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Abstract: The purpose of this study was to analyze the main green marketing approaches and
their impact on consumer behavior towards the environment in the United Arab Emirates (UAE).
We reviewed the current consumption patterns of green products using a questionnaire approach.
For this study, 359 consumers that used any type of green product were selected in various shopping
malls in the UAE. For the assessment of questionnaire responses, measurement models, such as
confirmatory factor analysis (CFA), and structural equation modeling (SEM) approaches were
applied. The findings of the study suggest interesting inferences regarding eco-labeling (EL),
green packaging and branding (GPB), green products, premium, and pricing (GPPP), and the
environmental concerns and beliefs (ECB) of consumers that affect their perceptions of the environment.
Factor analysis provided a goodness of fit for the selected items. It was found that key factors of
green marketing, such as EL and GPPP, have a significant positive influence on consumer beliefs
towards the environment (CBTE). In addition, environmental concerns and beliefs (ECB) also have
a significant and positive influence on CBTE in the UAE. The practical significance of this study is
that it will help the progress of the integration of green marketing and consumer behavior theories
about the environment. The managerial implications of this study include the provision of significant
findings for both domestic and international firms for the promotion of green products through
focusing on consumer behavior towards the environment. This study provides important guidelines
to boost positive attitudes in society towards green marketing and helps companies develop effective
strategies to promote their green products.

Keywords: green marketing; consumer perceptions towards the environment; consumer beliefs
towards the environment

1. Introduction

In the contemporary environment, green marketing has becoming increasingly significant globally.
Green advertising is considered to be an effective method for the promotion of products, services,
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and business ideas, as it is deeply linked with the preservation of the natural environment [1].
For businesses operating under the current economic conditions, green product consumers are a major
focus because they are considered to be a driving force for consumption. For the global economy,
emerging trends involving green consumers have created a new market opportunity. Since the 1980s,
green marketing and environmental marketing strategies have been a major interest for scholars.
Green marketing and related ideas have been growing since the early 1990s [2,3]. Green marketing
activities have been increasing at a significant rate and have obtained enough confidence from
consumers to be sustainable and profitable since the 2010s. It has been observed that green marketing
has experienced particularly rapid growth in the United States, and now constitutes a market worth
USD 250 billion annually in the United States alone [3].

The idea of marketing management covers the retention of consumers in the long term through
better marketing performance. However, in the contemporary business world, the concept of
sustainability is covered under the title of green marketing in the existing literature. The idea
of green marketing covered social dimensions in initial research, leading to a limited focus on
environmental resources and the environmental impacts of conventional marketing in this context [4,5].
Green marketing has been well defined under the theoretical assumption of a resource-based view.
This idea was initially proposed by [6] for the development of three capabilities. These capabilities
include the protection of the environment from pollution, the development of sustainable products,
and the ability to conduct product stewardship processes.

The aim of this study was to examine the impact of various green marketing approaches
on consumer behaviors towards the environment in the United Arab Emirates (UAE).
Numerous studies [7–11] have been conducted in both developed and developing economies.
However, little attention has been paid towards the UAE from the perspective of green marketing and
consumer behavior towards the environment. The UAE government plans to revamp its economy
through climate change measures and by developing a green economy, but it requires the necessary
data to facilitate such a transformation of its economy. In addition, the concepts of green marketing
and consumer behavior towards the environment have not been examined in a collaborative way. In a
general sense, in the field of marketing research, both green marketing and consumer behaviors have
been studied separately [12–16]. With the passage of time, there has been an increase in consumer
support for environmental protection, which has increased the demand for green products [15,17–23].
Therefore, we focused on filling this gap in the literature in the context of green marketing and consumer
behaviors towards the environment. Based on our findings, this study provides an insight into ways to
integrate these factors into the economy. This study attempts to answer the following questions:

1. Is there a significant relationship between eco-labeling (EL) and consumer behavior towards
the environment?

2. Is there a significant relationship between green packaging and branding (GPB) and consumer
behavior towards the environment?

3. Is there a significant relationship between green product, premium and pricing (GPPP) and
consumer behavior towards the environment?

4. Is there a significant relationship between environmental concerns and beliefs (ECB) and consumer
beliefs towards the environment (CBTE)?

2. Literature Review

In the existing body of literature, numerous studies have explained the significance of green
marketing [24]. The concept of green marketing covers activities and trends including the modification
of products, production processes, packaging and labeling, as well as advertising strategies [11,25].
From the perspective of [15] and [26], green marketing is the managing process which covers the
identification, anticipation and satisfaction of the needs and wants of consumers. Such activities
will be going on under the shadow of sustainable and profitable practices. It is the obligation of the
business firm to accommodate the rapid changes in the environment due to increasing challenges while
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focusing on developing safer products [1,27]. For the sustainability of business firms, green marketing
and related strategies are becoming a significant tool to achieve better business performance [28].
However, the concept of green marketing has evolved over time with the growth of environmental
sustainability and the segmentation of the consumers [29]. Green marketing is the process of attempting
to develop various strategies to target those consumers who have more concern for the environment [17].
Consequently, green consumers will be explained as the key consumer who will not consume products
that may harm or damage living organisms [11].

However, the problem of sustainability is considered a key concern for both business organizations
and individuals [3]. Since the 1990s, it has been observed that consumers have deep concern
for the environment and have changed their behavior as a consequence [30]. Such behavior has
provided a pathway for green marketing and sustainable products that are more environmentally
friendly [31]. Empirical findings also indicated that marketers of green products have stated the
gap between pro-environmental attitudes and green purchasing behavior [16,32]. The belief of
individuals towards damage to the environment is entitled within the role of industry [33]. In another
study [34], it was found that being environmentally friendly has an impact on all business categories.
Meanwhile, other researchers [35] explained the concept that for purchase results, eco-labeling is an
important factor that will influence the purchasing pattern of consumers. However, the confusion
regarding green products in the mindset of the public has remained the key concern since the
1980s [36]. Meanwhile, those consumers who are ecologically conscious try to keep the environment
cleaner in different ways. In a recent study [5,37], it was found that consumers have a lack of trust
towards the plethora of eco-labeling on products. Other recent studies [38–40] indicated that green
packaging and branding is a significant factor in guiding consumer behavior. Consumer behavior is,
therefore, affected by green products and their pricing [39]. With the passage of time, communication
about consumer beliefs regarding green items is increasing [19]. Therefore, it is necessary for information
regarding green products to be communicated in a way that is accessible and understandable for
various consumers [41]. To better understand the topic, we now address some of the key factors
affecting this.

3. Eco-Labeling

Eco-labeling has a significant effect on the behavior of consumers towards products as it
conveys information pertaining to the environmental concerns of consumers and characteristics
of the product [42]. It addresses both business users and the range of consumers while providing
them with product information related to the environment. Eco-labeling plays a major role in the
development of environmental policy and in promoting behavior related to the use of environmentally
friendly products and services. In addition, this fits within the multi-stakeholder policy and related
frameworks [42].

However, the impression of eco-labeling has created some confusion for consumers and can create
an ambiguous situation for them to predict the environmental quality of products [43]. The impact of a
product on the environment is considered an integral part of its life cycle and it serves as a credible
attribute. Eco-labels enable consumer to recognize those products and services which have the least
environmental impact throughout their life [44]. This life goes from the extraction of raw materials to
their production and then disposal. Various corporate policies and plans have been discussed in the
existing literature regarding eco-labeling for both labeled and unlabeled products [44]. The competition
of the products based on eco-labeling has also been examined [45]. In addition, the idea of eco-labeling
is also covered under the title of green technology investment in the existing literature. For instance,
studies have focused on investment, environmental quality behavior and competition in the price
for eco-labeling [46]. It has been found that the quality of competition is tough for low-quality firms
and their efficiency increases with the usage of eco-labeling as a key tool in reducing investment
in low quality products [47]. To develop more sustainable and consumable products in the market,
eco-labeling is a significant tool used by policy makers [48].
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4. Green Packaging and Branding (GPB)

Green packaging and branding have not been a significant focus of research up until the last decade.
Green branding is still yet to be explored by green marketers in today’s economy. However, with growing
environmental concerns, the awareness of the consumer regarding green packaging and branding has
led to a more environmentally friendly attitude [49]. The attitude of consumers towards green products
can be changed by the brands, as an efficient green position involves brand differentiation. It has
also been stated that there is less commercial success for those products which do not reflect green
attributes [50]. In addition, researchers have argued that for the success of green branding strategies,
green positioning is an important element [51]. Numerous studies have addressed the significance
and behavior of environmental products and their attributes [52]. From the perspective of European
countries, consumers have exhibited positive attitudes towards eco-branded products [52].

5. Green Products, Premium, and Pricing

According to the findings of market research, the majority of customers in the marketplace
are willing to pay higher prices for green products [53]. The idea of green pricing provides
the customers with greater opportunity for investment in renewable energy. In numerous states,
premium pricing strategies receive a significant response from customers. It has also been found
that the quality of products with green premium pricing is higher [53]. Moreover, a proper and
well-designed environmental regulation pricing strategy promotes green activities for improved
competitive advantage in the market. Product manufacturing and pricing strategies have a direct
impact on the profitability of a business; hence, adopting the appropriate pricing strategy with
environmental consideration in mind can promote a business [54]. Various factors play a role in
defining the green pricing of products. Green pricing and related programs have a significant influence
on consumer participation rates [55].

6. Environmental Concerns and Beliefs (ECB)

Environmental concerns and problems are linked with all business enterprises and citizens around
the globe [3]. It has been found that consumers are very much concerned about the environment
and have changed their behavior gradually in favor of its protection [56]. Due to this emerging issue,
a new market for green products has emerged and active consumers have made it more significant.
The reason for this is that the active role of consumers is considered a means through which to
promote the protection of the environment [5,31,57]. Among several behaviors, to create a value for
the environment is important [58]. However, it has also been expressed that those consumers who are
more conscious towards the environment do not necessarily behave in an ecologically friendly way [10].
Empirical findings have explained that the intention to recycle products, care about environmental
pollution and pay for more ecological products have been reflected in very few customers [59].
To address the objectives of this study, the following hypotheses were developed to assess the
relationship between green marketing approaches and consumer behavior towards the environment.

H1. There is a significant relationship between eco-labeling (EL) and consumer behavior towards the environment;

H2. There is a significant relationship between the green packaging and branding (GPB) and consumer behavior
towards the environment;

H3. There is a significant relationship between the green product, premium and pricing (GPPP) and consumer
behavior towards the environment;

H4. There is a significant relationship between the environmental concerns and beliefs (ECB) and consumer
beliefs towards the environment (CBTE).



Sustainability 2020, 12, 8977 5 of 13

7. Research Methodology

To achieve the objectives of this study, a questionnaire was developed with several sections
(see Appendix A). The green marketing factors we included were eco-labeling (EL), green packaging
and branding (GPB), and green product, premium and pricing (GPPP). The fourth factor was
environmental concerns and beliefs (ECB). The final factor for the study, consumer beliefs towards the
environment (CBTE), was added to the questionnaire with latent indicators. All of the items in the
questionnaire were measured on a five-point Likert scale (1, strongly disagree, to 5, strongly agree).
Various statistical techniques were applied to analyze the data using SPSS-AMOS version 21.

In addition, confirmatory factor analysis (CFA) was conducted to check the validity and reliability
of the construct. Before the final consideration of the questionnaire, pilot testing was carried out using
25 randomly selected consumers with a minor modification in the wording of questions. The target
population of the study consisted of various individuals from different age groups, ethnic backgrounds,
and social status classes in UAE. This provided data regarding the behavior of consumers based on
their choices, attitudes, social status, financial preferences and purchasing decisions. To target the
desired consumers, various markets were visited and opinions from consumers were collected using
the developed questionnaire. Finally, a sample of 359 respondents was obtained with no missing
responses. Data were collected over a period of 6.5 weeks.

8. Empirical Findings

For the analysis, both factor analysis and structural equation modeling were used. Confirmatory
factor analysis (CFA) is considered a suitable technique to describe whether the listed items explain the
exact construct or not. Figure 1 shows the structure of the confirmatory factor analysis for the present
study. Four major constructs—eco-labeling (EL), green packaging and branding (GPB), green products,
premium, and pricing (GPPP) and environmental concerns and beliefs (ECB)—were considered from a
previous study [27]. The value for the goodness of fit was measured using chi-square tests, root mean
square error approximation (RMSEA) goodness of fit index (GFI), adjusted goodness of fit index
(AGFI), comparative fit index (CFI) and Tucker Lewis index (TLI), as they are accepted methods for our
analysis, as explained in the literature [60,61]. We calculated the goodness of fit indices and the value
of composite reliability is presented in Table 1. For all constructs, the value of CR is >0.70 and explains
the convergent validity for the model. Additionally, Table 2 presents the value of the symmetric matrix
between the sample covariance and implied covariance of the model. For the goodness-of-fit analysis,
a small difference is suggested such as in [62].

After deleting items which had a factor loading of <0.50, Figure 2 shows the appropriate loadings
for the remaining items. The values of the factor loadings for the CBTE are also presented.

After the consideration of the CFA, a structural equation model was developed, considering the
green packaging and branding (GPB), green products, premium, and pricing (GPPP) and environmental
concerns and beliefs (ECB) factors as latent variables. Figure 3 provides the structure model of the
study. Findings for each construct with the consumer belief towards the environment (CBTE) are
explained below.

Table 1. Fitted values for CFA.

Indices Result Decision

Chi-square 344.798 Accepted
Root mean squared error approximation (RMSEA) 0.054 Accepted

GFI 0.907 Accepted
Adjusted goodness of fit index (AGFI) 0.881 Accepted

Comparative fit index (CFI) 0.904 Accepted
Tucker Lewis index (TLI) 0.899 Accepted
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Figure 1. Measurement model of the study: confirmatory factor analysis (CFA), with the input and
output path diagram. Note: Eco-Labeling (EL), Green Packaging and Branding (GPB), Green Products,
Premium, and Pricing GPPP.

Table 2. Regression weights for Group 1—default model.

Variables and Items Directions Variables and Items Estimate SE CR P

CBTE <— EL 0.40 0.16 2.39 0.017 **
CBTE <— GPPP 0.41 0.08 5.02 ***
CBTE <— ECB 0.64 0.09 7.12 ***
CBTE <— GPB −0.24 0.16 −1.50 0.132
EL2 <— EL 1.00
EL3 <— EL 0.88 0.15 5.67 ***
EL4 <— EL 1.26 0.17 7.05 ***
EL5 <— EL 1.04 0.16 6.21 ***

GPB5 <— GPB 1.00
GPB4 <— GPB 1.15 0.14 8.18 ***
GPB3 <— GPB 0.75 0.11 6.46 ***
GPB2 <— GPB 1.11 0.13 8.38 ***
GPB1 <— GPB 0.97 0.13 7.47 ***

GPPP5 <— GPPP 1.00
GPPP4 <— GPPP 1.06 0.14 7.57 ***
GPPP3 <— GPPP 0.96 0.13 6.98 ***
GPPP2 <— GPPP 1.01 0.13 7.43 ***
GPPP1 <— GPPP 0.84 0.13 6.30 ***
ECB5 <— ECB 1.00
ECB4 <— ECB 1.12 0.09 11.93 ***
ECB3 <— ECB 1.32 0.10 12.57 ***
ECB2 <— ECB 1.24 0.09 12.65 ***
ECB1 <— ECB 1.15 0.09 11.68 ***
EL1 <— EL 1.12 0.16 6.82 ***

CBTE2 <— CBTE 1.10 0.13 8.37 ***
CBTE5 <— CBTE 0.25 0.09 2.69 0.007 **
CBTE3 <— CBTE 1.08 0.13 8.10 ***
CBTE4 <— CBTE 0.53 0.09 5.88 ***

*** p < 0.001, ** p < 0.05.
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9. Eco-Labeling (EL) and Consumer Belief towards Environment (CBTE)

The eco-labeling (EL) factor, with the help of considered items, had a high loading in the CFA.
The coefficients from EL to EL2, EL to EL3, EL to EL4 and EL to EL5 explained the significant variation
in the data, statistically different from zero. The same case was observed from GPB to GBP1, GBP2,
GBP3, and GBP4, which explained the significant regression estimates. The third latent construct,
GPPP, also explained a significant regression weight regarding GPP1, GPPP2, GPPP3, and GPPP4.
In the case of ECB (ECB1, ECB2, ECB3, ECB4), all of the regression coefficients demonstrated significant
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regression weights. In addition, CBTE (main outcome factor of the study) also explained significant
regression weights for CBTE2, CBTE3, CBTE4 and CBTE5. The combined effect of the four predictors
is also presented in Table 2. It can be seen that the impact of EL on CBTE is 0.35, indicating a
positive and significant impact. This implies that eco-labeling positively influences consumer beliefs
towards the environment in the UAE. The combined effect can also be interpreted in a sense that
eco-labeling is attractive for green products, as it means there is sufficient information on the label,
it is easy to read, is linked to one’s life style and provides an accurate level of information. All of
these factors had a positive and significant impact on CBTE. The trend of such positive and significant
findings has provided enough evidence to accept the first hypothesis regarding the combined effect of
eco-labeling with the selected indicators. In addition, survey findings for the second latent construct,
GPB, exhibited a negative but insignificant impact on CBTE. This impact implies that there is a negative
but insignificant impact of various items for GPB under the title of important information on green
packaging, the re-use of packaging and feeling good about buying green products. Based on this
negative and insignificant impact, the second research hypothesis cannot be accepted. The third latent
construct, GPPP, exhibited a significant and positive impact on CBTE. The value of the coefficient was
0.412, indicating a combined effect of GPPP on CBTE. This combined effect implies that consumers
trust that a portion of the price for green products goes toward a significant environmental cause,
highlights the importance of green products in the UAE, shows that there is an intention to pay
higher prices for green products, that the eco-image of green products is important, and that there
should be more visibility for the marketing of green products. The value of Composite Reliability
CR is 5.02, which indicates a standard error of 5.02 above zero for the coefficient of GPPP. Based on
the significant value of the coefficient, the fourth research hypothesis can be accepted. The fourth
latent construct for this study was the environmental concerns and beliefs of the consumers (ECB),
which contained five items. The value of the regression coefficient for ECB exhibited a significant and
positive influence on CBTE. It showed a 0.70 positive impact on CBTE, with a significant p-value and
CR of 7.12. The combined effect of ECB covers items including beliefs surrounding the Earth being
able to support limited individuals, that the planet has a delicate and easily upset natural balance,
the disastrous consequences in nature due to human interference, the abuse of the environment by
mankind, and the adaptation of natural environment.

10. Conclusions and Future Directions

In terms of green marketing, there is rapid ongoing change for companies regarding the
re-structuring of their products and their impact on the environment. In both research and business
practices, green marketing is observed as an ongoing phenomenon, as it is based on the sustainability
of the environment. This study was carried out in the UAE to observe the impact of green marketing
approaches and consumer beliefs and the behavior of consumers towards the environment. Based on
our empirical findings, we argue that various green marketing approaches have a positive and
significant influence on consumer behavior towards the environment. In addition, we also highlighted
the importance of green marketing for businesses. We propose that companies should consider the
findings for the development of eco-friendly strategies and their impact on value creation in the
contemporary business environment. The study findings also provide a meaningful path forwards for
policy makers responsible for the creation and development of marketing strategies. Previous research
indicated several gaps in the literature of green marketing approaches and their impact on the behavior
of consumers. Most studies in this area were focused on the relationship between one or two factors of
green marketing and consumer behavior [63–65]. Additionally, findings generally lacked empirical
evidences. Here, we attempted to empirically assess the impact and significance of green marketing
approaches on consumer behavior towards the environment. Furthermore, we incorporated four
important factors in determining consumer behavior towards the environment.
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11. Key Limitations and Future Research

We analyzed the impact of green marketing approaches and consumer beliefs towards the
environment. However, we identified the following core limitations:

1. We focused on a limited number of consumers who belong to only one region of the UAE.
2. We did not provide any evidence regarding the consideration of businesses dealing with green

marketing and related product lines.
3. Our findings need to be further validated with a broader analysis for the effectiveness of green

marketing and related approaches.
4. Due to the lack of a definition for green marketing and related patterns, the present study has

covered some pre-limited indicators for green marketing.

To enhance our future understanding, there is a need for future research that considers the above
limitations, specifically for consumer behavior related to environment. Future research can also be
expanded while considering the concept of environmental sustainability and should include some
qualitative techniques to evaluate green marketing and its effect, specifically in terms of business
performance. In addition, the research context can be extended towards businesses and similar
industries for better strategic comparisons regarding green marketing and consumer perceptions
towards the environment. In addition, some studies focusing on supplementary qualitative approaches
with focus group discussions could be conducted in the future.
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Abbreviations

CBTE Consumer Beliefs towards the Environment
CFA Confirmatory Factor Analysis
ECB Environmental Concerns and Beliefs
EL Eco-Labeling
GPB Green Packaging and Branding
GPPP Green Products, Premium, and Pricing

Appendix A

Table A1. List of Items in the Questionnaire.

Consumer Beliefs towards the Environment (CBTE)

1. Use of biodegradable soaps or detergents
2. Avoid buying aerosol products
3. Read labels to see if contents are environmentally safe
4. Buy products made or packaged in recycled materials
5. Buy products in packages that can be refilled
6. Avoid buying products from companies who are environmentally responsible
7. Recycle bottles, cans or glass
8. Consumers taking their own bags to the supermarket
9. Contribute money to environmental causes
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Table A1. Cont.

Environmental Concerns and Beliefs (ECB)

1. The Earth is approaching the limit of the number of people it can support
2. The balance of nature is very delicate and easily upset
3. Humans have the right to modify the natural environment to suit their needs
4. Human interference with nature often has disastrous consequences
5. Plants and animals exist primarily to be used by humans
6. Humans have to control industrial growth to maintain a healthy economy
7. Humans must live in harmony with nature in order to survive
8. Humans need to adapt to the natural environment because they can remake it to suit their own needs
9. There are limits to which the industrialized society can expand
10. Mankind is severely abusing the environment

Eco-Labeling (EL)

1. Eco-labels are eye catching on green products
2. Sufficient information is provided on eco-labels
3. I believe that eco-labels are easy to read
4. Green products are marketed to me in a way which I really find engaging and relevant to my lifestyle
5. Information on eco-labels is accurate for green products
6. It is easy for me to identify green products in UAE

Green Packaging and Branding (GPB)

1. I acknowledge that the information on packaging is an important criterion
2. It is important to reuse or recycle packaging after use
3. Biodegradable packaging is an important consideration for green customers
4. I feel good about buying brands which are less damaging to the environment
5. I trust well known green branded products in UAE

Green Products, Premium, and Pricing (GPPP)

1. I accept as true that a portion of the price for green products goes to a worthy environmental cause
2. I consider that green products are very important in the context of UAE
3. I think that it is reasonable to pay a higher price for products that are produced in an ecological way
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