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Abstract: Sustainability and responsible consumption are now the policies of companies
interested in preserving a good reputation. If in the past, sustainability was an issue present
only in the corporate social responsibility campaigns developed by companies; nowadays,
this aspect has become a key element that has been proven to influence the purchasing
behavior of consumers. The existence of policies and strategies in the area of sustainability
does not necessarily mean their being put into practice as long as people, who make these
objectives attainable, are not aware of them. The present paper aims to explore the green
consumption of Romanian consumers, which would indicate whether the concern for
environmental problems is then translated into an appropriate behavior; in other words,
whether “words become facts”. At the same time, this paper analyzes the extent to which
the “green trend” has gained popularity in Romania, how involved the Romanian
consumers are with environmental issues and the behaviors they adopt in order to mitigate
the impact on the ecosystem. However, there are differences between individual opinions
on green consumption and the actual behavior adopted in trying to ameliorate this issue.
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1. Introduction

The sustainability concept is associated with a wide range of human activities related to resource
use, including natural, human and financial ones, having the certainty of its continuity and that these
activities will be performed during an unlimited period of time [1]. According to Hasna [2],
sustainability refers to the development of all aspects of human life that affect subsistence.

The production and consumption of goods and services represent the main drivers of economic
growth, contributing to a great extent to the improvement of life quality, but they can also harm it. The
way in which a population produces and consumes expresses implicitly its development level and
awareness of environmental problems. At the global level, the planetary-scale development of certain
activities has already generated a high level of pollution and global warming; the depletion of some
natural resources has been determined, and this has seriously threatened the maintenance of
biodiversity. As a rule, the negative impact of production and consumption activities is accentuated
through the increase of population and per capita consumption.

In a nutshell, sustainable consumption implies “the use of goods and services which satisfy the
basic needs and enable a better life quality and at the same time the minimization of the consumption
of natural resources, the generation of toxic materials and waste and pollutants over a life cycle, so that
there is no risk of the impossibility to satisfy the needs of future generations” [3]. Sustainable
consumption imposes the satisfaction of social needs only at the level of a decent life and, on the
contrary, does not affect the increase in life quality. It can only take place through the efficient use of
resources, the use on a large scale of reusable energy and minimization of waste. This wish involves
the change of the characteristics of demand and, implicitly, of certain elements that are related to the
dominant lifestyle, especially in economically-developed countries. The supply of the same services or
of qualitatively superior services that could respond to the decent needs of life and even the aspirations
of the improvement of life quality, at the same time as ending the deterioration of the natural
environment, raise not only the problem of the change of some consumption models, but also that of
the reduction of the quality of goods and services consumed, even if the last one seems to be more
difficult to accomplish.

Since the 1970s, the theories concerning “green” or “sustainable” consumption have influenced
both the market’s and the consumers’ preferences and also determined that some environmental
organizations actually influence the population towards adopting a more eco-friendly behavior [4].
Scientists who studied green/sustainable consumption concluded that the access to information,
societal values and attitudes all influence the consumer’s behavior. Social sciences analyzed the way in
which the social status of a person could be a factor in determining a predisposition towards
green/sustainable consumption, taking into consideration the personal feelings of those who adopt such
a behavior. Even if the archetype of the human being seems to reflect a pro-environmental ethos, green
consumption is often used by people as a signaling instrument of their social status. However, a high
social status obtained only through green consumption is often criticized, as many of the people
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involved in the fight to protect the environment do so by purchasing many products that are only
believed to be “green”, but in actuality are not and, in some cases, are even harmful to
the environment.

Throughout the years, several definitions for environment protection and green consumption have
been proposed. For some people, “green” means an attitude. Some consumers that are interested in this
issue see the deterioration of the present environmental conditions as a problem for global security.
Others, who are not affected as much by environmental problems, believe that these issues will sort
themselves out eventually. The socially responsible consumer is the one who is aware of his impact on
the environment and has the power to make a change through his behavior. This definition is centered
on social involvement, promoting the idea that a green consumer should be up to date with all social
problems, should believe in his power to make a change and should be actively involved in a
community. The aim of adopting such a behavior is either to manifest a positive influence or to reduce
the negative impact on the environment. For others, just being aware of environmental problems
represents an action or a change in behavior. At an organizational level, this could translate into the
production of goods that are eco-friendly and that reduce the impact on the environment. At the level
of consumer behavior, the definition could be adjusted to highlight the way in which one person can
reduce the negative influence on the environment. Thus, the awareness of green consumption has more
of a social side, and the definition could be reformulated to reflect a more long-term focus on the
well-being of the individual and the society as a whole through the reduction of the negative
consequences associated with a certain product.

Studies [5—7] showed that the orientation towards being a green consumer is connected to education
and social status. Many of those who studied green or sustainable consumption tried to find the
explanation of this behavior: which green products do people buy, how many and why? These studies
analyzed the consumption as the result of some sets of well-rooted principles and wishes of the human
being. The question the sociologists and other researchers interested in social problems ask is: what
does green consumption entail for these people and how does this penchant reflect and reproduce
social differences? Instead of quantifying and trying to find a behavioral model, the accent that falls on
the social status raises questions regarding the symbolic and cultural meaning of this consumption
practice. When examining this behavior, each person’s intentions translate a combination between “to
say” and “to do”: not only the practical activity to consume something, but also its representations [8].

Given that the basic idea of marketing is to center the entire business model on the needs and
requirements of the consumer, finding out the identity of the “green consumer” is crucial. However,
all those employing this strategy should first question if this business model has an actual basis in
reality and is not just a fashionable trend, as well as if this “green consumer” actually exists or if he is
just a myth [9].

Studies have shown that the typical green consumer is educated and influential. He is between the
ages of 30 and 49 and has children aged six or older [10].

Once companies understood the external pressures to improve their eco-performance and to become
“greener”, the green consumer has become the center point for the development of so-called “green
marketing”. The marketing professionals tried to identify and understand the needs of this new type of
consumer in order to provide him with offers that met his demands.
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Over time, the green consumer was characterized as a person who changes his mind very quickly
and who can give up on a product at any point if it does not protect the environment. In a metaphorical
way, he is seen as a “creature” that hibernates most of the time and only wakes up to give support to an
environmental cause. Others see him as being part of small, but well-organized groups. These groups
represent a segment of “ultra-green” consumers whose goal is to boycott certain products in order to
change the policy regarding environmental protection of the companies that produce them [11]. Many
analysts claim that this group will substantially increase in numbers in the upcoming years and will
become the priority target for numerous companies.

Understanding the demographic aspects of green consumption can help businessmen to communicate
better with this category of consumers. The green consumer is considered to be a sincere person, with a
high level of dedication towards a green lifestyle. He understands the reality concerning the practices
of a company and their impact on the environment and does not expect perfection, but rather small
steps towards sustainability and becoming greener. The green consumer understands that the process to
become eco-friendly should not require major sacrifices and tends to be skeptical, unless strong
supporting evidence is provided, when companies boast about environmental protection

The current paper aims to analyze the extent to which the green trend entered Romania, the degree
of involvement of the Romanian consumers regarding environmental problems and the behaviors they
adopt to diminish the impact on the ecosystem. Each person has certain opinions about a situation, in
this case about green consumption, but at the same time, there can be differences between the way of
thinking and real behavior.

2. Literature Review

Green marketing thought the Western, developed nations was at a similar place in the mid- to
late-1970s. After a flurry of conceptual papers to initiate the field of study, the research trends at the
time focused on many of the same issues, including the classification of the green consumer and
determining the segment’s attractiveness to industry [9,12—15]. The results of these studies were often
inconclusive or contradictory, much like the recent research from emerging markets.

It is widely accepted that a competitive advantage in the field of business can be easily gained if the
goal of the innovations being worked on is focused on the protection of the environment. Settling the
concerns of the consumers regarding the eco-friendliness of the product is a “win-win” strategy both
for a corporation, but also the environment [16].

The latest theories began to promote win-win solutions, stressing the idea of creating
environmentally-suitable products that are technically the same if not better than conventional
products. However, in fact, most often, this does not happen. Recent studies [15,17,18] suggest that
even the greenest consumers are increasingly willing not to accept higher prices for these products, but
rather to change their way of life.

Table 1 lists all of the studies used in the secondary research stage and helps formulate the
objectives and hypotheses for the present study.
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Table 1. Brief presentation of the literature review.

Nr.
¢ References Year Method Results
crt.
. - the consumers’ participation in environmental
887 self-administered o . .
. . protection is made possible through electricity and
questionnaires, . . . .
1 [13] 2008 water saving, which can be associated with an
persons aged over . .
economic behavior; the Portuguese consumers
18 years ] . . )
have information about environmental issues.

- women are more preoccupied by environmental
problems than men;

- the identification of three different personalities:

. the “anti-hero”, the “environment hero” and the
2 [12] 2009 essays: 51 subjects )
“anarchist”;

- green consumption is a task that everyone should
fulfil on his own, at the same time as, but not
together with, other consumers.

- loyalty towards a “green” brand is related to its

3 [14] 2009 survey: 534 subjects perceived value, to the satisfaction and confidence
Taiwan the consumer has in green products; these 3 aspects
represent the key to getting a loyal customer.

- all of the persons recycled, but not all the
same quantity;

- some of the participants cultivated organic products

4 [19] 2004 in-depth interviews of on their own; others bought second-hand clothes;

14 subjects - most of the subjects buy green products from the
big supermarkets due to the large offering, but
there are also persons who buy from private
persons who produce “green” products.

- both the adoption of “green” innovations and the
daily routine were significantly determined by

survey: 1832 ) . .
] . values, beliefs and the purchasing behavior;
5 [20] 2010 questionnaires . ) ]
a positive correlation was established between the
Sweden . . . .
previously adopted eco-innovations and the wish
for a future adoption.
- this identifies the ways in which it can attract a
6 [21] 2001 exploratory research
green consumer.
- the green purchasing behavior is determined by
; 22] 2008 6010 questionnaires social influences, by the preoccupation with the
applied to teenagers environment, by the image one has in society and
by the perceived responsibility.

- the social campaigns of the brands do not influence

g 23] 2012 experiment: 50 the consumers’ social behavior; the loyal consumers
subjects, USA intend to preserve energy only if the favorite brand

has a history in this area.
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Table 1. Cont.

Nr.
¢ References Year Method Results
crt.
- age influences the consumers’ intention to purchase
green products;
233 questionnaires - those over 45 years did not have as much

9 [24] 2012 with Likert scale knowledge about environmental issues;

questions - the young have a greater preoccupation with the
environment, but they are more sensitive to the

price of green products.
- the identification of green consumers, the

10 [25] 2006 online survey, USA demographic characteristics of green consumers,
successful green products.

questionnaires ) )
. - the government, companies and the media have

11 [15] 2012 applied to students B . .

. positive effects on the adoption of green behavior.
from 3 countries
- there is a niche in the market for “green”
) restaurants with a huge potential;
survey: 455 subjects ) .

12 [17] 2010 USA - the clients agree that restaurants should help in the
protection of the environment; they are also willing
to pay more for organic food at the restaurant.

- the “green” factor counts in the purchasing
. decision; the consumers’ income has a moderate
survey: 323 subjects, ) o
13 [18] 2011 Tai effect on this decision; the value of green products
aiwan
is better perceived in the case of consumers with a
higher income.
Three “green” purchasing criteria of electronic devices:
interview: 81 subjects - they protect the environment;
14 [26] 2005 . .
Great Britain - the materials they are made from;

- their second-hand availability.

We have selected a number of 14 relevant studies in order to help us define our steps. These
researchers have chosen to identify issues related to green purchasing decisions, green products, the
impact of income on green consumption and the influence of the government, NGOs and the media on
increasing the green orientation. Their conclusions were a starting point in our démarche.

3. Materials and Methods

In the context of the economic crisis, being a green consumer is a luxury for a great part of the
population. Taking into account that when buying ecological products and adopting a green behavior,
the benefits are noticed in the long term, most consumers still choose traditional products depending
on the price and the immediate advantages. Green consumption implies various aspects, such as the
attitude and behavior towards the environment and motivations. In order to perform a better
segmentation, it is important to identify the target public of green products and, at the same time, to
separate these features.
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The objectives of this paper are the following:

e The identification of the degree to which the Romanian consumers are preoccupied by
environmental problems;

e Highlighting the extent to which the Romanian consumers adopt a green purchasing behavior;

e The analysis of the relationship between the preoccupation for environmental problems and the
decision to buy green products;

e The examination of the relationship between demographic variables (age, income, education,

gender) and green consumption.

The relationship between certain demographic variables and green consumption was studied by
several authors who highlighted that young people are more sensitive to environment problems than
the elderly. Previous research [27] indicated that green consumers are aged 30-44 years.
At the same time, people over 45 years have less knowledge about the environment, but they are eager
to pay more for the purchase of ecological products. On the other side, those aged between 18 and 45
years are more sensitive to price, but they have more solid knowledge about environmental problems.
Therefore, the first conclusion would be:

H1: The young are more sensitive to environmental problems than the elderly [13,24].

As for a person’s gender, research has shown that women are more sensitive and more preoccupied
about environmental problems, but there is no consensus on this matter. As a consequence, the starting
hypothesis is:

H2: Women are more inclined to have a green purchasing behavior than men [13,28].

Referring to the level of education and income, the higher these are, the higher the level of
preoccupation towards environmental problems is, because there is a higher purchasing power and, at
the same time, more knowledge related to environment issues, as well as a higher impact of people’s
actions on nature. Therefore, the hypotheses used in this paper are:

H3: There is a direct relationship between people’s education level and the preoccupation with
the environment [13,24].

H4: A person’s income significantly influences the decision to purchase green products [13,28].

This paper has first and foremost a descriptive character, since it verifies certain hypotheses that
resulted from previous studies, but it also has a strongly exploratory nature, because it aims to shape
Romanians’ green consumption behavior.

The sampling method chosen is the quota one, using two variables, sex and age. The quotas were
set taking into account the population distribution at the national level [29]. Men represent 49.6% of
the population, while the rest are female. Men under 40 years represent 26.8%, and men over 40 years
21.9%. As regards women, those under 40 years represented 25.5%, and those over 40 years 25.8%.
The 40 year threshold was set taking into consideration that the topic of green consumption is
relatively new in the current society, and there are differences regarding the information and
knowledge level in this field.
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For the quantitative survey, the tool used was the questionnaire (applied to 150 respondents), made
up of 23 questions formulated in such a way as to solve the objectives and to test the hypotheses. The
questions included all types of scales and especially continuous ones in order to make correlations
among variables. The questionnaire comprised both open and closed questions, with a single or
multiple choice answers, ranking answers, expressing the agreement or disagreement level, as well as
grade awarding answers. The first questions in the questionnaire included statements about the interest
in the environment and in the main problems that the current society is facing. The next questions
referred to green purchasing behavior, from the time period needed to purchase the goods to the
reasons for such behavior, as well as the concrete actions for its manifestation. Lastly, there are
questions for the identification of the respondent, with a demographic character, necessary to test the
hypotheses initially established.

The parameters used in this survey, in an attempt to understand consumption intentions, are sex and
age. In Romania, men represent 49.6% of the population, while the rest are women.

As regards age, the population was split into two categories: persons under and those over 40 years
old. Taking into consideration that the topic of green consumption is a relatively new concept in the
present society, differences in the degree of information and knowledge about this field can be
observed. At the end of the year 2010, the population in Romania was 21,431,298, of which 5,741,979
were men under the age of 40 and 4,692,164 were men over the age of 40, which in percentages
translates to 26.8% and 21.9%, respectively. As for women, the numbers were 5,476,119 (25.5%)
under 40 and 5,521,036 (25.8%) over.

A quota sampling method was chosen, using two variables: sex and age. Of the total of 150 persons
that were surveyed, 74 were male and 76 female, and for each age group, they were distributed as
shown in Table 2.

Table 2. Distribution of survey participants by age and sex.

Gender Total Under 40 years Over 40 years

Male 74 40 34
Female 76 38 38
Total 150 78 72

The study also did a field survey in parks and crowded areas near large supermarket chains. We
chose this method due to some of the advantages it provides:

e the answer rate is higher than in the case of other types of surveys due to the questioner’s presence;

e the questioner can provide additional explanations;

e the possibility to come into direct contact with the respondents and to make the
proposed segmentation.

However, the disadvantages of such a field survey are:

e the weather conditions, which can slow down the data collection process;

e the reluctance of people that are asked to stop in order to answer questions;

e providing answers that are not true, out of a desire to follow general trends;

e the refusal to provide personal data, which may lead to the invalidation of the questionnaire.
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The current research presents certain significant limits, which should be taken into account in the
interpretation of the results. Thus, one of them refers to the fact that the sampling method is a
subjective one, by quotas; the representativeness is not guaranteed, and the potential features are not
taken into consideration. The age of the people surveyed is also a limit, because all of the persons are
over 20 years old, which implies that other age categories cannot be considered as having the same
green consumption behavior.

4. Results

As for the research results, these are analyzed in compliance with the objectives set firstly. Thus,
the first goal implies the degree to which the consumers are preoccupied with environmental problems.
One of the questions lists the main problems the environment has to face nowadays, and the
respondents are asked to select three variants they consider the most serious. Thus, of a total of 450
choice variants, 78 were directed to global warming, 61 acid rain, 74 fuel crisis, 68 waste of resources,
53 hole in the ozone layer, 32 deforestation, 43 pollution and 41 natural hazards. As a consequence, the
main three problems the Romanian consumers perceive as being the most serious ones in the
environment are the global warming phenomenon, the fuel crisis and the waste of resources.
Graphically, the respondents’ choices are expressed in Figure 1.

Environmental concerns

Figure 1. The distribution of the main environmental concerns.

In relation to the environmental concerns, the respondents expressed their degree of agreement and
disagreement about certain statements about their behavior related to the environment (Figure 2).

N total consent M consent indifferent W disagreement M total disagreement

Itry to reduce the waste amount | produce in order to
diminish pollution

1y o reduce the waler consumplion inorder not o
) waste the planet’s reF;ou rces “
Irecycle the hottles and the paper athome in order to 28 18 |

protectthe nature
Imake efforts to reduce the use of plastic bagsin order to ‘_m
protect the nature
I prefer to walk tf) the nearby shop than .lo drive until a7 |19 |
more distant shops. Thus, | avoid...
lunplug the houschold devices when | don’tuse them in “m
order to protect the environment

luse the common means of transport to move aroundin

20 13|

order to protect the environment

Figure 2. Respondents’ preoccupation with the environment.
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As can be noticed from the graph above, respondents prevalently agree or totally agree with all of
the statements concerning their behavior, which means they are preoccupied with environmental
problems. Despite this, since it is a sensitive topic and the proof of good behavior in society, these
results could be valid only at the declarative level, and in reality, they are not put into practice.

Concerning environmental preoccupation, the respondents had the possibility to award grades from
one to 10 for different statements related to the implementation in Romania of environmental
protection programs and to the extent to which green consumption is promoted.

One may conclude that respondents believe to a great extent that the natural environment in
Romania must be protected, that in order to do this, large amounts of money should be spent and that
the public needs to be informed about all of these problems in order to trigger an alarm signal. What is
desired in fact is a change in people’s behavior, which is why the average for personal involvement in
environmental problems is high, occupying third place in importance. The lowest average belongs to
the promotion of green consumption in Romania, which may indicate slight reluctance towards the
strict adoption of ecological consumption behavior.

Another objective of the research refers to the degree to which respondents adopt a green
purchasing behavior. When they had to list the green products they bought, the answers were very
diverse; their quantification is available in the graph in Figure 3.

Types of green products purchased by the respondents
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Figure 3. Types of green products purchased by the respondents.

Those questioned had difficulties in listing three green products, most of them only mentioning one
or two. Among the listed products, there were also some that were not green products, which may
mean that the respondents are not very familiar with the green products concept, even though in the
beginning, their definition was explained to them.

As regards the availability to pay more for a green product, the results indicated that 65% of the
respondents would do that, and out of these, most (53.6%) would take out of their pocket a sum
smaller than 5% of the product’s value, while 32.1% would pay more by 5 to 9% of the product’s
price. Of the questioned people, only one person would want to offer more than 19% of the price for a
green product.

Regarding the degree of information on the impact the products have on the environment, each
person has or does not have some knowledge about it. The results indicate the following: 32.66% of
the respondents have plenty or a lot of information, but most of them have little knowledge or even



Sustainability 2015, 7 6404

none, which means that people are not informed about the impact on the environment. This is in
contradiction somehow with an ecological purchasing behavior. On the other hand, this might be the
lack of information resulting from the insufficient promotion by companies of the information
regarding the products they sell (Figure 4).

The degree of informaticn on the impact of the
product on the environment

none very little little alot plenty
Figure 4. The degree of information on the impact of the product on the environment.

When the purchase takes place, several criteria are taken into consideration. The respondents were
asked to distribute 100 points among several characteristics according to the degree to which they take
them into account in the purchasing decision. The averages of the points awarded for each feature are
found in the table below. As can be observed, what counts the most is the ratio quality/price and the
price itself, and to a lesser extent, there is interest in packaging, advertisement or the impact on the
environment. This could signify that the declared intention to have an environmentally-friendly
behavior is not really put into practice, since in the purchase decision, the impact on the environment is
not taken into consideration much. These questions verify and test the respondents’ consistency on the
same variants expressed in different ways.

Another objective aims to analyze the relationship between the preoccupation with the
environmental problems and the purchasing behavior. Normally, a proactive attitude towards the
environment would lead to an appropriate behavior, oriented towards the protection of nature. After
the regression analyses, the statements about different types of purchasing behaviors were taken as
dependent variables, while the opinions about the environmental problems were considered
independent variables. There was a situation when a correlation between the preoccupation for the
environment and the purchasing behavior was identified. Thus, even if, initially, all of the variables
concerning the perception about the environment were introduced, only in the case of the statement
“I read the labels to see if the products are ecological”, two variables proved to be significant, namely
the improvement of environment quality and the necessity for better environment protection. The
regression equation, after the introduction of only these variables, takes the form:

Reading the products’ labels in order to check if they are ecological = 3.494 + 0.329 X improvement
of environment quality + 0.162 X the need for more environment protection.

The value of the determination coefficient of 11.6% indicates that only by this weight does the
variation of the independent variables explain the variation of the dependent ones; therefore, the
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decision to adopt a green purchasing behavior depends on other factors, not only on the concern with
environmental problems.

A multiple linear regression analysis (Tables 3 and 4) highlighted that the confidence in the quality
of ecological products is explained in a proportion of 7.1% by the fact that ecological products are not
a whim and that they use healthy ingredients.

Table 3. Calculus elements for the regression Analysis I.

Adjusted R Standard Error of
Squared the Estimate
1 0.267° 0.071 0.059 1142

* Predictors: (constant), healthy ingredients, are not a whim

Model R R Squared

Table 4. The coefficients of the variables of the regression analysis.

Unstandardized Standardized
Model Coecfficients Coecfficients t Significance
B Std. Error Beta
(Constant) 2215 0.417 - 5317 0.000
1 arenot_a_whim 0.199 0.082 0.193 2422 0.017
healthyingredients 0.190 0.079 0.193 2422 0.017

The last objective focuses on the identification of the relationships between the green behavior and
the demographic variables. As regards the correlations among education, income and other types of
behavior, a Spearman correlation test was applied, which indicated a positive, significant correlation
between the income level and the attempt to reduce plastic bag use (r = 0.253, p = 0.002). Taking into
account that in the SPSS software (Version 19), the quantification was performed in an inversely
proportional manner, meaning that a total disagreement level received a value of five, we may
ascertain that the higher the income, the less effort people make to reduce the use of plastic bags
(Table 5). Therefore, for them, it is not important that their use is not environment friendly. They shop
a great deal, and they need those plastic bags. Comparing the needs behind each situation, we can
observe that this is similar to Maslow’s theory that says that we cannot ascend to a higher need until an
inferior one is at least partially fulfilled.

Table 5. The correlation between the income and the reduction of the use of plastic bags.

I make efforts to Correlation Coefficient 1000 0.253 **
reduce the use of Sig. (2-tailed) - 0.002
plastic bags in order
N 150 150
Spearman’s rho to protect nature
Correlation Coefficient 0.253 ** 1000
income Sig. (2-tailed) 0.002 -
N 150 150

Note: ** Correlation is significant (sig.) at the 0.01 level (2-tailed).
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One of the hypothesis mentioned that young people are more sensitive to environmental problems
than more experienced persons. Green consumption is a fairly new concept, which is why it is
necessary to make a distinction between two main population categories, those under 40 years and
those over 40 years.

Taking into consideration that age and consent/disagreement degrees are ordinal variables, we
analyzed their relationship by means of a correlation test based on the Spearman coefficient. The
results indicated that between the respondents’ age and the tendency to reduce the waste amount they
produce, there is a significant, reduced intensity correlation (p = 0.017, r = 0.195), significant at a trust
level of 95%. The people under 40 are more preoccupied with reducing their waste amount than those
over 40. Other correlations between age and the interest in the environment were found in the case of
the use of common means of transport to reduce pollution, the unplugging of electrical devices when
these are not operational, as well as the preference to walk to nearby shops without using a car, which
pollutes a great deal. Thus, between age and preference to walk, there is a significant correlation, of
low intensity (p = 0.024, r = 0.184), which expresses the fact that persons under 40 are more eager to
walk to nearby shops, while people over 40 drive their car even for these trips.

Between age and the habit to unplug household devices, there is an inverse, significant correlation,
of low intensity (p = 0.007, r = 0.218), which means that those under 40 years are more careless when
it comes to unplugging devices. Finally, between age and the habit of using a common means of
transport, there is a direct, significant correlation, of low intensity (p = 0.001, r = 0.263), which
underlines that those under 40 are more dependent when it comes to using their personal car, while
persons over 40 years use common transport when they move around. The rest of the statements above
do not present significant correlations with age, since the significance values are higher than 0.05.

One of the initially set hypothesis stipulated that women are more likely than men to have a green
purchasing behavior. A chi-squared test of independence was applied, highlighting the following
aspects: between a person’s sex and the decision to stop using certain products for ecological reasons,
there is a significant correlation, of low intensity (df = 3, n = 150) = 3.142, p = 0.989, chi = 0.032; the
same types of correlations exist between sex and the convictions and values of that person’s family
members not to purchase polluting products (df = 3, n = 150) = 5.335; the purchase of ecological light
bulbs (df = 3, n = 150) = 1.115; and the purchase of less polluting products (df = 3, n = 150) = 4.365.
No significant purchasing behavior patterns were identified other than the ones correlated to the sex of
a person. Women place higher value on these types of behavior than men do, which means that they
are more inclined to adopt a green purchasing behavior.

Thus, even if initially, all of the variables concerning the perceived problems regarding the
environment were introduced, only in the case of the statement “I read the labels to see if the products
are ecological”, two variables proved to be significant, namely the need to improve the quality of the
environment and the necessity for a better protection of the environment. Therefore, the decision to
adopt a green purchasing behavior depends on other factors, too, not only the ones concerning
environmental problems.
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5. Discussion

Regardless of the strategies and policies elaborated and promoted at the international and national
level, putting into practice and reaching the objectives concerning long-term sustainability depend on
the end consumer and on his awareness degree, that each and every one should bring his contribution
to the preservation of a clean environment and to avoid resource waste.

Our research shows that the first three problems of the environment considered the most serious
ones by the respondents are global warming, fuel crisis and resource waste. This may indirectly point
out that the fuels’ price, as well as the price of other products increased due to the waste of resources.

More than half of the respondents agree or totally agree with various statements regarding green
consumption. Thus, the main actions they perform are unplugging household appliances when these
are not operational, paper and bottle recycling and the use of common transport. As for the correlation
between demographic variables and environmental concern, significant correlations were observed
between age and the attempt to reduce waste amount, using common transport for trips, unplugging
devices and the preference to walk to neighboring shops, meaning that people under 40 are more
inclined to an environmentally-friendly behavior than those over 40 years. There was a significant,
positive correlation between income and the tendency to reduce plastic bags, highlighting that people
with lower incomes are more inclined to saving; the real problem is if they do this in consideration of
the environment or for financial reasons.

The three main measures that must be taken in relation to environment protection are: the
improvement of environment quality, the information of the public concerning environmental issues
and the personal implication of respondents in ecological problems. Regarding the behavior to
purchase green products, the conclusions of our research are: when they had to list three types of green
products that they bought, they encountered difficulties in listing exactly three products, while some of
them also specified goods that are not included in the ecological category. Thus, the main three types
of products purchased are ecological light bulbs and cosmetic products containing natural ingredients,
and a relatively high percentage did not know any product. The first conclusion is that Romanians are
not very involved in the purchase of green products, and therefore, their behavior is not favorable for
the environment.

In order to shape the consumption behavior of green products, we tried to determine the time period
when the last shopping for ecological products was performed. Again, the results are not very
favorable, since most of the people bought green products four to six months ago and more than six
months ago. Regarding the willingness to pay more for green products, only 56% of the questioned
persons answered positively, and of these, more than a half would not pay an amount higher than 5%
of the initial sum. Thirty two percent of them would pay by 5% to 9% more, while the rest would pay
higher percentages.

The respondents were given certain ecological purchasing behaviors for which they were asked to
give grades on a scale from one to 10. All of the averages had high values, but the first three
purchasing habits are: the reluctance to buy products from companies that are accused of pollution,
purchasing products that do not pollute the environment and the reluctance to buy a product if the
damages it has made to the environment are understood. As for the behaviors in relation to the
person’s sex, the comparison of averages given indicated that women awarded higher grades for these
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types of behaviors, suggesting that they are more involved in a green purchasing behavior, even if they
are not as preoccupied with environmental problems as men. Therefore, the hypothesis according to
which women are more inclined to a green purchasing behavior is true.

Of the respondents, 71% buy environmentally-friendly products on a regular basis, but no
associations between income and the tendency to buy green products were discovered; as a
consequence, the hypothesis according to which income positively influences the purchasing decision
was not confirmed.

Before going shopping, most of the respondents do not have or have little information about the
impact of products on the environment, which may suggest that a better promotion of ecological
problems within the population is needed. The criteria that lie at the basis of purchasing the products,
in the order of the point averages obtained, are: the ratio quality/price, then the price itself and, thirdly,
the impact on the environment.

When speaking about the reasons why ecological products are considered to be better, the first place
is occupied by the statement that they are healthier, followed afterwards by other features, in equal
percentages: they are recyclable, have low energy consumption and the material of which the package
is made.

Regarding the relation the respondents have with green products, firstly, they trust the ecological
products; they believe they are beneficial; and at the same time, they agree that their prices are higher.

When it is about the hierarchy of the reasons why ecological products are bought, the situation is
the following: in the first place, because they are healthy; second, because they reduce long-term
expenses; third, because they have a positive impact on the environment; and last, they are in fashion.

A current problem is that of the ecological label, which is applied to products to signal that they
have a reduced impact on the environment. As for the degree to which the Romanian consumers had
seen/heard of the green label, 81% of these answered positively. The most important significance of
such a label on a product is that the product is good for the environment.

Our research shows that the first three environmental problems considered by the respondents as
being the most serious ones are: global warming, the oil crisis and resource waste. This can indirectly
highlight that the price of oil and of other products increased due to the waste of resources. When
correlated with the results obtained in the EC Eurobarometer study (2014), it can be ascertained that
the problems of oil crisis and resource waste are elements that remain at the top of the list of priorities
for Romanians when it comes to the protection of the environment [30]. More than half of the
respondents agree in part or fully with various statements regarding green behavior. Thus, the main
actions they undertake are: unplugging household appliances when they are not in use, recycling paper
and plastic bottles and using public transport. These are correlated with the results of the study
conducted at the European level, which shows that at the top of the list of actions undertaken on a daily
basis that have as a goal the protection of the environment, the first three places are occupied by:
sorting waste so that it can be recycled, reducing your home energy consumption and using public
transport as much as possible instead of using your own car.
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6. Conclusions

As a general conclusion, we may ascertain that in Romania, consumers are accustomed to a great
extent with the notion of green consumption, and many improvements to the information level and the
influence to adopt such a behavior are possible. Since there is the willingness to adopt a conduct with a
much reduced impact on the environment, but there is the problem of a too high price for ecological
products and a lack of information, the positive attitude towards nature does not translate into an
appropriate behavior.

Although there are attempts to save energy, to use common transport more frequently, to reduce the
degree to which the environment is polluted due to personal actions and even though there is the
intention to protect the environment, when it comes to the behavior of purchasing green products,
things are not as positive.

The results of our research should trigger an alarm signal concerning the degree to which green
consumption behavior is adopted and to push companies to increase marketing activities that should
focus on environmental problems, as well as the fact that the products on the market have a reduced
impact on the environment. Green marketing practices have recently increased, but we consider that
the problem arises at the level of the population’s income and information level, because people may
purchase green products, but they are not aware of this aspect.

As the title implies, to become “green” is a matter of sustainability. Education is a very powerful
means to develop a green orientation, but it will take time to change habits.

The most responsive age group tends to be young adults, many of whom are influenced by their
children. In addition, women are a key target for greener products and often make purchases on behalf
of men.

The best “green” customers are people with more money to spend. As a result, the most promising
products for “greening” tend to be at the higher end of the market. The most promising outlets for
green products are retail stores frequented by better-off shoppers.

In general, green consumers have the education and intellectual orientation to appreciate value; they
will understand evidence that is presented in support of environmental claims.
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