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INTRODUCTION

❑ Environmental protection is a pressing concern for the entire globe. 
Increase in consumption is leading to depletion of resources, 
pollution and waste generation, wherein, human being are acting the 
link between consumption and disposal problems.

❑ Green Products seek to protect or enhance the environment during 
production, use, or disposal by conserving resources and 
minimizing the use of  toxic agents, pollution, and waste. Basically 
that follows the principle of 3R’s.



LITERATURE REVIEW

➢  TPB is one of the most well-accepted socio-psychological theory that predicts human 
behavior (Naik et al., 2019) Ajzen's (1991) Theory of Planned behavior is an extension of the 
Theory of Reasoned Action by introducing a third independent variable i.e., perceived behavioral 
control, which is thought to have both direct as well as indirect effect via intention (Naik et al., 
2019). 

➢ Through literature reviews we have found that subjective norm has a significant impact on green 
product purchase behaviour (Jhanji & Kaur, 2019 ; Liobikiene et al. 2016 ;  Alphonsa Jose & Sia, 
2022).

➢ The importance of green product information depicted by the reluctancy of consumers to 
purchase green products because of the risks they perceive regarding quality & price due to 
lack of information (D‟Souza, Taghian, & Khosla, 2007; Follows & Jobber, 2000).



LITERATURE REVIEW

➢ Perceived behavioural control positively influences green product purchase behaviour (Carrión 
Bósquez et al., 2023). Carrión Bósquez et al. (2023) ; Liobikiene et al. (2016) studied that 
perceived behavioural control is influenced by two sub factors i.e., price and convenience level.

➢ Attitude towards green product purchase behavior has a positive influence on consumers' 
green product purchase when high quality of green products rather than low quality of green 
products (Cheung & To, 2019 ; Alphonsa Jose & Sia, 2022).

➢ Some literatures state that environmental concerns have a positive impact on green product 
purchase behavior (Parguel et al., 2015) whereas there are papers that state, Environmental 
concern partially mediated the negative relationship (Ramtiyal et al., 2023)



RESEARCH GAP
❑ The literature study discloses that most studies on the influence of variables have been conducted individually, 

with few articles examining the combination of these set of psycho-social factors.
❑ With an increase in literacy rate and access to information, individuals are becoming more conscious of 

environmental problems and preservation. Due to this an individual’s behavior towards purchasing can change in 
a short span of time.

RESEARCH QUESTIONS
RQ1: ‘Do psycho-social factors influence consumer’s green product purchase intention (GPPI)?’ The main part of 
the study is to understand which of the psycho - social factors are affecting the purchasing behavior of a consumer.
RQ2: ‘Does purchase intention lead to purchasing behavior for green products?’ Here we study whether purchase 
intention is causing purchasing behavior for green products.

OBJECTIVES OF THE STUDY 
Objective 1: To determine the impact of psycho-social factors on green product purchase intention among 
consumers.
Objective 2: To investigate the relationship between consumers’ green product purchase intention and green 
product purchasing behavior.



FORMATION OF HYPOTHESIS

H1: Subjective norm has a significant impact on green product purchase behavior. 
H2: Attitude towards green product purchase has a significant impact on green product 
purchase behavior.
H3: Perceived behavioral control has a significant impact on green product purchase 
behavior.
H4: Environmental concern has a significant impact on green product purchase behavior.
H5: Green product information has a significant impact on green product purchase 
behavior.
H6: Green product purchase intention has a significant impact on green product purchase 
behavior.



CONCEPTUAL MODEL
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METHODOLOGY

❑ Method of sampling: Convenience sampling and snowball sampling

❑ Data collected: 306

❑ Tools and technique used: Structural Equation Modelling (SEM), 
Descriptive analysis using Smart PLS and Jamovi software.
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FACTOR LOADINGS, CA, CR & AVE



DISCRIMINATE   VALIDITY 
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PATH COEFFICIENT ANALYSIS





CONCLUSION & LIMITATIONS

❑ Of the constructs affecting buying behavior we saw SN having the highest impact 
via intention, there is a need from corporates and government to on the above.

❑ The drop in R2 indicates that though consumers are intending to towards green 
products we don’t see it manifesting in their buying behavior.

❑ Overall, the study adds to the current literature on green consumerism and has 
practical implications for firms and government that want to encourage sustainable 
purchasing patterns. By identifying critical characteristics impacting green product 
purchasing behavior, the study provides useful insights for establishing tailored 
efforts to encourage ecologically friendly choices among consumers.

❑ A limitation to this study is that it is confined to Goa, where if we talk  about India 
itself, there is a likelihood of a better results.
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