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Abstract: In recent times, people are becoming more concerned towards green purchasing because of a grown
consciousness for environmental protection. Green purchasing is essentially the act of buying environmental
friendly products. This research is conducted to find the impact of customer’s environmental concern and
knowledge towards the intentions of green purchasing. The research model in this meticulous study examines
the consequences of predictor variables (environmental concern, organizational green image and environmental
knowledge) upon criterion variable (green purchase intention) with the moderating effect of perceived product
price and quality. The research methodology used for the particular study is quantitative in nature exclusively
using survey research approach. Random sampling technique derived from probability sampling technique was
employed for the selection of sample. A sample of 130 Sahiwal University students inclined towards
environmental friendly garments was studied through self-administrated questionnaires. The statistical software
SPSS 16" version was used to analyze the data. The study has implication for managers; as they can formulate
their effective green marketing strategies based onto the findings of their research. Due to time constrain, the
study was conducted only in Sahiwal.
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INTRODUCTION

It is a well known fact that every product which
customer uses has some effect on environment. In
clothing industry natural fibers are used such as cotton,
silk, linen, wool, hemp. But now a day’s some artificial
fibers are also introduced in the market like nylon and
polyester made from petrochemicals. Rayon (viscose) a
type of an artificial fiber made from wood pulp. These
fibers when used to manufacture clothes cause harmful
impact upon the environment [1].

In the past few years, there has been a dramatic
change in environmental cognizance worldwide. In most
developed as well as developing countries like Pakistan
the citizens’ rate environment as a serious issue and
urgent problem [2]. During the past few decades, the

environmental governorship has been revolutionized.
The people in contemporary world are more aware
towards green purchasing and try to respond towards
those factors that are changing the world wide climate [3];
[4]. Environmental degradation has several phases. In
1960s the energy conservation and pollution issues
appeared and due to political and social pressures;
organizations focused towards recycling, redesigning of
products, different packaging styles and alternative
products. Since 1990°s environmental issue is one of the
most critical issues. In many countries, the purchase
decisions of customers are based upon environmental
friendly products. This fact is actually called green
marketing [5]. Green marketing is actually environmental
marketing having the product designing, promotion,
distribution according to the needs and wants of
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customer with negligible damage on the natural
environment [6]; [7].

Over the last few decades, people hace become more
aware towards green environment because of the vast
media campaigns against global warming and other
environmental issues. people are more aware towards
environmental issues like pollution, damage of ozone
layer,water pollution andenvironmental clothing issues
like (Nylon and polyester, rayon, cotton,wool and
manufacturing issues) [8]. As a result of this, customers
prefer to choose those products which are more
environmentally protected. Customers realize that, this is
not only the duty of government institutions but also
the reponsibility of citizen’s to protect environment [9].
Green customers always choose those products which are
healthy, cause no damage to environment, such as wear
the clothes which are not made by artificial fibres to
control environmental issues [10].

It is necessary for marketers to understand the
behaviour of customer, buying pattern, especially
those  organizations which are working as
environmental friendly organizations. For this, Theory
of Planned Behavior states that, higher a person engages
in some particular behavior, the more actually he is
engage in it [8].

Majority of the researchers conducted research in
industrialized countries upon ‘Green Purchase Intention’
[11]. But the findings repeatedly dispute with each other
[12]. Since the green purchase behavior of customers may
be different under different cultures, social and
demographic context.

This study proposes, there is significant effect of
Price and Quality of product on buying behavior of
customers. And this help marketers to determine how to
develop marketing communication regarding the
environment related products and services in developing
countries.

Therefore the purpose of the study is to know the
behavior of customers towards green purchasing, how
much they are conscious to buy those products which are
less harmful and how does the perceived quality and price
of green product affects the customer buying decision.

The main objectives of this research are:

* To measure the awareness level of customers
towards environmental knowledge and environmental
concern.

*« To provide customers with better product price and
quality in order to drive them towards green purchase
intention.

*  To build company’s green image in order to motivate
customers towards green purchase intention.

This particular study will help the managers of
clothing industry to formulate their effective green
marketing  strategies  based upon  consumer’s
environmental concern level, environmental knowledge,
by especially focusing on their organizational green
image.

Literature Review: Green purchase intention is basically
a concept in which customers buy eco friendly products
and prefer to buy these products than other traditional
products. They are more willing to buy those products
which are less harmful for environment. The Green
Purchase intention relates with the Green Purchase
behavior meaning the intention of customers towards eco
friendly products positively affects their behavior towards
eco friendly product [13].

Studies conducted in China and America, specifically
targeting customers of Los Angeles and Shanghai cities,
determined the unbalanced effect green purchase
intention and green purchase behavior. Therefore further
attention is essential towards this area [14].

Environmental concern is the degree to which people
are aware towards environmental problems and their
personal contribution regarding the solution to the
problem. The extent to which are concerned to choose the
eco friendly products and solve the problems related to
environment [15]. People found genuinely environmental
problems through purchase of green products.

Environmental knowledge is the knowledge of
environmental positive and negative aspects. Knowledge
regarding protection of natural world for example land,
sea, air plants and animals [16]. The knowledge and
solution of the environmental problem and customer
behavior about environmental knowledge is another
factor.

Organizational Green Image: With the maintenance of
profit, a good organization should also take part in
environmental activities and also strict check and balance
upon manufacturing activities. In other words “it’s
necessary to fulfill the needs of present world and but
with no need to compromise for future generation” [17].

Relationship Between EC and GPI: There are many
organizations which do not meet the environmental
values and as a result lose their credibility since now
customers are more aware and worried about
environmental problems [9]. At present, environmental
issues are most dominating problem for organizational
management so the managers have to increase
environmental protection in order to meet the customers’
expectations about environmental issues.
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According to Laskova [18], people who are more
active towards environmental issues and are highly
concerned about environment show positive attitude
towards natural problems. On the other hand, those who
are inactive and think of themselves ineffective, show
negative attitude and are generally less concerned about
the environmental problems. This argument is further
discussed in the research of Kim and Choi [19], where
there is a positive relationship between environmental
concern and customer purchase intention.

The importance of customers green purchase
behavior depends upon the environmental concern and
other related variables. And the behaviors of customers
who purchase eco friendly products are different from
other non purchasing eco friendly products [20].

Relationship Between EK and GPI: It is defined in many
researches that customers prefer to buy those products
which are more environmental friendly and less harmful to
natural environment. The customers specified that there
is very less marketing, related to the environmental
friendly products. Therefore it’s the duty of marketers to
start campaigns related to environmental friendly
products in order to sell green products in a better way.

Manrai and Lascu D [21] stated that there is a direct
relationship between green purchase intention and
environmental knowledge. In other words, both variables
have positive relationship with each other.

Relationship Between OGI and GPI: According to
different theories, there is competitive advantage between
green purchase strategies and concerns [22]. Another
theory represented related to business and environmental
issues no contradiction between goals and business and
goals of environmental issues [23]. Different philosophers
said that those issues should be controlled which stops
consumers to being socially responsible [24].

Moderating Variable of Price and Quality: According to
the study which is conducted by Polonsky [25],
customers now are more aware towards green marketing
and they know their moral and ethical values and also
comprehended the values and ethics of organizations. So
it is the responsibility of the organizations to save the
environment from all disasters like water pollution, air
pollutions, land pollution and environmental problems
related to clothing. But the customers transfer the
responsibility upon environmental friendly institutes and
organizations. They don’t take active part to solve the
natural problems and take this issue lightly. That’s why
‘green purchasing’ is not completely inspiring all the
customers [5].

Fraj and Martinez [9] debated that common
people have enough knowledge about envirnmental
issues and prefer to choose eco friendly products than
traditional products; but still it has not become their
habit. But on the other hand Gan and Ozanne [26]
argued that, it is not necessary that the customers
who are more concerned with the environment, buy
environmental friendly products. They may buy those
products which are not eco friendly, yet popular. This
statement indicated that the customer purchase decision
still depends upon price, quality and brand name of the
product.

Unfortunately there is a wrong perception of people
about eco friendly products; that these products are of
high price and low quality. For instance, customers
choose those chothes which are made up of artificial fibre
or polyester that causes harm to the environment.
Therefore expecting customers to buy environmentally
safe products with better quality and sufficient price is
unreasonable [27].

All together the researchers reccomented that, the
customers who are more involved towards environment
and work for the betterment of environment, prefer to
purchase environmental friendly products more [28]. So it
is clear that, customers closer to the nature have brighter
chances of buying eco-friendly products.

Theoratical Frame Work: This research is actually
conducted to explore the overall impact of customers
purchase intention, their environmental knowledge and
how much they are concern with natural environment with
the prospective of clothing industry. And also try to
explore the impact of products price and quality on
consumer purchase intention. Different researchers
perceive, customers purchase behavior in different ways.

According to different researches, the customers that
are more environmentally conscious shall be highly
inclined towards purchase of green products, if offered a
competitive price and superior quality relative to non-
green products.

So to collect data for the required information, the
questionnaire survey is preferred as a tool of survey. The
reason of choosing the questionnaire survey is that, the
other studies conducted by different researcher also use
the same technique to collect the required information.
Some other benefits are also related with survey
technique are, less cost because there is no cost to fill the
questionnaire by participants and also a very low cost of
printing. The respondents can take their time to solve the
questionnaire, that helps the participants to fully
understand the questionnaire and there is very minimal
interference of researcher.
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Hypothesis Development: This particular study defines
the relationship between predictor and criterion variables
i.e. Green Purchase Intention, Environmental Concern,
Organizational Green Image and Environmental
Knowledge. There is another moderating variable in the
study which also influences other variables i.e. Perceived
Product Price and Quality. On the basis of the relationship
among these variables, following hypothesis has been
developed:

H1: There is a positive relationship between organization
green image and green purchase intention.

H2: There is a positive relationship between
environmental knowledge and green purchase intention.

H3: There is a positive relationship between
environmental concern and green purchase intention.

H4: The organizational green image towards the
environment on consumer green purchase intention is
moderated by perceived product price and quality.

HS: The environmental concern towards the environment
on consumer green purchase intention is moderated by
perceived product price and quality.

H6: The environmental knowledge towards the
environment on consumer green purchase intention is
moderated by perceived product price and quality.
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H7: There is a positive relationship between perceived
product price and quality and green purchase intention.

Research Methodology: The research model for this
particular study is quantitative in nature with
positivism research philosophy whereas the research
approach used in this study is deductive.
Combination of primary and secondary data is
used. Primary data is collected through survey
methodology and secondary data is collected by the
literature review.

Data Collection Methods: Survey research methodology
is specifically used for the data collection for this
particular study and students of Southern Punjab are
taken as population using the convenient sample of 130
students.

Systematic Probability Random Sampling Technique
was used in data collection due to time constraints. This
technique is also applied because there is equal chance of
accuracy of each member from the population. The reason
for choosing a small sample size is also the limitation of
time. The research instrument for data collection was
‘questionnaire’.

Operationalization of Variables: The research model in
this particular study has been adapted from previous
studies. The construct and items on which the
questionnaire is based are operationalised in the table
given below:
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Srno Variables Items Operational Definition Scale
1. Green purchase “S-point
Intention Environmental friendly products Products which do not harm the environment in any negative way Likert Scale”

Positive attitude

Customers having favorable opinion regarding environmental

friendly products

Less polluting products

Switching

Ingredients labels

Preference of eco friendly products
Buy eco friendly products

Expensive products

Those products which are less harmful for environment
Moving towards eco friendly products

Labels on which ingredients used in the products are written
Value given by the customers to eco friendly products
Purchasing of green products

Those products which are expensive than non eco friendly products

2. Organizational
Green Image Safety measures

Impact of products on environment

High standards

Environmental records

Provide eco friendly products

to the customers

How to use a product safely

“S-point
Likert Scale”

How a product effects environment
High ethical standards followed by the companies

Track records of products towards environment

Providence of non harmful products

Staff Employees of organization and they should be treated fairly

Charity and social causes

Activities for the benefit of society

3. Perceived product Preference towards expensive

price and quality eco friendly products

The value given by customers to purchase these products

“5-point
Likert Scale”

Low quality Minimization of quality in the product
4. Environmental “5-point
Knowledge Recycling The process of reformulation LikertScale”
Reduction of wastes Process of minimizing waste products
Educated Knowledge of customers towards eco friendly products
Phrases written on the products Information regarding the products
5. Environmental “5-point
Concern Environmental protection Safety of the environment Likert Scale”

Media

Protection for next generation
Importance

Exaggerated

Issues regarding environment
Western idea

Other serious problems

National resources

An industry which portrays different issues
Safety of environment for future generations
Value given to environment

To tell something extraordinary

Problems that are faced by environment
Thing of Europeans

Some other big issues related to the society

Capital of a country

Data Analysis Methods: Since the hypothesis of the
particular study are relational/associational in nature
therefore, the data analysis methods used in the study are
corelational and regression analysis. The data was
analysed in SPSS software version 16" which is a popular
statistical software.

Reliability of Instrument: The main objective is to
know weather the items are measuring the same
what thay actually have to measure.the value of

Cronbach Alpha should be
0.7 for acceptabiltiy. In comparison to other
etimates Cronbach’s Alpha is easy to wuse, that’s
why I use Cronbach’s Alpha to measure reliability.
In this study Cronbach Alpha value for Green
Purchase Intention is 0.736, value for Organizational
Green Image is 0.782, value for Product Price and Quality
is 0.66, value for environmental knwoledge and concern is
0.887. Therefore, it is proved that measuring constructs
are reliable.

upto or greater than
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Correlation Analysis: Basically the association between
two or more variables is measured by the correlation
technique. That’s why if there is any change observed in
one variable there may also some changes occur in other
variable as well and if this happens it means there is
correlation among these variables. The relationships
between variables are significant, if the value of ‘t’ is
approximately or equal to -1 or 1. The relationship
between variables may be negative or positive. But if the
value is zero it means that there is no relationship exists
between the variables. If the p-value is equal to or less
then 0.01, then the correlation is significant. The following
table 1 shows the correlation analysis of variables. From
the above correlation analysis, it can be clearly observed
that there is a positive but moderate association between
Green Purchase Intention and Organizational Green
Image(r= 0.536, p-value=0.000). Similarly, there is strong
association between GPI and EC (r=0.906). The
association between GPI and EK is also strong (r=0.847,
p-value=0.000). In the same way, there is moderate
association between GPI and PPPQ (r= 0.419, p-
value=0.000). Similarly there is moderate association
between OGI and GPI (1=0.536, p-value=0.000). From the
above correlation analysis, it has been proved that there
is a positive association among variables and hypothesis
H1, H2, H3 and H7 have been proved correctly. To further
check the validity of hypothesis, regression analysis has
been performed. 4.6. Regression Analysis of variables.

Table 1: Correlation Analysis of Variables

The process of forecasting the relationship between
two or more variables is called Regression. This analysis
is performed to check the percentage change in
dependent variable due to the change in independent
variable. Following table 2 shows the regression analysis
of variables.

Regression Analysis: The above table shows the
regression analysis of independent variables. It can be
observed that the change in independent variable of
environmental knowledge causes 73.4% change in
dependent variable of green purchase intention.
Similarly change in independent variable of environmental
concern causes 68.4% change in dependent variable. In
the same way, the change in independent variable of
environmental green image causes 38% change in
dependent variable. Similarly, change in independent
variable of product price and quality causes a 38% change
in green purchase intentions. Among all predictor
variables, environmental knowledge is observed to have
the highest degree of change in the criterion variable.
Therefore all hypotheses H1, H2, H3 and H7 are hence
proved true.

Hierarchal Regression Analysis for Moderating
Variable: The following table 3 shows the hierarchal
regression analysis of moderating variable of perceived
product price and quality.

Mean S.D. GPI OGI EC EK PP and Q
(GPI) 3.8529 0.445 1
(OGI) 4.008 0.3461 0.536%* 1
(EC) 4.2436 0.590 0.906%** 0.538** 1
(EK) 4.2385 0.514 0.847%* 0.507** 0.966 1
(PPP and Q) 4.1808 0.658 0.419%** 0.440%** 0.391%** 0.364** 1

** Correlation is significant at 0.01 levels (2-tailed).

Where, GPI= Green purchase intentions, OGI=Organizational green image, EC=Environmental concern, EK=Environmental knowledge, PP and Q=

Product price and quality

Table 2: Regression Analysis

Green Purchase Intentions

Predictors AR? B

Product price and quality 0.170 0.284**
Environmental knowledge 0.715 0.734%*
Environmental Concern 0.819 0.684**
Organizational Green Image 0.282 0.380%*

**p<,001, *p<.10
AR?is the net variance explained by predictor in outcomes

[ is the regression estimate
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Table 3: Hierarchal Analysis for moderating variable

Model 1 Beta T Sig. Adjusted R -Square Change R-square
OGI 0.380 7.187 0.000 0.282 0.288
PPP and Q 0.238 5.093 0.000 0.399 0.121
PPP and Q*OGI -0.015 -0.209 0.835 0.395 0.000
Model 2

EC 0.684 24.174 0.000 0.819 0.820
PPP and Q 0.052 1.924 0.057 0.823 0.005
PPP and Q*EC 0.009 0.220 0.826 0.821 0.000
Model 3

EK 0.734 18.015 0.000 0.715 0.717
PPP and Q 0.087 2.600 0.010 0.727 0.014
PPP and Q*EK 0.032 0.593 0.554 0.762 0.001

In order to test the moderating impact of PP and Q
upon OGI and GPI, EC and GPI and EK and GPI, three-step
hierarchal regression analysis was used as suggested by
previous studies.

The model 1 explains 28.8% variance in GPI by OGI
(p<0.05), 12.1% variance in GPI by PPP and Q at (p<0.05)
and interaction term (PPP and Q*OGI) does not cause any
variance since the results are not significant (p>0.05).

Therefore the PPP and Q does not moderate the
relationship of predictor (OGI) and criterion variable (GPI).
Or in other words, there is no influence of the moderating
variable upon the relationship of independent and
dependant variable. Hence hypothesis H4 is proved false.

The model 2 explains 82% variance in GPI by EC, the
PPP and Q and interaction term (PPP and Q*EC) do not
cause any variance since both the results are not
significant (p>0.05). Therefore the PPP and Q does not
moderate the relationship of predictor (EC) and criterion
variable (GPI). Or in other words, there is no influence of
the moderating variable upon the relationship of
independent and dependant variable. Hence hypothesis
HS5 is proved false.

The model 3 explains 71.7% variance in GPI by EK
(p<0.05), 1.4% variance caused by PPP and Q upon GPI
(p<0.05) and the interaction term (PPP and Q*EK) do not
cause any variance since the result is not significant
(p>0.05). Therefore the PPP and Q does not moderate the
relationship of predictor (EK) and criterion variable (GPI).
Or in other words, there is no influence of the moderating
variable upon the relationship of independent and
dependant variable. Hence hypothesis H6 is proved false.

RESULTS AND CONCLUSIONS

The results from tables 1 and 2 clearly show that
there is positive and significant association between
dependent variable of Green Purchase Intention and

independent variables of Organizational Green Image,
Environmental knowledge and Environmental Concern
where as Product Price and Quality does not have any
moderating effect upon the relationship of independent
and dependant variables. Therefore, the hypothesis HI,
H2, H3 and H7 are accepted; whereas hypotheses H4, HS
and H6 are proved false as results exhibited in table 3.
Another significant finding of this particular study is that
there is more impact of Environmental Knowledge and
Environmental Concern upon Green Purchase Intention
than other independent variable which highlights the fact
that there is more impact of EC and EK over Green
Purchase Intention in the case of clothing industry of
Pakistan.

From the findings and results it has been concluded
that Green Purchase Intention 1is generated by
Environmental Knowledge and Concern. So, when the
level of Environmental Knowledge and Environmental
Concern is increased then it will lead towards Green
Purchase Intentions.

The clothing brands in Pakistan should identify the
customer’s concerns and knowledge towards green
purchasing and should provide them with superior quality
and reasonable prices of clothing brands. The companies
should invest in developing organizational green image as
well as aware the customers about environmental
knowledge and concerns.

It also has been found that company’s green image
is a driver towards environmental knowledge which
further drives towards environmental concern. So
developing and maintaining organizational green image is
crucial at this stage. Clothing industry of Pakistan is also
introducing new products and the level of competition is
also increasing, therefore in such a situation customers do
not compromise on product price and quality. Therefore,
it is essential for the organizations to deliver high
standard quality products as well as aware their
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customers about green purchasing in order to increase
their revenues and satisfy the consumer environmental
consciousness.

Limitations and Future Direction of Study: Due to limited
time and resources, the research is only conducted in only
Sahiwal city of Southern Punjab. It only covers the
educational area of city Sahiwal. Therefore the results of
this survey may not be generalized to the whole
population of Pakistan. Taking in view this limitation, it is
recommended that, further researches focused onto the
impact of factors influencing purchase intention towards
green products must cover the broader demographic area
for surveying respondents.

Other limitation is that, this research only undertake
the younger generation for survey. People from other age
groups such as middle age, senior citizens might be
interested to purchase green products.

Furthermore, this research  observes three
independent and one moderating variable influence upon
consumer purchase intention. There may several other
variables influencing green purchase intention of
consumers; which are ignored in this study. Hence future
studies must contemplate other variables and broader
demographic area as a base element to measure the impact
upon consumers green purchase intentions.

REFERENCES

1. Lakshmi, C., (n.d.). http://www.fibre2fashion.com/.
Retrieved  from  http://www.fibre2fashion.com/
industry-article/textile-industry-articles/impact-of-
textiles-and-clothing-industry-on-environment/
impact-of-textiles-and-clothing-industry-on-
environmentl.asp.

2. Dembkowski, S.L., 1994. The environmental
attitude-system model: a framework to guide the
understanding of  environmentally
consumer behavior. Journal of
Management, 10(7): 593-603.

3. Eric, O.G., 2008. "Creating an enterprise-level “green”
strategy". Journal of Business Strategy, 2(29): 22-30.

4. Roberts, AJ. and D.R. Straughan, 1999.
“Environmental segmentation alternatives: a look at
green consumer behavior in the new millennium”.
Journal of Consumer Marketing, 6(16): 558-575.

5. Lampe, M. and G. Gazdat, 1995. “Green Marketing in
Europe and the United States: an Evolving Business
and Society Interface”. International Business
Review, 4(3): 295-312.

conscious
Marketing

6.

10.

11.

12.

13.

14.

15.

16.

17.

18.

1378

2 1371-1379, 2013

Grant, J., 2008. “Viewpoint Green Marketing”,.
Emerald Group Publishing Limited-Strateric Direction,
6(24): 25-27.

Jain, S.K., 2004. Green marketing: An Indian
perspective”. Decision, 2(31): 18-31.

Kalafatis, P.S., M. Pollard and H.M. Tsogas, 1999.
“Green marketing and Ajzen’s theory of planned
behavior: a cross-market examination”. Journal of
Consumer Marketing, 5(16): 441-460.

Fraj, E. and E. Martinez, 2006. Ecological
consumer behaviour: an empirical analysis.
International Journal of Consumer Studies,
pp: 26-34.

Finisterra do Pago, M.A. and B.M. Raposo, 2008.
“Determining the characteristics to profile the
“green” consumer: an exploratory approach”.
Int. Rev Public Nonprofit Mark, 5: 129-140.

Bleda, M. and M. Valente, 2008. "Graded eco-labels:
a demand-oriented approach to reduce pollution".
Technological Forecasting and Social Change,
pp: 13.

Nabsiah, A.W. and R. Elham, 2011. Investigation of
green marketing tools' effect on consumers' purchase
behavior". Business Strategy Series, 2(12): 73-83.
Beckford, L.C., C. Jacobs and R. Nahdee, 2010.
“Aboriginal Environmental Wisdom, Stewardship
and Sustainability: Lessons From the Walpole Island
First Nations, Ontario, Canada”. The journal of
environmental education, pp: 239-248.

Chan, R.K. and L.Y. Lau, 2002. Explaining Green
Purchasing Behavior. Journal
Consumer Marketing, 2(14): 9- 40.
Dunlap, R. and R. Jones, 2002.
Environmental Conceptual and
measurement issues. In Handbook of environmental
sociology, ed. R. Dunlap and W. Michelson. London:
Green Wood.

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

Anderson, D.R., 2006. “The critical importance of
sustainability risk management”, Risk Management,

of International

concern:

53(4).
Laskova, A., 2007. “Perceived Consumer
Effectiveness and Environmental Concerns”.

Proceedings of the 13" Asia Pacific Management
Conference, Melbourne, Australia, pp: 206-209.



19.

20.

21.

22.

23.

24.

World Appl. Sci. J., 26 (10): 1371-1379, 2013

Kim, Y. and M.S. Choi, 2005. Antecedents of Green
Purchase Behavior: An Examination of Collectivism,

Environmental Concern and PCE. Advances in

Consumer Research, 32: 592-599.

Mostafa, M.M., 2007. “A Hierarchical Analysis of the
Green Consciousness of the Egyptian Consumer”.
Psychology and Marketing, pp: 445-473.

Manrai, A.L. and D.N. Lascu, 1997. How Green-Claim
Strength and Country Disposition Affect Product
Evaluation and Company Image. Psychology and
Marketing, 14: 511-537.

Engardio, P., 2007. “Beyond the green corporation”.
Business Week, pp: 50-64.

Hawken, P., A. Lovins and L.H. Lovins, 1999.
“Natural capitalism”. New York: Little, Brown and
Company.

Astous, A.D. and A.L. 2009.
“Understanding Consumers’ Ethical Justifications:
A Scale for Appraising Consumers’ Reasons for Not
Behaving Ethically”. Journal of Business Ethics,
87: 255-268.

Legendre,

25.

27.

28.

1379

26.

Polonsky, M.J., 1994. “An Introduction to Green
Marketing”. Electronic Green Journal, pp: 1-10.
Gan, C. and L.E. Ozanne, 2008.
“Consumers’ purchasing behavior towards green
products in New Zealand”. Innovative Marketing,
pp: 93-102.

D’Souza, C., M. Taghian and P. Lamb, 2006.
“An study the
of labels  on
Corporate Communications An International Journal,
pp: 162-173.

Schuhwerk, M.E. and R. Lefkokk-Hagius, 1995.
“Green of non-green? Does type of appeal matter

empirical on influence

environmental consumers”.

when advertising a green product?”. Journal of

Advertising., 24: 45-54.



