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Abstract

:

The value of sustainable consumption behaviors has dramatically increased and become an important focus area in the market and society. This study examines the internal and external drivers influencing consumers’ purchasing behavior toward green products. The Motivation–Opportunity–Ability (MOA) framework is used and expanded with consumer awareness of sustainability as the conceptual basis of this study. The data were basically gathered from 439 consumers in Greece through an online survey. Logistic Regression Analysis is used to reach the research objectives. The findings of this study point out that consumers’ motivation, abilities, and awareness of sustainability significantly affect their green product purchasing behavior. In contrast, consumers’ opportunity circumstances have no significant effects on their purchasing behavior. The outcomes of this study are pertinent for marketing activities, plans of action, and campaigns organized by marketing agents, governments, or other organizations to promote green consumerism.
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1. Introduction


Sustainability has become a major concern, and consumers’ behavior has emerged as a primary factor in shaping the future of consumption. In this context, it is essential that consumers have more awareness of what they purchase and how their consumption patterns affect natural resources [1]. Since the Industrial Revolution, the expanded and intensive use of natural resources has caused several environmental issues, jeopardizing biodiversity and adversely affecting human well-being [2]. These emerging environmental problems have induced market stakeholders, governments, other organizations, and scholars to increase interest in sustainable activities and assume responsibility in building more balanced consumption systems [3].



Over the years, the notion of green marketing has been developed as a vital alternative for society’s sustainable growth in the 21st century, taking into consideration the increasingly strained interplay between human beings and the environment [4,5]. Green marketing was described as “Any marketing activity of a firm that is intended to create positive impact or lessen the negative impact of a product on the environment” in the American Marketing Association Workshop on Ecological Marketing in 1975. This concept has been described by many researchers and has risen to prominence since the early 1990s [6]. According to Solomon [7], it is critical to have a strategy that entails the production and promotion of environmentally friendly products, and that emphasizes such features while communicating with consumers. These definitions are also supported by other researchers [8,9,10]. In light of these definitions, green marketing implementation is not only a competitive strategy for firms, but it is also a prudent approach for businesses to achieve sustainable growth. It can be also inferred that green marketing is a business practice that takes into account consumers’ concerns about the protection and preservation of the natural environment.



Green marketing has become an important domain for society in general. Consumers, who are increasingly aware of sustainability issues, would typically attempt to mitigate these concerns by consuming more environmentally friendly products and by taking actions or performing behaviors that foster their responsibilities towards the environment [11,12]. In the context of green marketing, consumption behaviors induce actions that could lead to positive impacts on (or reduced damage to) the environment [13]. Some of these actions include recycling, saving paper and electricity, avoiding the use of aerosols, encouraging the use of biodegradable products, and consuming organic food [14]. As stated by Han et al. [15] consumer demand in terms of green movement is gradually sloping upward. It can be indicated that consumers have realized the increasing global environmental issues and have understood their responsibility in solving these problems [13,16]. Therefore, consumers’ environmental concerns, attitudes, preferences, and awareness have become increasingly significant in the market and in society [17,18].



In the literature, there are some studies that examine consumers’ environmental concerns [16,19,20], consumers’ environmental awareness or knowledge [12,19,21], social norms [20], consumers’ abilities or capabilities [22], and some other factors such as perceived consumer effectiveness [16], consumer values [21,23,24], green communication [25], and perceived benefits [16].



This study aims to better understand both the internal and external factors affecting consumers’ green purchasing behavior. To reach the research goal, we used the MOA (Motivation–Opportunity–Ability) Framework and consumer awareness of sustainability. In this manner, motivation, ability, and awareness are included as internal factors, whereas opportunity is considered as an external factor in the model. Hence, this study can evaluate both internal and external drivers of consumers’ green purchasing behavior. The research questions of the study are as follows:




	
How does motivation affect consumer behavior toward green products?



	
How does opportunity affect consumer behavior toward green products?



	
How does ability affect consumer behavior toward green products?



	
How does consumer awareness of sustainability affect consumer behavior toward green products?



	
How do demographic features affect consumer behavior toward green products?








The contributions of this study are twofold. First, this paper presents a model to explain consumers’ behavior through internal and external drivers. Previous studies mainly focused on motivation in explaining consumer behavior toward green products, such as [26,27]. Hence, there is still a wide margin to further comprehend consumers’ green purchasing behavior. Second, the drivers that are covered by the MOA Framework, besides consumer awareness of sustainability, may assist marketing agents, governments, and other organizations in identifying the barriers, facilitating factors, and situational aspects that impact consumer activities, allowing them to form strategies and actions and to develop practices to stimulate consumers’ green purchasing behavior.



The remainder of this paper is organized as follows. Following the Section 1, the Section 2 reviews the scientific literature on the main concepts and presents the research hypotheses. Section 3 is devoted to the methodology, with a detailed description of the survey and sample profile. Then, Section 4 and Section 5 results are presented and discussed. Section 6 presents the concluding remarks along with policy recommendations and research implications.




2. Literature Review and Research Hypotheses


The MOA framework is used and combined with consumer awareness of sustainability and demographic characteristics to reach the research objectives (Figure 1). This framework was formerly developed by Maclnnis and Jaworski [28] and it defines consumers’ behavior as having motivation, ability, and opportunity [29]. According to Ölander and Thøgersen [30], consistency between motivation (attitudes or desires) and behavior can be estimated in a more comprehensive and realistic approach if we account for the benefits of the predictive power of “ability” and “opportunity” in the analytical framework [31]. This approach has been effectively implemented in a variety of contexts, such as travel intentions [32,33], transit migration [34], teaching approaches [35], environment and land management behaviors [36], and pro-environmentalism [37]. The dimensions of the MOA framework, consumer awareness of sustainability, and demographic characteristics are further described in the sub-sections below.



Motivation: This dimension refers to the rise of goal-oriented behavior and acts as a compelling factor that influences a person’s decision-making process. It impacts the strength and orientation of specific actions [38,39]. In other words, this dimension reflects the attitudes, perceptions, beliefs, and desires of the individual to perform a certain behavior [35,40]. Motivation is concerned with an individual’s desire or readiness to engage in a specific action. It encompasses the reasons or desires that motivate consumers to prioritize green products in the context of consumers’ buying behavior [35]. Some previous studies have found significant relationships between motivation (attitudes or desires) and consumer behavior towards various sustainable product groups like organic products or eco-friendly products [41,42]. However, other studies have revealed no significant association [43]. Consequently, there is a need for a broader understanding of how motivation influences consumer behavior toward green products. Hence, the statements employed in this study comprise the underlying reasons that impact customers’ decision-making processes when it comes to choosing green products. In this study, it is hypothesized that:



Hypothesis 1.

Motivation influences consumer behavior toward purchasing green products.





Opportunity: This term is defined as the circumstances in which people are permitted or assisted in performing an action or behavior [44]. In other words, opportunity can be referred to as the objective conditions for carrying out the behavior [30]. This is frequently related to convenience in the form of location and time [45]. On the one hand, Maclnnis et al. (1991) [38] define opportunity as the extent to which the consumer/individual is free to interpret information derived from environmental, social, cultural, and situational elements that generate favorable or unfavorable conditions. Additionally, regarding green products, the availability of environmentally friendly products, access to knowledge and resources, and welcoming social and physical surroundings may influence consumer behaviors [46]. Only a few previous studies proved that opportunities affect purchasing behavior toward sustainable or eco-friendly products [47,48], but many other studies did not find evidence of such a relationship [49]. Then, it is important to investigate whether there is an association between opportunities and consumer behavior toward green products through the following hypothesis:



Hypothesis 2.

Opportunity influences consumer behavior toward purchasing green products.





Ability: Apart from having motivation, consumers must also be able to execute the behavior. Skills, task knowledge, habit, and resources are often significant when performing a specific behavior. According to Binney et al. [36], regardless of how much an individual is driven, motivation may not lead to behavioral changes if the skill is inadequate. For example, Osbaldiston and Sheldon [50] contend that when people have the ability, they are highly motivated to carry out actions. In the literature, there is still a contradiction about the effects of consumers’ abilities to buy sustainable products in general [47,48,49]. Hence, this study investigates how consumers’ ability affects behavior toward green marketing. A corresponding hypothesis can be formulated as follows:



Hypothesis 3.

Ability influences consumer behavior toward purchasing green products.





Awareness: The degree to which individuals are knowledgeable and concerned about environmental problems, such as climate change, pollution, deforestation, and resource depletion, can be referred to as awareness of sustainable issues [51]. This awareness includes a comprehension of the potentially detrimental effects of human actions on the environment as well as the significance of sustainable behaviors [52]. Being more aware of an individual’s impact on the environment makes them more cautious in their buying behavior. As Sharma et al. [53] stated, consumer awareness is critical in creating sustainable and environmentally friendly activities, promoting sustainable actions, and mitigating the negative consequences of traditional consumption habits. At this point, consumers may boost demand for green products and induce corporations to adopt greener manufacturing techniques by being well-informed about the environmental ramifications of their decisions [54]. Furthermore, conscious consumers may hold corporations accountable for their environmental promises and demand transparency in their supply chains, ensuring that green marketing is backed up by genuine sustainability initiatives [55]. Adopting green buying habits has become more important as the world faces significant environmental concerns such as climate change and resource depletion [56]. Individuals may make better decisions by recognizing the environmental effects of their choices and taking into account variables such as product lifetime, energy efficiency, packaging, certifications, sourcing, and consumer education [57]. In the literature, some studies confirm that consumer awareness acts as a driver of buying green products [58,59,60]. Then, consumer awareness of sustainability is also included in the conceptual model, and the following hypothesis is formulated:



Hypothesis 4.

Awareness influences consumer behavior toward purchasing green products.





Demographic Characteristics: These characteristics are also considered to be significant in explaining consumers’ behavior toward purchasing green products [61]. It is commonly highlighted that gender [61,62,63], age [61,64], education level [63,65], and income [64,66] affect consumers’ behavior toward purchasing green products. These studies reported varying (in some cases opposite) effects of demographic factors on consumers’ behavior. In this study, pertinent demographic characteristics are included to enhance the statistical analysis. Thus, we present the following general and specific hypotheses about demographic characteristics:



Hypothesis 5.

Demographic characteristics influence consumer behavior toward purchasing green products.





Hypothesis 5a.

Gender influences consumer behavior toward purchasing green products.





Hypothesis 5b.

Age influences consumer behavior toward purchasing green products.





Hypothesis 5c.

Education influences consumer behavior toward purchasing green products.





Hypothesis 5d.

Income influences consumer behavior toward purchasing green products.





Hypothesis 5e.

Residence/location influences consumer behavior toward purchasing green products.






3. Materials and Methods


In the current study, a quantitative research approach is conducted to explore factors affecting consumers’ behavior to purchase green products. A standardized questionnaire form was used and sent online to collect the data. The number of volunteers who participated in the survey amounted to 439 individuals. Next, the datasets were analyzed via logistic regression analysis, which allows researchers to empirically examine the theoretical models and to have a better understanding of consumers’ purchasing behavior and the factors affecting this behavior.



Procedure: The primary data were gathered from Greek consumers in the online environment through Google Forms. A web survey was preferred since it allows us to implement a questionnaire online by inviting potential respondents to complete it through websites. In this context, it is worth noting that the sampling procedure is, to some extent, non-probabilistic. Following a pilot study (with ten people), the final version of the questionnaire was available to respondents from the 1 March 2021 until the 14 June 2021 (3 months, 13 days). The survey link was propagated via Facebook, where the survey took place as a public post, allowing participants to observe and share with their networks. Friends of the authors were also asked to share the post and forward the survey link via email and social media to friends and colleagues.



Survey: The data have been collected using a standardized questionnaire form in Athens and Chania in Greece. These two cities (the capital of Greece and a major city in Crete, respectively) are selected as representative locations when collecting data. The survey consisted of three sections: (1) consumers’ demographic characteristics (gender, age, education, occupation, and some other characteristics); (2) their green purchasing behavior (frequency of their green purchases); and (3) factors affecting their green purchasing behavior (motivation, opportunities, abilities, and consumer awareness). A diverse sampling method is used by including a diverse group of people in the survey, covering individuals from different age groups, genders, and geographic locations. Additionally, a variety of methods to reach individuals is used, such as online advertising, email, and social media. Hence, the survey attempted a random sampling method, within the limitations of the online survey, to render the dataset as representative of the overall population as feasible.



Measures: The factors affecting consumers’ green purchasing behavior were obtained through scale measures, which are commonly used in the literature. Motivation was assessed with three items, as in Ottman’s work [67]. Opportunities were measured with three items, following the work of Truelove and Parks, 2012 [68]. Two items were adopted to evaluate abilities, following Haytko and Matulich [69]. Finally, three items were used to assess consumer awareness of sustainability, as in Bhattacharya [70].



All scale items were evaluated by participants on a five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). The reliability analysis was conducted using Cronbach’s alpha value to assess the internal consistency of the measurement scales. According to George and Mallery [71], this value should be above 0.50 for further analysis. The values obtained for motivation (0.551), opportunity (0.612), ability (0.527), and consumer awareness (0.612) indicate an acceptable level of reliability to do further analysis [72].



Logistic regression model: Logistic regression analysis is used to model the relationship between a categorical dependent variable and (one or more) categorical or continuous independent variables [73]. Models in which the dependent variable has only two categories, such as successful–unsuccessful, yes–no, or woman–man, are known as binary logistic regression analysis. This analysis is used to distinguish between two groups and to estimate the probability of occurrence of an event by fitting data [74,75]. In other words, logistic regression calculates the probability of an occurred event over the probability of a non-occurred event. The mean of the response variable p in terms of an explanatory variable X is modeled through the logistic regression model. The latter is used to examine the relationships between a categorical outcome variable and predictor variables. With logistic regression, the natural log of odds is presented as a linear function of the explanatory variable as follows [76]:


  l o g i t   Y   = I n   o d d s   =   l n  ⁡      p   1 − p       = a + β X  



(1)




where p is the probability of an outcome of interest, and X is the explanatory variable. The parameters of the logistic regression are α and β. The equation for predicting the likelihood that the desired event will occur can be constructed by taking the antilog of Equation (1) on both sides:




    p   =   p r o b a b l i t y   ( Y   =   o u t c o m e   o f   i n t e r e s t / X   =   x )    =     e   a + β X     1 +   e   a + β X     =   1   1 +   e   − ( a + β X )        









By applying the principles of simple logistic regression to many factors, it is possible to design a more intricate logistic regression model as follows:


  l o g i t   Y   = l n     p   1 − p     = a +   β   1     X   1   … +   β   k     X   k    











Therefore, we obtain the following:




    p   =   p r o b a b l i t y   ( Y   =   o u t c o m e   o f   i n t e r e s t /  X 1    =    x 1  , … …  X k    =    x k  )    =     e   a +   β   1     X   1   + … +   β   k     X   k       1 +   e   a +   β   1     X   1   + … +   β   k     X   k       =   1   1 +   e   −   a +   β   1     X   1   + … +   β   k     X   k            









In the binary logistic regression model, the occurrence and non-occurrence of the event are expressed in two categories, 0 and 1. The ratio between the probability of occurrence and the probability of non-occurrence is defined as the odds ratio and interpretations are made based on this ratio.



In this study, the dependent variable is defined as “the frequency of green product purchasing”. This variable was measured through a question with options. To measure this variable, the participants were asked, “How often did you buy green products in the last three months?” and they were given three options: “Once a week or more often”, “At least once a month”, and “Less than once a month”. The dependent variable was coded as “1” if the participants purchase once a week or more often (41.2% of the participants), otherwise “0” (58.8% of the participants). Definitions of demographic characteristics and other factors are given in Table 1 and Table 2, respectively.



To analyze the collected data, Athens was assigned a code of “1” (49.66% of the participants), while Chania was assigned a code of “0” (50.34% of the participants). Similarly, for the gender variable of participants, a coding system was employed, with “1” (69.48% of the participants) for female and “0” (30.52% of the participants) for male. For the education variable, master’s and doctoral degrees were designated as “1” (25.06% of the participants), while other educational levels were designated as “0” (74.94% of the participants). For the income variable, an income exceeding EUR 9999 was encoded as “1” (57.40% of the participants), whereas other income groups were encoded as “0” (42.60% of the participants). Lastly, the age variable was gathered through an open-ended question format and was not subjected to any specific coding procedure.



Descriptive statistics (mean, median and standard deviation) related to the MOA framework and consumer awareness are presented in Table 2. Participants expressed that the most important items were “I use biodegradable products” (mean: 3.85; median: 4.00; std dev: 1.12) as motivation, “Green products are well promoted” (mean: 3.13; median: 3.00; std dev: 0.94) as opportunity, “It is easy for me to identify these products” (mean: 3.47; median: 4.00; std dev: 0.94) as ability, and “Humans must live in harmony with nature to survive” (mean: 4.64; median: 5.00; std dev: 0.61) as consumer awareness of sustainability.



The demographic characteristics of the participants are presented in Table 3 in detail. It is slightly skewed toward women, who account for 69.48% of the total number of participants. The age class with the highest number of observations is 31–40, and the average age of participants is 37.57 years. There is a significant number of participants with university diplomas (150 participants—34.17% of total number of participants). Regarding income level, the participants are almost evenly distributed between the two income classes—lower-income (EUR 0–9999 per year) and middle-income families (EUR 10,000–29,999 per year). These two classes together cover most observations (96.36% of total number of participants).




4. Results


The empirical model that exclusively includes demographic characteristics shows a very small explanatory power (χ2 (df = 5, n = 439) = 7306, p = 0.199). When other indicators are added, the empirical model shows a higher degree of explanatory power and becomes statistically significant (χ2 (df = 16, n = 439) = 101,127, p ≤ 0.00). Furthermore, in the case of the augmented empirical model, the –2Log likelihood value is 493,881, the Cox and Snell R2 is 0.206, the Hosmer and Lemeshow “p” equals 587, and the Nagelkerke R2 value is 0.277.



The estimation results from the logistic regression are presented in Table 4. The estimated coefficients on the variables are deemed to be statistically significant when the P-value is less than 0.1. The estimated coefficients on seven variables are statistically significant and exhibit the predicted sign. The results indicate that an increase in the motivation indicator “I use biodegradable products” by one unit increases the likelihood that Greek customers buy green products more frequently by a factor of 1.298, ceteris paribus. This means that consumers who are motivated to consume biodegradable products are 1.298 times more likely to buy green products compared to the corresponding less motivated consumers. Additionally, an increase in the motivation indicator “I avoid buying aerosol products” by one unit raises the likelihood of purchasing green products more frequently by a factor of 1.300, ceteris paribus. When the motivation indicator depicting money contribution to environmental causes increases by one unit, the likelihood that Greek consumers purchase green products rises by a factor of 1.254, ceteris paribus. Additionally, when the indicators of consumers’ ability to read labels to see if contents are environmentally safe and to purchase these products easily increase by one unit, they will be willing to purchase green products 1.436 times and 1.366 times more frequently, respectively, ceteris paribus. Moreover, consumers who are willing to make a special effort to buy products that are made from recycled materials and believe that humans must live in harmony with nature to survive tend to buy green products 1.632 times and 0.658 times more frequently, respectively, ceteris paribus.



These results show that some hypotheses are verified through empirical analysis, namely the influence of motivation (H1), ability (H3), and consumer awareness factors (H4) on the purchasing behavior of consumers toward green products. However, the results do not support other hypotheses about the influence of the demographic characteristics of consumers (H5) and opportunity factors (H2) on Greek consumers’ behavior toward green products.




5. Discussion


This study contributes to the literature on green products’ marketing by aiming to have a better understanding of both the internal (motivation, awareness, and ability) and external (opportunity) factors that could influence consumers’ decisions to purchase green products. This paper has two main objectives. First, it suggests a model that includes various internal and external drivers. Second, it provides information to assist different marketing stakeholders in organizing their plans for action. The Motivation–Opportunity–Ability (MOA) Framework, besides consumer awareness of sustainability, is used as the theoretical basis to reach the research objectives. The outcomes of the descriptive analysis and logistic regression shed light on the main factors that influence consumer decisions to buy green products.



Regarding the hypotheses, the results show that motivations (H1), abilities (H3) and consumer awareness (H4) play significant roles in consumers’ green products’ purchasing behavior. The findings show that consumers’ motivations significantly affect their decisions to buy green products. This is consistent with earlier studies that highlighted the significance of consumers’ motivations, such as feelings, attitudes, or aspirations toward sustainable or eco-friendly product consumption [77,78]. Additionally, Choi and Johnson [79] stressed that both environmental and hedonic motivations have considerable effects on green product purchase intention. Consumers’ capabilities to purchase green products are included in the ability dimension, and the results show that reading labels and easiness in purchasing green products have significant effects on consumers’ purchasing behavior. These results are consistent with several studies which confirmed that consumer behavior toward specific products is affected by capabilities [20,41,47,49]. These studies also stressed that abilities refer to barriers to using these products, and that lower rates of green product purchases can be attributed to deficient abilities. Lastly, consumer awareness of sustainability has become a major consideration when choosing green products. This finding implies that customers’ behavior is highly influenced by their knowledge of environmental issues, their comprehension of those issues, and the implications of their purchase choices on the environment. These results could be associated with previous studies that emphasized the value of environmental education and communication efforts to raise consumer awareness and encourage sustainable purchasing patterns. [12,60,80,81].



As one of the important variables, opportunity implies that the availability of green products and the availability of pertinent information have a considerable influence on consumers’ choices. Surprisingly, this study could not find any statistically significant relationship between opportunities (H2) (in terms of price, accessibility, and promotion) and consumers’ behavior. These results contrast with those of other studies that found significant positive effects of opportunity factors on consumer purchasing behavior [8,12,82]. Additionally, it should be noted that demographic characteristics (H5), such as age, education, and income, are not found to be statistically significant predictors of decisions to buy green products. These results correspond to those of some other studies [65,67] which indicated that consumers’ demographic characteristics may not have significant impacts on their purchasing behavior. They imply that variables other than demographic traits play a more important role in determining consumers’ behavior, as prior research has demonstrated [58,83,84,85].



In summary, consumers’ green product purchasing behavior can be principally explained by consumers’ motivation, ability, and awareness of sustainability. In other words, we can say that if consumers have sufficient motivations to consume green products, awareness of sustainability, and ability to purchase green products, they will be more willing to purchase the products. At this point, it can be determined that the MOA framework helped in understanding green purchasing behavior.




6. Conclusions, Practical Implications, Limitations and Future Directions


Understanding consumers’ behavior toward green products has become the focus of marketing agents, market stakeholders, governments, and other organizations. This study reveals that consumers’ motivation, ability, and awareness have significant impacts on consumers’ behavior toward purchasing green products. It implies that market players’ stimulation of these drivers would raise public interest in green consumerism.



Overall, the findings of this study provide valuable insights into the factors that influence consumers’ decisions to purchase green products. One of the most robust factors is motivation, which constitutes an inner driver towards purchasing green products. Hence, market stakeholders such as producers, marketers, or logistic providers should aim to understand consumers’ feelings and aspirations and meet their demands. Thus, consumers would be willing to participate in green marketing and act with the market stakeholders to satisfy their motivation. Additionally, this driver can be a very useful tool for governments, organizations, and non-governmental organizations to stimulate individuals towards green consumerism and sustainable consumption patterns. This study also suggests that individuals with more ability to purchase green products tend to consume more green products. Then, when consumers exhibit higher capabilities toward green products, they increase their consumption levels of green products. These outcomes would stimulate the marketing of green products and would give wider opportunities to improve the system as a whole. Additionally, when consumers exhibit awareness, they will likely purchase more green products. This means that consumer awareness of green products should be enhanced by governments, organizations, and marketing agents to raise public interest. Thus, marketers, policymakers, and other organizations may design effective methods to encourage sustainable consumption and foster a more environmentally conscious society by recognizing the main drivers.



This study has some limitations that should be mentioned along with directions and recommendations for future research. First, this study is based on self-reported data, which could be skewed due to social desirability bias and other flaws. Future studies could use a longitudinal methodology and a larger sample size to further understand green product purchasing behavior. Second, this study exclusively covers consumers in Greece. Future research could focus on cross-country (or cross-cultural) analysis of consumers’ behavior toward purchasing green products. Third, online surveys have the advantage of reaching a wider geographic and demographic coverage, but there are some drawbacks. There could be bias in the type of people who participate in online surveys (or sample selection). Additionally, online surveys may not accurately reflect the diversity and characteristics of the general population, especially when examining the consumption of a specific product group, such as organic food, green products, or functional foods. Hence, future studies could use other types of surveys (e.g., in-person, paper, and mail surveys). Lastly, the current study aimed to derive information and results based on the MOA framework and consumer awareness. Some other drivers may be added in future studies, such as cultural factors, and consumer values. Such additions are particularly relevant when implementing cross-country (or cross-cultural) analysis.



The findings in this study provide information to marketing agents, market stakeholders, governments, scholars, and other organizations to develop policies and strategies and to enhance consumers’ purchases of green products.
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Figure 1. The conceptual model. 
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Table 1. Definition of the demographic characteristics used in the model.
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Independent Variables

	
Categories

	
Frequency

	
Mean/Ratio






	
Cities

	
Athens = 1

	
218

	
49.66%




	
Chania = 0

	
221

	
50.34%




	
Gender

	
Woman = 1

	
305

	
69.48%




	
Man = 0

	
134

	
30.52%




	
Education

	
Master’s and doctorate degree = 1

	
110

	
25.06%




	
Others = 0

	
329

	
74.94%




	
Income

	
More than 9999 Euro = 1

	
252

	
57.40%




	
Others = 0

	
187

	
42.60%




	
Age

	
Actual scores

	
Actual Scores

	
36.57 years











 





Table 2. Descriptive statistics of the MOA Framework and consumer awareness.
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Independent Variables

	
Mean

	
Median

	
Std. Dev.






	
Motivation




	
I use biodegradable products.

	
3.36

	
3.00

	
1.06




	
I avoid buying aerosol products.

	
3.85

	
4.00

	
1.12




	
I contribute money to environmental causes.

	
2.20

	
2.00

	
1.05




	
Opportunity




	
Green products are reasonably priced.

	
2.96

	
3.00

	
1.00




	
Green products are easily accessible in stores.

	
2.97

	
3.00

	
1.00




	
Green products are well promoted.

	
3.13

	
3.00

	
0.94




	
Ability




	
I read labels to see if the contents are environmentally safe.

	
3.28

	
3.00

	
1.17




	
It is easy for me to purchase these products.

	
3.47

	
4.00

	
0.94




	
Consumer Awareness of Sustainability




	
I am willing to make a special effort to buy products that are made from recycled materials.

	
4.13

	
4.00

	
0.84




	
Humans must live in harmony with nature to survive.

	
4.64

	
5.00

	
0.61




	
Humankind is severely abusing the environment.

	
4.59

	
5.00

	
0.67











 





Table 3. Descriptive statistics of the demographic characteristics of participants.






Table 3. Descriptive statistics of the demographic characteristics of participants.





	
Indicators

	
Athens

	
Chania

	
Total




	
n

	
%

	
n

	
%

	
n

	
%






	
Gender




	
Women

	
152

	
69.72

	
153

	
69.23

	
305

	
69.48




	
Men

	
66

	
30.28

	
68

	
30.77

	
134

	
30.52




	
Age Groups




	
18–30

	
46

	
20.81

	
105

	
48.17

	
151

	
34.40




	
31–40

	
86

	
38.91

	
74

	
33.94

	
160

	
36.45




	
41–50

	
44

	
19.91

	
27

	
12.39

	
71

	
16.17




	
51–78

	
45

	
20.36

	
12

	
5.50

	
57

	
12.98




	
Mean

	
32.56 years

	
40.53 years

	
36.57 years




	
Education




	
No Formal Education

	
0

	
0.00

	
1

	
0.45

	
1

	
0.23




	
Primary School

	
0

	
0.00

	
3

	
1.36

	
3

	
0.68




	
Middle School

	
2

	
0.92

	
2

	
0.90

	
4

	
0.91




	
High School

	
43

	
19.72

	
59

	
26.70

	
102

	
23.23




	
Vocational-Technical Secondary

	
27

	
12.39

	
42

	
19.00

	
69

	
15.72




	
University (Undergraduate)

	
94

	
43.12

	
56

	
25.34

	
150

	
34.17




	
Master and Ph.D.

	
52

	
23.85

	
58

	
26.24

	
110

	
25.06




	
Income




	
0–9999

	
108

	
49.54

	
79

	
35.75

	
187

	
42.60




	
10,000–29,999

	
98

	
44.95

	
138

	
62.44

	
236

	
53.76




	
30,000–49,999

	
11

	
5.05

	
1

	
0.45

	
12

	
2.73




	
More than 50,000

	
1

	
0.46

	
3

	
1.36

	
4

	
0.91




	
Mean

	
EUR 1674

	
EUR 1564

	
EUR 1619











 





Table 4. Results of logistic regression.
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Variables

	
B

	
S.E.

	
Wald

	
Sig.

	
Exp(B)






	
Demographics




	
Gender

	
0.257

	
0.251

	
1.055

	
0.304

	
1.294




	
City

	
0.065

	
0.246

	
0.070

	
0.792

	
1.067




	
Income

	
−0.349

	
0.251

	
1.934

	
0.164

	
0.706




	
Education

	
−0.072

	
0.266

	
0.073

	
0.787

	
0.931




	
Age

	
−0.014

	
0.011

	
1.574

	
0.210

	
0.986




	
Motivation




	
I use biodegradable products.

	
0.261

	
0.138

	
3.573

	
0.059

	
1.298




	
I avoid buying aerosol products.

	
0.263

	
0.117

	
4.998

	
0.025

	
1.300




	
I contribute money to environmental causes.

	
0.227

	
0.114

	
3.926

	
0.048

	
1.254




	
Opportunity




	
Green products are reasonably priced.

	
−0.185

	
0.122

	
2.289

	
0.130

	
0.831




	
Green products are easily accessible in stores.

	
0.206

	
0.129

	
2.553

	
0.110

	
1.228




	
Green products are well promoted.

	
−0.022

	
0.129

	
0.029

	
0.864

	
0.978




	
Ability




	
I read labels to see if the contents are environmentally safe.

	
0.362

	
0.126

	
8.249

	
0.004

	
1.436




	
It is easy for me to purchase these products.

	
0.312

	
0.139

	
5.066

	
0.024

	
1.366




	
Consumer Awareness of Sustainability




	
I am willing to make a special effort to buy products that are made from recycled materials.

	
0.490

	
0.167

	
8.609

	
0.003

	
1.632




	
Humans must live in harmony with nature to survive.

	
−0.418

	
0.234

	
3.191

	
0.074

	
0.658




	
Humankind is severely abusing the environment.

	
−0.187

	
0.214

	
0.762

	
0.383

	
0.830




	
Constant

	
−3.745

	
1.167

	
10.292

	
0.001

	
0.024








B = Coefficient; SE = Standard error; Sig. = Significance level; Exp(B) = Odds ratio.
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