
Journal of Sociological Research  

ISSN 1948-5468 

2016, Vol. 7, No. 1 

 105 

Integrated Model for Understanding and Enhancing 

Green Purchase Behavioral Intention: 

Directions for Future Research 

Velnampy T. 

Professor, Faculty of Management Studies and Commerce 

University of Jaffna, Sri Lanka 

Email: tvnampy@yahoo.co.in 

 

Achchuthan Sivapalan (Corresponding author) 

M. Phil Scholar, Faculty of Graduate Studies 

University of Jaffna, Sri Lanka 

Email: achchu2009@gmail.com 

 

Received: April 12, 2016  Accepted: May 24, 2016  Published: June 27, 2016 

doi:10.5296/jsr.v7i1.9541  URL: http://dx.doi.org/10.5296/jsr.v7i1.9541   

 

Abstract 

Environmental management and protection take prominent place in the globe, where 

environmental pollution already stressed the bio – diversity. In Globalized level, policy 

makers, marketers and general public also pronounce environmental protection and its 

benefits. In line with above arguments, green marketing was selected as theme to ground the 

research. In the green marketing paradigm, green consumerism was selected as the main 

theme. In line with above facts, the integrated conceptual model was developed to predict the 

purchase intention and behavior towards green products. Altogether, seven antecedents as 

environmental attitude, environmental concern, perceived consumer effectiveness, health 

consciousness, social influence, media influence and perceived government initiatives were 

incorporated in to the proposed model. Therefore, the proposed model is considered as the 

comprehensive one to predict the intention towards green products. Further, this model can be 

applied in globalized level among consumers to predict the purchase intention and behavior 

towards green products. 

Keywords: Green Consumerism, Green Purchase Intention and Integrated Model 
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1. Introduction 

Resources are limited and human wants are unlimited in the planet. Therefore, it is important 

for the marketers to utilize the resources effectively and efficiently without having waste as 

well as to achieve the organizational objectives (Chan & Lau, 2000;Kim & Choi, 2005; 

Peattie& Cane, 2005 and Lee, 2008). In this context, green marketing and its influence on 

buyer behavior have the strategic role in the green consumerism. Based on the criteria, there 

is a paucity of research on the green issues in the marketing research and its practices. In 

recent years, the topic of green consumerism with sustainability has been captured and 

initiated by researchers and practitioners with unprecedented attention in both developed and 

emerging countries. 

Today, environmental issues are viewed as the pressing problems among many consumers, 

policy makers, environmentalists, government and non-government bodies. In this aspect, the 

practice of green marketing and the theme as “Going green” are extending to the globalized 

level, where environmental threats are damaging the welfare of the society and citizens 

(Samarasinghe, 2012 a). In the globalized context, emerging countries started to initiate the 

environmental issues as the major concern in the recent decade. Meantime, their environment 

quality legs far behind when compared to the developed countries. Further, Johri and 

Sahasakmontri (1998) and Lee (2008) note that, government policies and business strategies 

in many Asian countries are being reshaped to give more consideration for long-term 

sustainable development including environmental protection. In the supportive view, 

Samarasinghe (2012 a) documents that developing countries‟ recent trend with regard to 

environmental issues are in the green awakening stage. Environmental forum on „greening 

the economy‟ and the environmental education programs for every levels of the countries 

have been initiated by the governmental bodies. Further, counties in Asia aspire to motivate 

people to choose healthy/organic food products, reduce pollution through new regulations 

and environmentally safe consumption as less carbon emission. 

Based on the overall picture of the green issues and its trend in Asian and South Asian 

countries, empirical study on green consumerism is much needed to get the new cues on the 

subject of the green purchase intention and behavior. Due to that, this study is directed to 

assess the green purchase intention. In this stance, young consumers are selected as the 

potential respondents, who have tremendous knowledge about green management and 

marketing as the new emerging concept. young consumers who are innovative, dynamic, 

smart, daring, efficient, determined, modern and employable or in one word, back bone of the 

nations and, they have the future potential to influence in policy making and its practices with 

regard to socio, economic, politic & legal and environmental aspects. In line with above 

mentioned statements, this is the time to empirically assess the green purchase intention 

among young consumers. The findings or understandings of the study aid to enhance the 

green marketing culture among young consumers. Based on the overall underpinned reasons, 

there is an urgent need to develop the comprehensive model for green purchase behavioral 

intention among young consumers especially in Asian region to predict the intention towards 

preference of green products. Researchers in this study strongly believe that, strong intention 

lead to behavior perfectly. In contrast, study findings reveal some interesting aspects that 
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green consumer behavior is not influenced by the intention, in other words, green purchase 

intention doesn‟t provide the path for behavior due to the difficulties in terms of individuality, 

responsibility and practicality ( Ohtomo & Hirose , 2007). In this context, researchers in this 

study attempted to develop the comprehensive model to predict the green purchase intention 

by incorporating the unique factors through Theories and Models in the green consumerism. 

Integrating unique dimensions might predict the green purchase intention strongly, which in 

turn lead behavior. In this way, gap between green purchase intention and behavior might be 

resolved by incorporating the above unique factors as the potential determinates of green 

purchase intention.      

2. Theoretical Background: Underpinning Theories of Green Purchase Intention 

This section is directed towards theories and approaches of the green marketing, consumer 

behavior and green purchase intention & behavior, which give basic direction to construct the 

model for the study. Importantly, this part explicates 1) Green Marketing Strategy: Stake 

holder theory Perspective, which initiates the research problem on the ground of holistic 

approach. Under the stakeholder theory, consumers, competitors, government and NGOs, 

investors, supply chain partners, employees and society are concentrated and studied 

systematically. 2) Model of Consumer Behavior, which is investigated in the light of 

marketing environment, buyers‟ characteristics and buyers‟ decision process to understand the 

consumerism. 3) Theory of Reasoned Action and Planned Behavior, which is aimed at 

explaining the value – attitude- intention – behavior relationship especially in green 

marketing concept with respect to consumer behavioral research. Further, Theory of Planned 

Behavior elucidates the facts that, high accuracy from attitudes toward the behavior, 

subjective norms and perceived behavioral control able to predict the intentions to perform 

behaviors of different kinds; and these intentions together with perceptions of behavioral 

control account for considerable variance in actual behavior. 4)  Finally, Altruism and 

Pro-Social Behavioral Theory is utilized to explicate the facts that personal norms are a key 

determinant that bridges the value action gap as a moral obligation go beyond the behavioral 

intention and activates the actual behavior.  

2.1. Green Marketing Strategy: Stake holder Perspective 

According to the stake holder theory, organizations should conduct the business beyond the 

base consideration of only making a profit. In this way, while executives and board of 

directors take the decision, they should consider the needs of divergent groups of relevant 

stakeholders as consumers, competitors, government and NGOs, investors, supply chain 

partners, employees and society (Freeman, 1984). And theory also suggests that, benefits 

concerning firm performance (Return on Investment and Assets), Market Performance 

(Market Share and growth), social (Community development and welfare) and environment 

(eco-friendly) should be strategically framed and implemented successfully especially in the 

hypercompetitive environment by every organizations. To be consistent with this scenario, 

Cronin et al. (2011) develop the model, which is represented as green marketing strategy in 

the stake holder theory, and gives the potential research opportunities to the marketing 

scholars concerning green performance, green strategies and green consumerism. 
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Based on the model, three concepts in the management as marketing, business management 

and operation are considered and focused to identify the facts, which are related to green 

issues.  In this context, researchers recommend the potential research areas as green 

performance, green issues in supply chain management, green alliances, green issues in the 

production process and also green purchase behavior to investigate the green marketing as the 

strategic tool. Further, investigated model identifies both internal and external components to 

focalize the relevant reviews, which are related to the management, marketing and operation. 

In addition, the internal components of the model is developed to demonstrate the 

inter-connected nature of the core business disciplines of marketing, management (both 

strategy and human resources), and operations, which can be directly controlled by the firms. 

Meanwhile, the external portion highlights all the relevant stakeholders as customers, 

investors, suppliers, government and non-government, which can‟t be controlled directly by 

the firms. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 01: Green Marketing Strategy: Stake holder Perspective 

Source: Cronin et al. (2011), Green Marketing Strategy: Stake holder Perspective 
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2.2. Consumer Behavior: Theory of Consumer Behavior in Marketing Domain  

Stake holder theory covers and investigates the parties, who are interested with particular 

organization. Stake holder theory is broad in theoretical and practical scenario. Even though, 

it highlights that customers in the interested parties should be considered as the key element 

in the business activities and its success. Further, customers or consumers are also considered 

and recognized as the most valuable assets in the world of marketing.  

Marketing should identify and satisfy the target customers‟ needs and wants. Due to that, the 

field of consumer behavior takes the important place among scholars and industrialists to 

study how individuals, groups and organizations select, buy, use and dispose of goods, 

services, ideas or experiences to satisfy their needs and desires.  Understanding consumer 

behavior is complex, it depends on various factors as (1) Marketing Stimuli (Product, price, 

place and promotion), (2) Other Stimuli (Economic, Technological, Political and 

Environmental factors), (3) Personal and psychological factors of buyers (Personality, 

Learning, Motivation etc). Those factors directly and indirectly influence the buyer decision 

making process (Kotler& Armstrong, 2013).  

Based on the aforementioned view points, this study investigates the factors influencing on 

purchase behavioral intention in the light of green consumerism. Studies on green 

consumerism differ from general consumerism.  Generally, cost and benefits of the products 

and services are assessed by consumers. Individual benefits are considered as the key fact, 

while, cost also is associated with benefits to measure the customer value creation. In contrast, 

both individual and social benefits relating to environmental concern & attitude, nature & its 

future and resource allocation are renowned as the key elements in the green consumerism 

( Kotler & Keller, 2006 and McCarty & Shrum, 2001). In line with this, green purchase 

behavioral intention is investigated in this study, which gives the different path or direction to 

focus on the social benefits and long term sustainability through the green consumerism.  

2.3. Green Purchase Intention and Underpinning Theories   

Especially in the motivational factor, intention is considered as the powerful predictor to 

influence the behavior ultimately. It means that, how hard people try to put the effort to 

perform the behavior. In other words, how much of an effort people are planning to exercise 

or how hard people are willing to perform the behavior. Based on the Ajzen (1991), the 

people who have the strong intention, they are more likely to perform their behavior. It means 

that strong intention leads to the behavior favorably. In this aspect, when customers show the 

strong intention toward the green product, they are more likely transcended to perform the 

actual purchase.  

Environmental awareness among consumers becomes the major topic, which pledges the 

scholars and researchers to focalize the research on green purchase intention and behavior. In 

line with this, the theories like the Theory of Reasoned Action (TRA), Theory of Planned 

Behavior (TPB) and Altruism & Pro-Social Behavior Theories are utilized by the researchers 

in the field of green consumerism to investigate the green purchase intention (Chan , 2001;  

Moe , 2007 and  Samarasinghe, 2012 b).  
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2.3.1 Theory of Planned Behavior (TPB) 

In 1991, Ajzen framed the Theory of Planned Behavior as the extended model, which was 

developed as the extension of the theory of reasoned action. Theory explains that high 

accuracy from attitudes toward the behavior, subjective norms and perceived behavioral 

control able to predict the intentions to perform behaviors of different kinds; and these 

intentions, together with perceptions of behavioral control, account for considerable variance 

in actual behavior 

The Theory of Planned Behavior (Ajzen, 1991) presents intention dependent upon three 

factors: (1) The individual‟s attitude toward the behavior (2) Subjective norm and (3) 

Perceived behavioral control. 

 

 

 

 

 

 

 

 

 

 

 

Figure 02: Theory of Planned Behavior 

Source:  Ajzen (1991), Theory of Planned Behavior 
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Perceived Behavior Control 

Perceived behavior control reflects the perceived ability to execute target behavior 

(Ajzen,1991). It relates to an individual‟s perception on the degree of easiness and difficulties 

in performing such behavior, and it is assumed to reflect past experience as well as 

anticipated obstacles (Ajzen& Driver, 1992).  This construct is affected by perceptions of 

access to necessary skills, resources and opportunities to perform the behavior. If an 

individual feels that he or she has control over the situational factors, he or she may develop 

the intention to perform the particular behavior. On the other hand, if an individual does not 

have control over the circumstances, he or she might have less intention to perform the 

particular behavior. Therefore, we can point that perceived behavior control influences 

intention to perform a behavior.  

Theory of Planned Behavior and Green Purchase Behavioral Intention 

Theory of Planned Behavior has been used in numerous studies in the consumer behavior 

towards green issues (Aertsens et al., 2009 and Arvola et al., 2008). In this way, based on 

thetheory of planned behavior, Moe (2007) focuses the study on sustainability, study defines 

the green purchase intention as “selectively choosing products with less environmental 

impact when purchasing goods”, which mean green consumer tend to purchase green product 

to reduce the harmful of environment. In addition, green purchase intention is defined as the 

probability and willingness of a person, which are directed to purchase the eco-friendly 

products over non green products in their purchase decisions. Further than, Beckford et al. 

(2010) explore that green purchase intention is a considerable predictor of purchase behavior 

towards green consumerism; it denotes that purchase intention is positively associated with 

the probability of a customer decision that he will buy green products. In the supportive way, 

Chan (2001) points that environmental concern is highly associated with intention which will 

lead to behavior towards green aspects finally. 

In contrast, study findings of Ohtomo and Hirose (2007) reveal some interesting aspects that 

green consumer behavior is not influenced by the intention, in other words, green purchase 

intention doesn‟t provide the path for behavior. A person hold the environmental concern and 

knowledge doesn‟t put the effort to purchase green products, which issues are called or 

named as value – action gap. It means that, although the customers show the intention to 

purchase the green product, but they are not in the position to perform the actual 

performance. 

In line with above arguments, researchers in this study attempted to develop the 

comprehensive model to predict the green purchase intention by incorporating the unique 

factors as environmental attitude, environmental concern, perceived consumer effectiveness, 

health consciousness, social influence, media influence and perceived government initiatives. 

Integrating those unique dimensions might predict the green purchase intention strongly, 

which in turn lead behavior. In this way, gap between green purchase intention and behavior 

might be resolved by incorporating the above unique factors as the potential determinates of 

green purchase intention.    
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2.4. Altruism and Pro-Social Behavior  

Models of altruism and pro-social behavior are considered as the prominent conceptual 

framework to discuss the pro environmental behavior. In which, “Pro-Social” is defined as 

“Voluntary intentional behavior that results in benefits for others, the motive is unspecified 

and may be positive, negative or both” (Eisenberg & Miller, 1987). In this view, altruism is a 

subset of pro-social behavior and scholars frame their models and assumptions based on 

theories of altruism claiming that altruism is as key feature for supporting pro-environmental 

behavior (Samarasinghe, 2012 b). Further, this theoretical framework has two assumptions: 1) 

Person with a strong selfish and competitive orientation are less likely to act pro 

environmental behavior (Pro-self); 2) People who satisfy their personal needs are more likely 

to act pro-environmental behavior, because they have more resources (time , money and 

energy) to care about bigger pro-environmental issues (Samarasinghe, 2012 b) . 

Under  the  Altruism  and  Pro-Social  Behavior  Theories,  two  models  as  

Norm Activation Theory of Altruistic Behavior” (Schwartz, 1977) and “Value-Beliefs- Norm 

Theory - VBN Theory (Stern, 2000) are discussed. 

2.4.1. Norm-Activation Theory of Altruistic Behavior 

Universal value system, which scrutinizes the behavior as a function of beliefs about the 

consequences of actions and norms about personal responsibility to undertake specific action 

in response is introduced in this theory (Schwartz, 1977). Activation of a “Personal Norm” is 

viewed as the important antecedent of pro environmental behavior. When the individual 

perceives that unfavorable event is occurred with individual well- beings, others well – 

beings and nature through environmental harmful event, norm‟s activation takes place. In 

which, personal norms is experienced and considered as the moral obligation to protect the 

environment form the environmental threats and polluting activities. Thus, theory explicates 

that the individual‟s general and environmental value orientations influence the personal 

norms. Awareness of consequences, awareness of needs, situational responsibility, efficacy, 

ability and denial of responsibility are the potential antecedents of personal norms.  
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Figure 03: Norm-Activation Theory of Altruistic Behavior 

Source:  Schwartz, 1977, Norm-Activation Theory of Altruistic Behavior 
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Figure 04: Value – Beliefs - Norm Theory - VBN Theory 

Source:  Stern (2000), Value – Beliefs - Norm Theory - VBN Theory 
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( Kollmuss & Agyeman, 2002; Kim & Choi, 2005; Jobber, 2007; Lee, 2008; Pickett-Baker & 

Ozaki, 2008; Mei et al., 2012; Kaufmann et al., 2012 and Wong et al., 2012). 

To this end, model constructed for this study is distinctive. It is based on established theories 

and models in line with green consumerism. Further, it provides a well-supported explanation 

for green purchase intention as the integrated model in the green consumerism. 

 

 

 

 

 

 

 

 

 

 

 

Figure 05: Integrated Model of Green purchase behavioral intention 
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3.2.3. Perceived Consumer Effectiveness (PCE) 

Perceived consumer effectiveness is the judgment of an individual about the way and the 

extent of the environmental effects of his or her behavior. Further, it differs from person to 

person, because of the dissimilarity in individuals‟ personal knowledge and life experience. 

Some people have thoughts that, their actions hold evolutionary results whereas others may 

have little confidence in their abilities to make any difference. In line with this, the 

relationship and influence between perceived consumer effectiveness and green purchase 

behavioral intention is documented and supported by previous Western and Asian empirical 

works (Ellen et al., 1991; Lee & Holden, 1999; Kim & Choi, 2005; Chen, 2007; Lee, 2008 

and Wong et al., 2012). 

3.2.4. Health Consciousness (HC) 

Health Consciousness assesses the readiness to undertake health actions. People who have 

health consciousness are aware and concerned about their wellness and motivated to improve 

and maintain their health, and quality of life to prevent illness by engaging in health 

behaviors (Newsom et al.2005). In line with this, consumers may have health consciousness 

and may be ready to do something good for their health and concern about their own health. 

In nutshell, a healthy lifestyle is generally characterized as a balanced life in which one 

makes the decisions towards healthy foods and activities. Furthermore, relationship between 

health consciousness and green purchase behavioral intention is documented positively 

(Rozin et al., 1999; Sacker et al., 2001; Tarkianen & Sundqvist, 2005 and Wong et al., 2012).  

3.2.5. Social Influence and Media influence (SI) & (MI) 

Social norm is whether an action should or should not be performed by respondent in a 

referents‟ point of view. Referents could be parents, friends, neighbors, relations etc 

( Kalafatiset al., 1999). Social influence is derived from the concept as subjective norm in the 

Theory of planned behavior. It denotes to the perceived social pressure to perform or not to 

perform the behavior. In addition, mass media and social networks also influence the 

consumer behavior. Several studies have been conducted on the theme that social influence is 

the significant predictor variable of green behavioral intention. And, the relationship between 

those variable are proved and documented in the Western and South Asian literature (De 

Leon & Fuqua, 1995; Lee, 2008; Baker & Ozaki, 2008 and Wong et al., 2012).  

3.2.6. Perceived Government Initiatives (PGI) 

People‟s perception towards initiative action taken by the national government or the support 

given by the national government towards sustainable development and environmental 

protection is referred as perceived government initiatives in the light of green issues 

(Diekmeyer, 2008). Governments should initiate and promote sustainable events to the 

community to bring about sustainability awareness to the people (Mei et al., 2012). In line 

with this, Punitha & Rahman (2011) document that government‟s role is another predictor of 

green purchasing behavior. However, both researchers stress that consumers believe that 

government should play an important role in building green purchasing. 
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4. Discussion and Conclusion  

In this research work, Green Marketing Strategy: Stake holder theory Perspective (Cronin et 

al. 2011), Model of Consumer Behavior (Kotler & Armstrong, 2013), Theory of Reasoned 

Action and Planned Behavior (Ajzen, 1991), Norm-Activation Theory of Altruistic Behavior 

(Schwartz, 1977) and Value – Beliefs - Norm Theory (Stern, 2000) were reviewed 

systematically. Out of those theories, Theory of Planned Behavior underpins the conceptual 

model of this study. The TPB has been widely used in the general marketing literature to 

predict consumers‟ behavior based on their purchase intentions, as this seems to be the best 

measure of purchase behavior (Park et al. 2005). Also, the TPB can easily be adapted to suit 

various customer segments and research contexts (Smith et al. 2007; 2008) to provide 

meaningful practical implications. 

Along the line of above arguments, researchers have modified the TPB to explore green 

purchase intention. The proposed integrated model of green purchase intention encompassed 

seven factors as antecedents of green purchase intention. Those are environmental attitude, 

environmental concern, perceived consumer effectiveness, health consciousness, social 

influence, media influence and perceived government initiatives. Out of seven antecedents, 

two antecedents as environmental attitude, social influence were conceptualized with the aid 

of two dimensions in the TPB as attitude and subjective norm respectively. In addition to that, 

the important antecedent as “perceived consumer effectiveness” was constructed with help of 

the dimensions as “perceived behavioral control” in TPB and “Personal Norms “ in the  

Value – Beliefs - Norm Theory. In which, perceived control behavior denotes the individual‟ 

perceived ability to do the action, while personal norms indicates the feelings of a moral 

responsible to act. It implies that, consumer‟ perceived ability to protect the environment and 

feelings of a moral responsible to act as environmental friendly person tap the consumer mind 

to act as the effective consumer in green purchasing (Ellen et al., 1991 and Kim and Choi, 

2005) 

In addition to the three determinants as environmental attitude, social influence and perceived 

behavior control extracted form TPB, remaining four antecedents as environmental concern, 

health consciousness, media influence and perceived government initiatives were 

incorporated in the model.  As Suggested by, Kim and Choi (2005) and Lee (2008), 

Environmental concern was fused in to the model. Fundamental to environmental research is 

an individual‟s concern for the environment. Environmental concern denotes an individual‟s 

general orientation toward the environment and an individual‟s concern level on 

environmental protection (Kim & Choi, 2005). Further, health consciousness was integrated 

in to the model with the suggestion from Newsom et al.2005 and Wong et al. 2012. They 

pointed that, Health Consciousness assesses the readiness to undertake health actions. People 

who have health consciousness are aware and concerned about their wellness and motivated 

to improve and maintain their health, and quality of life to prevent illness by engaging in 

health behaviors. In line with this, generally, person who has health consciousness prefer the 

green products (Newsom et al.2005 and Wong et al. 2012).   
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As Suggested by, Samarasinghe (2012), Media influence was combined into the model. In 

this context, information shared with the media like mass media (Newspaper and Television) 

and media(Face Book, Twitter, You Tube etc) greatly take place to spread the information in 

the globalized level. In line with this, Samarasinghe (2012) pointed that Importance of 

information in activating values, beliefs and attitudes towards behavior is generally implicitly 

acknowledged by various scholars in their frame works. Interestingly, researchers in this 

study used media influence as one of the antecedents explicitly to predict the purchase 

intention towards green products.   

Eventual antecedent as perceived government initiative was integrated in to the model as per 

suggestions documented by Mei et al (2012). It implies that, People‟s perception towards 

initiative action taken by the national government or the support given by the national 

government towards sustainable development and environmental protection is referred as 

perceived government initiatives in the light of green issues (Diekmeyer, 2008). To this end, 

this model is dynamic and comprehensive in nature. This model might be applied in 

globalized level to predict green purchase intention and behavior.    
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