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Abstract 

People around the world realize that environmental concerns are one of the urgent problems 

facing every community. Green marketing practice is now expanding to the Asian region 

where environmental threats are disturbing governments and citizens. Environmental 

management and protection take a prominent place on the globe, where environmental 

pollution already harms the bio – diversity. The lack of adequate environmental legislation, 

weak policy decisions together worsened the situation. Therefore, immediate action is needed 

to protect the nation's environmental resources for the benefit of current and future 

generations. Since consumption is unavoidable for human existence, the green product is 

regarded as a means of reducing the environmental effects of human consumption. The 

introduction of green products in the consumer market has offered a better direction of 

consumption by decreasing the negative environmental effects of consumer products. 

Therefore green marketing was chosen as the theme to underpin the study. Green 

consumerism was chosen as the central theme in the green marketing paradigm. As a result, 

the integrated conceptual model was constructed to predict purchase intention and behavior 

towards green products. Altogether, eight antecedents as environmental attitude, 

environmental knowledge and awareness, perceived consumer behavior, habit, subjective 

norms, price, brand image, marketing information were incorporated in to the proposed 

model. Thus, the suggested model is regarded as the extensive model to predict intention 

towards green products. Furthermore, this model can indeed be introduced among customers 

at a global level to assess purchase intention and behavior towards green products.  

Keywords: Green consumerism, Purchase intention, Consumer adoption and Integrated model 
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1. Introduction 

The Asian market is one of the major markets of international companies and they are 

enthusiastically engaged in introducing and promoting green products by using keen 

marketing strategies. The reasons for such engagement have described in some certain studies, 

one study conducted by Martinsons et al. (1997) stated that extraordinary utilization of 

resources, amazing economic development of numerous Asian countries created a lot of 

harmful influence on the environment whereby global as well as local attention on protection 

and upgrading of environment has improved . Then, according to Johri and Sahasakmontri 

(1998), a noticeable change in the environment was able to gain the attention of Asian people 

about prevailing environmental condition and problems. Next, according to the studies to 

protect the environment and for the sustainable development, the most of Asian countries’ 

government bodies and companies are actively engaged in many activities whereby 

implementation of policies and business strategies are prominent (Johri and Sahasakmontri, 

1998; Martinsons et al., 1997). Further according to the economists Li and Su (2007) 

explained that emerging Asian consumers are prepared to spend more than previous 

generation consumers as a result of the rising economic condition of Asian economies (Lee, 

2012). 

Hence according to Lee (2012) by foreseen the affluent green markets in Asia, companies of 

western countries are planning to invest in Asian market demand for green products in the 

near future. Even though international marketers are interested in investing in green demand 

of Asian consumers, it is a fact to be amazed that very little information is available about 

Asian consumers green products attitude and behavior. However green marketers are stressed 

that the availability of global market information on green behavior is very little. The 

inadequate level of information availability of international consumers’ green behavior 

hinders the possibility of expansion of green products throughout the globe (Guru & 

Ranchhod, 2005). 

However, green product is one of the great solutions which reflect to prevent or reduce 

harmful environmental impacts on consumer life, yet the higher level of environmental 

concerns not essentially turn into actual purchasing of environmentally friendly green brands 

(Barker & Ozaki, 2008). Rex & Baumann (2007) noted that while considerable efforts have 

been made to make green brands more efficient and effective, their market share remains low. 

Some evidence suggested that Shoppers do not appear to have sustained desires for green 

brands in their buying behavior (Kilbourne & Pickett, 2008) sales of environmentally friendly 

products did not reflect a gradual concern (Kilbourne & Pickett, 2008) and also weaker 

relationships than expected. 

 

2. Theoretical Background: Underpinning Theories and Models of Green Consumer 

Adoption 

Theoretically, Green Consumer Adoption is viewed as the actualization of the low-carbon 

lifestyle (Sun, 2010), a fundamental representation of sustainable development (Liu & Su, 
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2011), and a modern, scientific, and healthy consumption pattern (Deng & Liu, 2011). 

Specific Green Consumption objectives are outlined, including the adoption of green 

products that meet certain environmental standards (Rao et al., 2010; Yu, 2010), and 

reduction in total consumption and total waste (Li, 2011). 

The term green product, eco-friendly product, ecological product, environmentally friendly 

product interchangeably use in different studies (Kawitkar, 2013; Chen & Chai, 2010). 

However, these terms include the meaning that green products are the products which make 

very minimal or zero impact on the environment whereby consist of strategies with recycling 

material, minimal usage of packaging and fewer unsafe stuff.  

Greening contributes greatly to the triple end of the business: people, profits and the planet. 

However, greening requires a paradigm shift in green consumer behavior (Polonsky, 1994) 

and research uses different typologies to refer to this as environmentally friendly behavior, 

pro- environmental behavior, and environmental consciousness. The nature of the 

motivational factors associated with green behavior is rather distinct from that of the general 

consumer. Purchase decision of an ordinary consumer most likely considers personal costs 

and benefits, whereas the green consumer is unlikely to yield immediate personal benefits or 

pleasure, but rather future-oriented outcomes (e.g. a cleaner environment) that often benefit 

society as a whole (McCarthy & Shrum, 2001).In this sense, the value orientations of 

customers (Social and cultural values, moral and ethical, political value) have found  crucial 

factors of human behavior. Academic Research has already shown the direct links between 

personal values, attitudes, and health- food purchases (Homer & Kahle, 1988). 

According to Byron (2005), by studying the decision making process of consumers’ 

marketers can understand their minds. This understanding helps marketers to create 

marketing mix, promotions and sales strategies. D’Souza et al. (2007) believe that the 

environment has an impact on purchase decisions of consumers. According to Young et al. 

(2010) in the context of green consumption, the process of decision making is very complex.  

Ajzen (1991) stated that consumer behavior not merely directed by their wish and there are 

causes to do it so. The conclusion made by Ajzen (1991) was compatible with the theory of 

Planned Behavior. It explains how behavioral intention and purchase behavior of an 

individual influenced by attitude, Subjective Norms (SN) and Perceived Behavioral Control 

(PBC) .Hence, scholars conducted their studies to find the consumption behavior of green 

products(Tarkiaimen & Sundqvist, 2005; Luo, 2010; Kim & Chung, 2011; Kalafatis & 

Pollard, 1999) by using the theory of planned behavior . Consumers’ green purchase behavior 

is accepted as planned and targeted. According to Stern (2000) unavailability of sufficient 

amount of information created a requirement for further studies on green consumption. 

Schiffman & Kanuk (1997) state that the way consumers decide to spend their resources like 

time and money on things is the main focus for the study of consumer behavior. According to 

Karunnayake & Wanninayake (2015) consumer behavior is a vast subject. Solomon (1996) 

considers it is a study of the processes involved in the purchase, usage or disposal of products, 

services, and experiences to meet the demands and desires of individuals or groups. Several 

researchers such as Dholakia (2001), Frey & Jegen (2001) explain this process using the 
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example of buying a vehicle as it is a carefully made decision.  

2.1 Theory of Consumer Behavior 

In literature, environmental consumers and their behavior have grown in recent decades with 

more empirical research to date. These research studies have followed two main streams 

related to micromarketing and macro marketing problems. The first stream of studies deals 

with micro- marketing problems related to consumer interest and environmental awareness. 

In this area, researchers attempted to define and describe the nature of green consumers and 

to segment those using different variables and classifications. These studies focused on 

evaluating the role of demographic, psychographic, behavioral and general environmental 

issues and other factors in segmentation and green consumer profile sketching. The second 

research section deals with macro- marketing (social marketing) problems concerning green 

consumer attitudes and micromarketing. The role of the macro environment (e.g. 

Socioeconomic, legal and political, technological) to influence the value and beliefs of 

individuals and society (Stern et al., 1995).These are considered important in shaping 

environmental attitudes (e.g. values, beliefs and standards), forming behavioral intentions and 

affecting the actions of individuals and consumers (Kilbourne & Beckmann, 1998; Stern, 

2000). 

Theories and models of human behavior originate in all social sciences disciplines. In fact, 

disciplinary boundaries in many ways simply distinguish the types and contexts of human 

behavior in which scholars are interested, how behavior is defined and the methods by which 

it can be defined. In this sense, it would not be possible to attempt a comprehensive review of 

behavior theories. That said, attempts have been made to develop human behavior theories 

and models that transcend specific contexts. These efforts to isolate the key factors, 

procedures or causes of behavior are mostly psychological (especially social psychology) and 

sociological sources. Anthropology also provides considerable insight; particularly with 

regard to factors such as habit, ritual, and politics while the focus on power and 

organizational structure. 

There are a number of ways of conceptualizing and defining a behavior. The greatest number 

of studies (mainly in psychology) emphases on the individual as the place of behavior. The 

external factors have a greater or lesser impact on these theories. Anyhow each behavior is 

the result of competing influences that are balanced and decided by the individual. In this 

context, individual behavior is conceived either as a continuum or at a certain discreet stage 

of behavior. For example, continuum theories can be used to predict how often a person can 

conduct a behavior such as looking for a green vehicle or number of inquiries made. Stage 

models are especially important in understanding the important factors that can influence 

personal choices and behavior at different points in their journey' to behavior. 

Most other behavior theories probably move away from the individual to concentrate either 

on the behavior itself or on relationships between behaviors, people, social and physical 

environments in which they occur. Innovation theories such as diffusion of innovation and 

disruptive innovation theories focus in particular on the behavior itself as agents of change. 

Other sociological, anthropological and geographical investigations (such as the theory of 
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social practice and socio-technical systems) have tended to focus on the behavior outcome of 

inter-relationships and shared social practice. From these points of view, people perform or 

reproduce behaviors that are themselves the product of relationships between people, their 

environment and the technology around them. In this sense, objects and environments play an 

active role in behavior production. These theories strongly draw on social theory. 

Environmental/Green behavior theory would benefit greatly from more precise 

socio-psychological models and the roots of direct and indirect environmental behavior. They 

have been studied by many social psychologists over the past 50 years. The researchers tried 

to find the answer “why do people act environmentally? What are the barriers to 

pro-environmental behavior and how to overcome the green behavior gap and barriers? When 

and where environmentally friendly consumers able to find. In such an effort to respond to 

these practical challenges, researchers developed and scientifically tested numerous 

theoretical frameworks that illustrate the valid reasons for the gap between attitudes and 

behavior. The following section highlights various theories and theoretical models that have 

been developed to illustrate the connection between attitudes and behavior in general 

consumer behavior and green consumer behavior. 

2.1.1 Early US Linear Models 

The world's oldest and simplest models of pro-environmental behavior were based solely on a 

linear progression of environmental knowledge, leading to environmental awareness and 

concern (environmental attitudes).These rationalist models assumed that environmental 

education would automatically lead to more pro-environmental behavior and was referred to 

by Burgess et al. (1998) as' deceit' models of public understanding and action. 

2.1.2 Theory of Reasoned Action 

Theory of Reasoned Action (TRA) was defined in 1967 in an endeavor to provide a 

relationship between behavior and attitude (Fishbein & Ajzen, 1975). TRA's main 

assumption is that individuals are rational in considering their actions and the implications of 

their actions (decision – making). Rational decision- making suppose that the decision is 

taken under uncertainty. Logical decision- making indicates that either best possible 

outcomes were expected or the decision-making unit was conscious of all the impacts and 

consequences. 

TRA contains two concepts: "Principles of compatibility and the concept of behavioral 

intention” (Ajzen, 1988; Fishbein & Ajzen, 1975). Principle of compatibility specifies that 

specific behavior that corresponds to the specific target, time and context should be assessed 

in order to predict a specific behavior aimed at a specific target in a given context and time 

(Ajzen, 1988; Fishbein & Ajzen, 1988). The behavioral intention states that the motivation of 

an individual to engage in the behavior (Fishbein & Ajzen, 1975). It suggests how much 

attempt a person would like to make to conduct such behavior. Greater commitment is more 

likely to ensure behavior will be conducted. TRA was criticized for ignoring the importance 

of social factors that could be a determinant of human behavior in real life .Therefore, in 

order to overcome the weakness of TRA, Ajzen (1991) proposed an additional factor in 
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determining individual behavior in the Theory of Planned Behavior (TPB).  

Fishbein and Ajzen preserve that people are fundamentally logical in ' systematically making 

use of available information to them ' and are not ' controlled by unconscious motives or 

overpowering wishes, ' nor is their conduct ' capricious or un-thoughtful’ (Ajzen & Fishbein, 

1980; Fishbein & Ajzen, 1975). Attitudes do not directly determine behavior; rather, they 

influence behavioral intention which shapes actions. Intentions are influenced not only by 

attitudes, as well as by social (normative) pressures. 

Therefore ' the ultimate predictors of any behavior are the behavioral beliefs concerning their 

consequences and normative beliefs concerning the prescriptions of others ' (Ajzen & 

Fishbein, 1980). 

2.1.3 Theory of Planned Behavior 

Theory of Planned Behavior (TPB) is the outcome of behavioral intentions, which then, in 

turn, are the consequence of an individual's attitudes to the problem, subjective norms and 

perceived behavioral control. Therefore the above theory has been competently used to 

determine environmental behavior (Harland et al., 1999; Kaiser et al., 1999). 

TPB has been developed in response to the Theory of Reasoned Action (TRA). According to 

Ajzen & Fishbein (1980) in terms of the Theory of Reasoned Action, intention is the main 

predictor in behavior. As such, if the consumer intends to engage in a particular behavior 

more and more, there is a high likelihood that the particular behavior will occur. Attitude and 

subjective norm contribute to making a decision. 

The attitudinal determinant of intention is defined as the overall assessment of behavior. This 

consists of the salient belief that the likelihood of a result brought about by certain behavior is 

weighted by an assessment of that result. The attitude is defined as the “social pressure from 

others to perform or not perform certain behavior”. “The Behavior Intention” is the personal 

which influences the final decision of the buyer. Attitude and subjective norm impact the 

behavioral intention. Attitude is an internal factor whereas subjective norm is external. 

Attitude consists of the salient belief and outcome evaluation. It is how a buyer would feel 

when he tries to do something. Subjective norm consists of motivation and normative belief 

to comply. It means that when people are trying to do something, they are under pressure 

which is created by family members, religious beliefs, etc. The suggestions made by these 

individuals have an impact on the behavioral intention. 

Theory of Planned Behavior (TPB) seeks to explain the causal relationship between values, 

beliefs, attitudes, intentions, and behavior (Lane & Stephen, 2006). Further, the extended 

model of the theory of planned behavior (TPB) use to predict the intention to adapt in to 

hybrid vehicles (Wang, et al., 2014). 

Theory of Planned Behavior (TPB) is used by researchers like Han et al. (2010) and Luzar & 

Diagne (1999) for better understanding of consumer preferences and behavior in 

development of service strategies. These researchers used it to understand the green behavior 

of consumers in order to develop marketing and service strategies for green products. TPB 
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originates from the Theory of Reasoned Action (TRA) in which social factors are examined 

in this as part of the model. TPB is also used in various studies of consumer behavior in 

environmental issues (Aertsens et al., 2009; Arvola et al., 2008). 

2.1.4 The Model of Responsible Environmental Behavior (MREB) 

Hines et al. (1986) developed their Environmental Behavior Analysis Model of Responsible 

Environmental Behavior based on Ajzen & Fishbein's (1980) Theory of Planned Behavior. 

They conducted a meta-analysis of 128 pro-environmental behavior research studies and 

found the factors associated with responsible pro-environmental behavior. Though this model 

has been emphasized as a much more advanced model than the TPB, the factors recognized 

are not empirically validated enough to explain pro-environmental behavior. The more 

factors connected with pro-environmental behavior, the variables described do not adequately 

illustrate pro-environmental behavior, especially the weak relationship among intention and 

actual responsible behavior. There may be many more factors affecting pro-environmental 

behavior, and Hines et al. (1986) stated those under situational factors such as economic 

constraints, social pressures, and prospects choose real behavior. 

2.1.5 Stern’s Attitude-Behavior-Context Model (ABC Model) 

Amongst the most significant efforts in social psychological literature to overcome 

internal-external contradiction is the effort by Stern (2000) and his colleagues to develop 

incorporated Attitude-Behavior Context (ABC) models of environmentally significant 

behavior. The basic starting point for Stern’s approach is to assume that behavior is a 

function of the organism and its environment. 

The ABC language, B stands for Behavior, A stands for attitudinal variables and C for 

contextual factors. Attitudinal variables include a range of particular personal beliefs, norms, 

and values and also general pre-dispositions to act in some ways. 

Contextual factors might include a wide set of factors such as: financial incentives and 

expenses, physical capabilities and constraints, institutional and legal factors, public policy 

support, interpersonal influences (e.g. social norms) and, in certain situations wider social 

context parameters such as allegiance to or influenced by environmental groups. 

A key dimension of the ABC model is the structural dynamics between the influence of 

attitudes (i.e. internal factors) and contextual (i.e. external) factors. In general, when 

contextual variables are weak or non-existent, its supporters argue that the attitude-behavior 

link is strongest; conversely, there is practically no correlation among attitude and behaviors 

when contextual factors are either strongly negative or strongly positive. 

2.1.6 Triandis’ Theory of Interpersonal Behavior 

There is one crucial element in behavioral psychology is still missing from Stern's ABC 

model, it is the role of habit. Stern (2000) admits this and suggests that such an integrated 

model of environmentally significant behavior could comprise of four factors: 1) attitudes; 2) 

contextual factors; 3) personal capacity, and 4) habits. Stern's proposal is quite similar to an 

effort being made almost thirty years ago by social psychologist Harry Triandis's integrated 
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‘interpersonal’ behavior model. Traindis identified the crucial role that social factors and 

emotions play in shaping intentions and importance of past behavior in the present. Based on 

these observations, Traindis suggested a Theory of Interpersonal Behavior where 

intentions-as in many models-are immediate precedents of behavior. However, importantly, 

behavior is also mediated by habits and both these are moderated by facilitating conditions. 

According to Triandis, behavior in any situation is partly a function of intention, partly of 

habitual responses, and partly of situational constraints and conditions. Both social and 

affective factors as well as rational deliberations, influenced on intention. 

Triandis offers a specific role on behavioral intentions for affective factors. The effort to 

integrate emotional antecedents into a model of action has received a great deal of support in 

more recent writings (Bagozzi et al., 2002; Steg et al., 2001). 

Triandis theory of interpersonal behavior depicts many of the criticisms leveled at the theory 

of rational choice in a manner which is not done by most of the other models. It might be 

used as a framework for empirical observation of the strengths and weaknesses of the 

component factors in different contexts. Much less use has been rendered of the work of 

Triandis than it was made of the work of Ajzen- Fishbein. However, it proves to have added 

descriptive value over Ajzen’s model, in particular, while including beliefs, habits, and role. 

2.1.7 The Motivation-Opportunity-Abilities Model 

The Motivation-Opportunity-Abilities (MOA) model proposed by Olander and Thogersen in 

1995 was another effort to build an integrative model for consumer actions. They figured to 

the advancements in explanatory power that can be achieved by integrating a concept of ' 

ability ' and a concept of facilitating conditions or ' opportunity ' to perform behavior into the 

model. As a simpler version of the Theory of Planned Behavior the motivation component of 

the MOA model can be recognized. Furthermore, Olander and Thogersen (1995) suggest 

several options, including use of the motivational aspect of the model of Triandis. Both habit 

and task knowledge element incorporated in the concept of 'ability'.  

The previous Research on waste separation and recycling behavior (Kok & Siero, 1985; 

Pieters, 1989) supported the importance of the model. Habit is not only an independent 

determinant of behavior but as well as a moderator of intention. The impact of situational 

factors on consumer behavior has been brought up several times in this review. The 

opportunity component of the MOA model is clearly connected to Triandis ' paradigm of 

facilitating conditions and Stern's notion of external conditions. Although Olander and 

Thogersen prefer to see opportunity as ' objective prerequisites for behavior, ' this element of 

the model also has commonalities with Ajzen's concept of perceived behavior control. There 

is simple evidence of the importance of situational factors as a precondition for pro- 

environmental behavior (Johansson, 1993; Thogersen, 1990; Guagnano et al., 1995).  

The MOA model's crucial structural feature is its effort to integrate motivation, habitual and 

contextual factors into a single pro-environmental behavior model. It's even more valuable as 

energy behavior and mainly habitual behavior instead of conscious decision-making. 
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2.1.8 Diffusion of Innovation Theory 

The Diffusion of Innovation (DoI) theory emphasis on innovation as an agent of behavior 

change (Rogers, 2003).Subsequently, perceived attributes of an innovation that determine its 

adoption rate to a larger extent than the adopters ' traits. The DOI has also been widely 

applied to concerns such as marketing, development, and health .The theory argues four ' key 

elements ' of changes in behavior: innovation, communication channels, time and social 

systems (Rogers, 2003). 

As per the DOI theory, behavior will alter more steadily if innovations are viewed as being 

better than the previous alternatives (relative advantage) and reliable with the existing values, 

experiences, and wants of prospective consumers (compatibility), if they become easy to 

grasp (complexity), testable via limited research (trialability) and their findings are 

identifiable (observability). 

It illustrates the different functions of ' mass media ' and ' interpersonal 'channels, with the 

former being especially useful in raising awareness among prospective consumers and the 

latter being more successful in convincing actual adoption. Innovations are examined "via the 

subjective appraisals of close peers" instead of through specialists (Rogers, 2003), thereby 

close interpersonal interaction plays a key role. Social structures, called ' diffusion networks, ' 

are crucial to this theory as diffusion happens within them – they set the boundaries around 

diffusion. Innovation theory is a vast research area as well as, several valuable summaries; 

reviews are available (Wright, 2004). 

2.1.9 Stimulus- Response Model 

Customers make several purchasing decisions daily, as well as the purchasing decision is the 

focus of the marketer's attempt. To find out actual consumer purchase marketers can study 

what they buy, where, and how much .However it is not easy to find the reason behind why 

they buy products. Consumers themselves often do not precisely shape their purchases. 

Marketers highlighted that the soul of the consumer is comparable to a computer with storage 

compartments in which brands or logs or distinguishable packages are stored in clearly 

labeled that can be controlled by superbly written ads or commercials simply do not exist. 

The key issue for marketers is: how would consumers react to the company's various 

marketing activities? 

As a starting point to this Kotler (2013) developed a Stimulus-Response Model of buyer 

behavior. As explained in this model marketing and other stimuli enter the “black box” of the 

consumer and produce some response. Marketers have to figure out what’s in the black box 

of the buyer. The four Ps: product, price, place and promotion comprise of the Marketing 

Stimuli. Other stimuli typically involve main forces in the environment: economic, 

technological, political and cultural. 

These inputs enter the black box of the buyer, where they will be transformed into a set of 

observable buyer responses: the behavior of the buyer's brand and company relationship and 

what he or she buys, when, where, and how often (Kotler et al., 2013). 
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The marketer tries to understand how well the stimuli are transformed into responses within 

the black box of the consumer, which has two parts. First, the attributes of the buyer impact 

how he or perceives and respond to the stimuli. Second, the decision process of the buyer 

itself influences the behavior of the buyer. 

2.1.10 Norm Activation Theory 

The Norm Activation Model (NAM) (Schwartz, 1977; Schwartz & Howard, 1981) is one of 

the other models widely used in research on green consumption behavior. The difference 

between this model and the planned behavior theory is that the NAM is developed to explain 

behavior and is much more focused on the influence of others, while the TPB suppose that 

people are motivated by self-interest (subjective norms are also evaluated in terms of 

self-punishment and rewards).NAM illustrates the relationship among activators, personal 

norms and behaviors (Schwartz, 1970; 1975; 1977; Howard & Schwartz, 1984). As per this 

theory norm activation refers to a process where people build self-expectations regarding 

social behavior. All such behavioral self-expectations are called ‘personal norms’ and are 

experienced as feelings of normal obligation. Four situational factors and two personality trait 

activators are central to the norm activation process .According to the NAM, awareness of 

need includes the degree to which a person's interest is concentrated on the existence of a 

person or a more abstract entity in need. Situational responsibility, the second activator refers 

to the degree to which an individual feels responsible for the consequences of the need. For 

example, when it is apparent that other people have caused the need, the possibility of 

potential actors feeling some accountability in this situation reduces (Schwartz, 1977). 

Pro-social behavior has been further strengthened by efficacy, referring to the degree to 

which behavior is described that may mitigate need. 

The fourth activator, ability, refers to the perception of the performers about the availability 

of the resources or capabilities needed to perform the main behavior. Two personality trait 

activators reflect the idea that people are differently inclined towards social behavior in NAT. 

The receptivity of a person to situational signs of need refers as the awareness of the 

consequences. 

Initially, NAM was developed and tested in the ground of interpersonal pro-social behavior 

(Schwartz & BenDavid, 1976), but has now been widely applied in the environmental 

domain (Thogersen, 1996). Previous NAM, based environmental studies focused exclusively 

on two situational activators: awareness of the need and situational responsibility (Stern et al., 

1986; Hopper & Nielsen, 1991). However, these two activators might not provide a complete 

explanation of norm activation in association with moral (pro-environmental) behavior. 

2.1.11 Value-Beliefs- Norm Theory  

Stern (2000) suggested a similar model which was an extension of Schwartz's (1977) 

norm-activation theory. The Value-Belief-Norm theory was initially a justification of 

altruistic behavior but it was specially extended to pro- environmental behavior. Stern (2000) 

argues based on value theory, Norm-Activation theory and the new ecological paradigm, that 

personal norms are a crucial predictor that fills the gap in value action as personal norm as a 
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moral obligation over and above behavioral intent and stimulates actual behavior. With this 

argument, the study adopts human value orientations as a prerequisite for attitude formation 

and norms that determine actual behavior. 

 

3. Evaluation of Attitude- Behavior Theories 

Table 1. Key Features, Arguments and Weaknesses of Theories 

Concept Main Characteristics & Argument Weaknesses 

Early US Linear Model -Cognitive points of view/ the behavior 

of the individual 

-Model was developed to explain 

environmental attitude & behavior. 

-Claim that attitudes lead directly to 

environmental behavior. 

-The environmental knowledge of the 

individual forms attitudes and attitudes 

as a moderating/mediating variable for 

ecological behavior 

 

-less attention to sociology/social 

Factors: social beliefs & norms, 

cultural traditions, family customs.  

-Information: not Explained 

information consider as a key 

component to enlighten the person 

and to change people's attitudes. 

-Behavior patterns, experiences, and 

factors of the situation. 

The Theory of Reasoned 

Action(TRA) 

-Social and psychological variables to 

understand human behavior. 

-Suppose human are rational 

-A-B study use by several environmental 

studies 

-Person attitudes do not lead directly to 

actual behavior. 

-The most immediate determinant of 

subsequent behavior is behavioral 

intention. 

-Normative considerations such as 

beliefs, subjective norms employ by 

TRA 

-Attitudes shapes by beliefs & it act as a 

moderating or mediating variable in 

ecological behavior. 

 

-facts 

-Very little concern to social factors 

and disregard of moral concerns 

The Theory of Planned Behavior 

(TPB) 

-Social-psychological standpoint 

-Supposed humans are rational. 

-A-B Model is the most prominent 

attitude-behavior model for consumer 

behavior studies. 

-The most immediate predictor of 

corresponding behavior is behavioral 

intention. 

-Attitudes describe it as an independent 

variable. 

-Self-identity, perceived control and trust 

-Facts 

-Very little concern to social factors 

and neglecting moral considerations. 
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use as extended variables in TPB. 

Model of Responsible 

Environmental Behavior 

(MREB) 

-Focus more on Social- Psychological 

perspective. 

-Analysis on pro- environmental 

behavior. 

-Make an argument on the connection 

between knowledge and 

attitudes-attitudes towards intention and 

intention toward more real responsible 

behavior. 

-Use situational factors as new 

dimension of A-B model. 

 

 

-Facts 

Attitude- Behavioral Context 

Model (ABC Model) 

-Able to prevail over the 

internal-external dichotomy. 

-Focus on environmentally significant 

behavior. 

-The systematic composition among the 

influence of internal factors and external 

factors is a key dimension of the ABC 

model. 

-When situational factors are weak or 

non-existent attitude-behavior ink is 

considered as strongest. Conversely, 

there is no relationship between attitude 

and behavior when situational factors are 

either strongly negative or strongly 

positive. 

 

-Task of habit 

Triandis’ Theory of 

Interpersonal Behaviour 

- Provides a specific role in behavioral 

intentions for effective variables. 

-Acknowledged the major role that social 

factors and emotions play in shaping 

intentions. 

-The intention is affected by both social 

and affective factors along with rational 

deliberations. 

 

- Less empirical investigation and 

application. 

Motivation-Opportunity-Abilities 

(MOA) model 

-Figured to the enhancements in 

explanatory power this can be 

accomplished by integrating the concept 

of ’ ability ’ and the concept of 

facilitating conditions or ’ opportunity ’ 

for behavior in the model. 

-Include both an element of habit and an 

element of task knowledge. 

 

 

 

- Less empirical investigation and 

application. 
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Theory of Diffusion Innovation -Focus on innovation as a major variable 

of behavioral change. 

-Decide its adoption rate to a larger 

extent than the buyers ' characteristics. 

- Widely studied issues like marketing, 

development, and health. 

 

 

 

- Do not focus on specific decision 

makers or social structures. 

-Most of this analysis was carried out 

in an economically dominated 

context. 

-The diffusion of innovation in other 

forms or with non-economic 

outcomes has been scarcely 

analyzed. 

Stimulus- Response Model -Comprehensive. 

-Emphasis on both internal and external 

stimulus of consumer. 

-Argue that buyer’s black box stimulated 

by marketing stimulus and other 

environmental factors. 

 

-Less empirical investigation and 

application. 

- Very complex 

The Norm- Activation Theory 

(NAT) 

-Very much about the psychological 

standpoint. 

-Attitudes & personality variables 

contribute to environmental behavior. 

-The activation of "personal norms" is an 

crucial precedent for Pro-environmental 

behavior. 

 

-Facts 

 

-Very little concern to social beliefs 

and norms. 

The Value- Beliefs-Norm Theory 

(VBN) 

-Very much about the psychological 

standpoint. 

-The antecedents of pro-environmental 

behavior are value orientations and 

personal norms. 

-A significant antecedent for 

pro-environmental behavior is the 

activation of “personal norms.” “VBN is 

more concentrated on the antecedents of 

attitudinal variables and personal 

strengths. 

-The most immediate determinant of 

corresponding actual behavior is personal 

moral norm. 

-Beliefs moderate or mediate the 

connection among values and personal 

pro-environmental norms. 

 

-Social Conviction 

-Facts. 

-The model is averted by showing 

different characteristics of wider 

social, cultural, legal and economic 

situational elements, habits and 

experiences. 

(Source: Adopted from Samarasinghe, 2012 and further developed by the Researcher.) 
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4. Commonalities, Contradictions and Omissions of Theories and Models 

Behavior is a complex issue and comprised of many various factors, both internally and 

externally .According to the literature review of theories and models there are two distinctly 

different approaches to understanding consumer behavior. One set of studies and models 

behavior are internal to the individual: values, beliefs, norms, attitudes and the other set of 

studies are external to the individuals such as institutional constraints, social practices, etc. 

The very first (' internal ') context holds an assumption of consumers as autonomous agents of 

social structure, while the second (' external ') context considers consumers as restricted 

operators programmed (or at least heavily inspired) by external influences other than their 

understanding or control. Not surprisingly, in their policy prescriptions, the two perspectives 

tend to vary extensively.  

The internal approach asks primarily for awareness-raising, information provision, and 

marketing campaigns to encourage pro- environmental attitudes on the understanding that 

consumers attitudes as the most vital indicators of effective environmental behavior. To 

create the necessary conditions for pro-environmental behavior a combination of rewards and 

shifts in the regulatory system is required. For instance, recent literature on recycling tends to 

embrace both methods (Perrin & Barton, 2001; Oates & McDonald, 2004). 

However, it doesn't always do so in a structured way and it is not applied in green vehicle 

literature. In particular, this literature does not always discuss in any depth the relationships 

between internal factors and external limitations.  

In addition, the theory of Planned Behaviors is part of all integrated models in one way or 

another. Theory of Planned Behavior is not sufficient but it is used as a point of reference to 

analyze internal motivation factors . Therefore, habitual behavior takes into account by some 

models. Particular attention needs to be given to habitual behavior, as most energy behavior 

is habitual behavior. However, the intervention to influence this type of behavior is totally 

different from theory of planned behavior. All models have a basic starting point: 

determinants or factors that impact behavior must be developed since they describe behavior.  

Thus, the internal and external determinants of the particular behavior must be examined at 

each time that wants to influence behavior. Moreover, determining the moral, habitual and 

social motives and situational factors that affect particular behavior isn’t an easy matter and it 

can only be achieved unless they are examined for particular behavior in the given scenario 

(Moriss et al., 2012; Kollmuss & Agyeman, 2002). 

From the range of factors found in the models, it can be concluded that a consumer behavior 

model should have a wide array of various points of intervention, for instance by influencing 

the social and institutional conditions affecting the moral choice and social identity, and by 

addressing the situational conditions related to specific behavior. Moreover, the focus must 

be required to pay on the cognitive process of behavioral change. 

The researcher has only examined some of those various models which have been formed to 



 Journal of Sociological Research 

ISSN 1948-5468 

2019, Vol. 10, No. 2 

http://jsr.macrothink.org 37 

illustrate the gap in attitude – action and examine the obstacles to actual green behavior. In 

certain scenarios, all the models mentioned have some validity. This implies that the question 

of what shapes real environmentally friendly behavior is complicated one that it could not be 

conceptualized in a single framework. Therefore, such a single framework with all the 

variables that shape consumer behavior would be really complex and lose its practicality and 

its meaning (Kollmuss, & Agyeman, 2002). 

As discussed in table 01 there are commonalities, contradictions and omissions in the 

different models. The significant factors that influence on consumer behavior have been 

identified by reviewing 126 articles which are published in reputed journals in between year 

2000-2017. To some extent, the differences and hierarchy between the various important 

variables are subjective. For instance the current study differentiates the following factors: 

external factors (e.g. price, subjective norms, brand image and marketing information) and 

internal factors (e.g. perceived behavioral control, Environmental knowledge and awareness, 

environmental attitudes, and habit). 

The complexity and changing of behavior as mentioned in the literature discussed has led to 

several efforts to synthesize ' core ' components into integrated frameworks to advice 

policymakers and decision makers to understand the behaviors and how they might actively 

participate with them. This synthesis simply minimizes the sophistication of behavior and 

improves comprehensibility and usability (Jackson, 2005).  

The researchers conclude from this that the most holistic approach to study behavior is an 

integrated approach. They claimed that even though adopting both approaches in recent 

literature, this is not done in a cohesive manner. They proposed that the interactions among 

internal and external and external factors must be explored if an integral model is chosen. 

 

5. Development of the Conceptual Model of the Study: An application of Integration 

Approach 

The Theory of Planned Behavior (TPB) is widely used to assess behavioral intention and 

behavior. (Bamberg et al., 2007; Kim & Han, 2010; Abou-Zeid & Ben-Akiva, 2011). As per 

the Ajzen (1991), a consumer's behavior is determined by the behavioral intention, which in 

turn is affected by three factors, notably attitude, subjective norm, and perceived behavioral 

control. The Theory of Planned Behavior (TPB) is now being successfully used in researches 

on environmental friendly behavior of consumers. For instance, the TPB model was used by, 

Chen and Tung (2010) to find out the behavioral intention regarding recycle waste where it 

was revealed that this is a useful to know about the recycling intentions of consumers. In 

research conducted by Sigurdardottir et al. (2013), the TPB model was used to determine the 

intentions of adolescents to travel by car or bicycle. Klockner et al. (2013) stated that 

determinative psychological factors such as attitudes and norms have an influence on the 

intention to adopt clean cars. According to Kaiser & Scheuthle (2003) additional variables 

like moral beliefs are being added to the TPB theory making more improvements to the same. 

For example, Beck and Ajzen (1991) and Kaiser & Scheuthle (2003) state that certain moral 
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feelings are required to increase the explanatory power of the TPB model vis-à-vis assessing 

the intention of the consumer to perform certain environmental friendly behaviors.  

Moreover, several studies look at the attributes instead of the effects of consumers ' internal 

motivations and needs (Afuah, 2002; Maurer, Pitzer, & Sebastian, 2004; Haeger & 

Storchmann, 2006; Ralf et al., 2007; Prado, 2009; Byrd & Caldwell, 2011). Some of the 

factors leading to the attitude-behavior gap have been examined by scholars. Dobscha & 

Ozanne (2001) and Laroche et al. (2001) have examined the environmentally friendly 

behavior of consumers, whereas the role played by consumer attitudes in green consumption 

has been examined by Kim & Chung (2011) and Tanner & Kast (2003). Loureiro et al. (2002), 

Olson (2013) and Van Doorn & Verhoef (2011) are the researchers who have studied the 

tradeoffs that consumers are keen to make. However, internal factors and external factors that 

lead to the attitude-behavior gap have not yet been adequately researched. According to 

Corraliza & Berenguer (2000) some of the previous research has briefly looked at the role 

played by external factors i.e. how the physical-environmental variables affect the consumer 

behavior. However, these writers highlight the inadequacy of research on external factors. As 

such, in researching these factors the focus should be on understanding better what 

consumers’ motivations are and the issues relating to this opportunity.  

It could be stated that while social psychologists claim that the values of people impact their 

thoughts (cognitive) and feelings (effective) towards human/consumer behavior, they may not 

always lead to real behavior and the gap in attitude/behavior associated with various factors 

(Samarasinghe, 2012). Besides that marketing theorist argues that environment, consumer 

characteristics, and customer decision process can lessen or overcome this gap, and the 

framework of these studies appears to be a model of consumer behavior (e.g., Model of 

Consumer Behavior, Kotler, 2013; ABC Model of Stern et al., 2000).  

In Sri Lanka very few studies were done with relation to green consumer behavior. Among 

them only one study conducted to reveal determinants of purchase intention of green vehicles. 

But it not examines the determinants of actual adoption to green vehicles or reasons behind 

the value action gap. Systematic research effort to study consumers’ internal factors and other 

external factors on purchase intention and green adoption has been lacking. As such, the 

present study represents a first step toward mending such research gap in Sri Lanka. 

Consequently, the authors of the current study constructed a research model, following 

direction of the attitude- intention relationship as outlined above, and incorporating findings 

from past research, to examine this relationship. Specifically, the research model examines 

how consumers’ internal and external factors impact on their green purchase behavior. 

Studies in line with green consumerism have been initiated in Sri Lanka by the researcher 

Samarasinghe in 2012. She also suggested that, conducting the studies on antecedents of 

environmental awareness of cognitive, emotional / affective and behavioral aspects in the 

developing country like Sri Lanka surely give path way to develop the specific constructs and 

measures for Sri Lanka to explore the unique and prominent factors affecting on purchase 

intention and adoption. In this stand point, proposed model in this study is an original and 

unique, it is based on theories and models established in line with green consumerism. It 
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offers a very well-supported elaboration of green purchase intention and behavior as the new 

paradigm in green consumerism.  

In this view point, this is directed to find the major drivers influenced on green purchase 

intention and adoption among green car owners in Sri Lanka. All in all, such knowledge or 

finding enables officials, educators, business organizations and policymakers in Sri Lanka 

and countries in the South Asian region to strengthen the green marketing culture amongst the 

public and thus minimize the harmful impact on the environment, which in turn develops the 

sustainable aspects in the long-term perspective.  

The study builds up an integrated model of consumer purchase intention and behavior that 

highlights consumers' internal demands and sources of external influences to examine 

customer decisions when acquiring an environmentally friendly green car (hybrid car). 

Consequently, the current study constructed a research model, following direction of the TPB 

and incorporating findings from past research. The present study recommends a hybrid 

decision-making model with a two-stage approach for examining consumer behavioral 

patterns with distinct buyer characteristics that are regarded as their internal demand motives 

and external motives. The model proposes in this study is very comprehensive and corporate 

two major independent variables which have recognized through a comprehensive analysis of 

previous literature. In particular these internal factors and external factors are studied to 

determine whether they influence on green purchase intention and consumer green purchase 

behavior/adoption to green cars. The moderating effect of gender on purchase behavior also 

will be examined. As revealed in the literature review, by considering the limitations of TPB 

and with rigorous literature survey the present study engages with the comprehensive analysis 

to clearly investigate the major drivers which influence on consumer intention to adopt in to 

green cars (hybrid cars). Major drivers like internal factors and external factors were 

integrated into the TPB model to build and extend the TPB model. The findings of this study 

will confirm the fitness of the extended TPB model and confirm that the extended TPB model 

has strong explanatory power in predicting consumer adoption in green cars. The model 

created for this research is therefore unique. It is based on the theories and models developed 

in line with green consumerism. It also offers a well-supported elaboration for green purchase 

intention and adoption as the embedded model in green consumerism. 
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Figure 1. Integrated Model of Green Purchase Intention and Adoption 

 

Based on the review of the literature, the variables of that incorporated in to TPB discuss in 

the following section. 

5.1 Literature and Methodology 

The purpose of literature review is twofold: Primarily it focuses on identifying the major 

factors/drivers impact on purchase intention and behavior by examine existing empirical 

research studies and the next, to determine the reasons which are influenced to widened the 

identified value-action gap of green products(green vehicles). 

5.2 Scope  

The present study reviewed the empirical articles of consumer green purchase behavior, 

including both green vehicles and other general green products articles which are published 

in reputed academic journals from year 2000-2017. The period (2000-2017) was selected 

because major previous studies which are published before year 2000 associated to green 

purchase behavior of general products and first green vehicle only introduced to the market in 

year 2000.Hence the previous studies are not much relevant.  

Nevertheless, a review of previous studies included before 2000 explain the nature of the 

recent empirical literature. The present study concentrates on analyses that seek to 
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acknowledge the different factors influencing the green purchase behavior of green vehicles 

and other general green products. 

5.3 Selection of Studies 

The study focuses on the different factors that could explain and impact on consumer 

purchase intention and actual behavior towards green vehicles and other general green 

products. For selection of relevant studies, some criteria have utilized. 

1. The studies published during the period of year 2000 to 2017. 

2. The studies which are empirical in nature. 

3. The studies which have explained the factors which influence on green purchase intention 

and behavior. 

Research articles which are published during the period of 2000-2017 identified through a 

logical approach that included searching of key words in the database title, abstract, and 

keyword. The several combination of key words have been used including “green purchase 

behavior”, “Green vehicles”, “Hybrid Electrical Vehicles”, “eco- innovation adoption”,  

“Green gap”, “Value-action gap”, “green purchasing”, sustainable consumption behavior”, 

“green consumption”, “adoption to green vehicles”. This examination was able to recognized 

201 studies. According to content analysis of those studies conducted by cross checking the 

abstracts to make sure that the data base included only the relevant articles for the study. Then, 

only the studies which have examined factors, motives, and barriers influence on green 

products purchasing intention and behavior were selected and included, which altogether 

account for 126 studies and had to eliminate 75 studies. All articles were cross checked to 

eliminate duplication.  

The studies are arranged in yearly order. The selected articles were limited in number as only 

empirical studies to green purchasing intention and behavior of Hybrid Electrical Vehicles 

were only included. The studies are arranged according to the year of publication. The only 

empirical articles were selected because of its less bias nature and its capability of 

representation of real consumer behavior in different contexts and cultures. The studies which 

are conducted in both developed and developing country (Europe, United States, Australia, 

Africa and Asia) context have included by enhancing the generalizability of the study. 

5.4 Approach of the Literature Analysis 

Kaushik & Rahman, 2014; Salloum et al., 2011, suggested that literature review could done 

by using two types of analysis. They are within –study and between –study literature analyses. 

Hence as they suggested the present study applied both the method to analysis the literature. 

Within –study literature study analysis requires examining and reviewing of the entire content 

including title of the study, its literature review, conceptual framework, methodology, 

discussion, implications and future research direction. The analysis of information between 

two or more or even studies in order to disclose the similarities and difference between any of 

these studies in order to disclose the similarities and differences between any of these studies 

consider as the between-studies literature analysis. 
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After the examination of some of integrated models, that external perspectives and based on 

the studies analyzed. It was revealed in the literature review that the internal influences 

referred to as individual factors (Sima, 2014; Joshi & Rahman, 2015). These factors consist 

of variables that are associated with consumers’ decision making and most of those are results 

of individual life and their experience (Joshi and Rahman, 2015).The situational factors are 

not results of consumers’ own experience and they are uncontrollable to the consumers. 

These are the factors that include variables that explain range of different situations where the 

consumers have to make their decisions (Joshi and Rahman, 2015). 

5.4.1 Internal Factors 

With an extensive literature analysis the followings have identified as the major variables of 

internal variables. This component comprise of factors specifically related to personal 

decision making. These factors are typically due to personal experience and influence 

individual decision making (Joshi and Rahaman, 2015).As revealed the internal factors are 

one of the major construct which had examined by most of the green studies around the 

globe. 

5.4.1.1 Perceived Behavioral Control 

Ajzen (1991) defines perceived behavioral control as "the degree of ease or challenges 

presumed by a person in performing the behavior.” It also refers to an individual’s ability or 

capability to execute a specific task (Ajzen, 1988). Perceived consumer effectiveness and 

Personal moral norms also included under this category. Because these three terms refer how 

an individual believe that they could make a difference with their behavior. Perceived 

Consumer effectiveness is “the assessment by consumers of the degree to which their 

consumption can make different in the overall issue” (Webster, 1975). 

Roberts (1996) has also described some attitudinal variables relating to the behavior of 

consumers that is environmentally concerned. One such variable is Perceived Consumer 

Effectiveness. This is the judgment of a consumer on his or her own ability to be influential 

on issues relating to environmental resources. Roberts (1996) also observed that 

conservatives are more worried about the environment than the others. He also states 

environmentally conscious is a way to demonstrate social responsibility. 

Another extended element of the TPB model is personal moral norm. According to Beck and 

Ajzen (1991) this means that a person feels that he should perform a particular behavior due 

to a moral obligation and his judgment is based on his responsibility or principles.  

A distinction between personal moral norm and the subjective norm has been identified. 

Subjective norm is linked to external social influence, whereas the personal moral norm is 

connected to values in a person. The key feature of the personal moral norm is the 

internalization. In the present study, the researches described personal moral norm as "a norm 

in which a customer determines to adopt or not based on their own personal responsibility 

instead of social pressure or social norm. 

Gleim & Lawson (2014) is of the view that the actions of consumers also depend on their 
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personal norms. According to Schwartz (1977) personal norms are at the individual level and 

it is about how a particular person feels as to what to do in a particular situation. A 

consumer’s decision making is related to his or her personal norms. It is formed as a part of 

the social norms around the consumer. And according to Miniard & Cohen (1983) and 

Osterhus (1997) as individuals want to live in conformity with the social norms their actions 

often reflect the expectations of society. In the context of green purchasing, this is 

problematic as consumers would not influence others to make decisions in favor of 

environmental protection. 

In another research carried out by Jansson, Marell & Annika (2010) on the factors that 

influence consumers to adopt eco-innovation and early adoptions, it has been revealed that 

personal norms enhances the willingness to adopt eco-innovation whereas habit is a negative 

influence on this willingness. 

Purchasing intentions and actual purchasing significantly influence by Perceived Behavioral 

Control. Seventeen studies which have undertaken to analyze for the present study reported 

significant association (e.g., Wang, 2014; Gleim and Lawson, 20014; Wang et al., 2014; 

Hong et al., 2013; Mostafa, 2006; Tan, 2011).Even though evidence are available on the 

importance of perceived behavioral control on intention and behavior, further empirical 

investigation is required due to limited research studies in the area of green vehicles. 

5.4.1.2 Environmental Knowledge and Awareness 

Knowledge was found to be the one of the most studied variable; sixteen studies which taken 

for the present study examined consumers’ knowledge and awareness of green products. Out 

of these fifteen studies, fourteen studies recognized that knowledge and awareness of green 

products positively influenced on consumer intention and adoption to green products (e.g., 

Gleim, 2014; Karunnayake & Wanninayake, 2015; Soon et al., 2013). Only one study 

reported that lack of knowledge on green products negatively influence on purchase intention. 

Bang et al. (2000) stated that several studies found that customer knowledge did not affect the 

purchase of fuel-efficient vehicles (Bang et al., 2000). Even though it is considered as time 

and effort consuming activity for searching information on products ,consumers spend more 

time by searching information prior to purchase durable goods (e.g. electronics, vehicles). 

Hence there is a possibility of purchasing durable products (green purchase) because the 

consumers are spending more time and effort to studying new products available in the 

market (Gleim et al., 2013; Laurent & Kapferer, 1985; Oliver & Lee, 2010). 

One of the most important predictors of environmental behavior is environmental knowledge 

and awareness (Grob, 1995; Gatersleben et al., 2002). Knowledge about both the acts and 

general concepts referring to the environment and ecosystems is regarded is regarded as the 

environmental awareness (Mostafa, 2007). This knowledge is also regarded as Eco-literacy 

(Laroche et al., 2001). Grob (1995) illustrates two main elements of awareness that are 

fact-based knowledge and acknowledgment of environmental issue to test more adequate 

eco-friendly behavior. According to Patel and Foster (2005), there is a huge crowd of 

consumers who are unaware of the environmental consequences of their behavior. It is 

because they are not adequately exposed to different green product communications created 
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(Baker & Ozaki, 2008). But, they want to have more details on eco-friendly procedures 

(Young et al., 2010). As per past studies, ecological knowledge and values appear to be more 

identical in explaining the attitudes of green consumers and especially consumer behavior 

(Bezencon & Blili, 2010; Follows & Jobber, 2000; Leonidou et al., 2010; Mostafa, 2007; 

Shaw & Shiu, 2003). 

The evolution of one’s knowledge about the environment is two-fold. First, how far a 

consumer should be educated to understand how a particular product affects the environment. 

Secondly, the knowledge of the consumer that a particular product was produced in an 

environmentally-friendly way (D’Souza, Taghian, & Lamb, 2006). 

Environmental knowledge and awareness found to be one of the most studied variables. As 

per the analysis of previous studies there are sixteen studies deliberated this variable and 

identified different relationships with purchase intention and adoption to green behavior. Out 

of these studies fourteen studies reported environmental knowledge and awareness of 

environmental issues have had a positive impact on consumer intention and purchasing 

behavior of green products (e.g., Johnstone & Tan, 2015; Lao, 2014). Two studies found no 

relationship between consumer environmental knowledge and green purchase intention (Chan 

& Lan 2000). Environmental knowledge moderated the relationship between ecological 

attitude and green behavior, according to Fraj-Andrés et al. (2007). Furthermore, there is no 

significant relationship between environmental benefits and consumer buying behavior 

(Shepherd et. al., 2005; Sima, 2014).Samarsinghe 2012 identified no association in between 

knowledge of environmental benefits and knowledge and attitude toward green behavior. The 

above results recommended that environmental knowledge may have a relationship with 

purchase intention and green purchase behavior and a valid variable for further studies. 

5.4.1.3 Environmental Attitudes 

Lee (2008) claims that the environmental attitude is connected to the environmental 

protection value judgment of the people. Further, Kim & Han (2010) stated that it is the 

“overall evaluation of the specific behavior” in TPB. De Medeiros & Ribeiro (2017) 

described environmental attitude as "individual belief, affective and behavioral intention with 

regard to environmental practices and problems”. In regard to the consumer’s intention to 

adopt Hybrid vehicles, attitude is considered as the "favorable or unfavorable assessment of 

the adoption behavior" In relation to the intention of the consumers to adopt hybrid vehicles; 

attitude is the “positive or negative evaluation of the adoption behavior”. Laroche, Bergeron 

& Barbaro-Forleo (2001) explain about two main attitudes in relation to environmental 

behavior. These are importance and inconvenience. Importance because consumers will be 

concerned if they think that a particular environmental issue is important to them. 

Inconvenience plays a vital role as the level of inconvenience that a consumer has to go 

through when he adapts a new Laroche et al. (2001) is of the view that perceived level of 

responsibility is also another influential attitude. Here, consumers perceive that companies 

are not acting in a responsible manner towards environmental protection. According to Stern 

et al. (1999), in the context of understanding the green behavior of consumers, attitude is of 

vital importance. Many studies show that attitude is a really crucial posterior of behavioral 
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intention (Kang et al., 2006; Dickinger & Kleijnen, 2008). For example in his survey to find 

out the willingness of the consumers to pay for green vehicles, Hidrue et al. (2011) found that 

if a consumer has a positive attitude  green vehicles, that customer is much more prepared to 

accept it. Beck and Ajzen (1991) also say that when the consumer’s attitude is positive, they 

are more intended to perform a particular behavior.   

Numerous researches (Kim & Choi, 2005; Laskova, 2007; Laroche, Bergeron, & Barbero- 

Forleo, 2001; Wahid, Sinnappan, & Rahman, 2011) reveal that attitude play a vital role. 

However attitude of environment is based on two things namely, how consumers value the 

importance of environmental protection and their awareness about environmental issues 

(Wahid et al., 2011). Chen & Chai (2010) say that if the consumers have this kind of attitude 

towards environment, they are more likely to combine environmental protection in their 

day-to-day lives. Also, these consumers are influenced by environmental problems to choose 

green products. 

Stephen (2006) argue that consumers who use a car as s sign of wealth have an implication in 

trying to promote green vehicles. On the other hand, a study revealed that those who use a car 

as a sign of wealth may not annoy in its environmental impact. Aman et al. (2012) research 

findings pointed out that the attitude does have a partial mediating impact on the connection 

among concern for the environment and purchase intention. 

According the literature analysis done, altogether nineteen studies investigated the possible 

relationship of attitudes, intention and adoption. All the studies have reported significant 

positive relationship between attitudes, intention and adoption (Lao, 2014; Johnstonem, 

2015). 

5.4.1.4 Habit 

Research has been carried out to examine the factors of green curtailment behavior and 

consumer adoption of innovative products marketed as green (eco- innovations) as well as to 

examine factors illustrating these two types of green behavior. In the case of curtailment, the 

impact was negative suggesting that the earlier adoption reduces the readiness to use curtail 

cars. This study indicates that users of eco-innovation, in this case, the alternative fuel vehicle, 

are happy with their initial adoption decision and show a strong readiness to conform to that 

decision in future purchases (Jansson et al., 2010). 

According to previous studies, consumers are hesitant to do extended cognitive processing or 

to search deeply for information. Petty & Caccioppo (1986) suggest that this is why 

consumers continue to buy conventional products. Samuelson & Zeckhauser (1988) argue 

that consumers are more comfortable with their usual previous behavior due to financial, 

emotions and time risk connected with novel products and behavior. For instance consumers 

are not foreseen the future benefits associated with the installation of Solar power system to 

their home, but they only concern the current cost and the difficulties of installation 

associated with it (Gleim & Lawson, 2014). Further according to Kilbourne (1998) 

individuals are always try to maintain their status and really not bother about the cost 

associate with it in the long run and the negative influence of such act on the environment. 
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Consuming the status quo and maintaining the behaviour is very efficient because it is a 

routine factor which can be done without thinking. (Gleim & Lawson, 2014). Research 

suggests individuals are generally reluctant to conduct elaborate cognitive processing and 

extensive information search, thus it is not surprising that many individuals find it more 

convenient to continue purchasing conventional products (Petty & Caccioppo, 1986). 

According to the literature review two studies reported negative influence of habit on green 

behavior (Vermier & Verbeke, 2006; Padel & Foster, 2005). But habit or past experience of 

green products encouraged further green behavior (Claudy, 2011; Samarsinghe, 2012; kumar, 

2015). Further habit has been reported as one of the most major barrier to adopt in to green 

products mainly due to comfort they experience with the conventional products.Habit and 

past experience considered as a factor which is difficult to change. Petty & Caccioppo (1986) 

stated that consumers who are attached to conventional products are reluctant to change their 

purchase decision and behavior because they are still remaining loyal to those. The limited 

number of studies conducted on this encouraged for further investigation in relating to the 

green vehicles. 

5.4.2 External Factors 

A number of studies find a range of factors influencing on buying a car. According to Stephen 

(2006) some of the external influences include economic and regulatory conditions, fuel 

consumption and road infrastructure. Almost all studies which reviewed for the present study 

included external variables in their studies and examined the impact of external variables on 

consumer intention and behavior such as Product characteristics, subjective norms, marketing 

information and other environmental factors. 

5.4.2.1 Price 

According to Paulus (2002) price is still the main factor against buying hybrid vehicles. 

When studying green behavior, products attributes such as price also play a vital role. The 

consumers are price conscious when they adopt green behavior (D’Souza et al., 2007). 

Further, Young et al. (2010) is of the view that price acts as a barrier to green purchase 

behavior. This is because when a person wants to make a decision towards green values, price 

is a barrier against it. Indeed, Vlosky, Ozanne & Fontenot (1999) stated that consumers those 

who are willing to pay extra for green products are the people who are concerned about the 

environment. Oliver et al. (2011) explained about the willingness of a consumer to pay a 

particular price and price perception is important when examining how price acts in relation 

to attitude and behavior. According to Laroche et al. (2001), the harm caused to the 

environment by ecological problems makes some customers pay a premium for green 

products. As per the study done by D’Souza et al. (2007) mentioned that if the consumer is a 

committed environmentalist, he is not bothered by the price factor in deciding to go green. 

However, Gatersleben et al. (2002) say that price is still a barrier for green behavior. They 

suggest solutions such as promotions, discounts, improved quality and product performance 

so that the products become credible and the consumers receive a value for their money. 

Further,green consumers are not as much of price sensitive as non-green consumers (Gleim et 

al., 2013; Van Doorm & Verhoef 2011). But Gleim and Lawson (2014) suggest that with the 
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present economic recession the most of consumers are very keen on their spending and 

compare the prices of competing products. 

It has been reported in twenty two studies price is one of the variables which has strong 

relationship with green purchase behavior and cause to increase the green gap(Chang et al., 

2008; Sharma, 2014; Irfan, 2014; Anvar, 2014). The three studies out of twenty two studies 

recognized price has a relationship with purchase intention (Karunanayake & Wanninayake, 

2015; Johnstone, 2014). The high prices of green products are discouraged the consumer 

intention and adoption. 

5.4.2.2 Brand Image 

"Brand is a name, phrase, emblem, design or all of the above, which is used to differentiate 

one's goods and services from rivals" (Kotler, 2000). Brand image is described as 

"perceptions of a brand expressed by the brand associations held in customer memory" 

(Keller, 1998).If customers are willing to buy products or services at a higher price, the brand 

image could contribute to a company's success Chin, Lai & Tat (2018). Therefore, brand 

image is important for the future benefits of businesses such as long-term cash flow, 

decision-making, inventory cost, feasible competitive edge and market success (Torlak, 2014). 

Brand equity is about the value and satisfaction that inspire consumers to use a specific brand. 

It comprises feelings or attitudes about both the brand and quality (Lin, Wu, & Chen, 2013). 

The brand is the identification that identifies the product, service, and company, as per 

Abubakar et al. (2016). Brand images provide certain attributes or functions that illustrate the 

benefits of using a product or service (Lin et al., 2013). In addition, previous research found 

that brand image is positively connected to purchase intention (Charo et al., 2015). Yoo and 

Donthu (2001) also stated that brand image influences the profits of the company due to the 

high brand image of a product or service could lead customers to buy products or services 

even at higher prices. Jalilvand & Samiei (2012) also observed that brand image impacts 

buying intention substantially. 

5.4.2.3 Subjective Norms 

The definition given for subjective norm by Ajzen (1991) is “the perceived social pressure of 

a person gets from other individuals or groups that are vital to him/her and they wish or 

expect him/her to conduct into a certain way." Social influence and subjective norm have 

almost the same meaning (Wahid et al., 2011). The other interpretation of social influence is 

provided by Rashotte (2007) as "the shift in the ideas, feelings, attitudes or behavior patterns 

of an individual resulting from interaction with another individual or group." Anyhow the 

idea of ‘social influence’ is "changing individual attitudes or behaviors through the influence 

of others." 

According to Ohman (2011) a decision made by a buyer to select a green product is greatly 

influenced by social influence in that once a buyer has the intention to buy a green product, 

the social pressure leads him to put that intention into action. Social influence is made up of 

colleagues, loved ones, educators, workers, fellow employees, experts and media ( Klobas & 

Clyde, 2001). Maram & Kongsompong (2007) had similar opinion who says friends, family, 
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associates, salespeople and even strangers can be influential. Axsen et al. (2009) state that 

social interaction and societal trends also influence consumers to purchase hybrid cars. 

Further he explained that several people would follow the group’s trend or direction 

whenever they want to take decisions. Han et al. (2010) stated that consumer would act 

thinking about would act thinking about whether their referent would approve or disapprove 

of such behavior. The one that more closer to the consumer could able to change the purchase 

decision of the even at the last moment (e.g., Gupta, 2009). 

Altogether thirty five studies have examined the influence of subjective norms/social 

influence on purchase behavior. Of such, twenty three studies showed subjective norms have 

a positive association with purchase intention and adoption to green products (e.g.Gleim, 

2014; Anvar & Venter, 2014) and two studies showed that societal norm had a negative 

association with purchase intention and actual purchasing behavior (e.g; Connell, 2010; Lee, 

2011). Subjective norm also was observed have an indirect impact on customer green buying 

behavior while it affected green attitudes which influenced green buying behavior (Gadenne 

et al., 2013). Therefore, It can be concluded that subjective norm has significance association 

with consumer buying behavior. Among these thirty five studies reference groups such as 

family, peers, and neighborhood influence on purchase intention and adoption were 

recognized (Ozaki & Sevastyanova, 2010; Khare, 2014). All these studies reported positive 

relationship among reference group, intention and adoption. Research results further reveal 

that especially peers and other persons with close proximity to consumers have a stronger 

impact on the green purchase decision of customers (Gupta, 2009; Chang et al., 2015). 

5.4.2.4 Marketing Information 

Consumers collect information about a product before purchasing it. They do this even when 

they intend to buy a certain product in the future. According to Olshavsky & Wymer (1995) 

and Hung & Cheng (2013) there are various sources of information they can rely on. They 

are information control by marketers such as advertising, product brochures, Service 

providers’ information such as reseller catalogues, Third party independent institutes 

publications as such as newspaper and magazine articles, interpersonal sources from friends 

and by doing a direct inspections. Many researches explored the different phases of the 

Consumer Decision Making Process (CDP) model with respect to consumer green purchasing. 

According to Bloch et al. (1986) the first step is about getting to know the problems relating 

to purchasing. If the consumers have higher awareness at this stage, they can make better 

decisions in favor of green purchase behavior. Details regarding CDP can be searched 

internally or externally.  Baker & Ozaki (2008) say that in the context of green consumption, 

information gathered from internal sources like the feelings of consumers and their past 

experience is very limited. As such, if comprehensive details regarding green consumers are 

sought, external sources are the best method. Byron (2005) says that once the information is 

gathered, consumers will weigh their choices prior to the purchasing. What they choose 

ultimately is what brings a solution to their problem.  

Baker and Ozaki (2008) believe that one of the reason for niche green markets and a smaller 

number of green products is the fact that mass media do not use reference groups in their 
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advertising. Green marketing should now go beyond traditional media towards social media. 

According to writers such as Fraser (2011) and Wenzel (2009) the as the interest in concept 

such as climate change, sustainability and going green has increased, it has resulted in an 

‘explosion of interest’ in online social media. Gunther (2012) says that new technology such 

as smart phones and social networking are being used by a large number of companies and 

non-profit organizations to promote green products with the buyers.  

Li (2013), an eco-blogger discusses the concept of ‘Green web’ and how the use of internet 

and social media has been increasing fast vis-à-vis taking part in environmental causes. She 

says that an internet connection is the only thing someone needs to get together and support 

an issue such as climate change or clean energy. Li also emphasizes the importance of 

choosing the correct online community among all the ‘green social networks’ to promote an 

issue. 

Analyzing how green websites function, Pierobon (2012) states that most of the websites and 

blogs direct their readers to selected web sites they like to promote. The writer also describes 

how certain green web sites are closed down when their political agendas not fulfilled.  

(Willaims et al., 2014). 

Fourteen studies which have taken for the present study revealed that availability of sufficient 

amount of information support the adoption to green products and source of information also 

consider as the crucial factor to enhance the green gap (e.g., Lane & Stephen, 2007; Coad et 

al., 2009). All the studies reported positive relationship in between external information and 

adoption to green products. There are twelve studies explained the importance and role of 

social media, green labels and advertising appeal to make consumer aware about 

environmental consequence, their responsibility and encourage them to adopt in to  green 

products (e.g., Williams, 2012; Chen, 2013). These studies have recognized positive 

relationship in between Social media, advertising appeal and intention/adoption to green 

products (e.g., Sima, 2014; Irfan, Sumanggala, & D’souza, 2014). The limited availability of 

very recent studies on external information encourages further studies on it. 

5.4.3 Gender 

Studies also investigated the connection between consumer demographics and their Green 

Consumer behavior. Gender and green purchase association results are also mixed. Some 

found a higher proportion of women buying organic food products (Cheng et al., 2002; 

Cheng & Yang, 2001; Zeng et al., 2007), whereas men are the influential buyers of green 

building materials (China Environment Federation, 2009). In China, women are generally 

responsible for cooking and buying food, whereas men are responsible for building houses 

and thus buying building materials. As such, the connections noted may not necessarily imply 

a distinct gender-green product purchase interaction. Gender, on the other hand, has no 

influence on the purchase of green products in the Malaysian context. 

Only a few studies examined the moderating effect of ethnic group on green purchase 

intention. Sinnappan & Rahman (2011) investigated the factors influencing green buying 

behaviors as well as the role of ethnic group, age, and educational level, type of education, 
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gender and level of income towards green buying behavior among Malaysian customers. The 

finding implied that in the case of green purchases, the role of ethnic gender is not important 

among Malaysian consumers. 

Marketers have identified a gender-based difference in buying behavior. Researchers 

examined gender differences in direct marketing, catalog shopping, brick-and-mortar 

shopping. Stem investigated the use of male / female financial media in 1988. Surveys 

suggest that both men and women don't trust the media and advertising as a source of 

financial information. There are still differences between the use of media by male and 

female. Eastlick & Lotz (2001) researched catalog shopping motives among male and female. 

It was discovered that Salient male patronage motives for catalog mainly consisted of 

merchandise and service-related motives. In contradistinction, females stated that their 

pertinent motives were convenience-oriented.  

Therefore based on the literature this study builds upon prior research on ecommerce (Zhang 

& Prybutok, 2005) and explores the moderating effect of gender in between internal, external 

factors and consumer adoption. 

 

6. Discussion and Conclusion 

Many contradictory and competing variables mold the daily choices and decisions of 

consumers. Likewise, there are many factors influencing the decisions of consumers towards 

green behavior adoption that have not been elucidated on. Based on the TPB and selecting the 

most important and widely discussed factors in previous studies (both in green vehicles and 

other general products) the extended research model has developed. But some factors have 

omitted due to least application of those factors in previous green vehicles studies such as 

health consciousness, shopping style, living arrangement, economic constraints. 

Several other social psychological theories and frameworks have been formed to illustrate the 

gap between consumer attitude and behavior; i.e. Ajzen's Theory of Planned Behavior (1991); 

Ajzen & Fishbein (1980); Reasoned Action Theory (TRA); Schwartz's Value Theory (1992) 

and his Norm-Activation Theory (1997); Stern’s Value-Belief-Norm (VBN) Theory (2000). 

These models explain the intent and impact of the green consumer behavioral intention 

towards the actual green behavior. Most empirical research used the "Theory of Planned 

Behavior" and the "Theory of Reason Action" which conceptualize intention as one of the 

most immediately relevant indicators of the corresponding behavior. Thus, this study attempts 

to address this shortcoming by mainly applying ' The Theory of Planned Behavior ' to analyze 

consumer green attitude-behavior gap with alteration of major factor influence on behavioral 

intention to develop the conceptual framework. 

As with Ajzen (1991), the present study attribute a direct relationship with intention and 

adoption to green behavior has included, but the moderating effect of gender has introduced 

based on Kollmuss & Agyeman (2002), Internal factors (Perceived behavioral control, 

environmental knowledge and awareness, environmental attitudes and habit) together with 

external factors (price, brand image, subjective norms and marketing information) make up a 
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complex ‘adoption to green behavior”. In turn, this complex is integrated into broader 

internal and external factors. It could be argued that subjective norms should be seen as a 

distinct group overlap with internal and external factors. It is considered that even if the 

present model were to vary at various stages in people's lives and based on the product type 

and service, and present study agreed that it would not, but that the multiple factors 

underlying in it, and the synergies between them, would play larger or smaller roles during 

the development process. 

The arrows in Figure 1 show how the various factors impact one another and, eventually, 

green behavior adoption. Most of them are self-explanatory. Gender implies probable 

obstacles to the positive impact on green behavior adoption. 

It is apparent that although all theories and models addressing the green attitude-behavior 

(value-action) gap have added distinct perspectives to explain the issue, these insights have 

not yet been investigated in a single purified/integrated model to anticipate green behavior in 

a much more comprehensive way. Thus, the present conceptual framework of the study 

addresses this limitation by developing a more extensive conceptual model that attempts to 

connect all major contributions of conceptualizations based on past literature. It underlines 

the study's improved theoretical rigor and Figure 1 shows the conceptual model and each 

section explains these contributions by developing hypotheses or proposals for study. Further 

most of the cited studies have studied how consumers’ social-economic, demographic and 

psychological characters correlate to their green consumption behavior. Systematic research 

effort to study consumers’ intention and adoption to green products has been lacking in Sri 

Lanka. The major factors affecting consumer adoption to green vehicles behavior intention in 

the country context and not yet explored empirically. As such, present study represents a first 

step toward mending such research gap in Sri Lanka.  

Therefore, based on the literature review, the following conceptual model was developed 

featuring the hypothetical relationships that take place the study's independent variables and 

dependent variable. Conceptual framework comprises of two constructs; internal factors and 

external factors and their variables namely perceived behavioral control, environmental 

attitude, environmental knowledge and awareness, habit, price, brand image, subjective 

norms and marketing information. Green consumer behavior intention is the mediator while 

gender moderates the green purchasing behavior is the dependent variable. 

Finally, it can be stated that this new extensive study framework will promote multi-faceted 

research on green consumer behavior in the empirical domain. This has remained unexplored 

in the literature on green and consumer behavior. 
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