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who are concemed about the environment (Ahmad & Juhdi, 2008). They are
internally controlled and have a strong belief that every person can participate in
protecting the environment, and this action should not be left to environmentalists,
scientists, businesses and governments to deal with alone (Boztepe, 2012). Green
consumers are less dogmatic and are more tolerant with new ideas and products. This
tolerance helps in the acceptance of green products (Boztepe, 2012; Shamdasani,

Chon-Lin & Richmond, 1993).

A study from Cone Communications (2009), which was conducted on 1,087
adults from the United States of America aimed to study consumers’ attitude towards
purchasing environmentally-friendly products, found that 35 percent of Americans
showed more concern over environmental issues. They also tended to expect that
companies will produce green products and services, and 70 percent of those
respondents paid attention to companies’ activities that support the environment

today, as shown in the following figure.
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Source: Cone communications (2009)
Figure 1.1
Consumer Interest in Environmental Purchasing



Based on Figure 1.1, it is illustrated that a big percentage of American
respondents show a favorable green purchasing behavior. Majority of these
consumers are triggered to buy green products and those who do not purchase green

products indicated that they have the will to do so in the future.

Previous studies indicated that consumers in western countries participate in
environmental behaviors due to their eagerness to overcome environmental issues by
using recycled products or by preventing themselves from buying products that could
harm the environment. They also wish to be perceived by others as role models of
good behavior (Gan, Wee, Ozanne & Kao, 2008; Hallin, 1995), and their belief of
having the ability to protect the environment is the reason for behaving in such a way.
Recently, a global survey stated that 53 percent of people favor purchasing products
or services from companies that are highly associated with environmental support
(Figure 1.2). This survey was funded by a visual communication firm named
Tandberg and was executed by the second largest market research organization in the
UK (IPSOS MORI). It surveyed 16,823 respondents from 15 different countries and

found that the green products concepts were widely accepted in western countries.
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Figure 1.3
Malaysia’s GDP Growth Rate 2006-2015
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With the high influence of going green, Malaysia ranked 27" among 163
nations around the world in 2008 under the World Environmental Performance Index
(WEPI). However, this position dropped to 54™ two years later (Yale University,
2016). The basis of ranking in the index is explained by the management of
environmental issues such as air pollufion and solid waste management, and the
importance of ranking high in this index comes from the fact that Malaysia has a goal
of becoming a developed country by the year 2020. Hence, the Malaysian government

had to intensify its efforts to be transformed into a green country (Malaysia Ministry

of Energy, Green Technology & Water, 2009).

In 1999, the World Bank conducted a study and found that Malaysia generated
81 thousand tons of solid waste. If the solid waste management remains the same, this

number could jump to 140 thousand tons per day by the year 2025 as shown in Table

Lsls



Table 1.1
Urban Waste Generated by Selected Asian Countries in 1999

Country Solid waste generation 1999  Estimated solid waste generation
kg/capita/day 2025 kg/capita/day

Myanmar 0.45 0.60 '

Nepal 0.50 0.60

Philippines 0.52 0.80

Vietnam 0.55 0.70

Indonesia 0.76 1.00

Sri Lanka 089 - B 1.00

Thailand 1.10 1.50

Source: Urban Development Sector Unit, East Asia and Pacific Region, World Bank
(2000)

From the figure, it is clear that Malaysia needs to find solutions for these
issues as people and govemments must take responsibility in balancing economic
growth and environmental sustainability (Tan & Lau, 2011). Not only is solid waste
causing environmental issues to the country, it even costs authorities between RM110
(USD33) and RM130 (USD39) to collect and dispose | ton of garbage, resulting in
the loss of nearly RM15,000,000 daily, causing local authorities to spend almost 60

percent of their annual budgets on this matter (Ramayah, Lee & Mohamad, 2010).

The reason for highlighting such an issue comes from the fact that green
products are designed in a way that makes it easier to be reused or recycled compared
to conventional products (Fullerton & Wu, 1998). According to the U.S. Congress
Office of Technology Assessment (1992), green products are designed in a way that
“environmental attributes are treated as design objectives”. It added that green
products are produced using less harmful raw materials in the first place, fnakjng the
total generated solid waste less, starting from the goods production until its

consumption.
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Previous studies on green products purchasing has primarily been focused on
in Europe and the USA. Furthermore, researchers still do not have a clear image of
how Asian consumers perceive green products (Roitner-Schobesberger, Darnhofer,
Somsook, & Vogl, 2008). Past studies have not given enough focus to the
consumption trends in South-East Asian countries despite the fact that this region
could be a major market for green products in the near future (Voon, Ngui &
Agrawal, 2011). Hence, it is clear how the green wave has directly impacted
Malaysia, and how both private and government sectors are going the extra mile to
convince Malaysians to go green. However, despite all these efforts, not many
citizens have translated that into real action for several behavioural reasons and

factors which this study intends to uncover.

1.1 Problem Statement

Around the middle of the previous century, the world’s environment started to
face many issues. Year by year, the problem was aggravated with many critical issues
surfacing such as global warming and climate change, which caused longer summers
and winters and this in return damaged the flora and fauna in the affected areas
around the world (Singaralingam, 2015). These issues happened due to highly
polluted seas and rivers, as well as other pollution sources such as acid rain, noise
pollution and substances that could harm the environment (Ramlogan, 1997).
However these issues are just the tip of the iceberg. According to Grunert (1993),
private household activities are the responsible for 40 percent of the destruction of the
environment yearly. Malaysia is facing similar issues such as managing solid waste
poorly (whether household goods or industrial waste) and high carbon emissions

which is caused by air pollution (Singaralingam, 2015). The reason for underlining
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and/or have proper packaging is one type of green purchasing behavior (Tan & Lau,
2011). According to Chan (1996) and Joonas (2008), the act of buying standard
sprays or beverages that use recyclable containers are considered a form of green
purchasing behavior. Other researchers (Hessami & Yousefi, 2013; Mainieri et al.,
1997) included consuming detergents made of recyclable materials. products
produced from recycled plastics and paper, and purchasing CFL light bulbs as
categories of green purchasing behavior. Moreover, Tan and Lau (2011) suggested
that biodegradable and recyclable products that are produced organically, and come
with minimum packaging, are exactly what green products are all about (Hessami &

Yousefi, 2013).

The main contributor to the popularity of green purchasing behavior came
from the fact that many environmental issues kept coming in the late years (Alwitt &
Pitts, 1996, Eriksson, 2004). According to Griskevicius et al. (2010), the increase of
concerns over environmental issues led to many academic attempts to specify pro-
environmental behavior. Different scholars (e.g. Alwitt & Pitts, 1996; Eriksson, 2004,
Peattie & Crane, 2005) suggested that the factors that help shape a pro-environmental
behavior can be categorized into two main factors: the first is individuals’
surroundings such as family and peers, as well as social influence, while the second

factor is based on a person’s norms such as attitude.

In another classification from the mentioned factors, Stern (2005) categorized
green purchasing behavior into public domain and private domain, and he used the
two domains to conduct his study. He concluded that the public’s support for
environmental policies is a form of a public domain because it plays a }aig role in

making significant change, while the purchase of environmentally-friendly products
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Some consumers use their own value, their specific needs, their preferences
and their purchasing power as a base to determine what value they perceive from a
certain offering (Ravald & Grénroos, 1996). The perception of value can be different
from one consumer to another based on the situation where the product was used
(Anckar & D’Incau, 2002). In the literature of marketing, measuring perceived value
as a single paradigm is a common thing (Bolton & Drew, 1991). However, i1t is also
possible to use a multi-item scale when measuring perceived value uni-dimensionally
(Anderson & Srinivasan, 2003; Chiou, 2004; Dodds, Monroe & Grewal, 1991;
Grewal, Iyer, Krishnan & Sharma, 2003; Thaler, 2008). Furthermore, Monroe (1990)
suggested that perceived value covers both acquisition and transaction value.
Therefore, one of the perspectives when investigating perceived value is to divide it
into different values which are: acquisition; transaction, and in-use value
(Parasuraman & Grewal, 2007). Acquisition value refers to the overall benefit gained
from a product and the amount of time spent in using it. Transaction value focuses on
the psychological gratification a consumer gets when buying a specific product at a
price he/she considers lower than the price he/she thought to pay (Monroe &
Chapman, 1987). In-use value refers to the value consumers get while using a product
which then leads to continuous consumption of that product or termination
(Parasuraman & Grewal, 2007) .These mentioned types of values can be understood

as stages of perceiving values.

Another important type of value is known as functional value. This relates to
superiority when comparing it with other alternatives (Sheth, Newman & Gross,
1991). In the literature related to consumer behavior, availability, ease of use,
output/input ratio, or convenience all explain the efficient task fulfillment (Holbrook,

1994). Social value refers to being approved by the society and enhancing self-image
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suggested that green purchasing behavior is directly influenced by environmental
concern. Accordingly, several studies highlighted the environmental attitude’s
relationship with environmentally related behaviors. In public, consumers show
concern towards the environment by signing ecological petitions, or by showing their
support to organizations that fight pollution. The results usually show a strong
relationship between environmental concern and ecological behavior (e.g. Lynne &
Rola, 1988). Nonetheless, some studies discovered a moderate relationship between
these two variables (e.g. Axelrod & Lehman, 1993; Smith, Haugtvedt & Petty, 1994)
or sometimes a weak relationship (e.g. Axelrod & Lehman, 1993; Smith ef al., 1994).
Additionally, Mostafa (2009) found that attitude and environmental concern have an

impact on consumers’ green purchasing behavior.

Despite the many agreements scholars have made regarding the effect of
environmental concern on purchasing behavior, some researchers argue that this
relationship is subject to the degree of motivation consumers have which could make
them change their behavioral practices. In other words, even if consumers are
concerned about the environment, they would not necessarily show a favorable

behavior to purchase green products if they were not motivated enough to do so.

Beckford, Jacobs, Williams and Nahdee (2010) and Cornelissen, Pandelaere,
Warlop and Dewitte’s (2008) study stated that environmental attitude influences
green purchasing behavior of consumers. Mostafa (2009) uncovered that
environmental concern and attitude could influence consumers’ green purchasing

behavior. Hence, the following hypothesis is suggested:

H2: There is a significant relationship between environmental concern and
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of which were never been attempted before.
2.4.1 Relationship between Green Advertising and Purchasing Behavior

Kong, Harun, Sulong and Lily’s (2014) study revealed that shoppers’
responses to green advertisements were predicted by their previous view on
corporates” environmental concermn. When their previous view towards corporations’
environmental concern is positive, consumers tend to respond to the green
advertisement in a favorable way, not only on the products offered by the corporates,

but also to the corporate’s image and its advertised message.

According to Rahbar and Abdul Wahid (2011), consumers’ values can be
formed by environmental advertisements, and these values can be translated in
purchasing green products. Chase and Smith (1992) also added that environmental
advertisement and product labeling influenced the purchasing decisions of around 70
percent of their respondents. Almost 50 percent of the targeted respondents in that
research expressed little attention to some of the advertisements because they thought

these advertisements are not reliable.

In general, consumers form judgments and feelings when advertisements are
introduced to them, which in return impacts their attitudes towards the advertisement,
leading to a certain belief on the advertised product (Batra & Ray, 1986; Zhu, 2013).
It is thus important to explore the variances between consumers’ affective reaction
(consumers’ feelings) from advertisement exposure, and cognitive response
(consumers’ judgments) towards the ad (Zhu, 2013). Based on the previous
researches, consumers’ affective responses are influenced by other advertisements,

consumers’ emotions and the current circumstance (Aaker, Stayman & Hagerty,
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labels and consumers’ environmental concern (Wessells, Johnston & Donath, 1999).
The significance of the eco-label is still not final, hence, Erskine and Collins (1997)
concluded the difficulty of having a workable effective eco-label scheme, where in
practice it could boost consumers’ environment concern. Other studies even suggested
a low correlation between eco-labeling and environmental concern (Magnusson,
Arvola, Koivisto Hursti, Aberg & Sjédén, 2001). Even in the case of having
consumers who trust and belief in a certain environmental label, they do not develop

their concern from information overload (Jacoby, 1984).

Hence, the previous literature shows that using eco-labels is not always a
determinant of a positive response from consumers. However, this uncertainty can be
an interesting factor to be studied as there are different opinions in this topic. Besides

that, this approach is new to the Malaysian market which is rapidly developing.

2.5.1 Relationship Between Eco-label and Purchasing Behavior

Most of the studies related to eco-labeling aim to find techniques to make
them impact the purchasing behavior of green products effectively (D'Souza et al,
2006; Sammer & Wustenhagen, 2006). The important matter for researchers is to
recognize the effect an eco-label has on consumers, such as influence they have on the
environment and whether consumers take eco-labels into consideration when they go
through the decision-making process. According to Rashid (2009), awareness of an
eco-label positively impacts consumers’ purchasing behavior. Nevertheless, other
studies suggested that despite consumers’ recognition of eco-labels, their green

purchasing decision do not get influenced automatically (Leire & Thidell, 2005).

Not many studies have explored the direct impact of eco-labeling and
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national label constraints and a reliable regulatory system (Rodriguez et al., 2008).
Oughton and Ritson (2007) and Von-Alvensleben (2001) added that the reason why
green products were becoming popular in Europe was due to the governments’
support to have supply-side activities, which resulted in better pricing and higher

availability.

Green products’ availability is a factor that is out of the consumers’ control.
Hence, this research used it as one of the dimensions of perceived behavior control.
From an overlook of related literature, it is found that few researches have been done
on green products’ availability, however, as discussed previously, it can be concluded
that from the few studies done on this variable, it is found that consumers generally
agree that a high availability of green produects can help them make positive decisions
to purchase green products. With the difficulty of finding green products, it is
essential for marketers to apprehend that in such a fast moving era, consumers have
less time to go shopping, and thus may not be able to go green due to the .scarcity of

green products in their datly stores’ shelves.
2.6.1 Relationship Between Products’ Availability and Purchasing Behavior

Some studies suggest that one reason for consumers not being able to find
green products is partly because they do not have enough information on that regard
(Brown & Wahlers, 1998; Kaufmann ef al.,. 2012). Some studies stated that the
unavailability of green products in stores is one of the biggest obstacles consumers
face when they intend to perform a green purchase (Byrne, Toensmeyer, German &

Muller, 1991; Davies, Titterington & Cochrane, 1995).

According to Vermeir and Verbeke (2006) consumers are usually motivated to
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Verhoef, 2011).

With the high price sensitivity consumers have, price has become a main
influencer on the purchasing behavior of green products. However, in the Malaysian
context, and under the green products category, the deal might be different. As
mentioned in the previous chapter, green products in Malaysia are viewed as
luxurious products, hence consumers expect a higher price when they purchase green
products compared to regular products. This study helps in finding whether these facts

about price affects Malaysians” purchasing behavior of green products.

Consumers may avoid purchasing green products when these products cost
more compared to conventional products as price influences consumers’ decision
when purchasing green products (Blend & Van Ravenswaay 1999; D'Souza et al.,
20006). Price has always been an indicator of purchasing behavior of green products,
and this factor affects the green purchasing behaviors of the consumers in a positive
way (Boztepe, 2012; Kaufmann et al., 2012). Hence, the following hypothesis

suggests that:

H6: There is a significant relationship between price of green products and

purchasing behavior of green products.

2.8  Green Trust (Moderating Variable)

Generally, trust refers to individuals® will to make risky decisions by exposing
themselves to others (Svensson, 2005). Moreover, trust has the ability to inflnence
different social interactions that are related to being uncertain or dependent (Esmaili,

Desa, Moradi & Hemmati, 2011) and this makes trust relate directly to people’s
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intentions to behave in one way or another. These actions show how the individual is

confident about others (Geyskens, Steenkamp & Scheer, 1996; Olmos, 2011).

Trust also indicates the willingness to rely on another party with a positive
attitude (Donald & Conchie, 2009; Man, 2006). This definition has shown many
aspects of trust. First, trust is a social phenomenon (Luhamann, 2000; Sztompka,
1999). Secondly, it relies on the expectation that a party is going to act benevolently
towards the other (Tzafrir & Dolan, 2004). Trust can also refer to consumers’ strong
belief that the other party is honest, truthful and just in meeting their expectations

(Amarjit, Flaschner & Shachar, 2006).

The most common perceptions in previous studies show trust as being
associated with beliefs (Anderson & Narus, 1990; Doney & Cannon, 1997; Law,
2007). In addition, the literature has assured the importance of some aspects that
determine the level of confidence shown by a consumer to the organization. First,
trust relies on how honest an organization is with its consumer (Doney & Cannon,
1997). Secondly, previous researchers have shown that the level of benevolence
shown by the company is related to confidence shown by their consumers. The third
element is perceived competence, particularly the ability perceived by consumers in
their company — in other words, the extent to which companies can achieve the

consumers’ expectation (Flavia'n, Guinaliu & Torres, 2006).

[n relation to this study, Chen and Chai (2010) defined “green trust™ as “the
willingness to depend on one object based on the belief or expectation resulting from
its credibility, benevolence, and ability about environmental performance™ which is a

novel concept that has not been introduced before. According to Krystallis and
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caught without harming dolphins (Bottega & De-Freitas, 2009). In this case,
consumers must decide whether they trust this claim or not. In such situations where
consumers are not sure, trust comes in as a simple tool to bridge the gap, and when
this happens, consumers will more likely accept the claim and consider it honest or

credible.

Sometimes, buyers find little information when they try to evaluate a certain
product or service. This could happen when information is not perfect, unclear, or
misleading. In this case, consumers tend to seek signals to guide them through the

process (Darby & Karni, 1973; Kirmani & Rao, 2000; Nelson, 1970, 1974).

Sellers usually offer different types of signals to build consumers’ trust on a
product, such as offering warranties, promotions, or price discounts or advertisements
(Bloom & Reve, 1990; Boulding & Kirmani, 1993; Cason & Gangadharan, 2002;
Erdem & Swait, 1998; Ford, Smith, & Swasy, 1990; Kirmani & Rao, 2000; Nelson,
1970, 1974; Rao, Qu & Rueckert, 1999). However, to make those signals work
effectively, consumers need to see them as credible and useful at the same time
(Boulding & Kirmani, 1993). This is because buyers are ready to find information
about a certain product, but they will only do so if they know that the amount of time

and effort spent to do so is worth it.

In relation to what was mentioned, advertisements come as a signal to
decrease the cost of searching for a product and to deliver consumers the message
they want to know about (Stigler, 1961). However, if this signal is not credible,
consumers will not take it as a good source of information (Boulding & Kirmani,

1993). Applying signals in a form of an eco-label could give consumers some level of
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behavior, which means evaluating the result of future behavior. In line with this, trust
also influences how one interprets the past or present actions of the other party, and
the incentives underlying the actions (Brunetto & Wharton, 2007). Second, Blau
(1964) suggested that people engage in a transaction that they believe is transacted
justly (Sharma, 2008). This conceptualization of trust as a belief concentrates on
confidence. Thus, an expectation arises on the result of the behavior that has been

taken in an uncertain situation (Paulssen & Sommerfeld, 2004).

This research follows the expectation of conceptualization of trust. Since trust
keeps a distinction between expectations and behavioral intention, this provides the
opportunity to study green trust processes as a moderator variable between the [V’s
and the DV. By reviewing the literature regarding the moderating role of green trust
between the studied variables in this research on green purchasing behavior, it
appeared that there were no exact studies in this context. However, there are some
studies that examined the influence of trust as a moderator in different areas that are
similar to the present study. For instance, research carried out by Parayitam (2005)
investigated the moderating effect of trust between conflict and decision. The result
revealed that trust is an effective moderator between conflict and the final decision.
Furthermore, Walz and Celuch (2010) investigated the moderating effect of trust
between perceived qualities of retailer commendation on consumer support behavior
through level of consumer trust in the seller. The result showed a significant role of

trust in the relationship between the IVs and the DV,

Trust also works as a moderator alongside other variables. For example, a
study investigated the moderating role of trust and social support on the relationship

between perceived organizational politics and job satisfaction, organizational

33



commitment and stress. The finding revealed that trust acts as a moderator between

the [Vs and DV variables (Gadot & Talmud, 2010).

In general, trust can be an important determinant of social interactions where
reliance and suspicions are present. The researcher examined the trust variable to
know how it provides the atmosphere, which favorable attitude, perception and
behavior to purchase green products in Malaysia is encapsulated, and the likely result
that could occur. In other words, when Malaysian buyers have more trust on green
products, they are more likely to purchase them and vice versa. According to Baron
and Kenny (1986), moderators play a role in strengthening relations between a DV
and IV variables, and it also has the ability to switch its direction. In this (‘;ontext, the
relationships between the DV and [Vs could be different based on the function of the
moderating variable of trust. Researchers view trust as an essential variable due to its
ability to push consumers to take risks on what benefits they might get from
performing a specific purchase (Galli & Nardin, 2002). This kind of estimation forms
the behavior of the consumer toward a service or a product. In line with this, it is
likely that the green trust variable moderates the relationship between perceived value
of green products, environmental concern, green advertisement, eco-label, and the

purchasing behavior of green products.

In the last two decades, marketing practitioners and researchers have
increasingly concentrated on the issue of consumer trust. However, despite the high
rate of research quantity, there are few findings regarding trust when comparing this
variable to other widely used variables such as satisfaction or loyalty (Sichtmann,

2007).
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Consumers’ propensity to trust can be seen as an attitude that drive someone to
trust others (Morrow, Hansen & Pearson, 2004). This propensity to trust is sometimes
described as personality-based trust (Rotter, 1980) or a personal trait (Johnson &
Grayson, 2000). In addition, marketing strategies cannot easily influence these traits
(Kenning, 2008). Individuals tend to think of messages as trustworthy when their
general attitude towards others is trusting, while those who do not trust others much
tend to be more skeptical (Gurtman & Lion, 1982). Mayer et al. (1995) hypothesized
in their study that certain trust can be influenced by the general propensity to trust,
however, when Kenning (2008) conducted a similar study, his results contradicted
these findings. These different findings show that corporates could end up with

different results when testing consumers’ trust, based on their propensity to trust.

Hence, consumer trust has been proposed to have a moderating effect on the
relationship between perceived value, environmental concern and purchasing
behavior of green products. Moreover, it has a similar effect as a moderating factor on
the relationship between consumers’ subjective norm that is represented in this
research as green advertisement and eco-label. Therefore, the following hypothesis is

proposed:

H7: The relationship between perceived value, environmental concern, green
advertisement, eco-label, and consumers® purchasing behavior of green

products is moderated by green trust.

2.9  Theoretical Underpinning

The discussed variables are obtained based on the understandings of theories

developed by Azjen and Fishbein since 1975 until the early 1990°s which highlighted
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2.9.1.1 Expectancy-Value Theory (EVT)

According to Eagly and Chaiken (1993), this theory offers researchers a model
that could help to comprehend the correlation between attitudes and belief. When
Fishbein (1963) first presented the expectancy-value theory, he suggested that an
individual’s attitude is a determinant of his beliefs, which are portrayed as the total
expected values of the attributes credited to the attitude. Expected values are made of
value and expectancy. Value refers to an individual’s assessment of the particular
value placed on that outcome, while expectancy considers value as the certainty that a
specific behavior will result in a specific outcome (Ajzen & Fishbein, 1980; Eagly &
Chaiken, 1993). In order to predict an attitude, the value and expectancy linked to
every attitude are multiplied and summed. Therefore, the value of an attitude is the

aggregate of evaluations related to specific traits imputed to the attitude object.

This theory suggests that a person will have the motivation to behave in a
certain way, which will lead to a highly valued result. On the contrary, when someone
thinks that the results of his behavior will hold little value, the motivation to act in
that way will be less. Beliefs, valuations and attitude are directly measured, while the
relationship between attitude and behavior could be tested using any standard attitude
scaling procedure, such as semantic differential, Guttman scaling, or Likert (Ajzen &

Fishbein, 2008).

2.9.1.2 Theory of Reasoned Action

Despite the expectancy-value model being applicable to behavioral studies,
most of the later work with EVT was tested under the TRA framework (Ajzen &

Fishbein, 1980), and the later model of TPB (Ajzen, 1988; 1991). A big literature
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Attitude refers to someone’s desire to perform a certain behavior, while subjective
norms reflect someone’s opinion on how others think about him/her performing a
certain behavior and how motivated they could be to do so (Ajzen & Fishbein, 1980).
TRA suggests that when someone thinks a certain behavior will lead to a positive
outcome, the referents will be encouraging and approving this behavior, resulting in a

positive intention which in return leads to the desired behavior.

TRA was acceptable in explaining straightforward behaviors, however, the
model was not accurate enough when there were limitations in the suggested action.
This resulted in failed predictions of behavior due to scarce abilities or resources, and
even when the intention was strong, that would not result in the desired behavior.
Having a new variable that explains perceived behavioral control thus became an
important step needed to be taken (Armitage & Conner, 2001). Hence, Ajzen (1985,
1988) came up with this construct as an additional variable to help predict intention
and behavior. PBC refers to an individual’s belief that performing a certain behavior
could be either difficult or easy (Ajzen, 1985; 1988). This construct was introduced to
deal with factors that represent either difficulties or opportunities to achieve the target
behavior. The understanding of how these opportunities or difficulties are available
and having the proper skills to behave in the desired way explains the level of

perceived behavioral control.

Madden, Ellen and Ajzen (1992) conducted a comparative research where
they tested the difference between intention and behavior in TRA and TPB under ten
different behaviors. The results showed that TRA was accurate when the behavior
was conducted under controllable factors. When there was no option over the control,

TPB proved to be more effective than TRA in predicting the desired behavior.

61



Besides that, Ajzen (1988) mentioned that TRA “was developed explicitly to deal
with purely volitional behaviors”. Hence, TRA can only be effective when simple
behaviors are studied, where it is only required to have intention to successfully

perform the desired behavior.
2.9.2 Theory of Planned Behavior

The Theory of Planned Behavior (TPB) is a well-accepted model, which
dominated the social—psychological theories that study attitude and link it to behavior
(Conner & Sparks, 1996; Armitage & Conner, 1999). When an individual has a great
intention to participate in a desired behavior, he/she is more likely to perform that
behavior. Intention is derived from attitude, subjective norms and perceived
behavioral control, and these concepts which regulate intention and behavior will be
discussed more in detail in the coming sub-sections. The theory still uses attitude and
subjective norms to determine attitude, similar to the TRA. However, it also used
perception of control to indicate someone’s intention (Ajzen, 1985; 1991), and the
role of intention is to predict behavior. Additionally, besides its contribution to the
formation of behavioral control, perceived behavioral control has the capability to

directly influence actual behavior (Ajzen, 1985; 1991) as shown in Figure 2.2
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Source: Ajzen (1991)
Figure 2.2
Theory of Planned Behavior (TPB)

In TPB, every determinant of behavioral intention is portrayed as a tool that
explains a person’s belief. Therefore, the model suggests a role for attitude in
influencing an individual’s outcome beliefs; subjective norm in influencing referent
beliefs; and perceived behavioral control in influencing someone’s control beliefs.
Besides that, TPB shows the direct role that perceived behavioral control could have

on behavior, together with its indirect role by its impact on intention.

Early literature on TPB suggested that this model has been successful when
tested on different situations to predict intention and behavior’s performance. The
theory is stronger in these predictions compared to TRA despite both theories being

used in researches related to behavior (Madden et al., 1992).

2.9.2.1 Self-Reported Past Behavior

TPB suggests a fundamental role for an individual’s intention in- predicting
whether a certain behavior will be conducted or not (Fishbein & Ajzen, 1975). When
someone’s intention is stronger, it is more probable for him to perform the desired
behavior. TPB’s ability in predicting behavior relies on the level of intention he has
besides the PBC’s direct impact (Beck & Ajzen, 1991). Additionally, behavior of the

past can also influence the behavior of the future.
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and their purchasing decisions usually depend on their environmental attitudes

(Irland, 1993; Schwepker & Cornwell, 1991).

In the context of green purchasing studies, consumers’ degree of self-
involvement in protecting the environment may decide whether they could get
involved in activities that are environmentally friendly or not (Wiener & Sukhdial,
1990). In their study, Tanner and Kast (2003) mentioned that purchasing green

products is strongly explained by their attitude towards protecting the environment.

In the environmental studies’ perspective, Hines ef al. (1987) revealed that
environmental attitudes can come in two forms. The first is “attitudes towards the
environment”™ and the second is “attitudes towards a specific environmental
behavior”. They found that a low attitude-behavior correlation occurred when attitude
is perceived generally, while a high attitude-behavior correlation occurred when
attitude was perceived as a specific attitude towards environmental behavior.
According to Schultz, Shriver, Tabanico and Khazian (2004), environmental attitude
comes from the beliefs and attitude that an individual expresses towards issues and
activities related to the environment. Schultz and Zelezny (1999) added that the level
a person considers himself as being a part of the natural environment is part of the
environmental attitude. Generally, environmentalists use the term ‘environmental

concern’ to explain the attitude towards the environment (Vining & Ebreo, 1992).

In some of environmental studies, environmental attitude tends to have an
influence on behavior such as in general environmental behavior (Straughan &
Roberts, 1999; Kim & Choi, 2003; Lopez & Cuervo-Arango, 2008), apparel

purchasing behavior (Shim, 1995; Butler & Francis, 1997) and green purchase
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behavior (Aoyagi-Usui, 2001; Kim & Chot, 2005; Tilikidou, 2007). Additionally,
Follows and Jobber (2007) and Mostafa (2007) claimed that the consumers’ actual

green purchasing behavior can be influenced by attitudes toward green purchasing.

In most of the researches that have been conducted through the years, scholars
usually find a relationship between attitude and behavior, and from the mentioned
above, it is clear that attitude plays a major role in predicting individuals’ behavior.
Accordingly, in terms of consumers’ environmental attitude, consumers who show a
positive attitude towards the environment tend to show a higher degree of concern
towards environmental issues. This is due to the fact that environmental attitude can
predict their preferences, and hence their green purchasing decisions could rely on

their environmental attitude.

2.9.2.4 Subjective Norms

Subjective norms are a form of social pressure on an individual to participate
or not in a certain behavior (Ajzen & Fishbein, 1980; Beck & Ajzen, 1991). Ajzen
and Fishbein (1980) defined subjective norm as a person’s insight of the referent’s
expectation that a behavior would be performed or not, and how far this person finds

himself motivated to behave in the way the referent would want him to do.

In their study, Lada et a/. (2009) defined subjective norms as individuals’
opinion of the pressure put by the society in order to convince him/her to perform a
certain behavior in a certain way. It also serves as a function of beliefs that normative
beliefs predict according to the advice of people (Thompson & Thompson, 1996). For
example, an individual gets social pressure to behave in a certain way when people

who have motivation on him/her think that he is supposed to behave in that way.

68



Parental and peer influences are examples of social norms (Ong, Tim, Limn & Chyi,
2013). Additionally, Yahyapur (2008) defined subjective norms as the amount and

type of pressure put on someone to influence him/her to perform a certain behavior.

Normative beliefs can be explained as the perceived behavioral expectations
of referents. Salient normative beliefs underpin subjective norms, which is made of
two gears: the referent’s beliefs and motivation to comply. The referent’s beliefs are
someone’s view of the social pressure to meet the referent’s expectations (Ajzen &
Fishbein, 1980). Normative beliefs related to peer pressure can lead to a general social

pressure or subjective norms (Ajzen, 2012).

Several studies examined the predictive power of TRA and always found a
small contribution from subjective norms on intention compared to attitude. This
means that behaviors are controlled more by attitude than social influence (Ajzen &
Fishbein, 1980; Ajzen, 1991). Trafimow and Findlay (1996) conducted a study and
the results suggested that behavior and people can be controlled by attitude and/or
norms. The results of their study also indicate that attitude plays a bigger role in

influencing behavior and this was the case with 29 behaviors out of 30.

Another possibility for subjective norms to have a weak influence is that this
indicator does not effectively test normative pressure, This comes from the fact that
normative measures are not widely viewed (Sheeran & Orbell, 1999; Armitage &
Conner, 2001), with Fishbein and Ajzen (1975) limiting subjective norms as measures
of influence from social environment. Nonetheless, Tumer (1991) had a different
view to how social influence should be understood. He suggested that “social

influence is the process whereby people directly or indirectly influence the thoughts,
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social pressure, the underlying normative beliefs are concerned with the likelihood
that specific individuals or groups (referents) with whom the individual is motivated
to comply will approve or disapprove of the behaviour. Furthermore, Ajzen (1991)
stated that control beliefs are the antecedents of PBC, and are concerned with the
perceived power of specific factors to facilitate or inhibit performance of the
behaviour. Like the other beliefs, the equation takes account of the relevance of the
belief to the individual, in this case by taking a measure of the frequency of

occurrence of the promoting (or inhibitory) factor.

Fishben and Ajzen’s theories been proven to play a big part of the behavior’s
variance. Besides that, TPB is considered one the best leading models in studying
attitude and behavior (Armitage & Christian, 2004). In context, when a consumer is
environmentally concerned, believes in the perceives value from green products;
believes on the credibility of green advertisements and the labels on greeh products;
has the ability to pay the premium price or at least believes that the price of green
products is justified and easily find those products in the market, then this consumer
should find himself purchasing green products with no hesitation. Conversely, if a
buyer has no concern over the environment, has a negative belief over the value of
green products, does not believe in the reliability of green advertisements or eco-
label, find the price of green products too high to pay for and cannot find green
products easily, then he is more likely to have a negative behavior towards purchasing

green products.

Many researchers suggest that Fishben and Ajzen’s theories can be more
effective if more constructs are included to the main model which would make it able

to explain more (Lutz, 2011). Even Ajzen (1991) agreed on this and urged researchers
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to include additional variables in the TPB model. Previous studies recommended
adding variables believing it could improve the model’s ability to predict behavior
(Sheeran & Orbell, 1999; Bobek & Hatfield, 2003). This is another reason for this
study to rely on the concepts that Ajzen proposed, given that the variables suggested

and supported by previous research can be built into the model successfully.

In conclusion, this study’s framework was developed from the understandings
of Fishben and Ajzen’s theories by taking the belief concept into the scenario of
purchasing green products and proposing environmental concern, perceived value,
green advertisement, eco-label, price of green products and green products’
availability as the independent variables and purchasing behavior of green products as

the dependent variable.

2.10 Theoretical Framework

Based on the above arguments, the research model as shown in Figure 2.3 was

designed for the purpose of this research.
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Figure 2.3
Theoretical Framework

The theoretical framework shows the purchasing behavior of green products,
which is a dependent variable and is the critical variable in this research. The whole
model is designed to discover the main predictors that affect the actual behavior of
green purchasing. Furthermore, it explores the main determinants of decision-making

among Malaysians.

The independent variables in this study are represented by perceived value,
environmental concern, green advertising, eco-label, green products’ availability and

price of green products.

As shown in the research framework, green trust acts as the third factor in the

research framework. It is proposed as having a moderating effect between perceived
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In qualitative research, researchers often examine what individuals or groups
mean concerning a social or human problem. Thus, this method requires coming up
with measures, collecting data in the research’s location, analyzing data inductively,
creating general themes, and eventually interpreting the meaning of the data
(Creswell, 2007). On the other hand, quantitative researchers examine the assoctation
among variables through impartial theories. This method uses instruments that
eventually assess these variables using numbered data, consisting of numbers to
represent the characteristics of something through statistical procedures and analysis
(Creswell, 2008). Mixed methods researchers, however, use an alternative approach
where both qualitative and quantitative methods are used (Creswell & Plano Clark,
2007). As there are three objectives in social science research, which are exploratory,
descriptive and explanatory (Zikmund, 2000; Sekaran, 2005; Babbie, 2007),
researchers try to solve issues that are new, which address all kinds of research

LE 1

questions (e.g. answering the “what,” “why”, or “how™), and develop formal

hypotheses.

In this present study, a quantitative design was used. This approach was taken
because there existed relevant measuring tools, several possibilities of generalizing a
problem, and hypotheses that could be tested (Williams & Monge, 2001). Leedy and
Ormrod (2001) reiterated that the quantitative technique is the most beneficial and
frequently utilized when the researcher aims to investigate or offer answers to
questions regarding associations between measured variables through explicit
explanation, prediction, and control of the phenomena. Given (2008) said quantitative
researchers examined an observable phenomenon through computational techniques,
then developed and utilized theories, mathematical models, and hypotheses relating to

the phenomenon. Therefore, the quantitative approach is seen as crucial to
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1970). Table 3.1 provides the generalized guideline for sample size decisions

(Sekaran, 2003).

Table 3.1
Determining Sample Size of a Given Population
N S
20000 377
30000 379
40000 380
50000 381
75000 382
>1000000 384
N= population size S=sample size

Source: Sekaran (2003)

Since it is difficult for researchers to get a 100% response rate, it 1s suggested
that the total number of questionnaires be increased by 40% to ensure a more accurate
response (Salkind, 1997), hence the sample size was increased from 384 to 537, and
Table 3.2 shows the distribution of questionnaires é.mong the respondents in the three
states. The oversampling was done to help make up any possible loss that can occur
due to the existence of non-cooperative subjects and damages (Salkind, 1997).
Furthermore, the oversampling helped to ensure that the non-response bias and non-
response rate did not affect the results (e.g., Phokhwang, 2008; Sindhu &

Pookboonmee, 2001; Ringim, Razalli & Hasnan, 2012).

Table 3.2
Determining Sample Size of the Study’s Population
State Population Percentage Sample Size Sample Size * 40
Penang 1,325,400 443% 170 238
Kedah 1,486,400 49.7% 191 267
Perlis 177,700 6% 23 32
Total 2,989,500 100% 384 537
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As mentioned earlier, this research used the random sampling technique.
According to Tesco’s website, there are an average of 5000 visitors who come to the
hypermarket daily. Based on this, it was estimated N=5000 and the research requires a
sample size of n=537. Thus, the interval size, k = N/n = 5000/537 which equals nearly
9. Hence, the researcher left the first eight consumers to leave the hypermarket and
kept approaching the 9™ consumers repeatedly. Respondents were requested to
complete a questionnaire that contained measures of the constructs, and
confidentiality was assured in order to get the most accurate and honest response from
the tested individuals. In addition, the following factors were also considered by the

surveyor whilst selecting samples for the study:

- Respondents are proficient in either English or Malay language in order to
answer the questions.

-Respondents understand the term “green products” and have participated in
purchasing them sometime in the near past.

- Respondents had purchased something from the hypermarket on that day.

- Respondents were comfortable and were given enough time to complete the

questionnaire.

To confirm the questionnaire’s reliability and validity, the questionnaire was
pre-tested on 30 respondents who had just completed their shopping from one
hypermarket in Kedah, TESCO Stargate. The researcher stayed with the respondents
while they were doing the questionnaire to detect any wording difficulties, to answér
the respondent’s questions and to mainly check how easy or difficult it was to answer
the questionnaire. It took around three minutes for every respondent to complete the

given questionnaire. From the respondent’s feedback, the researcher made some
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35 Translation

The questionnaire is written in the English language and translated to the
Bahasa Malaysia by a certified translator who is a fluent in both languages (see

Appendix B).
3.6 Instrumentation

Most of the items used in the questionnaire operationalized by the variables in
the theoretical framework are from prior studies. The association among the variables
was assessed by data analysis that is useful for understanding which of the variables
was more influential toward the purchasing behavior of green products. The present

framework consists of the variables as explained below.
3.6.1 Purchasing Behavior of Green Products (Dependent Variable)

Purchasing behavior is the main objective of this research, which indicates the
consumers’ actual behavior to purchase green products. There are many studies that
are developed by well-established theories that consider behavior as an essential

dependent variable such as Ajzen and Fishbein (1980) and Ajzen (1991).

In the green purchasing context, many researches rely on consumer behavior
as a dependent variable such as Lee (2009) and Kim and Choi (2005), who defined
green purchasing behavior as the consumption of products that are beneficial to the
environment, recyclable/conservable, or sensitive/responsive to ecological concerns.
However, as explained in the previous chapter, the researcher noted that Ffshbein and
Ajzen’s theory (1975) is the best to describe the way the researcher can operationalize

“actual behavior”.
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In this study, the researcher utilized the purchasing behavior of green products
as the key dependent variable. ltems were adopted from Lee (2009), and Kim and

Choi (2005) as shown in the following table.

Table 3.3

Items of Purchasing Behavior of Green products

Item No. Survey Items

PBOI I buy green products.

PBO2 1 make a special effort to buy paper and plastic products that are made from recycled
materials.

PBO3 When I have a choice between two equal products, I buy the one less harmful to other
people and the environment.

PBO4 I make a special effort to buy household chemicals such as detergents and cleansing
solutions that are environmentally friendly.

PBOS I avoid buying products that have potentially harmful environmental effects.

3.6.2 Perceived value

A number of studies have measured perceived value, used a vanety of
measurement methodologies and have observed a significant link between perceived
value and purchasing behavior of green products (Rizwan, Ahmad & Medhboob,
2013). Perceived value refers to consumers’ overall appraisal of the net benefit of a
product or service between what is received and what is given based on consumers’
environmental desires, sustainable expectations, and green needs (Kong et a/.,, 2014).
In this context, this study has used different dimensions to measure the Malaysians

consumers’ perceived value.

The measurement of the perceived value of green products was adopted and
modified from the study by Kong et al. (2014). Table 3.4 shows the items of attitude

toward green purchasing,
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Items of Green Products’ Availability

Item No. Survey Items

PAOI I know where the green preduct displays are in my supermarket.

PAQ2 I easily find green products in my supermarket.

PAQ3 I am willing to buy green products if they are accessible/available in my supermarket,
PAO4 I always find green products that I want 1o buy.

PAOS 1 find green products that I need easily.

PAOG Green products are easy to reach.

3.6.7 Price of Green Products

Price has always been an important factor to be studied in consumers’

purchasing behavior, due to the high sensitivity of consumers when it comes to price.

The measurement for price of green products was adopted and modified from
Suki (2013) and Trivedi, Patel and Savalia (2015) that used a five-point Likert scale

from (1) “Strongly Disagree” to (5) “Strongly Agree”. The items are shown in Table

3.9.

Table 3.9

Items of Price of Green Products

Item No. Survey Items

PPO1 I would choose environmentally friendly goods and services, campaigns or companies if
the price were the same.

PPO2 I'm willing to pay more for environmentally friendly products.

PPO3 If the price of green products is less expensive I'm willing to change my lifestyle by
purchasing green products.

PPO4 To me, it is acceptable to pay more for groceries that are produced, processed and
packaged in an environmentally friendly way.

PPOS 1 would accept paying more for an environmental cleanup program.

PP0O6 1 would be willing to spend an extra in order to buy less environmentally harmful
products. )

PPO7 1 feel proud to have environmental friendly products in my house though they cost
more.
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3.7 Questionnaire Structure

The quantitative method results are based on numbers and statistics that are
presented in figures and measures data applied in many forms of statistical analysis
(Hossein, 2007). Quantitative research design is carried out because it assists the
researcher to examine deeply a large sample of respondent's opinions about the
proposed phenomenon. Furthermore, the researcher can discover a precise perspective

of human behavior (Lakshman, Sinha, Biswas, Charles & Arora, 2000).

For the present study, the questionnaire (see Appendix A) was designed
according to the objectives, problem and hypotheses of the study to determine the
relative importance of factors that may influence the Malaysians’ purchasing behavior
of green products. The questionnaire was the main tool used in this research to

understand the consumers’ green purchasing behavior.

The questionnaire contains two sections. The first section was designed to
gather information about the respondents’ demographic profile in terms of age,
gender, race, level of education, place of residence and income. The second section
consists of five parts. The first part comprises of purchasing behavior measured by
five items from items 1 to 5. The second part measures two antecedents of purchasing
behavior: perceived value was measured by five items from items 6 tol0, and
environmental concern was measured by five items from items 11 to 16. The third
part measured two antecedents of purchasing behavior: green advertisement was
measured by six items from 17 to 22 and eco-label was measured by six items from
items 23 to 28. The fourth part measured two antecedents of purchasing behavior and

comprises of green products’ availability measured by six items from 29 to 34, and
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3.9 Pilot Test

A pilot study is a small scale preliminary investigation made to assess
feasibility, time and cost which helps to predict an appropriate sample size and
improve the study design prior to the actual conduct of a full-scale study (Hulley,
2007). The importance of conducting a pilot study comes from the fact that its ability
to show if the survey design or procedure has any shortcomings before resources and

time is given to a large scale (Doug, Burton, Cuthill, Festing, Hutton & Playle, 20006).

For this study, the pilot study helped in: (1) determining the validity and
reliability of the items; (2) assessing the adequacy of item-wording, phrasing and
questions’ construction to get accurate results; (3) evaluating the questions’ frame in a
way that could give better response; and (4) finding whether respondents could supply
the needed data. The validity of the questionnaire is the extent to which it measures
what it has to be measure and not measure something else, whereas the reliability of
the questionnaire is the degree in which the questionnaire is free from errors and

results are consistent and stable across time and contexts (Sekaran & Bougie, 2010).

Using the Statistical Package for Social Science SPSS version 18, the internal
consistency of the constructs was tested. It was found that all the measures possessed
a high reliability standard ranging from 0.784 to 0.920, where it was documented that
the minimum values of the coefficient alpha was 0.7 (Nunnally & Bernstein, 1994).
Table 3.11 depicts that all the items included in the study have a good level of internal

consistency when measuring their respective intended measures:

Table 3.11
Reliability Analysis of Pilot Study

Construct No. of Items Cronbach’s Alpha
Purchasing Behavior of Green products 5 0.787

94



Perceived Value 5 0.920
Environmental Concern 6 0.882
Green Advertisement 6 0.784
Eco-label 6 0.897
Green Products’ Availability 6 0.873
Price of Green products 7 0.904
Green Trust 5 0.818

From the table above, the results of the pilot study show that the values of
Cronbach’s alpha for the examined constructs are all above 0.70. Accordingly, given
the established benchmark of 0.70, all the variables of the study are reliable, and there
was no need fo delete any item (Hair, Black, Babin & Anderson, 2010; Nunnally &

Bernstein, 1994).

3.10 Methods of Statistical Data Analysis

To analyze the obtained data and achieve reliability in data analysis, this study
used different statistical tools represented by SPSS version 18.0 and SEM, precisely

Partial Least Square (PLS-SEM).

Given that this study examines in one model four moderating relationships
simultaneously (1.e., the moderating role of green trust between perceived value and
green purchasing behavior, the moderating role of green trust between environmental
concern and green purchasing behavior, the moderating role of green trust between
green advertisement and green purchasing behavior, and, the moderating role of green
trust between eco-label and green purchasing behavior), using SEM technique to test

this model was more appropriate.

SEM 1is the second generation technique which is used to overcome the
potential limitations and analytical problems of measuring the relationships among

variables, especially if the model is complex, like the one in this study (Haenlein &
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Kaplan, 2004). Moreover, SEM is one of the most powerful statistical tools in the area
of social science that has the ability to test several relationships simultaneously (Hair
el al., 2010). When applying SEM, researchers must consider two types of methods:
covariance-based approach (CB-SEM) which consists of several different tools that
can be used to do this sort of analysis, such as EQS, AMOS, SEPATH, COSAN, and
LISREL program (Haenlein & Kaplan, 2004), and the variance-based approach or
Partial Least Squares approach (PLS-SEM) (Haenlein & Kaplan, 2004; Hair, Ringle

& Sarstedt, 2011).

Although both approaches (PLS-SEM and CB-SEM) share the same roots,
previous researches have focused primarily on CB-SEM (Hair, Sarstedt & Ringle &
Mena, 2012a), However, PLS-SEM application has expanded in marketing and other
fields of business research and practice with the recognition that PLS-SEM’s
distinctive methodological features make it a possible alternative to the more popular
CB-SEM approach (Henseler, Ringle & Sinkovics, 2009). According to Hair ef al,
(2011), PLS-SEM is similar to using multiple regression analysis. The main object is
to maximize explained variance in the dependent constructs but additionally to

evaluate the data quality on the basis of measurement of model characteristics.
3.11  Partial Least Squares Structural Equation Modeling (PLS-SEM)

A SEM with latent constructs has two components. The first component is the
structural model normally referred to as the inner model in the PLS-SEM context
(Henseler et al., 2009), which shows the relationships (paths) between the latent
constructs. PLS-SEM only allows recursive relationships in the structural model (i.e.,

no causal loops). Therefore, the structural paths between the latent constructs can only
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head in a single direction. In the structural model, there are exogenous and
endogenous constructs. The term ‘exogenous’ is used to depict latent constructs that
do not have any structural path relationships pointing at them. Thus, the term
‘endogenous” depicts latent target constructs in the structural model that are explained

by other constructs through structural model relationships (Hair et al., 2011).

The second component of the SEM includes the measurement models, also
referred to as outer models in the PLS-SEM context (Henseler et al., 2009). The
measurement models include the unidirectional predictive relationships between each
latent construct and its associated observed indicators. Multiple relations are not
allowed; therefore, indicator variables are associated with only a single latent

construct. PLS-SEM can handle both formative and reflective measurement models,

Reflective indicators are seen as functions of the latent construct, and changes
in the latent construct are reflected in changes in the indicator (manifest) variables.
Reflective indicators are represented as single headed arrows pointing from the latent
construct outward to the indicator variables; the associated coefficients for these
relationships are called outer loadings in PLS-SEM. In contrast, formative indicators
are assumed to cause a latent construct, and changes in the indicators determine
changes in the value of the latent construct (Diamantopoulos & Winklhofer 2001;
Diamantopoulos, Riefler & Roth 2008). Formative indicators are represented by
single-headed arrows pointing toward the latent construct inward from the indicator
variables; the associated coefficients for these formative relationships are called outer

weights in PLS-SEM (Hair ef af,, 2011).
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As mentioned previously, the PLS-SEM technique is not affected by non-
normality and outlier assumptions. Therefore, there was no need to test the normality
distribution of the data. However, treatment of missing values is necessary before
assessing the model because SmartPLS program is very sensitive to the missing

values. Two steps were taken to examine the model presented in this study as follows:

a. Assessing the Measurement Model (Outer Model)

Since the measurement model of this study is reflective, the reliability and validity

were assessed, which included the following criteria (Hair ef a/., 2011; Henseler et

al., 2009):
= Composite reliability; = Indicator reliability;
= Convergent validity; = Discriminant validity; and

»  Cross-loadings.

Table 3.12 shows the criteria for Assessing Reflective Measurement Models.

Table 3.12
Assessing Reflective Measurement Models

Criterion Description

Composite reliability  Internal consistency reliability: Composite reliability should be higher than
0.70 (in exploratory research, 0.60 to 0.70 is considered acceptable).
Indicator reliability Indicator loadings should be higher than 0.70.
Convergent validity Convergent validity: The average variance extracted (AVE) should be
higher than 0.50.
The AVE of each latent construct should be higher than the construct’s
Discriminant validity  highest squared correlation with any other latent construct (Fornell-Larcker
criterion).
Cross-loadings offer another check for discriminant validity. If an indicator
Cross-loadings has a higher correlation with another latent variable than with its respective
latent variable, the appropriateness of the model should be reconsidered.

Source: Hair et al., 2011; Henseler et al.,2009

b. Assessing the Structural Model (Inner Model)
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the results of the pilot study are presented in this chapter. The results of the analyses

are presented in the following chapter.

CHAPTER FOUR

DATA ANALYSIS AND FINDINGS

4.1 Introduction

This chapter introduces the analysis of this study. It is divided into three main
sections. The first section illustrates the respondents’ profiles. The second section
discusses the statistical results from PLS-SEM analysis, which emphasizes both the
measurement model and structural model. The measurement model presents the

results of the validity and reliability of the measurement used in the study while the
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structural model presents the results of coefficient of determination, goodness of fit
and path coefficient. The third section examines the hypotheses for both direct

relationships and moderating relationships included in the study.

4.2 Response Rate

Five hundred and thirty-seven (537) questionnaires were distributed to the
respondents as stated in the previous chapter, and four hundred and foﬂy-eight (448)
questionnaires were finally retained for analysis from the total number. Out of the
total number of given questionnaires, fifty-four (54) questionnaires were found to be
incomplete due empty sections and therefore were rejected. The final number of the
approved questionnaires was three hundred and ninety four (394), yielding a response

rate of 73.3 percent. Table 4.1 below shows the response rate:

Table 4.1

Response Rate

Items Frequency Percentage %
Number of questionnaires distributed 537 100
Number of guestionnaires returned 448 83.4
Rejected questionnaires 54 10
Useable questionnaire 394 73.4

4.3  Profile of the Respondents

This section presents the demographic profile of the respondents involved in
this study in terms of their age, gender, race, education level, and monthly income.

Descriptive statistics show that the majority of the respondents were between the ages
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of 20-29 years (48%), followed by 30-39 (21%) and 40-49 (17%). This can indicate
that majority of the respondents are from generation Y, which is considered a young

segment and hence should be exposed more to environmental knowledge.

The result also shows that 41.6% of the respondents were male while 58.4%
were female. In terms of the race of the respondents, the analysis also revealed that
Malay made up 49% of the total respondents, followed by Chinese with 40.4%, then
Indians (9.6%). 1% was from other races such as the Thais, Khmers, Chams and
natives originated from Sabah and Sarawak. These characteristics excluding the
gender are close to the actual demographic characteristics of the actual Malaysian
population, which makes this study fit to represent the Malaysian public in the

northern region.

With regards to the respondents’ education level, the result shows that
majority of the respondents obtained an undergraduate degree with a total percentage
of 39% followed by SPM holders who made up 34.5%; this indicates that more than
half of the respondents have been to college, and would hence be more exposed to

knowledge and understanding of environmental issues.

In order to identify the purchasing power of the respondents, they were asked
to indicate their monthly income; the result shows that the majority of the respondents
made more than RM2000 a month with a cumulative percentage of 57.1%, while 42.9
made less than RM2000, which was considered low and hence might affect their
ability to purchase green products. Table 4.2 illustrates these findings and more

details can be obtained from Appendix D-1.

Table 4.2
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Profile of respondents

Demographic factor Category N Ye
Age Less than 20 years old 24 6
Between 20 and 29 years old 190 48
Between 30 and 39 years old 84 21
Between 40 and 49 years old 66 17
50 years old and more 30 8
Gender Male 164 41.6
Female 230 58.4
Race Malay 193 49
Chinese 159 40.4
Indian 38 9.6
Others 4 1
Education level SPM 136 34.5
Undergraduates 153 39
Postgraduates 62 17.7
Others 43 10.9
Monthly income Less than RM2000 169 429
Between RM2000 and RM3999 158 40.1
Between RM4000 and RM5999 48 12.2
Between RM6000 and RM7999 12 3
Between RM8000 and RM9999 4 |
RM 10000 and more 3 0.8

44 Descriptive Statistics of the Variables

A descriptive analysis was then conducted to describe the general situation of
green purchasing behavior, perceived value, environmental concern, green
advertisements, eco-label, availability of green products, price of green products and
green trust in the Malaysian context. As shown in Table 4.2, the mean, standard
deviation, maximum and minimum of the constructs were reported. For ease of
interpretation of the five-point Likert scale, the current study used three equal sized
categories as follows: scores less than 2.33 [4/3 + lowest value (1)] were considered
low; scores of 3.67 [highest value (5) - 4/3] were considered high, and those in

between were moderate as suggested by Sekaran and Bougie (2010).

Table 4.3 shows that green advertisement had the maximum mean value of
3.465 with the standard deviation of 0.825. On the other hand, price had the minimum

mean value of 3.278 with the standard deviation of 0.806. The results as shown in
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Table 4.2 indicates that the consumers had medium levels of green purchasing
behavior, perceived value, environmental concern, acceptance of green advertisement,
understanding of the eco-labels, finding the green products, having the ability to

purchase green products in term of their price and last but not least, having green

frust.

Table 4.3

Descriptive Statistics of Variables

Variable . Mean Std. Deviation
Purchasing Behavior 3.366 0.831
Perceived Value 3.376 0.707
Environmental Concern 3.353 0.729
Green Advertisement 3.465 0.825
Eco-label 3.342 0.826
Availability 3.427 0.843
Price 3.278 0.806
Green Trust 3.280 0.988

4.5 Data Screening and Cleaning

Before applying necessary data analysis techniques, data screening was
necessary. This is because the data distribution has a direct impact on the choice of
data analysis techniques and tests (Byme, 2010). Although this study used PLS to
evaluate the model quality (measurement and structural model) and test the
hypothesis which has no concern about data distribution, data screening was still
employed so that the nature of the distribution of the data could be known. In this
procedure, detection and treatment of missing data, outliers, and non-response bias

test were run.
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4.5.1 Missing Data and Outliers

Due to the negative effect of missing data in analysis, which certainly affects
the outcome, several researches have established that missing data is a critical issue of
major concern to many researchers since it could negatively affect the results of any
empirical research (Cavana et «l., 2001). Out of the 394 questionnaires, forty-five
surveys (0.11 of distributed surveys) had missing data. Handling missing data is very
critical due to the sensitivity of the SmartPLS (like other statistical techniques which
belong to SEM) to missing data. Therefore, 1t was adequately checked as shown in

Appendix D.

According to Hair er al.,, (2010), researchers are advised to eliminate the
respondents when there is more than 50% of missing data while not having any issues
with the sample size. Instead, missing data could be handled through SPSS by
substituting the missing values with either the mean or median of the nearest points,
or by conducting linear interpolation. In this study, the alternative option was chosen.
Thus, the forty-five respondents were found to have missing values. Only one or three
items for each set of questionnaires were missed, therefore, the missing values were

replaced with the median of nearby values as recommended by the above authors.

Qutliers are any observations that are numerically far when comparing them to
the dataset of the test (Byrne, 2010). There are many ways to detect outliers, such as
classifying data points based on an observed (Mahalanobis) distance from the
research expected values (Hair ef al., 20006). Part of the constructive arguments in
favor of outlier treatments based on Mahalanobis distance is “that it serves as an

effective means of detecting outliers through the settings of some predetermined
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threshold that will assist in defining whether a point could be categorized as outlier or

not” (Hair et a/., 20006).

This study used the table of chi-square statistics as the threshold value to
indicate the empirical optimal values. In this research, the value was set at 24.322 as it
was related to the 7 variables (at level 0.001). Hair ef «l., (2010) mentioned that a new
variable in the SPSS excel should be created under the title of “response” to indicate
the beginning of ali variables to their end. The study can achieve the Mahalanobis by
conducting a simpler linear regression by choosing the new response number as a
dependent variable, then all measurement items are selected as the independent
variable excluding the demographic variables. The new output is named MAH 1,

which is based on comparing it to the chi-square as stipulated in the table.

Based on MAH_1 output, eleven cases were selected as outliers due to their
MAH_1 being higher than the suggested threshold value (24.322), and were
subsequently deleted from the dataset as shown in Table 4.4. Sequel to the treatment
of these outliers, at the end of this test, the study was filtered to have a remaining 383
samples in the data and those were the final samples that the rest of the analysis will

be conducted on.

Table 4.4
Removed Outliers (Mahalanobis)
No. Chi-squared Value No. Chi-squared Value
1 05.69257 7 31.45457
2 41.03180 8 30.35767
3 40.67970 9 30.28383
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4 37.60945 10 26.74884
5 36.93390 11 24.10789
6 34.82142

4.5.2 Non-Response Bias Test

In order to assess the non-response bias, the t-test was carried out to compare the
responses of the early and late respondents. The data of this research was collected
during the period from 18th of November 2016 to 29th of April 2017. Seve;ral authors
argued that the non-respondents are supposed to have similar characteristics like the
late respondents. According to Armstrong and Overton (1977) and Kannan, Tan,
Handheld and Ghosh (1999), if there are any significant variances discovered between
the late and early respondents, they may point out the essential differences between
respondents and nen-respondents. This study carried out t-test to test the differences
between the first 365 early and the late 168 questionnaires. The test took into account
all the variables included in the study. However, the results in Table 4.5 show that

there were no significant differences between late and early respondents across all the

variables:

Table 4.5

Test of Non-respondent Bias

Levene’s test for t-test for
equality of equality of
variance means

Variables N Mean F Sig.* Sig.*(2-tailed)
Purchasing Early 251 -.16738 870 351 594
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behavior Late 132 -.16738 583

concem - Late 132 gz 20180 316
Vihe . Late 13 o 355 080 pe
aivetiment s 12 oses 1276 299 405
SRR B I
salibilty  Late 132 is0s 2% 13 61
Product price E:g ?; gg;gg 2.946 087 i;g
GreenTrust o0 20 20 a1 s P
*P<0.05

By referring to Table 4.5, it can be noticed that the assumption of the equality
of variance of early and late respondents is met. Having equal variances throughout
all the variables, permit then to test the equality of means of late and early
respondents. The results in Table 4.5 above shows that all values in the significance
column are greater than the required cutoff of (0.05), which means there are no
significant differences between the two groups (early and late respondents) regarding
all the variables under investigation. Thus, it can be concluded that the issue of non-

response bias is not present in this study (Pallant, 2013).

4.6  Data Analysis

As part of the PLS-SEM analysis, the measurement model was assessed first,

followed by the assessment of the structural model.

In PLS analysis, the first step is to assess the measurement model, or the outer
model. The measurement model is concerned with determining the goodness of
measures and was evaluated by the construct validity, and this assesses convergent

and discriminant validity. The convergent and discriminant validity of the instruments
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used in this study are assessed by the use of Fornell and Larcker’s (1981) approaches

which were developed for the PLS context.

Furthermore, in PLS analysis, the predictive power of a particular model is
assessed by the R squared (R2) values of the endogenous constructs or latent
variables, as well as ascertaining the standard path coefficient for each relationship
from exogenous variables to endogenous variables. The R2 values are interpreted in
the same way as those obtained from multiple regression analysis. The R2 values
indicate the amount of variance in the construct that is explained by the model

(Barclay, Higgins & Thompson, 1995; Chin, 1998).

Because the PLS model does not follow distributional normality assumption
of the observations in its procedure for estimating parameters, the traditional
parametric-based techniques for significance testing are not appropriate in PLS (Chin,
2010). Instead, two techniques are used in PLS analysis for assessing statistical
significance: the bootstrap and the jack-knife techniques. The jack-knife technique is
a more cursory algorithm and the hypotheses are tested by assessing statistical
significance of the path coefficients. The jack-knife technique is used to save
resources and reduce execution time for large data sets (Chin, 2010). Bootstrapping,
on the other hand, represents a more exact calculation of measures (Mooney, 1996).
This study uses the bootstrapping technique for testing the significance of all the path
coefficients because in PLS analysis, bootstrapping is the only mechanism for
examining the significance of path coefficients (Chin, 2010). In PLS analysis,
bootstrapping is used to evaluate the significance of a model’s path coefficients and
estimate the standard error (Chin, 1998). Bootstrapping is a non-parametric re-

sampling procedure that involves repeating random sampling with replacement from
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the original sample (Efron & Tibshirani, 1993). It is a superior re-sampling method
which attempts to approximate the sampling distribution of an estimator by re-
sampling with replacement from the original sample (Good, 2000). Despite the role of
bootstrapping in PLS, the procedure is still not a standardized one as the user decides
the number of bootstrap retrials to undertake based on the peculiarity of the situation
(Rasmussen, 1988). It was argued that insufficient number of retrials may create
incorrect estimates of standard error, t-values, confidence intervals or conclusions in
the test of hypothéses (Bontis, Booker & Serenko, 2007). Important guidelines for the
selection of the number of re-sampling are still being explored (Andrews &
Buchinsky, 2002). However, in the present study, a total of 500 retrials were chosen
for determining the significance of model’s path coefficients and standard error as

recommended by Chin (2010).
4.6.1 Construct Validity

Construct validity testifies to how well the results obtained from the use of the
measure fit the theories around which the test is designed (Sekaran & Bougie, 2010).
According to Ramayah, Lee and Chyaw (2011), the instrument should tap the concept
as theorized. This can be achieved by assessing convergent and discriminant validity,

which are discussed in the next subsections.
4.6.2 Convergent validity

Convergent validity i1s described as the level to which many items measuring
the same concept are in agreement (Ramayah ef al., 2011). In light of classical test
theory, convergent validity has its basis on the correlation between responses taken

through various methods of measuring a particular construct (Peter, 1981). Hair et al.
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(2010} suggested that researchers utilize the factor loadings, composite reliability
(CR) and average variance extracted (AVE) to assess convergence validity, which are

discussed in the following subsections.

4.6.2.1 Factor Loading

According to Hair et al., (2011), indicator loadings (factor loadings) should be

higher than 0.70. Similarly, Fernandes (2012) argued that:

“Researchers often apply the informal rule that the correlation coefficient (or
loadings) must be greater than 0.70, which implies that the variance shared between
the construct and its measure is greater than the error of the variance. Therefore, more
than 50% of the variance in the observed variable is due to its construct. If the
correlation is less than 0.70, results must be interpreted with care, as this low
correlation may be due to a poorly formulated item (Jow reliability), an inappropriate
item (low content validity) or an inappropriate transfer of an item from one context to

another.”

Table 4.6 illustrates the factor loading of each item under every variable with
a loading value of 0.70 as an accepted cut value while below this value is rejected

which are the items highlighted in the same table:

Table 4.6

Results of Measurement Model —Factor Loading

Construct Items Factor

loading

pbl I buy green products. 0.755

pb2 ] make a special effort to buy paper and plastic products that are made from recycled 0.840
materials. ’

pb3 When 1 have a choice between two equal products, | buy the one less harmful to other 0.767
people and the environment. :

pb4 I makc a special effort to buy household chemicals such as detergents and cleansing 0.729

solutions that are environmentally friendly
pb5 I avoid buying products that have potentially harmful environmental effects 0.810
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pvl I get very good value from Green products’ function 0.755
pv2 [ am satisfied with Green products’ performance 0.746
pv3 I purchase a green product because it has more environmental benefits than other

cern than other

pvS 1 purchase a green product because it is environmentally friendly 0.718

ecl 1 am highly concerned about the environment, 0.871

ec2 ] lhmk environmental issues are consumers’ respons:blllt) 0.842

ecd I am womed about how al] ofmy aclwmes affect the en\rlronment 0.809
ecs | believe that environmental issues are an eme1gency issue. 0.742

! n:n n think about how the

riDUutes

gal | trust green advertisements. 0.724
gad I think green advertisements are attractive, 0.841
ga5 I make proper purchasing decisions based on green advertisements guidance. 0.772

I enjoy watching broadcasts of grcen advemsemcnts

I easily understand Thc 1nfom1atton on eco-labe]s

el3 I'm satisfied with the information available on the eco-label of the green products | 0.743
purchased.
eld 1 understand the information on green products. 0.833
els [ believe in the information on green products. 0.750
el6 | appreciate the package/design of green products. 0.718
pal 1 know where the green product displays are in my supermarket. 0.800
pa2 1 easily find green products in my supermarket. 0.854
pa3 1 am willing to buy green products if they are accessible/available in my supermarket. 0.832
pad 1 always find green products that [ want to buy. 0.795

pas 1 find green products that I need easily. 0.751

ppl I would choose environmentally friendly goods and services, campaigns or companies 0.806
if the price were the same. :

pp2 I'm willing to pay more for environmentally friendly products. 0.754

pp3 If the pnce of green products is less expensive I'm willing to change my lifestyle by 0.702

green roducls

villing to spend an extr:  buy less u'-“lli-:i“',';i:\,r;ﬂi':"lil

pp7 I fee] proud to have environmental friendly products in my house though they cost

More. H
tl I believe that green product’s environmental image is generally reliable. 0.804
t2 1 think that green product’s environmental functionality is generally dependable. 0.754
t3 1 believe that green product’s environmental claims are trustworthy. 0.856
t4 The green product’s environmental performance meets my expectations. 0.743
t5 The green products keep promises for environmental improvement. 0.792

From Table 4.6, it can be observed that a total of eight items had a loading
value of less than 0.7 as follows: pv4=0.392; ec3=0.502; ec6=0.522; ga2=0.400;

el1=0.453; pa6=0.467; pp4=0.386 and pp6=0.313. This indicates that the variance
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shared between the construct and its measure is less than the error of the variance,

hence these items were removed as they did not meet the desired cut value of 0.7.

4.6.2.2 Composite Reliability (CR)

A review of the previous relevant statistical literature revealed the importance
of Cronbach’s alpha in measuring the internal consistency among items; this indicator
has been reported to have several limitations. The main limitation is that it assumes
the equal reliabilities of all items. However, this assumption is rarely true (Bolien,
1989). Therefore, composite reliability is preferred more (Werts, Linn & Joreskog,

1974),

Composite reliability was suggested in the SEM literature to overcome some
of the limitations of using Cronbach’s alpha (Anderson & Gerbing, 1988). This
indicator uses the item loadings obtained within the nomological network; thus, it
provides a better estimate of variance shared by the respective indicators (Hair,
Anderson, Tatham & Black, 2006). Therefore, it refers to the extent to which the
items consistently represent the same latent construct (Hair ef al., 2010). Composite

reliability as a measurement of internal consistency is calculated as follows:

(TiAij)?
(X Aij)? + X var (€ij)

Composite reliability(p) =

Al = loadings of indicator i of a latent variable
&= measurement error of indicator {

j = flow index across all reflective measurement model
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As recommended by many researchers (e.g. Hair ef al., 2011; Henseler ez al.,
2009), the acceptable threshold for composite reliability is 0.70. Moreover, it was also
suggested that composite reliability between 0.60 and 0.70 may be accepted provided
that all other conditions of construct validity are satisfied. Table 4.7 shows the

composite reliability of the constructs in this study which exceed the cut-off value of

0.70.

Table 4.7

Results of Measurements Model-Composite Reliability (CR)
Construct Composite Reliability (CR)
Purchasing Behavior 0.886
Perceived Value 0.830
Environmental Concern 0.889
Green Advertisement 0.868
Eco-label 0.882
Green products availability 0.903
Price of green products 0.861
Green Trust 0.893

4.6.2.3 Average Variance Extracted (AVE)

For assessing the convergent validity of the constructs, Fornell and Larcker’s
(1981) AVE criterion was employed. The AVE refers to the average percentage of the

variance extracted commonly among the observed variables of a construct.

Generally, it is calculated, as suggested by Hair ef al,, (2010), according to the

following formula:

n 2

AvE = 224
n

Where Ai is the standardized factor loading of the i item and # is the number

of items measuring the respective construct. According to Henseler et a/. (2009) and
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Hair et al. (2011), an AVE value greater than 0.50 indicates that a latent variable is
able to explain more than half of the variance of its indicators on average. However, if
the AVE is less than 0.5, this indicates, on average, that the construct explains less
variance in the items that remain (in error) unexplained. Table 4.8 illustrates the

results that shows the entire construct has achieved more than 0.50 values for AVE.

Table 4.8

Average Variance Extracted (AVE)

Variable AVE
Purchasing Behavior 0.611
Perceived Value 0.551
Environmental Concern 0.669
Green Advertisement 0.571
Eco-label 0.602
Green products availability 0.652
Price of green products 0.555
Green Trust 0.625

4.7  Discriminant Validity

Discriminant validity is one of the indicators used to evaluate construct
validity. However, it refers to the extent to which a group of items estimate only one
construct and how this construct is distinctly estimated (Byrne, 2010; Hair et al,,
2010). In other words, high discriminant validity indicates that a construct is unique in
measuring a phenomenon in such a way that cannot be captured by other constructs
(Hair et al, 2010). Moreover, the discriminant validity, in addition fo ensuring
distinctiveness, indicates that there are no cross-loading issues related to the measured
items. Accordingly, the criterion to evaluate the discriminant validity is the cross-
loading (or correlation) (Chin, 2010; Hulland, 1999), where the correlation of each
item to its intended construct (i.e., loading) should exceed the correlation with other
constructs (i.e., cross-loading) (Chin, 2010; Chin, 1998b). The results are shown in

Table 4.9 as follows:

Table 4.9
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Cross Loading

Purchasing  Perceived  Environmental Green Eco- Product Price of Green
value coneern advertisement label availability products Trust
0.454 0.194 0.448 0.403 0.304 0.440 0.325
pb2 0.487 0.361] 0.568 0.462 0.349 0.477 0.477
pb3 0.546 0.408 0.504 0.493 0.294 0.500 (0.548
pb4 0.645 0.585 0.392 0.401 0.24) 0.387 0.425
0.390 0.486 (.606 0.271 0.608 0.387
0.322 0.504 0.458 0.259 0.474 (.300
pv2 (1323 0.706 0.343 0.269 0.255 0.239 0.417
pv3 0.316 .749 0.741 0.352 0.260 0.226 0.258 0.522
_pv5 0.249 24 : 0.696 i 0.250 0.260 0.174 0.249 0.451
ecl 0.517 4 R7 0.475 0.560 0.325 0.548 0.620
ec2 0.426 4 0.406 0.472 0311 0.451 0.468
ecd 0.347 0.727 0.368 0.262 0.260 0.257 0.510
ecS 0.276 0.688 0.255 0.194 0.245 0.437
gal 0.385 0.274 0.488 0.373 0512 0.438
gal 0.467 - 0.3%4 0.406 0.400 0417 0.503
gad 0.548 0.463 0.395 0.579 0417 0.597 0.638
gas 0.502 0.452 0.420 0.524 (.348 0.523 0.580
gab 0.392 0.431 0.353 Frusl), 0.417 0.387 0.432 0.465
el2 0.451% 0.347 0.385 (0.448 0.236 0.781 0.330
el3 0.472 0.442 0.500 0.531 0.262 0.676 0.440
eld 0.473 0.329 0.354 0.423 0.222 0.758 0.315
el 0.457 0.263 0.283 0.560 0.301 0.703 0.446
el6 0.499 0.429 0.416 0.524 f : 0.445 0.718 0.468
pal 0.369 0.243 0.222 0.483 800 @ 0.351 0.344
paZ 0.256 0.255 0.260 0.370 BS54 0.313 0.310
pal 0318 0.327 0.329 0.428 0.378 0.388 0.398
pad 0.285 0.247 0.288 0.407 0.268 BFOSEN  0.283 0.295
pas 0.243 0.205 0.295 0.324 0.250 B0FE 0.257
ppl 0.519 0.466 0.526 0578 0.726
pp2 0.475 0.282 0.297 0.623 0.704
pp3 0.450 (.264 0.239 0.356 0.697
pps 0218 0.246 0.280 0.365 0.636
pp7 0.502 0.445 0.432 0.494 0.705
t1 0.450 0.569 0.558 0.645 0413
2 0.442 0.542 0.547 0.587 0.39)
i3 0.453 0.472 0.462 0.556 0.454
td4 0.345 0.372 0.378 0.454 0.359
t5 0.488 0.513 0.527 0.525 0.423

The second criteria to evaluate discriminant validity was tested through
variable correlation as suggested by Fomell and Larcker’s (1981) AVE test.
Substantiation of discriminant validity occurs when square root of AVE estimation is
over the correlations between the factors making each pair (Fornell & Larcker, 1981)
or the AVE of each latent construct higher than the construct’s highest squared

correlation with any other latent construct (Chin, 2010; Hair et a/.,, 2011).

Therefore, discriminant validity was employed to confirm that a construct is

more strongly related to its own measures than with any other construct by examining
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Figure 4.1
Final Reliable and Valid Research Model
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49  Structural Model (EInner Model)

Having established the validity and the reliability of the measurement model,
sufficient prediction quality and large GoF, it is possible to go to the next step which
was testing the hypothesized relationship for both the direct model and the model

after including the moderator.

4.9.1 Direct Model

The direct relations are tested by running the PLS-SEM algorithm and
bootstrapping, hence the structural model was examined (Chin, 2010). A major
emphasis in PLS-SEM analysis is on the variance explained as well as establishing
the significance of all path estimates. Specifically, the predictive power of the
structural model is assessed by the R? values of the endogenous constructs (Chin,
2010; Henseler et al, 2009), and then the level and significance of the path
coefficients (Hair ef a/., 2011). In other words, the quality of the structural model can
be assessed by R* which indicates the variance in the endogenous variable that is

explained by the exogenous variables.

4.9.1.1 Coefficient of Determination (R?)

In PLS-SEM, R? results represent the amount of variance in the construct in
question that is explained by the model. In other words, the aim of the prediction-
oriented PLS-SEM approach is to explain the endogenous latent variables” variance,
where the main target constructs® level of R? should be high (Chin, 2010; Hair et a/.,
2010). Furthermore, Chin (1998) suggested that values of R? more than 0.67 are

considered high, while values ranging from 0.33 to 0.67 are considered moderate,
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whereas values between 0.19 to 0.33 are considered weak and any R? value less than
0.19 is unacceptable. Thereby, the quality of the structural model depends on the
values of R%, which demonstrate the ability of the exogenous variable(s) in explaining

the endogenous variables

Therefore, for a given PLS-SEM model, looking at the R? for the endogenous
(latent) variable in the structural model provided by PLS-SEM was the first step.

Table 4.11 below depicts the R? of the endogenous variable in this study.

Table 4.11

R-square of endogenous latent variable
Construct-Endogenous R?
Purchasing Behavior 0.630

From Table 4.11 above, it is obvious that R? for the endogenous latent
variable included in the present study fulfilled Chin’s criteria. According to the result
of the endogenous variable of this study, “purchasing behavior of green products”, it
is clear that it can explain 63% of the variance in the exogenous variables which are:
perceived value, environmental concern, green advertisement, eco-label, availability

of green products, price of green products and the moderating variable green trust.

4.9.1.2 The Effect Size (f?)

It is also good to determine the effect sizes of specific latent variables’ impact
upon the dependent variables with the help of f2analysis which is complementary to

R? (Chin, 2010). The f?effect size was calculated as it is not automatically provided
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in PLS. The researcher manually calculated it with the help of the formula; f?= (R?

included - R? excluded) / (1 - R? included) represented by:

. 2 _ RE— Rixa
Efieet size: fr = I8N0

TR
The /2 values of 0.02, 0.15 and 0.35, respectively, were used to interpret
small, medium and large effect sizes of the predictive variables, as recommended by
Cohen (1988). Based on the proposed model of the study, the effect sizes of specific
latent variables and the moderator’s role can be evaluated by the same formula
proposed by Cohen (1988). Various researchers have made use of such assessment in

the PLS analysis (Landau & Bock, 2013; Lew & Sinkovics, 2013).

As for the moderator model, the moderating impact can be assessed by
comparing the proportion of variance explained (expressed by R? of the main effect
model [the model without moderating effect]) along with the R? of the full model (the
model with moderating effect). This premise was made on the basis of the effect size.
According to Cohen (1988, p. 412, as cited in Henseler & Fassott, 2010, p.732), the
effect size f2 is calculated using the formula provided below. Hair ef al. (2013) and
Henseler and Fassott (2010) recommended that the main effects be changed into

simple/single effects when analyzing the moderator model.

R? model with moderator — R? model without moderator
1 — R2 model with moderator

f2=

Table 4.12 shows large effect size of perceived value (2=0.3730), it also
shows that green advertisement has a small effect size (£2=0.0432) on purchasing

behavior, meanwhile environmental concern, eco-label, green product availability and
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price of green products had a small effect size (2=0.0027, 0.0027, 0.0027, 0.0108,

respectively).

Table 4.12

Effect size of latent variables

Constructs R? include R? exclude Effect size Result
Perceived Value 0.630 0.492 0.3730 Large effect
Envi tal

e 0.630 0.629 0.0027 Small effect
Green Advertisement  0.630 0.614 0.0432 Small effect
Eco-label 0.630 0.629 0.0027 Small effect
Green Product

Availability 0.630 0.629 0.0027 Small effect
Price:af fiseen 0.630 0.626 0.0108 Small effect
Products

4.9.3 Predictive Relevance of the Model (Q?)

The predictive relevance Q2 is another criterion to assess the quality of the
structural model, or in other words, the model’s capability to predict (Chin, 2010).
The basic proposition of predictive relevance is that the model must be able to
adequately predict each endogenous latent construct’s indicators (Hair et al., 2011).
The Q? value is obtained by using the Blindfolding procedure to generate the cross-
validated communality and cross-validated redundancy. Blindfolding procedures are
designed to remove amounts of the data and consider them as missing values in order
to estimate the model parameters. In other words, a sample reuses a technique that
omits every d*"* data point part and uses the resulting estimates to predict the omitted
part. It should be noted that the omission distance d must be chosen; experience

shows that d value from 5 to 10 is advantageous (Chin, 2010).

The blindfolding procedure is only applied to endogenous latent variables that
have a reflective measurement model specification (Hair ef al., 2011; Henseler ef al.,

2009). As was mentioned earlier, Q* comes in two forms: the cross-validated

122



redundancy and communality. Hair et al (2011) recommended using the cross-
validated redundancy, which unlike the cross validated communality, uses the PLS-
SEM estimates of both the structural model and the measurement models for data
prediction and, therefore, perfectly fits the PLS-SEM approach. Forell and Cha
(1994) suggested that if an endogenous construct’s cross-validated redundancy
measure value (i.e., Q) for a certain endogenous latent variable is larger than zero (Q
> 0), its explanatory latent constructs show evidence of predictive relevance. Table

4.13 below shows the predictive relevance of the model in this study:

Table 4.]13

Predictive relevance of the endogenous latent variables Q*

Construct Validity redundancy Results

Purchasing 0.382 Q% > 0 explanatory variable provides predictive
Behavior relevance

Based on the SmartPLS 2.0 results, the obtained for cross validated
redundancy of the endogenous latent variables were found to be 0.382 > 0. This result

supports the claim that the model has a sufficient prediction quality.

4.9.4 Goodness of Fit of the Model (GoF)

Unlike the CB-SEM approach, PLS-SEM has only one measure of goodness
of fit, which was defined by Tenenhaus, Vinzi, Chatelin and Lauro (2005) as the
global fit measure (GoF). GoF (0 < GoF < 1), which is a geometric mean of the
average variance, extracted (Average Communality AVE) and the average R-square
for the endogenous variables. The purpose of measure is to account for the model

performance at both the measurement and structural models with focus on overall
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prediction performance of the model (Chin, 2010; Henseler & Sarstedt, 2012). GoF is

calculated by the following formula:

To determine the global validation of PLS models, Wetzels, Odekerken-
Schroder and Oppen (2009) derived the following GoF criteria for small, medium,

and large GoF as in Table 4.14 below:

Table 4.14

The baseline of GoF criteria

GoF small 0.10
GoF medium 0.25
GoF large 0.36

The above table demonstrates the baseline values for validating the PLS model
globally. Accordingly, the GoF value of this study was 0.603 which was calculated as

follows:

Gof = +/(0.630 x 0.604) = 0.603

By comparing the GoF value of this study with baseline values of GoF
assuggested by Wetzels et al. (2009), it can be concluded that the GoF model is large

and of sufficient global PLS model validity.

4.9.5 Hypotheses Testing {Path Coefficient)

The hypothesized relationships were tested by running PLS algorithm and

bootstrapping algorithm in SmartPLS 2.0 3M. Although path coefficients are very
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important in PLS analysis, Hair ef a/. (2011) confirmed that when paths are non-
significant or when they tend to reveal some signs that are against the hypothesized
direction, the prior hypothesis should be rejected. On the other hand, significant paths
showing the hypothesized direction support the proposed causal relationship
empirically. Further, they stated that each path coefficient’s significance, just as with
the indicators’ weights and loadings, can be assessed by means of a bootstrapping

procedure.

Using the bootstrapping method in the assessment of path coefficients entails a
least bootstrap sample of 5000 and the number of cases should be equal to the number
of observations in the original sample (Hair es al, 2011). Moreover, the critical t-
values for a two-tailed test are 1.65 (with a significance level of 10%), 1.96 (with a
significance level of 5%), and 2.58 (with a significance level of 1%). Along this vein,
the researcher set 5000 re-sampling with a replacement number from the bootstrap
cases equal to the original number of sample (383) in order to produce standard errors

and obtain t-statistics.

Figure 4.2 followed by Table 4.15 contain the path coefficient and the
bootstrapping results of the direct relations, where the hypothesized relationships

below were tested:

H1: The result revealed that the proposed relationship between perceived value and
purchasing behavior of green products was significant (B = 0.701, t = 8.957) and

hence the hypothesis was supported.
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H2: Environmental concern did not show any association with green purchasing
behavior (B = 0.078, t = 1.059) and therefore this hypothesis was found to be not

significant.

H3: Green advertisement and green purchasing behavior was highly significant (B =

0.196, t = 3.616) and hence the hypothesis was supported.

H4: No support was found for H4 because eco-label had no significant relationship
with green purchasing behavior (B = 0.066, t = 0.601), therefore the hypothesis was

not supported.

HS5: The result offered no support for H5 because green product availability was not

significant in determining green purchasing behavior (f =0.039, t=1.107).

H6: The result showed a strong association between price of green products and
purchasing behavior of green products (B = 0.192, t = 1.695) and hence the hypothesis

was supported.
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Availabilit

Figure 4.2
PLS bootstrapping (t-value) for the study model of direct relations

127



Table 4.15

Results of hypothesis testing for the direct relations

Hypothesis Relationship Path Standard error t-value Result
coefficient
HI Perceived value — green purchasing behavior 0.701 0.078 8.975 Supported
H2 Environmental concern — green purchasing behavior 0.078 0.073 1.059 Not supported
H3 Green advertisement — green purchasing behavior 0.196 0.054 3.616 Supported
H4 Eco-label — green purchasing behavior 0.066 0.109 0.601 Not supported
- Availability of green products — green purchasing — _— 10 Not supported
behavior
H6 Price of green products — green purchasing behavior 0.192 0.113 1.695 Supported
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4.9.2 Moderating Model

For the purpose of testing the moderating effect of green trust, four of the six
variables were tested, namely perceived value, environmental concern, green
advertising and eco-label since those variables could be affected by an assistant
variable unlike variables related to perceived behavioral control which were price and

availability in this study.

By running PLS algorithm and bootstrapping algorithm in SmartPLS 2.0 3M,
bootstrapping method was applied the same way with the direct relation in the

previous section and the results of the hypothesis revealed the following:

H7: Result provided support for H7 (§ = 2.314, t = 6.467). This indicates that green
trust had a moderating effect on the relationship between perceived value and green
purchasing behavior and enhances the relationship between them.

H8: Green trust had a moderating effect between environmental concern and
purchasing behavior of green products (f =1.603, t = 4.430). Hence this hypothesis
was supported.

H9: The results showed that green trust moderates the relationship between green
advertisement and green purchasing behavior (f =0.499, t = 1.697) and this shows
that green trust enhances the relationship between the two variables.

H10: The results provided no support for the last hypothesis (f = 0.436, t = 1.548).
This implies that green trust had no moderating effect on the relationship between

eco-label and purchasing behavior of green product.

Figure 4.3 and Table 4.16 contain the path coefficient and the bootstrapping

results of the moderating relations as follows:
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Availabilly

Figure 4.3
PLS bootstrapping (t-value) for the study model of moderating relations
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Table 4.16
Results of hypothesis testing of the moderating relations

. Path Standard
Hypothesis Relationship t-value Result
coefficient error

Perceived value*green trust —
H7 ' ) 2.315 0.358 6.468  Supported
green purchasing behavior
Environmental concern*green

HS8 trust — green purchasing 1.604 0.362 4.431 Supported

behavior

Green advertisement*green
g

H9 trust — green purchasing 0.500 0.294 1.697 Supported
behavior
Eco-label*green trust — green Not
H10 0.437 0.282 1.548
purchasing behavior supported

4,10 Analysis of the Effect of Green Trust as a Moderator

In Table 4.15, the result of hypothesis testing showed that the moderating
effect of green trust on perceived value and purchasing behavior was supported.
However, to get more details of this relationship, we created a line graph that can

illustrate this result as shown in figures 4.4,4.5 and 4.6.

In Figure 4.4, there were two different curves in the relationship between
perceived value and purchasing behavior, which represented low and high perceived
value from green products. The curve of high green trust was positive for the
relationship between perceived value and purchasing behavior; the curve of green
trust was found to be faster (larger area or made a more right angle) compared to the
curve of low green trust. This means that green trust strengthened the positive

relationship between purchasing behavior and perceived value. In other words, when
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consumers have a high green trust, they tended to perceive a higher value from green

products when purchasing compared to when it is lower.
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The Moderating Effect of Green trust on Perceived Value

In Figure 4.5, there were also two different curves in the relationship between
environmental concern and purchasing behavior, which represented low and high
purchasing behavior of green products. As seen from the hypothesis results,
environmental concern had no influence on green purchasing behavior or as
represented in this figure, it moves more to the negative effect. However, with the
interaction of the moderating variable green trust, this relationship improves, and the
curve of green trust moves more to the positive side. This means that green trust
dampened the negative relationship between purchasing behavior and environmentai
concern. In other words, when consumers have a high green trust, they develop a less

negative environmental concern.

132



5 4
45 4
4 <
5 154 - Moderator
- - =
>
2 = i =—4==Low Green Trust
[,
= \
15 4 ’
%ﬂ = ==High Green Trust
‘@
a2 -
=]
o
= L5 7
=
1 T 1
Low environmental High environmental
concern value concern value
Figure 4.5

The Moderating Effect of Green trust on Environmental Concern

Figure 4.6 shows the relationship between green advertisement and purchasing
behavior. The hypothesis results supported the claim that green advertisement has an
influence on green purchasing behavior, and with the interaction of the moderating
variable green trust, this relationship goes higher. The curves of high green trust and
low green trust were always positive for the relationship between green advertisement
and purchasing behavior of green products, however, similar to the first independent
variable, the curve of high trust is slightly higher (covers a larger area or has an angel
more to the right) than the lower trust curve. This means that green trust strengthens
the positive relationship between purchasing behavior and green advertisement. In
other words, when consumers have higher green trust, they are more likely to accept
green advertisements and receive the messages they deliver about green purchasing

positively.

133



4.5 -

4 -

5 | - Moderator
- |

3 1 L — =¢=|ow Green Trust

e

=== High Green Trust

Purchasing behavior
v

Low green High green
advertisement advertisement

Figure 4.6

The Moderating Effect of Green trust on Green Advertisement

4.11 Summary of Findings

This chapter has reported the findings of this study. It has also presented
findings on the response rate and characteristics, techniques employed in
measurement refinements, and analyses run to examine the instrument validity and
reliability tests, among others. Descriptive statistics showed that in general,
respondents indicated medium levels of green purchasing behavior, perceived value,
environmental concemn, accepting green advertisement, understanding of eco-labels,
finding the green products, having the ability to purchase green products in terms of
their price, and green trust. More importantly, this chapter has offered results of PLS
analysis that was obtained from the evaluation of the measurement model, structural

mode] and hypotheses testing.
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As indicated in the various analyses above, six of ten hypotheses were
accepted as being significant while four hypotheses were rejected due to insignificant

findings.
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CHAPTER FIVE

DISCUSSION AND CONCLUSION

5.1 Introduction

This chapter is dedicated to summarizing the study, discussing its findings and
highlighting its contributions to the theoretical and methodological literature. It also
offers recommendations for managers, presents limitations of the study and suggests

future research avenues. Finally, this chapter summarizes and concludes the study.

5.2 Recapitulations of Research Findings

Essentially, this study was greatly motivated by the practical gaps in the
context of the relationship between consumers’ environmental concern and their
green purchasing behavior in the Malaysian market, which converged with the

theoretical gaps in the relevant literature.

Based on previous studies in consumers behavior (e.g., Alam, & Sayuti, 2011;
Gabisch, 2011; Moshrefjavadi et al., 2012; Singaralingam, 2015), a theoretical model
of green purchasing behavior was developed to show proposed testable relationships
among the study constructs in the context of green behavior in the Malaysian market.
The model was to assist in answering the following questions: (1) Do perceived value
of green products and environmental concern influence the purchasing behavior of
green products? (2) Do green advertisement and eco-label influence the purchasing

behavior of green products? (3) Do green products’ availability and price influence
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the purchasing behavior of green products? (4) Does green trust moderate the
relationship between perceived value of green products, environmental concern, green

advertisement, eco-label, and the purchasing behavior of green products?

Consistent with the research questions, a number of research objectives were
sought to be accomplished. Primarily, the objectives were to: (1) examine the
influence of perceived value of green products and environmental concern on
purchasing behavior of green products; (2) to investigate the influence of green
advertisement and eco-label on purchasing behavior of green products; (3) to
investigate the influence of green products availability and price on purchasing
behavior of green products; and (4) to examine the moderating role of green trust on
the relationship between perceived value of green products, environmental concern,

green advertisement, eco-label, and the purchasing behavior of green products.

As mentioned at the beginning of the fourth chapter, data were gathered from
different consumers in the Malaysian market. 537 questionnaires were distributed via
mall intercept method and 448 questionnaires were returned, representing 83.5%
participation. However, only 394 questionnaires were useable, hence the effective

response rate was 73.4%.

Based on the PLS-SEM, the measurement model was assessed first followed
by the structural model. The construct validity, convergent validity by factor loading,
composite reliability and average variance extracted (AVE) and discriminant validity

analysis was conducted.

The structural model was also examined to test the hypothesis relationship

with the variables. PLS algorithms and bootstrapping were run to produce the

137



coefficient of determination (R?), effect size (f?2), predictive relevance of the model
(Q*), goodness of fit (GoF) and path coefficient. Qut of ten hypotheses, six were

supported.

Perceived value was found to have an impact on green purchasing behavior,
however, the relationship between environmental concern and green purchasing
behavior was not significant. Similar to the first hypothesis, green advertisement had
a relationship with purchasing behavior of green products. Both the fourth and fifth
hypotheses were not significant when tested with green purchasing behavior which
were eco-label and availability of green products, while the sixth hypothesis tested the
direct relationship between price of green products and purchasing behavior of green

products and the results of the test showed that this hypothesis was supported.

The moderating variable was tested with four variables to find if it can
improve the relationship between these constructs forming four hypotheses (H7, HS,
H9 and H10). The first three hypotheses were all supported as green trust moderated
the relationship between perceived value, environmental concern, and green
advertisement with green purchasing behavior; however this moderating variable did

not moderate the relationship between eco-label and green purchasing behavior.

5.3  Discussion of the Findings

Chapter One of this study stated four research questions and this segment
provides a discussion on each of the research questions presented in this research. The
empirical investigation on the relationship between the six independent variables
(perceived value, environmental concern, green advertising, eco-label, availability of

green products, and their price) and the moderation between these variables and green
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purchasing behavior have been presented in the earlier sections. The detailed
discussion and critical evaluation of the findings are addressed as follows. The present
study presented ten hypotheses to answer the four research questions. The following

discussions concentrate on each of the research questions of this present study.

5.3.1 The Influence of Perceived Value and Environmental Concern on

Purchasing Behavior of Green Products

Perceived value explains consumers’ overall evaluation of green products, and
in the field of green products, those consumers study the green product and try to find
if it has a negative impact on the environment and evaluate the outcome with what
they apparently expect. Consumers perceive values of green products differently,
hence, their purchasing behavior could vary and such difference in their perception
comes from their personal values, purchasing power, need for the green products and

their personal preferences.

The first research question of this present study is: Do perceived value of
green products and environmental concern influence the purchasing behavior of

green products?

To answer this question (perceived value and environmental concern) the data
was tested using the path coefficients and bootstrapping in SmartPLS 2.0 3M, and the
results showed that perceived value was significant while environmental concern

showed no impact.

In this study, perceived value showed a significant relationship with

purchasing behavior of green products. This finding from the present study supports
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similar studies on environmental behavior done in the USA by Duman and Mattila
(2005) and Taiwan by Chen and Quester (2006). The effect of this variable seems to
be the same in the Malaysian context as the study of Yaacob and Zakaria (2011),
which was done in the state of Pahang, generated same outcome. Overall, consumers
always tend to care about the value of the products they pay for no matter where they
come from or their background; similarly with green products, those who choose to
go green expect the product to show certain characteristics, whether it is how these
producfs are manufactured, whether they are harmful to the environment or if they

can be recycled.

Environmental concern showed no significant relationship with purchasing
behavior of green products. Despite having many studies that suggested an existence
of a relationship between environmental concern and purchasing behavior of green
products (e.g. Aman et al., 2013; Kaufmann ez al,, 2012; Magnusson ef al., 2008) and
besides some suggesting that this behavior depends on the products’ features and
benefits, or the green products’ accuracy in meeting their claim (e.g. Forkink, 2010;
Luchs et al., 2010), the results in this study suggested otherwise. When environmental
concern was tested, it showed that it had no statistically significant impact on
Malaysian consumers’ green purchasing behavior. This result corresponds with the
main gap of this research discussed in the problem statement, as many researchers in
Malaysia suggested that Malaysian consumers do have environmental concern, could
show sympathy to the environment and may even understand the importance of
protecting the environment and worry about the effects of harming it; however, they
still do not choose to purchase green products and such a concern does not reflect on
their actual behavior. The reason for this to happen can be explained as Kaufmann et

al. (2012) suggested that the effect of environmental concern can exist when there are
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motivations to change the behavior. When consumers are asked to purchase green
products just to help protect their environment, they do not show a favorable behavior
towards this cause due to many factors that have been tested in this study such as the

green products’ high prices or due to the difficulty of finding these products.

5.3.2 The Influence of Eco-label and Green Advertisement on Purchasing

Behavior of Green Products

The role of advertisement has always been relied on by marketers when they
want their products and services to be known fast to consumers as the competitive
world of marketing is always moving at a high speed. Advertisement has the ability of
influencing consumers® behavior and deriving their choices, and plays a similar role
as peers and governments. The need to have green advertisement comes from the fact
that green products have to compete with other products and overcome the extensive

public skepticism against green claims.

The second research question of this present study is: Do green advertisement

and eco-label influence the purchasing behavior of green products?

In order to answer the second question of this study regarding the impact of
green advertisement and eco-label on the purchasing behavior of green products, the
path coefficients and bootstrapping in SmartPLS 2.0 3M were examined. As shown in
Table 4.14, only green advertisement was found to be significant (H3) while eco-label
was found to be not significant (H4). The results indicate that green advertisement can
influence Malaysians’ green purchasing behavior while eco-labels do not have much

effect.
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The findings of this present study seem to be consistent with Rahbar and
Abdul-wahid (2011) and Zhu (2013) who stated that consumers tend to show
favorable behavior towards green advertisements. This reflects on their actual
behavior, especially when they are concerned about their environment. It is important
to highlight the findings Kong ez al. (2014) in which consumers will show a good
response to green advertisement but are tied to their previous view about the
corporates’ environmental concern; this means that the reliability of corporates in
their environmental claims is important to consumers and they will only accept green
messages when they have a positive past experience with the corporates they are

dealing with.

Eco-labels showed a non-significant relationship to green purchasing
behavior. This outcome reiterates literature that showed a minimum impact of eco-
label on green purchasing behavior (Wessells et al, 1999; Sharaf, Isa & Al-qasa,
2015a). Despite having this result contradicting many previous studies that suggest an
existence of influence of eco-label on green purchasing behavior (Rashid, 2009),
some authors argued that having a workable and effective eco-label scheme is a
difficult task in practice (Erskine & Collins, 1997). Others such as Sharaf and Isa
(2017) argued that consumers may recognize eco-labels, however, this factor is not
enough to influence their actual behavior automatically, and there must be other
predictors that could help shape their decisions. Another reason for such an outcome
can be stimulated from the suggestion of Loureiro and Lotade (2005), who limited the
positive effect of eco-labels on developed countries where consumers have the

knowledge, the will, and the capability of purchasing green products.

142



5.3.3 The Influence of Availability of Green Products, and Price on Purchasing

Behavior of Green Products

The importance of studying price came from the general agreement by
different authors that green products generally come with a high price, which could be
an obstacle for consumers (Mc Kenzie-Mohr, 2000). Price will always be an indicator
of consumers’ intention to purchase different products, including green products,
because almost all consumers are always price sensitive (Sharaf, Isa & Al-qasa,

2015b).

The third research question of this study is: Do green products availability

and price influence the purchasing behavior of green products?

Two hypotheses were tested to answer this research question. The result from
the empirical data analysis shows that green products’ availability was found to be not
significant (H5) while the price of green products was significant (H6) (see Table
4.15). These results indicate that green products’ availability has no impact on
Malaysian consumers’ green purchasing behavior, but price has a strong impact

among Malaysians.

For the hypothesis that received empirical support (H6), the findings are
theoretically consistent with those of Pedro-Pereira-Luzio and Lemke (2013), who
demonstrated a direct significant impact between the price of green products and
consumers’ purchasing behavior of green products. In addition, the present study’s
findings provide support for previous research that examined the price of green

products and its relationship to consumers’ actual behavior (e.g. Fotopoulos &
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Krystallis, 2001; Peattie, 2001; Shahnaei, 2012; Sharaf & Isa, 2017; Verhoef, 2005).

This relationship exists due to consumers’ price sensitivity.

On the other hand, green products’ availability showed no significant impact
on consumers’ purchasing behavior. This indicates that the availability of green
products is not something Malaysian consumers are concerned about and hence it
does not impact their actual behavior of green products. From the descriptive analysis
in Chapter 4, in Table 4.2, we can see that the respondents’ mean answer was 3.42
which means that their answers were more towards agreeing that they found green
products, however it seems that this factor does not have any significant impact on
their purchasing behavior of green products. In other words, this can be explained as
Malaysians tending to find green products in their local supermarkets, however, this
does not motivate them to go green. The reason for such a result can be related to
either the primary issue of green products which 1s their premium price, hence despite
having green products available consumers do not find themselves preferring to
purchase them. Another explanation could either be blamed on the eco-label of green
products as from the previous section, it was indicated that eco-labels had no impact
on consumers’ purchasing behavior of green products. This issue is critical in
practical marketing implications; if the packaging of the products does not attract
consumers, then some serious revision should be conducted to improve the eco-label
and packaging of those products. Many studies suggested that availability of green
products play a major role in effecting consumers’ decision to purchase
environmentally-friendly products (Zakowska-Biemans, 2011) and some stated that
consumers find it difficult to locate green products in their local markets (De-
Pelsmacker ef al., 2003). However, in the Malaysian context, it can be seen that the

green wave has taken its part in the market and those products are now easier to find,
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however, such a factor is not enough to motivate consumers to go green and other

factors should be considered in order to come out with the desired outcome.

5.3.4 Green Trust as a Moderator

The fourth and final question of this present study is: Does green trust
moderate the relationship between perceived value of green products, environmental
concern, green advertisement, eco-label, and the purchasing behavior of green

products?

The role of trust is one of the most important elements to form a social
interaction, whether personal or even in daily life activities such as purchasing
products. The green movement which started in recent decades started to spread
bigger vibes, and many companies followed the trend to keep their customers
satisfied. However, the fast rush into this market has led to many unreliable claims
which made consumers seceptical towards green products. In relation to this, and with
the enrichment of literature in this topic, Chen and Chai (2010) came out with the
term “green trust” which basically refers to consumers’ willingness to depend and
believe in a product based on its environmental performance. It was perceived that the
critical role of green trust would bridge the conversion of perceived value,
environmental concern, green advertisement and eco-label to green purchasing
behavior. Four hypotheses were developed to analyse the role of green trust as the

moderating variable.

The results of this study showed that H7, H8, and H9 were all supported. It
showed that green trust moderates the relationship between perceived value,

environmental concern and green advertisement. The direct relationship between
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perceived value and green purchasing was significant before involving the moderating
variable, however after moderating those two variables with green trust, the
relationship was stronger. This means when consumers have higher green trust, they
will have a higher positive perceived value from green products, hence leading to

them purchasing more green products.

When environmental concern was directly tested with green purchasing
behaviour, the results showed no significant relationship, however, after green trust
moderated the two variables, the results showed a significant relationship. This
finding is very interesting as it can narrow the main gap of this study which has
puzzled researchers for many years as consumers tend to have a certain level of
concern towards the environment, however, their purchasing behavior was always
Jimited. From the results of this hypothesis, we can understand that green trust is the
main key to solving this issue, as consumers are actually worried about the
environment and may even contribute in different ways to protect it such as recycling,
reducing or reusing, and they even might be ready to purchase green products, but the
lack of trust prevents them from doing so. As mentioned in the previous discussion,
the many false claims of green activities corporates made in the past several years

have lead to such a result.

Green trust also moderated the relationship between green advertisement and
purchasing behavior. Like perceived value, green advertisement was tested directly
and showed a significant impact on green purchasing behavior. However, with the
moderation of green trust and as discussed in subsection 4.10 of the previous chapter,
the moderating variable of green trust played a significant role in strengthening the

already existing relationship between green advertisement and green purchasing
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behaviour. This means that the more trust consumers have on the advertised products,

the more that translates in an actual purchase of those green products.

Among the four hypotheses, only H10 was not supported in this study as the
results of this research showed that green trust was not a moderating factor in
translating eco-label and purchasing green products. Eco-labels failed to show any
significant relationship with purchasing behavior when tested directly and when green
trust moderated this relationship. Several possibilities can be discussed on why green
trust did not show any significant relationship when it comes to eco-label and
purchasing green products. The main reason can be explained by the work of Kangun
and Polonsky (1995), which found that consumers usually do not understand green
labels attached as eco-labels to products. This can be due to the sophisticated terms
used in labelling green products which ordinary consumers may not be familiar with
such as “pesticide-free” or “degradable”. Furthermore, eco-labels are supposed to be
attractive instruments to inform consumers about the environmental claims products
hold, however, this is not the case in many green products. Most of these eco-labels
try to use the limited space available to put as much information as possible on the
benefits of the product and the environmental standard they meet, and this comes at
the cost of the design of the label. A study conducted by Jacob (1984) specified this
reason and stated that even when consumers trust eco-labels, they find it difficult to
develop their concern from information overload on green products. If this is the
scenario of consumers who trust eco-labels, Cherian and Jacob (2012) made it clearer
when they found that for those who do not trust eco-labels — as the results of this
study showed — they do not care much on what message these eco-labelled products

hold. Therefore, it was only natural that consumers in this study who do not possess
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green trust found eco-labels as a non-predicting variable to their green purchasing

behavior.

54  Implication of the Study

This study sets out to understand whether the consumer’s environmental
concern, perceived value, green advertisement, eco-label, price of green products and
green products’ availability explain their environmentally conscious behavior. The
overall findings of this study have several contributions to both practice and theory.

The following sub-sections discuss these contributions.

5.4.1 Practical Implications

The findings of this study revealed that three critical factors influenced
consumers’ green purchasing behavior: perceived value, green advertisement, and
price of green products. It provides insights on the four P’s of the marketing mix and
their implications on green products studied under different variables. The perceived
value in this study is explaining the product itself and the value of it in the consumers’
perception. Green advertisement and eco-labels explain promotion. Product
availability highlights the third P, which is place. Last but not least is price, and these
variables together with understanding environmental concerns and having green trust
can give a broader understanding to marketers on their impact on consumers’ actual
green purchasing behavior. In a paper published by Samuelson (1938), is was stated
that the approach to consumer theory suggests that consumers tend to follow a certain
pattern when they behave, and this includes their purchasing behavior. The conclusion
from the analysis of this study showed that the suggested pattern in green purchasing

could start by consumers being concerned about the environment. After that, they
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start to expect a certain value to be gained from green products, and companies
subsequently promote green products via green advertisements which builds their
interest. Once they are interested, their behavior leads to purchasing green products.
Based on the above, policy makers can inform the Malaysian public of the importance
of going green and the level of harm the environment is facing, which brings concern
to consumers. They can start to evaluate the things they purchase and have green
products as a partial solution, and from there the pattern goes on until the continuous
purchase of environmentally friendly products 1s achieved. Such an understanding on
how consumers tend to behave would be important for green marketers to engage

with their customers.

Besides that, this study also found that green trust does aid converting
environmental concern, perceived value and green advertisements into behavior,
These specific findings would help marketers change their marketing strategies to
focus more on the four factors that influence green purchasing behavior. Marketers
would be able to prioritize building trust with consumers and strategize their approach
in making reliable claims, which will help to encourage consumers to embark on their
green journey. It is clear that consumers need to have sufficient information and even
trials to start believing in green products and trust those more in order to follow the
green wave and show a more positive behavior towards the going green concept. The
present study shows that green trust as a moderator does have an impact on the
perceived value of green products, environmental concern and green advertisements
to behavior. As Malaysia moves towards its 2020 vision and is planning to be a green
hub with tourism as one of the main backbones of the economy, people need to

believe in the green cause which contributes directly and indirectly to that vision. This
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will only happen when Malaysian consumers have no trust issues with green products,

making them a main part of their daily households.

This study had also helped in profiling consumers when it comes to their
actual behavior as green consumers. To a certain extent, the research profiled the
consumers who frequently visited hypermarkets and supermarkets in Kedah, Perlis,
and Penang and evaluated who and which segment tends to purchase green products.
With such a profiling, local authorities together with green marketers will have the
ability to target the proper age groups and launch their go green campaigns. The
shopper profile in this study falls predominantly in the young age range (between 20
and 40 years old), which makes up nearly 70% of the respondents. Thus, with this
understanding, green campaigns should focus more on this age group and the proper
ways and means of reaching them should be considered such social media, while

traditional means could be used less such as televised campaigns.

The role of perceived value in this study shows that no matter the type of
product, having a green label with no real value to consumers is not an effective
approach, as eco-labels turned out to be insignificant in this study while perceived
value did. This proves that the old approach marketers usually followed by touching
the emotional part and neglecting the practical part in their green products did not turn
out well for green companies; many of the messages associated with green products
usually focuses on the broader image of harming the environment and shows data and
statistics of how the human behavior has led to environmental tragedies over the last
century. However, when providing alternatives for consumers, green products are
usually looked at as poorly packaged products or even with lower performance and

quality compared to conventional products. Products with equivalent quality are then
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priced at premium levels. The findings of this study can help marketers realize the gap
that have puzzled them all this while and bring their attention to the value consumers
look for in green products, whether that value is in its actual performance or in

meeting its environmental claim.

The role of advertisement in shaping consumers’ decision is another critical
factor studied in this research, as green advertisement has a significant impact in
consumers’ green purchasing behavior. The outcome of. this finding creates an
opportunity for marketers to think about their marketing strategies of using green
advertisements to promote their green products. Manufacturers developing green
products need to aggressively advertise and find new venues in the Malaysian context
to promote their products. Focusing more on what consumers value in a product can
significantly help green corporates understand consumers’ psychology in purchasing
green. From the findings of this study, it is advised that marketers come up with the
right mix of eco-friendly products and services, advertise these products, build trust
and choose the right sales and marketing experts. This approach will help target and
attract consumers who may be willing to make green products their daily choice.
Corporates manufacturing green products and their marketing teams should identify
the segmented groups and design appropriate branding and pricing. Additionally, it is
suggested that retailers contribute in changing consumers’ negative perception of
premium prices green products have and make these products more affordable to a
wider range of consumers, as the respondents have strongly linked price to their
purchasing behavior. Reasonable prices can thus shape their perception in favor of

green products.
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In practical terms, this study’s results bring recommendations for policy
makers as well as marketers who promote environmentally friendly products or
programs associated to the green concept, which aims to shift consumers to a pro-
environmental behavior. The contribution of this study is essential for growing
marketers’ knowledge and empower them to identify the best psychographic and
behavior to be applied in their marketing strategies. This will therefore give marketers
the ability to define their targeted segment among the Malaysian population in the

northern region.
5.4.2 Theoretical Implications

This research has taken a new perspective in the topic of green purchasing
behavior by studying it through the theory of planned behavior. From the theoretical
point of view, using Ajzen’s theories is a sound approach for marketers who wish to
gauge the different insights of consumer’s actual purchasing behavior in the context
of green marketing. With respect to the studied variables which are environmental
concern, perceived value, green advertisement, eco-label, price of green products and
green products’ availability, and as seen in the findings of this study, a number of
those variables appeared to be relevant indicators of green purchasing behavior in
Malaysia. With those variables in hand, researchers should pay closer attention to the
measurements that were found significant to purchasing behavior of that was used in
the framework of this study and should find an opportunity to study the insignificant

relations and the reason for these results.

Furthermore, the inclusion of green trust as a moderator to the model had also

added better perspective on bridging the translation between perceived value,
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help increase the green products’ purchase. Manufacturers of green products together
with their producers can take advantage from proper packaging financially, and this
could be made easier by providing pro-environmental attributes to the green products
by taking into consideration the target audience’s cultural and perceptual

characteristics when designing eco-labels.

On the other hand, green marketers and researchers should work together to
extend their analysis on how to motivate the public to shape their decisions to go
green and therefore present factors that enhance pro-environmental behavior amongst
the conservative consumer to encourage them to transform themselves into green

consumers.

To recap this discussion, this study contributes to the body of knowledge in
relation to the green purchasing behavior’s literature. It provided some insights on the
direct and indirect relations between perceived value, environmental concern, green
advertisement, eco-label, availability of green products, and price of green products,
and consumers’ purchasing behavior under the umbrella of the theory of planned
behavior. Such findings play a part in strengthening the role of TPB in explaining
consumers’ behavior. The study also showed that some variables cannot predict direct
relations, hence researchers need to investigate more variables that could strengthen

these relations.

5.5 Limitations of the Study

As 1s always the case in doing any research work, this study has a number of
limitations that should be highlighted when interpreting the results. Addressing these

limitations can create opportunities for future researches to consider. Firstly, this

154



study was limited with the use of the sample obtained from hypermarkets and
supermarkets patrons in Kedah, Perlis and Penang. As such, their responses may not
be representative of all consumers of different age brackets residing in diverse
geographic locations. While this impedes the generalizability of the study, it must be
acknowledged that this is indeed a common limitation of most survey research which

has constraints in both time and budget.

A second limitation is that the study focuses on green products in general
which could result in different perceptions and experience from one product to
another as some green products consumers have previously used could be easier to
find and have a price that is bearable such as organic food, while other green products
could be difficult to purchase or not frequently purchased due to its technical nature
such as eco-friendly refrigerators. Hence, a person’s perception of ease and difficulty

of obtaining a green product could vary from one experience to another.

A third limitation comes from the fact that this study was conducted in a
period where the economic situation and purchasing power of Malaysians may have
varied as the Malaysian currency dropped against the US dollar from RM3.40 in early
2015 to RM4.40 at the beginning of 2017 and currently standing at RM4.10. Such
variance in the value of the currency can have an impact on consumers’ ability to
purchase green products and services in different timelines, hence, results from one

pericd to another are not consistent.

Finally, a cross-sectional survey was adopted for this study in which data was
collected within the period of four months. This issue of doing a cross-sectional

survey is that the studied variables could change over time. Changes such as in
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economic situations as mentioned in the previous point could have an impact on the
research variables, and because this study is not longitudinal, it has a specified
expected period of completion, hence a longer period for data collection is not

feasible.

5.6 Recommendations for Future Research

While the previous section highlighted the limitations of this study,

recommendations and suggestions for further studies are provided in this section.

First of all, the demographic variables were not considered as separate
variables that could predict consumers’ actual purchasing behavior. Some previous
researches might have studied the effects of demographic factors. Studying these
factors along with social and psychological variables used in this study could result in
a better understanding of what influences Malaysians’ purchasing behavior of green

products.

A second suggestion is to conduct a study on specific green products.
Researches could focus more on more accessible green products or products that
could be used daily such organic food or shift their focus on new products growing
fast in the market based on their demand. An example for a product that we could see
flooding the market in the near future is eco-friendly cars that depend solely on
electricity. This product is promising in almost every part of the globe and especially
in the Asian market, which has a big population. While many governments are
planning to shift all their automobiles to this technology in their near future, Malaysia
should not be left behind in this race and there is a need to understand what motivates

the public to go for this line of production as an interesting topic to study.
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This study focused mainly on green purchasing behavior, however, since this
study plays a small part in finding a solution to the environmental threats the world is
facing by tackling the issue of purchasing harmful products, it would be interesting to
study behavior as a multivariate with different dimensions such as conservation
behavior and recycling behavior, as every different dimension could have its own
results when conducting their statistical analysis. Moreover, researchers could start
focusing on additional factors that could bring more insights to their studies such as
understanding individuals’ perception of benefits by intréducing emotional values of

green brands.

Another suggestion for authors is studying the role of religiosity in shaping
consumers’ purchasing behavior. There have been many debates with regards to this
topic, and studying such a variable either as an independent variable or involving it in
a framework as a moderating variable could help researchers and marketers
understand what other motivations could help influence consumers’ green purchasing
behavior, If religiosity was found to be an important predictor of purchasing behavior,
the way green products are marketed could be shaped in a better way that could meet
consumers in an emotional way. If it happened to be not significant, then this method
of approaching consumers could be put to bed and more effective ways would be

given more attention.

Finally, a mixed method design is suggested to be adopted in future studies of
green behavior, as conducting in-depth interviews together with surveys among
respondents can help enrich information for the study. Additionally, following such a

step will assist in validating the findings generated from the survey.
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6.7 Conclusion

This study presented four research questions, and to answer these questions, a
total of ten hypotheses were developed. The results of the analysis showed that
perceived value, green advertisement and price of green products have a significant
relationship with purchasing behavior of green products. However, environmental
concern, eco-label and availability of green products showed no direct relationship

with green purchasing behavior.

The four hypotheses for moderation effect yielded mixed results. The first
hypothesis i.e. the moderation effect of green trust between perceived value and
purchasing behavior was supported. In addition, green trust moderated the
relationship between environmental concern and purchasing behavior of green
products and the same result was found when green trust moderated the relationship
between green advertisement and green purchasing behavior. However, the
moderation effect of green trust between eco-label and purchasing behavior of green

products was not supported.

In conclusion, this study has successfully answered the four main objectives of
the research, which were: (a) to examine the influence of perceived value of green
products and environmental concern on purchasing behavior of green products; (b) to
investigate the influence of green advertisement and eco-label on purchasing behavior
of green products; (c) to investigate the influence of green products availability and
price on purchasing behavior of green products; (d) to examine the moderating role of

green trust on the relationship between perceived value of green products,
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4- Never tick more than one answer.

Part B is divided into five sections

SECTION ONE
Purchasing Behavior
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SECTION THREE
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SECTION Five
Trust

Thank you for your time and cooperation..!
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Appendix A-2
QUESTIONNAIRE

(Bahasa Melayu Version)

SOAL SELIDIK

Responden yang dihormati,

Penyelidik amat menghargai bantuan anda dalam kajian yang direka untuk memahami
tabiat sebenar pengguna Malaysia terhadap pembelian produk ‘hijau’. Oleh itu,
ketepatan dan objektiviti jawapan anda mencerminkan tahap kecenderungan dan
keperihatinan kepada kami untuk mendapatkan keputusan yang tepat dan mendalam

bagi memanfaatkan orang ramai.

Kajian ini merupakan sebahagian daripada kajian ijazah PhD saya untuk menentukan

faktor-faktor yang mempengaruhi tingkah laku pembelian produk hijau di Malaysia.

Jawapan anda akan dirahsiakan dan akan digunakan untuk tujuan penyelidikan sahaja.

Sila baca soalan dengan teliti dan jawab dengan terbaik mengikut kemampuan anda.

Dengan ucapan terima kasih dan setinggi- tinggi penghargaan,

Yang ikhlas,

Muhammed Abdullah Sharaf

Calon PhD

Pusat Pengajian Pengurusan Perniagaan
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2- Sesetengah soal selidik berkemungkinan berulang tetapi ia berkait dengan isu yang
berlainan. Sila baca dengan teliti.

3- Sila jawab semua soalan- jangan dibiar kosong.
4- Jangan tanda melebihi satu jawapan.

Bahagian ini dibahagikan kepada lima bahagian.

BAHAGIAN 1
Tabiat pembelian

BAHAGIAN II




BAHAGIAN 111

BAHAGIAN 1V




BAHAGIAN V
Kepercayaan

Terima kasih di atas masa dan kerjasama anda...!
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Descriptive

SMEAN|SMEAN|SMEANISMEANISMEAN|SMEANISMEAN|SMEANISMEAN|SMEAN|SMEANISMEAN|SMEANISMEAN|SMEANISMEAN|SMEAN|SMEAN|SMEAN|SMEAN|SMEAN|SMEAN
(pb1) | {pb2) | (pb3) | (pb4) | (pbS) | (pvi) [ (pv2) | (pv3) | (pv4) | (pv5) | (ect) | {ec2) | (ec3) | {ecd) | (ec5) | (ecB) | {gal) | (ga2) | (ga3) | (gad) | {ga5} | (gab)
p ald 532 532 532 532 532 532 532 532 532 532 537 532 532 532 532 532 532 532 532 532 532 532
Missing 0 0 al - o 0 0 0 0 0 9l 0 0 0 0 0 0 0 0 0 0 0 o
M
ean 363 3.69 3.97 3.80 3.91 3.84 3.81 3.94 3.94 399 4.07 4.24 4.18 3.92 420 3.95 3.83 396  3.838 3.79 3.85 3.TSL
[Std. Devialion 834 796 826 815 745 673 712 723 717 6971 714 724 717 766 787 799 728 740 790 794 766 781
Minimum 1 1 1 1 1 | 1 2 1 2 1 2 2 1 1 3 1 4 1 1 1 1
Maximurn 5 5 5 5 5| 5 5 5 5 5 51 5 5 4 5 5 5 5 5 5 5 5
SMEANISMEAN|SMEAN|SMEAN]ISMEAN|SMEANSMEAN|SMEAN|SMEANISMEAN|SMEAN |SMEAN|SMEAN[SMEAN | SMEAN|SMEAN|SMEAN|SMEAN|SMEAN|SMEAN|SMEAN|SMEAN|SMEAN|SMEAN
{el) | (el2) | (el3) | (el4) | (el5) | (el6) | (pal) | (pa2) | (pa3) | (pad) | (pad) [ (pa6) | (pp1) | {pp2) | (pp3} | (pp4) | (pp5S) | (pp6) | (pP7) | (1) (t2) (t3) (14 (t5)
Vali
. o 532 532 532 532 532 532 532 532 532 532 532 532 532 532 537 532 532 532 532 532 532 532 532 532
Missing 0 0 ) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
M
ean arsl 383 319 38| a8 403 345 353 378 360 359 358  a00] 370 404 384 378 381 377 390 389 393 380 395
Std. Deviation arel  7iel m2l 73s|  roe] e8| 914l 939l 727l eo7|  e21|  e3s| 738l s30] 774 7200 71| 784l  sas| s34  733]  e00|  .7e8 749
Minimum 1 1 1 2 pi 2 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 7] 1 1
Maximum 5 5] 5 5| 5 5 5 5| 5 rJ 5 5 5 5 5 5 5 5 5 5 5 5
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Appendix E

Analysis Phases of the Study's Model In PLS

Original Study Model
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Items Loading, Path coefficient and R? values
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Availabilly

PLS Bootstrapping (t-value) for the study model
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Eco-labd Availabl

PLS Bootstrapping (t-value) for the study model without moderator
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Appendix F

Research Assistant
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HR admin Young Living 017-558-9402 | Kedah-Perlis
Muhammad Malaysia Sdn Bhd
Nadiatul Nadira Binti Abdul Customer services and admin FM Global Logistics | 014-908-2417 Kedah
Rahim executive Sdn Bhd
Lau Shun Man Director and founder Candela Talent 016-440-3054 Penang
Centre
Pee Zhi Jun Sales executive Monarch Aesthetic | 016-567-9395 Penang
Sdn Bhd
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