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Abstract: The paper aims to understand how people respond to 

the recent changes that are made due to environmental depletion. 

Green products are an outcome of the demand made by 

consumers and various government regulations over the 

manufacturers to maintain a sustainable environment. The 

knowledge of a consumer is highly important in identifying an 

actual green product over a presumed one.  

Purpose:  To measure their level of perception and knowledge 

about a green product among various age groups and 

occupational categories.  

Methodology: Structural equation modeling (SEM) is used to 

study the relationship of green product perception and  green 

product knowledge over green purchase intention. Garrett 

ranking was used to measure the reasons of purchase. 

Findings: Green product perception has more impact over green 

purchase intention than green product knowledge. Necessity and 

cost of the product were the main reasons for purchasing a 

product.  

Implications: The green product perception was more influential 

in green purchase intention. Hence these factors may be taken for 

consideration in improving the product quality meeting the 

perception of consumers about the product. Keeping a regular 

check over the product’s quality may also improve the sales of the 

product.  

 

Keywords: Green products, consumers, knowledge and 

perception. 

I. INTRODUCTION 

Environmental concern has become a major factor in the 

recent times due to the impacts faced by the depletion of 

natural resources. Products that are environment friendly and 

as well the users began to gain popularity.  A green product is 

the one which causes less or no harm to its environment 

throughout its production to disposition stage. A product that 

causes minimal impact on the environment and more 

sustainable is called as green product. Green marketing is 

known as the promotion and marketing of green products. 

Environmental concern may be defined as the attitude and 

belief of an individual which influences them towards their 

environmental well-being [1] [2]. Though environmental 

awareness was more prevalent in the European and American 

continents, the Asian sub continents too gained popularity ad 

awareness about environmental safety and retaining over the 

years.  The UNESCO conference held at Belgrade was the 

first step to create awareness among the people about 
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environmental safety, environmental conscious and 

participating for the collective growth [3]. The role of 

advertisements played a key part in the sales of a product, 

majority of the sellers acclaimed their products as 

environmentally friendly one to increase sales volumes. [4]. 

Green marketing is a subset of societal marketing [5]. People 

using eco-friendly products were called green consumers, 

products with eco-friendly labels were termed as green or 

ecofriendly products and marketing of  these  products was 

termed as green marketing [6]. The last decade of the 

nineteenth century had a shift of marketing perspective of 

green products towards education aspects based on 

consumer’s perspectives like purchase intention, attitude, 

behaviour and interest [7]. Green marketing made the 

channels of marketing structured and regulated. The growth 

of green marketing was also steadily increasing. A product 

that is manufactured by damaging the environment, involving 

any animals, utilising more non-renewable resources, 

unethical testing over animals or humans are not supported 

by a green consumer [8].The activities that are designed to 

satisfy  human needs with minimal or no  impact on natural 

environment [9]. Lean manufacturing, high efficiency and 

more profitability drew the attention of manufacturers 

towards green manufacturing process [10]. The actual the 

growth of green market was at a positive stream, while there 

was a controversy about the growth of green market to be 

positive or negative. [11] [12]. There was a huge difference 

in consumer’s interest towards green products and actually 

purchasing those [13]. Globalisation was a main factor that 

propelled the expansion of green market [14]. The 

sustainability of the manufacturers can be increased by 

segmenting the consumers based on their requirements and 

manufacturing accordingly [15]. The guarantee for quality in 

the manufacture of eco-friendly products was put forth by 

consumers, stakeholders and social organisations [16]. 

Pricing was not a major concern among elite consumers. 

Their social status factor was more influential than the 

environmental concern [17]. The manufacturing and 

marketing of green products increased as the demand kept on 

increasing gradually [18].Consumers with more interest in 

purchase of green products were having prior knowledge and 

were familiar with eco labeling [19]. Education plays a major 

role in inducing social concern and environmental concern in 

an individual [20]. Apart from commercial values a product 

must have some environmental benefits to increase its sales 

[21]. 
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II.  OBJECTIVES OF THE STUDY 

1. To study the association of green product knowledge, 

green product perception with green purchase intention 

among consumers of green products. 

2. To know the reasons that prioritizes the motives of 

purchase intention among green product consumers. 

III. SCOPE FOR THE STUDY VARIABLES 

The study emphasizes on purchase intention that has number 

of driving factors. Green product knowledge (GPK), Green 

product perception (GPP) and their influence on Green 

purchase intention (GPI) were the major variables for this 

study. Attitude has been studied as an important factor in 

most of the earlier studies but knowledge which is a key 

component in determining attitude is not concentrated more. 

Perception about green products was also concentrated less 

in most of the studies related to purchase intention creating 

plot for the study. The priority of the consumers in selecting 

and purchasing a product were also considered in the study. 

IV. METHODOLOGY 

  Consumers who were involved in purchasing green 

products were taken for the study. Purposive sampling 

method was carried out for sample selection. A structured 

questionnaire using five point likert scale was constructed 

adopting from existing scales. Green product knowledge 

consists of five statements, Green product perception 

consists of eight statements and green purchase intention  

comprises of seven statements. The reasons of purchase 

consisted of seven statements.  A total of 800 questionnaires 

were distributed from which 421 were obtained from 

consumers who were using green products at a strike rate of 

52.6%. After excluding unengaged responses and incomplete 

questionnaires a total of 393 responses were taken for 

carrying further analysis. Confirmatory factor analysis was 

calculated to measure the constructs. Structural equation 

modeling was carried out to study the relationship among the 

variables and Garrett ranking was used to measure the 

ranking of priority in purchase reasons.  

Sampling method: Purposive sampling, non-probability 

technique  

Questionnaire: Structured Questionnaire with five point    

likert scale questions 

Software: Microsoft Excel, IBM AMOS 

Statistical tools: Confirmatory factor analysis (CFA), 

Structural equation modelling (SEM) and Garrett ranking. 

 

V. ANALYSIS AND FINDINGS 

From the table 1 it can be inferred that, factor loadings of all 

the factors are above 0.5. The values display the overall 

reliability of the constructs measured. The corresponding 

Cronbach’s alpha, average variance explained and composite 

reliability values must be greater than 0.6, 0.5 and 0.6 

respectively. The results from the above mentioned table 

show that all the constructs have the minimum threshold 

values.  The above values can be confined as optimum for 

carrying out further analysis and building the model. The 

table 2 shows value of AVE and squared correlation. The 

values shown in bold are square root of AVE scores and must 

be greater than the values of squared correlation to determine 

the absence of relationship. The values of table 2 establish 

discriminant validity since there is no relationship among the 

constructs. 

 

Figure 1  

Green purchase intention- Confirmatory factor analysis 

 

 

 

Table 1 

Discriminant validity for the constructs 

 

 

 

 

 
 

 

 

 

  GPK GPP GPI 

GPK 0.768     

GPP 0.782 0.828   

GPI 0.658 0.919 0.729 
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Table 2    

Reliability and validity for the constructs         
 

 

Figure 2 

 

Structural equation model for green purchase intention 

 

 

Table 3 

Model fit summary 

 

From the above table 3, it can be observed that normed chi 

square value is 4.695.  0.941is the GFI value, 0.922 is AGFI 

value, 0.954 is CFI value and 0.069 is the RMSEA value. It is 

observed that all the values are within the observed range. 

Since all the values are within the threshold limit it can be 

considered that the model fit measures are tolerable and 

proceed for further analysis.  

 

Table 4 

Summary of estimates 

 

The summary of estimates table.4 displays the role of green 

product knowledge over the influence of purchase intention 

of green products. Consumers may be having knowledge 

about the product and its attributes, but not necessarily have 

to purchase the product. Many other factors may play an 

influential part in motivating purchase intention among the 

consumers. Green product perception shows a positive 

influence towards the consumers green purchase intention. 

The perception about the product like its quality, 

performance, materials used etc. plays a vital role in 

influencing  green purchase intention. 

 

Garrett ranking 

 

The below table 5 represents Garrett score values for factors 

that are important in making a purchase decision. According 

to the scores obtained the factors were ranked. Necessity was 

the top most priority in purchasing a product. Cost of the 

product and brand reputation were in second and third 

positions followed by the interest in trying new products and 

recommendations made by family and friends in fourth and 

fifth positions. Habit of buying and impact of advertisement 

were the least ranked at sixth and seventh positions. The 

scores proved that advertisement has a very minimum impact 

over purchase decisions and the need of the product was the 

top most influential factor in inducing purchase intention of a 

consumer.  

 

 

 

 
Factor 

Factor 

score 

Cron 

bach’s  

alpha 

AVE CR 

GPK 

GPV1 0.852 

0.92 0.591 0.919 

GPV2 0.823 

GPV3 0.825 

GPV4 0.809 

GPV5 0.807 

GPV6 0.641 

GPV7 0.621 

GPV8 0.729 

GPP 

EFP1 0.79 

0.945 0.685 0.945 

EFP2 0.873 

EFP3 0.866 

EFP4 0.884 

EFP5 0.861 

EFP6 0.859 

EFP7 0.756 

EFP8 0.716 

GPI 

GPI1 0.872 

0.861 0.531 0.846 

GPI2 0.84 

GPI3 0.547 

GPI5 0.612 

GPI6 0.721 

CMIN 

/DF 

P 

Value 
GFI AGFI CFI RMSEA 

4.695 0.00 0.941 0.922 0.954 0.069 

[1-5] >0.05 >0.9 >0.9 >0.9 < 0.08 

 

Estimat

e 
S.E C.R 

P  

Value 
Result 

GPI 

GPK 
0.225 0.039 5.767 0.000 

In- 

significant 

GPI  

GPP 
0.763 0.063 12.10 0.000 Significant 
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Table 5 

Garrett Ranking table for reasons of purchase 

V. RESULTS AND DISCUSSION 

A consumer with more knowledge is believed to have more 

information about specific products or services. Earlier 

studies which focused on consumer’s purchasing behaviour 

were also treating knowledge as a major factor determining 

their evaluation about a product [22]. Knowledge determines 

a consumer’s sustainable purchasing behaviour and concern 

towards the environment [23] [24] In contradiction to the 

studies made earlier, the results of our study show that 

knowledge has a very minimal impact in influencing the 

purchase intention among consumers. Though people showed 

a positive attitude in gaining knowledge and information 

about green products, they did not have the actual purchase 

intention.  Perception is not an instant reaction to the changes 

or reactions towards the external environment rather they are 

developed over a period of time. Attitude of an individual has 

a close relationship towards their perception [25].The results 

of our study conclude that green product perception holds 

strong relationship in influencing purchase intention. Among 

the various external factors that may influence the purchase 

decision of a consumer, perception plays a significant role. 

Though there may be so many reasons in purchasing a 

product, need and necessity of the product plays the primary 

role. 

VI. LIMITATIONS AND FUTURE RESEARCH 

The study is limited to particular geographic location 

restricted to particular number of respondents. The available 

sources of information for the respondents play a major role in 

determining their knowledge. The resources and facilities 

were confined to a particular time frame of research.  

The study can be performed with various set of respondents 

from different backgrounds. A larger set of respondents may 

be giving a broader view of results. The study can be  

 

 

 

 

 

 

conducted with very specific consumers related to niche 

products to obtain a very specific and clear view.   
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