researchers also provide many useful
suggestions at the end of this study, which will
help companies to direct future development in
this field.

2. LITERATURE REVIEW

2.1 Conceptual Understanding

Being considerate about consumers’ green
buying behavior is not only important for
academician and  practitioners, but the

phenomenon is equally critical for marketers
especially for environment caring businesses as
well. For that sake, many models propose the
influence of different factors on consumer
behavior across Pakistan. Nevertheless, few
studies recommends the Theory of Planned
Behavior (TPB) model to fetch out the
determinants of green product purchase intention
in Pakistan, that's taken as the point of departure
for the current research referring Pakistani
consumers’. Incidentally, TPB defines intention
as the proximal determinant of behavior, i.e.
promoting more engagement in a particular
behavior, it would be more probable to actually
engage in it [31,21].

211 The positive effect of environmental
concern on environmental attitude

Milfont and Gouveia [32]; Yeung [33] denoted
environmental concern to “consumers’ emotional
reactions such as worries, dislikes, compassions,
toward the environmental problems”. Whereas
[34] declared environmental concern as “the
degree to which people are aware of
environmental problems and assist struggles to
solve them or signify the readiness to contribute
personally to their solution”. Previous studies
refer that many researchers examined the effects
of environmental concern over products choice,
for example, organic food [35], renewable energy
[36], cosmetics and toiletries [37] laundry
detergents [38,39] asserts that people mindful
and concerned about environmental factor
manifest positive attitude towards green products
[40].

Schultz et al. [41] takes environmental attitude as
“a collection of beliefs, affect, behavioral
intentions a person holds regarding environ
mentally related activities or issues”. Lee [42]
recommends about consumers’ evaluation
activities focusing environmental protection. A lot
of previous studies alleged to take environmental
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attitude as a predictor of individuals’ behaviors
environment such as ecological behaviors [43],
recycling [44] and organic food consumption [45].
The climatic deterioration along with develop
ment of consumers’ environmental cognition
ultimately incline to adopt eco-friendly products
so as to preserve the environment from further
ruin [46]. So they deem to take pragmatic
measures towards the environment conservation
which is trending their personal preferences
concerning eco-friendly consumption habits [47].
Consumers mostly patronize about the brand
preferences, so they intend to support and
contribute for a sustainable environment and a
controlled climatic change [48].

In a research study [42] found concern for the
environment is the second top predictor
influencing consumers’ attitudes towards the
environment. Similarly, Laskova [49] added that
individuals having high environmental concerns
are more likely to develop a proactive attitude
towards the environment conservation against
the individuals who consider themselves helpless
for environment protection. Kim and Choi [50]
further substantiated this argument and added
that apprehensive environmental attitude retains
direct and potential impact on the green product
purchasing intentions of purchasers. According
to Irianto [51], ecofriendly bothering drive the
buyer to have a potentially positive attitude
towards nature oriented products [52]. Hence, it
is hypothesized as:

Hypothesis- 1: There is a positive and
significant  relationship between consumer
environmental concerns and environmental
attitudes.

21.2 The positive effect of environmental
knowledge on environmental attitude

Fryxell and Lo [53] considers environmental
knowledge as “general knowledge of facts,
concepts, relationships concerning the natural
environment and its major ecosystems”.
Therefore, it encompasses public familiarity
about the environmental issue, an admiration of
the entire humanistic society, fundamental
relationships regarding ecological facets or
effects besides common conscientiousness to
ensure sustainable development. Knowledge
about environmental issue on individual basis is
the best possible solution for pertaining
problems, availability of alternatives are another
aspect of problem that affect the consumers’
purchasing behavior changes persistently with
after certain time.
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According to D’Souza et al. [54], environmental
knowledge ensures awareness, also develops
potential positive attitude about ecofriendly
commodities. Fraj and Martinez [9] evaluated
that environmental awareness and people’s
attitude, decisions and their participation are
positively correlated. Haron et al. [55] further
added that if consumers’ awareness about
environmental issues is improved, it eventually
elevates their sustainable consumption behavior
[56]. Several previous researchers [57,58]
asserted that both environmental knowledge and
consumers’ positive environmental attitudes have
a potentially positive relation with each other.
Therefore, we hypothesized as:

Hypothesis- 2: There is a positive and
significant  relationship between consumer
environmental knowledge and consumer

environmental attitude.

2.1.3 The positive effect of perceived product
price & quality on environmental
attitude

2.1.3.1 Perceived product price & quality

This study referred by Zeithaml [59] terms
ecological product perceived quality as ‘the
customer’s judgment about a brand’s (or a
product’s) overall environmental excellence or
superiority”. Typically, the prices of green
products in USA and Europe are higher due to
the additional disposal process charges and/ or
production  process or the packaging
reengineering. According to Mahenc [60], takes
green product high pricing as an indicator for
environmental performance, due to the fact that
the production of less polluting products is
relatively expensive. Research surveys indicate
that consumers of developed countries are
voluntarily convinced to pay little more for green
products, due to relatively high motivated to
reflect concerns about environment. For
example, Reitman [61]. evaluated that buyers are
convinced to pay nearly 7 to 20% additional of
the green products price. Similarly, Bhate and
Lawle [62] found similar findings which showed
that people are willing to purchase environment
friendly commodities rather than the green
merchandises with high prices. On contrary, the
findings Bhate and Lawle [62] and D’Souza et al.
[54], takes up general perception about green
products that if the green products have low
quality and high price, then there is a negative
relation between traditional products and
customer's purchase intention. Therefore,
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consumers might have reservations in this regard
that the green products available to them must
not have quality compromised, alternatively it
would deviate their purchase intentions.

Several researchers have reported that
environmental reason is not only the motivation
behind the purchase of green products, as
customers are wiling to adopt substitutive
attributes to contribute in the betterment of
environment [63]. This reveals that traditional
characteristics of product such as price, quality,
and brand name are still the most important
factors that consumers consider while making
purchasing decisions [50]. Therefore, businesses
have recognized that future prospects of their
products would remain be unprogressive, unless
they adhere compatibility with customers’
environment conservation concern with a major
aspiration for high-quality products that are
competitive against the traditional counterparts
[64]. Moreover, it seems completely irrational to
pay higher for the commodities that doesn’t
satisfy basic needs of consumers such as high
quality, competitive price, etc., whatever no
matter how much theyre beneficial from
environmental standpoint [65,64].

Similarly, [66] argued that mostly consumers are
very particular about the rates of green
commodities, so they precisely compare their
price with the conventional products. In the same
way, [67,68] documented that customers might
have encouraging attitudes towards the purchase
of green products or recycling, but it can't be
predicted whether they're willing to pay more
against the high prices. Hence, it is hypothesized
as:

Hypothesis- 3: There’s a positive and significant
relationship between perceived product price &
quality of a green product and environmental
attitude.

21.4 The positive effect of environmental
knowledge, concern, assumed product
price & quality and environmental
attitude about green purchase
intention

Netemeyer et al. [69] and Morrison [70] defines
intention of purchase as ‘the likelihood that a
consumer would buy a particular product
resulting from his or her environmental needs”
whereas green purchase intention abstracted by
[71] as “the probability and willingness of a
person to give preference to products having
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eco-friendly features over other traditional
products in their purchase considerations”. Chan
[71] and Beckford et al. [72] added that purchase
intention of green products is a significant
indicator to forecast about their purchase
behavior, which indicates that purchase intention
affects positively the likelihood of customer's
purchase decision regarding ecofriendly
products. Moreover, preceding studies clearly
reflects that some consumers’ exhibit buying at
higher actual rates of products than other kind of
customers with no intention of buying [73].

According to Ajzen [74], more would be the
positive attitude towards the behavior, if there's a
stronger intention to reveal such behavior. Some
other past studies [75-77] have indicated that a
belief is a good predictor to measure intention.
For a Dbelief, attitudes, social aspects,
experiences, and feelings are also some factors
that actively affect. Therefore, there is a strong
need to realize consumers believe about green
marketing and action that make them choose
environment friendly commodities. In terms of
non-green [78-80] and green [81,58,82] products,
there’re several researchers who found a
significant association between attitude and
intention.

Prior investigators also discovered direct
influence on the green purchase intention of
consumers’ due to their concerns about
environment [9,55,566]. Adding further about
previous studies, a direct relationship between
consumers’ knowledge about environment and
purchase intention of consumers green
commodities was examined, in their light it's
proposed that enhancement of environmental
knowledge could be favorable to boost the green
purchase intention of buyer [50,49,83]. A link to
the perceived price and quality of the product
with consumers’ green purchase intention was
also studied. It was also discovered that
purchase intention lays deep impression due to
perceived price and quality of green products
[66-68]. Therefore, we hypothesized as:
Hypothesis- 4. A positive and substantial
association between consumer ecological
knowledge and consumer green product
purchase intentions exists.

Hypothesis- 5: A positive and substantial
association between consumer environmental
concerns and consumer green product purchase
intentions exists.

Hypothesis- 6: A positive and substantial
association between assumed product price &
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quality of a green commodity and consumer
intension to purchase green product exists.
Hypothesis- 7: A positive and substantial
association between consumer environment
friendly attitude and consumer intentions to
purchase green product exists.

3. METHODOLOGY
3.1 Sample and Data Collection

To provide necessary evidence, the respondents
were given a survey instrument preferably a self-
administered questionnaire. For this purpose,
group team members developed a question
paper with the help of a supervisor. The reason
behind the preference of questionnaire is
because this technique was used in the previous
studies by the researchers to collect the data
about green products, along with that there are
other benefits of this technique such as low cost
and minimal intervention of the researcher. Along
with that technique also assists respondents to
take sufficient time to complete questionnaire to
input responses according to their comfort, which
ultimately reduces the interference of researcher.

The researchers deploy convenience sampling
technique to collect the data while observing the
theme of research from Quaid-e-Azam University
Islamabad (QAU), FAST National University,
International Islamic University Islamabad (lIUI)
and Muhammad Ali Jinnah University (Capital
University of Science and Technology (CUST))
that're four prestigious academia of Islamabad.
The researchers chose Islamabad because the
selected universities situates in the city and its
population is well educated and understand the
need and importance of research. The final
sample consisted of 313 students of these
selected universities. Apart from 313 responses,
we drop 14 uncompleted questionnaires. Due to
time and cost constraints, the researchers used a
convenience sampling technique. In addition, the
researchers selected the students’ sample. First,
there is a common perception that educated
respondents are more knowledgeable, familiar
and concerned about the environment than
others. Secondly, the researchers collected data
from students owing to common characteristics
shared by the target population. Finally, our
questionnaire comprised of 22 items. We
collected data from targeted respondents through
face-to-face technique by using hard paper
questionnaire in this regard. The researchers
collected data from different areas of Islamabad,
Rawalpindi, and Taxila from 30" September
2020 19 December, 2020.
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3.2 Scale Development

The current study questionnaire has two parts.
The first part contained demographic information
and the second part contained the variables and
their items. The demographic profile included
four items: Gender, age, education level,
professional status. The researchers included
eighteen questions in questioner related to
variables. Four items measuring the degree of
environmental concern of the  survey
respondents’ were used adapted from [84] and
[85]. Similarly, the researchers adapted four
items scale measuring environmental knowledge
from Chan and Lau [16] and Kaiser et al. [86].
Moreover, to measure the consumers’ perception
towards perceived product price and quality of a
green product, two questions were adapted from
the study of D’Souza et al. [87]. Furthermore,
following the measurement scale by Chen [45]
and Laroche et al. [88], the environmental
attitude consisted of four indicators. Finally,
green purchase intention was measured using
the four-item scale adapted from Chan and Lau
[16]. A little modification in scales was made in
order to make them simple and easy to
understand for the respondents of the study. The
researchers measured all items on a five-point
Likert-type scale ranging from strongly disagree
to strongly agree (0 to 5).

3.3 Sample Characteristics

The sample composed of 313 collected data
from different areas of Islamabad, Rawalpindi,
and Taxila from 30" September 2020 19
December, 2020 among which male respondents
participated with high margin than female
respondents i.e., 735% of male (230
respondents) and 26.5% of female (83
respondents, see Table 1). Majority of the
sample i.e. almost 40% is composed of people
who are “between 21-25” years old, 30.4% are
“between 26-30” years old, 19.8% are “less than
20” years old, so we have a minority which is
‘more than 30" years old (10.2 5%). In terms of
education level, the majority of the respondents
were “Master” (50.5%) followed by “Bachelor”
(47%) and “Ph.D.” respectively (2.6%). Finally,
an overwhelming majority of respondents are
students (73.5% i.e. 230 respondents) followed
by those who were doing part-time jobs (26.5%
i.e. 83 respondents).

4. DATA ANALYSIS AND RESULTS

Based on the literature review and conceptual
model, correlation analysis followed by

regression analysis was used for the analysis of
data.

Envir
Knowledge

Perceived Price
and Quality

Environmental
Attitude

Purchase
Intention

Fig. 1. Theoretical framework
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Table 1. Demographics of the final sample

F %
Gender
Male 230 73.5
Female 83 26.5
Age
Less than 20 62 19.8
Between 21-25 124 39.6
Between 26-30 95 30.4
More than 30 32 10.2
Education
Bachelor 147 47
Master 158 50.5
Ph.D. 8 2.6
Profession status
Full-time student 230 73.5
Part-time employment 83 26.5

N= 313

Source: IBM Corp. Released 2019. IBM SPSS Statistics for Windows, Version 26.0. Armonk, NY: IBM Corp

4.1 Reliability Analysis

Reliability tests show that the Cronbach’s a value
of environmental concern is 0.81, environmental
knowledge is 0.71, perceived product price &
quality is 0.84, environmental attitude is 0.75 and
purchase intention is 0.77.

4.2 Hypotheses Testing

Indicated in Table 2 shows means, standard
deviations, Cronbach’s alphas of each construct
as well as Pearson correlation analysis of each
research variable.

The results reveal that environmental concerns
(r=0.23**, B= .33, t-value= 3.77, p< 0.05),
environmental knowledge (r=0.35**, B= .31, t-
value= 3.51, p< 0.05) and perceived product
price and quality (r=0.34**, B= .29, t-value= 3.30,
p< 0.05) are positively and significantly
correlated with consumers’ environmental
attitudes, hence supporting H1, H2 and H3. In
terms of effect size, environmental knowledge
contributes high to consumers’ environmental
attitude, which suggests that environmental
knowledge of an individual play a more important
role to enhance his/ her environmental attitude.
In other words, environmental concerns, high
environmental knowledge, and perception about
perceived product price and quality of a green
product enhance the consumers’ positive
environmental attitude.

Similarly, results also reveal that environmental
concerns (r=0.29**, B= .32, t-value= 3.50, p<
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0.05), environmental knowledge (r=0.25**, B=
.33, t-value= 4.21, p< 0.05), perceived product
price and quality (r=0.32**, B= .30, t-value= 3.59,
p< 0.05) and environmental attitude (r=0.27**, B=
.34, t-value= 4.25, p< 0.05) are positively and
significantly correlated with consumers’ intention
to purchase a green product, thus supporting H4,
H5, H6 and H7. In terms of effect size,
environmental attitude contributes high to
consumers' green purchase intention followed by
environmental knowledge, perceived product
price, and quality, environmental concerns
respectively, which suggest that environmental
attitude plays more important role to enhance
consumer green purchase intention. In other
words, positive environmental attitude, high
environmental knowledge, competitive perceived
product price, and quality, high environmental
concerns enhance consumer green purchase
intentions.

4.3 Mediation Analysis

4.3.1 Mediation results of environmental
attitude between environmental
concern and green purchase

intentions

As apart from direct relationships, there were
also indirect relationships between variables in
the model, therefore, the researchers also tested
for mediation effects. First, the researchers also
postulated that environmental attitude mediated
the relationship between environmental concern
and intention to purchase a green product. The
results of step - 1 in Table 4 indicated that
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“environmental concern value was positively
related to environmental attitude” (B= 0.33**; t=
3.77, p< 0.05). Moreover, results in step- 2 show
that environmental attitude was positively
associated with green purchase intention (B=
.32**, t-value= 3.50, p< .05). Moreover, as shown
in step- 3 in Table 4, environmental concern was
also significantly and positively associated with
green purchase intention (B= .29** t-value
3.30, p< .05). This indicates that environmental
attitude partially mediates the relationship
between environmental concern and intention to
purchase a green product.

4.3.2 Mediation results of environmental

attitude between environmental
knowledge and green purchase
intentions

Similarly, the researchers postulated that

environmental attitude mediated the relationship
between environmental knowledge and intention
to purchase a green product. The results of step-
1 in Table 5 indicated that “environmental
knowledge value was positively related to
environmental attitude” (B= 0.31**; t= 3.51, p<
0.05). Moreover, results in step- 2 show that
environmental attitude was positively associated
with green purchase intention (B= .33**, t-value=
4.21, p< .05). Moreover, as shown in step- 3 in
Table 5, environmental knowledge was also

| Perceived Price
Al Qeality

0.33

Enviranmenial

significantly and positively associated with green
purchase intention (B= .29**, t-value = 3.30, p<
.05). This indicates that environmental attitude
partially mediates the relationship between
environmental knowledge and intention to
purchase a green product.

4.3.3 Mediating role of consumer attitude in
between perceived product price &
quality of a green product and
consumers green purchase intentions

Finally, the researchers postulated that
environmental attitude mediated the relationship
between perceived product price & quality and
intention to purchase a green product. The
results of step- 1 in Table 6 indicated that
“perceived product price & quality value was
positively related to environmental attitude” (B=
0.36™*; t= 2.98, p< 0.05). Moreover, results in
step- 2 show that environmental attitude was
positively associated with green purchase
intention (B= .31**, t-value= 3.39, p< .05).
Moreover, as shown in step- 3 in Table 6,
perceived product price & quality was also
significantly and positively associated with green
purchase intention (B= .19% t-value = 2.84, p<
.05). This indicates that environmental attitude
partially mediates the relationship between
perceived product price & quality and intention to
purchase a green product.

\

Furclease

Intentisn /

A

N

\{

Anitude

—

Fig. 2. Theoretical framework
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Table 2. Means, Standard deviation and Correlations among the variables

Construct Mean (S.D) Cronbach’s alpha 1 2 3 4 5
1 EC 3.31(0.93) .81 1
2 EK 3.45(0.72) 71 30 1
3 PP&Q 3.60(0.81) .84 33 31 1
4 EA 3.34(1.07) .75 23*  35* 34 1
5 GPI 3.49(0.92) a7 29* 25 32 21 1

Notes: n = 313 **Correlation is significant at the 0.05 level (2-tailed)
EC= Environmental concern, EK= Environmental knowledge, PPQ= Perceived price & quality, EA=
Environmental attitude, GPI= Green purchase intention
Source: IBM Corp. Released 2019. IBM SPSS Statistics for Windows, Version 26.0. Armonk, NY: IBM
Corp

Table 3. Results of regression analysis

Hypotheses Description (B) t- value Sig. Results

H: 1 EC 2 EA 0.33 3.77 0.01 Accepted
H: 2 EK =2 EA 0.31 3.51 0.00 Accepted
H: 3 PQ =2 EA 0.29 3.30 0.03 Accepted
H: 4 EC = GPI 0.32 3.50 0.02 Accepted
H: 5 EK = GPI 0.33 4.21 0.00 Accepted
H: 6 PP&Q = GPI 0.30 3.59 0.00 Accepted
H:7 EA 2 GPI 0.34 4.25 0.00 Accepted

Notes: n = 313, Arrow indicates the direction of impact
Source: IBM Corp. Released 2019. IBM SPSS Statistics for Windows, Version 26.0. Armonk, NY: IBM Corp

Table 4. Environmental concern and direction of impact

Description B t-value p-value
Step 01 EC = EA 0.33 3.77 0.01
Step 02 EA = GPI 0.32 3.50 0.02
Step 03 EC = GPI 0.29 3.30 0.03

Source: IBM Corp. Released 2019. IBM SPSS Statistics for Windows, Version 26.0. Armonk, NY: IBM Corp
Note: n=313, *p<.05; **p<.01, Arrow indicates the direction of impact

Table 5. Environmental knowledge

Description B t-value p-value
Step 01 EK= CA 0.31 3.51 0.00
Step 02 EA =2 GPI 0.33 4.21 0.00
Step 03 EK = GPI 0.29 3.30 0.03

Source: IBM Corp. Released 2019. IBM SPSS Statistics for Windows, Version 26.0. Armonk, NY: IBM Corp
Note: n=313, *p< .05; **p< .01, Arrow indicates the direction of impact

Table 6. Statistical correlation among product price & quality

Description B t-value p-value
Step 01 PQ = CA 0.36 2.98 0.01
Step 02 EA = GPI 0.31 3.39 0.00
Step 03 PP&Q = GPI 0.19 2.84 0.03

Source: IBM Corp. Released 2019. IBM SPSS Statistics for Windows, Version 26.0. Armonk, NY: IBM Corp
Note: n=331, *p< .05; **p< .01, Arrow indicates the direction of impact

5. CONCLUSION, DISCUSSIONS AND perceived product price & quality of a green
IMPLICATIONS product has statistically significant and positive
influence on consumer environmental attitude

The empirical results show that environmental and consumer green purchase intentions.
concern, environmental knowledge, and  Similarly, consumer environmental attitudes also
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had statistically significant and positive impact on
consumer green purchase intentions. This
implies those consumers' purchase intentions
are influenced if they have high environmental
concerns [9,55,56], environmental knowledge
[50,49,83], and if the price and quality of a green
product [64-66] are competitive. Moreover,
consumers’ positive attitude toward the
environment has also a positive and direct effect
on consumer green purchase intentions [74,75].
In the current research, all seven proposed
hypotheses are supported. The empirical results
suggest further that consumer environmental
attitude partially mediates the relationship
between environmental concern, environmental
knowledge and perceived product price & quality,
intention to purchase a green product.

However, the results indicate that it is extremely
important for the companies to ensure that along
with green attributes, the functional performance
of their products is very important to attract
green-conscious customers. Similarly, high
environmental concerns, environmental
knowledge, competitive price, and quality of a
green product and positive environmental
attitude play an important role to influence
consumers’ purchase intentions [50,55,67]. From
another perspective, when the traditional product
attributes of the green brand are at par with
competing brands, the green attributes will act to
serve as the source of additional value that could
generate consumer preference towards such
brands. One can infer that the results confirm the
traditional thinking even in green products that
without the provision of core functional quality
and competitive price, organizational effort to
successfully attract green-conscious customers
with green product attributes will face difficulties.

The findings have significant implications that
may help the marketers to develop suitable
strategies for green products and their
purchasing. With the increase of environmental
knowledge and environmental concerns among
consumers, green products demand in develop
as well as developing countries are rising.
Moreover, green products branding is one of the
expected trends for businesses in developing
countries, its concept has been widely accepted
and applied in recent years. Because the
environmental concerns  have increased
consumers desire for green brands such that
consumers are more willing to purchase products
that are environmentally friendly and also offer
traditional brand features such as competitive
price and high quality etc. This also indicates that
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ignoring the important quality elements of a
brand could be costly to marketers who failed to
realize the importance of traditional brand
attributes whilst embracing green marketing
initiatives. In addition, green branding can allow
businesses to access new markets, to enjoy
more competitive advantages, to increase their
profitability by selling at higher prices with higher
profit margins.

Green products are at its initial stage in Pakistani
markets and consumers also have less
knowledge about green marketing and green
products. This is a new concept and literature for
promoting green products for the consumers still
lacking. With the passage of time, consumers
and some corporations are going towards
environmentally friendly products due to some
international regulations and concerns from
international environmental regulations.
Companies are showing their concerns about the
less environmentally friendly products due to
their own survival and business interests, that
why the issue of the green product is a very hot
topic nowadays in Pakistan. Although Pakistan is
currently facing some other problems, therefore,
this issue has been completely neglected by the
businesses, NGOs as well as by the government.
Other issues also have importance but the
researchers have to save the environment for our
people and for our future generations. For this
purpose, the researchers together have to play
our role to save this environment by adopting
green practices at the individual and
organizational levels. A majority of the Pakistani
population consist of youth, therefore, the
researchers must try their best to target youth as
much as possible to spread this message so that
the researchers can check the behavior of
younger people.

In the current study, general consumers showed
a positive attitude towards green products. Most
of the respondents were agreed that it is the
responsibility of every citizen to make efforts in
protecting the environment. Companies need to
make special programs for the promotion of
green products and green practices. In these
programs, companies need to highlight the
available green alternatives and their advantage
for the current as well for future generations.

Green products also give the new product
development and new business market
opportunities to the companies, as companies
always seeking new business opportunities for
their survival. So, the researchers think,
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companies should take these opportunities
seriously and should immediate action plans
towards green products. Along with these
products development process, it is the social
responsibility of the companies to initiate
programs to educate the consumers about the
importance of these programs, challenges faced
by the environment and how the researchers can
save our environments through green products.
Furthermore, a business may discourage anti-
environmental practices in their manufacturing
process and should offer recyclable products
which are less harmful to the environments.
Secondly, the researchers know that social
influence has a very high impact on youth adults
in their decision-making process. Hence,
companies should have to use word-of-mouth or
referral marketing may be effective tools in
promoting green products in adults. The
researchers know that now’s a day’s internet
technologies like, blogs, Twitter and Facebook
are very famous and common among the adults,
so marketers of green products can use these
online social networks for advertising or promote
their products.

6. LIMITATIONS AND
SEARCH DIRECTIONS

FUTURE RE

In the current study, all of the respondents were
Pakistani  students studying at various
universities in Pakistan. The study, however,
would have yielded more and varied answers
should it be conducted in a comparative study
mode by considering some other developing
country sample such as India together with
Pakistani sample. Moreover, in this study, the
researchers measured only consumers’
intentions to purchase a green luxury product.
For this reason, actual purchase behavior
towards green products might lead to different
research results. Therefore, future researchers
can study the actual behaviors of consumers
who might have purchased at least one green
product to cover intention-behavior discrepancy.
Furthermore, due to limited resources and time
constraints, the researchers collected data only
from four universities located in three cities, from
a student sample. By considering this very
limitation, it is recommended that future
researchers shall utilize a broader demographic
profile to analyze respondents. As young adults
are not the only green consumers. There may be
other age groups like middle-agers and elderly
people who are also potential green consumers.
Finally, the researchers only consider four
research variables that can possibly affect
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consumers' green purchase intention. It is
strongly recommended that future studies should
include other most relevant variables such as
demographic variables, cultural variables, social
and psychological variables to improve the study
model.

ACKNOWLEDGEMENT

A sincere thanks to Almighty Allah, Who
bestowed me with a wonderful mother and gave
me the opportunity to seek guidance and expert
advice from Dr. Afzaal Ali regarding analysis.

COMPETING INTERESTS

Authors have declared that

interests exist.

no competing

REFERENCES
1. Albino V, Balice A, Dangelico RM.
Environmental strategies and green
product development: An overview on sus
tainability-driven companies. Bus Strateg
Environ. 2009;18(2):83-96.

Grant J. Viewpoint green marketing.
Emerald group publishing limited— Strateric
Direction. 2008;24(6):25-27.

Jain SK, Kaur G. Green marketing: An
Indian perspective. Decision, 2004;31(2):
18-31.

Kangis P. Concerns about green mar
keting. International Journal of Wine Mar
keting. 1992;4 (2):21-24.

Pride WM, Ferrell OC. Marketing, 14th
edition. New York: Houghton Mifflin; 2008.
Chen TB, Chai LT. Attitude towards the
environment and green products: Consu
mers’ perspective. Management Science
and Engineering. 2010;4(2):27-39.
Straughan RD, Roberts JA. Environmental
segmentation alternatives: A look at green
consumer behavior in the new millennium.
Journal of Consumer Marketing. 1999;16
(6):558-575.

Lampe M, Gazdat GM. Green marketing in
Europe and the united states: An Evolving
Business and Society Interface. Inter
national Business Review. 1995;4(3): 295-
312.

Fraj E, Martinez E. Ecological consumer
behaviour: An empirical analysis. Inter
national journal of consumer studies.
2006;26-34.

ISSN:1470-6431.



10.

1.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

Sherwani et al.; AJEBA, 21(2): 53-68, 2021; Article no.AJEBA.64755

Finisterra do Pago AM, Raposo MLB.
Determining the characteristics to profile
the “green” consumer: an exploratory app
roach. Int Rev Public Nonprofit Mark.
2008; 5:129-140.

Eurobarometer. Energy: issues, options
and technologies, science and society. A
report produced by The European Opinion
Research Group (EORG) for the Dire
ctorate-General for Research.
Luxembourg; 2003.

Eurobarometer. Attitudes towards energy.
A report produced by the European
commission for the directorate-general for
research. Luxembourg; 2005.

Zarnikau J. Consumer demand for ‘green
power and energy efficiency. Energy
Policy. 2003; 31(15):1661-72.

Widger D. Green consumer behaviour —
Part 1: Information Paradox. Marketing
Green; 2007.
Available:http://marketinggreen.wordpress.
com/2007/01/19/consumerbehavior%e2%
80%93-part-i-information-paradox/.
Biswas A, Roy M. Green products: An
exploratory study on the consumer
behaviour in emerging economies of the
East. Journal of Cleaner Production. 2015;
87:463-468.

Chan RYK, Lau LBY. Explaining green
purchasing behavior. Journal of
International Consumer Marketing. 2002;
14(2):9- 40.

Khare A. Antecedents to green buying
behaviour: A study on consumers in an
emerging economy. Marketing Intelligence
& Planning. 2015;33(3):309-329.

Ling-Yee L. Effect of collectivist orientation
and ecological attitude on actual
environmental commitment: The
moderating role of consumer demogra
phics and product involvement. Journal of
International Consumer Marke ting,
1997;9(4):31-53.

Ha HY, Janda S. Predicting consumer
intentions to purchase energy-efficient
products. Journal of Consumer Marketing.
2012;29(7):461- 469.

Han H, Hsu L-T, Sheu C. Application of the
theory of planned behavior to green hotel
choice: Testing the effect of environmental
friendly activities. Tourism Management.
2010;31(3):325-334.

Kalafatis SP, Pollard M, East R, Tsogas
MH. Green marketing and Ajzen’s theory
of planned behaviour: A cross-market

65

22.

23.

24,

25.

26.

27.

28.

20.

30.

31.

32.

33.

34.

examination.  Journal of  Consumer
Marketing. 1999;16(5):441-460.

Kim YJ, Njite D, Hancer M. Anticipated
emotion in consumers’ intentions to select
eco-friendly restaurants: Augmenting the
theory of planned behavior. International
Journal of Hospitality Management. 2013;
34:255-262.

Kun-Shan W, Teng YM. Applying the
extended theory of planned behavior to
predict the intention of visiting a green
hotel. African Journal of Business Manage
ment. 2011;5(17):7579-7587.

Chatterjee P. Green brand extension
strategy and online communities. Journal
of systems and information technology.
2009;11(4):367-84.

Davis JJ. Strategies for environmental
advertising. The Journal of Consumer
Marketing. 1993;10(2):19-36.

Elham R, Nabsiah AW. Investigation of
green marketing tools' effect on consu
mers' purchase behavior. Business Str
ategy Series. 2011;12(2):73-83.

Ottman J. Sometimes consumers will pay
more to go green. Marketing News. 1992;
26:6-16.

Peattie K. Green Marketing. Longman,
London; 1992.

Ali A, Sherwani M, Ali A. Environmental
concern and pro-environment behavior in a
pakistani sample within an individual
religiosity framework. Global Journal of
Advance Research, 2015;2(5):865- 876.
Available:http://gjar.org/articles/

Ali A, Ahmed |[|. Environment friendly
products: Factors that Influence the green
purchase intentions of Pakistani
Consumers. Pak J Eng Technol Sci. 2012;
2(1):84-117.
Available:https://journals.iobmresearch.co
m/index.php/PJETS/article/view/697.
Ajzen |. From intentions to actions: A
theory of planned behavior. In J. Kuhl, & J.
Beckmann (Eds). Springer Series in Social
Psychology. Berlin: Springer. 1985;11-39.
Milfont TL. Gouveia VV. Time perspective
and values: An exploratory study of their
relations to environmental attitudes.
Journal of Environmental Psychology.
2006;26(1):72-82.

Yeung SP-M. Teaching approaches in
geography and students' environmental

attitudes. Environmentalist. 2004;24(2):
101-117.

Dunlap R, Jones R. Environmental
concern: Conceptual and measurement



35.

36.

37.

38.

39.

40.

41.

42.

43.

44.

45.

Sherwani et al.; AJEBA, 21(2): 53-68, 2021; Article no.AJEBA.64755

issues. In Handbook of environmental
sociology, ed. R. Dunlap and W. Mich
elson. London: Greenwood; 2002.
Hoffmann S, Schlicht J. The impact of
different types of concernment on the
consumption of organic food. International
Journal of Consumer Studies. 2013;37(6):
625-633.

Bang HK, Alexander EE, John H, Patrick
AT. Consumer concern, knowledge, belief,
attitude toward renewable energy: An
application of the reasoned action theory.
Psychology and Marketing. 2000;17(6):
449-68.

Prothero A, Mc Donagh P. Producing
environmentally acceptable cosmetics?
The impact of environmentalism on the
united kingdom cosmetics and toiletries
industry. Journal of Marketing Manage
ment. 1992;8(2):147-166.

Kinnear TC, Taylor JR. The effect of
ecological concern on brand perceptions.
Journal of Marketing Research Journal of
Marketing Research. 1973;10(2):191.

Suki NM. Investigating the measurement
of consumer ecological behaviour, environ
mental knowledge, healthy food, healthy
way of life. International Journal of Social
Ecology and Sustainable Development.
2014;5(1):12-21.

Karatu MHK, Mat NKN. Predictors of green
purchase intention in Nigeria: The
mediating role of environmental conscious
nes. American Journal of Economics.
2015;5(2):291-302.

Schultz PW, Shriver C, Tabanico JJ,
Khazian AM. Implicit connections with
nature. Journal of Environmental Psycholo
gy- 2004;24:31-42.

Lee K. Gender differences in Hong Kong
adolescent consumers' green purchasing
behavior. The Journal of Consumer Marke
ting. 2009;26(2):87-96.

Lynne GD. Rola LR. Improving attitude-
behavior prediction models with economic
variables: Farmer actions toward soil
conservation. The Journal of Social Psy
chology. 1988;128(1):19-28.

Park J. Ha S. Understanding pro-
environmental  behavior.  International
Journal of Retail & Distribution Manage
ment. 2012;40(5):388-403.

Chen MF. Attitude toward organic foods
among taiwanese as related to health
consciousness, environmental attitudes,
the mediating effects of a healthy lifestyle.

66

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

British Food Journal.
178.

Luck EM, Ginanti A. Mapping Consumer’s
attitudes for future sustainable”. Marketing
Australian and New Zealand Marketing
Academic. AANZMAC. 2009;1-8.

Solomon MR, Bamossy G, Askegaard S,
Hogg M. K. Consumer Behaviour: A
European perspective. 4" edition. New
York: Prentice Hall; 2010.

Hartmann P, Apaolaza-lbanez V.
Consumer attitude and purchase intention
toward green energy brands: The roles of
psychological benefits and environmental
concern. Journal of Business Research.
2012;65(9):1254-1263.

Laskova A. Perceived consumer
effectiveness and environmental concerns.
Proceedings of the 13th Asia Pacific
Manage ment Conference. Melbourne,
Australia. 2007:206-209.

Kim Y, Choi SM. Antecedents of green
purchase behavior: An examination of
collectivism, environmental concern, PCE.
Advances in Consumer Research. 2005;
032:592-599.

Irianto H. Consumers' attitude and
intention towards organic food purchase:
An extension of theory of planned behavior
in gender perspective. International Jour
nal of Management, Economics, Social
Sciences. 2014;4(1):17-31.

Aman AH, Lizawat, Harun A, Hussein Z.
The influence of environmental knowledge
and concern on green purchase intention
the role of attitudes as a mediating
variable. British Journal of Arts and Social
Sciences. 2012;7(2):145-167.

Fryxell G, Lo C. The influence of
environmental knowledge and values on
managerial behaviors on behalf of the
environment: An empirical examination of
managers in China. Journal of Business
Ethics. 2003;46:45-59.

D’'Souza C, Taghian M, Lamb P. An

2009;111(2):165-

empirical study on the influence of
environmental labels on consumers.
Corporate  Communications: An Inter

national Journal. 2006,11(2):162-173.
Haron SA, Paim L, Yahaya N. Towards
sustainable consumption: An examination
of environmental knowledge among Malay
sians. International Journal of Consumer
Studies. 2005;29(5):426-436.

Yam-Tang EPY, Chan RYK. Purchasing
behaviours and perceptions of environ



57.

58.

59.

60.

61.

62.

63.

64.

65.

66.

67.

68.

Sherwani et al.; AJEBA, 21(2): 53-68, 2021; Article no.AJEBA.64755

mentally harmful products. Marketing Intelli
gence & Planning. 1998;16(6):356—362.
Saleki ZS, Seyedsaleki SM, Rahimi MR.
Organic food purchasing behavior in Iran.
International Journal of Business & Social
Science. 2012;3(13):278-285.

Gracia A, de Magistris T, Barreiro-Hurle J.
Why do we buy organic? Integrating
knowledge, attitudes and concerns in a
simultaneous equation model for Spanish
consumers. Paper presented at the 119th
EAAE Seminar _Sustainability in the Food
Sector, Capiri, Italy; 2010.

Zeithaml VA. Consumer perceptions of
price, quality, value: A means-end model
and synthesis of evidence. The Journal of
Marketing. 1988;52:2—-22.

Mahenc P. Signaling the environmental
performance of polluting products to green
consumers. International Journal of Indus
trial Organization. 2008;26:59-68.

Reitman V. Green product sales seem to
be wilting. Wall Street Journal. 1992;B1.
Bhate S, Lawle K. Environmentally friendly

products: Factors that influence their
adoption, technovation. 1997;17(8):457-
465.

Gan C, Wee HY, Ozanne L, Kao TH.
Consumers’ purchasing behavior towards
green products in New Zealand. Innovative
Marketing. 2008;4(1): 93-102.

Wong V, Turner W, Stoneman P.
Marketing strategies and market prospects
for environmentally-friend1y  consumer
products. British Journal of Management.
1996;7:263-281.

Schlegelmilch BB, Bohlen GM,
Diamantopoulos A. The link between green
purchasing decisions and measures of
environmental Consciousness. European
Journal of Marketing. 1996;30(5):35-55.
Bonini S, Oppenhiem J. Cultivating the

Green  Consumer. Stanford  Social
Innovation. 10™  Review Anniversary.
2008;1-10.

Anvar M, Venter Ms. Attitudes and

purchase behaviour of green products
among generation y consumers in South
Africa. Mediterranean Journal of Social
Sciences MCSER Publishing, Rome-lItaly.
2014;5(21).

Hansla A, Gamble A, Juliusson A, Garling
T. Psychological determinants of attitude
towards and willingness to pay for green
electricity. Energy Policy. 2008;36:768—-74

67

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

79.

80.

Netemeyer R, Krishnan B, Pullig C, Wang
G, Yagci M, Dean D, Ricks J, Wirth F.
Developing and validating measures of
facet of customer-based brand equity.
Journal of Business Research. 2004;
57(12):209-224.

Morrison DG. Purchase intentions and
purchase behavior. Journal of Marketing.
1979;43(2): 65-74.

Chan RYK. Determinants of chinese
consumers’ green purchase behavior.
Psychology & Marketing. 2001;18(4):389-
413.

Beckford CL, Jacobs C, Williams N,
Nahdee R. Aboriginal environmental
wisdom, stewardship, sustainability: Le
ssons from the walpole island first nations,
Ontario, Canada. The journal of Environ
mental Education. 2010;41(4):239-248.
Brown M. Buying or browsing? An ex
ploration of shopping orientations and

online purchase intention. European
Journal of Marketing. 2003;37(11/12):
1666-1684.

Ajzen |. The theory of planned behavior.
Organizational Behavior and Human
Decision Processes. 1991;50(2):179-211.
Sukato N, Elsey N. A model of male
consumer behaviour in buying skin care
products in Thailand. ABAC Journal.
2009;29(1):39-52.

Wilson E. A world consumed by guilt. The
New York Times; 2007.

Retrieved December 12, 2017 .
Available:http://www.nytimes.com.
Blackwell R, Miniard P, Engel J. Consumer
Behavior (10th ed.). Thomson South
western: Mason, OH; 2006.

Rahab M, Wahyuni, P. Predicting
knowledge sharing intention based on
theory of reasoned action framework: An
empirical study on higher education
institution. American International Journal
of Contemporary Research. 2013;3(1):138-
147.

Ibragimova B, Ryan SD, Windsor JC,
Prybutok VR. Understanding the
antecedents of knowledge sharing: An
organizational justice perspective. Infor
ming Science. The International Journal of
an Emerging Transdiscipline. 2012;15:183-
205.

Kuang LC, Davidson E, Yao L. A planned
behavior-based investigation of knowledge
sharing in construction industry. Procee
dings of International Management and



81.

82.

83.

84.

Sherwani et al.; AJEBA, 21(2): 53-68, 2021; Article no.AJEBA.64755

Engineering Conference
2012.
Available:umpire.ump.edu.my/3187/1/Lee_
EMC_2012.paper.pdf

Magistris T, Gracia A. The decision to buy
organic food products in Southern ltaly.
British Food Journal. 2008;110(9):929-947.
Mostafa MM. Antecedents of egyptian
consumers' green purchase intentions: A
hierarchical multivariate regression model.
Journal of International Consumer Marke
ting. 2006;19:97-126.

Mostafa MM. Shades of green: A
psychographic segmentation of the green
consumer in Kuwait using self-organizing
maps. Expert Systems with Applications.
2009;36:11030-11038.

(EMC- 2012);

Mostafa MM. Gender differences in
Egypian consumers’ green purchase
behaviour: The effects of environmental

knowledge, concern and attitude. Inter
national Journal of Consumer Studies.
2007;31(3):220-209.

85.

86.

87.

88.

Roberts JA, Bacon DR. Exploring the
subtle relationships between environ
mental concern and ecologically conscious
consumer behaviour. Journal of Business
Research. 1997;40:79-89.

Kaiser FG, Ranney M, Hartig T, Bowler
PA. Ecological behavior, environmental
attitude and feelings of responsibility for
the environment. European Psychologist.
1999;4(2):59-74.

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

Laroche M, Bergeron J, Babaro-Forleo G.
Targeting consumers who are willing to
pay more for environmentally friendly
products. Journal of Consumer Marketing.
2001;18(6):503-520.

© 2021 Sherwani et al.; This is an Open Access article distributed under the terms of the Creative Commons Attribution License
(http://creativecommons.org/licenses/by/4.0), which permits unrestricted use, distribution, and reproduction in any medium,
provided the original work is properly cited.

Peer-review history:
The peer review history for this paper can be accessed here:
http://www. sdiarticle4.com/review-history/64755

68



