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Abstract 
 

 

 

This research explores the factors that influence consumer behavior on buying green 

products. More specifically, this study examines the four dimensions such as 

environmental concern, social influence, self-image and man-nature orientation on the 

green purchasing behavior of students from College of Business, University Utara 

Malaysia. The total of 700 questionnaires were distributed, 604 questionnaires were 

returned and usable. Pearson correlation test showed that ‘self-image’ is the top 

influential factors in determining consumers’ green purchasing intention, followed by 

‘social influence’. On the other hand, ‘environmental concern’ and ‘man-nature 

orientation’ is the third and fourth influential factors that determine green purchasing 

intention of consumers respectively. In this relation, marketers should consider these 

factors in carrying out appropriate promotions to attract customers. 
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Abstrak 
 

 

 

Kajian ini bertujuan untuk mengetahui faktor-faktor yang mempengaruhi gelagat 

pengguna terhadap niat pembelian produk hijau. Khususnya, kajian ini mengaji empat 

dimensi seperti keprihatinan persekitaran, pengaruh sosial, imej diri dan ‘man-nature 

orientation’ terhadap niat pembelian produk hijau. Sejumlah 700 borang soal selidik telah 

diedarkan, hanya 604 borang soal selidik boleh digunapakai. Kajian ini mendapati imej 

diri merupakan faktor yang paling mempengaruhi niat pembelian produk hijau, dan 

diikuti oleh dimensi pengaruh sosial, keprihatinan persekitaran dan ‘man-nature 

orientation’. Oleh kerana itu, pemasar boleh mempertimbangkan faktor-faktor seperti ini 

dalam melaksanakan promosi untuk menarik perhatian konsumer.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



iv 
 

Acknowledgement 
 

 

 

A sincere appreciation to my supervisor, Haji Mohammad Zainol Abidin bin Adam, for 

his wonderful guidance, professional analytical direction and enormous patient. The help 

and guidance provided me the will and vigor to complete this paper.  

 

My appreciation is also extended to Associate Professor Hoe Chee Hee for his 

constructive criticisms and ideas in making this thesis a reality. Special thanks to all 

respondents of this study for their kind assistance and support throughout the data 

collection process. I am also very grateful to my friends and family for giving me a great 

support and encouragement.  

 

Finally, I would also like to take this opportunity to thank all those involved directly or 

indirectly in making this paper a reality.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



v 
 

 

Table of Contents 
 

 

CONTENT PAGE 

PERMISSION TO USE ……………………………………………………………. i 

ABSTRACT …………….………………………………………………………….. ii 

ABSTRAK …………………………..……………………………………………... iii 

ACKNOWLEDGEMENT …………………………………………………………. iv 

LIST OF TABLES …………………………………………………………………. ix 

LIST OF FIGURES ………………………………………………………………... xi 

 

CHAPTER 1 

BACKGROUND AND AIMS …………………………………………………….. 1 

1.0 Background of the Study ……………..……………………………………… 1 

1.1 An Overview of Green Consumerism ……………………………………….. 2 

1.2 Green Consumer ……………………………………………………………... 3 

  1.2.1 Generation Y …………………………………………………………… 4 

1.3 Problem Statement …………………………………………………………… 5 

1.4 Purpose of Study …………………………………………………………….. 6 

 1.4.1 Research Objectives …………………………………………………… 6 

 1.4.2 Specific Objectives …………………………………………………….. 6 

1.5 Research Questions …………………………………………………………... 6 

1.6 Research Framework ………………………………………………………… 7 

1.7 Definition of Terms ………………………………………………………….. 10 

1.8 Hypothesis …………………………………………………………………… 11 

1.9 Significance of the Study ……………………………………………………. 12 

1.10 Organization of the Thesis …………………………………………………… 12 

 

 

 



vi 
 

CHAPTER 2 

LITERATURE REVIEW ………………………………………………………… 13 

2.0 Introduction ………........……………..……………………………………… 13 

2.1 Green Purchasing Intention ………………………………………………….. 13 

 2.1.1 Theory of Reasoned Action ……………………………………………. 14 

 2.1.2 Prediction Behaviour from Intention …………………………………... 15 

 2.1.3 Efforts on Promoting Green Purchasing ……………………………….. 17 

 2.1.4 Pass Studies on Purchasing Intention ………………………………….. 19 

2.2 Environmental Concern ……………………………………………………… 21 

2.3 Social Influence ……………………………………………………………… 23 

2.4 Self-Image …………………………………………………………………… 25 

2.5 Man-Nature Orientation ……………………………………………………... 27 

   

   

CHAPTER 3  

METHODOLOGY ………………………………………………………………… 31 

3.0 Introduction ………………………………………………………………….. 31 

3.1 Research Design ……………………………………………………………... 31 

3.2 Measurement of Variables …………………………………………………… 32 

3.3 Research Sample……………………………………………………………... 35 

3.4 Data Collection Procedures ………………………………………………….. 37 

3.5 Pilot Test …………………………………………………………………….. 38 

3.6 Reliability Test ………………………………………………………………. 38 

3.7 Techniques of Data Analysis ………………………………………………… 39 

3.8 Chapter Summary ……………………………………………………………. 40 

 

 

 

 

 

 



vii 
 

CHAPTER 4 

DATA ANALYSIS AND FINDINGS .…………………………………………… 41 

4.0 Introduction ………………………………………………………………….. 41 

4.1 Descriptive Statistics of Data Analysis ……………………………………… 41 

 4.1.1 Gender of Respondents ………………………………………………… 42 

 4.1.2 Age of Respondents ……………………………………………………. 42 

 4.1.3 Ethnic Origin of Respondents ………..………………………………... 43 

 4.1.4 Religion of Respondents ………………………………………………. 43 

 4.1.5 Programme / Course of Respondents …………………………………. 44 

 4.1.6 CGPA of Respondents ………………………………………………… 46 

4.2 Mean and Standard Deviation ………………………………………………. 46 

 4.2.1 Environmental Concern ……………………………………………….. 47 

 4.2.2 Social Influence ……………………………………………………….. 47 

 4.2.3 Self-Image ……………………………………………………………... 48 

 4.2.4 Man-Nature Orientation ……………………………………………….. 49 

 4.2.5 Green Purchasing Intention ……………………………………………. 50 

4.3 T-Test of Data Collection ……………………………………………………. 51 

4.4 Hypotheses of Testing ……………………………………………………….. 52 

4.5 Regression Analysis …………………………………………………………. 56 

4.6 Chapter Summary ……………………………………………………………. 58 

   

   

CHAPTER 5  

DISCUSSION, RECOMMENDATION AND CONCLUSION ………………… 59 

5.0 Introduction ………………………………………………………………….. 59 

5.1 Discussion ……………………………………………………………………. 59 

5.2 Recommendation …………………………………………………………….. 64 

5.3 Limitations of Study ………...……………………………………………….. 67 

5.4 Conclusion …………………………………………………………………… 68 

   

   



viii 
 

REFERENCES …………………………………………………………………….. 71 

APPENDICES  

 Appendix A …………………………………………………………………... 86 

 Appendix B …………………………………………………………………... 91 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



ix 
 

List of Tables 
 

 

 

Tables Page 

Table 2.1  Correlations between Intentions and Volitional Behaviours …..……... 16 

Table 2.2 
Description of Five Common Human Concerns and Three Possible  

Responses ……………………………………………………………... 

 

29 

Table 3.1 Summary of the Questionnaire …...………………………………….... 34 

Table 3.2 Table for determining sample size from a given population …………. 36 

Table 3.3 Reliability Statistic for the Pilot Test ….…………………………….... 39 

Table 4.1 Gender of Respondents ……………………………………………..… 42 

Table 4.2 Age of Respondents ……………………………………………….….. 42 

Table 4.3 Ethnic Origin of Respondents ..………………………………….….… 43 

Table 4.4 Religion of Respondents ……………………………………….……... 44 

Table 4.5 Programme / Course of Respondents ……………………………........ 45 

Table 4.6 CGPA of Respondents ……………………………………………….. 46 

Table 4.7 
Means and standard deviation of items measuring environmental 

concern ……………………………………………………………….. 

 

47 

Table 4.8 Means and standard deviation of items measuring social influence …. 48 

Table 4.9 Means and standard deviation of items measuring self-image ………. 49 

Table 4.10 
Means and standard deviation of items measuring man-nature 

orientation ……………………………………………………………... 

 

50 

Table 4.11 
Means and standard deviation of items measuring green purchasing 

intention ……………………………………………………………….. 

 

51 

Table 4.12 
Independent Samples Test between Gender and Green Purchasing 

Intention ………………………………………………………………. 

 

52 

Table 4.13 
One-Way ANOVA between Race, Religion, Programme and CGPA, 

with Green Purchasing Intention ……………………………………… 

 

53 

Table 4.14 
Correlations between Environmental Concern and Green Purchasing 

Intention ………………………………………………………………. 

 

54 



x 
 

Table 4.15 
Correlations between Social Influence and Green Purchasing 

Intention ………………………………………………………………. 

 

55 

Table 4.16 Correlations between Self-Image and Green Purchasing Intention …... 55 

Table 4.17 
Correlations between Man-Nature Orientation and Green Purchasing 

Intention ………………………………………………………………. 

 

56 

Table 4.18 Multiple Regression Analysis ………………………………………… 57 

Table 5.1 The Walls between Words and Deeds ……………..…………………. 67 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xi 
 

List of Figures 
 

 

Figure Page 

Figure 1.1  Theoretical Framework of the Research ……………………..……... 9 

 

 
 

 
 
 
 
 
 
 
 
 
 



xii 
 

 



1 

1 
Background and Aims 

 

1.0 Background of the Study 

 

The global environmental problem is a growing concern since 1970s. However, 

numerous environmental disasters and events in the late 1980s have pulled 

environmentalism into the spotlight once again. Issues like ozone depletion, air 

pollution, overpopulation, rain forest destruction and hazardous waste were no longer 

in someone else’s backyard faraway, but in our own. Among the problems, most 

scientist agree that global warming is the most critical issue needing our action today, 

caused by burning of fossil fuels. Spreading awareness of environmental problems 

and responding to them without delay is absolutely necessary to deal with the global 

problem effectively. The responsible for environmental problems are neither falling 

on government nor industries; but every one of us is of the solution by taking 

responsibility for our own sustainability issues.  

 

The market place is greener now than ever before and will become even more 

responsive to products and services promising environmentally responsibility well 

into the 21st century. Besides, people are concerned about protecting their lives and 

their livelihoods and are taking action at supermarket shelves, skewing purchases to 

products perceived as environmentally sound and rejecting those that are not. In 
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