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ABSTRACT 

 

Today, rapid development of technology has caused both positive and negative 

effect and changes in the environment. While enjoying the convenience provided by 

technology, people should have the right mind-set in keeping and protecting their 

environment healthy. Therefore, the aim to conduct this study is to examine the factors 

that influence consumers‟ green purchase behavior. They are five independent variables 

were used in this research project to identify the factors that influence consumers‟ 

purchasing behavior toward green products; social influences, environmental concern, 

perceived effectiveness of environmental behavior, perceived environmental 

responsibility, and government initiative.  

  Three hundred and eighty four consumers are the sole targeted respondents in this 

study. It is found that there are no significant differences for the gender and race variables 

whereas monthly income variable was found a significant difference on it. In addition, the 

study findings also discovered that there is a significant relationship between the factors 

influence and working consumers‟ purchasing behavior towards green products.  

  Consequently, these research findings have provided some insight and feedback to 

businesses who basically facing a lot of challenges in convincing consumers to purchase 

green products. By gathering this information, marketers can understand the route that 

shifts the environmental factors to green purchase behavior. They also would be able to 

formulating their various strategies to effectively attract more consumers to purchase 

green products 
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CHAPTER ONE 

 

 

INTRODUCTION 

 

The purpose of this research is to study the factors that influence consumers‟ 

purchasing behavior towards green products. This chapter explained about introduction 

and the background of the research, problem statement, list of objectives and the scope of 

study. 

 

1.1 Background of the Study  

 

According to Frank (2002), consumer behavior is about learning humans‟ 

responses towards products, services and marketing of the products and services in the 

market. Consumer behavior involved the relationship between the effects of emotions, 

moods, feelings, and other evaluations and also cognitions, behavior and environmental 

events Environmental issues have now attracted the attention not only of global citizens, 

but also of companies and institutions around the world. According to the study by 

Papadopoulos cited in Zand Hessami & Yousefi (2013), consumers are more concerned 

about their environments compared to the past and their buying behavior will change. 

Thus, from the consumer's perspective, environmental concern will greatly influence their 

decision-making in the selection or purchase of goods or products. 
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According to Our Green World (2008), an online survey conducted by the global 

market insight and information group TNS in 2008 showed that approximately 35% of 

Malaysian respondents showed that "green" promotion launched by companies would 

influence their buying decisions. Meanwhile, online survey respondents from around 83 

percent of Malaysians showed that their purchasing decision would be affected based on 

their perceptions of how a company implemented environmental protection. 

According to a survey conducted online by the global market insight and 

information group TNS in 2008, about 60 percent of total Malaysian respondents rank the 

natural environment in Malaysia as mediocre with the major concern on air pollution 

(Our Green World, 2008). When surveyed on the eco-friendliness aspect of habits and 

behaviors, only 8 percent of Malaysian respondents responded that they had significantly 

changed their behavior to benefit the environment (Our Green World, 2008). 

Emerson, Esty, Kim, Mara, Sherbinin, & Srebotnjak (2010) stated that in 

addressing environmental challenges, Malaysia ranked 54 out of 163 countries reviewed 

and performed better. This showed that Malaysia enjoyed one of Asia's least polluted 

environments. However, due to an increase in urbanization and vehicle use, massive 

industrial development in recent years has caused Malaysia to still face a number of 

environmental problems. Approximately 56 percent of waste is recycled in Singapore, 

according to Waltraud Mayr (2010), while Malaysia is expected to reach only 22 percent 

by 2020.This shows that compared to Singapore, Malaysia has lower public awareness of 

recycling. 

Malaysia is ranked 27 in the 2008 Environmental Performance Index published by 

Yale University, with a score of 84 out of 100 (Yale University, 2008). This index 

"deploys a proximity-to-target methodology in which national performance is 

quantitatively tracked on a core set of environmental policy objectives for which each 

government should be held accountable" (Yale University, 2008). Malaysia performed 

better than its 53rd-ranked neighbor Thailand. This shows the Malaysian government's 

commitment to conservation of the environment. 

Malaysia realized that it is becoming increasingly important to invest in 

environmental protection. Therefore, the environmental awareness is increasing. The 
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government is currently implementing several other initiatives to encourage consumers 

and industries to fully implement energy efficiency. After realizing the seriousness of the 

environmental issues, people from all over the world are willing to fulfill their own 

responsibility to save and protect their environment because they believe that their efforts 

can improve their future quality of life. People are becoming more aware of 

environmental issues and have led to a green revolution and changed the demands of 

people and the behavior of buyers. Consumers who buy these green and environmentally 

friendly products and services believe that it will have a positive impact on the 

environment. Today‟s consumers are gradually changing their attitude, behavior and 

approach in matters of consumption. 

 

 

1.2 Problem Statements 

 

 

Although everyone knew the importance of green product and is concern about 

the environment, customers still have difficulties in making purchase decisions. "Green" 

can now be considered in the mainstream of the business as it can be seen from the 

finding that approximately 83 percent of Malaysian respondents responded from the 

online survey showed that their purchasing decision would be affected based on their 

perception of how a company implemented environmental protection (Our Green World, 

2008). It would therefore be a very lucrative market for businesses to offer green products 

and services. According to Abdul Wahid and Abustan (2002), "Consumers appears to be 

concerned about the environment and willing to exhibit buying behavior that reflects this 

concern (Polonsky et al., 1995) in support of a green brand (Oyewole, 2001)''. 

Despite consumers have expressed their concerns for the global environment, the 

market share of green products is considered as very small in Malaysia. The released 

carbon dioxide gas in the atmosphere is more than what can be absorbed by the 
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ecosystems, oceans and geological systems. There are already bounty signs that the global 

pollution is too much for the planet to handle in the form of a warmer climate that is 

causing the glaciers to melt, ocean levels to rise and at the same time droughts and 

flooding are increasing. Ohtomo and Hirose (2007) states that, the lack of information to 

the consumers about green products often results in an attitude-behavior gap between 

their environmental concern and actual buying behavior thus hindering the market share 

for green products. 

Studying the factors that affect consumers ' buying behavior towards green 

products could certainly provide important information and foresight, including 

advantages for green marketers in this highly competitive business world. However, the 

findings of numerous studies conducted by former researchers with respect to the 

behavior of green purchases are often in conflict. This may be because the research 

outcome may only be relevant in a given period, geographical, demographic or cultural 

context due to the changing behavior of consumers buying green products. 

According to Grunert (1993), only a few clients insist on environmental concerns 

and demonstrate them in the actual purchasing behavior. Although many environmentally 

friendly products have been introduced in the markets with green attributes and features, 

consumers have not yet completely changed their taste and old habitsMany people are 

aware of environmental issues and willing to respond in environmentally friendly 

products or services, but survey results show that only 8% of respondents have changed 

their buying behavior to benefit the environment (Our Green World, 2008). 

A study by Nik Abdul Rashid (2009) shows that consumers may not necessarily 

buy green products or services, even though they have extensive knowledge of green 

products and eco-labels. A research found that while consumers are concerned about their 

environment, they have not yet purchased green products or services (Alwitt & Bergers ' 

study as cited in YamTang and Chan, 1998). This means that although they realized on 

the environmental degradation, they did not perform in a green manner. Therefore, it is 

worth finding out why consumers should not behave in an environmentally friendly 

manner despite being aware of environmental issues. 
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1.3 Research Question 

 

 

This study attempts to address the following research question:  

i. What are the factors that affect consumers‟ purchasing behavior towards green 

products? 

ii. What are the relationships between the factors that influence on consumers‟ 

purchasing behavior towards green products? 

iii. What is the most significant factor that will affect consumers‟ purchasing 

behavior of green products? 

 

 

1.4 Objectives of the Study 

 

 

The objectives of this study is to identify factors that influence consumers‟ green 

purchasing behavior. The research objectives are generated as the following:   

i. To study the factors that affect consumers‟ purchasing behavior towards green 

products 

ii. To identify whether there is a relationship between factors that influence 

consumers‟ purchasing behavior towards green products. 

iii. To validate the most significant factor that affect consumer purchasing behavior 

of green products 
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1.5 Scope of the Study 

 

 

The scope of this project was to identify the factors that would affect customer 

buying behavior towards green products in Malacca area. The study would determine the 

relationship between the factors that would affect consumer buying behavior towards 

green products. This study is conducted in Malacca area and involved 384 respondents. 

Malacca City is also named as the „Green Technology City‟ and has lots of shopping 

complex that could attract consumer to make a purchase.  

 

 

1.6 Limitation 

 

 

            There are a few limitations that have been confronted while conducting this 

research. One of the limitations found was the time constraints. This is because data 

collection was a time consuming task. Not only that, many assignments and project had to 

be completed, not to mention tests and presentation as well. There were no sufficient time 

and it was not so easy to carry out many tasks at the same time. Besides that, the sample 

sizes of respondents may not represent the overall picture of Malacca. Other than that, it 

was assumed that every respondent has provided honest and accurate answers. It was not 

guaranteed the answers from the respondents were totally accurate. 
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1.7 Significant of the Study 

 

 

As people all over the world become more aware about the importance of 

protecting the environment and using green products, the demand for them is becoming 

increasingly higher. However, consumer buying behavior changed dramatically all the 

time. By understanding the consumer buying behavior in the market, it helped marketers 

to understand the market. It's worth discovering what drives consumers from the 

emerging market to buy green products and give foresight to green marketers who want to 

target in the market segment. Marketers would be able to implement appropriate 

strategies to promote the products in the market and help their company to achieve the 

goals and survive in this ever changing market. 

 

 

1.8 Summary 

 

 

In this chapter, the background of the study was briefly explained and gone 

through. The main contents in this chapter are the research objectives, research questions, 

and research hypothesis. Besides, this chapter also explained about the limitations that 

were faced while conducting this research. Other than that, the researcher had also 

explained about the importance of study of this report and the contribution of this 

research towards publics.  

  



8 
 

 

 

 

CHAPTER TWO 

 

 

LITERATURE REVIEW 

 

 

This chapter presented the issues, factors, ideas, opinions and the results of the 

research that others had undertaken in the study area. The conceptual framework that best 

described the theory with the relevant variables identified and discussed how they were 

related. 

 

 

2.1 Overview 

 

 

Consumers acquired goods and services for their ultimate consumption of use. 

Consumer is someone who can make decision whether or not to purchase an item in store. 

There are three roles of customers. According to Chandler and Heinzerling (1998) 

customers could be the decision maker who made the decision on the needs of good or 

service, the buyer who purchased the good or service and the user who used the product 

or services. 
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2.2 Green Consumers 

 

 

Soonthonsmai (2007) states that green consumers always have a clear attitude that 

they are responsible for the protection of the environment and are concerned about 

environmental issues. Green consumers therefore always buy products that have less 

impact on the environment. Renfro (2010) also defined green consumers as those who 

support businesses that trade in an environmentally friendly or green manner. Therefore, 

green consumers will not only buy organic products, but green consumers will always 

choose those products that have an eco-label or eco-friendly packaging. 

 

2.3 Green Products 

 

 

Ottman (1998), Nimse, Vijayan, Kumar, and Varadarajan (2007) and Pavan 

(2010) defined green products as products made from recyclable materials, less waste or 

minimal packaging, less or non-toxic substances, and less energy and water wastage. In 

general, green products also known as environmentally friendly products or 

environmentally friendly products that enhance or protect the environment and have less 

negative impact or harmful effects on both the environment and human beings. 

Schlegelmilch, Bohlen and Diamantopoulos (1996), Lee (2008) and also Pavan 

(2010) classified green products into a few categories containing natural ingredients, 

originally grown, not polluting the environment, not tested on animals, containing 

recyclable and reusable recycled content and containing only approved chemical 

products.. Examples of green products include organic farming or food, green (lead-free) 

electronics, alternative fuel vehicles and hybrids, environmentally friendly clothing, and 

other green products. 


