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Abstract: Rapid economic developments have led to the excessive consumption of environmental
resources. Consumption patterns play a crucial role in deteriorating environmental conditions and
influencing consumers to seek sustainability features while purchasing different products. The
purpose of this paper was to analyze the sustainability factors that have prompted consumers in
Malaysia to buy green products. The primary elements of this research focused on environmental
concern, green product awareness, government support, perceived ecological value, community
green practice, purchase intention, and green product purchase behavior. Additionally, to explain the
relationship between the independent and dependent variables, this research employed the theory
of planned behavior as a theoretical framework. A total of 300 questionnaires were collected and
examined using smart PLS-SEM. The findings of the research suggest that all factors, including
environmental concern, green product awareness, government support, perceived ecological value,
community green practice, and purchase intention, influence consumers in Malaysia to purchase
green products. Finally, this research discusses the contribution, limitations, and suggestions for
future studies related to purchasing behavior towards green products.

Keywords: environmental concern; green practice; ecological value; government support; purchase
intention; green product purchase behavior

1. Introduction

Over the last decade, consumer demand for products and services has risen dramati-
cally, contributing to natural resource depletion and substantial environmental damage.
Global warming, increased pollution, and a loss of flora and wildlife are just a few of
the devastating effects of environmental destruction [1]. Consequently, recent research
has found that resource depletion and environmental damage negatively affect the three
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expected sustainability outputs, namely, a firm’s productivity, consumer happiness, and
community environmental sustainability [2].

In response, companies have introduced environmentally friendly products and
services to mitigate the damage caused to the ecosystem. Therefore, firms should take
greater responsibility to design greener products [3]. In line with such an approach,
purchasing environmentally friendly products with wise consumption actions will help
preserve a clean and healthy atmosphere; otherwise, the chance for a sustainable ecosystem
will be lowered [4].

The increased focus on environmentally sensitive goods and services means buyers are
focusing their buying behavior on green products. The concept of sustainable development
has arisen as a result of this awareness and concern for the environment, highlighting the
requirement for sustainability and pushing for growth that has the least adverse impact on
the environment and society [5,6].

Additionally, according to Chen et al. [7], as several types of environmental damage
result from product materials, manufacturing processes should be minimized. Therefore, by
purchasing green items, consumers can help to prevent or mitigate environmental damage.
While evidence suggests that the total number of consumers keen on purchasing green
products has improved recently, there remains little solid proof that sales of green products
have risen. In spite of the interest in environmentally friendly goods and constructivist
attitudes towards sustainability, the overall market share of green products only accounts
for 1–3% of the total market share [8]. This situation means that ecological issues have
a minor role in consumer buying choices and that most people remain unaware of the
environmental cost of their consumption.

In Malaysia, consumers display high levels of environmental awareness but show
moderate outcomes in purchasing green products [9]. Such circumstances prove that some
consumers prefer product convention regardless of the harmful effects of conventional
products on the environment [10]. According to Anvar et al. [11], the decision not to buy
green products causes difficulties for internal marketers in formulating a more efficient
green product marketing strategy due to consumer attitudes that place less emphasis on
environmental sustainability. Some consumers express a desire to buy green products to
protect the environment but tend to forget this intention upon entering stores. This attitude
encourages major supermarkets, such as Tesco and Aeon, and the Institute of Standards and
Industrial Research Malaysia (SIRIM), to find ways to promote green products, including
electronic goods, green packaging items and other types of green products, to change the
attitude of consumers and protect nature [12].

In Malaysia, people have difficulty finding green items, which can be expensive in
some supermarkets. Evidence suggests that the difficulties in finding stores that sell green
products, as well as the products’ comparatively high prices, encourage consumers to
overlook the benefits of such items [13]. Consequently, marketers have begun to develop
green marketing strategies to help consumers find green products and deliver these items
at affordable prices. This strategy is likely to raise consumers’ intention to purchase green
products, as consumers will likely be driven to buy green products that are easy to identify
and obtain at a reasonable cost.

Furthermore, a lack of consumer confidence in green products poses a problem for
shoppers buying these goods [14]. In Western countries, before making any purchases,
consumers will seek advice from friends and family and search for information about green
products from mainstream media sources such as the Internet, radio, and television [15].
Recommendations by consumers’ social groups, friends, and family not only facilitate
household affairs but also save the environment and increase the intention to buy green
products [13]. In Malaysia, most consumers do not use green products. This situation
provides an opportunity for the government, marketers, and the mass media to attempt
to make people aware of the advantages of green products through promotions and
campaigns [16]. Therefore, this research aims to identify and analyze factors that foster
environmental sustainability and influence consumers in Malaysia to buy green products.
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Information extracted from the Scopus database covering 2010–2022, as shown in
Figure 1A–C, indicates that only a few studies in Malaysia focus on the sustainability factors
that lead consumers to purchase green products. According to Figure 1A, the number of
studies in Malaysia related to the keywords “Pollution” AND “Malaysia” exceeded 930.
On the other hand, as shown in Figure 1B, the number of studies related to the keywords
“Pollution” AND “Malaysia” AND “environment” AND “consumption” exceeded 66.
However, the studies in Malaysia related to the factors leading consumers to purchase
green produce amounted to less than six. Therefore, this study was initiated to analyze
related sustainability factors that influence consumers in Malaysia to buy green products.
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2. Literature Review
2.1. Underpinning Theory (Theory of Planned Behavior)

According to Maichum and Parichatnon [16], the central argument of planned behav-
ior theory developed by Ajzen [17] is that human behavior arises from rational decisions
rather than intentional action and through its effect on behavioral intentions is affected by
mood, subjective norm, and perceived behavioral control. Human behavior is controlled by
behavioral motives, which are in turn affected by attitude (target behavior evaluation), sub-
jective standards (judgment on the future attitude of others towards the target behavior),
and perceived behavioral influence (the perceived ability to perform the target behav-
ior) [18]. Many studies have agreed that many different behaviors are correctly predicted
by the theory of planned behavior (TPB) [19]. Several other studies proposed that more
predictors should be applied to the expected behavior theory to increase its capacity to
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explain [20]. TPB has been demonstrated to be useful to predict the intention of consumers
to purchase green products [21–24]. Therefore, this research employed TPB to predict
consumer purchase intention of green product by examining contextual factors of envi-
ronmental concern, green product awareness, government support, perceived ecological
value, and community green practice toward actual green product purchasing behavior.

2.2. Hypotheses and Research Framework Development
2.2.1. Environmental Concern

Environmental concern includes awareness of ecological issues and the willingness to
support and personally contribute to the management of environmental problems [24–26].
The relationship between environmental concern and the purchase of green goods and
actions has shown inconsistencies. The vigorous role of consumers represents a way of
accomplishing ecological concepts by encouraging environmental conservation. Environ-
mentally conscious consumers do not always act in an ecologically friendly manner [27].
Consumers’ willingness to recycle products, care about environmental destruction, and
pay for more environmentally friendly products has been reflected. On the other hand,
consumers who show less concern about the environment demonstrate less willingness to
pay more for green products than those who are more concerned [26,28]. Hence, the first
hypothesis is put forward as follows:

Hypothesis 1 (H1). There is a significant relationship between environmental concern and
purchase intention towards green product purchase behavior.

2.2.2. Green Product Awareness

Consumer choice behavior for green products is reliant on the level of general aware-
ness of the benefits of green products, which enhances customers’ perceptions of the utility
obtained from product and encourages them to link a product with a specific group, and
raising general understanding of environmental problems [28]. Green product refers to a
product that is usually non-toxic, recycled, or reusable, not animal-tested, non-polluting,
minimally packaged, and containing natural ingredients, recycled materials, and approved
chemicals [29]. When the hazardous material of products became an issue, companies
began to develop environmentally friendly or green products, as well as green product poli-
cies to influence customer purchasing decisions. Price is the characteristic that customers
rely on when making a green buying decision. Customers are less likely to purchase green
products if they cost more [30,31]. Without the need to trade off quality and pay higher
rates for it, all goods sold should be environmentally friendly. The basic hypotheses is put
forward as follows:

Hypothesis 2 (H2). There is a significant relationship between green product awareness and
purchase intention towards green product purchase behavior.

2.2.3. Government Support

Government and media reports play a significant role in influencing consumer percep-
tions and attitudes towards the environment and products. Environmental protection is
regarded as one of the primary government responsibilities [31,32]. Consequently, govern-
ment support helps shape a company’s market green culture and sustainable performance
and influences consumer orientation towards purchasing green and sustainable prod-
ucts [33,34]. Government policies also predict the attitudes of consumers towards the
environment. The government’s position in environmental protection positively influences
consumer attitudes towards green products [35]. The stance of the government will play a
significant role in providing guiding principles to consumers, which, in turn, can affect the
buying attitude based on the health and safety values of green products. According to this
line of reasoning, the following hypothesis is proposed:



Sustainability 2021, 13, 12585 5 of 17

Hypothesis 3 (H3). There is a significant relationship between government support and purchase
intention towards green product purchase behavior.

2.2.4. Perceived Ecological Value

Consumers who care about the environment prefer ecologically natural products,
such as wooden items from sustainable forests, organic vegetables, ozone-friendly aerosols,
biodegradable and non-animal-tested products, and unleaded fuel [36]. According to
previous research, the concept of green perceived value comprises the ratings of “green”
goods purchased by consumers and comparing the perceived advantages of obtaining
the product, which includes the need for environmentally friendly goods [32]. Green per-
ceived value is essential because it can increase the interest of consumers in green product
purchases [35]. The perceived value collects characteristics linked to the understanding
of how the product value contributes to a clean and safe natural environment. However,
the link between consumption and potentially harmful effects on the natural environment
has become more crucial than ever [37]. Therefore, purchases of green products and the
ecological consumption of their non-green equivalents could result from awareness of such
products’ perceived environmental value. Hence, the hypothesis is put forward as follows:

Hypothesis 4 (H4). There is a significant relationship between perceived ecological value and
purchase intention towards green product purchase behavior.

2.2.5. Community Green Practice

Consumer values, habits, and the purchase of green goods are motivated by environ-
mental and sustainability concerns. People who participate in eco-friendly programs are
more likely to purchase green products. For enterprises, pursuing green consumers can
be tricky [38]. Not only do consumers want green goods, but they also want businesses
to participate in green practices, such as recycling and energy conservation. Reforestation
operations, creating plant medicines, garbage recycling to make compost, and reducing
field burnings signify green practices that safeguard the environment [39]. Consumers
invest in green products even though such goods are more expensive because they con-
tribute to a clean and safe environment. For instance, growing interest in buying electronic
devices is a kind of green practice [40]. To sustain their lifestyle, these consumers engage
in environmental actions through monetary means. They are likely to spend more money
on green products than green consumers who favor environmental legislation and feel
they have to solve environmental problems [41]. Hence, the hypothesis is put forward
as follows:

Hypothesis 5 (H5). There is a significant relationship between community green practice and
purchase intention towards green product purchase behavior.

2.2.6. Green Product Purchase Intention

According to Ajzen [18], purchase intention is influenced by nominated subjective
norms (beliefs about what others think about what is right or wrong), behavioral patterns
(individuals’ beliefs about the outcomes associated with a behavior), and perceived behav-
ioral control (individuals’ beliefs about their control over adopting a specific behavior).
Thus, buying intention is influenced by consumer attitudes, which affect their perceptions
and can drive them to make a certain decision [42].

The aim of buying green goods corresponds to the intention of consumers’ desire to
purchase a product that causes less harm to the environment and society. Here, the goal is
for a buyer to purchase an environmentally friendly product or brand after learning about
its green features [36]. According to Vazifehdoust and Taleghani [43], the desire of the con-
sumers to purchase green goods significantly reflects the positive attitude and perceived
green value of the products. Green buying intention constitutes an individual’s likeli-
hood and ability to prioritize goods that have more eco-friendly features than traditional
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products. According to previous studies, one of the primary green purchase intentions
correlates to environmental problems. Consequently, the volume of green products has
increased and the need for green products is changing the world. Thus, firms are ready to
adopt the green production model and introduce it to consumers [44].

One of the emerging areas of study in the broader topic of green marketing is es-
tablishing a connection between environmentally friendly consumer attitudes and green
purchase intention and behavior [45]. Moreover, understanding green purchase behavior
and consumers’ attitudes toward environmentally friendly items can benefit businesses
looking for insights into sustainable marketing methods [46]. Therefore, the hypothesis is
put forward as follows:

Hypothesis 6 (H6). There is a significant relationship between green product purchase intentions
and green product purchase behavior. Figure 2 presents the visualization of the research framework.
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3. Methodology
3.1. Instrument Development, Sampling, and Measures

This research aims to examine the factors that influence consumers in Malaysia to buy
green products. A quantitative research methodology gathered data collection and aided
analysis. A survey questionnaire acted as a data collection instrument for this research. All
constructs were measured using a well-developed multi-item scale adapted from the litera-
ture as shown in Table A1 in the Appendix A. Four items adopted from [47,48] measured
environmental concern. Green product awareness was measured using four items adapted
from [49]. Government support was measured on a four-item scale adapted from [50]. Four
items adopted from [50,51] measured perceived ecological value. Community green prac-
tice was measured using four items adapted from [52]. Purchase intention was measured
using four items adapted from [47,48]. Green product purchase behavior was measured
using four items adapted from [48,50]. The Smart PLS3 evaluated and analyzed the data
obtained from survey questionnaires.

The research found that the Likert scaling method was adequate to calculate the
questionnaire items in this analysis [52]. Using the five-point Likert scale, respondents
described the degree to which they agreed or disagreed with each statement (1 = strongly
disagree; 2 = disagree; 3 = neutral; 4 = agree, and 5 = strongly agree).
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3.2. Sampling and Procedures

An online research questionnaire carried out from 1st May to 20th of June 2021.
This research adopted a purposeful sampling approach and selected respondents with
experience relevant to the factors that influence consumers in Malaysia to buy green
products. The choice of this sampling technique reflected potential respondents’ prior
purchases of green products. The final survey used 300 participants who had experience
with purchasing green products. According to Anderson and Gerbing [53], for reasonable
estimation, the minimum sample size should comprise 100–150 subjects. However, other
authors have suggested a minimum sample size of 200 respondents [54]. The research
obtained 300 usable responses; 47.4% were male, and 52.6% were female. Nearly one-third
of the respondents fell in the 21–25 age group. The majority of respondents were college or
university-educated (76.6%) and had been in employment (87%).

4. Data Analysis and Results

To investigate the measurement and structural model, this study employed Partial
Least Square-Structural Equation Modeling (PLS-SEM) with SmartPLS v. 3.2.8 [55] as a
statistical tool. Such a method is particularly well suited to this work since it allows for
smaller sample sizes without depending on normalcy assumptions, which is necessary
because survey research is not normally distributed [56]. This study followed Anderson
and Gerbing’s guidelines and used a two-step strategy to examine the measurement model,
followed by a structural model evaluation [57].

4.1. Assessment of Measurement Model

All confirmed construct items underwent further examination in the measurement
model to see if they contributed significantly to the current research’s suggested mode. A
measuring model evaluation for this analysis assessed convergent validity, such as outer
loading, average variance extracted, and composite reliability. Invalidity discriminations
required the employment of cross-loading. Validity evaluation is also crucial for accurate
business studies. The average variance extracted (AVE) and the discriminating validity are
two types of validity criteria evaluations [58]. Figure 3 shows the measuring model.
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4.1.1. Reliability and Convergent Validity

This study used both convergent and discriminant validity to assess the assessment
items and constructs. Table 1 lists the tests for reliability and convergent validity. Composite
reliability determined reliability, with values higher than 0.7 considered satisfactory [59,60].
The item loadings and average variance extracted (AVE) for each construct check conver-
gent validity, which assesses the degree of items’ connection to the construct as theoretically
envisioned [59,60]. All item loadings were higher than 0.7, and for AVE, all constructs
were higher than 0.50 [61], showing that the measuring model had appropriate convergent
validity. Table 1 presents the measurement model outcomes.

Table 1. Measurement model.

Construct Items Loadings Composite
Reliability

Average Variance
Extracted (AVE)

Environmental Concern

EC1 0.705

0.866 0.619
EC2 0.817
EC3 0.826
EC4 0.794

Green Product Awareness

GPA1 0.648

0.817 0.530
GPA2 0.738
GPA3 0.717
GPA4 0.799

Government Support

GS1 0.742

0.848 0.582
GS2 0.756
GS3 0.777
GS4 0.775

Perceived Ecological Value

PEV1 0.721

0.833 0.555
PEV2 0.717
PEV3 0.791
PEV4 0.748

Community Green Practice

CGP1 0.748

0.833 0.556
CGP2 0.722
CGP3 0.763
CGP4 0.749

Purchase Intention

PI1 0.644

0.803 0.508
PI2 0.684
PI3 0.815
PI4 0.697

Green Product Purchase Behavior
GPPB1 0.798

0.862 0.675GPPB2 0.841
GPPB3 0.825

4.1.2. Discriminant Validity

The degree to which constructs diverge from each other is known as “discriminant
validity”. Comparing shared variance with all other components with the latent construct’s
unique variance provides evidence of discriminant validity [61]. The average variance
amount in indicator variables that a construct can explain is known as average variance
extracted (AVE). According to Fornell and Larcker, the square root of AVE was higher
than the squared internal correlations among research constructs. Table 2 indicates the
achievement of discriminant validity. Such findings show that bell-shaped normal distribu-
tion approximates the data. Both assessments highlight the reliability and validity of the
measurement items, thus allowing for hypothesis testing.
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Table 2. Fornell-Larcker Criterion.

CGP EC GS GPA GPPB PEV PI

CGP 0.746
EC 0.415 0.787
GS 0.652 0.449 0.763

GPA 0.650 0.468 0.577 0.728
GPPB 0.424 0.687 0.461 0.478 0.822
PEV 0.649 0.486 0.628 0.673 0.488 0.745
PI 0.652 0.495 0.585 0.669 0.514 0.618 0.713

4.2. Assessment of Structural Model

After determining that the measurement model or outer models are accurate and valid,
the structural model or inner model is assessed. After determining the accuracy and validity
of the measurement model or outer models, the structural model or inner model undergoes
assessment. Analyzing the model’s predictive capacity and the interactions between the
components forms part of the process [58]. In other words, structural model assessment
evaluates the hypothesized relationship within the internal model. In this research, Figure 2
shows the independent variable, the dependent variable, and the mediating variable in
the measurement model. The assumed relationship between paradigms in the current
investigations correlates to the following standards:

a Coefficient of determination (R2) of endogenous constructs,
b Effect size (ƒ2) and,
c Path coefficients

4.2.1. Coefficient of Determination (R2)

The R2 value indicates how the endogenous latent variable is impacted by the
exogenous construct. In other words, the coefficient represents the amount of variance in
endogenous constructs explained by all exogenous constructions linked to it. R2 values
below 0.2 are considered weak in academic research, according to studies [62]. Previous
research [63] has shown that values of approximately 0.670 are significant, values around
0.333 are normal, and values of 0.190 and below are weak. The R-squares of all endogenous
variables in the research model that fall within the moderate prediction are shown in
Table 3 and Figure 2.

Table 3. Coefficient of determination (R2) of endogenous constructs.

Construct R Square R Square Adjusted Effect

Green product purchase behavior 0.264 0.262 Moderate
Purchase intention 0.744 0.740 Substantial

4.2.2. Effect Size (ƒ2)

The impact size indicates the relative effect on the endogenous latent variable of a
specific exogenous latent variable with R-square adjustments [64]. The external structure,
as a static measurement, is critical in explaining the endogenous structure. The effect size
(ƒ2) is utilized in analysis to assess whether the removed construct has a substantial impact
on the endogenous constructs; the effect size is calculable by comparing the rise in R2 to
the percentage of the variance of the remaining unexplained endogenous latent variable.
Guidelines indicate that 0.02–0.14, 0.15–0.34, and higher than 0.35 are defined by [65] as
minimal, moderate, and high effects, respectively. Table 4 provides the (ƒ2) meaning for
each direction.
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Table 4. Result for effect size (ƒ2).

Path ƒ2 Effect Size

Community green practice 0.070 Low
Environmental concern 0.056 Low
Government support 0.053 Low

Green product awareness 0.832 High
Perceived ecological value 0.234 Moderate

Purchase intention 0.359 High

4.2.3. Path Coefficients

The path coefficient is utilized by PLS-SEM to evaluate the power and significance
of the latent construct’s hypothesized relations. Estimates are derived with a coefficient
closer to +1 indicating a strong positive link, a coefficient closer to −1 indicating a strong
negative relationship, and structural model associations with uniform values between −1
and +1 [59].

4.2.4. Hypothesis Testing

Table 5 shows the hypothesis testing (direct effect). Figure 3 shows the model’s path co-
efficients. The theoretical basis for studying the connection between environmental concern,
green product awareness, government support, perceived ecological value, community
green practice, purchase intention, and green product purchase behavior is provided by
this research model. Figure 4 displays the structural model’s output results.

Table 5. Hypothesis testing (direct effect).

Hypothesis Path Original
Sample (O)

Standard
Deviation
(STDEV)

T Statistics
(|O/STDEV|)

p
Values Results

H1 EC –> PI 0.141 0.039 3.651 0.000 Supported
H2 GPA –> PI 0.974 0.076 12.793 0.000 Supported
H3 GS –> PI 0.167 0.052 3.208 0.001 Supported
H4 PEV –> PI −0.533 0.078 6.851 0.000 Supported
H5 CGP –> PI 0.198 0.050 3.924 0.000 Supported
H6 PI –> GPPB 0.514 0.051 10.136 0.000 Supported

EC: Environmental Concern, PI: Purchase intention, GPA: Green product Awareness, GS: Government support, PEV: Perceived ecological
value, CGP: Community green practice, GPPB: Green product purchase behavior.
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The research proposed six primary hypotheses to assess the relationship between the
variables. According to Table 5, hypotheses H1, H2, H3, H4, H5, and H6 were accepted
based on the empirical outcomes of this research. Hence, the study established a positive
relationship shared by environmental concern, green product awareness, government
support, perceived ecological value, community green practice, green product purchase
intentions, and purchase intention towards green product purchase behavior.

4.2.5. Mediation Effect

Researchers have identified the use of bootstrapping for investigating the mediation
effect in PLS-SEM as the more rigorous application available for inference statistics [66–69].
This study utilized the bootstrapping technique to obtain approximate t-values for sig-
nificance testing of all path coefficients using 500 sub-samples. According to Table 6
below, purchase intention has a mediation effect between all factors towards green product
purchase behavior and p-values are below 0.05.

Table 6. Mediation effect (indirect effect).

Mean, STDEV, t-Values, p-Values

Path Original Sample
(O)

Sample Mean
(M)

Standard
Deviation
(STDEV)

T Statistics
(|O/STDEV|) p Values

Environmental Concern –>
Purchase intention –> Green
product purchase behavior

0.073 0.075 0.025 2.903 0.004

Government support –>
Purchase intention –> Green
product purchase behavior

0.086 0.086 0.029 2.958 0.003

Community green practice –>
Purchase intention –> Green
product purchase behavior

0.102 0.103 0.028 3.639 0.000

Green product Awareness –>
Purchase intention –> Green
product purchase behavior

0.500 0.498 0.052 9.643 0.000

Perceived ecological value –>
Purchase intention –> Green
product purchase behavior

−0.274 −0.271 0.045 6.092 0.000

5. Discussion

In this research, more than 300 consumers participated in the questionnaire. All
constructs have satisfactory reliability, with figures ranging from 0.803 to 0.863. The
descriptive analysis and experiments of the PLS path model, which is the measurement
model and structural model, were included in this research. The multicollinearity among
independent variables ranged from 1.385 to 2.187 because the VIF value for independent
variables fell below 5 and above 0.10, and the multicollinearity assumption was not violated.
The fact that the multicollinearity assumption was fulfilled was also validated.

This study proposed six primary hypotheses to test the relationship between the
variables. According to Hypothesis (H1), “There is a significant relationship between
environmental concern and purchase intention towards green product purchase behav-
ior.” Table 5 shows the path coefficient for Environmental concern –> Purchase intention
(EC –> PI) was 0.141, while the t-value was reported as 3.651 in the structural model’s
results. The hypothesis has a p-value of 0.000, higher than the value of t > 1.96, which has a
p-value of <0.05. Hypothesis (H1) was accepted based on the above analysis. Such findings
align with previous literature that shows a positive relationship between environmental
concern and purchase intention towards green product purchase behavior [69]. Since
ecological concern represents a vital element of environmental awareness components [70],
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consumers have demonstrated their awareness of such matters and have increasingly
altered their actions in favor of its defense (Shabbir et al., 2020). Hence, this analysis is also
validated by the previous literature.

Hypothesis (H2) states, “There is a significant relationship between green product
awareness GPA and purchase intention PI towards green product purchase behavior.” Ac-
cording to Table 5, the path coefficient for GPA –> PI was 0.974, and the t-value 12.793. The
structural model’s results show the hypothesis’s p-value is 0.000, more than the threshold
value of t > 1.96, which has a p-value of < 0.05. Hypothesis H2 was accepted based on
the above analysis. The results align with the previous study that green awareness is a
crucial component created through green training and can be regarded as the dimension
that drives education among consumers [71]. According to recent research [72], green
awareness influences consumers’ attitudes and acceptance of green products.

Hypothesis (H3) states, “There is a significant relationship between government
support GS and purchase intention PI towards green product purchase behavior.” Table 5
shows the path coefficient for GS –> PI was 0.167, while the t-value was reported as 3.208
in the structural model’s results. The hypothesis has a p-value of 0.001, higher than the
threshold value of t > 1.96 (p-value < 0.05). Hypothesis (H3) was accepted based on the
above analysis. This analysis aligns with the previous studies. According to Adhitiya and
Astuti [35], government policies play a crucial role in forecasting consumers’ environmental
attitudes, which means that the role of the government in protecting the environment
positively impacts consumers’ attitudes towards green goods. The government’s support
has a significant impact on the consumer consumption culture of market orientation
through guiding firms to produce green and sustainable products and meet consumers’
requirements [33,70].

Hypothesis (H4) states, “There is a significant relationship between perceived eco-
logical value and purchase intention towards green product purchase behavior.” Table 5
shows the path coefficient for PEV –> PI was −0.533, and the t-value was reported as 6.851,
according to the structural model’s results. The hypothesis has a p-value of 0.000, higher
than the threshold value of t > 1.96 (p-value < 0.05). Hypothesis (H4) was accepted based on
the above analysis. This finding aligns with prior research, which found that consumers are
willing to pay more for environmentally friendly products and participate in sustainability
initiatives [73]. According to the literature, modern consumers demonstrate more aware-
ness of the environmental advantages and attributes of goods than previous generations,
which, in turn, affects the perceived values of green products [37].

Hypothesis (H5) states, “There is a significant relationship between community green
practice and purchase intention towards green product purchase behavior.” Table 4 shows
the path coefficient for CGP –> PI was 0.198, while the t-value was reported as 3.924 in
the structural model’s results. The hypothesis has a p-value of 0.000, higher than the
threshold value of t > 1.96 (p-value < 0.05). Hypothesis (H5) was accepted based on the
above analysis. This hypothesis aligns with the results of previous studies, which show
consumers’ willingness to spend more on green goods and participate in environmental
practices, such as recycling, composting, and environment prevention [74]. Such consumers
are the most aware of trustworthy, environmentally conscious green goods. According to
previous research [75], it is crucial to adopt a more effective method of attracting consumers’
attention and disseminating the value of green practices to them.

Hypothesis (H6) states, “There is a significant relationship between purchase in-
tentions and green product purchase behavior.” Table 4 shows the path coefficient for
PI –> GPPB was 0.514, and the t-value was reported as 10.136, according to the structural
model results. The hypothesis has a p-value of 0.000, higher than the threshold value of
t > 1.96 (p-value < 0.05). Hypothesis (H6) was accepted based on the empirical findings of
this research. Such a finding aligns with the empirical outcomes of the previous literature,
which prove that the intention to buy green products represents the possibility that a
consumer will purchase a specific product resulting from their environmental needs and
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concerns [76]. Additionally, previous studies have demonstrated that attitudes, beliefs, and
motivations play a crucial role as a predictor of green product purchasing intentions [42].

6. Research Implications and Contribution

This research contributes to the field of practice in sustainable consumerism and
establishes awareness of purchasing green products by providing recommendations based
on the examined factors and developed model. Firstly, from a practical perspective, the
research findings offer integral building blocks applicable for marketers and firms to under-
stand consumers’ motivations to buy green products and participate in the environmental
sustainability process. In other words, this study informs marketers, firms, and related
government departments on appropriate strategies, allowing them to effectively engage
consumers in the environmental sustainability process through green product purchasing
decisions. Secondly, from a theoretical perspective, the research findings confirm that the
factors influencing Malaysian consumers’ intentions to buy green products are (a) product
awareness, which plays a critical role in consumer decision-making processes when buy-
ing green products, followed by (b) perceived ecological value and (c) community green
practices. These three factors, supplemented by environmental concern as a fourth factor,
help foster ecological protection and a healthy society. Additionally, government policies
should encourage such practices among consumers by implementing related regulations
and redirecting the market and firms toward producing more affordable green products
and participating in the environmental sustainability process.

Moreover, the findings of this research benefit all consumers who prioritize a clean
and sustainable environment through purchasing green products. Such an approach
benefits individuals and society and ensures that the environment will be cleaner and
more secure in the future. The outcomes of this analysis will positively contribute towards
creating awareness about green products, which will, in turn, influence the large-scale
purchase of green goods and eventually help create a sustainable environment. Finally, the
results of this research can be used as methods to encourage more consumers to purchase
green products.

7. Conclusions

This research focuses on the different factors influencing consumers to buy green
products. Marketers will use the outcomes of this analysis to determine the pattern of
features that drive consumers to purchase green products. The results of this research can
help the authorities foresee changes in environmental concerns. This research revealed
that consumers show awareness of ecological threats and can safeguard and sustain their
environment by purchasing green products, which will improve their likely future quality
of life. Inflation in markets, on the other hand, might stop consumers from purchasing
green products. The six factors of this research, which include environmental concern,
green product awareness, government support, perceived ecological value, community
green practice, and purchase intention, are significant factors that influence consumers to
buy green products.

8. Limitations and Suggestions

Future studies should involve longitudinal research on consumer green purchasing
behavior because such an approach can track patterns in consumer purchasing behavior
and identify changes in consumer perception. Additionally, the results of this research
may not remain accurate due to dynamic changes in consumer purchasing behavior.
Longitudinal analysis is also more relevant for prospective investigations, according to
researchers. Future research should concentrate on using different variables to validate the
current research. Therefore, to learn more about the factors that influence consumers to buy
a green product, the use of specific variables, such as different demographic factors, may
have significant positive effects. Additionally, future research can use online questionnaires
to generate a broader base of respondents.
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Appendix A

Table A1. List of items in the questionnaire.

Environment concern (EC)
Malaysia environment is one of my primary concerns.

I like to be involved in environmental protection activities performed in my country.
I often think about how to improve the environmental quality in Malaysia.

I support the idea of imposing anti-pollution regulations in my country.
Green product awareness (GPA)

Green products have no harmful effects on human health and the environment.
I encourage people who are important to me to choose and buy green products.

I have the time and desire to purchase green products.
I still want to purchase green products even at higher prices.

Government support (GS)
The Malaysian government endorses regulations that facilitate purchasing and using green products.

The Malaysian government is making an effort to set up facilities that allow the purchase of green products easily.
The Malaysian government encourages me to purchase green products.

I think the Malaysian government organises events/advertisements to attract citizens to purchase or use green products.
Perceived ecological value (PEV)

I prefer to keep the environment safe by using ecolabel products.
I prefer to keep the environment healthy and safe by avoiding buying products that harm nature.

I like to purchase products that reduce the disruption of nature.
I am ready to participate in any activity to reduce the impact of climate change.

Community green practice (CGP)
My community members participate in recycling paper and other recyclable materials.

My community members participate in energy-related conservation.
My community members participate in charitable activities and eliminate waste wisely.
My community has a reusable container for disposing of waste materials accordingly.

Purchase intention (PI)
I would like to consider purchasing green products first.

I plan to spend more on green products rather than conventional products.
I will consider purchasing green products because they are less polluting.

I expect to purchase green products in the future because of their positive environmental contribution.
Green product purchase behavior (GPPB)
Purchasing green products is a wise idea.

Purchasing green products would be pleasant.
I can decide whether to purchase green products or not by myself.

I am willing to spend resources and time and take any opportunities to use green products.



Sustainability 2021, 13, 12585 15 of 17

References
1. Chen, T.B.; Chai, L.T. Attitude towards the environment and green products: Consumers’ perspective. Manag. Sci. Eng. 2010,

4, 27–39.
2. Giannetti, B.F.; Fonseca, T.; Almeida, C.M.; Oliveira, J.H.; Valenti, W.C.; Agostinho, F. Beyond a sustainable consumption behavior:

What post-pandemic world do we want to live in? Front. Sustain. 2021, 2, 8. [CrossRef]
3. Chiu, A.S.; Aviso, K.B.; Baquillas, J.; Tan, R.R. Can disruptive events trigger transitions towards sustainable consumption? Clean.

Responsible Consum. 2020, 1, 100001. [CrossRef]
4. Apollo, M. Human-free earth: The nearest future, or a fantasy? A lesson from artists. Int. J. Environ. Stud. 2020, 77, 360–366.

[CrossRef]
5. Guo, L.-L.; Qu, Y.; Wu, C.-Y.; Wang, X.-L. Identifying a pathway towards green growth of Chinese industrial regions based on a

system dynamics approach. Resour. Conserv. Recycl. 2018, 128, 143–154. [CrossRef]
6. Tseng, M.-L.; Chiu, A.S.F.; Liang, D. Sustainable consumption and production in business decision-making models. Resour.

Conserv. Recycl. 2018, 128, 118–121. [CrossRef]
7. Chen, C.C.; Chen, C.W.; Tung, Y.C. Exploring the consumer behavior of intention to purchase green products in belt and road

countries: An empirical analysis. Sustainability 2018, 10, 854. [CrossRef]
8. Bray, J.; Johns, N.; Kilburn, D. An Exploratory Study into the Factors Impeding Ethical Consumption. J. Bus. Ethic 2011,

98, 597–608. [CrossRef]
9. Wijekoon, R.; Sabri, M.F. Determinants That Influence Green Product Purchase Intention and Behavior: A Literature Review and

Guiding Framework. Sustainability 2021, 13, 6219. [CrossRef]
10. FuiYeng, W.; Yazdanifard, R. Green marketing: A study of consumers’ buying behavior in relation to green products. Glob. J.

Manag. Bus. Res. E Mark. 2015, 15, 17–23.
11. Anvar, M.; Venter, M. Attitudes and purchase behaviour of green products among generation Y consumers in South Africa.

Mediterr. J. Soc. Sci. 2014, 5, 183. [CrossRef]
12. Doszhanov, A.; Ahmad, Z.A. Customers’ Intention to Use Green Products: The Impact of Green Brand Dimensions and Green

Perceived Value. In SHS Web of Conferences; EDP Sciences: Ulis, France, 2015; Volume 18, p. 01008. [CrossRef]
13. Al’azmi, M.A.H.B. Faktor Yang Mempengaruhi Niat Pembelian Produk Hijau Dalam Kalangan Pengguna Di Lembah Klang,

Malaysia. 2017. Available online: http://psasir.upm.edu.my/id/eprint/76145/1/FPAS%202018%2025%20-%20IR.pdf (accessed
on 8 November 2021).

14. Latip, M.S.; Newaz, F.T.; Latip, S.N.; May, R.Y.; Rahman, A.E. The Sustainable Purchase Intention in a New Normal of COVID-19:
An Empirical Study in Malaysia. J. Asian Financ. Econ. Bus. 2021, 8, 951–959.

15. Zontanos, G.; Anderson, A.R. OpenAIR @ RGU the Open Access Institutional Repository at Robert Gordon University. Qual.
Mark. Res. Int. J. 2004, 7, 228–236. [CrossRef]

16. Rezai, G.; Teng, P.K.; Mohamed, Z.; Shamsudin, M.N. Going green: Survey of perceptions and intentions among Malaysian
consumers. Int. Bus. Manag. 2013, 6, 104–112.

17. Maichum, K.; Parichatnon, S.; Peng, K.C. Application of the extended theory of planned behaviour model to investigate purchase
intention of green products among Thai consumers. Sustainability 2016, 8, 1077. [CrossRef]

18. Ajzen, I. From intentions to actions: A theory of planned behavior. In Action Control; Springer: Berlin/Heidelberg, Germany, 1985;
pp. 11–39.

19. Chen, S.C.; Hung, C.W. Elucidating the factors influencing the acceptance of green products: An extension of theory of planned
behavior. Technol. Forecast. Soc. Chang. 2016, 112, 155–163. [CrossRef]

20. Paul, J.; Modi, A.; Patel, J. Predicting green product consumption using theory of planned behavior and reasoned action. J. Retail.
Consum. Serv. 2016, 29, 123–134. [CrossRef]

21. Yadav, R.; Pathak, G.S. Determinants of consumers’ green purchase behavior in a developing nation: Applying and extending the
theory of planned behavior. Ecol. Econ. 2017, 134, 114–122. [CrossRef]

22. Auliandri, T.A.; Thoyib, A.; Rohman, F.; Rofiq, A. Does green packaging matter as a business strategy? Exploring young
consumers’ consumption in an emerging market. Probl. Perspect. Manag. 2018, 16, 376–384. [CrossRef]

23. Prakash, G.; Pathak, P. Intention to buy eco-friendly packaged products among young consumers of India: A study on developing
nation. J. Clean. Prod. 2017, 141, 385–393. [CrossRef]

24. Santos, V.; Gomes, S.; Nogueira, M. Sustainable packaging: Does eating organic really make a difference on product-packaging
interaction? J. Clean. Prod. 2021, 304, 127066. [CrossRef]

25. Cruz, S.M.; Manata, B. Measurement of Environmental Concern: A Review and Analysis. Front. Psychol. 2020, 11, 363. [CrossRef]
[PubMed]

26. Chuah, S.H.; El-Manstrly, D.; Tseng, M.L.; Ramayah, T. Sustaining customer engagement behavior through corporate social
responsibility: The roles of environmental concern and green trust. J. Clean. Prod. 2020, 262, 121348. [CrossRef]

27. Gadenne, D.; Sharma, B.; Kerr, D.; Smith, T. The influence of consumers’ environmental beliefs and attitudes on energy saving
behaviours. Energy Policy 2011, 39, 7684–7694. [CrossRef]

28. Wei, S.; Ang, T.; Jancenelle, V.E. Willingness to pay more for green products: The interplay of consumer characteristics and
customer participation. J. Retail. Consum. Serv. 2018, 45, 230–238. [CrossRef]

http://doi.org/10.3389/frsus.2021.635761
http://doi.org/10.1016/j.clrc.2020.100001
http://doi.org/10.1080/00207233.2019.1644024
http://doi.org/10.1016/j.resconrec.2016.09.035
http://doi.org/10.1016/j.resconrec.2017.02.014
http://doi.org/10.3390/su10030854
http://doi.org/10.1007/s10551-010-0640-9
http://doi.org/10.3390/su13116219
http://doi.org/10.5901/mjss.2014.v5n21p183
http://doi.org/10.1051/shsconf/20151801008
http://psasir.upm.edu.my/id/eprint/76145/1/FPAS%202018%2025%20-%20IR.pdf
http://doi.org/10.1108/13522750410540236
http://doi.org/10.3390/su8101077
http://doi.org/10.1016/j.techfore.2016.08.022
http://doi.org/10.1016/j.jretconser.2015.11.006
http://doi.org/10.1016/j.ecolecon.2016.12.019
http://doi.org/10.21511/ppm.16(2).2018.34
http://doi.org/10.1016/j.jclepro.2016.09.116
http://doi.org/10.1016/j.jclepro.2021.127066
http://doi.org/10.3389/fpsyg.2020.00363
http://www.ncbi.nlm.nih.gov/pubmed/32210883
http://doi.org/10.1016/j.jclepro.2020.121348
http://doi.org/10.1016/j.enpol.2011.09.002
http://doi.org/10.1016/j.jretconser.2018.08.015


Sustainability 2021, 13, 12585 16 of 17

29. Khan, S.N.; Mohsin, M. The power of emotional value: Exploring the effects of values on green product consumer choice behavior.
J. Clean. Prod. 2017, 150, 65–74. [CrossRef]

30. Bukhari, S.S. Green Marketing and its impact on consumer behaviour. Eur. J. Bus. Manag. 2011, 3, 375–383.
31. D’Souza, C.; Taghian, M.; Lamb, P. An empirical study on the influence of environmental labels on consumers. Corp. Commun.

Int. J. 2006, 11, 162–173. [CrossRef]
32. Gleim, M.R.; Smith, J.S.; Andrews, D.; Cronin, J.J. Against the Green: A Multi-method Examination of the Barriers to Green

Consumption. J. Retail. 2013, 89, 44–61. [CrossRef]
33. Bamgbade, J.; Kamaruddeen, A.M.; Nawi, M.N.M. Malaysian construction firms’ social sustainability via organizational

innovativeness and government support: The mediating role of market culture. J. Clean. Prod. 2017, 154, 114–124. [CrossRef]
34. Roh, T.; Lee, K.; Yang, J.Y. How do intellectual property rights and government support drive a firm’s green innovation? The

mediating role of open innovation. J. Clean. Prod. 2021, 317, 128422. [CrossRef]
35. Adhitiya, L.; Astuti, R.D. The Effect of Consumer Value on Attitude toward Green Product and Green Consumer Behavior in

Organic Food. IPTEK J. Proc. Ser. 2019, 5, 193–202. [CrossRef]
36. Suki, N.M. Consumer environmental concern and green product purchase in Malaysia: Structural effects of consumption values.

J. Clean. Prod. 2016, 132, 204–214. [CrossRef]
37. Koller, M.; Floh, A.; Zauner, A. Further insights into perceived value and consumer loyalty: A “Green” perspective. Psychol. Mark.

2011, 28, 1154–1176. [CrossRef]
38. Tafsir, R.B.; Dharmmesta, B.S.; Nugroho, S.S.; Widyaningsih, Y.A. Green Product Purchasing Phenomenon: Exploring the Gaps of

Theoretical, Methodological and Empirical. Mimb. J. Sos. Dan Pembang. 2016, 32, 372–381. [CrossRef]
39. Atahau, A.D.; Huruta, A.D.; Lee, C.W. Rural microfinance sustainability: Does local wisdom driven-governance work? J. Clean.

Prod. 2020, 267, 122153. [CrossRef]
40. Ali, M.J.; Jony, M.J.; Shakil, A. Consumer Perception towards Green Practice: An Empirical Study on Young Consumer from

Bangladesh Perspective. J. Econ. Sustain. Dev. 2017, 8, 10–18.
41. Lu, L.; Bock, D.; Joseph, M. Green marketing: What the Millennials buy. J. Bus. Strat. 2013, 34, 3–10. [CrossRef]
42. Costa, C.S.R.; da Costa, M.F.; Maciel, R.G.; Aguiar, E.C.; Wanderley, L.O. Consumer antecedents towards green product purchase

intentions. J. Clean. Prod. 2021, 313, 127964. [CrossRef]
43. Vazifehdoust, H.; Taleghani, M.; Esmaeilpour, F.; Nazari, K. Purchasing green to become greener: Factors influence consumers’

green purchasing behavior. Manag. Sci. Lett. 2013, 3, 2489–2500. [CrossRef]
44. Ahmad, W.; Zhang, Q. Green purchase intention: Effects of electronic service quality and customer green psychology. J. Clean.

Prod. 2020, 267, 122053. [CrossRef]
45. Trivedi, R.H.; Patel, J.; Acharya, N. Causality analysis of media influence on environmental attitude, intention and behaviors

leading to green purchasing. J. Clean. Prod. 2018, 196, 11–22. [CrossRef]
46. Kautish, P.; Paul, J.; Sharma, R. The moderating influence of environmental consciousness and recycling intentions on green

purchase behavior. J. Clean. Prod. 2019, 228, 1425–1436. [CrossRef]
47. Yang, S.; Li, L.; Zhang, J. Understanding consumers’ sustainable consumption intention at china’s double-11 online shopping

festival: An extended theory of planned behavior model. Sustainability 2018, 10, 1801. [CrossRef]
48. Zhang, L.; Fan, Y.; Zhang, W.; Zhang, S. Extending the theory of planned behavior to explain the effects of cognitive factors across

different kinds of green products. Sustainability 2019, 11, 4222. [CrossRef]
49. Demirtas, B. Assessment of the impacts of the consumers’ awareness of organic food on consumption behavior. Food Sci. Technol.

2019, 39, 881–888. [CrossRef]
50. Mufidah, I.; Jiang, B.C.; Lin, S.C.; Chin, J.; Rachmaniati, Y.P.; Persada, S.F. Understanding the consumers’ behavior intention in

using green ecolabel product through pro-environmental planned behavior model in developing and developed regions: Lessons
learned from Taiwan and Indonesia. Sustainability 2018, 10, 1423. [CrossRef]

51. Lucarelli, C.; Mazzoli, C.; Severini, S. Applying the theory of planned behavior to examine pro-environmental behavior: The
moderating effect of COVID-19 beliefs. Sustainability 2020, 12, 10556. [CrossRef]

52. Dutta, K.; Umashankar, V.; Choi, G.; Parsa, H. A Comparative Study of Consumers’ Green Practice Orientation in India and the
United States: A Study from the Restaurant Industry. J. Foodserv. Bus. Res. 2008, 11, 269–285. [CrossRef]

53. Anderson, J.C.; Gerbing, D.W. The effect of sampling error on convergence, improper solutions, and goodness-of-fit indices for
maximum likelihood confirmatory factor analysis. Psychometrika 1984, 49, 155–173. [CrossRef]

54. Hoelter, J.W. The analysis of covariance structures: Goodness-of-fit indices. Sociol. Methods Res. 1983, 11, 325–344. [CrossRef]
55. Ringle, C.M.; Wende, S.; Becker, J.M. Boenningstedt: SmartPLS GmbH. 2015. Available online: https://www.smartpls.com

(accessed on 14 August 2021).
56. Chin, W.W.; Marcolin, B.L.; Newsted, P.R. A Partial Least Squares Latent Variable Modeling Approach for Measuring Interaction

Effects: Results from a Monte Carlo Simulation Study and an Electronic-Mail Emotion/Adoption Study. Inf. Syst. Res. 2003,
14, 189–217. [CrossRef]

57. Anderson, J.C.; Gerbing, D.W. Structural equation modeling in practice: A review and recommended two-step approach. Psychol.
Bull. 1988, 103, 411–423. [CrossRef]

58. Hair, J.F.; Risher, J.J.; Sarstedt, M.; Ringle, C.M. The results of PLS-SEM article information. Eur. Bus. Rev. 2018, 31, 2–24.
[CrossRef]

http://doi.org/10.1016/j.jclepro.2017.02.187
http://doi.org/10.1108/13563280610661697
http://doi.org/10.1016/j.jretai.2012.10.001
http://doi.org/10.1016/j.jclepro.2017.03.187
http://doi.org/10.1016/j.jclepro.2021.128422
http://doi.org/10.12962/j23546026.y2019i5.6299
http://doi.org/10.1016/j.jclepro.2015.09.087
http://doi.org/10.1002/mar.20432
http://doi.org/10.29313/mimbar.v32i2.1924
http://doi.org/10.1016/j.jclepro.2020.122153
http://doi.org/10.1108/JBS-05-2013-0036
http://doi.org/10.1016/j.jclepro.2021.127964
http://doi.org/10.5267/j.msl.2013.08.013
http://doi.org/10.1016/j.jclepro.2020.122053
http://doi.org/10.1016/j.jclepro.2018.06.024
http://doi.org/10.1016/j.jclepro.2019.04.389
http://doi.org/10.3390/su10061801
http://doi.org/10.3390/su11154222
http://doi.org/10.1590/fst.10518
http://doi.org/10.3390/su10051423
http://doi.org/10.3390/su122410556
http://doi.org/10.1080/15378020802316570
http://doi.org/10.1007/BF02294170
http://doi.org/10.1177/0049124183011003003
https://www.smartpls.com
http://doi.org/10.1287/isre.14.2.189.16018
http://doi.org/10.1037/0033-2909.103.3.411
http://doi.org/10.1108/EBR-11-2018-0203


Sustainability 2021, 13, 12585 17 of 17

59. Hair, J.F., Jr.; Hult, G.T.; Ringle, C.M.; Sarstedt, M. A Primer on Partial Least Squares Structural Equation Modeling (PLS-SEM),
2nd ed.; Sage Publications: Singapore, 2016.

60. Memon, M.A.; Ting, H.; Ramayah, T.; Chuah, F.; Cheah, J.-H. A review of the methodological misconceptions and guidelines
related to the application of structural equation modeling: A Malaysian scenario. J. Appl. Struct. Equ. Model. 2017, 1, 1–13.
[CrossRef]

61. Fornell, C.; Larcker, D.F. Evaluating Structural Equation Models with Unobservable Variables and Measurement Error. J. Mark.
Res. 1981, 18, 39–50. [CrossRef]

62. Leguina, A. A primer on partial least squares structural equation modeling (PLS-SEM). Int. J. Res. Method Educ. 2015, 38, 220–221.
[CrossRef]

63. Chin, W.W. The partial least squares approach for structural equation modeling. In Modern Methods for Business Research; Lawrence
Erlbaum Associates Publishers: Mahwah, NJ, USA, 1998; pp. 295–336.

64. Avkiran, N.K.; Ringle, C.M.; Low, R. Monitoring transmission of systemic risk: Application of partial least squares structural
equation modeling in financial stress testing. J. Risk 2018. [CrossRef]

65. Cohen, J. Statistical Power Analysis for the Behavioural Sciences; Academic Press: London, UK, 2013.
66. Hayes, A.F. Beyond Baron and Kenny: Statistical mediation analysis in the new millennium. Commun. Monogr. 2009, 76, 408–420.

[CrossRef]
67. Henseler, J.; Ringle, C.M.; Sinkovics, R.R. The use of partial least squares path modeling in international marketing. In Advances in

International Marketing; Sinkovics, R.R., Ghauri, P.N., Eds.; Emerald Group Publishing Limited: Bradford, UK, 2009; pp. 277–319.
[CrossRef]

68. Zhao, X.; Lynch, J.G., Jr.; Chen, Q. Reconsidering Baron and Kenny: Myths and Truths about Mediation Analysis. J. Consum. Res.
2010, 37, 197–206. [CrossRef]

69. Policarpo, M.C.; Aguiar, E.C. How self-expressive benefits relate to buying a hybrid car as a green product. J. Clean. Prod. 2020,
252, 119859. [CrossRef]

70. Fu, L.; Sun, Z.; Zha, L.; Liu, F.; He, L.; Sun, X.; Jing, X. Environmental awareness and pro-environmental behavior within
china’s road freight transportation industry: Moderating role of perceived policy effectiveness. J. Clean. Prod. 2020, 252, 119796.
[CrossRef]

71. Cabral, C.; Dhar, R.L. Green competencies: Construct development and measurement validation. J. Clean. Prod. 2019, 235, 887–900.
[CrossRef]

72. Wong, E.Y.; Chan, F.F.; So, S. Consumer perceptions on product carbon footprints and carbon labels of beverage merchandise in
Hong Kong. J. Clean. Prod. 2020, 242, 118404. [CrossRef]

73. Shahsavar, T.; Kubeš, V.; Baran, D. Willingness to pay for eco-friendly furniture based on demographic factors. J. Clean. Prod.
2020, 250, 119466. [CrossRef]

74. Sellitto, M.A.; Hermann, F.F.; Blezs, A.E.; Barbosa-Povoa, A. Describing and organizing green practices in the context of Green
Supply Chain Management: Case studies. Resour. Conserv. Recycl. 2019, 145, 1–10. [CrossRef]

75. Hu, J.; Liu, Y.L.; Yuen, T.W.; Lim, M.K.; Hu, J. Do green practices really attract customers? The sharing economy from the
sustainable supply chain management perspective. Resour. Conserv. Recycl. 2019, 149, 177–187. [CrossRef]

76. Kong, W.; Harun, A.; Sulong, R.S.; Lily, J. The influence of consumers perception of green products on green purchase intention.
Int. J. Asian Soc. Sci. 2014, 4, 924–939.

http://doi.org/10.47263/JASEM.1(1)01
http://doi.org/10.1177/002224378101800104
http://doi.org/10.1080/1743727X.2015.1005806
http://doi.org/10.21314/JOR.2018.386
http://doi.org/10.1080/03637750903310360
http://doi.org/10.1108/S1474-7979(2009)0000020014
http://doi.org/10.1086/651257
http://doi.org/10.1016/j.jclepro.2019.119859
http://doi.org/10.1016/j.jclepro.2019.119796
http://doi.org/10.1016/j.jclepro.2019.07.014
http://doi.org/10.1016/j.jclepro.2019.118404
http://doi.org/10.1016/j.jclepro.2019.119466
http://doi.org/10.1016/j.resconrec.2019.02.013
http://doi.org/10.1016/j.resconrec.2019.05.042

	Introduction 
	Literature Review 
	Underpinning Theory (Theory of Planned Behavior) 
	Hypotheses and Research Framework Development 
	Environmental Concern 
	Green Product Awareness 
	Government Support 
	Perceived Ecological Value 
	Community Green Practice 
	Green Product Purchase Intention 


	Methodology 
	Instrument Development, Sampling, and Measures 
	Sampling and Procedures 

	Data Analysis and Results 
	Assessment of Measurement Model 
	Reliability and Convergent Validity 
	Discriminant Validity 

	Assessment of Structural Model 
	Coefficient of Determination (R²) 
	Effect Size (ƒ²) 
	Path Coefficients 
	Hypothesis Testing 
	Mediation Effect 


	Discussion 
	Research Implications and Contribution 
	Conclusions 
	Limitations and Suggestions 
	
	References

