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Abstract 

The present study aims to determine critical factors affecting the green product purchase intention of 

Bangladeshi young consumers. In order to investigate the relationship, a formal questionnaire survey has 

been conducted targeting young Bangladeshi consumers, aged between 18 and 32 years old. A total of 400 

responses have been finally screened out for analysis. Data analysis was carried out through partial least 

square structural equation modeling (PLS-SEM). The findings show that young consumers’ green 

purchase intention (GPI) is largely determined by their attitude,  environmental concern (EC), and 

willingness to pay (WTP). However, the impact of perceived moral obligation (PMO), on green purchase 

intention has been found insignificant. The study leaves specific implications for the strategic marketing 

decision-makers who strive to promote green product consumption in Bangladesh. 

 

Keywords: Environmental Concern, Willingness to Pay, Moral Obligation, Green Products, 

Purchase Intention, Young Consumers. 

 

1. Introduction 

To protect our environment from further degradation and preserve our natural resources for 

our future generation, the need for adopting sustainable consumption is crucial. In recent times, 

the necessity to protect our environment through sustainable consumption has been growing 

among the citizens, specifically in developed countries (Han, Hsu, & Lee, 2009). If people 

worldwide start showing a sensible attitude while making consumption decisions, the world 

would have to dispose of the least amount of waste which eventually reduce our ecological 

burden (Leonidou, Katsikeas, & Morgan, 2013; Ramayah, Lee, & Mohamad, 2010). Moreover, 

consumers’ increasing awareness towards sustainable consumption is changing consumers’ 

purchase decision pattern (Dean, Raats, & Shepherd, 2012). Concerned consumers look for the 

alternatives that must be benign towards the environment. Therefore, the demand for 

environment-friendly green products is rising across the world (Laroche, Bergeron, 

&Barbaro‐Forleo, 2001). As an emerging country, like Bangladesh also can play a vital role in 
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promoting sustainable consumption perspective that can be promoted by encouraging its 

consumers to buy green products more. Here, the term “green product” can be defined as a 

product that does not pollute the earth or deplore the natural resources and can be recycled or 

conserved further (Shamdasani, Chon-Lin, & Richmond, 1993).  

Organizations inclined to promote green brands among the prospective buyers need to know 

the underlying motivational factors that could potentially encourage Bangladeshi buyers to 

adopt green products. However, the concept of green purchase behavior has largely been 

unexplored in Bangladesh. Thus, the undertaking study aims to bridge the existing literature 

gap by identifying key determinants that foster green purchase intention among young 

Bangladeshi consumers. The study has purposefully given much importance to youths since 

they are our future consumers. Understanding their pro-environmental orientation will help the 

strategic policymakers to develop sustainable marketing strategies. Besides, it is expected that 

educated young consumers have adequate awareness about the ongoing environmental 

movements and keen to incorporate sustainable green consumption practices. Therefore, the 

prime objective of this study is to identify key determinants that have a significant impact on 

young consumers' intention to buy green products in Bangladesh. Specifically, the study aims to 

evaluate the possible impacts of attitude, environmental concern, perceived moral obligation, 

and willingness to pay on the young Bangladeshi buyers' purchase intention of green products. 

The structure of the research paper has been arranged in the following order. The next section 

includes a review of the literature followed by research methodology in the third section. The 

fourth section presents the data analysis, followed by a discussion in the fifth section. The sixth 

section concludes the paper with research implications, limitations, and future research 

direction.  

 

2. Literature Review 

2.1. Attitude (Att) and Green Purchase Intention (GPI) 

Attitude refers to the way one can evaluate the performance of a particular behavior. According 

to Cheng, Lam, and Hsu (2006), an individual determines whether to perform an action based 

on his/her cost and benefit analysis resulting from the intended behavior. If the individual 

positively evaluates the possible outcomes, he/she forms a favorable attitude towards that and 

is more likely to engage in that specific behavior (Ajzen, 1991; Cheng et al., 2006). In the present 

study, attitude represents how young consumers evaluate green products while making their 

purchase decisions. Attitude is one of the powerful determinants in the consumer behavior 

literature, which has been incorporated in several popular theoretical models such as the 

Theory of Planned Behavior - TPB (Ajzen, 1991) and Theory of Reasoned Action –TRA (Ajzen & 

Fishbein, 1977) with better ability to explain consumers' behavioral intention and actual 

purchase behavior. Several studies found that consumers' favorable attitude towards particular 

green products leads to the development of positive purchase intention (Wang, Wong, & 

Narayanan, 2020; Yadav & Pathak, 2017). For instance, a study aimed to predict green product 

consumption found that attitude towards green products significantly impacts green purchase 

intention (Paul, Modi, & Patel, 2016). A similar consistent impact of attitude on purchase 
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intention has been evident in other existing literature for predicting organic foods, green hotel 

visit intention, and eco-friendly packaging (Carfora et al., 2019; Prakash & Pathak, 2017; Wang 

et al., 2020). Therefore, the present study assumes that Bangladeshi young consumers' attitudes 

towards green products significantly influence their intention to buy them. Hence, the following 

hypothesis is proposed; 

H1. Attitude significantly and positively influences young consumers’ green purchase intention (GPI). 

 

2.2. Environmental Concern (EC) and Green Purchase Intention (GPI) 

Dunlap and Jones (2002), defined environmental concern as "the degree to which people are 

aware of problems regarding the environment and support efforts to solve them and or indicate 

the willingness to contribute personally to their solution." Understanding the green 

receptiveness of consumers of a particular nation starts with analyzing their views about 

environmental issues. Consumers’ concern for the environment might have significant 

implications in the consumer behavior literature. Several studies found increasing attention of 

buyers towards the environmental concern, affecting their positive intents to buy green or 

sustainable products (M.-F. Chen & Tung, 2014; Van Doorn & Verhoef, 2011). Consumers who 

have a high degree of environmental concern are more likely to purchase green products (Heo 

& Muralidharan, 2019). For instance, Paul et al. (2016), in their study on predicting green 

consumption, found a significant and positive influence of EC over green purchase intention 

(GPI). In addition to that, EC has been found to have a strong and positive influence on 

consumers' purchase intention while buying organic foods, energy-efficient appliances, electric 

vehicles, and so on (He, Zhan, & Hu, 2018; Katt & Meixner, 2020; Waris & Hameed, 2020). 

Moreover, the positive relationship between EC and GPI in the context of young consumers was 

verified by earlier studies (Ahmed et al., 2020; Prakash & Pathak, 2017). Therefore, the present 

study proposes the following hypothesis: 

H2. Environmental Concern (EC) significantly and positively influences young consumers’ green 

purchase intention (GPI). 

 

2.3 Perceived Moral Obligation (PMO) and Green Purchase Intention (GPI) 

Perceived moral obligation can be defined as a personal norm or belief by which one shows 

his/her intent to perform particular behavior or action based on his/her responsibility or duty 

(Manstead, 2000). In other words, when dealing with an ethical situation, perceived moral 

obligation makes someone feels responsible for behaving morally. The operationalized concept 

"perceived moral obligation" has been found in other studies interchangeably termed as "moral 

norm" and "personal norm" to predict an individual's behavioral intention (Arvola et al., 2008; 

Olsen, Sijtsema, & Hall, 2010). The founder of the TPB model, Professor Ajzen (1991), also 

recommended incorporating moral norms and others to improve the prediction of behavior or 

intention. The use of perceived moral obligation in several studies has been found to improve 

the predictability of one's intention and behavior regarding issues involving ethical 

considerations (Kurland, 1995; Lam, 1999). Perceived moral obligation (PMO) and other 

additional variables have been widely used in explaining consumers' green purchase intention 
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and behavior (M. F. Chen, 2020; Petschnig, Heidenreich, & Spieth, 2014). For instance, M.-F. 

Chen and Tung (2014) found that the PMO positively influences consumers' green hotel visiting 

intention. While studying the purchase intention of energy-efficient household appliances in 

Malaysia, Tan, Ooi, and Goh (2017), moral norm or PMO has significantly influenced 

consumers' buying intention.  

Hence, in our present study, it can be hypothesized that individuals having a strong moral 

obligation to protect the environment may be more inclined to develop green purchase 

intention. Therefore, the following hypothesis is made:  

H3. Perceived moral obligation (PMO) significantly and positively influences young consumers’ green 

purchase intention (GPI). 

 

2.4 Willingness to Pay (WTP) and Green Purchase Intention (GPI) 

Price is a significant aspect for consumers while evaluating different product alternatives and 

choosing final purchasing decisions (de Medeiros, Ribeiro, & Cortimiglia, 2016; Moser, 2015). 

The prices of green products are perceived to be naturally higher than that of conventional 

products (Vega‐Zamora, Torres‐Ruiz, Murgado‐Armenteros, & Parras‐Rosa, 2014). Therefore, it 

is considered one of the critical barriers in forming prospective consumers' green purchase 

intention and behavior. Especially for young consumers, price is a crucial factor for any 

purchase decision (Benedetto, Rugani, & Vázquez-Rowe, 2014). However, some studies found 

that higher price is not a significant obstacle when intending and buying green products 

(Grankvist & Biel, 2001). Instead, environmentally concerned individuals are willing to spend 

higher prices for purchasing green products given that premium prices are justifiable by other 

gains (Olson, 2013; Thøgersen, Jørgensen, & Sandager, 2012). Consumers are willing to pay up 

to a 13% premium for purchasing organic products and up to a 30% premium for purchasing 

energy-efficient household appliances (Van Doorn & Verhoef, 2011).Contrary to that, some 

other studies reported consumers' hesitation and reluctance to pay higher prices for purchasing 

green products and services(Choi & Parsa, 2007; Jauhari & Manaktola, 2007). 

Nonetheless, several researchers applied the consumers’ willingness to pay (WTP) variable in 

their research framework for predicting green purchase intention and behaviors of buyers and 

found it empirically significant(Chaudhary, 2018; Chaudhary & Bisai, 2018). 

For instance, Prakash and Pathak (2017), studied the purchase intention of eco-friendly 

packaged products among young Indian consumers and found that consumers' willingness to 

pay a premium price significantly influences their purchase intention.  

The present study aims to predict the green purchase intention of young Bangladeshi 

consumers, where it is presumed that the idea of a green product is still very new and 

consumers are highly price-sensitive. Therefore, their willingness to pay higher prices is a 

critical matter of evaluation while predicting green purchase intention. Hence, the following 

hypothesis has been proposed: 

H4.  Willingness to Pay (WTP) significantly and positively influences young consumers’ green purchase 

intention (GPI). 

Based on the above discussion, the conceptual framework of the study is presented in Figure 1.  
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Fig. 1: Conceptual Research Framework 
 

3.0 Methodology 

3.1 Sample and data collection 

As part of data collection, 500 questionnaires designed through Google form were distributed to 

500 prospective young respondents aged between 18 and 32 to their email addresses. 

Respondents were selected by utilizing the convenience sampling technique and employing 

interpersonal networks. Young consumers have been chosen as they are more concerned about 

green products and traditional products and their impact on the environment. Participants were 

allowed to respond to the survey anonymously. Finally, 420 questionnaires were received at the 

end of the cut-off time. Out of 420 returned questionnaires, 400 responses were considered for 

analysis since the rest of them were incomplete.  

 

3.2 Measures 

Questionnaires were used to obtain data on the variables encompassed in this study, namely 

young consumer’s attitude, environmental concern (EC), perceived moral obligation (PMO), 

and willingness to pay (WTP). We have adopted measures from the existing literature. To 

contextualize the measurement items, we have conducted a preliminary field study. Following 

the pre-tests, some of the items were slightly modified to better fit this study's context. Six-point 

Likert scales were applied for all the measures anchoring 1= strongly disagree to 6= strongly 

agree.  

Green Purchase 
Intention (GPI 

H4 

H2 

H1 

Attitude (Att) 

Environmental 
Concern (EC) 

Perceived Moral 
Obligation (PMO) 

Willingness to Pay 
(WTP) 
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Multiple item indicators were adapted from the literature to operationalize the five study 

constructs in the context of the study. Consumer’s attitude towards purchasing green products 

(Att) is operationalized with six items (Tanner and Wölfing Kast (2003);Taylor and Todd (1995); 

McCarty and Shrum (1994)). In addition to that, Environmental Concern (EC) has been 

measured by adopting six items from the popular and widely used revised New Environmental 

Paradigm (NEP) scale (Dunlap, Van Liere, Mertig, & Jones, 2000) originally developed by 

Dunlap and Van Liere in 1978. Moreover, the present study has adapted two scale items from 

Tanner and Wölfing Kast (2003) and another two items from M.-F. Chen and Tung (2014) earlier 

developed by Lam (1999) for measuring Perceived Moral Obligation (PMO). Furthermore, 

consumer’s Willingness to Pay (WTP) is measured by adopting three scale items developed by 

Jang, Kim, and Bonn (2011) and Kang, Stein, Heo, and Lee (2012), respectively. Finally, green 

purchase intention (GPI) has been measured by adopting four scale items from Ling-Yee (1997) 

and Armitage and Conner (1999). Since the items mirror the essence of the construct, all 

constructs were deemed reflective constructs. When all the indicators measure the same 

underlying phenomenon, it is considered to be reflective (Wynne W Chin, 1998). The detailed 

scale items along with adopted sources have been provided in the Appendix part of the study. 

3.3 Data analysis  

This study adopted a partial least squares (PLS) approach using SmartPLS 2.0 (C. M. Ringle, S. 

Wende, & A. Will, 2005) software to estimate the measurement and structural parameters in the 

structural equation model. PLS is appropriate where measurement scales have few items, and 

distributional characteristics are unknown (Hair, Ringle, & Sarstedt, 2011). Significance testing 

of the PLS path modelling is based on bootstrapping procedures. Thus, this study investigated 

both measurement and the structural models by using SmartPLS 2.0 (C. M. Ringle et al., 2005).  

 

4.0 Results 

4.1 Common-method bias 

In a survey method, the issue of common method bias is very critical. To reduce the possibility 

of having common-method bias, several initiatives were made by following the guidance of 

Podsakoff, MacKenzie, Lee, and Podsakoff (2003). First, all the scale items were constructed by 

adopting the previously tested scales with slight modifications and checked against ambiguity, 

vagueness, and unfamiliarity. Second, data were collected carefully from the young consumers 

who have relevant knowledge on the subject area.  

 

4.2 Measurement model 

The convergent and discriminant validity of the respective measurement items and the 

estimation of internal consistency were checked. The adequacy of each multi-item scale was 

tested for all of the constructs of the measurement model. Before testing the hypothesis, the 

study critically evaluated internal consistency, reliability, convergent validity, and discriminant 

validity. The results of the Partial Least Square (PLS) analysis have been shown in Figure 2. 
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Fig. 2: Results of PLS analysis 
 

Initially, the model was comprised of 23 observed variables.  The minimum cut-off level for 

each item was set at 0.6 in line with the prior reference and recommendation given by Igbaria, 

Guimaraes, and Davis (1995) and Hulland (1999). Following this rule, five items (ATT1, EC4, 

EC5, EC6, PMO2) have been eliminated. SmartPls2.0M3 (C. M. Ringle et al., 2005) was used for 

testing the revised model comprised of 18 items further and found all items exceeding cut-off 

value 0.6 (see Table 1). The results positively confirmed that scale items were sufficient enough 

to represent their respective construct.  Table 1 also elucidates that the composite reliability for 

all measures exceeded the cut-off value of 0.80 (Claes Fornell & David F Larcker, 1981). AVE of 

all measures also exceeded the cut-off value of 0.50 suggested by Claes Fornell and David F 

Larcker (1981); the lowest AVE is 0.51 in the null model. 

Measurement validation included the evaluation of the discriminant validity of the measures. 

By examining the cross-loadings of the constructs and measures adequate discriminant validity 

was established (W. W. Chin, 1998; Chin, 2010).  A construct should share more variance with 

its measures than with other constructs in the model (Barclay, Higgins, & Thompson, 1995; W. 

W. Chin, 1998). Measures are also considered to have adequate discriminant validity if the 

square root of the average variance extracted (AVE) for each construct is larger than the 

correlation between the construct and any other construct in the model (C. Fornell & D. F. 

Larcker, 1981). All constructs in the estimated model fulfilled this condition (see Table 2). 

Finally, it can be concluded that the results exhibited satisfactory discriminant validity of the 

young consumer’s green purchase intention model. 
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Table 1: Measurement items and validity assessment 
Constructs Factor Loading (CR)* AVE 

Young Consumer’s attitude (Att)  0.895  0.631  

Att2 

Att3 

Att4 

Att5 

Att6 

0.794   

0.822 

0.819 

0.789 

0.747 

Environmental Concern (EC)  0.812  0.53  

EC1 

EC2 

EC3 

0.726   

0.756 

0.702 

Perceived Moral Obligation (PMO)  0.805  0.51  

PMO1 

PMO3 

PMO4 

0.606   

0.779 

0.717 

Willingness to pay (WTP)  0.911  0.774  

WTP1 

WTP2 

WTP3 

0.885   

0.906 

0.847 

Green Purchase Intention (GPI)  0.91  0.718  

GPI1  

GPI2 

GPI3 

GPI4 

0.836   

0.857   

0.857   

0.839   

*CR = Composite Reliability 

 

Table 2: Discriminant validity 

  Att. EC GPI PMO WTP 

Att. 0.795         

EC 0.316 0.728       

GPI 0.636 0.313 0.847     

PMO 0.458 0.33 0.467 0.714   

WTP 0.573 0.239 0.61 0.572 0.88 
*Note: Bold figures on the diagonal are the square root of the AVE.  

Keys: Att-Young consumer’s attitude; EC- Environmental concern; PMO- Perceived moral obligation; WTP- Willingness to pay; GPI- 

Green purchase intention  

 

4.3 Assessment of the structural model 

4.3.1 Path coefficient (β) and statistical significance of t-value 

To evaluate the relationship among the constructs as hypothesized in this study, the path 

coefficients and corresponding t-values were calculated (Hair et al., 2011; Ringle, Sarstedt, & 

Straub, 2012). A bootstrapping procedure was used in this regard (W. W. Chin, 1998; C. Ringle, 

M. S. Wende, & S. Will, 2005). Positive relation between the constructs and vice-versa is 

indicated by the positive path coefficient value. The t-value evaluates whether the relationships 

among the constructs are significant (Jörg Henseler, Christian M Ringle, & Rudolf R Sinkovics, 
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2009). The structural model results indicate that all of the proposed relationships received 

strong support except one (PMO-GPI); hence, the remaining three hypotheses were confirmed.  

The results reveal that young consumer's attitudes (Att), environmental concern (EC), and 

willingness to pay (WTP) exhibit a positive influence on the green purchase intention of the 

young consumers. Perceived moral obligation (PMO) does not suggest any significant impact 

on green purchase intention. Hence, H3 is not supported (β= 0.084, t= 1.446). The results also 

reveal that the young consumers' attitude towards green products influences their purchase 

intention in support of H1 (β= 0.388, t= 6.17). Environmental concern also positively and 

significantly influences purchase intention and supports H2 (β= 0.085, t= 2.152). Willingness to 

pay is another important indicator for green purchase attention and is supported by H4 (β= 

0.321, t= 5.108). The results of the structural model detailing the path coefficients and t-statistics 

are presented in Table 3. The model's nomological validity or explanatory power can be 

observed by assessing R2 values of the endogenous constructs. Based on the R2-value, it can be 

inferred that the structural model explains 51% of the variance in the green purchase intention 

(GPI) construct. The generated R2 value of purchase intention is moderate, acceptable for an 

endogenous latent variable with only a few exogenous latent variables (J. Henseler, C. M. 

Ringle, & R. R. Sinkovics, 2009). 

Table 3: Structural properties of the constructs 
Hypothesis Relationship Coefficient 

(β) 

t-

value 

Result 

H1 Att                  GPI 0.388 6.17 Supported 

H2 EC                  GPI 0.085 2.152* supported 

H3 
PMO               GPI 0.084 1.446 Not-

supported 

H4 WTP               GPI 0.321 5.108 Supported 

 Endogenous 

Construct 
Model  

 

R2 WTP 0.508   
Keys: Att-Young consumer’s attitude; EC- Environmental concern; PMO- Perceived moral obligation; WTP- Willingness to pay; GPI- 

Green purchase intention  

 * 5 percent level of significance 
 

5.0  Discussion 

First of all, the present study hypothesized that attitude positively influences youths' green 

purchase intention (H1), and we found support in favor of the hypothesis. The finding is 

consistent with the earlier researches done in a similar context (Kautish, Paul, & Sharma, 2019; 

Yadav & Pathak, 2017). Evidence suggests that if young consumers possess a positive attitude 

towards green products, they will eventually develop positive buying intentions. Therefore, 

marketers must look to build a positive attitude towards green products to earn buying 

intention from the targeted youths. 

Secondly, we hypothesized that youths' concern about the environment positively impacts their 

green purchase intention (H2). The present study supported this hypothesis, which is also 

consistent with earlier studies (Ahmed et al., 2020; Yadav & Pathak, 2016). The outcome 

suggests that youths' degree of concern has crucial impacts on their response towards green 
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consumption. Marketers must look for ways to increase young consumers' concern for the 

environment, which would allow them to change their mindset and build positive buying 

intents.  

Thirdly, we hypothesized that youths’ PMO has a positive influence on GPI (H3). Contrary to 

the few earlier research (M.-F. Chen & Tung, 2014; Tan et al., 2017), the present study found an 

insignificant relationship between PMO and GPI. However, the result is identical to an earlier 

study conducted by Lam (1999), who found that PMO neither influences people's intention to 

conserve water nor influences their intention to use retrofit water appliances. The findings 

suggest that young consumers may not develop green purchase intention despite having a 

perceived moral obligation towards ecology. However, further research may find the causes of 

insignificant association and modify the scale for getting more insight into this issue. 

Last of all, we have found support in favor of the proposition that youths' willingness to pay 

higher prices impacts green purchase intention (H4). A similar positive impact of WTP on GPI 

has been found in earlier studies (Chaudhary, 2018; Prakash & Pathak, 2017). 

Since the prices of green products are generally higher than conventional, to what extent 

consumers are willing to pay has been a very influential factor in gaining green purchase 

intention and subsequent actual purchase decision. Green products are priced higher than the 

conventional ones because they add ecological costs associated with the production, 

distribution, and consumption of the given products. Therefore, marketers must work on 

pricing issues so that targeted markets get to know why they need to pay more. 

 

6.0  Conclusion 

The study investigated the underlying motivational factors behind the green product purchase 

intention in the context of Bangladeshi young consumers. Applying the partial least square 

structural equation modeling (PLS-SEM) technique on collected data from  400 respondents 

revealed that attitude, environmental concern, and willingness to pay significantly determined 

youths’ intention to buy green products in Bangladesh. The empirical results support the earlier 

research works (Ahmed et al., 2020; Prakash & Pathak, 2017) who found similar results in the 

respective contexts for explaining green behavioral intention. However, unlike few earlier 

studies (Tan, Ooi, & Goh, 2017), the perceived moral obligation was found to have an 

insignificant relationship with the green product purchase intention. 

 

7. Implications 

The present study leaves some critical implications for the marketers and policymakers who 

want to promote green product consumption in Bangladesh. Firstly, the study attempted to 

determine key determinants behind green purchase intention that would enrich the knowledge 

and understanding of the marketers for developing a green product marketing strategy. The 

study showed that if the marketers can develop positive attitudes towards green products by 

creating a favorable image which would lead to purchase intention. Moreover, concern for the 

environment can be raised by making proper integration with the choice of green products and 

their environmental impacts as the study postulates that increased environmental concern is 
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conducive to green purchase behavior. Moreover, marketers can influence the youths’ 

willingness to pay a premium price by properly justifying the reasons for charging higher prices 

and how that can give a maximum return in the long run. In addition to that, policymakers can 

get insights from the present study too. They can work on achieving sustainable development 

by encouraging both the producers and consumers to behave in an environmentally responsive 

manner. 

 

8. Limitations and Future Research Directions 

The present study is not devoid of certain limitations. First of all, the study is based on green 

products in general. Therefore, future research may work on specific green product categories 

such as organic foods, energy-saving appliances, recycled products, etc. Secondly, the study 

considers Bangladeshi youths only. Hence, the outcome of the study cannot be generalized over 

the mass market. Future studies can be done targeting households and their green purchasing 

intention. Thirdly, the study is solely based on the quantitative aspect. Qualitative studies or the 

combination of both would have given a much deeper understanding. Finally, apart from the 

existing variables, some other relevant variables can be further added and checked for their 

statistical significance in explaining green purchase intention. 
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Appendix 

Study Constructs with Measurement Items 
Constructs Measurement Items Sources 

Environmental 

Concern (EC) 

 

Strongly Disagree (+1)/Strongly Agree (+6) Dunlap et 

al. (2000) 

 
EC1 We are approaching the limit of the number of people the earth can 

support. 

EC2 When humans interfere with nature it often produces disastrous 

consequences. 

EC3 The balance of nature is very delicate and easily upset. 

EC4 Humans have the right to modify the natural environment to suit their 

needs.(R) 

EC5 Humans are severely abusing the environment. 

EC6 The so-called “ecological crisis” facing humankind has been greatly 

exaggerated. (R) 

Perceived 

Moral 

Obligation 

(PMO) 

 

Strongly Disagree (+1)/Strongly Agree (+6) Lam (1999) 

 

 

 

Tanner and 

Wölfing 

Kast (2003) 

 

PMO1 Everybody is obligated to treasure natural resources. 

PMO2 Everybody should save natural resources because they are limited. 

PMO3 Everybody has a responsibility to contribute to environmental 

preservation by purchasing green products. 

PMO4 I feel morally obligated to refrain from purchasing products that 

somehow pollute or harm our environment. 

http://creativecommons.org/licenses/by/4.0/
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Willingness to 

Pay (WTP) 

Strongly Disagree (+1)/Strongly Agree (+6) Kang et al. 

(2012) 

 

 

 

 

 

Jang et al. 

(2011) 

WTP1I would pay more for a green product that is making efforts to be 

environmentally sustainable. 

WTP2I would be willing to pay this extra percentage on the green products 

to support the organization’s/ product efforts to be environmentally 

sustainable. 

WTP3I feel proud to have environment- friendly products in my house even 

though they are more costly than conventional ones. 

Attitude 

towards 

Purchasing 

Green 

Products 

(ATT) 

Strongly Disagree (+1)/Strongly Agree (+6) Tanner and 

Wölfing 

Kast (2003) 

 

 

Taylor and 

Todd (1995) 

 

McCarty 

and Shrum 

(1994) 

ATT1 Environmental protection is important to me when making product 

purchases. 

ATT2 If I can choose between green and conventional products, I prefer the 

green one. 

ATT3 I like the idea of purchasing green products. 

ATT4 I have a favorable attitude towards purchasing a green version of a 

product. 

ATT5 I believe that green products assist in reducing several kinds of 

pollution (air, water, etc.) 

ATT6 I believe that green products contribute to conserving natural 

resources. 

Green 

Purchase 

Intention (PI) 

Very Unlikely (+1)/Very Likely (+6)  

Ling-Yee 

(1997) 

Armitage 

and Conner 

(1999) 

PI1 I will consider purchasing green products because they are less 

polluting. 

PI2 I will consider switching to green products for ecological reasons. 

PI3I intend to purchase green products next time. 

PI4I plan to purchase green products in near future. 

R = items measured in reverse scale 

 


