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Abstract

Maintaining a clean and healthy environment is necessary for survival of humanity.
Environmental responsive behavior refers to the individual s efforts to protect the environment The
current study examines the effect of psychological factors affecting the adoption of green purchase
behavior (GPB) by selecting a sample from Pakistani consumer. Data collection was made via adopted
questionnaire. The data was analyzed through structural equation modeling. Results affirmed that
five psychological dimensions significantly support customers to adopt green purchase behavior. The
results also revealed that “attitude” has the strongest impact on green purchase behavior followed
by “concern’ whereas the factors having moderate relationship with the purchase behavior included

perceived consumer effectiveness (PCE), motivation to adopt green behavior and intention to act.

Keywords: Perceived effectiveness, Concern for environment, Motivation, Intention to act, Green
Behavior, Pakistan.
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1. Introduction

The past decades have highlighted the people’s concern for protecting the environment
(Kim & Choi, 2005). Stakeholders including consumers are increasingly demanding social and

environmental friendly practices from producers of goods and services (Fischer et al., 2005). This
concern is expressed by consumers through ethical buying and environmental conscious purchase
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behavior (De Pelsmacker et al., 2005). As a result, marketers, identifying this growing segment,
have developed different forms of labels e.g. organic products, green products, fair trade products,
animal well-being or legally logged wood etc. and have started offering environmental friendly/ green
products (Kohl & Fawecett, 1995). Despite the fact that majority of consumers in developing countries
markets link their purchase decisions with their environmental concerns only few environmental
friendly products are successful (Chase & Smith, 1992).

Environmental responsive behavior refers to the individual’s efforts to protect the environment
(Kollmuss & Agyeman, 2002). Green purchase behavior (GPB) is the one in which individuals
purchase those products that are less harmful and have less negative impact on the environment
(Minton & Rose, 1997; Rehman & Khyzer, 2013). There is difference in the green purchase behavior
and general purchase related consumer behavior. The general purchase behavior is based on assessing
the benefits and cost linked with only the individual consumer who is performing the behavior.
However, the former, green purchase behavior, is linked with future-oriented outcomes and benefits
to society as a whole (McCarty & Shrum, 2001). The protection of environment is equally the duty of
citizens in comparison to the government institutions (Fraj & Martinez, 2006).

Prior research in green purchase behavior area has focus on either identifying factors for
motivating customers towards adopting environmental friendly behavior (e.g., Bagozzi & Dabholkar
1994; Lee & Holden, 1999) or identifying difference in the impact of cognitive and motivational
factors on pro-environmental behavior (e.g., Dietz, Stern, & Guagnano, 1998; Karp, 1996; McCarty &
Shrum, 1994). Accordingly, academic research has identified several factors including environmental
concern, perceive consumer effectiveness or consumer’s belief to reduce the environmental issue
(Elle, Weiner, & Cobb- Walgren,1991), and welfare of society (McCarty & Shrum ,2001) that help in
the identification of environmentally conscious behavior.

As majority of the literature related to green purchase behavior is originated from developed
countries, the purpose of this study is to develop a framework to test the influences of consumer
psychological factors such as environmental concerns (EC), perceive consumer effectiveness (PCE),
motivation (M) and action (A) on green buying behaviors in a developing country, Pakistan. Moreover,
the study also tries to clarify how these factors are related to each other. This study will help in the
generalization of the finding in a developing country and further extends the understanding of what
drives green buying behavior. Moreover, the public policy makers and marketers will be benefited
from the results of this study.

2. Literature Review
The effort of individuals to protect the environment from problems is known as environmental

responsive behavior (Kollmuss & Agyeman, 2002). By adopting responsive behavior individuals
purchase the products having rare negative environmental impacts (Minton & Rose, 1997) this

366 PAKISTAN BUSINESS REVIEW



Research Volume 22 Issue 3, Oct, 2020

includes decisions such as purchasing and using appliances that consume less energy, emit less
chlorofluorocarbon and carbon dioxide etc. (Rehman & Khyzer, 2013). This is also known as pro-
environmental behavior (Han, 2015) or green purchase behavior (Saleem & Gopinath, 2013; Nemati
& Sajadi, 2015).

Green purchase behavior indicates purchasing and using environment friendly products
(Rehman & Khyzer, 2013). While showing green purchase behavior consumer give preference to
purchase products that are eco-friendly, avoid such products that harm the health and damage the
environment during use, production and disposal (Gandhi & Sen, 2013). This behavior is influenced
by various factors including knowledge about environment, their environmental consciousness,
awareness, altruism, collectivism and clear information about products (Kaufmann, Panni, &
Orphanidou, 2012). High income and better educated consumers are more willing to buy eco-friendly
product (Junaedi, 2012). Similarly, according to Gopalakrishnan and Muruganandam (2013) it is
influenced by promotion, cost, attitude, product attributes, environmental impact, product benefits,
and knowledge and product performance.

Kumar (2012) while applying theory of planned behavior (Ajzen, 1991) for the study of
purchasing behavior for environmentally sustainable products indicates that the green purchase
behavior is influenced by attitude, subjective norms and perceived behavioral control. However, A
Swedish study on a sample of 200 consumers identified the factors determining the green purchase
behavior, such as, green knowledge, eco literacy, attitude, green belief, environmental laws and
guidelines and willingness to pay. Whereas subjective norms and social influenced found as weak link
(Memar & Ahmed, 2012).

Tan and Lau (2010) study conducted in Malaysia on a sample of 220 undergraduate university
students revealed the factors that determined the green purchase intentions included one’s general
attitude about the environment, strength of green purchase attitude and the perceived consumer
effectiveness.

2.1 Developing Country Context

Pakistani society has been exposed to various changes due to technological advancements.
These changes resulted in excessive use of electronic items such as computers, cell phones, scanners
and printers consequently producing electronic waste as in the case of advanced countries. Developing
countries are even more exposed to environmental pollution in terms of carbon dioxide emission
that is on the rapid increase. Carbon dioxide emits from home appliances e.g. cooking range, gas
heater, furnaces etc. Pakistan being a developing country is facing a problem of rise in carbon dioxide
(Tahirkheli et al., 2012). The use of home appliances such as refrigerators and air conditioners emit
chlorofluorocarbons that have two major negative environmental effects; they deplete the ozone layer
and contribute to global warming.
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2.2 Psychological Factors

Psychological factors refer to the individual perception, feelings, belief and thoughts that
affect the individual behavior. Psychological factors of attitude are important for the people to take
particular action (Ajzen, 1991). Psychological aspects of cognition, emotion and behavior play an
important role in shaping individual's attitudes that influences his or her behavior in response to
certain marketing stimuli (Jakstiené, Susniené, & Narbutas, 2008). The important psychological
factors used in the current study are discussed below.

2.3 Environmental Concern and Green Purchase Behavior

Consumer concern for the environment is fundamental to green product purchase behavior
research (Hines, Hungerford, & Tomera, 1987). It is an individual’s general orientation toward
environment and can range from recycling behavior to green buying behavior (Kim & Choi, 2005).
Consumers with stronger concerns are more likely to engage in pro-environmental behaviour and
are likely to purchase green products than those who are less concerned. Consumers engage in pro-
environmental behaviour because of their concern for environment and society (Bamberg, 2003).
Many studies have identified the impact of environmental concern on green purchase behaviour
(Hartman & Apaolaza-Ibafiez, 2012). It has also been identified that green products consumer show
higher environmental concern compared to general public (Clark, Kotchen & Moore, 2003; Hansla
et al., 2008).

The environmental concern is the awareness of the environmental problems and effort to
minimize those problems (Dunlap & Jones, 2002). Environmental concern defined as an individual
aware of environmental issues and problems and the individuals willing and attempts to solve the
environment problems (Bamberg, 2003). It is assumed that the environmental concern is similar to the
environmental attitude (Chan & Lau, 2004).

While applying theory of reasoned action on green energy consumption, Bang et al. (2000)
identified that attitude toward using the renewable energy mediates the relationship of PEC and
purchase intentions, thus providing the grounds for testing other constructs in-between. Similarly,
Hansla et al. (2008) found the positive effects of PEC on green products purchase willingness. Based
on the arguments it is derived that the concern for protecting the natural environment is a diver to
make decisions to purchase green products and hence the following hypothesis is proposed:

H]I: Environmental concern has significant impact on green purchase behavior.
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2.4 Perceived Consumer Effectiveness and Green Purchase Behavior (PCE — GPB)

It is one’s perception of his / her ability to ensure cleaner environment (Berger & Corbin,
1992) for reducing the environmental problems (Ellen, Weiner, & Cobb-Walgren, 1991). PCE vary
from individual to individual due to differences in their knowledge and experience (Kim & Choi,
2005). The consumers with stronger concern are inclined to adopt positive behaviors that protect the
environment. The consumers with low environmental concern tend to make their buying decisions
based on low price instead of environment protection, thus showing least concern for the environment
and their society (Bamberg, 2003).

Perceived consumer effectiveness is the consumers believe that their action will impact the
environment in a positive way (Webb, Mohr, & Harris, 2008; Kim & Choi, 2005). At the same time a
study on undergraduate students by Tan and Lau (2010) validated the finding of Kim and Choi (2005)
having positive relationship between PCE and GPB. It is different from environmental concern and
attitudes however, help in the prediction of green purchase behavior (Ellen, Weiner, & Cobb-Walgren,
1991). PCE, belief in environmental friendly product buying, determinates how hard a consumer
will look for green products during buying situations (Thegersen, 2000). Therefore, the following
hypothesis is placed:

H?2: Perceived consumer effectiveness has significant impact on green purchase behavior.
2.5 Environmental Attitude and Green Purchase Behavior

The attitude towards actions or objects is formed by behavioral beliefs (Ajzen &
Fishbein,1980; Iravani et al., 2012). The basic understanding developed in the mind of an individual
regarding a certain behavior may lead to positive or negative results. If the result of that understanding
is positive, it results in the adoption of a certain behavior.

Tan and Lau (2010) deteriorating environment has become a public concern in the developed
as well as developing countries. Attitude can be defined as a mental and moral state of readiness to
adopting certain response (Allport, 1935) whereas, the environmental concern is defined as one’s
concept of self and the extent to which he feels himself a part of the natural environment (Schultz,
Zelezny & Dalrymple, 2000). The people feeling closer to the environment generally think positively
about their surroundings and adopt activities based on environmental protection such as recycling and
so forth (Abdul, 2007).

A general belief prevails among academicians and environmental scientists that purchasing

and using environmental friendly products characterized with recyclable packaging or properly
disposing help in improving the quality of the environment while Abdul (2007) and Beckford et al.
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(2010) are of the views that green purchase intentions lead to green purchase. Based on the above
findings the following hypotheses proposed:

H3: Environmental attitude has significant impact on green purchase behavior.
2.6 Motivation and Green Purchase Behavior

Motivation is as the process allocated energy to maximize the satisfaction of needs (Pritchard
& Ashwood, 2008). It is as activation of internal needs and desires that energies the behavior (Pittman,
1998). Motivation acts as an internal stimuli and a reason for any behavior (Kollmuss & Agyeman,
2002). It is around which behavior is organized (Moisander, 1998) and is shaped by its intensity and
selection from all possible options (Kollmuss & Agyeman, 2002). Environmental motives can be of
two types, primary motives or larger motives e.g. environmental life styles or selective motives that
have an influence on a specific action.

Motivated customers generally have three characteristics such as, they have higher intensity
of green purchases, they keep on buying the green products thus showing persistence and finally they
always choose to buy the environmental friendly products (Campbell & Pritchard, 1976; Weiner,
1980, Weitz, Sujan, & Sujan, 1986). Intensity shows the mental and physical effort used to purchase
the product, persistence is consistency in making efforts to purchase the same or similar products
and choice is about selection of a behavior. Motivation can be intrinsic, for the sole pleasure and
satisfaction derive from its practice or can be extrinsic to avoid negative consequences or to bring
positive outcomes.

Green-Demers, Pelletier, and Ménard (1997) after analyzing data collected from 444
respondents identified that environmental motivation significantly predicts the occurrence of
environmental behaviours in individuals. Similarly, behaviors developed after self-determined
environmental motivation could be maintained once they are developed (Green-Demers et al., 1997).
Based on the above findings the following hypothesis is proposed:

H4: Motivation has significant impact on green purchase behavior.
2.7 Intentions to Act and Green Purchase Behavior

Action is based on the awareness about something that leads to change (Elliott, 2013).
Schwartz’ (1977) theory of altruism argues that environmental friendly behavior is likely when
individuals feel threatened while living in a society and takes protective steps for changing the

depleting conditions of the surroundings. The threatened individuals want to avoid health hazards and
thus take steps to avoid unclean environment while living there.
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There is a lack of clarity in the debate on the related aspects of environmental education
concerning ‘action’ and ‘behavior’ (Jensen, 2002). According to Kollmuss and Agyeman (2002)
Pro-environmental behavior consciously seeks to minimize the negative impact of one’s actions
on the surroundings. Pro-environmental behaviors are actions directed towards the environmental
improvements (Jensen, 2002). Hines, Hungerford, and Tomera (1987) while discussing the predictors
of pro-environmental behavior have identified that both action skills and intentions to act can have an
impact on pro-environmental behavior of individuals. Hence, based on literature findings following
hypothesis is proposed:

H35: Intentions to Act has significant impact on green purchase behavior.
3. Methodology
3.1 Sample

In this study the customers of electronic goods in the Punjab province were taken as
a population of the study. The Punjab population was divided into two specific groups (strata) on
the base of gender proportion: male and female. In order to gain diversity data were collected from
four cities of the Punjab namely Attock, Rawalpindi, Lahore and Faisalabad. These cities have been
selected on the basis of easy accessibility, time and cost constraints.

The ecasiest way to collect the data is through convenience sampling (Saunders, Lewis, &
Thornhill, 2009) as it may provide a good overview of the characteristics of the population studied
(Malhotra & Birks, 2007). The nonprobability convenience sampling method was used for data
collection. Similar studies on green purchase behavior, conducted earlier, have also used the non -
probability convenience sampling (Muruganandam & Gopalakrishnan, 2013; Irawan & Darmayanti,
2012; Tan & Lau, 2010).

The Population of the Punjab, 96,676,000 million (Bureau of Statistics-Punjab, 2012) was
considered for the computation of the sample size. 95% confidence level was used with corresponding
confidence interval of 0.5. Using these given values, the sample size is calculated that was equal
to 384 respondents (See for sample size; Hucl et al., 2013). This sample included male (52 %) and
female (48 %). A total of 384 questionnaires were distributed, 312 complete responses were received.
The response rate was 81%.

3.2 Measures
PCE and Environmental Concern were measured with the help of five items each adopted

from Kim and Choi (2005), Environmental Attitude and Intentions to act were measured with the
help of four items each the sample item for environmental attitude is “More environmental protection
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activities are needed in Pakistan.” and for intention to act is “I encourage others to purchase
environmental-friendly appliances”. Motivation was measured with the help of seven questions and
Green Purchase behavior was measured with the help of four items adopted from Kim and Choi
(2005).

All the constructs except the demographic variables were measured using 5-point Likert
scales, ranging from “1” (strongly disagreed) to “5” (strongly agreed), see table 1. The reliability of
the constructs is also mentioned in table 1. The questionnaire used was in English language as the
respondents were university students who could easily provide answers to the statements written in
the questionnaire.

Table 1
Latent and Observed Variables and Cronbatch's Alpha Values of Constructs
Variables Observed Variables Adopted from
Perceive PCEL1: Each person’s behavior can have a positive effect Kim and Choi (2005)
Consumer on society by signing a petition in support of promoting the
Effectiveness environment.
PCE2: I feel I can help solve natural resource problem by
conserving water and energy.
PCE3: I can protect the environment by buying products that
are friendly to the environment.
PCE4: There is not much that I can do about the environment
(R).
PCES: I feel capable of helping solve the environment
problems.
Environmental ECI1: I am extremely worried about the state of the world’s Kim and Choi (2005)
Concern environment and Concerns what it will mean for my future.

EC2: Mankind is severely abusing the environment.

When humans interfere with nature it often produces
disastrous consequences.

EC3: The balance of nature is very delicate and easily upset.
EC4: Humans must live in harmony with nature in order to
survive.

Intentions to Act  Al: I warn others to protect the environment.
A2: I encourage others to purchase environmental-friendly
appliances.
A3: I behave in an environmental conscious way.
A4: 1 generally save energy by using environmental-friendly
appliances.

(Table Continued...)
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Motivation M1: I purchase environmental-friendly appliances because
environment is very important for me.
M2: I purchase environmental-friendly products because I
want to preserve the earth.
M3: I purchase environmental-friendly appliances because I
am concerned about climate warming.
M4: I purchase environmental-friendly appliances because
green appliances use less energy.
MS: To protect the environment of the place I live in is very
important for me.
MB6: I do not harm the environment by purchasing
environmental-friendly appliances.
M7: It is important for me to live a healthy life.

Environmental EAT: It is essential to promote green living in Pakistan. Iravani et al.(2012)
Attitudes EA2: More environmental protection activities are needed in
Pakistan.

EA3: It is very important to raise environmental awareness
among Pakistani people.
EAA4: T appreciate the appliances that are environmental

friendly.
Green Purchase GPBI1: [ make a special effort to buy paper and plastic Kim and Choi (2005)
Behavior products that are made from recycled materials.

GPB2: I have switched products for ecological reasons. When
I have a choice between two equal products, I purchase the
one less harmful to other people and the environment.

GPB3: I make a special effort to buy household chemicals
such as detergents and cleansing solutions that are
environmentally friendly.

GPB4: I have avoided buying a product because it had
potentially harmful environmental effects.

3.3 Common Method Variance (CMYV)

The CMV is related to the self-reported data (Podsakoff et al., 2003). Harman’s one factor test
was used before hypothesis testing to avoid possible threats of CMV. This resulted in 39% variance
thus showing that the data is free from CMV.

3.4 Reliability
The reliability was checked using Cronbatch’s Alpha. The alpha values for each latent
construct were between 0.897 and 0.933 thus showing adequate reliability of the constructs. Further

the composite reliability was computed using the measurement model out puts. The composite
reliability value is between 0.60-0.88, see table 2.

PAKISTAN BUSINESS REVIEW 373



Volume 22 Issue 3, Oct, 2020 Research

3.5 Validity

The convergent validity was assessed by loading indicators on their respective constructs
that showed significant results (p<0.001) with regression weights greater than 0.65. At the same time
for each variable the value of the squared multiple correlation was greater than 0.45 showing adequate
validity.

Moreover, the Fornell and Larcker (1981) method was used for examining the discriminant
validity. According to this model the AVE (Average Variance Extracted) for a separate variable must
be above the shared variance of the other variables. No issue of discriminant validity was found in
the model.

Table 2
Alpha, Composite Reliability, Correlations and Shared Variance for Constructs
Variable No ofitems Alpha CR 1 2 3 4 5 6
1 EC 4 .82 .82 .54
2 PCE 4 86 85 o1 60
: : (37) :
28% 32%
3 EA 3 .90 .89 (07) (10) 74
14* 49% A40%*
4 M 6 .89 .87 (.54) (24) (.16) .61
.66* 14* 24* 55%
3 1A 4 87 88 (.43) (.54) (.05) (.30) 64
6 EB 4 81 81 S1# 45% .69* A41* 29% 53
(:26) (25) (47) (.16) (.08)

Shared variance in parenthesis; AVE in diagonal; *P <0.01; CR: Composite Reliability

4. Results
4.1 Model Estimation and Analysis

The SEM was used for data analysis and as a first step is the fitting of the measurement model
or Confirmatory Factor Analysis was conducted through Maximum Likelihood Estimation (MLE)
method that resulted in the acceptable results.

4.2 Confirmatory Factor Analysis / Measurement Model

The tested model resulted in the t-values greater than 2.50 for each construct, along with the
factor loadings greater than 0.5 except for PCE1 and M7 that were removed as per the directions of
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the experts (Joreskog & Sorbom, 1996). Similarly, EC3 and EA4 were also removed.

4.3 Structural Model and Hypothesis Testing

The results of structural model were assessed through the beta weights, see table 3 for the
impact of factors effecting environmental behavior of individuals. The weights fluctuate between 0
and 1 and the weights closer to 0.5 are considered as moderate weights (Kline, 2005). Effect of EA
and PEC on environmental behavior was found to be strong with weights of 0.62 and .50, while effect

of PCE, IA and Motivation on EB was moderate.

Table 3

Structural Model

Causal Path T ociciont | Regresion Weights V110 Sopporied
EC => EB 0.409* 0.505 4.370 Yes
PCE =>EB 0.214%** 0.202 2.349 Yes
EA=> EB 0.509* 0.621 8.972 Yes

M => EB 0.162** 0.185 1.987 Yes
IA=> EB 0.206* 0.252 2.571 Yes

Goodness of fit Indices

¥2 =631 ; d.f. =260; y2/d.f. = 2.42; p< 0.00; Comparative Fit Index (CFI) = 0.92; Incremental Fit Index ( IFI) = 0.92

;Goodness of Fit Index (GFI) = 0.86; Adjusted Goodness of Fit Index (AGFI) = 0.83; Root-mean-square residual (RMR) =

0.05; Root-mean-square error of approximation RMSEA = 0.07

*significant at 0.01  **significant at 0.05

= -

Figure 1: Structural Model
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5. Conclusion

The major objective of this study was to examine the impact of psychological factors
affecting the green purchase behavior of Pakistani customers. For this purpose, five dimensions of
psychological factors were considered including perceived consumer effectiveness, environmental
concern, environmental attitude, motivation and action (Kotler, Kevin, & Walter, 2007; Masouleh et
al., 2013).

Psychological aspects play an important role to shape the individual's behavior i.e. customer
behavior to purchase (Jakstiené, Susniené, & Narbutas, 2008). It depicts that psychological factors
play an important role to shape respondents’ behavior to purchase. These findings are consistent
with other studies that psychological factors have significant influence on green purchase behavior
(Schlegelmilch, Bohlen, & Diamantopoulos, 1996; Laroche, Bergeron, & Forleo, 2001; Iravani et al
., 2012; Heckler, 1994). This study found that all five dimensions of psychological factors; Perceived
consumer effectiveness, environmental concern, environmental attitude, motivation and intentions to
act significantly influenced the green purchase behavior of Pakistani customers.

Perceived consumer effectiveness is the individual belief that their actions of purchasing
environmental friendly products will help to solve the environmental problems (Ellen, Wiener, &
Cobb-Walgren, 1991). It seems that respondents’ belief that their actions of purchasing environmental
friendly products will help to solve the problems of environment. This finding is consistent with the
findings of Tan and Lau (2010) that show perceived consumer effectiveness has an impact on green
purchase behavior. Findings also supported the theory of planned behavior and theory of reasoned
action that attitude influenced the behavior and attitude refers to the beliefs about the consequences of
the behavior to take action (Ajzen, 1991; Ajzen & Fishbein,1980).

Environmental concern relates to the awareness of environmental problems and their action
to solve it (Dunlap & Jones, 2002). On the base of empirical findings environmental concern has
significant impact on green purchase behavior of Pakistani customers. It seems that respondents have
no awareness of environmental problems to take action to solve them. This finding was consistent
with the study of Irawan and Darmayanti (2012) that found environmental concern as significant
predicator of green purchase behavior. Another study also validated these findings that environmental
concern directly influences the green purchase behavior (Kim & Choi, 2005). However, this finding is
contradicted by the findings of Rehman, Khyzer and Dost (2013) that environmental concern has no
affect on the green purchase behavior of individuals.

Motivation refers to the internal desires that energies the behavior to take action (Pittman,
1998). Base on the empirical findings, motivation has an impact on green purchase behavior of
Pakistani customers. It depicts that respondents have internal desires to energies their behavior to
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take action in response to environmental protection. This finding was consistent with other studies
that motivation plays an important role in influencing green purchase behavior (Tan, 2011; Thidell &
Leire, 2004). The findings are consistent with the theory of altruistic behavior that altruistic motive
play an important role to drive the behavior to respond to the environment in a better way (Heberlein,
1972). It depicts that motivation plays an important role to derive the green purchase behavior.

Action refers to the response of consumers (Hallahan, 2000). On the base of empirical
findings, the intentions to act has significant influence on green purchase behavior. It seems that
respondents show response to solve environmental problems. The findings by supported the theory of
reasoned action that action leads the behavior (Ajzen & Fishbein,1980). It depicts that action leads to
the green purchase behavior.

Five out of the five hypotheses proposed are upheld. The world is currently facing different
environmental problems and issues that are seriously influencing human life. In this case a better
living can be ensured through environmental protection. It can be made possible by considering the
psychological factors influencing green purchase behavior of Pakistani customers. The findings reveal
that psychological factors such as perceived consumer effectiveness - PCE, environmental concern,
environmental attitude, motivation and intentions to act have a strong impact on green purchase
behavior. It is concluded that psychological factors have strong impact on green purchase behavior.
The green purchase behavior among Pakistani customers may be enhanced by the use of psychological
factors of perception, concern, attitude motivation, and intentions to act.

5.1 Implications

Like any other study related to learning and adopting preferred behavior the current study
has highlighted the factors enabling consumers to adopt pro-environmental behavior. The study
found that Psychological factors as a whole do have significant impact on the adoption of green
purchase behavior, whereas while looking at the psychological factors considered for the study the
results revealed that perceived consumer effectiveness (PCE), environmental attitude and concern,
motivation to adopt green purchase behavior and intention to act have significant effect on the
adoption of green purchase behavior. It is important to note that due to the ever increasing awareness
about environmental protection globally the people living in Pakistan have also became conscious
about the environment in which they live. They have been motivated to adopt such behavior and are
willing to take such actions that are in line with pro-environmentalism. This puts demand on the
companies and marketer to introduce products that have less negative impact on the environment and
create environmental awareness through advertising and promotional campaigns that encourage and
enhance green purchase behavior in Pakistan.

It also enables the policy makers to use social-psychological approaches of social marketing
techniques to encourage the environmental responsive behavior in Pakistan. The environmental policy
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of Pakistan is based on participatory approach to achieve the sustainable development objective
through administratively, legally and technically sound institutions. The economic policy of Pakistan
needs to manage the environmental resources of Pakistan efficiently.

Government need to play an important role in environmental protection through encouraging
the developments of green products. The government need to encourage the production and
development of environmental friendly products that reduces the emission of carbon dioxide and
consumption of chlorofluorocarbons. It should also encourage the imports of environmental friendly
products by decreasing the taxes and duties so that each person in Pakistan prefers to purchase
environmental friendly products.

5.2 Limitations & Future Research

Like other research studies conducted in the fields of social and management sciences the
current study also possesses few limitations. One province was selected due to limited time framework
of study. This study is confined to non- probability convenience sampling technique because the
aim of the study was to determine the actual green purchase behavior of general customers and in
case of general customer’s random selection is not possible due to lack of resources. The sampling
framework was limited to Attock, Rawalpindi, Lahore and Faisalabad due to easy accessibility and
cost constraint. It is difficult to consider all factors due to limited available resources so only five
dimensions of psychological factors were considered for the prediction of green consumer behavior.
So there is a need to determine other dimensions also for future study. The respondents of only home
appliances customers were taken due to time and cost constraints.

It is recommended that future research consider other provinces of Pakistan to get responses
from the broader geographical area for better results. The comparative study may be carried out in
future by comparing the occupational and cultural differences on green purchase behavior of Pakistani
customers. The study may be carried out in future by considering probability sampling methods to
generalize the results of the study. In future the study may be done by considering some other sectors
like FMCG (fast-moving consumer goods) etc. Future research studies may also consider the other
dimensions of social, psychological and demographic factors on green purchase behavior.
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