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ABSTRACT

Aims: At present, rapid development of technology has caused both positive or negative influence
and changes in the environment. While enjoying the convenience provided by technology, people
should have the right mind-set in keeping and protecting their environment. The aim to conduct this
study is to investigate the factors that influence young educated consumers’ green products
purchase behavior in Sri Lankan context.

Study Design: Based on the prior studies, the study identified factors that influence young
educated consumers’ purchasing behavior toward green products such as social influences,
environmental attitudes, environmental knowledge, perceived environmental responsibility,
government initiative and exposure to environmental messages through the media. Five hundred
young educated consumers are the sole targeted respondents in this study.

Conclusion: The findings of the study reveal that there is a significant relationship between the
factors influence and young educated consumers’ purchasing behavior towards green products.
Thus, these research findings have provided some insight to businesses who basically facing a lot
of challenges in substantial consumers to purchase green products. By gathering this information,
marketers can understand the way that moves the environmental factors to green purchase
behavior. They also would be able to expressing their various strategies to effectively attract more
consumers to purchase green products.

*Corresponding author: E-mail: vilani@sjp.ac.lk, vilani3164@gmail.com;
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1. INTRODUCTION

In recent times, the environment has developed
as a warm issue for societies, governments, in
addition to business organizations. Its
significance originates from growing
environmental dreadful conditions such as solid
wastes, ozone depletion, global warming, and air
pollution. It is examined that various activities
of business organizations like sourcing,
manufacturing, logistics, and marketing have a
negative impact on the environment and also
considered to be the source of most of the
environmental problems [1].

According to Rahman [2], economic progress
and development have often been associated
with negative environmental consequences such
as global warming, depletion of natural
resources, acid rain and etc. Practitioners and
academics have had to take view of the ever-
increasing environmental problems and adopt
sustainable development measures to minimize
the negative effects of development on
environment and society. Moreover, people's
health, both on the individual and the community
level has been affected through environmental
problems [3].

Chan [4] also reported that during the past few
decades, concerns about environmental dreadful
conditions have been increasing. Because,
governments and citizens all around the world
have realized the significance of the
environmental damages and the dangerous
economic and health problems that result from
them. After realize the significant problems
towards environmental issues, people from
worldwide are wiling to apply their own
responsibility to safe and protect their
environment because they believe their hard
work can increase their quality of life in the
future. Sarigollu [5] stated that, “consumers are
becoming more sensitive in their environmental
attitudes, preferences, and purchases”. At
present, customers are ever more conscious of
the significance of environmental degradation,
resulting more ecologically consciousness and
wish to purchase eco-friendly products and
services, supporting businesses that prefer
environmental practice [6,7]. Those customers
who concern about the environment and care
green marketing are known as ‘“‘green
consumers”. Generally, this kind of consumers

will practice their consumption behavior by
purchase green products that have less effect to
their environment.

“Eco-friendly” or “green” has turned into a buzz
word and a trend in recent years, in marketing
theory and practice. Going green is a major
provider to the triple bottom line of industry; that
are people, profit and planet [8]. Since the 1980s,
green marketing has gone through several steps.
After a backlash in the 1980s, green marketing
has made an improvement in the West from
2000 onwards [9]. The force of “going green” is
now growing in the Asian region, where
environmental pressures are alarming local
governments and citizens. Like many Asian
countries, Sri Lanka undergoes from increasing
levels of air toxic waste, exposure to severe road
traffic noise, high levels of garbage deposal and
rapidly lessening landfill space in most of the
urban areas [10].

In order to get better understand about the
environmental effort of a certain nation, a
practical method is the investigation of how the
consumers in a country interpret environmental
issues and how these views are revealed in
purchasing behavior with respect to green
products and services. In line with that, an
important challenge that marketers have to face
is to find which factors lead consumers to buy
green products or what consumers take
into concern before green purchases. After
finding these factors, marketers will be able
to develop effective marketing mix strategies

to attract  consumers  towards  green
products and support environmental
sustainability.

With the increased level of environmental

pollution and social disputes, both consumers
and businesses are concerned about the natural
environment in Sri Lanka. Therefore, businesses
have started to change their behavior in an effort
to address environmental and social problems as
a way of their social obligation. At present, it is
noticeable that the Fast-Moving Consumable
Goods (FMCG) sector of the country is
considered about the green marketing issues.
According to Wanninayake [11], most enterprises
marketing FMCG have united green elements
into their marketing mixes as a competitive tool.
For example, FMCG marketing companies in Sri
Lanka use eco-friendly and recyclable packaging
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and modify the products to reduce or avoid the
environment pollution.

Though environmental disputes increasingly
affect every side of human life as well as
business tactics in the Sri Lankan context, still
there are very few studies that deliberate green
issues in the Sri Lankan context. Specially, there
only a few studies have addressed green
consumer purchase attitudes and behavior in Sri
Lanka [12,11]. Wanninayake [11] concerned the
consumer attitudes and perceptions towards eco-
friendly products in FMCG sector and their
willingness to pay for green products. The study
showed that the Sri Lankan consumers have a
considerable awareness of green products and
they are willing to pay more for green products.
Though the term “green products” is attracting a
high attention of Sri Lankan citizens, the actual
factors affecting green purchasing decisions in
the Sri Lankan context are not yet sufficiently
revealed empirically.

Among the general consumers, young educated
consumers are very important because they
have been found to be more responsible about
the environment, favor environmental protection
problems and they are also open to new ideas.
However, most of the prior studies are focused
on general consumers than young educated
consumers [13,14,15,16]. Hence, the present
study aims to identify the young educated
consumers’ purchasing behavior towards green
products in Sri Lankan context. As young
educated consumers, the study has selected
undergraduates in Sri Lanka. The study also
examines how the factors (social influences - Sl,
environmental attitude - EA, environmental
knowledge - EK, perceived environmental
responsibility - ER, government initiative - Gl and
exposure to environmental messages through
the media - M) influence young educated
consumers’ green products purchase behavior.

The rest of this paper is organised as follows. It
begins with a review of literature on green
consumer, green product, green marketing and
influencing factors of green product purchase
behaviour. The paper then presents the study
design, followed by the results of the study.
Finally, managerial implication and future
research are discussed.

2. LITERATURE REVIEW

Green consumer is a someone who willingly
engages in consumer practices that are

considered as naturally friendly by marketing
academics and practitioners [17]. According to
the Soonthonsmai [18], green consumers are
defined as consumers who are concern, care
and pay close attention to the environmental
issues. Green consumers always have clear
mentality that they have the duty towards the
environment and concern about  the
environmental issues. Therefore, green
consumers always purchase products that have
less effect to the environment. Peattie [19]
reported that, marketers should know about what
green consumers are looking for in a green
product before placing their green labeling.

Green product is the product which has minimum
impact on environment and it incorporates the
strategies with recycled materials, reduced
packing and using less harmful substances
[20,21]. It contained natural ingredients, original
grown, do not pollute environment, not test on
animals, contain recycled content, recyclable and
reusable, and contain approved chemical.
Examples of green products include, eco-friendly
garments, green electronics products, organic
food, solar power, Reusable water bottles,
alternative fuel vehicles and hybrids and other
green products.

Green marketing encourages consumers to use
eco-friendly products and manufacturers to
develop more environmentally beneficial
products [22]. Green marketing is considered as
one of the major trends in modern businesses.
According to Polonsky [23], environmental
marketing more popularly known as green
marketing or sustainable marketing can be
defined as the effort by a company design,
promote, price and distribute products in a
manner  which promotes environmental
protection. Peattie [19] mentioned that marketers
should not only look for internal processes of the
production, but also for the impact of production
and consumption in the quality of life and
development of a sustainable society. According
to Akehurst [24], green marketing appears as a
supporting tool for monitoring, seeking and
fulfilling consumer needs and desires in a context
of environmental responsibility.

Being green is not easy. Beckford [25] indicated
that, green purchase intention is significant
predictor of green purchase behavior; purchase
intention is positively affecting the probability of a
customer decision that he/she will buy green
products. Green purchase behavior considered
as people engaging in environmental behavior as
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a result of their wish to solve environmental
problem, to become role models and a
confidence that they can help to preserve the
environment [26].

Numerous earlier researchers have conducted
research on consumers’ behavior towards green
products since 1970's. There have been
identified many different variables such as
beliefs, values, attitudes or knowledge that affect
consumers’ choice to purchase eco-friendly
products [27,2,14,28,13].

The theory of reasoned action (TRA) [29] and the
theory of planned behavior (TPB) [30] are the
two prominent theoretical approaches followed
by most of the studies to decide consumers’
green purchasing behavior. The TRA is a theory
of attitude-behavior relationships which links
attitudes, subjective norms, behavioral intentions
and behavior in a fixed causal sequence. It
discusses on how the consumers’ attitudes
towards the green issues can affect their green
buying behavior and action. Ajzen [31] reported
that, an individual's objective consists of
behavioral character, when an individual has
decided to engage in certain behavior will
convert his or her intention into action in a proper
opportunity and right time.

On the other hand, the TPB also used for
discovering consumer attitude, intentions and
actual buying behavior with respect to green
products [16]. The TPB is an extension of the
TRA [30] and made necessary by the original
model's limitations in dealing with behaviors over
which people have incomplete volitional control.
According to Chan [32], consumers who consider
about their environment will show eco-friendly
behavior and support green purchasing. Though,
the study of Ohtomo [33] stated that green
consumers will not necessary behave in green
manner or supporting and buying green products
even though they are care and aware to the
environmental issue.

The present study intents to understand the
various factors of the green purchase behavior
which affect to young educated consumers and
provide guideline for companies to formulate and
implement their green and sustainable marketing
strategies effectively and accurately. The factors
include social influence, environmental attitude,
environmental knowledge, environmental
responsibility, ~ government initiative  and
exposure to environmental messages through
the media.

Social Influence is derived from the concept as
subjective norm in the TPB [34]. Ryan [35] stated
that social dynamic as association among an
individual with other people. That means, an
individual shares their beliefs, values, thoughts
and attributes with other people that he/she
communicated. DeLamater [36] further explained
that social influence is the changes of a person’s
attitude and behavior which influenced by
another person’s action such as persuading and
threatening. Daido [37] stated that, change in the
environmental can change the mindset and
influences the behavioral of people. That means,
if social context is encouraging people to behave
in green manner then people will buy green
products. Gupta [38] found that most of the green
consumers had a high level of trust in others and
they expected that others will also engage in
green behavior. As such, the hypothesis is
developed as:

H1: There is a positive relationship between
social influence and young educated consumers’
green product purchase behavior.

Attitude is a psychological tendency that is
expressed by evaluating a particular entity with
some degree of favor or disfavor [39]. An
individual’s environmental attitude is identified as
the body of favorable or unfavorable feelings
toward some specific aspects of environmental
protection [40,14,41]. According to Chyong [42],
attitude is the most significant factor in predicting
consumers’ willingness to pay more for eco-
friendly products. This means, price is not a
difficulty for consumers who are intentionally take
part in pro-environment activities or to buy green
products. If consumer has a positive attitude
towards environmental safety will eventually
transfer it into a real practice by being a green
consumerism, environment degradation  will
decrease [16]. Thus, the hypothesis constructed
as:

H2: There is a positive relationship between
environmental attitude and young educated
consumers’ green product purchase behavior.

Environmental knowledge is a general
knowledge of facts, concepts, and relationships
concerning the natural environment and its major
ecosystems [43]. It contains public knowledge
about the environment, basic relationships
relating to environmental aspects or impacts, an
admiration of entire organism, and common
conscientiousness for ecological development.
There are several studies that support empirically
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the assumption that consumers’ environmental
knowledge or eco-literacy is a significant
predictor of eco-friendly behavior [13,44]. Hence,
the following hypothesis developed:

H3: There is a positive relationship between
environmental knowledge and young educated
consumers’ green product purchase behavior.

Sukhdial [45] stated that perceived
environmental responsibility is the degree of an
individual’s perception of self-employment in
protecting the environment. In other words,
perceived environmental responsibility was the
level of concern belongs to an individual towards
the environmental and social responsibility to
protect the environment from continuously using
environmentally friendly products. A behavior
and attitude of a person that he/she is
responsible for his or her consumption behavior
and its effects towards the nature and
environment [46]. Moreover, Strong [47] reported
that the major destruction to the environment
was caused during the manufacturing process.
Therefore, consumers who help green products
will avoid those non-eco-friendly products which
will compromise and damage their health. Johri
[48] stated that Asian citizen’'s societies are
becoming aware of worrying environmental
problems. To create green purchase behavior
among individuals cannot be short of their own
perceived responsibility. Therefore, perceived
environmental responsibility is a factor of
purchasing behavior towards green products.
Thus, the hypothesis is developed as:

H4: There is a positive relationship between
perceived environmental responsibility and
young educated consumers’ green product
purchase behavior.

The role played by the government in green
protection is unquestionable. In the study of Tsen
[49] stated that although consumers have high
sense on environmental concerning, but they still
deemed government play an important role
towards consumers purchasing behavior on
green products. The government should ‘walk
the talk’ in developing and applying environment
sustainability programs, as the role model to its
people in the country. Chen [20] stated that the
Malaysian government has revealed various
tactics to implement sustainable consumption
and development. In order to educate and foster
environmental awareness and concern among
the public, the Malaysian government also
selected for social advertising [50]. Government

policies such as encouraging and providing
incentives to green product producers that
support the country environment sustainability
are important to help the marketers in promoting
their green product. Hence, the prior studies
argued that consumers believe the government
should play an important role in building green
purchasing. The hypothesis is defined as:

H5: There is a positive relationship between
government initiative and young educated
consumers’ green product purchase behavior.

Finally, the study of Good [51] revealed that
exposure to environmental messages through
the media positively affects young consumer’s
environmental  concerns.  This is  also
acknowledged by Mee [52] that communication
campaigns run through various media sources
have been found to positively influence recycling
behavior of consumers. Hence, the uses of these
media such as television commercials, print
advertisements and product packaging are often
organized into a single combined
communications campaign [53]. Lee [54] stated
that environmental messages spread through the
media influenced consumers’ purchase behavior
towards sustainable products. Thus, the
hypothesis is developed as:

H6: There is a positive relationship between
exposure to environmental messages through
the media and young educated consumers’
green product purchase behavior.

3. MATERIALS AND METHODS
3.1 Conceptual Model

In this study, social influence, environmental
attitude, environmental knowledge, perceived
environmental responsibility, government
initiative and exposure to environmental
messages through the media have been
identified as valuable predictor variables of green
purchasing behavior.

3.2 Sample and Data

The scope of this study includes young educated
consumers in Sri Lanka. As young educated
consumers, the study has selected
undergraduates in Sri Lanka. There are 15 state
universities and 17 registered non-state
universities in Sri Lanka. Out of them, only state
universities were considered in this study. In
addition, undergraduates from Management
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Faculties were selected. Accordingly, there are
approximately 23,000 undergraduates who follow
management degrees at 13 State Universities in
Sri Lanka. Convenience sampling technique was

used to collect primary data from 500
undergraduates at University of Sri
Jayewardenepura.

A structured questionnaire was developed to
collect data from the undergraduates. The
guestionnaire consisted of short introduction,
general information, factors influence, green
purchase behavior and the closing of the
guestionnaires. A total of 25 items were included
in the survey questionnaire based upon the prior
studies. The respondents were asked to indicate
their degree of preference with each statement
using a five-point Likert scale ranging from
strongly disagree to strongly agree.

4. DATA ANALYSIS

4.1 Demographic Characteristics  of

Respondents

The majority of the respondents are male that is
53.0% out of a total of 500 respondents whereas
47.0% respondents are female. With regard to
the age group, more than 80.0% (82.8%) of the
respondents are aged 22 to 24 years old; follow
by aged 19 to 21 years old (15.6%). In addition,
1.6% of the respondents are aged 25 years old.

4.2 Reliability and Validity

The validity coefficients of each measurement
items in the study show that the measures used
for this study are valid and measures what it
actually expected to measure with a high degree

of supportiveness; showing a high construct
validity. Further, the results showed that
Cronbach’s Alpha values greater than 0.70 and
the measures used for this study are reliable
measures with an acceptable level of
consistency.

The Kaiser-Meyer-Olkin (KMO) measure of
sampling adequacy is an index used to examine
the appropriateness of factor analysis. According
to the results, they indicated that Social
Influence, Environmental Attitude, Environmental
Knowledge, Environmental Responsibility,
Exposure to environmental messages through
the media, Government Initiative and Green
purchase behavior variables have KMO value
more than 0.6 and extracted into single factor.
Further, Bartlett's test of Sphericity show a
significance level (p<0.001), indicating the
appropriateness of factor analysis [55]. Hence,
this permits the multiple regression analysis to be
conducted. Further, Table 1 illustrates the central
tendency and reliability and validity
measurements values.

4.3 Multiple Regression Analysis

The multiple regression analysis is utilized to test
the hypotheses developed in this study. The
result of the regression analysis is shown in
Table 2.

In Table 1, the F-test is 42.205 and the p-value =
0.000 (p<0.05). This means that the factors
influence is significantly explain the young
educated consumers’ green product purchase
behavior in Sri Lanka. The R® = 0.339 which
show that is small but define relationship
between these six variables and dependent
variable. The adjusted R? is equal to 0.331 which

Table 1. Descriptive table

Construct Mean Standard Cronbach’s KMO Bartlett's
deviation alpha values value test of
sphericity
Social influence (SI) 3.4687  1.03303 0.848 0.724 0.000
Environmental attitude (EA) 4.6300 0.33327 0.767 0.661 0.000
Environmental knowledge (EK) 4.6570  0.47148 0.707 0.641 0.000
Environmental responsibility 47300 0.40919 0.696 0.651 0.000
(ER)
Government initiative (Gl) 4.6907 0.36472 0.709 0.607 0.000
Messages through the media 4.0810 0.72594 0.764 0.600 0.000
(M)
Green purchase behavior 3.8941  0.49512 0.766 0708 0.000
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Table 2. Multiple regression result

Independent Unstandardized Standardized t-stat. p-value VIF
variables coefficients (B) coefficients
(Beta)

Constant 0.522 1.981 0.048

Sl 0.093 0.246 4712 0.000 2.031

EA 0.054 0.046 1.051 0.294 1.455

EK 0.119 0.144 2.885 0.004 1.855

ER 0.144 0.151 3.229 0.001 1.631

Gl 0.244 0.227 4.846 0.000 1.641

M 0.005 0.009 0.194 0.847 1.529

R 0.583

R? 0.339

Adjusted R2 0.331

F-test 42.20

Sig 0.000

Dependent Variable: Young educated consumers’ green product purchase behavior, *p<0.05, **p<0.01

show that about 33.1% of the variation in the Further, Irawan [57] reported that the
young educated consumers’ green product respondents may  discuss about  the

purchase behavior is explained by the factors
identified the study. Moreover, all the
independent variables were uncorrelated with
other independent variables in the equation since
the VIF values less than 5.0.

As shown in Table 1, the p-values of social
influence, environmental knowledge,
environmental responsibility and government
initiative are less than 0.05, hence, those factors
are statistically significant predictors of green
purchase behaviour of young educated
consumers. However, the p-values for
environment  attitude and exposure to
environmental messages through the media are
greater than 0.05. Thus, environment attitude
and exposure to environmental messages
through the media are not significant predictors
of green purchase behaviour of young educated
consumers.

In summary, the results of the multiple regression
analysis indicate that the hypotheses proposed in
this study are accepted except for H2 and H6.
Among the significant factors, government
initiative records the highest beta value (0.244).
5. DISCUSSION FURTHER
RESEARCH

AND

The result showed that, there is a significant
relationship between social influence and young
educated consumers’ green product purchase
behavior. Kalafatis [6] and Abdul Wahid [56]
proved that social influence has directly and
significantly effect on green purchase behavior.

environmental problems and share eco-friendly
products with their friends.

Hence, policy makers and marketers could use
the power of social influence to encourage green
purchases among young educated consumers.
Behavior of youngers may be changed by
supporting social norms or applying societal
pressure and green marketing companies could
focus on motivating green consumers to talk
about green purchasing activities in their social
circles. Moreover, as participants get affected by
the green purchase behavior of others, green
activities like planting of tea, using herbal
products and etc. could be prepared to engage
parents, peers and other social groups.

According to the results of the study,
environmental attitudes is not significant
predictor to young educated consumers’ green
products purchase behavior. Diamantopoulos
[58] concluded that there is a weak but significant
relationship between environmental attitudes and
the buying behavior towards green products.
Apart from that, this result is consisted with
Axelrod [59] and Lee [14] who stated the same
result where a weak factor or low relation
between environmental attitude and green
purchasing behavior. Besides, Paco [60]
mentioned that attitude still could influence on
customers’ green purchase although it not
necessarily used as a foundation for them in
purchasing decisions. Therefore, this may result
no significant relationship between environmental
attitude and young educated consumers’ green
products purchase behavior.
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There is a significant relationship between
environmental knowledge and young educated
consumers’ green products purchase behavior.
Mostafa [61] mentioned that there was a
significant relationship between environmental
knowledge and consumer green behavior.
Furthermore, Mostafa [62] and Chan [13]
highlighted that the importance of environmental
knowledge in the prediction of green consumer
behavior. The prior study of Bang [63]
highlighted a non-significant relationship between
environmental knowledge and behavior whereas
others have reported that a higher level of
environmental knowledge is necessary for taking
appropriate  action towards environmental
protection. According to Mostafa [61], consumers
with higher environmental knowledge are more
inclined to show environmentally responsible
behavior. Several studies specifically found that
consumers’ environmental knowledge positively
affected green purchase behavior [61,64].

Due to the absence of understanding and
substantial knowledge of the seriousness of
environmental issues marketers cannot able to
motivate consumers towards green purchasing.
Paradowska [65] mentioned that, importance
should be given on imparting a higher degree of
environmental knowledge to motivate consumers
to engage in sustainable activities and minimize
the negative impact of their consumption
practices on the environment.

Further, the outcome indicated that perceived
environmental responsibility has a significant
relationship with young educated consumers’
green products purchase behavior. Although this
variable is second top predictor in the study of
Sinnapan [66], however, it was a significant
factor in this study. According to Gough [67],
females tend to have a better ability to take the
responsibility for alleviating problems in the world
than male. To form green purchase behavior
among individuals cannot be short of their own
perceived responsibility. Therefore, when
responsibility towards environmental protecting is
well educated and informed to people, they are
willing to take up responsibility to protect and
save the environment. Lai [68] concluded that
citizens of Hong Kong have really aware the
environmental problems and more responsibility
in protecting their environment. According to Lai
[68] people who have really aware of the
environmental problems is more responsibility in
protecting their environment. Protecting the
environment is the responsibility of everyone,
which also highly consist of companies that

create green goods and products. Companies
need to co-operate its marketing effort with a
sense of consumers’ responsibility in order to
increase consumers’ green consumption power.
For instance, marketers can create some
creative and attractive green slogans like ‘save
our earth’ or ‘tree planting program’ as a
message to make a feeling of high participation
among consumers. Meanwhile, good practicing
in ethical business and involved in Corporate
Social Responsibility in promoting the green
purchase also a good clue for company to show
its responsibility towards the environment.

Based on the result, it shows that government
initiative also has a significant relationship with
green products purchase behavior of young
educated consumers. According to Sinnappan
[66], government play a vital role in affecting the
consumers’ green purchasing behavior. Most of
the Europeans considered they played an
important role as government in protecting their
environment.

Government also can provide positive and
effective information or message to public
through different projects to raise their sense
towards responsibility  of  environmental
protection. Once the public have good
understanding on government’'s contribution to
the environmental protection, they will more
actively to purchase green products. Moreover,
government also can encourage the green
industry to produce different type of organic food
to provide more choice for Sri Lankans. On the
other hands, the government can partner with
marketers to create innovative green package
and different way to promote and attract the
consumers, as we know people are always
affected by the visual of the products.

However, there is no significant relationship
between exposure to environmental messages
through the media and young educated
consumers’ green product purchase behavior.
The prior studies have shown that exposure to
environmental messages through  media
positively affects young consumers’
environmental concerns [51,69]. The researchers
further explained that, mass media had a
significant impact on consumers’ environmentally
friendly behavior. However, results of this study
indicate that this factor might have lesser
influence on young educated consumers’ green
product purchase behavior in Sri Lanka. In line
with that, further study needs to be concerned on
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features of mass media messages and their
attractions on consumers.

This study has useful managerial implications. It
tells about the main factors of green purchasing
which can be helpful for marketers in creating
appropriate making strategies for promoting
green purchase behavior among young educated
consumers in Sri Lanka. The research findings
have provided some insight and feedback to
marketers who basically facing a lot of
challenges in encouraging consumers to buy
environmental friendly products. To successfully
enhance and redefine this new target market,
they need to understand the path that move the
environmental factors to green purchase
behavior. By gathering this information,
marketers would be able to articulate their
strategies to more effectively attract consumers
to buy green products.

The study was set in the context of young
educated consumers in Management Faculty at
University of Sri Jayewardenepura. Hence, the
ability to generalize the results to the young
educated consumers may be restricted. Further
study is needed to test the proposed factors on
other universities. The findings of the study show
that there are about 33.1% is explained by the
factors influence. However, there are other
factors which may explain. Thus, further research
should investigate the unknown factors.
Researchers also can investigate which factors
among the unknown factors are the most affect
or significant in determining the young educated
consumers’ green products purchase behavior.
In addition, future researchers can test the other
aspects in the demographic profile such as
ethnic group in order to determine whether there
is a significant different between demographic
and young educated consumers’ green products
purchase behavior or not. By doing this, the
result can be more accurate by including youth
from different states, and cultural backgrounds in
the future.

6. CONCLUSION

In conclusion, “Going green” has become a
slogan and being discussed by people from all
walks of life. The current study shows that the
key to raise green purchasing behavior among
young educated consumers lies on six factors,

which are social influence, environmental
attitude, environmental knowledge, perceived
environmental responsibility, government
initiative and exposure to environmental

messages through the media. Regarding current
people lifestyle, eco-friendly products is paid
much attention because of many issues such as
diseases and green environment. Therefore,
marketers must practice market segmentation in
order for them to be successful in this
competitive business world.

ACKNOWLEDGEMENTS

The authors of the study wish to express the
gratitude towards Prof. B.N.F. Warnekulasooriya
senior lecturer, University of Sri
Jayewardenepura and Dr. A.R. Adjward, senior
lecturer, University of Sri Jayewardenepura, who
provided the grate assistance in data analysis of
the study.

COMPETING INTERESTS

Authors have declared that

interests exist.

no competing

REFERENCES

1. Eltayeb TK, Zailani S, Jayaraman K. The
examination on the drivers for green
purchasing adoption among EMS 14001
certified companies in Malaysia. Journal of
Manufacturing Technology Management.
2010;21(2):206-225.

2. Rahman YJZ. Predictors of young
consumer's green purchase behavior,
Management of Environmental Quality: An
International Journal. 2016;27(4):2-14.

3. Khwaja ZR. Consumer voice. Consumer
Rights Council, SINDH.06, (2008).
Available: www.crc.org.pk

4, Chan WW, Lam JC. Prediction of pollutant
emission through electricity consumption
by the hotel industry in Hong Kong.
International  Journal  of  Hospitality
Management. 2002;21:381-391.

5. Sarigolli E. A cross-country exploration of
environmental attitudes. Environment and
Behavior. 2009;41(3):365-386.

6. Kalafatis SP, Pollard M, East R, Tsogas
MH. Green marketing and Ajzen's theory of
planned behaviour: A  cross-market
examination. The Journal of Consumer
Marketing. 1999;16(5):441-460.

7. Laroche M, Bergeron J, Barbaro-Forleo G.
Targeting consumers who are willing to
pay more for environmentally friendly
products. Journal of Consumer Marketing.
2001;18(6):503-520.



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

Karunarathna et al.; JSRR, 13(2): 1-12, 2017; Article no.JSRR.32204

Han H, Hsu LTJ, Sheu C. Application of
the theory of planned behavior to green
hotel choice: Testing the effect of
environmental friendly activities. Tourism
Management. 2010;31(3):325-334.
Ottman JA. Green marketing: Opportunity
for innovation (2nd ed.). NTC Business
Books; 1998.

Samarasinghe DS. Green awaking or not:
Investigating pro-environmental behaviour
intention of Sri Lankan Consumers. Quest-
Journal of Management and Research.
2012;2(2):3-12.

Wanninayake WMCB, Randiwela P.
Consumer attractiveness towards green
products of FMCG Sector: An empirical
study. In Proceedings of the Oxford
Business and Economics Conference,
Oxford: UK; 2008.

Samarasinghe DSR, Samarasinghe GD.
Green consumer profiles: Opportunities for
green marketing practices in Sri Lanka.
Proceedings of FMSC Research
Symposium, First Semester- 2010-2011,
University of Sri  Jayewardenepura,
Colombo, Sri Lanka; 2010.

Chan RY, Lau L. A test of Fishbein-Ajzen
behavioural intentions model under
Chinese cultural settings: are there any
differences between PRC and Hong Kong
consumers? Journal of Marketing Practice:
Applied Marketing Science. 1998;4(3):85-
101.

Lee K. Opportunities for green marketing:
Young consumers. Marketing Intelligence
& Planning. 2008;26(6):573-586.

Rashid NR. Awareness of eco-label in
Malaysia's green marketing initiative.
International Journal of Business and
Management. 2009;4(8):132-141.

Tanner C, Kast SW. Promoting sustainable
consumption: Determinants of green
purchases by Swiss consumers.
Psychology & Marketing. 2003;20(10):
883-902.

Peattie K. Towards sustainability: The third
age of green marketing. The Marketing
Review. 2001;2(2):129-146.

Soonthonsmai V. Environmental or green
marketing as global competitive edge:
Concept, synthesis, and implication. EABR

(Business) and ETLC (Teaching)
Conference Proceeding, Venice, Italy;
2007.

Peattie K, Charter M. Green marketing, in
Baker, M. (Ed.), The Marketing Book, 5"
ed., Butterworth-Heinemann, Oxford; 2003.

10

20.

21.

22.

23.

24,

25.

26.

27.

28.

29.

30.

31.

32.

Chen TB, Chai LT. Attitude towards the
environment  and green products:
Consumers  perspective. Management
Science and Engineering. 2010;4(2):27-39.
Nimse P, Vijayan A, Kumar A, Varadarajan
C. A review of green product database.
Environmental Progress. 2007;26(2):131-
137.

Ishaswini, Datta SK. Pro-environmental
concern influencing green buying: A study
on Indian consumers. International Journal
of Business and Management. 2011;6(6):
15-28.

Polonsky MJ. Transformative green
marketing: Impediments and opportunities.
Journal of Business Research. 2011;
64(12):1311-1319.

Akehurst G, Afonso C, Martins Gongalves
H. Re-examining green purchase
behaviour and the green consumer profile:
New evidences. Management Decision.
2012;50(5):972-988.

Beckford CL, Jacobs C, Willilams N,
Nahdee R. Aboriginal environmental
wisdom, stewardship, and sustainability:
Lessons from the Walpole island first
nations, Ontario, Canada. The Journal of
Environmental Education. 2010;41(4):239-
248.

McCarty JA, Shrum LJ. The influence of
individualism, collectivism, and locus of
control on environmental beliefs and
behavior. Journal of Public Policy and
Marketing. 2001;20(1):93-104.

Bui MH. Environmental marketing: A model
of consumer behaviour. Proceedings of the
Annual Meeting of the Association of
Collegiate Marketing Educators. 2005;20-
28.

Lasuin CA, Ching NY. Factors Influencing
Green Purchase Intention among
university students. Malaysian Journal of
Business and Economics. 2014;1(2):1-14.

Ajzen |, Fishbein M. Understanding
attitudes and predicting social behavior.
Englewood Cliffs, NJ: Prentice-Hall; 1980.

Ajzen 1. The theory of planned behaviour.
Organization  Behavior and Human
Decision Process. 1991;50:179-211.

Ajzen |. Attitudes, personality, and
behavior (2nd ed). Milton-Keynes,
England: Open University Press / McGraw-
Hill; 2005.

Chan L. Determinants of Chinese
consumers’ green purchase. Behavior
Psychology & Marketing. 2001;18:389—
413.



33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

Karunarathna et al.; JSRR, 13(2): 1-12, 2017; Article no.JSRR.32204

Ohtomo S, Hirose Y. The dual-process of
reactive and intentional decision-making
involved in ecofriendly behavior. Journal of
Environmental Psychology. 2007;27(2):
117-125.

Achchuthan S, Velnampy T. A Quest for
green consumerism in Sri Lankan context:
An application of comprehensive model.
Asian Journal of Empirical Research.
2016;6(3):59-76.

Ryan AM. The peer group as a context for
the development of young adolescent
motivation and achievement. Children
Development. 2001;72(4):1135-1150.
DeLamater JD, Myers DJ. Social
psychology. United States: Cengage
Learning; 2010.

Daido K. Risk-averse agents with peer
pressure. Applied Economics Letters.
2004;11:383-386.

Gupta S, Ogden DT. To buy or not to buy?
A social dilemma perspective on green
buying. Journal of Consumer Marketing.
2009;26(6):376-391.

Eagly AH, Chaiken S. The psychology of
attitudes. Fort Worth, TX: Harcourt Brace
Jovanovich College; 1993.

Newhouse N. Implications of attitude and
behavior research for environmental
conservation. Journal of Environmental
Education. 1990;22(1):26-32.

Uitto A, Juuti K, Lavonen J, Meisalo V.
Who is responsible for sustainable
development? Attitudes to environmental
challenges: A survey of Finnish o" grade
comprehensive school students. In A.
Laine, J. Lavonen, & V. Meisalo, (Eds.).
Current research on mathematics and
science education. Department of Applied
Sciences of Education, University of
Helsinki. Research Report. 2004;80-102.
Chyong HT, Phang G, Hasan H, Buncha
MR. Going green: A study of consumers’
willingness to pay for green products in
Kota Kinabalu. International Journal of
Business and Society. 2006;7(2):40-54.
Fryxell G, Lo C. The influence of
environmental knowledge and values on
managerial behaviors on behalf of the
environment: An empirical examination of
managers in China, Journal of Business
Ethics. 2003;46:45-59.

Kaiser FG, Schultz P. The attitude -
Behavior relationship: A test of three
models of the moderating role of
behavioral difficulty. J. Appl. Soc. Phychol.
2009;39(1):186-207.

11

45,

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

Sukhdial I, Venice J. An analysis of green

purchasing behavior: Hybrid-electric
vehicle adoption at the state level.
Economics & Business Journal. 1990;

39(1):52-68.

Zand Hessami H, Yousefi. Investigation of
major factors influencing green purchasing
behavior: Interactive approach. European
Online Journal of Natural and Social
Sciences. 2013;2(4):584-596.

Strong C. Features contributing to the
growth of ethical consumerism: A
preliminary investigation. Marketing
Intelligence & Planning. 1996;14(5):5-13.
Johri LM, Sahasakmontri K. Green
marketing of cosmetics and toiletries in
Thailand. Journal of Consumer Marketing.
1998;15(3):265- 281.

Tsen CH, Phang G, Hasan H, Buncha MR.
Going green: A study of consumers'
willingness to pay for green products in
Kota Kinabalu. International Journal of
Business and Society. 2006;7(2):40-54.
Haron SA, Paim L, Yahaya N. Towards
sustainable consumption: an examination
of environmental knowledge among
Malaysians. International Journal of
Consumer Studies. 2005;29(5):426-436.
Good J. Internet use and environmental
attitudes: A social capital approach. The
Environmental Communication Yearbook.
2006;3:211-233.

Mee N, Clewes D. The influence of
corporate communications on recycling
behavior, Corporate Communications: An
International Journal. 2004;9(4):265-275.
Quder IKA, Zainuddin YB. The impact of
media exposure on intention to purchase
green electronic  products amongst
Lecturers. International  Journal  of
Business and Management. 2011;6(3):28-
41.

Lee K. Predictors of sustainable
consumption among young educated
consumers in Hong Kong, Journal of

International Consumer Marketing. 2014;
26(3):217-238.

Sachitra V, Chong SC, Khin AA. Sources
of competitive advantage measurement in
the minor export crop sector in Sri Lanka:
Result from pilot study. Asian Journal of
Agricultural Extension, Economics, and
Sociology. 2016;12(2):1-15.

Abdul Wahid N, Rahbar E, Tan SS.
Factors influencing the green purchase
behavior of penang environmental



57.

58.

59.

60.

61.

62.

63.

Karunarathna et al.; JSRR, 13(2): 1-12, 2017; Article no.JSRR.32204

volunteers. International Business
Management. 2011;5(1):38-49.

Irawan R, Darmayanti D. The influence
factors of green purchasing behavior: A

study of university students on Jakarta.

School of Marketing, Bina Nusantara
University- International; 2012.

Diamantopoulos A, Bohlen GM,
Schlegelmilch  BB. Predicting green

purchasing decisions from measures of
environmental consciousness: At two
sample comparison. Conference
Proceedings Marketing Education Group,
Coleraine. 1994;252-61.

Axelrod LJ, Lehman DR. Responding to
environmental concern: What factors guide
individual action? Journal of Environmental
Psychology. 1993;13:149-159.

Paco AD, Raposo M. Green segmentation:
An application to the Portuguese consumer
market. Marketing Intelligence & Planning.
2009;27(3):364-379.

Mostafa MM. Antecedents of Egyptian
Consumers' green purchase intentions.
Journal  of International  Consumer
Marketing. 2006;19(2):97-126.

Mostafa MM. Gender differences in
Egyptian consumers green purchase
behavior: The effects of environmental
knowledge, concern and attitude. Int. J.
Consumer Stud. 2007;31:220-229.

Bang H, Ellinger AE, Hadjimarcou J,
Traichal PA. Consumer concern,
knowledge, belief, and attitude toward

64.

65.

66.

67.

68.

69.

renewable energy: an application of the
reasoned action theory. Psychology and
Marketing. 2000;17:6-26.

Young W, Hwang K, McDonald S, Oates

CJ. Sustainable consumption: green
consumer behavior when purchasing
products, Sustainable Development.

2010;18(1):20-31.

Paradowska M. Problems involved in the
development of instruments supporting the
creation of sustainable behavior in
transport. The Wroclaw School of Banking
Research Journal. 2014;1(39):255-275.
Sinnappan P, Abd Rahman A.
Antecedents  of green  purchasing
behaviour among Malaysian consumers,
International Business Management.
2011;5(3):129-139.

Gough HG. Theory, development, and
interpretation of the CPI socialization
scale. Psychological Reports. 1994;75(2):
651-700.

Lai OK. Greening of Hong Kong: Forms of
manifestation of environmental
movements. In the dynamics of social
movement in Hong Kong. Hong Kong: City
University Press; 2000.

Holbert RL, Kwak N, Shah DV.
Environmental concern, patterns  of
television viewing, and pro-environmental
behaviors: Integrating models of media
consumption and effects, Journal of
Broadcasting & Electronic Media.
2003;47(2):177-196.

© 2017 Karunarathna et al.; This is an Open Access article distributed under the terms of the Creative Commons Attribution
License (http://creativecommons.org/licenses/by/4.0), which permits unrestricted use, distribution, and reproduction in any
medium, provided the original work is properly cited.

Peer-review history:
The peer review history for this paper can be accessed here:
http://sciencedomain.org/review-history/18092

12



