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ABSTRACT 

 

In the current world, price is becoming one of the major concerns for customers while 

making purchase decisions. Consumers are more price-sensitive in case of green products and 

services. As the consumers are being sensitized with the passage of time about the ecological 

or environmental consciousness, enterprises have also started taken the initiatives to innovate 

their products. These innovations are toward the provision of green products to the consumers 

for the preservations of natural resources. The major problem in this area is that, very little 

efforts have been made to address this issue. Firms perceived that green products to be an 

opportunity that can be materialize to achieve the objectives. This factor appeared as the main 

driving force for consumers to purchase green products. Subsequently, green marketing has 

emerged to respond to the needs of green consumers who are concerned about the 

environment. As a result, it is observed that the focus of consumer is shifting towards 

purchasing of green products. Also, environmental consciousness among consumer is 

increasing, making them more concerned about green and responsible purchasing of products. 

Prices may also impact the consumer green attitude and degree of greenness among such 

consumers. Philosophical paradigm about the green consumerism was started in 1986 

practically in the shape of start up of “The Body Shop” but this was initiated after the launch of 

book in America in 1970 named as “The Greening of America”. By analyzing the relationship 

among varying degrees of greenness and responsiveness to price consciousness, this study has 

not only filled the gap in literature but also helped the industry to craft effective marketing 

strategies regarding pricing of green products. I have collected data from a sample of 400 

consumers by using non-probability purposive sampling technique, while they were engaged in 

the study using questionnaire surveys; questionnaires were analyzed by using SPSS software. I 

have used CFA for data validation and analysis. For data reliability, Chronbach’s Alpha was 

 



 xvii 

utilized. Regression was run by using process macros of Prof. Andrew F. Hayes, model year 

2013. Findings of this study havesignificant implications for both marketers and 

academics. This study helps the practitioners to craft marketing strategies that affect the 

consumer green attitude and green purchase intention. For academics, this study 

demonstrates that price consciousness and degree of greenness should not be further 

overlooked in the study of consumer green attitude. This study is cross-sectional study in 

which data was collected at one point of time. This study concludes that marketers, 

academicians, civil society and organization should work faster to materialize the 

environmental friendly products. 
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Chapter 1 

INTRODUCTION 

Environmental consciousness among consumers has been significantly 

increasing from the philosophical paradigm of green consumerism in America in 

1986. Consumers of the current era also analyze effects of purchased products 

and/or services on environment, even on the planet, while making actual purchase 

decisions. Apart from this, price-conscious and price promotions also significantly 

affect consumers’ buying behavior. However, consumers prefer to purchase green 

products over other options (Yinet al., 2010) because their concern to environment 

is stronger than their concern for price (Cerri, Testa and Rizzi, 2018). This 

preference of buying green products have become the essence of current times due 

to significant positive impact of green products on public health and ecology 

(Cerri, Testa and Rizzi, 2018). 

The products and services which do not harm environment are known as 

environment friendly or green products/services. Production of green products has 

perceived to deplete world resources. In the current scenario of depleted resources, 

consumers are more focused on environment friendly products and services. The 

green products prevent depletion of resources by providing alternative solutions 

which are also environment and human friendly (Shamdasani, Chon-Lin and 

Richmond, 1993). As a result, the number of green or responsible consumers 

purchasing green products is increasing day by day. Hence, it has become quite 

imperative for the firms to produce/develop green products and solutions. 

Shengetet al., (2009) argued that industry of green products could be considered as 
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emerging industries of the world. Themost common examples of green solutions 

are: recycled papers, limitations of un-recyclable products, and waste-to-energy 

projects for mankind (Banerjee et al., 1995). 

As far as consumers’ behavior and attitude are concerned, various factors 

influence them and especially in case of environment friendly products. According 

to the study of Yin et al., (2010), these factors comprised but these are not confined 

to information, experience and knowledge. These three major factors have a 

significant impact on consumers’ buying behavior. As experience, knowledge, and 

information is related to demographics, there may be a significant variation among 

consumer segments regarding their behavior towards environment friendly 

products as per their ages, genders, and income levels (Magnusson et al., 2001). 

Their findings show that young people use environment-friendly products due to 

potential/perceived health and environmental benefits for them. Contrary to this, 

older people only focus on health aspects of purchased products/services and 

completely ignore environmental benefits. 

Green products are rapidly moving from niche markets to large market 

segments and number of consumers purchasing green products are rapidly 

penetrating mainstream markets (Roberts, 1996). As consumers are being 

sensitized about environment friendly products, trend of organic marketsis 

developing rapidly (Peateie and Crane, 2005). These green markets have created 

essence of doing green marketing. The firms can achieve a sustainable competitive 

advantage over the others by focusing on green marketing. As a result of green 

marketing, green operations enable firms to utilize minimal resources while their 

energy and resource consumption are also optimized. This also spreads positive 
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image of the firms as they are considered to be more sociallyresponsible by 

offering green products. Provision of green products accomplishes the promise of 

social responsibility of the firms, which also generatespositive associations with 

target consumers. These positive associations, consequently provide differentiation 

advantage to a firm over other competitors resulting in better financial as well as 

enhanced marketing performance (Bonini and Oppenheim, 2008; Lee et al., 2014).  

In the current context, it has become imperative for the firms to know the 

exact pace at which green consumers are entering mainstream markets. As per 

findings of previous literature, it is evident that consumers respond differently to 

various kinds of commodities especially when green products are compared with 

other products. It is interesting to note that consumers are becoming more 

environment-conscious. They are more likely to buy a green (an environment 

friendly) product. However, besides mere environment consciousness, consumers’ 

buying behaviors are also influenced by several other factors (Ginsberg and Bloom, 

2004). 

The above discussion suggests that there is a significant gap between 

buying intentions and attitude of consumers towards environment friendly products 

(Ha and Janda, 2012). Various factors (perceived quality, perceived saving, product 

knowledge & consumer degree of greenness) may change the environment friendly 

feedback. They significantly affect the decision making process of purchasing 

green (environment friendly) products by the consumers who have green attitude 

(Carriganand De Pelsmacker, 2009). Price is one of these factors (consumer degree 

of greenness) that may prevent agreen consumer to buy an eco-friendly product 

(Bonini and Oppenheim, 2008).On the contrary; there are a number of factors 
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which affect the responsiveness of an environment friendly customer towards a 

product or service. Tanner and Wölfing Kast, (2003) have also confirmed this 

relationship between buying intentions of consumers and price of green products. 

Price perceptions and green purchase attitude are considered as significant factors 

while discussing the concept of prices in relation to attitude and behavior (Oliver et 

al., 2011). However, the consumers whose degrees of greenness are high, may not 

take price as a major factor while decision making process of buying green 

products (D’Souza et al., 2007). 

It is important to note that when price-consciousness is combined with 

environmental consciousness, they may result in complicated but positive 

relationship among degree of greenness, green behavior, and consumer attitudes 

(Hughneret al., 2007). This means that price conscious green consumer is less 

likely to make comparisons between environment friendly products and/or services 

and less environment friendly products and/or services. Hence, they may purchase 

cheaper products. In this process, their degree of greenness may be reduced as they 

can opt for less friendly products and services due to lower prices of the products 

when compared to more friendly products and services due to their high prices (Ha 

and Janda, 2012). 

It is interesting to know that consumers from developed nations have 

greater tendency to buy eco-friendly products than the consumers from under-

developed or developing countries (Cherian and Jacob, 2012). However, such 

findings are only limited to the context of developed nations. But there is, still, a 

clear research gap in the literature regarding such type of consumer behavior in 

developing nations (Bhattacharya, 2011). 
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In the current time period, consumers demand eco-friendly products and/or 

services which are less harmful to environment and less harmful to humans when 

they are compared to commercially produced merchandise. This tendency 

continues even if eco-friendly products and services are offered at premium prices. 

As a result, firms are becoming more focused on exploring consumers’ buying 

behavior. It is interesting to note that companies are able to charge price premiums 

for eco-friendly products and services because they know the fact that price is not 

the focus of consumers while making such purchase decisions (Larocheet al, 2001; 

Peattie and Crane, 2005). This also provides an opportunity to eco-friendly 

manufacturers who can have a chance to gain a sustainable competitive advantage 

in the marketplace by selling environment friendly products and/or services. 

Focusing on this ‘new’ behavior of consumers the manufacturers can have the 

ability to become more productive and effective in the marketplace. 

There are several reasons for which consumers may opt for eco-friendly 

products and services while making several compromises on product quality and/or 

price. The consumers with such green attitude are aware about the notion that 

usage of green products and/or services preserve and save environment as well as 

their health. Therefore, they are willing to pay higher prices and compromise on 

product quality in case of eco-friendly products and/or services when green 

products compared to less/non eco-friendly products and/or services. 

This study investigates the relationship between consumers’ green attitude  

andgreen purchase intention. As per ‘Prospect Theory’, presented by Kahneman 

and Tversky, (1979) aligned with related previous literature discussed above, it is 

evident that price consciousness can actually impact the buyingbehavior of 
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consumers. This may also impact the degree of greenness among such consumers. 

By analyzing the relationship among varying degrees of greenness and 

responsiveness to price consciousness, this study has not only filled a gap in 

literature but also helps industry to craft effective marketing communication and 

promotion plans. 

1.1 PROBLEM IDENTIFICATION  

The researcher critically analyzed the research gap available in the study of 

MariolaPalazón Elena Delgado, (2009). This study explains the moderating effects 

of price consciousness and degree of greenness on the relationship between 

consumers’ green attitude and consumers’ green purchase intentions by getting 

support from the “Theory of Planned Behavior (TPB).”Uptil now, none of earlier 

studies has jointly explored the price consciousness and degree of greenness as 

moderating effect, particularly from the perspective of green dairy products. Hence, 

this study has attempted to identify research problem in the current area by 

examining the relationship of consumer green attitude and green purchase 

intention. 

However, studies related to green marketing have mostly been conducted in 

developed countries since 1970. But, there are relatively few studies in China, 

Malaysia, Iran and Pakistan which concentrate on examining the mediating role of 

consumer’s green attitude along with the moderating role of price consciousness 

and consumer degree of greenness on the relationship between green marketing 

awareness and consumers’purchase intentions of green dairy products in Asian 

context. Thus, this study examines the mediating role of consumer green attitude 
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and moderating role of price consciousness and consumer degree of greenness on 

consumers’purchase intentions of green products. 

Draper et al, (2011) and Lee (2011) state that green consumer are ready to 

pay higher prices for eco-friendly products and services than non-eco-friendly 

products and services.Millson (2012) concentrates on determining green buyers' 

buying intentions, the handiness of eco-friendly items and evaluation of green 

products and services. This review provides a pave for this study to include this 

learning theme and precede a stage further towards filling research gap available in 

the literature. 

1.2 PROBLEM STATEMENT 

Due to climatic and environmental conditions, consumers are becoming 

more conscious and sophisticated regarding environmental sustainability by 

preferring green products over normal products (Bhattacharya, 2011). As a result, 

buying environment friendly products and services is considered as a tool to protect 

the environment by consumers(Kilbourne and Pickett, 2008). While they buy 

environment friendly products and services, their motive is to contribute towards 

the environmental preservation and sustainability (Han et al., 2009). 

1.3 RESEARCH QUESTIONS 

The researcher has formulated the following research questions to be 

answered by this study. They are listed as under: 

1. What isthe relationship between consumer’s product knowledge, perceived 

quality and perceived savingwith consumer green attitude? 
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2. Does consumers’ green attitude mediate the relationship between 

determinants of consumer’s green attitude and green purchase intentions? 

3. Does Price consciousness and Consumers degree of greenness moderate the 

relationship between consumer’s green attitude and green purchase 

intentions? 

1.4 RESEARCH OBJECTIVES 

1. To determine the association between consumer’s product 

knowledge,perceived saving and perceived quality withconsumer’s green 

attitude. 

 
2. To examine the relationship of consumer’s green attitude and consumer’s 

green purchase intention. 

 
3. To examine the mediating role of consumer’s green attitude between the 

relationships of consumer’s product knowledge, perceived saving and 

perceived qualitywith green purchase intentions. 

4. To examine the moderating role of price consciousness,degree of greenness 

with the relationship between consumer’s green attitude and green purchase 

intentions. 

1.5 SIGNIFICANCE OF THE STUDY 

This study will create academic knowledge by filling a research gap in the 

existing literature. The researcherwould explore the relationship of degree of 

greenness and green buying intentions of consumers with various other factors 

including price, productinformation, perceived quality, and perceived savings. The 

study will further elaborate by influencing green buying decision making process 
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of the consumers. In the current world, the markets are becoming more mature due 

to intense price wars among companies and rational buying behavior of consumers. 

Current study also helps these marketers to extend market lifecycle by focusing on 

green marketing and promotion plans. 

Apart from increasing awareness and Eco-Friendly environment among 

customerswith the passage of time, the literature enlightens the research gap.In this 

way the relationship between determinants of consumer green attitude will have a 

positive impact on green purchase intentions. The earlier literature discussed that 

degree of greenness varies depending upon various factors including price, 

environmental consciousness and green products that may affect the buying 

decision making process of consumers. This gap is further increased in case of 

developing nations as there is no adequate awareness to eco-friendly products or 

services. 

The study also investigates the relationship between consumers’ green 

attitude and buying intentions of environment friendly consumers. According to 

Prospect Theory of Kahneman and Tversky(1979),it is evident that price 

consciousness not only affect buying behavior of consumers but also affect their 

degree of greenness.  

By analyzing the association among varying degrees of greenness and 

responsiveness to Price Consciousness, the current study not only fills a gap in 

literature but also helps the consumer as well as industry to design effective 

marketing communication and appropriate pricing strategy. 

1.6 THEORETICAL SUPPORT 
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TPB was the result of research studies on attitude from the Expectancy 

Value Models. The researchers were measuring the discrepancies between attitude 

and behavior when they came up with this theory. It is solely related to voluntary 

behavior but it was found later that behaviors were never 100% voluntary but they 

could be controlled as well. This theory describes that behavior can not only be 

planned but also be deliberative. The theory further shows that subjectivenorms 

must also be measured along with attitudes for accurate prediction of behavior. 

Subjective norms refer to the belief of human that how other people respond to a 

particular behavior when they have an interaction with others. 

Theory states three major variables as:(i) attitude toward the conduct, (ii) 

subjective standard, and(iii) perceived behavioral control. From these variables, 

every single variable together with other variable(s) prompt the arrangement of a 

behavioral expectation (Ajzen, 1985).  

This theory has been found to be extremely valuable in anticipating 

purchasers’ expectations and conduct in an extensive variety of fields (Mathieson, 

1991). TPB is also effectively connected with in nourishment decision and conduct, 

and more specifically, in setting of natural sustenance (Dowd and Burke, 2013).  
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Chapter 2 

LITERATURE REVIEW 

2.1 CONSUMER GREEN ATTITUDE  

State of mind is a way a person considers, feels, and acts positively or 

negatively in view of his/her knowledge about a thing, person, behavior and/or 

belief. In marketing, state of mind refers to positive or negative tendency of 

potential/current consumers/customers towards some part of market jolts such as 

retail location, item, and/or brand (Vermeir and Verbeke, 2006). The quality of 

state of a mind is significantly affected by the availability of concerned 

information. This may be the mentality frequently gained from other individuals, a 

hereditary or a solid disposition. A state of mind results in an attitude or a behavior. 

An attitude refers to the likings and/or disliking of a person (Greenwald and Banaji, 

1995).  

The states of mind may be formulated by the combination of various 

prevailing convictions, sentiments, and behavioral goals around a person. Hence, 

attitudes include inclinations towards an activity, about or towards an individual or 

a thing and assessment of individuals, articles or thoughts. Moreover, attitudes also 

comprise of enthusiastic response (emotional), contemplations, convictions 

(intellectual), and activities (behavioral) parts. Consumers’attitudesrefer to liking 

and disliking by the consumers while purchasing various products (Grawronski and 

Bodenhausen, 2006).They argued that these positive or negative tendencies of a 

potential consumer had driven his/her behavior. Here, the researcher deems 
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important to narrate a consumer’s dispositions and attitude for better understanding 

of the remaining part of this dissertation. They are as follow: 

i. Disposition are preferences of a consumer when they adjusts either 

positive or negative perspective towards a product or service and 

consequently use such inclinations in buying decision. So, dispositions 

have a motivational quality which leads or repels a consumer to buy a 

particular product/service.  

ii. Attitudes of a consumer are settled ways of thinking or feeling about 

particulars products/services. Attitudes are directly related to the 

memory of the customer/consumer for example use of Voltas AC 

brand, a hybrid car in terms of brands or associated costs.  

In marketing, consumers’ states of mind are comprised of: (i) convictions 

around, (ii) sentiments around, and (iii) behavioral goals toward some "protest"— 

inside the setting of promoting, as a rule a brand, item classification, or retail 

location. 

Attitudes in marketing refer to the liking and disliking for the products or 

services by the consumers (Grawronski and Bodenhausen, 2006). When this 

attitude applied in the marketing of green products, it shows the liking and 

disliking of the consumers to buy environment friendly products. Environmental 

attitudes consist of certain beliefs, perceptions, and intentions held by a consumer 

regarding environment friendly activities (Hughneret al., 2007). It is also 

considered as a psychological tendency based on beliefs and perceptions held by a 

person regarding natural environment that may encourage or discourage him/her to 
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some degree about engagement in ecological activities (Milfont and Sibley, 2012). 

In the study byLarocheet al., (2001), it was found that some influencing parts of 

environmental attitude were, sometimes, inconvenient to environment friendly 

behavior of individuals. This attitude of consumers or their willingness to buy 

environment friendly products can be referred as consumer green attitude (Tanner 

and Wölfing Kast, 2003;Chen and Chang, 2012). 

In green marketing, consumer green attitude solely depends upon attitude of 

consumers regarding environment. Environmental attitude enables an individual to 

recognize their role to preserve the environment. There are some contradictions in 

research regarding the relationship between attitude of individuals towards green 

products and their resultant buying behavior (Kotchen and Reiling, 2000). So, 

organizations have to acknowledge these trends in consumer behavior regarding 

green products. This will enable businesses to craft green marketing strategies for 

their consumers. In green marketing, environmental consciousness among 

consumers is further increased by developing environmentally sustainable (green) 

products and services. Such products and services will act as a ‘tool of 

environmental preservation’. 

A consumer with green attitude always focus on buying sustainable, ethical, 

and environmental friendly products that do not harm the environment (Gilget al., 

2005). In the studies of (Chang, 2012, Bhattacharya, 2011 and Boztepe, 2016) it 

was found that few of green consumers were likely to give up such habits which 

may harm the environment and they are more likely to mold their behavior by 

purchasing green products even by compromising on price, quality, and branding 

of the product. Examples of green purchasing or green consumerism include 
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recycling, minimizing energy consumption, buying hybrid cars, or green food 

products (Bonini and Oppenheim, 2008). 

2.2 CONSUMER PRODUCT KNOWLEDGE 

Knowledge refers to the facts, information and skills of a person acquired 

through experience or education. As for as, consumers buying behavior is 

concerned, product knowledge comes to be the most influential factor. 

Environmental responsiveness of a person depends upon knowledge and awareness 

of sustainability issues (Young et al., 2010). However, previous literature also 

found this relationship to be inconsistent in case of environmental and socially 

responsible behaviors (Martin and Simintiras, 1995). 

Knowledge of the consumers impact their environmental behavior in 

different ways. First of all, knowledge is taken as a personal resource by an 

individual while making environmental and personal responsibility decisions 

(Bhattacharya, 2011). Moreover, knowledge also enable a person to apply 

behavioral control resulting in ability and motivation to act in a certain situation to 

execute environment friendly behavior (Carrigan and De Pelsmacker, 2009). 

Hence, it can be concluded that knowledge about environmental issues motivates a 

person to adopt an environmentally responsible behavior.  

There are two main classifications of environmental knowledge which are: 

(i) general knowledge, and (ii) action-based knowledge. General knowledge refers 

to informal and general perceptions or information received by a consumer during 

their personal observations. It actually deals with general information and 

awareness about the environment. General knowledge is deemed necessary for 
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action-based knowledge as environmental sustainability cannot be present in 

consumers who lack general knowledge. This general information enables a person 

to absorb action-based knowledge regarding environment. As general knowledge 

motivates and affects minds of consumers, they take more action-based decisions 

regarding environment due to an increase in their action-based knowledge (Ha and 

Janda, 2012).  

Action based knowledge actually refers to knowledge and information 

regarding actions that could be taken to counter environmental threats and risks. 

Such actions can be known through general knowledge and personal experiences of 

consumers. This action based knowledge actually enables the consumers to 

perceive responsible and ethical purchasing as an ‘action’ to lower the 

environmental risks and threats (Hines et al, 1987). This means that consumers 

who have both the general knowledge and action-based knowledge are more likely 

to engage in purchasing green products and services. 

2.3 PRICE CONSCIOUSNESS 

Price plays an important role in framing purchase intentions of consumers. 

That’s why the study of price in marketing research is deemed to be mandatory. 

Price is the amount a firm charges above the cost incurred to produce that specific 

product (Sutton, 1991).Cost signifies the financial esteem settle on an item in the 

light of an organization's approach on valuing system inassociation with the earth 

and makes an immaculate match amongst income and benefit. The American 

Marketing Association characterized cost as the formal proportion that 



16 
 

demonstrates the measure of cash expected to gain a given amount of merchandise 

or administration. 

The consumers with high price conscious tend to search for discounts and 

relative lower prices (Alford & Biswas, 2002) and sometimes they may also ignore 

the quality of the products with the intention save costs (Cuno, 2008).Price 

conscious customers are more likely to consume their resources and efforts in 

searching a low-cost option relative to quality conscious customers because they 

are sophisticated and less brand conscious than quality conscious customers 

(Milfont& Sibley, 2012). It means that they conducted high levels of research for 

price related information to make comparisons among products and services that is 

a key mediator in their cognitive processing. They are never looking for impulse 

buying or cues that would reduce their search while they spend more time in price 

comparisons and analysis (Boztepe, 2016). 

It is important to note that price-consciousness when combined with 

environmental consciousness may result in complicated relationship of degree of 

greenness, green behavior, and consumer attitudes (Hughneret al., 2007). It means 

that price conscious green consumer is less likely to make comparisons among 

environment friendly products and services. In this process, their degree of 

greenness may reduce as they can opt for less friendly products and services due to 

lower prices relative to more friendly products and services (Ha &Janda, 

2012).Moreover, due to their excessive time consumption in price comparisons and 

cost/benefit analysis, they are less like to demonstrate a green behavior in the long 

run. Also, price can be key determinant in their green purchase decision making 

process (Lee Weissteinet al., 2014). 
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There are various studies cited in literature which shows a significant 

positive relationship of bearing extra cost (high prices) of green products with 

buying behavior of the consumers. It means that green consumers are less price 

conscious. Studies found if the firms had offered two products (one green product 

and another non-green product) with similar quality, similar branding, and similar 

pricing, the consumers had preferred. Moreover, Ansar (2013) found that the 

consumers in Pakistan were ready to pay higher prices for green products when 

they were offered low priced products in comparison. In a similar way, Menahemet 

al. (2010) found that in spite of higher prices of green products, the consumers are 

ready to spend more.  

On the contrary, despite above mentioned expected relationship, some studies 

have also opposed this and argued that higher costs or prices might have lowered 

purchase intentions for the green products as well (Zhen &Mansori, 2012; 

Mansoret al., 2011). Hence, an appropriate competitive price, which is also 

reasonable, for green products will push buying behaviors of the consumers 

(Mansor, et al., 2011; Zhen &Mansori, 2012). 

2.4 GREEN PURCHASE INTENTIONS 

Purchase intentions refer to buying attitude of the consumers after analyzing 

product, price, place, and promotional offerings from marketers. The basic purpose 

of marketing strategies is to create positive purchase intentions among the 

consumers. There are different tools used by organizations to analyze purchase 

intentions of consumers such as questionnaire surveysand interviews to judge the 

past experiences of customers with a brand. Using past experience and perceptions, 
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future buying behavior of consumers for the product or service can be predicted 

(Larocheet al., 2001). 

Purchase intentions are the result of a person’s values, attitude and 

behaviors (Bredahl, 2001). Values of a person actually drive their attitude and 

action towards purchases. Cognitive functions such as thoughts and affective 

functions such as feelings are driven by attitude and perceptions of people. It 

means that promoting positive attitude and perception regarding a product and 

service enables the marketers to enhance cognitive and affective functions resulting 

in a purchase (Hoyer &Maclnnis, 2004). Therefore, in order to impact purchase 

decision making, companies need to impact the overall attitude of the consumers. 

As far as green marketing is concerned, green marketers have to apply a different 

level of evaluation to understand the attitude and perception of green consumers. 

By using the theory of planned behavior, controlled behaviors are needed to be 

understood by using such evaluations to make an offering. This enables the firms to 

understand the new beliefs held regarding green consumerism. By understanding 

the consumer attitude and perceptions, marketers cannot only understand degree of 

greenness of their customers but they can also apply some special tools and 

techniques to further enhance their degree of greenness. Using the theory of 

planned behavior, different realities regarding attitude and behaviors of green 

consumers can be understood. Although there are multiple factors affecting the 

green purchasing behavior of consumers but they can be understood (Chan and 

Lau, 2001). As a result, marketers can better use green marketing strategies to 

generate positive associations with the brand (Rex &Baunam, 2007). 
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Purchase expectations are dissimilar than purchase intentions of consumers. 

Consumer intentions in current times are not perfect indicators of what he/she 

islikely to do in future. Contrary to this, understanding a consumer expectation 

(environment-consciousness) is a better indicator of his/her future purchase 

intentions. Also, purchase intentions of a person can only be predicted in short 

periods of time. For example, a consumer environmentally responsible today may 

not be environmentally responsible five years later. Therefore, an accurate 

prediction of responsible purchasing would be in six months to one year while 

going for five years would not be an effective prediction (Banerjee et al., 

1995).Hence, it becomes essential for advertisers and specialists to have a superior 

comprehension of a purchaser's ability to-buy or pay more for food that are 

specifically identified as being sourced locally (Martinez et al., 2010). As 

purchaser inclinations and requests change, so do the techniques utilized by 

foodservice operations to boost profitability and achieve the most noteworthy edge 

of value offerings without adversely affecting deals. WTP has been created as a 

build that precisely and truly measures a shopper's item inclination and saw 

spending edge. As purchaser inclinations and requests change, so do the techniques 

utilized by foodservice operations to boost profitability and achieve the most 

noteworthy edge of value offerings without adversely affecting deals. WTP has 

been created as a build that precisely and truly measures a shopper's item 

inclination and saw spending edge. 

There is research studies of (Rex &Baunam, 2007) which investigated 

consumers willingness to purchase green products including some other products 

related to food. Darby et al., (2008) utilized conjoint investigation to take a gander 

at two issues of customer interest for nearby deliver: the topographical degree of 
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"neighborhood," and the esteem that purchasers put on neighborhood which can be 

particular from different qualities that are frequently mistaken for privately created 

nutrition (for example, cultivate size and item freshness).. In spite of the fact that 

respondents did not by any stretch of the imagination recognize "become close-by" 

and developed in a specified state, people both favored and were eager to pay all 

the more (almost half) for items that were privately developed instead of developed 

in the United States. In general, it was demonstrated that there is a solid buyer 

interest for privately created nutrition, and this request is free of different attributes 

or esteem guarantees that are regularly connected with privately delivered 

nourishments, for example, more noteworthy freshness and being steady of 

autonomous, independent venture (or "less corporate"). 

Creating purchase intentions, consumers usually examine comparative 

valuevariation of organic and non-organic products. Their assessments are not in 

supreme terms but instead are in respect to a reference point (Garbarino and 

Slonim, 2003), which may be internal factors (retained) or external factors (shown 

in the commercial center). As Dholakia and Simonson (2005, 2006) clarify, 

customers' view of trait qualities and item inclinations are resolved to a great extent 

by the reference focuses they utilize, instead of by supreme values alone. Value 

judgments are emphatically influenced by reference costs, for example, the costs of 

items experienced already or remotely accessible store costs. Present day 

consumer, with their expanding enthusiasm for natural issues, show up much more 

mindful of the biological benefits of specific items than earlier eras. This 

developing mindfulness has allowed shoppers a way to perceive key green item 

properties. View of natural elements ought to improve the apparent estimation of 
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green items (Grewal et al., 1998; Zeithaml, 1988) and increment buyers' 

willingness to purchase to secure such items. 

Before purchasing green products, consumers assess various relevant 

comparisons in item these days eco-accommodating items are accessible. Firms 

need to persistently refresh and overhaul their generation procedure and promoting 

arrangements to fuse directions of governments and requests from the general 

public and clients.  

Sanyal and Datta, 2011, found that consumers didn’t purchase green 

products, if the products are of low quality and highly priced. Consumers would 

prefer to save time and money while purchasing various products. So, they would 

not waste time or money unless they get some benefits with respect to environment 

(green products). Previous studies also treated purchase intentions of the consumers 

in the likewise manner for green products. A bit of the customers are depicted by 

their complacency feeling. They have environmental friendly lifestyle and share in 

events to secure nature and these are condition discerning. Appropriate information 

need to be given to potential consumers of the products (D'Souza, Mehdi Taghian, 

and Peter Lamb, 2006). They found that female consumers were having more 

information and knowledge regarding the products and they show intention to buy 

these commodities as compared to male consumers. 

Making a clear understanding about green products and convincing the 

consumers to purchase them are troublesome tasks. It becomes a very difficult task 

to brief people about the green products due to the fact that people have low trust 

and do not want to sacrifice the quality and price. So, the marketers must be more 
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powerful to make a better than average part that will pay premium cost for the 

green products, segmenting the green customer does not seem to sound great to the 

extent that partitioning clients who may somewhat get a kick out of the chance to 

pound nature furthermore does not seem to look good (Luzio and Fred Lemke, 

2013). 

In the previous decade, consumers have shown an increased interest for 

socially and naturally amicable (green) product (Zander and Hamm 2010). 

Consistently, more items intended to add to the safeguarding of our condition is 

presented in the commercial center. With the end goal for them to be effective in 

supporting nature, it is basic that buyers pick them over non-ecological items. It is 

critical that the makers of these merchandise comprehend the variables that assume 

a part when a buyer is thinking about a natural sustenance item. There are eco-

accommodating items in practically every market, some more mainstream and 

powerful than others. With regards to the concentration of this proposal, it will fall 

in the classification of natural nourishment. Supplements satisfying the criteria of 

being socially and natural agreeable will be marked as natural sustenance. 

The explanation behind the incorporation of these models is their refinements 

as individually discerning and good based methodologies. This refinement is vital, 

as they characterize whether the marketer is for the most part impacted by inborn 

or extraneous variables when settling on a choice. This contention amongst 

levelheaded and good contemplations makes the zone of practical utilization 

moreover fascinating, as giving up of one's own priorities must be made with a 

specific end goal to help the environment. There has been directed an immense 

measure of studies on natural nourishment, trying to decide the basic variables 
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disclosing the buyers choice to buy environmentally inviting items. This theory 

will audit various reviews, and thus, have the capacity to recognize the most 

powerful variables driving purchasers to purchase more costly sustenance items, 

with the goal for them to be natural. All through the procedure it will be important 

to audit the hypothetical models utilized, and in addition the fundamental 

assumptions supporting the execution of the significant models. Following are the 

main factors, which affect the green purchase intention. 

I. Social Forces Affecting Green Consumption. 

II. Green Product Consumption as a Social Dilemma. 

III. Green Product Consumption as a Trend.  

IV. Sustainable Lifestyle in an Unsustainable World. 

V. Laws and Regulations  

VI. Singular Attributes Affecting Natural Utilization. 

VII. Neophobia 

VIII. High Nutrition Inclusion 

2.4.1 Social Forces Affecting Green Consumption 

At present, there is an expanding consciousness of utilizations effects of 

green products in society (Jansson, 2009). While green products utilization has 

been consideredby the customers since 1980. Literature after this period condemn 

the current writing of survey human conduct as solely judicious and sparing, spoke 

by the Theory of Planned Behavior (TPB). The response, in type of the Value-

Belief-Norm hypothesis concentrates on individual qualities, convictions and 

standards to clarify behavior of consumer. This area will concentrate on 
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fundamental reasons for organized ecologicalbehavior.  

2.4.2 Green Product Consumption as a Social Dilemma 

Janssen (2009) argued that the issue of individuals not buying green (eco-

friendly) products is sought as an important social issue. The captive situation 

(Dawes 1980), is an appropriate representation of this subject. Buyers are 

commonly needy of each other to make the "right" decision keeping in mind the 

end goal to get a decent result, at the end of the day afeasible situation. On the off 

chance that one buyer takes the "shabby" course, and purchases typical sustenance 

items, the individual making the "right" decision will endure. While all buyers 

might need to make the "right" decision, many don't, trusting that different buyers 

will do a similar thing. By speculation along these lines, the long haul loss of the 

gathering will be generous, in type of a wrecked planet (or equivalent long 

sentence, as to the detainee's issue). The way that a few purchasers still purchase 

natural items, supports the Value-Belief-Norm hypothesis over TPB. By this 

argumentation there should be moral contemplations and charitable qualities 

incorporated into the condition. Hence, it can be concluded that buyers who 

purchase green products also persuade other members of the society to purchase 

green products. 

2.4.3 Green Product Consumption as a Trend 

One may contend that environmentalism, and particularly buying high 

priced green products to be affected by a pattern and picture figure (Black. et al., 

1985). They propose that an adjustment in purchaser demeanor can add to the buy 

and utilization of ecologically well-disposed items. The generally high cost of 
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natural nourishment may expand utilization as some view it as an image of riches 

and give them the undeniably significant picture of a gatekeeper of the earth. The 

advantages of this name, despite the fact that making a market among the money 

related world class, might be focus for feedback. For nature to profit, it is 

imperative that however many as could be allowed purchase natural items. A few 

people might be prejudiced to quit purchasing green products in opposition to the 

trends prevailing in the society. 

2.4.4 Sustainable Lifestyle in an Unsustainable World 

3  

There is a strong and significant agreement of previous research on 

examination of the boundaries confronted by customers who recognize themselves 

as "green", which implies that they know about feasible way of life, are profoundly 

energetic and are making some move (Power and Mont 2012). All examination 

demonstrates that these individuals are not ready to direct all the ecologically 

cordial conduct they strive for. Green purchasers think that it’s hard to lead a way 

of life not the same as their companions. Moreover obviously driving an 

unsustainable way of life is not related with any forbidden, and regularly the 

turnaround is genuine which drives green buyers to feel obliged to legitimize their 

decisions. There are additionally reports expressing that green buyers thought that 

it was simpler to lead reasonable conduct when living in an "eco-town" with 

likeminded tenants. It is in this manner motivation to trust that society overall 

should change with the end goal for supportability to significantly affect the earth. 

Power and Mont (2012) recommend that social ad keeping in mind the end goal to 
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change purchasers' demeanor towards green products will be essential so as to 

build up supportable utilization as the default way of life alternative. 

2.4.6 Laws and Regulations  

Many studies also argue that legislatures have made little move in 

attempting to change customers’ conduct while purchasing products and services. 

The approaches that do exist concentrate fundamentally on the advancement of 

green utilization, instead of battling unsustainable utilization (Power and Mont 

2012). It is contended that green utilization yields a higher effect on the earth than 

no utilization by any means. While it would be workable for government to 

constrain individuals into feasible utilization, this is probably going to trigger 

monstrous challenges. Subsequently, it is probably going to yield even more if 

government approaches were going for remaking social standards keeping in mind 

the end goaltodecrease social boundaries and future resistance on prohibitive 

arrangements on unsustainable conduct. In expansion to the past area on a 

maintainable way of life in an unsustainable world, there is motivation to infer that 

laws and controls should be there to authorize purchase of green products as the 

default choice. 

2.4.7 Singular Attributes Affecting Natural Utilization  

There is motivation to trust which identifies that some qualities may impact 

the customers’ buying behavior towards buying green products/services. With 

regards to mechanical items, there is for instance a gathering of individuals 

portrayed as early adopters. It is legitimate to trust that individuals that avoid 

attempting new things will have issues changing in accordance with obtaining 

results of another kind, for this situation natural sustenance. Distinguishing identity 
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characteristics and their connection with purchase of green products would 

apparently upgrade comprehension of obtaining choices. 

2.4.8 Neophobia 

Neophobia is characterized as the fear of adopting new green products, and 

may go about as an obstruction for individuals to take part in natural consumerism. 

For instance the low adoptions of natural products by youngsters had observed to 

be founded on neophobic(Chen, 2007). This is also characterized as a low 

nourishment contribution characteristic, and is probably going to negatively affect 

dispositions and goals towards acquiring natural sustenance. It is recommended 

that data about natural nourishment is elevated to moderate sustenance doubt for 

the individuals who are influenced by sustenance neophobia (Chen, 2007). 

2.4.9 High Nutrition Inclusion  

It was trusted that purchasers who perceived more about nutrition will 

create a more inspirational state of mind towards the advantages of natural 

nourishment than of those with low nourishment contribution exemplified by 

Neophobia (Chen, 2007). The purpose behind this is individuals with high 

nourishment inclusion have a tendency to eat more advantageous and invest more 

energy get ready and expending sustenance items. 

 

2.5 CONSUMER DEGREE OF GREENNESS 

In today’s world, environment conscious consumer segments can be easily 

differentiated from others. As a result, such segments can be targeted to offer 

environment friendly products and services even at premium prices (Krishna, 

Briesch, Lehmann, and Yuan, 2002). There are several factors that may impact the 



28 
 

purchase intentions of green consumers such as price, quality,perceived savings, 

and willing to purchase responsible products (Milfont and Sibley, 2012). As 

discussed earlier, degree of greenness refers to the degree to which consumers will 

prefer an environment friendly product over others. (Ginsberg and Bloom, 2004) 

identified five segments of consumers with respect to their degree of greenness. 

These segments are the Greenback Green (6%), the True Blue Green (9%), the 

Spouts (31%), the Grousers (19%), and the Basic Browns (33%). The first two 

segments are highly concerned about environment. The Sprouts care for 

environmental threats but do not buy green products due to their price sensitivity. 

The Grousers lack the general knowledge about environment that also impacts their 

action based knowledge. Also, they are price sensitive. Finally, the Basic Browns 

are never concerned about environmental problems but they are focused on their 

daily life luxuries. From the above discussion, Greenback Green and the True Blue 

Green consumers can be regarded as environmentally conscious customers that are 

willing to sacrifice quality, high price, and savings if the product or service is 

environment friendly. They collectively comprise 15% of the overall consumers. 

They have the highest degree of greenness relative to other consumers. 

Gracia and Magistris (2007) clarified the variables that impact the natural 

products buying conduct in Italy and uncovered that buyers who were all the more 

ready to purchase natural sustenance items will probably purchase a lot of these 

items, and customers' mentalities towards wellbeing and condition, wage, and 

natural information emphatically affected the buy conduct. 

Breaking down the primary determinants that impact green purchases and, 

the principle variables incorporated into the reviews were inner: ecological concern 
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(see Newton etal., 2015; Kanchanapibul et al., 2014), disposition and qualities (see 

Gilget al., 2005; Chairy,2012; Barber et al., 2014; Paço et al., 2013; Ramayah et 

al., 2010), cognizance (see Huang et al., 2014; Boztepe, 2012), and saw buyer 

adequacy (see Zhao et al., 2014; Cho et al., 2013; Tan, 2011), which are 

troublesome mental develops and are more particular to culture and behavioral 

brain science. In the interim, different creators alluded to the distinct hypotheses, 

which incorporated inner, social and outer factors. Along these lines, the 

fundamental connected hypotheses are: i) Consumption Value Theory – it thinks 

about practical, restrictive, social and natural qualities) (Lin, Huang, 2012; Biswas 

and Roy, 2015); ii) the Theory of Reasoned Action (Coleman et al., 2011); and iii) 

the expanded Theory of Planned Behavior (Kumar, 2012; Wu and Chen, 2014; 

Liobikienėet al., 2016), which incorporates the state of mind towards the conduct, 

subjective standards and saw behavioral control variables (Ajzen, 1991). In the 

interim, in this paper the fundamental consideration was paid to outside variables, 

though the impacts of outer components, especially the primary boundaries, for 

example, cost, were less investigated, and additionally the connection between 

green buy and naturally amicable conduct. 

Green advertising is characterized as "the exertion by an organization to 

configuration, advance, cost and convey items in a way that advances ecological 

assurance" (Polonsky, 2011, p. 1311). Attention to green promoting alludes to the 

procedure amid which buyers express their worry about the earth (Ottman, 

Stafford, Hartman, 2006; Chan, He, and Wang, 2012). They additionally have a 

high ecological awareness and green item learning (Brick and Lewis, 2016; 

Maniatis, 2015; Norazah and Norbayah, 2015). Likewise, researchers like 
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Kanchanapibul, Lacka, Wang, and Chan (2014), and Stutzman and Green (1982) 

have affirmed that individual impact, and the natural mindfulness and learning 

controlled by youngsters, essentially affect upon green buy expectation, to such an 

extent that those with more prominent hypothetical information of biology are all 

the more profoundly required in green issues. With low attention to green 

advertising, shoppers barely get a handle on the imperative green message of the 

item to invigorate their buy contemplations (Mainieri, Barnett, Valdero, Unipan, 

and Oskamp, 2010; Wheeler, Sharp, and Nenycz-Thiel, 2013). 

The significance of item cost in the buy choice process can impact the 

ecologically inviting conduct too. In this manner, it can be accepted that 

individuals carry on in an all the more naturally inviting mode (e.g., devouring less 

water and power) with a specific end goal to spare cash, thus because of the pickup 

objective. Besides, Rezai et al., (2011) proclaimed that cost, especially in poor 

nations, is a key element that influences customers' inclinations in regards to being 

ecologically well disposed. 

Green buy aim is united to buyer inclination to buy items with eco-

accommodating attributes, as saw in the item components and nation of birthplace 

(Yaprak and Parameswaran, 1986; Nik Abdul Rashid, 2009). A prior review by 

Sharifuddin, Ramalingam, Mohamed, and Rezai (2014) exhibits that disposition is 

the most critical indicator that influences buyer aim to gain consumable fledgling's 

home items. In fact, it is affirmed that customer propensity to buy green items is 

principally influenced by uplifting states of mind towards green items, and their 

apparent green esteem (Rizwan, Ahmad, and Mehboob, 2013; Vazifehdoust, 2013). 
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Green purchase goal is just characterized as a goal to purchase any product 

which is less or not harmful for the general public and condition. It can likewise be 

characterized as an inner wish, craving and readiness of the general population to 

purchase a less destructive and ecological cordial item. With the creating of 

innovation, it has some terrible and negative impacts on our condition like water 

contamination, air contamination and harm of ozone layer and so forth to dodge 

these hurtful impacts, individuals are presently more genuine and mindful about 

this issue and they are embracing another pattern. They have propensity to utilize 

such items, which have less hurtful and less unsafe impacts for condition. The 

general public and open are considering more important saw about ecological 

issues making the more contamination in our condition, emerged from mechanical 

area's assembling exercises (Chen, 2011; Rizwanet al., 2013). The advertisers and 

makers expected to redesign their assembling and plans of action to fulfill the 

shopper's natural convictions (Chen, 2010). With the survey of past looks into it 

can be effortlessly confirmed that there is a creating pattern in the general 

population to utilize such items that are less unsafe for the earth. Indeed, even they 

will pay more for such items, which have less impact on the earth. This readiness 

of the general population to buy condition well-disposed items called green buy 

goal. Organizations ought to practice such showcasing exercises that can impact 

purchaser's demeanor and make their goal to purchase green items by changing the 

client's assessment. It should be possible by focusing on regulating convictions and 

by including new convictions. Individuals' expectation to buy green items depends 

on various factors that are inspected and demonstrated to affect green buy aim. 
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Theory of Planned Behavior approach consequently neglects to clarify 

customer basic leadership amid buy of the item, and whether they would buy it in 

future (post-buy conduct), in spite of the fact that it inspect the predecessors of 

purchaser expectations in pre-utilization circumstances. The state of mind 

intention–behaviormodels additionally disregard outside impacts of the natural and 

situational considers on purchaser buy conduct. (Carrington et al., 2010; Foxall, 

1993). Different reviews have proposed a few alterations to TPB keeping in mind 

the end goal to conquer its confinements. These alterations may help in clarifying 

the explanations for watched state of mind conduct irregularities in setting of green 

obtaining. 

 

As indicated by this model, purchaser green conduct is controlled by state of 

mind, as well as by relevant elements. Positive logical elements fortify while 

ominous relevant variables decreases the quality of the demeanor conduct 

relationship. Under steady conditions, even individuals with frail ecological 

dispositions carry on in an earth agreeable route, while in prohibitive conditions, 

individuals with very positive natural mentalities additionally might be debilitated 

to indicate ecologically amicable conduct. 

 

Olander and Thøgersen (1995) presented Motivation–Ability–Opportunity 

(MAO) display for understanding purchaser conduct. MAO show utilized two 

develops - capacity and opportunity, as basic pre-essentials to green buyer conduct. 

The capacity develop consolidates both propensity and assignment learning, while 

the open door build joins encouraging conditions or "opportunity" to play out the 

conduct. As per this model, buyers' uplifting mentality will prompt sought conduct 
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just in the event that they have the capacity and the chance to do the normal 

conduct. For instance, green buy won't occur without simple accessibility of green 

items. As of late, Phipps et al., (2013) acquainted corresponding deterministic 

hypothesis with comprehend economical buyer conduct. 

2.6 PERCEIVED SAVINGS  

Gaining an additional gain offering through a promotional message can 

positively shape the purchase intentions of a consumer because it enhances the 

perceived savings for the consumers while making a final purchase decision 

(Gamliel and Herstein, 2011; Xia, Monroe, and Cox, 2004). As discussed earlier, 

price framing can be an effective tool to improve the perceived savings of an 

environment friendly product even if it is offered at a premium price. For example, 

the Sprouts can be concerned about monetary loss refraining them to buy 

environment friendly products. Such consumers segments can be targeted using a 

price frame that highlights the savings the consumers will receive even after buying 

the original product at premium price like reduced resource consumption, energy 

efficiency, and reduction in healthcare costs due to improved immune system etc. 

(Bonini& Oppenheim, 2008). 

How much a customer is really ready to pay for an item, or pay more, is to a 

great extent associated with their value affectability and general buy practices and 

attributes. In their spearheading research on buyer impression of cost and value 

worthiness, Lichtenstein et al., (1988) investigated the subjective procedures by 

which shoppers see item costs and make an interpretation of them into significant 

considerations or activities, or how a purchaser translates or assesses value 

prompts. Despite the fact that customers physically see all value signals the same, 
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people really encode the apparent message in an exceptional way, allocating 

intending to the target cost and making an interpretation of it to a more individual 

or mental cost. Basically, if two customers see a similar thing with a set cost 

of$19.95, the cost is seen just like the same for both people (they both see $19.95); 

notwithstanding one shopper may decipher the cost as being too high or costly, 

where the other may translate the cost as being low, or a deal. Likewise, 'cost 

affectability' is the wasteful response whereby a cost cognizant purchaser turns out 

to be lessinclined to belittle an area or buy a question when costs increment or 

other influential financial components emerge (McCall &Bruneau, 2010). 

In principle, it can be guessed that the more value cognizant a customer is, 

then the less ready they is pay more for an item, demonstrating a negative 

connection between cost cognizantness and ability to-pay. Additionally, examine 

has proposed that the way by which purchasers see value focuses will affect their 

quality deductions made about the items (Erickson and Johansson, 1985; 

Lichtenstein et al., 1993). 

This green buying gap is an important sympathy toward makers of green items 

and society on the loose. Makers of green items, who may depend on customary 

strategies for statistical surveying, find real request missing the mark regarding 

purchasers' attitudinal projections (Chandonet al., 2005). This marvel restricts the 

accessibility of green items in the market and the resulting dissemination of 

"greener" utilization practices in the public arena. The rare dissemination of green 

items in the market may, thus, restrain righteous activity propensities, which are 

evoked when individuals watch others acting estimably (Protheroet al., 2011). 
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2.7 PERCEIVED QUALITY 

As discussed earlier, the Sprouts have medium degree of greenness as they are 

somewhat sensitive to prices but they are also concerned about preserving the 

environment. Within the consumer segments mentioned by (Ginsberg & Bloom, 

2004) similar price framings would obtain different kinds of responses from all the 

segments. For example, Greenback Greens and the Blue Greens may consider a 

premium price as a symbol of quality. As a result, they would start perceiving that 

product offered has a premium quality and, therefore, it is being offered at 

apremium price. Contrary to this, the Grouts may negatively affected by a premium 

price. Similarly, a low price offering may encourage the Sprouts to buy or try 

environment friendly products. In the same way, the same offering may affect the 

perceptions of True Blue Greens about the environmental product. It is because 

price framing can actually affect the perceived quality of the green products. This 

effect is different depending upon the perceptions, intentions, and expectations of 

consumer segments (Milfont& Sibley, 2012). 

Quality is characterized as the level of fabulousness or prevalence that an 

association's item has (Khan, 2005:28). Purchasers judge or see the nature of the 

items and it likewise called impression of value, since view of value got from the 

examination of shoppers on item quality (Sanyal&Datta, 2011:605). Client saw 

estimation of item quality is a shopper assessment as capacity of the item who 

reasonable with desire of customer (Terengganaet al., 2013:326). Impression of 

value is shaped on shoppers can be influenced by a few things including past 

understanding, training, acquiring and purchaser group (Yaseenet al., 2011:834), 

and impression of value is essential in enhancing the nature of items in the 
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perspective of buyers (Parrolet al., 2013:603). Since learning and buyer needs 

change time by time, it taken an understanding related customer view of value in 

assessed to be known how huge impact on buy goal (Sanyal&Datta, 2011:607). 

Looking into shopper conduct in sustenance, in past research is regularly 

concentrated through view of value (Carrasco et al., 2012:1414). On last 

concentrated, saw quality is the buyer's judgment about an item's general greatness 

or predominance (Zeithaml, 1988). In the interim saw quality is the judgment a 

shopper of item which alludes to the physical attributes of the item, and is 

connected more to building and nourishment innovation (Carrasco etal., 2012). A 

few things that worry on view of value, first are talked on the points of 

interestidentified with the appraisal of buyer items and the second on the 

innovation connected to itemsthat are both superior to comparable items. Natural 

vegetable items have favorable circumstances and innovations related of ecological 

cordial. Perceived quality and view of value had nearer hypothetical, discernment 

characterized is the mental procedure that people experience in choosing, arranging 

and translating data into important examples (Truong and Yap, 2010:532). It can be 

translated that impression of value is general judgment of unrivaled nature of 

natural items as come about because of choosing, sorting out and deciphering 

structure the option item. Estimation of client view of value on natural items is 

separation on a few things, included assurance (source, mark, name, assortment), 

organoleptic trademark (immovability, shading, flavor, fragrance), and outside 

components (harm, measure, value) (Carrasco et al., 2012:1422). In opposite side 

on natural item it gauged with ecological concern, natural thought, natural 

execution, ecological picture, and ecological notoriety (Chen and Chang, 2013:71). 
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Generally, it is perceived by a large consumer group that green products have a 

poor quality. Contrary to this, consumers who are highly responsible to 

environment may associate ‘greenness’ of the product with quality. As a result, 

they may compromise the performance for greenness by considering greenness as a 

quality indicator. This highlights the role of perceived quality to affect the purchase 

intentions and behaviors of consumers (Yin, Wu, Du, and Chen, 2010). 

Many researchers initiated that attitudes had substantial influence on green 

purchase intentions. Chan described that we can measure the green purchase 

intentions by three items, namely, purchasing environment friendly green products, 

substituting to other brands for natural reasons, and substituting to an 

environmental friendly forms of a product. 

It is important to note that price-consciousness when combined with 

environmental consciousness may result in complicated relationship of degree of 

greenness, green behavior, and consumer attitudes (Hughner, Mc Donagh, 

Prothero, Shultz, and Stanton, 2007). It means that price conscious green consumer 

is less likely to make comparisons among environment friendly products and 

services. In this process, their degree of greenness may reduce as they can opt for 

less environment friendly products and services due to lower prices relative to 

more environment friendly products and services (Ha and Janda, 2012). 

Attitude and price have been measured as significant factors when working on 

the concept of prices with respect to attitude and behavior of the consumers (oliver, 

et al, 2011). However, eco- friendly consumers may not cater the factor of prices as 

main driving force in behavior (D’Souza et al, 2007). 
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There are a number of factors which may affect the responsiveness of an 

environment friendly customer towards a product or service. Such factors can be: 

trust, price, relatedness, brand, and quality that may impact the purchase decision 

making process of environment friendly consumers (Carriganand De Pelsmacker, 

2009). Price is one of such factors that may prevent a green consumer to buy an 

eco-friendly product (Bonini and Oppenheim, 2008. (Tanner and Wölfing Kast, 

2003) also confirms this relationship between buying intentions of consumers and 

price of green products. They even claimed that price was the major determinant to 

shape the buying intentions of consumers while purchasing green products and 

services. 

According to Laskova (2007) people are more active towards environmental 

issues and are highly concerned about environment, show positive attitude toward 

natural problems. On the other hand, those are inactive and think of themselves 

ineffective, show negative attitude and are less concerned.  

2.8 HYPOTHESES DEVELOPMENT 

Consumer product knowledge could apply effect on buying basic 

decisionmaking, in light of the fact that it will empower buyers to have a superior 

comprehension of the items andincrement level headed thought. Synodinos 

advanced that expanding shoppers' item information would elevate inspirational 

demeanors to green buy goals. Chang contended that the spread of data positively 

affected green buy expectations. On account of more item learning, shoppers would 

know qualities of green items better, and be slanted to settle on buy choices in view 

of discerning speculation as opposed to sentiments. For the most part, more item 
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learning will prompt more grounded green buy expectations as a result of better 

comprehension of practical qualities or the value/execution proportion of green 

items. 

Numerous researchers found that demeanors had huge impact on green buy 

aims. States of mind incorporate perception dispositions and feeling mentalities. 

Chan advanced that green buy expectations could be measured by three things, to 

be specific considering purchasing green items, changing to different brands for 

natural reasons, and changing to a green rendition of an item. 

Buyer Degree of Greenness is the natural worry of the customer, which is how 

much individuals know towards ecological issues and their own commitments with 

respect to answer for the issues. The degree to which are worried to pick the eco 

agreeable items and tackled the issues identifying with nature. As indicated by 

Laskova (2007), individuals are more dynamic towards ecological issues and are 

exceedingly worried about condition, demonstrate inspirational demeanor toward 

common issues. Then again, those are idle and consider themselves incapable, 

indicate negative demeanor and are less concerned. It is regarded as Environmental 

concern can be most appropriate as directing variable connecting PCE and willing 

to put resources into condition agreeable share. 

Consumers’ green attitude and value discernments have been considered as two 

important factors in shaping ultimate buying behavior. Customer green buy state of 

mind and value discernments have been considered as two imperative components 

when concentrate the build of costs in connection to mentality and conduct 

(oliveret al., 2011). Be that as it may, conferred preservationists don't stress over 
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cost as a main consideration in deciding their conduct (D'Souza et al, 2007). Be 

that as it may, value remains an obstruction unless value rebates andadvancements 

are underlined and quality is solid (Gaterslebenet al, 2002). 

There are various variables included that may influence the responsiveness of a 

situation amicable client towards an item or administration. Such components can 

be: trust, value, relatedness, brand, and quality that may affect the buy basic 

leadership procedure of condition well-disposed buyers (Carrigan& De 

Pelsmacker, 2009). Cost is one of such elements that may keep a green customer to 

purchase an eco-accommodating item. Cost is one of such elements that may keep 

a green customer to purchase an eco-accommodating item (Bonini& Oppenheim, 

2008. (Leather,Treater &WölfingKast, 2003) additionally affirms this connection 

betweenpurchasing goals of shoppers and cost of green items. They even asserted 

that cost was the real determinant to shape the purchasing expectations of 

customers while buying green items and administrations. 

2.8.1 Price Consciousness and Degree of Greenness as Moderator 

It is important to note that price-consciousness when combined with 

environmental consciousness may result in complicated relationship of degree of 

greenness, green behavior, and consumer attitudes (Hughner, McDonagh, Prothero, 

Shultz, & Stanton, 2007). It means that price conscious green consumer is less 

likely to make comparisons among environment friendly products and services. In 

this process, their degree of greenness may reduce as they can opt for less friendly 

products and services due to lower prices relative to more friendly products and 

services (Ha &Janda, 2012). 
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 Generally, it is perceived by a large consumer group that green products 

have a poor quality. Contrary to this, consumers who are highly responsible to 

environment may associate ‘greenness’ of the product with quality. As a result, 

they may compromise the performance for greenness by considering greenness as a 

quality indicator. This highlights the role of perceived quality to affect the purchase 

intentions and behaviors of consumers (Yin, Wu, Du, & Chen, 2010). 

Research framework has been developed on the basis of reviewing of 

literature, the researcher found a gap in the form of moderating variables along 

with the mediation of green purchase intention. All of the previous studies were 

silent in mentioning these two variables as moderating and mediation, either in 

their framework as well as in the literature. Furthermore, the “theory of planned 

behavior(Ajzen&Fishbein, 1980)” also supported the conceptual framework. 

MariolaPalazón Elena Delgado, 2009 studied the moderating effect of price 

consciousness on effectiveness of price discounts and premium promotions. In this 

study, they suggested for future research that pre purchase factors should be 

considered ie-perceived quality, perceived saving, product knowledge etc. 

 

 



42 
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H1: Consumer product knowledge has positive effect on consumer green attitude. 

H2: Consumer green attitude has positive effect on green purchase intention. 

H3: Perceived quality has positive effect on consumer green attitude. 

H4: Perceived saving has positive effect on consumer green attitude. 

H5: Price consciousness will moderate the relationship of consumer green attitude 

and green purchase intention. 

H6: Degree of greenness moderates the relationship of consumer green attitude and 

green purchase intention. 

H7: Consumer green attitude mediates the relationship of consumer product 

knowledge and green purchase intention. 

H8: Consumer green attitude mediates the relationship of Perceived quality and 

green purchase intention. 

H9: Consumer green attitude mediates the relationship of Perceived saving and 

green purchase intention. 
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Chapter 3 

MATERIALSANDMETHODS 

This study was conducted to discuss and examine the impact of product 

knowledge, perceived quality, and perceived savings on the purchase intentions 

and behavior of green consumers. For this purpose, focus was on testing the listed 

hypotheses. 

As indicated by Saunders et al., (2009), Research philosophy 'identifies 

with the improvement of information and the idea of learning' (p. 107). There are 

two manners by which explore logic can be reflected, to be specific Ontology 

(what kind of things exist and Epistemology (Analyses the nature of knowledge). 

Philosophy centers on the idea of reality containing properties of objectivism, 

subjectivism and constructionism (Saunders et al., 2009). As per Quinlan (2011) 

Epistemology centers around ordinary learning and the procedure it is acquired 

from in any exploration region. 

3.1 TYPE OF INVESTIGATION 

It is important to note that the type of investigation that has been used for 

this study was casual as impact of independent variables on dependent variables in 

cause/effect relationship was tested. 

3.2. MEASUREMENT AND MEASURES 
 

This study has followed a pragmatic approach by using quantitative 

research methods. The quantitative tool that I have used for gathering primary data 

based on the questionnairesurvey that isconsidered as one of the most effective 

quantitative social research methods (Cooper & Schindler, 2006). Questionnaire 
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surveys have a high response rate because participants find it easy to select a 

response as an answer instead of writing long open ended answers to qualitative 

questions (Zikmund, 2010). Also, questionnaire surveys allow the researcher to 

obtain the desired responses from the participants. Questionnaire surveys also take 

less time to complete while they can be conveniently mailed or sent to participants 

who can answer and return them back later (Veal, 2005). 

3.3. INSTRUMENTS 

 

3.3.1. Green Purchase Intention 

 

In order to measure green purchase intentions, Grewal, et al (1998) 

developed scale representing the likelihood of a consumer to buy a green product. 

This likelihood depends upon his/her attitude, perceptions, needs, and knowledge. 

On the basis of such elements, one can filter the competing brands to prefer a green 

product and service. Green purchase intention can be described as willingness and 

likelihood of a person to prefer an environmental friendly product over a 344 usual 

products (Rashid, 2009). Green purchase behavior is also predicted by green 

purchase intentions. It means that consumer decision making process is positively 

impacted by green purchase intentions (Ali, et al 2011).A 5-item, 5-point Likert 

type purchase intention for green products scale was adopted from Taylor & Todd 

(1995), Li (1997), Mostafa (2006, 2009). 

3.3.2. Consumer Green Attitude 

Consumer green attitude was measured on a 3item Likert scale. A 3-item, 

5-point Likert scale was operationalized to measure attitude towards green products 

purchase based on Taylor & Todd (1995), Chan (2001) & Mostafa (2006, 2009). 
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3.3.3. Consumer Product Knowledge 

Consumer product knowledge in this context refers to awareness of 

consumer regarding the environment as well as action based knowledge to protect 

the environment. Cherian & Jacob, 2012 described consumer product knowledge as 

the knowledge held by consumers regarding ecology. (Gan, et al., 2008) argue that 

evolution of environmental knowledge was completed in two paths. The first path 

was consumers came to know the impacts of products and services on the 

environment. The second path was that consumers researched and identified ways 

in which negative effects of product could be reduced on the environment. 

Consumer Product knowledge is a 4-item scale developed by Smith and Park 

(1992). This scale is unidimensional. Alba and Hutchinson (1987) proposed the 

multi-dimensional construct of CPK. However, later studies did not confirm / 

supported the multi-dimensional construct. Various studies have confirmed that 

consumer product knowledge is a unidimensional construct (Smith and Park, 1992; 

Hairong et al(2002; Sicilia, Ruiz, and Luis, 2005). Hence, CPK was adopted from 

Sicilia, Ruiz, and Luis (2005) and measured on four item, 7 point likert scale being 

the uni-dimensional construct. 

3.3.4. Perceived Quality 

Grewal et al (1998) used a 4 item likert Scale to measure perceived quality. 

It refers to perception of consumers regarding the performance and superiority of 

the green products and services relative to competing usual traditional products. It 

also depends upon the perception ofthe customer. If customer is environment 

friendly, he/she will ultimately perceive green products to be top performing and 

possessing high quality. Contrary to this, The Basic Browns would consider the 
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quality of traditional products to be higher than green products. Perceived Quality 

was operationalized on three item, five point likert scale adopted from Weisstein, 

Asgari& Ways-iew (2014) which was originally developed by Grewal (1998) and 

is purely on green products. 

3.3.5. Perceived Savings 

 

Perceived saving was measured by Biswas and Burton (1993).Perceived 

saving is adopted from Weissteinet al., (2014) originally developed by Biswas and 

Burton (1993). In the original scale four items were developed. 

3.3.6. Price Consciousness 

The scale used to measure price consciousness consisted of three items 

derived from the Biswas & Burton (1993) Burton et al., (1998) and Lichtenstein et 

al., (1993). 

3.3.7. Consumer Degree of Greenness 

Ha and Janda (2012) measured consumer degree of greenness using a seven 

item on a 7 point scale. 

3.4. UNIT OF ANALYSIS 

In the research study unit of analysis might be as individuals, dyadic, 

groups, employees, organization and cultures. However, in current study consumer 

green dairy products was used as a unit of analysis. 

3.5. SAMPLING DESIGN 

For sampling, non-probability purposive sampling was used for data 

collection. 

3.6. POPULATION 
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The population selected for this study was general consumers residing in 

ingeographic area of Rawalpindi and Islamabad, Pakistan. Population of 

Rawalpindiis 1,743,101& Islamabad is 601,600. 

3.7. ELEMENT 

Consumer residing in Rawalpindi and Islamabad cities will become the 

element of this study. 

3.8. POPULATION FRAME 

It refers to stating all the elements from the population in the sample. 

3.9. SAMPLE 

According to Sekaran (2003), examining outline for surveys and meeting 

will currently be clarified. Size of the sample for examination for surveys is 100 

respondents. The motivation to picked the example measure in light of Roscoe 

(1975): Sekaran (2003,) who conceptualized the dependable guidelines for 

deciding example estimate: Sample sizes bigger than 30 and under 500 are proper 

for generally look into. 

In Research Methods for Business (4th edition), the sample sizes must 

neither too large nor too small. Roscoe (1975), in the same book, proposes rule of 

thumb; sample sizes larger than 30 and less than 500 are appropriate for most 

research. I have collected data from a sample of 400 consumers while they were 

engaged in the study using questionnaire surveys. 

3.10. SAMPLING FRAME 

 The sampling frame shows a list of individuals from the examination 

populace from which an example will be drawn (Bryman and Bell, 2007). As 



49 
 

purchasers of green dairy products (fresh milk, fresh yogurt, fresh butter etc)   are 

of an extensive variety of target gatherings, the testing outline has not be 

constrained to an exceptional age or any uncommon target advertise. Nevertheless, 

the frame could be resolved in so far that clients, who could be focused on, have 

been tended to. Hypothetically all conceivable clients of green dairy items and non 

clients free of cause, sex or social foundation had a place with the inspecting 

outline. Notwithstanding, it must be viewed as that because of the inspecting 

method of non likelihood examining and the inconceivability to achieve each 

client, the testing outline has been resolved to respondents, who effectively were 

reachable for the analyst. This included for the most part individuals from family 

units and general buyers of green dairy items. As indicated by Denscombe (2007) a 

great examining casing ought to be applicable, finished, exact and a la mode. Since 

the survey secured a showcasing subject and just tended to clients, the picked 

examining outline was applicable, exact and up and coming. However, it must be 

said that due to non likely example of companions, associates and individuals from 

German promoting clubs not all conceivable and significant beneficiaries have 

been secured. Accordingly, a constraint of this examination lay in the deficiency of 

including every single conceivable respondent. 

3.11. SUBJECT 

Subject refers to one single member from the sample that represents the 

population. 

3.12. TIME HORIZON 

This study was cross-sectional. Cross sectional research is that technique by 

which researcher use various groups of people, who varies in variable of 
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interest but share characteristics i-e socioeconomic status, ethnicity, social 

background etc. 

3.13. DATA COLLECTION AND ANALYSIS 

A sum of four hundred and fifty questionnaires were disseminated among 

the male and female consumers of Rawalpindi and Islamabad. Fifty consumers did 

not return their questionnaire. In this way, I dropped these fifty uncompleted sets. 

Four hundred were those respondents who totally filled their surveys. Prior to the 

dissemination of these surveys to customer; I presented them and clarified the 

reason for the visit, and afterward briefed the buyers about the idea of green 

promoting, green buy state of mind and value cognizance and earth well disposed 

items/green items. Organized surveys were utilized to accumulate essential 

information from buyers. This study distributed the questionnaires at the food court 

of mega malls, in super markets and at household level. I used factor analysis for 

data validation and analysis. For data reliability, Chronbach’s Alpha was utilized. 

Population of my study is the population ofRawalpindi and Islamabad (Pakistan). 

Total population of these two cities are 2,500,000 among this 600,000 is of 

Islamabad and population of Rawalpindi is 1,800,000.I visited, Centaurus shopping 

Mall, Islamabad, Safa Gold Mall, Raja Bazar Rawalpindi, Commercial market 

Rawalpindi, Friday & Sunday bazaar Islamabadand visited at house level for data 

collection. This data was collected from the various income groups from the 20,000 

to more than 100,000. For Analysis, researcher used process macros of Prof. 

Andrew Hayes. Model number four was used for mediation, model number 1 was 

used for moderation and model number 14 was used for mediated moderation. 

3.14. SAMPLING TECHNIQUE 
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In my study, I have defined the target population first, and then I selected 

the sample frame. I determined that for my study non probabilitysampling 

technique is suitable.  
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Table 3.1 Total Variance Explained 

Compo 

Nent 

Initial Eigenvalues  Extraction Sums of Sq. Loadings 

Total 
% of 

Variance 

Cumulative 

% 

 
Total 

% of 

Variance 

Cumulative 

% 

1 13.086 29.740 29.740  13.086 29.740 29.740 

2 4.519 10.270 40.009     

3 2.800 6.364 46.373     

4 2.253 5.119 51.493     

5 1.653 3.756 55.248     

6 1.549 3.521 58.770     

7 1.346 3.059 61.828     

8 1.106 2.513 64.341     

9 1.065 2.420 66.762     

10 0.934 2.122 68.884     

11 0.843 1.916 70.799     

12 0.822 1.867 72.667     

13 0.756 1.718 74.384     

14 0.724 1.646 76.031     

15 0.673 1.530 77.560     

16 0.649 1.475 79.036     

17 0.612 1.391 80.427     

18 0.568 1.291 81.717     

19 0.564 1.281 82.999     

20 0.528 1.200 84.199     

21 0.515 1.170 85.369     

22 0.502 1.141 86.510     

23 0.470 1.068 87.578     

24 0.444 1.009 88.587     

25 0.415 0.943 89.530     

26 0.402 0.913 90.443     

27 0.382 0.869 91.312     

28 0.368 0.837 92.149     

29 0.343 0.779 92.927     

30 0.332 0.754 93.682     

31 0.322 0.731 94.413     

32 0.284 0.646 95.059     

33 0.275 0.625 95.684     

34 0.263 0.598 96.282     

35 0.246 0.559 96.841     

36 0.230 0.524 97.365     

37 0.219 0.498 97.863     

38 0.199 0.452 98.314     

39 0.185 0.421 98.736     

40 0.168 0.383 99.118     

41 0.147 0.333 99.452     

42 0.107 0.243 99.695     

43 0.090 0.205 99.900     

44 0.044 0.100 100.000     

 

  

Extraction Method: Principal Component Analysis 
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Chapter 4 

RESULTS AND DISCUSSION 

This chapter deals with empirical results of data and testing of study 

hypotheses. Primarily, this chapter presents the characteristics of respondents’ 

profile, response rate, correlation &descriptive statistics includes study sample. 

Secondly, I have used process macros to analyze the estimation of measurement 

model of each category of constructs and the analysis of the data addressing the 

research questions is discussed. This chapter continues the results of the 

confirmatory factor analysis (CFA), reliability and validity of the measures used in 

this research are also reported includes in this research variables. Finally, in this 

chapter, a detailed analysis including mediating and moderating effects by using 

regression analysis is reported. 

The entire returned questionnaire thoroughly checked and data entered. 

Regression analysis through process macro of Hayes was executed to determine 

how well determinants of consumer green purchase attitude predict consumer green 

purchase intention. The relationship between consumer product knowledge and 

consumer green purchase attitude and the relationship perceived quality, perceived 

saving and consumer green purchase attitude executed by a hierarchical regression 

analysis in SPSS. The re sampling bootstrap process macro method of Hayes 

(2013) was used to check whether the relationship between consumer product 

knowledge, perceived quality, perceived saving and consumer green purchase 

intention is mediated by consumer green purchase attitude. Four requirements were 

addressed in order to test partial mediation. consumer product knowledge, 
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perceived quality, perceived saving were assumed to have both direct and indirect 

effect on consumer green purchase intention, whereby the 

independent variable consumer product knowledge, perceived quality, perceived 

saving had direct effect on the mediator variable consumer green purchase attitude 

and consumer green purchase attitude had a unique effect on the dependent 

variable consumer green purchase intention . 

4.1 FREQUENCY DISTRIBUTION 

The Table 4.1 clearly indicates that 60% respondents were male (241/400) 

and40% were female (159/400). The respondents at age level of 18-24 year of age 

are 64 with percentage of 16%. The respondents at age level of 25-29 year of age 

are 78 with percentage of 19.5%. The respondents at age level of 30-35 year of age 

are 96 with percentage of 24%. The respondents at age level of 36-39 year of age 

are 132 with percentage of 33%. The respondents at age level of 40 year of age and 

are 30 with percentage of 7.5%. 

Table 4.3 provides the information about the income level of respondents. 

The results show that, income level of less than 20,000 are 66/400 with percentage 

of 16.5 % of the total. Table indicates the frequency of respondents as income level 

20,000-40,000Rs. are 92/400 with percentage of 23 % of the total. Results indicates 

the frequency of respondents as income level 40,000-60,000 are 106/400 with 

percentage of 26.5 % of the total. Results indicate thefrequency of respondents as 

income level 60,000-80,000 is 76/400 with percentage of 19.1 % of the total. 

Results indicate the frequency of respondents as income level above 80,000 is 

60/400 with percentage of 15 % of the total. The results from table 4.4 shows the 
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highest percentage (38.5%) of consumers hold master degree, then 28% hold M. 

Phil 3% of Graduate and 3% of (Matric/F.A etc.) while 2.5% are less than matric. 

Table 4.5 explains the rate of responses from the respondents with respect 

to their profession. The results of 4.5 depict the (29.5%) of consumers having 

Govt/ Semi Govt job, then 32% having private job, 19 % of business man and 15 % 

of others (students etc.). 

Table 4.6 indicate the (34.5%) of consumers are household head, then 32% 

are guardian, 17% are dependent and 16.5% of others. 

4.2. RELIABILITY TESTS 

Cronbach’s alpha is the reliability test run to test the reliability of items 

included in surveys. The value nearer to 1 shows greater consistency of the items of 

questionnaire. 

Results given below are produced when reliability scale was run as per the 

value of variables: 

4.2.1 Consumer Product Knowledge 

Consumer price knowledge was 0.893 for four questions. This value is 

acceptable to proceed further for the analysis and data collection. 

 

4.2.2 Consumer Green Attitude 

Consumer green attitude was 0.814 for three questions. 

4.2.3 Price Consciousness 

The value for price consciousness was .978for five questions. 

4.2.4 Consumer Degree of Greenness 
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Consumer degree of Greenness was .904 for seven questions included in the 

scale. 

4.2.5 Green Purchase Intention 

Green Purchase Intention was .854 for five questions included in the scale. 

This value shows an excellent reliability result which shows a greater 

consistency among the questions of Green Purchase Intention. 

4.2.6 Perceived Saving 

Perceived Saving was .949 for three questions included in the scale. 

4.2.7 Perceived Quality 

The value for perceived quality was .946 for three questions included in the 

scale. This value shows a good reliability. 
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Table 4.1: Frequency distribution and descriptive statistics with respect to “gender” 

 

  Number of Responses (N=400)  

 Gender Frequency Percentage (%) 

 Male 241 60.3 

 Female 159     39.7 

 Total 400 100 

    

 

Table 4.2: Frequency distribution and descriptive statistics with respect to “age” 

 

 

  Number of Responses (N=400)  

 Age Frequency Percentage (%) 

    

 18-24 64 16 

 25-29 78 19.5 

 30-35 96 24 

 36-39 132 33 

 40 and above 30 7.5 

 Total 400 100.0 
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Table 4.3: Frequency distribution and descriptive statistics with respect to 

“Income” 

 

  Number of Responses (N=400)  

 Income Frequency Percentage (%) 

 
Less than 20,000 66 16.5 

 

 

20,000 to 40,000 92 23 
 

 40,000 to 60,000 106 26.5 

 60,000 to 80,000 76 19 

 80, 000 and above 60 15 

 Total 400 100.0 

 

 

 

Table 4.4: Frequency table and descriptive statistics of Demographic variable 

“Education” 

 

 

  Number of Responses (N=400)  

 Qualification Frequency Percentage (%) 

 Less than Matric 10 2.5 

 Maric/F.A 12 3.0 

 Graduate 112 28 

 Master 154 38.5 

 MS/PhD 112 28 

 Total 400 100 
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Table 4.5: Frequency percentage and description of Demographic statistics of 

“Profession” 

 

 

Number of Responses (N=400) 

 

 

 Qualification Frequency Percentage (%) 

    

 Govt/Semi govt. Job 118 29.5 

 Private Job 128 32 

 Business Man 76 19 

 Student 60 15 

 Any other 18 4.5 

 Total 400 100 

    

 

Table 4.6: Frequency distribution and descriptive statistics with respect to “family 

status” 

 

 

Number of Responses (N=400) 

 

 Qualification Frequency Percentage (%) 

 Household head 138 34.5 

 Guardian 128                32 

 Dependant  68                17 

 

Any other  66 16.5  

 Total 400     100 
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 Reliability Statistics 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Variable Cronbach's Alpha No of Items 

1 Consumer product knowledge .893 4 

2 Consumer Green Attitude .814 3 

3 Price Consciousness .978 3 

4 Consumer Degree of 

Greenness 

.904 7 

5 Green Purchase Intention .854 5 

6 Perceived Saving .949 3 

7 Perceived Quality .946 3 
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4.3 CORRELATION ANALYSIS 

In order to measure the correlation and interpret the strength and direction 

of the association, the researcher used correlation analysis. The coefficients of 

correlation (Pearson and Spearman) range between −1 and +1 (−1) being 

negatively correlated, un-correlated (0) and positively correlated (+1). 

Table 4.7 of correlation matrix shows a correlation of CPK, CDOG, PS, 

PQ, CGT, GPI, and PC with a sample size of four hundreds (400) respondents. The 

results of correlation analysis show that CPK is significantly and positively 

correlated with CDOG (p value = .000) and this correlation is also strong (person 

correlation = .505). The results of correlation analysis show that CPK is 

significantly and positively correlated with PS (p value = .000) and this correlation 

is not much strong (person correlation = .384). The results of correlation analysis 

show that CPK is significantly and positively correlated with PQ (p value = .000) 

and this correlation is strong (person correlation = .552). The results of correlation 

analysis show that CPK is significantly and positively correlated with CGT (p 

value = .000) and this correlation is strong (person correlation .557). The results of 

correlation analysis show that CPK is significantly and positively correlated with 

GPI (p value = .000) and this correlation is strong (person correlation = .560). The 

results of correlation analysis show that CPK is significantly but negatively 

correlated with PC (p value = .015) and this correlation is very weak (person 

correlation = -0.121). 

Correlation matrix shows a correlation of CDOG with PS, PQ, CGT, GPI, 

and PC with a sample size of four hundreds (400) respondents. 
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4.4 CONFIRMATORY FACTOR ANALYSIS (CFA) 

In  insights,  Confirmatory  factor  analysis  (CFA)  is  an  extraordinary  

type  of  elementinvestigation, most regularly utilized as a part of social research. It 

is utilized to test whether measures of a develop are steady with a specialist's 

comprehension of the way of that build (or variable). Accordingly, the target of 

Confirmatory factor analysis is to test whether the information fit a hypothesized 

estimation show. This speculated model depends on hypothesis or potentially past 

logical research. 

 

The value of Root Mean Square Error of Approximation is 0.050. The 

standardized regression weights are 0.664, 0.684, 0.641 for SQR1, SQR2, SQR3 

and SQR4 which shows that all items should be included.Dimension of consumer 

degree of greenness have seven items. As per 0.74, 0.69, 0.62 respectively which 

indicates percentage of variances in these reliability items. 

Dimension of perceived saving have three items. As per the confirmatory 

factor analysis (see figure 3). The Chi-square CMIN/df value is 3.32and satisfies 

the obligation for model fit criteria. The Normed Fit Index, Adjusted Goodness of 

Fit Index, Goodness of Fit Index, Comparative Fit Index and Tuccker- Lewis Index 

are 0.997, 0.967, 0.95, 0.998, 0.994 respectively must be equal to or greater than 

0.95. The value of Root Mean Square Error of Approximation is 0.332 which is 

nearest to the benchmark. The standardized regression weights are 0.53, .43, .54for 

SQR1, SQR2, SQR3, which shows that all items should be included. The R2 values 

are 1.00, 1.00, 0.86 respectively which indicates percentage of variances in these 

reliability items.the confirmatory factor analysis (see figure 6). The Chi-square 
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CMIN/df value is 2.534and satisfies the obligation for model fit criteria. The Normed 

Fit Index, Adjusted Goodness of Fit Index, Goodness of Fit Index, Comparative Fit 

Index and Tuccker- Lewis Index are 0.982, 0.950, 0.979, 0.989, and 0.980 respectively 

must be equal to or greater than 0.95. 

The value of Root Mean Square Error of Approximation is 0.062. The 

standardized regression weights are .816, 0.776, 0.838, 0.754, .730, .744 for SQR1, 

SQR2, SQR3 and SQR4 which shows that all items should be included. 

This dimension of price consciousness have five items. As per the 

confirmatory factor analysis (see figure 7). The Chi-square/df value is 1.78 and 

fulfills the requirement of model fit criteria. The, NFI, GFI, AGFI, TLI and CFI are 

0.995, 0.985, 0.973, 0.994and 0.999 respectively must be equal to or greater than 

0.95. The value of RMSEA is .098. The standardized regression weights are 0.963, 

.986, and .956 for SQR1, SQR2, SQR3 and SQR4 which shows that all items 

should be included. 

As  per  the  confirmatory  factor  analysis  (see  figure  7).  The Chi-

square/dfvalue  is2.174 and fulfills the requirement of model fit criteria. The, NFI, 

GFI, AGFI, TLI and CFI are0.914, 0.888, 0.862, 0.944 and 0.951 respectively must 

be equal to or greater than 0.80. The value of RMSEA is .054. The standardized 

regression weights of CPK 4, CPK3, CPK 2, CPK 1 respectively 0.771, .821, .890, 

0.807. The standardized regression weights of CGA 3, CGA 2, CGA 10.486, 0.467, 

0.436 respectively.The standardized regression weights of PC 3, PC 2, PC 1, 0.955, 

0.989, 0.959 respectively.The standardized regression weights of PS 1, PS 2, PS 3, 

0.940, 0.941, 0.912 respectively. The standardized regression weights of PQ3, PQ 

2, PQ 1, 0.889, 0.962, 0.924.The standardized regression weights of CDOG 7, 
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CDOG 6, CDOG 5, CDOG 4, CDOG 3, 940, CDOG 2, 0.941, CDOG 1 0.735, 

0.745, 0.761, 0.620, 0.826, 0.810,.0.841 respectively. The standardized regression 

weights of GPI 1, GPI 2, GPI 3, GPI 4, GPI 5 respectively 0.642, .791, .788, 0.613, 

0.108 which shows that all items should be included. 

Table 4.16 shows the results of moderated regression. The impact of 

consumer green attitude on green purchase intention was tested with moderating 

role of price consciousness. Regression coefficient of CGA and PC is significant at 

b = 1.0393, p-value > 0.00and b = 0.2247, p-value > 0.0060 respectively. However 

coefficient of interaction term is statistically insignificant at b = -.1051, p-value < 

0.0022. Overall model is also significant at F (3,396) = 65.8463, p-value< 0.00 and 

this model explains 33.28% variation of green purchase intention. Table 4.17 

shows the X Initially, the impact of perceived saving was tested on consumer green 

purchase attitude. Regression coefficient of perceived saving was significant at b 

0.0441, p-value < 0.03. Overall model is also significant at F(2,397) = 4.3554, p-

value < 0.00 and this model explains .018 % variation of Consumer Green purchase 

attitude. In the second step, perceived saving and consumer green purchase attitude 

were regressed on green purchase intention. Regression coefficient of both 

consumer green purchase attitude were regressed on green purchase intention were 

significant at b = 0.5779, p-value < 0.00 and b = 0.0313, p-value < 0.08 

respectively. Overall model is also significant at F (2,397) = 94.0469, p-value < 

0.00 and this model explains 32.15 % variation of consumer green purchase 

attitude.There is an increment of 31 % after the inclusion of consumer green 

purchase attitude as mediator in the model. 
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Table 4.7.  Correlation Analysis 

 CPKn CDOGn PSn PQn CGTn GPIn PCn 

CPKn 

Pearson Correlation 1       

Sig. (2-tailed)        

n 400       

CDOGn 

Pearson Correlation .505** 1      

Sig. (2-tailed) .000       

n 400 400      

PSn 

Pearson Correlation .384** .339** 1     

Sig. (2-tailed) .000 .000      

n 400 400 400     

PQn 

Pearson Correlation .552** .439** .369** 1    

Sig. (2-tailed) .000 .000 .000     

n 400 400 400 400    

CGTn 

Pearson Correlation .557** .332** .389** .589** 1   

Sig. (2-tailed) .000 .000 .000 .000    

N 400 400 400 400 400   

GPIn 

Pearson Correlation .560** .373** .473** .499** .367** 1  

Sig. (2-tailed) .000 .000 .000 .000 .000   

N 400 400 400 400 400 400  

PCn 

Pearson Correlation -.121* -.045 -.006 -.077 -.106* -.083 1 

Sig. (2-tailed) .015 .372 .910 .125 .034 .097  

N 

400 400 400 400 400 400  

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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                               Fig 4.1Consumer product knowledge  
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Table4.8:Confirmatory Factor Analysis (CFA) of Consumer product knowledge 

 

Factors Value Factors Value Factors Value 

Chi-square/df .621 AGFI .992 CFI 1.00 

Df 4 NFI .999 RMSEA .000 

GFI .999 TLI 1.00   
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Fig.4.2Perceived Saving 
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Table 4.9Confirmatory Factor Analysis (CFA) of Perceived Saving 

 

Factors Value Factors Value Factors Value 

Chi-square/df 3.32 AGFI .967 CFI .998 

Df 1 NFI .997 RMSEA .076 

GFI .995 TLI .994   
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Total effect of PS on GPI is also significant at b =.5176 with boot strapped 

values (0.4446 and 0.5905 excluding zeros) at 95% confidence interval. 

As per the confirmatory factor analysis (see figure 7). The Chi-square/df 

value is 2.174and fulfills the requirement of model fit criteria. The, NFI, GFI, 

AGFI, TLI and CFI are 0.914, 0.888, 0.862, 0.944 and 0.951 respectively must be 

equal to or greater than 0.80. The value of RMSEA is .054. The standardized 

regression weights of CPK 4, CPK3, CPK 2, CPK 1 respectively 0.771, .821, .890, 

0.807. The standardized regression weights of CGA 3, CGA 2, CGA 10.486, 0.467, 

0.436 respectively. The standardized regression weights of PC 3, PC 2, PC 1,  

0.955, 0.989, 0.959  respectively. The standardized regression weights of PS 1, PS 

2, PS 3,  0.940, 0.941, 0.912  respectively. The standardized regression weights of 

PQ3, PQ 2, PQ 1, 0.889, 0.962, 0.924.The standardized regression weights of 

CDOG 7, CDOG 6, CDOG 5,  CDOG 4, CDOG 3, 940, CDOG 2, 0.941, CDOG 1 

0.735, 0.745, 0.761, 0.620, 0.826, 0.810,.0.841  respectively.The standardized 

regression weights of GPI 1, GPI 2, GPI 3, GPI 4, GPI 5  respectively 0.642, .791, 

.788, 0.613, 0.108. 

Table 4.15 shows the normality of data for all variable that are 

measured,the minimum value for construct CDOG is 1.00, maximum value is 7. 

The average mean is 3.19, standard deviation is 0.9177, skewness value is .515and 

kurtosis value is 1.134. The minimum value for PC is 2.00 and maximum valueis 7. 

The value of average mean is 4.48, standard deviation is 1.22, skewness value is -

0.229and kurtosis value is -.676. The minimum value for PQ is 1.00and maximum 

value is 7. The value of average mean is 2.50, standard deviationis 1.49, skewness 

value is 0.869 and kurtosis value is 0.61. The minimum valuefor PS is 1.00 and 
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maximum value is 7.00. Theminimum value CPK is 1 and maximum value is 7.00. 

The value of average mean is 3.27, standard deviation is 1.082, skewness value is 

.399andkurtosis value is .169. The minimum value for CGA is 1.00 andmaximum 

value is 5.00. The average mean is 2.24, standard deviation is 0.791, skewness 

value is 1.054and kurtosis value is 1.257. The minimum value for GPI is 1 and 

maximum value is 4.80. The average mean is 4.25,standard deviation is 0.823, 

skewness value is .893and kurtosis value is 0.304.  

4.5 HYPOTHESIS TESTING 

In the table 4.16 impact of CGA on GPI was tested with moderating role of 

price consciousness. CGA and PC is significant at b = 1.0393, p-value > 0.00and b 

= 0.2247, p-value > 0.0060 respectively. However coefficient of interaction term is 

statistically insignificant at b = -.1051, p-value < 0.0022. Overall model is also 

significant at F (3,396) = 65.8463, p-value< 0.00 and this model explains 33.28% 

variation of green purchase intention. 

 Table 4.17 shows the results of moderated regression with moderation of 

consumer degree of greenness. The impact of CGA on GPI was tested with 

moderating role of consumer degree of greenness. Regression coefficient of CGA 

and CDOG is significant at b = 0.7525, p-value > 0.00andb = 0.2935, p-value > 

0.00 respectively. (3,396) = 69.415, p-value < 0.0and this model explains 34.46% 

variation of green purchase intention. 

Table 4.19 mediated with perceived savings. Initially, the impact of 

perceived saving was tested on consumer green purchase attitude. Regression 

coefficient of PS was significant at b = 0.0441, p-value < 0.03. Model is significant 
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at F(2,397) = 4.3554,  p-value < 0.00 and this model explains .018 % variation of 

Consumer Green purchase attitude. 
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Fig. 4.3 Perceived Quality 
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Table 4.10 Confirmatory factor analysis (CFA) of Perceived Quality 

 

 

Factors Value Factors Value Factors Value 

Chi-square/df 0.418 AGFI .999 CFI .995 

Df 1 NFI 1.00 RMSEA .00 

GFI 1.00 TLI 1.00   
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Fig.4.4 Confirmatory Factor Analysis of Consumer Green Attitude 

. 
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Table 4.11Confirmatory factor analysis (CFA) consumer Green Attitude 

 

Factors Value Factors Value Factors Value 

Chi-square/df 2.007 AGFI .980 CFI .990 

Df 1 NFI .977 RMSEA .050 

GFI .997 TLI .969   
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Fig.4.5 Consumer Degree of Greenness 
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Table4.12 Confirmatory factor analysis (CFA) Consumer Degree of Greenness 

Factors Value Factors Value Factors Value 

Chi-square/df 2.534 AGFI .950 CFI .989 

Df 12 NFI .982 RMSEA .062 

GFI .979 TLI .980   
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Fig. 4.6 Price Consciousness 
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Table 4.13 Confirmatory factor analysis (CFA) of Price Consciousness 

 

Factors Value Factors Value Factors Value 

Chi-square/df 4.795 AGFI .973 CFI .999 

Df 2 NFI .995 RMSEA .098 

GFI .985 TLI .994   
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Fig. 4.7 Full Model CFA 
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Table 4.14 Confirmatory factor analysis (CFA) of Full model  

 

Factors Value Factors Value Factors Value 

Chi-square/df 2.174 AGFI .862 CFI .951 

Df 2 NFI .914 RMSEA .054 

GFI .888 TLI .944   
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Table 4.15 Descriptive Statistics 

 N Min Max Mean SD Skewness Kurtosis 

CDOG 400 1.00 7.00 3.1900 .9177 .515 1.134 

PC 400 2.00 7.00 4.4892 1.2264 -.229 -.676 

PQ 400 1.00 7.00 2.5017 1.4950 .869 .061 

PS 400 1.00 7.00 3.8992 1.8678 .043 -1.134 

CPK 400 1.00 7.00 3.2788 1.0824 .399 .169 

CGA 400 1.00 5.00 2.2483 .79121 1.054 1.257 

GPI 400 1.00 4.80 2.4585 .82351 .893 .304 
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Table 4.16 Impact of CGA on GPI with moderating role of PC  

Antecedent 
 Consequent Y (GPI) 

 B SE P 

X (CGA) b1 1.0393 0.1537 0.0000 

M (PC) b2 0.2247 0.0813 0.0060 

MxX (CGAxPC)   b3 -.1051 0.0341 0.0022 

Constant i2 0.1638 0.3746 0.6621 

     
 R2  = 0.4082 

    F(3,396) = 91.0397, p = .0000 

 

Table 4.17 Impact of CGA on GPI with moderating role of CDOG 

Antecedent 

  Consequent Y (GPI) 

  B SE    p 

X (CGA) b1  0.7525 0.1249 0.0000 

M (CDOG) b2  0.2935 0.0977 0.0028 

MxX(CGAxCDOG)   b3 -.0598 0.056 0.0898 

Constant i2 0.2678 0.3266 0.4128 

  R2  = 0.3446 

    F(3,396) = 69.415, p = .0000 
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In the second step, perceived saving and consumer green purchase attitude 

were regressed on green purchase intention. Regression coefficient of both 

consumer green purchase attitude were regressed on green purchase intention were 

significant at b = 0.5779, p-value < 0.00 and b = 0.0313, p-value < 0.08 

respectively.  

Table 4.20 depicts perceived quality was at b = 0.556, p-value < 0.03. 

F(1,398) = 4.4471,  p-value < 0.03 and 1.11 % variation of Consumer Green 

purchase attitude. There is an increment of 31 % after the inclusion of CGT as 

mediator in the model. Total effect of perceived quality on GPI is also significant at 

b =.6779 with boot strapped values (0.6095 and 0.7463 excluding zeros) at 95% 

confidence interval.   

 Table 4.21 shows the results of moderated mediation regression. Initially, 

the impact of CPK was tested on consumer green purchase attitude. Regression 

coefficient of CPK was significant at b= 0.2794, p-value < 0.00. Overall model is 

also significant at F(1,398) = 68.1252,  p-value < 0.00 and this model explains 

14.62 % variation of consumer green purchase attitude 

In the second step, Consumer Product Knowledge and consumer green 

purchase attitude were regressed on green purchase intention in the presence of 

CDOG moderator. Regression coefficient of both Consumer Product 

Knowledgeand consumer green purchase attitude were regressed on green purchase 

intention were significant at b = 0.1658, p-value < 0.00and b = 0.6159, p-value < 

0.00.respectively. Regression coefficient of CDOG was also significant with b= 

0.2506, p-value < 0.00. Interaction term between CGA and CDOG isinsignificant b 

= -.0446. 
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Table 4.18 Impact of CPK on GPI with mediating role of CGA 

  Consequent 

Antecedent  M (CGT)   Y (GPI) 

  b SE p     B SE P 

X (CPK)  a1 0.2794 .0339 0.000  a2 c' 0.1720 0.0331 0.000 

M (CGT)  --- --- ---  b1 0.4956 0.0452 0.000 

Constant iM1 1.332 0.102 0.000 Im i2 0.780 0.121 0.000 

          

  R2  = 0.1462   R2  = 0.3602 

    F(1,398) = 68.1252,  

p = .000 

    F(1,398) = 111.131,  

p = .000 

 

  Effect SE (Boot) 

LLCI       ULCI 

(95% CI) 

DE: CPK-->GPI 0.1720 0.0331 0.1071 0.2370 

CPK-->CGT-->GPI 0.1385 0.266 0.0900 0.1977 
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Table 4.19 Impact of PS on GPI with mediating role of CGA 

  Consequent 

Antecedent  M (CGT)   Y (GPI) 

  b SE P     B SE P 

X (PS)  

a

1 

0.0441 0.021 0.03  a2 c' 0.0313 0.0183 0.088 

M (CGT)  --- --- ---  b1 0.577 0.0433 0.000 

Constant i

M

1 

2.0765 0.091 0.00 iM2 i2 1.037 0.1195 0.000 

  R2  = 0.0108   R2  = 0.3215 

    F(1,398) = 70.9982,  

p = .037 

    F(2,397) = 94.046,  

p = .000 

 

  Effect SE (Boot) 

LLCI       ULCI 

(95% CI) 

TE: PS-->GPI 0.5176       0.0371 0.4446 0.5905 

DE: PS-->GPI 0.0313 0.0183 0.0047 0.0673 

CPK-->CGT-->GPI 0.0255 0.0128 0.0013 0.0517 
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Table 4.20 Impact of PQ on GPI with mediating role of CGA 

  Consequent 

Antecede

nt 

 M (CGT)   Y (GPI) 

  b SE p     B SE P 

X (PQ)  a1 0.556 0.026 0.035  a2 c' 0.035

4 

0.022

9 

0.123 

M (CGT)  --- --- ---  b1 0.578 0.043 0.000 

Constant iM1 2.1092 0.076 0.000 iM i2 1.069 0.112 0.8473 

  R2  = 0.0111   R2  = 0.3206 

    F(1,398) = 4.4471,  

p = .035 

    F(2,397) = 93.6575,  

p = .000 

 

  Effect SE (Boot) 

LLCI       ULCI 

(95% CI) 

TE: PQ-->GPI 0.6779 0.0348 0.6095 0.7463 

DE: PQ-->GPI 0.0354 0.0170 -.0097 0.0804 

PQ-->CGT-->GPI 0.0322 0.0170 0.0005 0.0686 

 

  



90 
 

Table 4.21Impact of CPK on GPI, mediating role of CGA, moderating role of 

CDOG 

    Consequent 

Antecedent  M (CGA)   Y (GPI) 

  B SE P     B SE P 

X (CPK)  a1 0.2794 0.0339 0.000  a2 c' 0.1658 0.0326 0.000 

M (CGA)  ---  --- ---  b1 0.6159 0.1241 0.000 

Q (CDOG)  --- --- ---  b2 0.2506 0.0956 0.000 

QxX(CGAxCDOG) --- --- ---  b3 -.0446 0.0342 0.1938 

Constant iM1 1.3322 0.1169 0.000 iM2 i2 0.0567 0.3196 0.8594 

   

R2  = 0.1462 

   

R2  = 0.3849 

    F(1,398) = 68.1252,  

p = 0.0000 

    F(4,395) = 61.7863,  

p = .0000 
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0.1938. Overall model is significant at F (4,395) = 61.7863, p-value < 0.0o and this 

model explains 38.96% variation of GPI. 

Table 4.22 depicts the impact of perceived quality on consumer green 

purchase attitude was tested. Coefficient of perceived quality at b= 0.0556, p-value 

< 0.00. at F(1,398) = 4.4471, p-value < 0.01 and 01.11 % variation of consumer 

green purchase attitude. Regression coefficient of both PQ and CGA were 

regressed on green purchase intention were insignificant at b = 0.0317, p-value < 

0.16 and b = 0.7507, p-value < 0.00 and significant respectively. Regression 

coefficient of consumer degree of greenness was also significant with b = 0.2935, 

p-value < 0.00. Interaction term between consumer green purchase attitude and 

perceived quality was insignificant and b = -0.0609, p-value <0.08. Overall model 

is at F (4,395) = 52.6834and p-value < 0.00, Total set is significant. 

 Regression coefficient of both perceived quality and consumer green purchase 

attitude were regressed on green purchase intention were insignificant at b = 

0.0317, p-value < 0.16and b = 0.7507, p-value < 0.00and significant respectively. 

Regression coefficient of consumer degree of greenness was also significant with b 

= 0.2935, p-value < 0.00. Interaction term between consumer green purchase 

attitude and perceived quality was insignificant and b = -0.0609, p-value <0.08. 

Overall model is significant at F (4,395) = 52.6834, p-value < 0.00 and this model 

explains 34.79% variation of Green Purchase Intention.  

Table 4.23 PS coefficient was at b= 0.0441 which issignificant, p-value <0.03. 

In the second step, perceived saving and consumer green purchase attitude were 

regressed on GPI in the presence of PS and CDOG and moderator. Regression 
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coefficient of both perceived saving and consumer green purchase attitude were 

regressed on green purchase intention were significant at b = 0.0323, p-value < 

0.073and b = 0.7511, p-value < 0.00 respectively.  

 

Table 4.24 explained the impact of perceived quality was examined on 

CGA. Regression of PQ coefficient was b= 0.0556atsignificant level, p-value < 

0.00. In the second step, PQ and CGA were regressed on GPI in the presence of PQ 

and CDOG and moderator. Regression coefficient of both PQ and CGA were 

regressed on GPI were insignificant at b = 0.0317, p-value < 0.16and b = 0.7507, p-

value 

 

< 0.00and significant respectively. Regression coefficient of consumer degree of 

greenness was also significant with b = 0.2935, p-value < 0.00. Interaction term 

between consumer green purchase attitude and perceived quality was insignificant 

and b = -0.0609, p-value <0.08. Overallmodel is significant at F (4,395) = 52.6834, 

p-value < 0.00 and this model explains 34.79% variation of Green Purchase 

Intention. 

 

Table 4.25 resultedas perceived quality was checked on CGA.  PQ was at 

b= 0.0556 which is significant, p-value 0.00. F(1,398) is significant in overall = 

4.4471, p-value < 0.01 and shows 01.11 % variation of consumer green purchase 

attitude. In the second step, perceived quality and consumer green purchase attitude 

were regressed on GPI in the presence of perceived quality and consumer degree of 

greenness and moderator. Regression coefficient of both PQ and CGA were 

regressed on GPI were insignificant at b = 0.0317, p-value < 0.16 and b = 0.7507, 
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p-value < 0.00 and significant respectively. Regression coefficient of consumer 

degree of greenness was also significant with b = 0.2935, p-value < 0.00. 

Interaction term between consumer green purchase attitude and perceived quality 

was insignificant and b = -0.0609, value of p<0.08. Total model is significant at F 

(4,395) = 52.6834, p-value < 0.00 and describe 34.79% variation of Green 

Purchase Intention. 

Table 4.26 explains moderated mediation. In this, the effect of perceived 

quality was examined on consumer green purchase attitude.. Result depicts 

F(1,398) = 4.4471, p-value < 0.01 and this describe 01.11 % deviation of CGA. In 

the second step, perceived quality and GPI were regressed on green purchase 

intention in the presence of PQ and consumer degree of greenness and moderator. 

Regression coefficient of both PQ and CGA were regressed on GPI were 

insignificant at b = 0.0317, p-value < 0.16and b = 0.7507, p-value 0.00 and 

significant respectively. Regression coefficient of consumer degree of greenness 

was also significant with b = 0.2935, p-value < 0.00. Interaction term between 

consumer green purchase attitude and perceived quality was insignificant and b = -

0.0609, value of p<0.08. Complete model is fit at F (4,395) = 52.6834, p-value < 

0.00 and this shows 34.79% deviation of Green Purchase Intention. 
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Table 4.22Impact of PQ on GPI, mediating role of CGA, moderating role of 

CDOG 

    Consequent 

Antecedent  M (CGA)   Y (GPI) 

  b SE P     B SE P 

X (PQ)  a1 0.0556 0.0264 0.0356  a2 c' 0.0317 0.0225 0.1608 

M (CGA)  ---  --- ---  b1 0.7507 0.1248 0.0000 

V (CDOG)  --- --- ---  b2 0.2935 0.0976 0.0028 

VxX (CGAxCDOG) --- --- ---  b3 -0.0609 0.0351 0.0836 

Constant iM1 2.1092 0.0769 0.0000 iM2 i2 0.2009 0.3297 0.5426 

   

R2  = 0.0111 

   

R2  = 0.3479 

    F(1,398) = 4.4471,  

p = 0.0356 

    F(4,395) = 52.6834,  

p = .0000 
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Table 4.23Impact of PS on GPI, mediating role of CGA, moderating role of CDOG  

    Consequent 

Antecedent  M (CGA)   Y (GPI) 

  b SE P     b SE P 

X (PS)  a1 0.0441 0.0211 0.0375  a2 c' 0.0323 0.0180 0.0736 

M (CGA)  ---  --- ---  b1 0.7511 0.1146 0.0000 

Q (CDOG)  --- --- ---  b2 0.2985 0.0974 0.0023 

QxX (CGAxCDOG) --- --- ---  b3 -0.0617 0.0351 0.0792 

Constant iM1 2.0765 0.0913 0.0000 iM2 i2 0.1436 0.3330 0.0000 

  R2  = 0.0108   R2  = 0.3499 

    F(1,398) = 4.3554,  

p = 0.0375 

    F(4,395) = 53.1577,  

p = .0000 
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Table 4.24Impact of CPK on GPI, mediating role of CGA, moderating role of PC 

    Consequent 

Antecedent  M (CGA)   Y (GPI) 

  B SE P     B SE P 

X (CPK)  a1 0.2794 0.0339 0.0356  a2 c' 0.2106 0.0356 0.1608 

M (CGA)  ---  --- ---  b1 0.9219 0.1487 0.0000 

V (PC)  --- --- ---  b2 0.1585 0.0787 0.0447 

VxX (CGAxPC) --- --- ---  b3 -0.1061 0.0327 0.0013 

Constant iM1 1.3322 0.1169 0.0000 iM2 i2 0.0431 0.3598 0.9047 

   

R2  = 0.1462 

   

R2  = 0.3881 

    F(1,398) = 68.1252,  

p = 0.000 

    F(4,395) = 62.6277,  

p = .0000 
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Table 4.25Impact of PQ on GPI, mediating role of CGA, moderating role of PC 

    Consequent 

Antecedent  M (CGA)   Y (GPI) 

  B SE P     B SE P 

X (PQ)  a1 0.0556 0.0264 0.0356  a2 c' 0.0374 0.0227 0.1007 

M (CGA)  ---  --- ---  b1 1.0397 0.1534 0.0000 

V (PC)  --- --- ---  b2 0.2301 0.0812 0.0048 

VxX (CGAxPC) --- --- ---  b3 -0.1061 0.0327 0.0013 

Constant iM1 2.1092  0.0769 0.000 iM2 i2 0.0625 0.3789 0.8690 

   

R2  = 0.0111 

   

R2  = 0.3374 

    F(1,398) = 4.4471,  

p = 0.0356 

    F(4,395) = 50.2745,  

p = .0000 
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Table 4.26Impact of PS on GPI, mediating role of CGA, moderating role of PC 

    Consequent 

Antecedent  M (CGA)   Y (GPI) 

  b SE P     B SE P 

X (PS)  a1 0.0441 0.0211 0.0375  a2 c' 0.0281 0.0182 0.1240 

M (CGA)  ---  --- ---  b1 1.0205 0.1539 0.0000 

V (PC)  --- --- ---  b2 0.2204 0.0812 0.0069 

VxX (CGAxPC) --- --- ---  b3 -0.1023 0.0341 0.0028 

Constant iM1 2.0765 0.0913 0.000 iM2 i2 0.0874 0.3772 0.8168 

   

R2  = 0.0108 

   

R2  = 0.3368 

    F(1,398) = 4.3554,  

p = 0.0375 

    F(4,395) = 50.1506,  

p = .0000 
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LIMITATIONS OF THE STUDY 

 

In this research, there are a few restrictions that merit of future research. The 

constraint of this examination is that the sample was limited to a Rawalpindi and 

Islamabad.  

Moreover, this study is cross-sectional examination which is data simply 

accumulated at one motivation behind time. Customers' purchase lead will 

constantly change from time to time on account of various variable effects. Thusly, 

the delayed consequence of this finding is boorish to explain and reflect the case of 

clients' purchase lead. In other word, this investigation simply prepared to depict 

the case of customers' purchase lead at one motivation behind time. 

FUTURE RESEARCH DIRECTION 

Since buyer's discernment towards green item has a solid connection with 

the buy expectation of green items, along these lines it is smarter to further research 

the subtleties of how the accessibility of green items may affect the buy aim. 

Ideally this may assist advertisers with better offering moment that elevating these 

items to the general population on the loose. Subsequently, it is particularly 

significant if such correspondence message or instructive exercises can be started at 

the prior stage before the utilization conduct progresses toward becoming 

propensity. Occasions, for example, green items fairs and shows ought to be held 

and appeared among youthful buyers at their initial age before they achieve the 

phase of deciding their future character and self qualities. I likewise propose that 

longitudinal examination is progressively reasonable for future research. 
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RECOMMENDATIONS 
 

The research was carried out to bridge the gap in the literature about how 

consumer green purchase intentions were influenced by different factors like 

product knowledge, perceived quality, perceived saving, price consciousness and 

degree of greenness. The significant findings of the study harmonized with the 

literature. The larger significant additions to the findings were about the price 

consciousness and degree of greenness of the consumer. In this way, the research 

study play vital role in green purchase intention. 

Also, I proposed to embrace longitudinal investigation on buyers green buy 

conduct since it can catch the progressions of customers' recognition and follow on 

the patterns of buyers' buy conduct at in excess of one purpose of time. Also, the 

consequence of this study may invalid later on because of dynamic changes on 

buyers obtaining conduct. Hence, scientist proposed that longitudinal investigation 

is more reasonable for future research. 

Instructing the purchasers on the significance of natural assurance ought to 

be more essential than receiving the green promoting activities. It is conceivable 

that individuals are as yet incredulous about manageable utilization, since they 

don't have legitimate item information about the mischief that ordinary items do on 

nature. If so, there may be change in shopper conduct if advertisers take 

satisfactory measures to teach individuals about the advantages that green items 

convey to the general public. The association needs to make sense of how to 

convince customers what is their individual duty by acquiring the green thing. 

Various things are green yet customers haven't the faintest idea about that and 
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paying little respect to the likelihood that they might need to have environmental 

kindhearted gaining conduct they would not buy things that they don't know are 

green. Nonattendance of information is one of the basic purposes behind the cleft 

(Ginsberg and Bloom, 2004). Thusly, promoters need to redesign the information 

base as for normal things. 

The quality is a critical purchasing inspiration for some items. On the off 

chance that an item don't have the normal outcomes, than purchasers doubt in it, 

yet in addition in the nature of the green items all in all. This recognition is entirely 

unexpected for the Green items. Buyers can trust it has surprisingly better quality 

since it brings benefits for their wellbeing. 

As green clients still simply center the concentrated market or specialty 

showcase , it might turn out that more people will change to natural well disposed 

items, yet they don't, in light of the fact that these are harder to find, or harder to 

use. Particularly in the urban zones, people are used to have all that they require, 

supportively holding up to lift it up and eat up it. This attitude might be one 

motivation behind why the mass-showcase is up 'til now governed by customary 

things. In the work methodology at first was concentrated the purchasers state of 

mind towards viable utilization all in all and differing fragments particularly. It was 

set up that yet the green clients speak to a little area disregarding the way that 

results move contingent on the business characteristics of the bit. One may state 

that truly green shoppers look for green items and are steadfast purchasers. To 

enhance the offers of eco-accommodating items, firms must take out the significant 

six obstructions i-e poor data, terrible bits of knowledge, incredulity, high costs, 

low openness and biological advertising hones. At the end of the day, they should: 
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• Increase customers' attention to green items. 
 

• Improve customers' view of eco-items' quality. 
 

• Strengthen customers' trust. 
 

• Iower the costs of green items. 

 

• Increase these items' accessibility. 

 

This investigation likewise brought up that notwithstanding respondents' 

signs of expectations on buying natural well disposed or Green items; there still 

exists a moderately powerless connection between purchaser green state of mind 

and buy goal. With regards to real buy, cost are as yet the key variables impacting 

buyer buy choices which advertisers associations still need to deliver and need to 

contemplate different estimating procedures to check this connection. 

MANAGERIAL IMPLICATIONS 

This study has some helpful recommendations for policy makers and 

managers, private organizations, advertisers, directors and also NGOs. Advertisers 

and supervisors of the organizations also gain benefit by crafting the pricing 

strategies. The study recommends to private organizations and commercial 

enterprises that they should communicate the importance of natural protection in 

their publications and bulletins for approaching risks of upcoming situations.The 

study recommends that Government and NGOs focus about greenproducts, 

practices, and choices are still smaller, therefore, the researcher advocates to these 

Institutions for adopting the green products practices.This will be a decent 

inspiration for organizations and purchasers. Nevertheless, strict guidelines and 

controls are required to authorize everybody to secure nature. Besides, these 
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organizations, profit organizations also need to offer environment friendly products 

for customers.  

SUMMARY 

The purpose to lead this study is to have better comprehension among 

marketers and buyers to recognize at various points including the individuals who 

purchase no Green products material. Numerous studies demonstrated that one 

main deliberation that considered being the boundary to green products 

consumption is its price, however given the wide scope of conceivable components 

that impacts Green products basic leadership, there are others that may considered 

as obstructions to Green products consumption among buyers. For example, 

customer information about Green products and additionally move made by the 

marketers either to advise or to advance, has not achieved the ideal level in 

empowering economical consumption with Green products. Be that as it may, 

despite the fact that customers has the item learning what added to maintainability 

of condition because of feel of comfort of their present utilization example won't 

change their recognition towards natural nourishment item however great it is. 

Therefore, knowing how consumer perceived Green products product by 

understanding the reasons of buying would probably help the marketers of Green 

products to establish a proper communication message. Hopefully the intended 

message would be appealing for consumers who fall within the same category of 

buyers who exhibit their interest towards Green products. 

The review of the relevant literature suggests that environmentally 

responsible respondents tend to be guided by values of equality, helpfulness and 
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empathy for environment. An individual's behavior has an effect on the 

environment. While consumers have positive attitudes towards purchasing products 

which are environmental friendly. Further environmental consciousness and degree 

of greenness has become filled in purchase decisions of many individuals owing to 

greater environmental friendly products awareness and positive attitude. 

 

The more positive consumer perceived quality of the green product, and the 

higher the consumer green purchase attitude towards Green products, the more 

positive the environmental friendly purchase behavior will be. Hence To design the 

strategy to implement green marketing, it is imperative for companies to gauge the 

level of perception on their green marketing initiatives. 
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