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1. Introduction

Over the last decade, consumer consumption of goods and services has increased tremendously across the world, leading to depletion of natural
resources and severe damage to the environment (Chen and Chai, 2010). Some of the serious repercussions of environmental damage are global warming,
increased environmental pollution, and decline in flora and fauna (Chen and Chai, 2010). Various countries across the globe are beginning to realize this
threat and have started working towards minimizing the harmful impact of their business activities on the environment. This realization and concern
towards the environment and society has led to the emergence of ‘sustainable development” which emphasizes the need to promote sustainability and
advocates that form of development which minimizes negative impact on the environment and society. Sustainable development further encourages eco
innovation and green consumption. Eco innovation focuses on incorporating environmental sustainability practices at every stage of creation of goods and
services (Veleva and Ellenbecker, 2001). ‘Green consumption’ on the other hand, is normally related to environmentally responsible consumption where
consumers consider the environmental impact of purchasing, using, and disposing of various products, or using various green services (Moisander, 2007).

Environmentally responsible purchasing is vital as unplanned purchasing of goods can severely damage the environment. Grunert (1995) reported that
consumer household purchases were responsible for 40% of the environmental damage. Consumers possess the capability to prevent or decrease
environmental damage by purchasing green products. Previous research indicates that consumers have a positive attitude towards environmental
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protection (Arvola et al., 2008; Ellen, Webb and Mohr, 2006; Liu et al., 2012; Vermeir and Verbeke, 2006). In fact, consumers have, in the past, expressed
their demand for green products to companies (Bockman, Razzouk and Sirotnik, 2009; Schmeltz, 2012). Although the number of individuals willing to
purchase green products has increased in the last few years, there is little evidence to suggest that purchase of green products has increased; despite
environmental concern and positive attitude of customers towards sustainability and green products, market share of green products remains confined to
just 1-3% of the entire market (Bray, Johns and Killburn, 2011). This suggests that environmental considerations play a minor role in consumer
purchasing decisions and people generally overlook environmental impacts of their purchases (Mohr, Webb and Harris, 2001).

While exploring green purchase behaviour, many studies have reported a discrepancy or “gap” between consumers’ expressed favourable attitudes and
actual purchasing practices (Tanner and Kast, 2003; Vermeir and Verbeke, 2006; Vermeir and Verbeke, 2008). Hughner (2007) found that while many
consumers showed a positive attitude towards purchases of organic food products (67%), only a small number of consumers (4%) actually purchased
those products. Similarly, Defra (2006) found that 30% of the consumers in UK have reported their concern towards the environment, but rarely translated
their concern into a green purchase. It is thus clear that there exists a gap between consumers’ thinking and actual actions (Chen and Chai, 2010; Wheale
and Hinton, 2007). This discrepancy or gap between consumers’ favourable attitude towards, and actual purchase behaviour of green products is referred
to as ‘green purchasing inconsistency’ or ‘green attitude-behaviour gap’. It signifies that consumer positive attitude towards green products does not
always translate into action. It is essential to examine why environmental attitudes have a weaker influence on consumer green purchase behaviour; there
might be possible factors such as price and availability of the product, and social influences among others that lead to the discrepancy between consumer
attitude and purchase behaviour. Once these factors are determined through proper research, steps can be taken to address these issues and encourage
consumers to actually purchase green products. Although significant research on environmental consciousness and awareness of the consumer exists
(Diamantopoulos et al., 2003; Schwepker and Cornwell, 1991) and studies have also concentrated on observing consumers' consumption patterns and
non-consumption behaviour (Follows and Jobber, 2000; Lee, 2009), yet the knowledge of factors affecting consumer green purchase behaviour remains
limited. Previous studies have clearly shown that even though individuals understand the seriousness of environmental issues, their environmental
attitudes do not necessarily lead to green purchasing (Bamberg, 2003; Kilbourne and Beckmann, 1998; Nordlund and Garvill, 2002). Recently, Rokka and
Uusitalo (2008) claimed that even consumers with the highest level of environmental consciousness do not always purchase green products; their choice
of products depends on both ecological perspectives as well as their evaluation of the various product attributes. Further, situational factors can also
hamper environmentally responsible purchasing and lessen the influence of a positive environmental attitude.

It is thus clear that previous research has not been able to recognize why a positive consumer attitude fails to convert into a green purchase (Gupta and
Ogden, 2009). Further, there has been no comprehensive investigation of the wide-range of factors and their influence on environmentally responsible
purchasing (Memery et al., 2005). The authors did not find any review study on attitude-behaviour inconsistencies in the context of consumer green
purchase behaviour, although empirical studies concerned with various dimensions of green consumption were found. The existing attitude-behaviour
inconsistency and a lack of proper explanation thereof, along with an absence of a review addressing this issue, motivated the authors to review extant
relevant literature on attitude-behaviour inconsistency in context of consumers’ green purchasing behaviour. In addition, damage to the environment
(pollution, depletion of resources, etc.) and as a result increased emphasis on manufacturing sustainable products by firms has made it essential to identify
the factors influencing green purchase behaviour of consumers, which provides additional motivation for the present research. A review of existing
empirical studies would enable the identification of multiple factors motivating or hindering the green purchase behaviour of consumers. Further, these
drivers and barriers may help in explaining the various reasons behind the existing attitude-behaviour inconsistency and the factors responsible for such
inconsistent behaviour.

Academic literature has used words like “green purchasing”, “adoption of green product” and “green acquisition” to explain consumer environmental
purchasing behaviour. In this paper, all these terms are used interchangeably. This literature review serves as a link between future research and existing
studies on sustainable consumption. The present study analyses the available empirical literature on green purchasing and attempts to identify prevailing
motives and factors influencing consumer attitude, purchase intention and actual purchase behaviour toward green products. It informs the reader about
various factors (as covered by other studies) influencing consumer attitudes and behaviour, and provides a possible explanation for the observed attitude-
behaviour gap. Results show that an individual’s environmental concern and knowledge, and the product’s functional and green attributes are major
drivers whereas high price and inconvenience in purchasing the product are major barrier towards consumer green purchase behaviour. The remainder of
the paper is structured as follows: The next section gives a brief review of literature on green purchase behaviour and reported attitude-behaviour
inconsistency. A description of the methodology and approach of the study follows. The section after that comprises findings and discussion. Finally,
implications and conclusions are provided.

2. Literature review
Green purchasing refers to the purchase of environmentally friendly products and avoiding products that harm the environment (Chan, 2001). Green

purchasing is most often measured as green purchase intention and behaviour. Green purchase intention refers to consumers’ willingness to purchase
green products. Intentions capture the motivational factors that influence green purchase behaviour of consumers (Ramayah, Lee, and Mohamad, 2010).
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Green purchase behaviour represents a complex form of ethical decision-making behaviour and is considered a type of socially responsible behaviour. As
a socially responsible consumer, the green consumer “takes into account the public consequences of his or her private consumption and attempts to use his
or her purchasing power to bring about social change” (Moisander, 2007). A green product is one which satisfies consumers’ needs without damaging the
environment and contributes towards a more sustainable world (Shamdasami, Chon-Lin and Richmont, 1993). These products are environmentally
superior and have low environmental impact. Green products use material safer to the environment, are recyclable and require less packaging (Chan and
Chai, 2010). Some examples of green products are: organic products, energy efficient light-bulbs, herbal products, eco-friendly washing machine, etc.

In an attempt to explain consumer green purchase behaviour, previous studies have focused on describing the underlying values, attitude and
behavioural intentions toward environmentally friendly products (Foxall and Pallister, 2002; Vermeir and Verbeke, 2006; Wheale and Hinton, 2007). The
theory of reasoned action (TRA) by Ajzen and Fishbein (1980) and the theory of planned behaviour (TPB) by Ajzen (1985) were the two prominent
theoretical approaches followed by most of the studies. A few studies employed other versions of hierarchical values—beliefs—attitude—behaviour models.
According to TRA (Fishbein and Ajzen, 1980), individual behaviour is determined by two main factors - individual attitude and social norms. TPB
(Ajzen, 1988) added one more factor as a determinant of individual behaviour - perceived behavioural control. Perceived behavioural control is the
perceived control one has over one’s purchasing actions. Many studies have followed TPB for exploring consumer attitude, intentions and actual buying
behaviour with regard to green products (Arvola et al., 2008; Smith and Paladino, 2010; Tanner and Kast, 2003; Tarkiainen and Sundqvist, 2005).
However, majority of the studies observed a weak relationship between the expressed positive attitude of consumers toward purchasing green products
and their actual purchase behaviour, generally referred to as the attitude—behaviour gap (Tanner and Kast, 2003; Vermeir and Verbeke, 2008; Webster,
1975; Wheale and Hinton, 2007). The predictive ability of attitudes remains debatable in context of environmental consumerism; most studies show that
environmental concern or attitudinal variables fail to capture green purchase behaviour (Bamberg, 2003; Hines et al., 1987; Schultz et al., 1995; Scott and
Willis, 1994; Tanner, 1999). TPB was not considered a suitable model for explaining ethical behaviour in most studies since it did not consider the
consumer affective element that was found to influence consumer ethical behaviour (Magnusson et al., 2003; Padel and Foster, 2005). In addition, it did
not account for the consumers’ habitual buying behaviour (Padel and Foster, 2005; Thegersen and Olander, 2003). Also, previous studies have not
determined the influence of various situational factors (such as economic constraints) that may confound the relationship between environmental attitudes
and behaviour (Mainieri et al., 1997). TPB approach thus fails to explain consumer decision making during purchase of the product, and whether they
would purchase it in future (post-purchase behaviour), although it examine the antecedents of consumer intentions in pre-consumption situations. The
attitude-intention—behaviour models also ignore external effects of the environmental and situational factors on consumer purchase behaviour. (Carrington
et al., 2010; Foxall, 1993). Various studies have proposed some modifications to TPB in order to overcome its limitations. These modifications may help
in explaining the reasons behind observed attitude-behaviour inconsistencies in context of green purchasing.

Various theories exist which assert that attitude alone does not affect behaviour; there are other factors that not only influence behaviour, but also the
strength of the attitude-behaviour relationship. Guagnano et al. (1995) introduced Attitude-Behaviour-Context (ABC) model to better understand human
behavior. According to this model, consumer green behavior is not only determined by attitude, but also by contextual factors. Favorable contextual
factors strengthen whereas unfavorable contextual factors diminishes the strength of the attitude-behaviour relationship. Under supportive conditions, even
people with weak environmental attitudes behave in an environmentally friendly way, whereas in restrictive conditions, people with highly positive
environmental attitudes also may be discouraged to show environmentally friendly behavior. Olander and Thegersen (1995) introduced Motivation—
Ability—Opportunity (MAO) model for understanding consumer behaviour. MAO model used two constructs - ability and opportunity, as indispensable
pre-requisites to green consumer behavior. The ability construct incorporates both habit and task knowledge, whereas the opportunity construct
incorporates facilitating conditions or ‘opportunity’ to perform the behaviour. According to this model, consumers’ positive attitude will lead to desired
behaviour only if they have the ability and the opportunity to carry out the expected behaviour. For example, green purchase will not happen without easy
availability of green products. Recently, Phipps et al. (2013) introduced reciprocal deterministic theory to understand sustainable consumer behavior. This
model emphasized the importance of past behavior and considered it as an indicator of future sustainable behaviour. The model suggests that personal
factors such as attitude, along with past sustainable behaviors and sociocultural environments, affect future sustainable behavior. It is thus clear from the
above discussion that consumer behavior is not only affected by attitude, but also by various other personal and situational factors. Further, these factors
can either strengthen or weaken the strength of attitude-behavior relationship.

3. Methodology and approach to the literature

The purpose of this literature review is twofold: first, to examine existing empirical research and identify the various factors affecting green purchase
intention and behaviour, and second, determine the reasons behind the observed attitude-behaviour inconsistency regarding green product purchase on the
basis of the factors identified. The methodology adopted for this literature review is explained in the following sections.

3.1 Scope - This study presents a review of empirical articles on consumer green purchase behaviour published in reputed academic journals from
2000 to 2014. The year 2000 was selected as the first year of inclusion. This period (2000 — 2014) was chosen because major previous studies (before
2000) related to green purchase behaviour had been included in a literature review on ecological consciousness behaviour carried out by Irene Tilikidou in



INTERNATIONAL STRATEGIC MANAGEMENT REVIEW 3 (2015) 128-143 131

1999. Also, a review of studies falling in the period mentioned above will give an account of recent empirical literature. This paper focuses only on studies
that sought to identify the various factors affecting green purchase behaviour. Studies reporting the effect of demographic variables were beyond the scope
of the paper. Studies were collected by performing an electronic search of the Scopus database. Scopus database was chosen to ensure the inclusion of
only high quality studies.

3.2 Selection of articles - The selection criteria and process followed for the study are given below.

3.2.1. Selection criteria - Green consumption comprises a broad range of consumption practices. This paper focuses only on studies that explain the
various factors affecting consumer purchase intention and actual purchase behaviour towards green products. For selection of relevant studies, the
following selection criteria were followed: (1) The study should have been published during 2000-2014. (2) The study should be empirical in nature.
(3)The study should discuss or explain the various factors affecting consumer green purchase intention or behaviour.

3.2.2 Selection process - Research articles were identified through a systematic search procedure that comprised searching key words in the title,

LI

abstract, and keywords section of the database (Scopus). The key words used (in several combinations) were: “green purchasing”, “eco-innovation

2

adoption”, “green consumption

<, » G 2 G

sustainable consumption”, “attitude-behaviour gap”, “sustainable purchasing”, and “organic purchasing”. This search
gave 161 articles. In the next step, content analysis of the articles was done by cross-checking the abstracts to ensure that the database gave only relevant
articles for analysis. Only the empirical studies investigating various motives, barriers and other factors affecting consumer green purchasing intention and
behaviour were included. This process led to elimination of 86 articles. Next, a cross-reference search of all collected articles was carried out to see if any
relevant study that could be included was left out. However, no such paper was found. Studies considering the impact of demographic factors were also
not included. This resulted in elimination of 22 more articles. All articles were then checked for duplication however no duplicate papers were found. At
the end of the elimination process, 53 valid articles were left for study.

A taxonomic synopsis of articles and dependent variables mentioned therein are presented in Table 1. These 53 studies have been arranged in
chronological order. The selected articles were limited in number as only empirical articles related to green purchasing were included. Only empirical
articles were selected because they are less susceptible to bias. Further, such studies provide a truer depiction of consumers in different contexts and
cultures. The studies finally selected were based on primary research conducted in Europe, United States, Australia, Asia and Africa. Findings and
conclusions of the study can be generalized globally.

3.3 Approach towards the Analysis: - The present study is a literature review done with the help of a within-study and between-study literature
analysis. According to (Kaushik and Rahman, 2014; Salloum et al., 2011), both these types of analyses are important and should be considered for all
literature reviews. For the purpose of this study, full-text research articles were extracted from the Scopus database. In within-study literature analysis, the
entire content of a particular study is examined. It comprises analysis and review of: title, literature, conceptual background, methodology, results,
discussions, implications and future research directions. On the other hand, a between-study literature analysis includes comparison of important
information between two or more studies. This reveals the similarities and differences between studies.

Table 1: List of Studies affecting green Purchase Behaviour

No. Year Authors Dependent variable
Green purchase intention/Willingness to pay Green purchase behaviour

1 2000 Bang et al. N

2 2000  Chan and Lau V

3 2000 Follows and Jobber v

4 2001  Chan J \
5 2001 Magnusson et al. \ \
6 2002 Fotopoulos et al N
7 2002 Makatouni x/
8 2003 Magnussona et al. S

9 2003 Tanner and Kast N
10 2005  Ek J

11 2005 Gosslinga et al. \
12 2005  Kim and Choi V
13 2005 Padel and Foster v
14 2005 Tarkiainen and Sundqvist \ \
15 2006  Mostafa V

17 2006 Vermeir and Verbeke v

18 2007  Wolsink J

19 2008 Arvolaetal. J

20 2008 Krystallis and Vassallo v
21 2008 Lea and Worsley \
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22 2008  Tsakiridou et al. \
23 2008 Vermeir and Verbeke v

24 2009 Mondelaers et al. v

25 2009  Welsch and Kuhling \
26 2010  Cerjak et al. V
27 2010  Connell N
28 2010  Niinimiki N
29 2010  Smith and Paladino R N
30 2010  Youngetal. N
31 2011 Aertsens et al. \
32 2011  Lee N
33 2011  Rahbar and Wahid N
34 2012 Akehurst etal. v \/
35 2012 Chenand Lobo v

36 2012  Chanand Wong x/
37 2012  Chenetal v

38 2012 Liuetal \

39 2012 Tungetal. N

40 2013  Eze and Ndubisi N
41 2013 Gleim et al. RN

42 2013 Kangetal. \

43 2013 Kozar and Connell N
44 2013  Maetal \
45 2013 Pacoetal. N
46 2013 Ramayah and Rahbar R\ \
47 2013 Salazaretal. v
48 2013 Tsarenko et al. v
49 2013 Vicente-Molina et al. v
50 2013  Zhuetal. v N
51 2014  Kanchanapibul et al. v V
52 2014  Nittala v

53 2014  Zhaoetal. \

4. Findings and results

An extensive review of 53 articles on consumer green purchase behaviour revealed that a majority of studies failed to identify the determinants of
green purchase behaviour. The major problem appeared to be defining and measuring both dependent and independent variables. Green consumption,
adoption of eco-friendly products, environmentally responsible purchasing, sustainable consumption, and eco-innovativeness were found to be the major
dependent variables. A large number of factors affecting consumer green purchase intention and behaviour appeared as independent variables in various
studies. A comprehensive list of all variables affecting green purchase intention and actual green purchase behaviour is given in Table 2 and Table 3. In
the first column of Tables 2 and 3, the authors describe various factors affecting consumer green purchase intention/green purchase behaviour followed by
direction of impact in the next column. The last two columns show: 1) specific studies (as listed in Table 1) that report a specific independent factor, and
2) the total number of such studies. The authors have further classified these factors under two broad categories: individual and situational. Individual
factors include variables related to an individual decision maker whereas situational factors comprise variables that make and describe the various

situations in which an individual consumer makes consumption decisions.

4.1 Individual factors: This category includes variables specifically related to an individual decision maker. These variables are generally a result of
individual life experiences (attitudes, values, personality, etc.) and affect an individual’s decision making process. This paper includes the following
individual variables:

4.1.1 Emotions - As shown in Tables 1 and 2, six studies reported a positive and direct impact of consumers’ environmental concern on green
purchase intention and behaviour (e.g., Makatouni, 2002).Two studies found that ecological affects positively influenced green purchase intention (Chan
and Lau, 2000; Kanchanapibul et al., 2014). Environmental concerns and responsibility were found to have a positive and direct impact on ecological
knowledge, purchase intention and actual purchase behaviour (Makatouni, 2002; Padel and Foster, 2005; Wang, Liu, and Qi, 2014; Zhao et al., 2014). In
one study each, consumer guilt (Young et al., 2010) and generativity (Paco et al., 2013) were found to have a significant influence on consumer green
purchase behaviour. Thus, it can be said that consumer emotions, specifically environmental concern, has a positive and direct impact on consumer green

purchase intention and behaviour.

4.1.2 Habits — Two studies (Table 2) reported a negative influence of habit on consumer green purchase behaviour (Padel and Foster, 2005; Vermeir
and Verbeke, 2006). Further, habit has been reported as a significant obstacle to purchasing green products (Tsakiridou et al., 2008). Habit and past
behaviour guide consumer preferences and influence their purchasing behaviour, making it difficult to change. However, limited studies have observed the
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influence of habit on consumer green purchase behaviour. Therefore, further investigation is required in this area.

4.1.3 Perceived consumer effectiveness - Perceived consumer effectiveness is one of the most studied variables and has been defined as
“consumers’ evaluation of the extent to which their consumption can make a difference in the overall problem” (Webster, 1975). Seven studies found a
positive correlation between perceived consumer effectiveness and purchase intention/adoption of green products (e.g., Gleim et al., 2013; Gupta and
Ogden, 2009). Perceived consumer effectiveness was also found to indirectly influence consumer purchase intention since it significantly affected
consumer attitudes, subjective norms and perceived behavioural control which further determined consumer purchase intention (Kang et al., 2013). Hence,
it can be said that there exists a positive correlation between perceived consumer effectiveness and green purchase intention and behaviour.

4.1.4 Perceived behavioural control - Perceived behavioural control is the perceived control one has over one’s actions. It refers to the capacity of
an individual to perform a given behaviour (Ajzen, 1988). Two studies (Table 1) found perceived behavioural control to have a significant and positive
impact on intention and actual purchase of green products (Ma, Littrell, and Niehm, 2012; Wang et al., 2014). There was however, one study which
reported that perceived behavioural control and consumer green purchase intention were not related (Arvola et al., 2008). It can be said although there is
some evidence that perceived behavioural control positively influences green purchase behaviour, yet further empirical investigation is warranted due to
the limited research in the area.

4.1.5 Values and personal norms — Six studies (Tables 1 and 2) reported a positive correlation between environmental, social and ethical values of
consumers and their purchase behaviour toward green products (e.g., Chen et al., 2012; Eze et al., 2013; Wang et al., 2014; Young et al., 2010).
Specifically altruism, universalism and benevolence were values that were found to positively affect purchase intention and actual purchase of green
products (Doran, 2009; Mondelaers, Verbeke, and Huylenbroeck, 2009; Mostafa et al., 2006; Padel and Foster, 2005). It was further found that
individualistic values such as health and safety, and hedonistic values such as pleasure in eating positively affected purchase behaviour of green products,
specifically green food products (Cerjak et al., 2010; Padel and Foster, 2005). Several studies even found that individualistic values had a stronger
influence than altruistic values in purchasing green food products (Krystallis and Vassallo, 2008; Magnusson et al., 2003). Moral and personal norms were
also found to have a significant influence on purchase intentions and actual purchase (Arvola et al., 2008; Gleim et al., 2013). It can thus be said that the
environmental, social and ethical values held by consumers along with their individualistic values have a positive influence on green purchase behaviour.

4.1.6 Trust- In the context of green products, trust is defined as a belief or expectation about the environmental performance of such products (Chen,
2013). Of the 53 studies reviewed by the authors, 6 observed the influence of trust on consumer green purchase intention and behaviour. These studies
found that lack of consumer trust and confidence in green claims and characteristics of green products was a significant barrier towards purchase of green
products (Bang et al., 2000; Fotopoulos and Krystallis, 2002; Gupta and Ogden, 2009; Krystallis et al., 2008; Tung et al., 2012; Vermeir and Verbeke,
2008). In one study, green trust was found to mediate the relationship between green perceived value and green perceived risk - the two antecedents of
green purchase intention (Chen et al., 2012). Hence, it can be said that lack of consumer trust in green products acts as a barrier towards green purchase
behaviour.

4.1.7 Knowledge — Knowledge was found to be the most studied variable; eighteen papers examined consumers’ environmental knowledge (Table 1).
Of the eighteen studies, fifteen found that knowledge of environmental issues positively influenced consumer intention and actual purchase of green
products (e.g., Chan et al., 2000; Eze et al., 2013). Three studies did not find any relation between environmental knowledge of the consumer and green
purchase intention (Chan and Lau, 2000; Ramayah and Rahbar, 2013; Wolsink, 2007). Other than these eighteen studies, two other studies also found that
lack of information negatively affected green purchase behaviour (Connell, 2010; Padel and Foster, 2005). Numerous other studies have also reported that
knowledge of organic food positively affected the formation of organic attitudes (e.g., Smith et al., 2010). Fraj-Andrés et al. (2007) gave a possible
explanation of the effect of environmental knowledge on consumer ecological behaviour and suggested that environmental knowledge moderated the
relationship between ecological attitude and green behaviour. However, a few studies found that consumer knowledge did not influence the purchase of
fuel-efficient vehicles (Bang et al., 2000). Also, knowledge of environmental benefits of wind power was not found to be associated with positive attitudes
toward wind power projects (Bang et al., 2000; Wolsink, 2007). The above findings suggest that environmental knowledge may have a positive effect on
consumer green purchase intention and behaviour. However, further research in this area is encouraged to concretely establish the influence of
environmental knowledge on green purchase intention and behaviour.

4.1.8 Other individual factors — Among others, the perception of the consequences of a green purchase and response efficacy were also found to
influence green purchase (Wang et al., 2014; Follows et al., 2000). One study also found that variety seeking and self-indulgence (dimensions of
consumer lifestyle) influenced purchase of organic food products (Chen et al., 2012).

4.2 Situational factors - These factors represent situational forces that affect green purchase decisions of consumers. These forces either encourage
or discourage consumers to adopt green products. The variables included under this category are explained below.
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4.2.1 Price - 1t has been reported in 10 studies (Tables 1 and 2) that higher price outweighed ethical considerations and widened the attitude-
behaviour gap in case of purchase of green products (e.g., Connell, 2010; Gleim et al., 2013; Padel and Foster, 2005; Vermeir and Verbeke, 2006). Lack
of economic resources of consumers was found to magnify the effect of price and act as a barrier to purchase of green products (Connell, 2010). However,
low price sensitivity of consumers was found to positively affect green purchase behaviour (Aertsens et al., 2011; Eze and Ndubisi, 2013; Lea and
Worsley, 2008). Conversely, high price sensitivity negatively affected (Ma et al., 2013) green purchase behaviour of consumers. It is thus clear that high
price negatively influences green purchase intention and behaviour.

4.2.2 Product availability — As seen in Table 1 and 2, five studies reported that limited availability of a product had a negative influence on
consumer green purchase intention and behaviour(e.g., Young et al., 2010); conversely, four studies reported that availability of a product had a positive
relation with green purchase intention and behaviour ( e.g., Tarkiainen and Sundqvist, 2005). Most studies showed that limited availability and difficulties
in accessing green products were major barriers to purchasing environmentally sustainable products (Padel and Foster, 2005;Young et al., 2010). On the
other hand, easy availability of the green product positively affected green purchase behaviour (Tarkiainen and Sundqvist, 2005; Vermeir and Verbeke,
2008). Consumers generally don’t like to spend a lot of time searching for green products; they prefer products that are easily accessible (Tanner and Kast,
2003; Young et al., 2010). Further, consumers generally look for convenience in purchasing (Fotopoulos et al., 2002; Padel and Foster, 2005) and avoid
behaviours that require higher perceived efforts (Gosslinga et al., 2005) Thus, it can be said that limited availability and inconvenience in procuring
products act as barriers and increase the gap between consumer positive attitude and actual behaviour towards purchasing green products.

4.2.3 Subjective norm/social norm and reference groups - As seen in Tables 1 and 2, 13 studies have examined the influence of subjective
norm/social norm and reference groups on purchase intention and actual purchase behaviour. Out of these, eleven studies found subjective or social norms
and reference groups to have a positive correlation with purchase intention and actual purchase of green products (e.g., Eze et al., 2013; Liu et al., 2012;
Welsch et al., 2009) while two studies found that societal norm had a negative relationship with purchase intention and actual purchase behaviour
(Connell, 2010; Lee, 2011). Subjective norm was also found to have an indirect influence on consumer green purchase behaviour as it influenced green
attitudes that further affected green purchase behaviour (Gadenne et al., 2013; Smith et al., 2010; Tarkiainen and Sundqvist, 2005; Welsch et al., 2009;
Salazar, Oerlemans, and van Stroe-Biezen, 2013). Findings further reveal that social and reference groups, especially peers and other individuals with
close proximity to consumers have a stronger influence on consumers’ green purchase decision-making process (Lee, 2010; Salazar et al., 2013; Tsarenko
et al., 2013). To summarize, it can be said that subjective or social norm and reference groups have a positive relationship with consumer green purchase
behaviour.

4.2.4 Product attributes and quality — Four studies (Tables 1 and 2) found that product attributes positively influenced purchase of green products
(e.g., Chen et al., 2012; Young et al., 2010). Also, consumers preferred functional attributes of the product (that fulfil personal needs and desires) over its
ethical characteristics (Chen and Lobo, 2012; Tsakiridou et al., 2008). Taste, quality and healthiness of product have been reported as important attributes
for consumers who purchase green food products (Cerjak et al., 2010). Only one study reported that product attributes were not related to green purchase
behaviour (Chan and Wong, 2012). Three studies reported that product quality significantly influenced consumer green purchase intention and behaviour
(Mondelaers et al., 2009; Smith and Paladino, 2010; Tsakiridou et al., 2008). Perceived high quality of green products has a positive influence (Aertsens et
al., 2011; Mondelaers et al., 2009), whereas perceived low quality of green products has a negative influence (Smith and Paladino, 2010; Tsakiridou et al.,
2008) on consumer green purchase intention and behaviour. Therefore, it can be said that functional and sustainable characteristics of products combined
with high product quality positively influence consumers’ green purchase behaviour. Conversely, poor product attributes and inferior quality may result in
a conflict between personal needs of consumers and their sense of environmental and social responsibility, which may further increase the inconsistency
between attitude and actual buying actions.

4.2.5 Store related attributes — Two studies (Table 2) found that store related attributes of sustainability positively influenced consumer purchase of
green products (Tanner and Kast, 2003). However, the high price of sustainable products weakened this relationship (Chang et al., 2012). On the other
hand, two studies reported that unfavourable retail environments may act as a constraint towards environmentally sustainable purchasing (Connell, 2010).
Both studies reported that favourable store related attributes positively affected consumer green purchase behaviour, however, as the number of studies
observing the influence of store related attributes on green purchase behaviour is less, further investigation in this area is required.

4.2.6 Brand image - Brand image in terms of green products can be defined as “a whole range of impressions, conceptions and apprehensions
towards a brand in the customers’ memory which is correlated to the sustainability and eco-friendly concerns” (Chen, 2010). Consumers generally have
personal favourite brands and they prefer them over green brands (Young et al., 2010). Also, consumer trust in a green brand is an important purchase
criterion which positively influences their purchase of green products (Rahbar and Wahid, 2011). Only a few studies were found to have investigated the
influence of brand image on consumers’ green purchase behaviour, therefore, more research is needed in this area to get conclusive results.

4.2.7 Eco labelling and certification - Eco-labelling or eco-certification informs consumers about the green characteristics of the product and
motivates them to purchase green products (Young et al., 2010). However, it has been found in two studies (Table 3) that consumers do not trust the
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information provided and remain skeptical towards the manufacturing, labelling and certification procedures of various products (Nittala, 2014). These

studies have suggested that reliable information should be provided in a simple and user-friendly way through product labels. This might build consumer

trust and encourage more sustainable purchases (Rahbar and Wahid, 2011). Above findings suggest that eco labelling might not have any impact on

consumer green purchase behaviour if they do not trust the information provided.

4.2.8 Other situational factors - In one study, it was found that environmental structures and services, a consumer’s local environmental

involvement and consumer exposure to environmental messages through media influenced pro-environmental consumer behaviour (Lee, 2010). Another

study observed that regulatory laws affected consumers’ purchase of organic food products (Chen et al., 2012).

Table 2. Factors affecting green purchase intention

Independent variable Direction Studies Total number of
studies
Collectivism + 4,46 2
Man nature orientation + 2 1
Interest in environmental issues + 10 1
Inclined to express public preferences + 10 1
Subjective norm /Social group /Social influence + 14,17,23,29,42 5
Knowledge/Information + 1,15,38,41,42,51,52 7
Unrelated 2,18,46 3
Personal norm, personal values + 17 1
Environmental value + 50 1
Environmental concern + 1 1
Unrelated 52 1
Beliefs about positive consequences + 1 1
Promotion/diffusion + 50 1
Environmental consequences + 3 1
Individual consequences - 3 1
Environmental attitude + 19,23,38,42 4
AGP + 4,14,15,46 4
Egoistic motives (health concern) + 8 1
Altruistic motives (Environmental concern) + 1,8,15,29 4
Unrelated 52 1
Perceived behavioral control + 14,42 2
Unrelated 19 1
Availability of organic food + 14,23 2
Convenience + 4 1
High perceived efforts - 11 1
Perceived consumer effectiveness(PCE) + 15,17,23,42 4
High Involvement + 17 1
Quality traits + 24 1
Price - 11,24,36 3
+ 41 1
Eco labeling + 24 1
- 52 1
Product attributes + 35,52 2
Lifestyle + 35 1
Regulation + 35 1
Trust/Confidence in green product + 17,23,37,39 4
Lack of trust in green product - 11,15 2
Green perceived risk - 37 1
Green perceived value + 37 1
+ 38 1
Perceived personal relevance + 42 1
Ecological affect + 2,51 2
Table 3. Factors affecting green purchase behaviour
Independent variable Direction Studies Total number of
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studies

Subjective norm /Social group /Social influence /reference group + 25,29,30,40,47,48 6
Societal norm - 27,32 2
Knowledge + 9,13,30,40,43,44,45,49 8
Lack of information - 13,27 2
Economic Resources + 25 1
Lack of economic resources - 27,32 2
Personal norm, personal values + 40 1
Environmental value + 30 1
Ethical value + 28 1
Environmental concern + 12,13,26,48,53 5
Better environmental consequences + 31 1
Environmental attitude + 9,43,53 3

Unrelated 40,44,49 3
AGP + 29 1
Unfavourable attitude - 27,32 2
Past consumption (habit) + 25 1
Egoistic motives (health concern) + 7,13,21,26,29,31 6
Security (safety) + 26 1
Individualistic values (stimulation, hedonism) + 20,21 2
Universalism + 20 1
Benevolence values
Altruistic motives + 13,48,53 3
Idea of return to the nature + 26 1
Limited availability of organic food - 6,13,22,27,32 5
Availability of organic food + 21,31 2
Look for convenience - 6,13 2
High perceived efforts - 11 1
Perceived consumer effectiveness (PCE) + 12,44,49 3
Quality traits - 22,29 2

+ 31 1
Price - 5,6,11,13,22,36,44 7
Low price-sensitivity + 21,31,40 3
High price sensitivity - 44 1
Product attributes + 5,31 2

Unrelated 36 1
Lack of trust/confidence in green product - 6,11,13,22 4
Green trust + 39 1
Trust in Eco label + 33 1
Trust in Eco brand + 33 1
Environmental advertising - 33 1
Green purchase intention + 4,14,34,51,46 5
Habits - 5,13 2
Personal values + 40 1
Perceived time barriers + 9 1
Frequency of shopping in supermarkets + 9 1
Product quality and presentation - 13,29,31 3
Universalism values + 20 1
Benevolence values + 20 1
Idea of return to nature + 26 1
Retail environments - 27,32 2
Ethical commitment + 28 1
Familiarity + 29 1
General green Values + 30 1
Store Related Attribute + 36 1
Pro-environmental behavior Unrelated 40 1
Generatively + 45 1
Self-image + 48 1

5. Discussion

Through an extensive literature review, numerous factors affecting consumer green purchase behaviour were identified. All these factors were found
to either encourage or discourage purchase of green products. Based on these factors, probable explanations can be suggested for the reported attitude-
behaviour gap in green purchase behaviour. As reported by most studies, consumers’ high concern for environmental and social issues, and the functional
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and green attributes of products are the two major sets of motives that drive their green purchase behaviour.

Consumers’ concern and sense of responsibility towards environmental and social issues were found to have a positive impact on green purchase
behaviour (Makatouni, 2002). Particularly, environmental concerns were found to motivate the purchase of organic food products (Padel and Foster,
2005). Such findings are justifiable, since consumers generally relate green characteristics of a product with environmentally friendly manufacturing
processes (Makatouni, 2002). Concern for the environment was found to be associated with an individual’s moral or ethical obligations and/or personal
norms (Doran, 2009). It has been found that consumers’ true moral obligations or personal norms related to environmental welfare might enhance the
attitude-behaviour relationship. On the other hand, consumers who exhibit positive attitudes towards green products, but lack a feeling of strong personal
obligation towards the betterment of the environment and society may not be willing to select green products, especially when they have different options.

Consumer values related to environment and ethics, specifically personal values such as self-transcendence that include universalism, altruism and
benevolence were found to positively drive ethical obligations and personal norms (Chen et al., 2012; Eze et al., 2013; Padel and Foster, 2005). It can be
asserted that strong environmental and social values motivate consumers and increase their involvement in purchase situations. High involvement of
consumers means their active participation in the purchase process (Agrawal and Rahman, 2014; Vermeir and Verbeke, 2006), and consideration of both
functional and green characteristics of products, favouring attitude- behaviour relationship and green purchases (Vermeir and Verbeke, 2006). Results
further show that various emotions, especially feelings of personal safety (Cerjak et al., 2010), guilt (Azoury and Salloum, 2013; Young et al., 2010), and
generativity (Pago, Alves, and Shiel, 2013) directly influence consumer behaviour, and may drive consumers towards sustainable purchasing. However,
the effects of specific emotions remain largely unexplored. Future research is warranted to address this issue.

Further, studies suggest that a product’s functional and green attributes form another group of motives that influence consumers’ green purchase
behaviour (Young et al., 2010). A product’s health related benefits, superior quality, and good taste are the specific attributes that drive the demand and
consumption of green food products (Aertsens et al., 2011). Also, perception of poor product quality is an important barrier identified in many studies that
affects green purchase decisions (Gleim et al., 2013). Therefore, products with favourable functional and ethical attributes and high quality act as strong
motives for buying and are a necessary precondition for translating positive attitudes into actual purchasing actions. On the other hand, inferior quality and
poor product attributes may result in a conflict between consumers’ personal inclination, and sense of environmental and social responsibility, which may
widen the attitude-behaviour gap (Tsakiridou et al., 2008). Consumer preference for product attributes is driven by consumers’ individual and egoistic
values such as health and safety concerns, and hedonistic values of enjoyment and pleasure in using a product (Cerjak et al., 2010). Therefore, consumers’
moral obligations and concern for others, and desire of welfare of one’s own family and oneself were identified as significant drivers of green purchasing.

Some studies have sought to compare the intensity of the effects of consumers’ environmental concern, and product attributes on green purchase
behaviour (Magnusson et al., 2003). However, studies remain divided on the motives that act as prime motivators behind green product purchases. Some
studies have reported that product attributes such as healthiness and quality drive the purchase of green products (Aertsens et al., 2011; Chen et al., 2012)
whereas other studies have identified altruistic values as the main motivating factors (Padel and Foster, 2005; Tsarenko et al., 2013) . Consumers
generally make a trade-off between environmental concern and product attributes while purchasing green products. They evaluate various environmental,
social and individual consequences of a green product purchase. Consumers that give more importance to environmental and social consequences look for
green attributes whereas consumers that attach higher importance to individual consequences seek functional attributes in a product. Such customers do
not exhibit green purchase behaviour even though they may have high environmental and social concerns. In the case of these consumers, individual
considerations overshadow their positive environmental and social attitudes (Follows et al., 2000). This explains why some consumers show high
environmental and social concern, but fail to translate this positive attitude into actual buying behaviour.

Perceived consumer effectiveness and perceived behavioural control are two additional important factors found to affect green purchasing. Perceived
consumer effectiveness was found to positively associate with green purchase intention (Gleim et al., 2013; Gupta and Ogden, 2009). It was also found to
indirectly affect consumer purchase intention by significantly influencing consumers' green attitudes, subjective norms and perceived behavioural control
which further influenced green purchasing behaviour (Kang et al., 2013). Perceived behavioural control was found to positively affect consumers’ green
purchase intention and actual purchase behaviour (Wang et al., 2014). The strong influence of perceived consumer effectiveness on green purchase
intention suggests that consumers are sensitive towards the effect of their consumption patterns on nature and society; they rationally evaluate the benefits
of green purchasing activities, and consider how their efforts can make a difference to nature and society.

Extant literature mentions knowledge as one of the most influential factors that affect green purchase intention and behaviour. Most studies show that
consumers’ knowledge of social and environmental issues positively affects their attitude and actual purchasing of green products (Smith et al., 2010). The
level of environmental knowledge also mediates the relationship between green attitude and environmental behaviour (Fraj-Andrés et al., 2007).
Therefore, more information would lead to increased consumer knowledge which in turn might strengthen consumers’ trust in green products and
reinforce the attitude-behaviour relationship. Conversely, lack of knowledge prevents consumers from translating their concerns into the actual purchase
of green products (Tanner and Kast, 2003; Vermeir and Verbeke’s, 2006). However, some authors have challenged the suggested influence of knowledge.
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They have reported only a weak relation between the consumers’ level of knowledge and environmental concern, attitude, and actual green purchase
decision (Bang et al., 2000; Wolsink, 2007). One possible explanation for this may be that only a basic understanding of ecological and social problems
might not be enough to motivate consumers towards adopting sustainable consumption practices. A deeper understanding of the consequences of
irresponsible consumption might prove to be more effective in making the consumer shift towards green consumption. These findings could also imply the
inability of current methods of disseminating information to convince consumers about the benefits (individual and environmental) of consuming green
products. Studies have revealed that consumers generally look for simple and user-friendly information while purchasing green products (Mondelaers et
al., 2009). Such information could be displayed through special labels that provide details of the environmentally sustainable attributes of the product.

However, the effectiveness of labels is not clear, especially in case of consumers who are not aware of sustainability issues and may not understand
the information displayed on the label. Also, people face difficulties in recognizing eco-labels and distinguishing them from regular ones. Thus, lack of
consumer awareness and trust (in eco-labels) reduces the effectiveness of eco-labels. The above findings suggest that eco-labelling might not have an
impact on green purchase behaviour if consumers don’t trust the information provided. To overcome this limitation, it is suggested that along with labels,
appropriate media should be used to disseminate additional information that may educate customers about sustainability issues and help them recognize
various eco-labels, and accurately understand their meaning (Liu et al., 2012).

Subjective/social norm and reference groups emerged as important drivers of green purchase behaviour. Numerous studies have reported a positive
relationship between subjective/societal norm or reference groups on green purchase behaviour (Eze et al., 2013; Welsch et al., 2009). However, two
studies reported a negative relationship between reference groups and individual green purchase behaviour (Connell, 2010; Lee, 2011). Subjective/social
norms can influence behaviour as they may exert pressure on an individual to act in a certain way (Gupta and Ogden, 2009). Previous studies have also
found that social agents in close proximity such as peers and parents may be considered idols for observational learning and also be viewed as a credible
source of information regarding sustainable products (Lee, 2011; Lee, 2014; Salazar et al., 2013; Tsarenko et al., 2013). This phenomenon can be
explained with the help of consumer socialization theory which suggests that social groups have a greater influence on consumption behaviour (John,
1999). It further states that green purchase behaviour is associated with social meanings and values. All individuals have various social groups, some of
these social groups might have some “norms” on sustainable consumption, including norms regarding environmentally responsible behaviour or green
purchase behaviour (Ajzen and Fishbein, 1980); consumers follow these norms to get social approval and acceptance in their groups. Thus, this “group
effect” may be a predictor of the way an individual would act in relation to green purchase behaviour (Dotson and Hyatt, 2000). Store related
characteristics can also influence consumers to exhibit more responsible purchasing behaviour (Tsarenko et al., 2013; Tanner and Kast, 2003). Store
related sustainable attributes were found to positively influence the consumption of various sustainable products including eco-fashion (Chan et al., 2012)
and food products (Connell, 2010), whereas unfavourable store attributes acted as constraints towards green purchasing (Connell, 2010).

There are various factors that act as barriers and increase the inconsistency between consumers’ positive attitude and actual green purchase behaviour.
Higher prices are reported as a significant barrier to purchasing environmentally sustainable products (Vermeir and Verbeke, 2006; Young et al., 2010).
Companies generally charge a premium for green products while consumers are usually sensitive towards price; they are willing to buy eco-friendly
products, but not at higher prices. Consumers generally prefer low priced green products and attach more importance to price as compared to green claims
(Cranfield et al., 2010; Eze et al., 2013). Thus, if the price of the product is higher than their expectations, it will undermine the effect of their green
attitude and increase the attitude-behaviour gap in green purchasing.

Further, limited availability of and difficulty in accessing environmentally sustainable products were identified as other major barriers in green
purchasing (Lea and Worsley, 2008; Padel and Foster, 2005). Consumers generally prefer products that are easily accessible and don’t like to spend time
searching for green products (Tanner and Kast, 2003; Young et al., 2010). This unwillingness to spend time in searching environmentally sustainable
products indicates consumers’ desire of easily accessible/available green products (Padel and Foster, 2005). Thus, limited availability and inconvenience
in procuring products increases the gap between positive attitude and actual behaviour towards sustainable green purchasing. When the lack of availability
of a product combines with high price and poor brand image, consumers resist purchasing such green products (Lea and Worsley, 2008; Connell, 2010;
Young et al., 2010).

Various studies have reported lack of consumer trust in ethical claims and green characteristics of a product as key barriers to purchasing green
products (Tsakiridou et al., 2008); consumers do not trust the green characteristics of the product and they are not convinced that consumption of these
products will lead to any environmental benefits. Further, consumers do not trust eco-labels and the information available on green packages and avoid
purchasing such products (Chen et al., 2012). Thus, consumers’ lack of trust emerges as a major cause for the reported attitude-behaviour inconsistency.
Consumer habits also emerged as a significant barrier to green purchase behaviour. Several studies have reported a negative relation between consumer
habits and green purchase behaviour (e.g., Magnusson et al., 2001; Padel and Foster, 2005). Vermeir and Verbeke (2006) reported that consumers were
more prone to follow their habitual consumption patterns when purchasing low involvement products such as daily food and other grocery items. This
holds especially true if consumers do not have high environmental and social concern or if they are not motivated either by functional or ethical attributes
of the green product. The influence of habit on green purchase behaviour can be possibly explained in terms of rational, emotional and behavioural aspects
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of a consumer’s psychology; consumers choose a product not only on the basis of rational and emotional aspects, but also unconscious and past behaviour
(Magnusson et al., 2001). Brand image was another important factor that influenced green purchasing. Positive brand image was found to build trust in the
green characteristics of products and facilitate purchasing. On the contrary, the lack of a strong brand image proved to be a major barrier to purchasing of
green products (Young et al., 2010).

It is clear from the discussion above that various factors motivate or hinder green purchase behaviour and influence the translation of positive attitude
into actual buying actions. However, further research is needed in some areas to determine the role of these factors and the extent to which they influence
green purchase behaviour. Nonetheless, manufacturers and retailers would do well to incorporate the findings of this study into their marketing strategy
so that they can reach out to a larger number of consumers and convince them to buy their products.

6. Implications
6.1 Theoretical Implications

This study is one of the very first that review attitude-behaviour inconsistency in context of green purchasing along with various motives, attitudes,
behaviours and barriers affecting green purchase behaviour. The study identifies numerous motives and barriers affecting green purchases and offers
possible explanations for the observed inconsistency in green purchase behaviour. Further, it provides a comprehensive view of extant literature as it is
based on the outcomes of various studies undertaken previously. It presents key constructs that can be considered independent variables in future studies
to investigate their influence on green purchases (dependent variable). Surprisingly, the authors found no review paper that addressed attitude-behaviour
inconsistencies in the context of green purchase behaviour, although there are empirical studies that focus on various dimensions of green consumption.
The identification of various factors (drivers and barriers) in this paper has been done on the basis of the outcomes of numerous studies conducted in
various contexts and cultures, and the suitability of these factors should be empirically examined in future research. Researchers may also propose
different frameworks and models based on their own outcomes, taking the findings of the present study as a base.

6.2 Managerial Implications

This article has significant managerial implications. It informs policy makers and marketing managers about the key predictors of consumers’ green
purchase behaviour. Marketers would do well to understand these drivers and barriers to green purchase behaviour as this understanding will enable them
to tailor their product offerings and formulate marketing strategies to encourage green buying behaviour. The present study has useful implications for
public policy as well. Findings reveal that environmental concerns and values are the prime factors that motivate a consumer to investigate green products.
Policy makers should further nurture and develop this tendency through environmental education. Consumers generally remain sceptical of environmental
claims made by manufacturers and find it difficult to identify green products. Thus, environmental education should impart knowledge about how a
consumer can identify green products.

For manufacturers, the findings imply that consumers prefer a green product with favourable functional attributes. So, a producer or marketer should
not only focus on the green characteristics of the product, but also on functional attributes. Companies need to introduce innovative products which
combine green and functional attributes. Further, producers and marketers should not only introduce products with eco-labels, but also make efforts to
develop consumer trust in the eco-label. To this end, marketers can run campaigns to promote public awareness of eco-labels, inform citizens about the
meaning and availability of the eco-labels, and the benefits of using eco-labelled products. Government should also monitor the credibility of the messages
carried by eco-labels to ensure that the trust of consumers is not breached. Another significant implication of this study is that consumers will purchase
green products if they are available at convenient locations and in variety. Thus, retailers should ensure that their stores contain a variety of green products
displayed at convenient and easy to view locations.

7. Conclusion

Major environmental problems and depletion of natural resources forced human civilization to focus on environmentally responsible consumption.
More and more organizations are producing environmentally friendly products today and consumers are also showing increased willingness to purchase
such products. However, a majority of previous studies report that consumers’ favourable attitudes do not translate into actual buying actions and most of
the consumers do not purchase green products. This research addresses the need for a review study to examine available literature for determining the
various reasons behind the inconsistent behaviour of consumers.To this end, the authors conducted an extensive review of 53 empirical articles on
consumer green purchase behaviour and identified major factors influencing consumer green purchase decisions. Further, the authors offer probable
explanations for the observed inconsistency in green purchase attitude-behaviour. Additionally, the variables that have received most attention in literature
and those that have largely been overlooked were identified.
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Environmental concerns, product attributes, environmental knowledge and subjective norms emerged as major drivers whereas high price, low
availability and lack of consumer trust in green products emerged as major barriers towards purchase of green products. These results are consistent with
those of Smith and Paladino (2010) and Chen (2011), who identified environmental concern and subjective norm as major drivers, and also with those of
Young et al. (2010) and Tsakiridou et al. (2008) who recognized price and lack of availability as major barriers towards consumer green purchase
behaviour. Results of this study also agree with O’Fallon and Butterfield (2005), who reviewed consumer ethical decision making. The influence of some
variables such as specific emotions (guilt, generativity), store related attributes and advertising remain less studied and future research should explore
these variables. Also, most empirical articles on green purchasing were found to be dependent on consumers’ self-reported attitudes and practices; hardly
any study was found based on observation of consumer behaviour in reality. Future research may observe actual consumer behaviour to get a true picture
of how consumers behave in reality.

It has been established in this study that consumers are willing to buy green products although this will somehow does not translate into actual
purchases. The reasons for this have been mentioned previously in the study. The authors are of the view that companies offering green products should
not view their offering just as a unique product that presents new business opportunities, and overprice the product on the basis of it being ‘green’. The
reason is overpricing does hurt the buying capacity of a consumer. For example, how can an average consumer be expected to buy a herbal or green soap
that is 5 times the price of an ordinary soap? Such pricing strategies make the product a ‘niche product’ consumable only by a section of society rather
than a mass product that can be consumed by everyone. Having said that, pricing is neither the only issue, nor the only solution to the problem. This
‘green thinking’ should be a part of an organization’s work culture and ethics. The company should want to make products that are safe for the
environment and accessible to everyone. Unless this willingness is there, the authors don’t see a drastic change in the way affairs are conducted. At the
same time, retailers should not stock one or two green products in their stores just as a formality. They should keep a variety of products so that consumers
have better and broader choice ranges, thus really encouraging consumers and society to ‘go green’.

Like any research, this study also has some limitations. For this review, the authors tried to be very systematic and accurate in selecting articles, but
some shortcomings remain that could be overcome by future studies. The variables identified may have different impacts on individuals from different
cultural and social backgrounds. Further, the impact of demographic factors was not considered in this study. Future studies may explore this dimension.
Researchers are also encouraged to consider conceptual papers along with empirical studies in future reviews. Finally, future research may also focus on
exploring additional factors influencing/causing the reported inconsistency in green purchase behaviour and identifying the influence of factors that have
been studied comparatively less in extant literature.

References

Aertsens, J., Mondelaers, K., Verbeke, W., Buysse, J., & Van Huylenbroeck, G. (2011). The influence of subjective and objective knowledge on attitude,
motivations and consumption of organic food. British Food Journal, 113(11), 1353-1378.

Agrawal, AK., Rahman, Z. (2015). Roles and Resource Contributions of Customers in Value Co-creation. International Strategic Management Review.
doi: 10.1016/j.ism.2015.03.001 (Article in Press)

Ajzen, I. (2001). Nature and operation of attitudes. Annual review of psychology, 52(1), 27-58.

Ajzen, 1., & Fishbein, M. (1980). Understanding attitudes and predicting social Behaviour. Englewood Cliffs, NJ: Prentice-Hall.

Arvola, A., Vassallo, M., Dean, M., Lampila, P., Saba, A., Lahteenmiki, L., & Shepherd, R. (2008). Predicting intentions to purchase organic food: The role of
affective and moral attitudes in the Theory of Planned Behaviour. Appetite, 50(2), 443-454.

Azoury, N. & Salloum, C. (2013). L’impact de I’affect de marque sur la fidélité¢ des consommateurs : analyse empirique. La Revue Sciences de Gestion, 261-262,
69-76.

Bamberg, S. (2003). How does environmental concern influence specific environmentally related behaviors? A new answer to an old question. Journal of
environmental psychology, 23(1), 21-32.

Bang, H. K., Ellinger, A. E., Hadjimarcou, J., & Traichal, P. A. (2000). Consumer concern, knowledge, belief, and attitude toward renewable energy: An application
of the reasoned action theory. Psychology & Marketing, 17(6), 449-468.

Bockman, S., Razzouk, Y., & Sirotnik, B. (2009). Going green — from left to center stage: An empirical perspective. Journal of the American Academy of Business
14(2), 8-17.

Bray, J., Johns, N., & Kilburn, D. (2011). An exploratory study into the factors impeding ethical consumption. Journal of Business Ethics, 98(4), 597-608.
Carrington, M. J., Neville, B. A., & Whitwell, G. J. (2010). Why ethical consumers don’t walk their talk: Towards a framework for understanding the gap between
the ethical purchase intentions and actual buying behaviour of ethically minded consumers. Journal of Business Ethics, 97(1), 139-158.

Cerjak, M., Mesi¢, Z., Kopi¢, M., Kovagi¢, D., & Markovina, J. (2010). What motivates consumers to buy organic food: Comparison of Croatia, Bosnia
Herzegovina, and Slovenia. Journal of Food Products Marketing, 16(3), 278-292.

Chen, J., & Lobo, A. (2012). Organic food products in China: determinants of consumers’ purchase intentions. The International Review of Retail, Distribution and
Consumer Research, 22(3), 293-314.

Chan, R. Y. (2001). Determinants of Chinese consumers' green purchase behavior. Psychology & Marketing, 18(4), 389-413.

Chan, R. Y., & Lau, L. B. (2000). Antecedents of greenpurchases: a survey in China. Journal of consumer marketing, 17(4), 338-357.



INTERNATIONAL STRATEGIC MANAGEMENT REVIEW 3 (2015) 128-143 141

Chan, R. Y., & Lau, L. B. (2004). The effectiveness of environmental claims among Chinese consumers: influences of claim type, country disposition and
ecocentric orientation. Journal of Marketing Management, 20(3-4), 273-319.

Chen, T. B., & Chai, L. T. (2010). Attitude towards the environment and green products: Consumers’ perspective. Management science and engineering, 4(2), 27-
39.

Chan, T. Y., & Wong, C. W. (2012). The consumption side of sustainable fashion supply chain: Understanding fashion consumer eco-fashion consumption
decision. Journal of Fashion Marketing and Management, 16(2), 193-215.

Chen, Y. S. (2010). The drivers of green brand equity: green brand image, green satisfaction, and green trust. Journal of Business Ethics, 93(2), 307-319.

Chen, Y. S., & Chang, C. H. (2012). Enhance green purchase intentions: The roles of green perceived value, green perceived risk, and green trust.Management
Decision, 50(3), 502-520.

Connell, K. Y. H. (2010). Internal and external barriers to eco-conscious apparel acquisition. International Journal of Consumer Studies, 34(3), 279-286.

Davies, J., Foxall, G. R., & Pallister, J. (2002). Beyond the intention—behaviour mythology an integrated model of recycling. Marketing theory, 2(1), 29-113.
Department for Environment, Food and Rural Affairs and the Forestry Commission. (2006). Sustainable Consumption and Production: Encouraging Sustainable
Consumption. Retrieved from http://archive.defra.gov.uk/corporate/about/reports/documents/2006deptreport.pdf

De Pelsmacker, P., Driesen, L., & Rayp, G. (2005). Do consumers care about ethics? Willingness to pay for fair-trade coffee. Journal of consumer affairs,39(2),
363-385.

Diamantopoulos, A., Schlegelmilch, B. B., Sinkovics, R. R., & Bohlen, G. M. (2003). Can socio-demographics still play a role in profiling green consumers? A
review of the evidence and an empirical investigation. Journal of Business Research, 56(6), 465-480.

Doran, C. J. (2009). The role of personal values in fair trade consumption. Journal of Business Ethics, 84(4), 549-563.

Ek, K. (2005). Public and private attitudes towards “green” electricity: the case of Swedish wind power. Energy Policy, 33(13), 1677-1689.

Ellen, P. S., Webb, D. J., & Mohr, L. A. (2006). Building corporate associations: Consumer attributions for corporate socially responsible programs. Journal of the
Academy of Marketing Science, 34(2), 147-157.

Eze, U. C., & Ndubisi, N. O. (2013). Green Buyer Behavior: Evidence from Asia Consumers. Journal of Asian and African Studies, 48(4), 413-426.

Follows, S. B., & Jobber, D. (2000). Environmentally responsible purchase behaviour: a test of a consumer model. European Journal of Marketing, 34(5/6), 723-
746.

Fotopoulos, C., & Krystallis, A. (2002). Organic product avoidance: reasons for rejection and potential buyers’ identification in a countrywide survey. British Food
Journal, 104(3/4/5), 233-260.

Foxall, G. R. (1993). A behaviourist perspective on purchase and consumption. European Journal of Marketing, 27(8), 7-16.

Fraj-Andrés, E., & Martinez-Salinas, E. (2007). Impact of environmental knowledge on ecological consumer behaviour: an empirical analysis. Journal of
International Consumer Marketing, 19(3), 73-102.

Gadenne, D., Sharma, B., Kerr, D., & Smith, T. (2011). The influence of consumers' environmental beliefs and attitudes on energy saving behaviours.Energy
Policy, 39(12), 7684-7694.

Gleim, M. R., Smith, J. S., Andrews, D., & Cronin Jr, J. J. (2013). Against the green: A multi-method examination of the barriers to green consumption. Journal of’
Retailing, 89(1), 44-61.

Gossling, S., Kunkel, T., Schumacher, K., Heck, N., Birkemeyer, J., Froese, J., ... & Schliermann, E. (2005). A target group-specific approach to “green” power
retailing: students as consumers of renewable energy. Renewable and Sustainable Energy Reviews, 9(1), 69-83.

Grunert, S. C., & Juhl, H. J. (1995). Values, environmental attitudes, and buying of organic foods. Journal of economic psychology, 16(1), 39-62.

Guagnano, G. A., Stern, P. C., & Dietz, T. (1995). Influences on attitude-behavior relationships a natural experiment with curbside recycling. Environment and
behavior, 27(5), 699-718.

Gupta, S., & Ogden, D. T. (2009). To buy or not to buy? A social dilemma perspective on green buying. Journal of Consumer Marketing, 26(6), 376-391.

Hines, J. M., Hungerford, H. R., & Tomera, A. N. (1987). Analysis and synthesis of research on responsible environmental behavior: A meta-analysis.The Journal
of environmental education, 18(2), 1-8.

Hughner, R. S., McDonagh, P., Prothero, A., Shultz, C. J., & Stanton, J. (2007). Who are organic food consumers? A compilation and review of why people
purchase organic food. Journal of consumer behaviour, 6(2-3), 94-110

Hume, M. (2010). Compassion without action: Examining the young consumers consumption and attitude to sustainable consumption. Journal of World
Business, 45(4), 385-394.

Kanchanapibul, M., Lacka, E., Wang, X., & Chan, H. K. (2014). An empirical investigation of green purchase behaviour among the young generation. Journal of’
Cleaner Production, 66, 528-536. Kang, J., Liu, C., & Kim, S. H. (2013).

Environmentally sustainable textile and apparel consumption: the role of consumer knowledge, perceived consumer effectiveness and perceived personal
relevance. International Journal of Consumer Studies, 37(4), 442-452.

Kaushik, A. K., & Rahman, Z. (2014). Perspectives and Dimensions of Consumer Innovativeness: A Literature Review and Future Agenda. Journal of International
Consumer Marketing, 26(3), 239-263.

Kilbourne, W. E., & Beckmann, S. C. (1998). Review and critical assessment of research on marketing and the environment. Journal of Marketing
Management, 14(6), 513-532.

Kim, Y., & Choi, S. M. (2005). Antecedents of green purchase behavior: An examination of collectivism, environmental concern, and PCE. Advances in Consumer
Research, 32, 592.

Kozar, J. M., & Connell, K. Y. H. (2013). Socially and environmentally responsible apparel consumption: knowledge, attitudes, and behaviors. Social Responsibility
Journal, 9(2), 315-324.

Krystallis, A., Vassallo, M., Chryssohoidis, G., & Perrea, T. (2008). Societal and individualistic drivers as predictors of organic purchasing revealed through a



142 INTERNATIONAL STRATEGIC MANAGEMENT REVIEW 3 (2015) 128-143

portrait value questionnaire (PVQ)-based inventory. Journal of Consumer Behaviour, 7(2), 164-187.

Lea, E., & Worsley, A. (2008). Australian consumers’ food-related environmental beliefs and behaviours. Appetite, 50(2), 207-214.

Lee, K. (2009). Gender differences in Hong Kong adolescent consumers' green purchasing behavior. Journal of consumer marketing, 26(2), 87-96.

Lee, K. (2010). The green purchase behavior of Hong Kong young consumers: the role of peer influence, local environmental involvement, and concrete
environmental knowledge. Journal of international consumer marketing, 23(1), 21-44.

Lee, K. (2014). Predictors of Sustainable Consumption among Young Educated Consumers in Hong Kong. Journal of International Consumer Marketing, 26(3),
217-238.

Leonidou, L. C., Leonidou, C. N., & Kvasova, O. (2010). Antecedents and outcomes of consumer environmentally friendly attitudes and behaviour. Journal of’
Marketing Management, 26(13-14), 1319-1344.

Liu, X., Wang, C., Shishime, T., & Fujitsuka, T. (2012). Sustainable consumption: Green purchasing behaviours of urban residents in China. Sustainable
Development, 20(4), 293-308.

Magnusson, M. K., Arvola, A., Hursti, U. K. K., Aberg, L., & Sjédén, P. O. (2003). Choice of organic foods is related to perceived consequences for human health
and to environmentally friendly behaviour. Appetite, 40(2), 109-117.

Mainieri, T., Barnett, E. G., Valdero, T. R., Unipan, J. B., & Oskamp, S. (1997). Green buying: The influence of environmental concern on consumer behavior. The
Journal of social psychology, 137(2), 189-204.

Makatouni, A. (2002). What motivates consumers to buy organic food in the UK?: Results from a qualitative study. British Food Journal, 104(3/4/5), 345-352.
Memery, J., Megicks, P., & Williams, J. (2005). Ethical and social responsibility issues in grocery shopping: a preliminary typology. Qualitative Market Research:
An International Journal, 8(4), 399-412.

Mohr, L. A., Webb, D. J., & Harris, K. E. (2001). Do consumers expect companies to be socially responsible? The impact of corporate social responsibility on
buying behavior. Journal of Consumer affairs, 35(1), 45-72.

Moisander, J. (2007). Motivational complexity of green consumerism. International Journal of Consumer Studies, 31(4), 404-409.

Mondelaers, K., Verbeke, W., & Van Huylenbroeck, G. (2009). Importance of health and environment as quality traits in the buying decision of organic
products. British Food Journal, 111(10), 1120-1139.

Mostafa, M. M. (2006). Antecedents of Egyptian consumers' green purchase intentions: a hierarchical multivariate regression model. Journal of International
Consumer Marketing, 19(2), 97-126.

Niiniméki, K. (2010). Eco-clothing, consumer identity and ideology. Sustainable Development, 18(3), 150-162.

Nittala, R. (2014). Green Consumer Behavior of the Educated Segment in India. Journal of International Consumer Marketing, 26(2), 138-152.

Nordlund, A. M., & Garvill, J. (2002). Value structures behind proenvironmental behavior. Environment and Behavior, 34(6), 740-756.

O’Fallon, M. J., & Butterfield, K. D. (2005). A review of the empirical ethical decision-making literature: 1996-2003. Journal of Business Ethics, 59(4), 375-413.
Olander, F., & Th@gersen, J. (1995). Understanding of consumer behaviour as a prerequisite for environmental protection. Journal of consumer policy, 18(4), 345-
385.

Ottman, J. A. (1992). Industry's response to green consumerism. Journal of Business Strategy, 13(4), 3-7.

Pago, A., Alves, H., & Shiel, C. (2013). Development of a green consumer behaviour model. International Journal of Consumer Studies, 37(4), 414-421.

Padel, S., & Foster, C. (2005). Exploring the gap between attitudes and behaviour: Understanding why consumers buy or do not buy organic food. British food
Jjournal, 107(8), 606-625.

Pagiaslis, A., & Krontalis, A. K. (2014). Green Consumption Behavior Antecedents: Environmental Concern, Knowledge, and Beliefs. Psychology &
Marketing, 31(5), 335-348.

Phipps, M., Ozanne, L. K., Luchs, M. G., Subrahmanyan, S., Kapitan, S., Catlin, J. R., ... & Weaver, T. (2013). Understanding the inherent complexity of
sustainable consumption: A social cognitive framework. Journal of Business Research, 66(8), 1227-1234.

Rahbar, E., & Wahid, N. A. (2011). Investigation of green marketing tools' effect on consumers' purchase behavior. Business Strategy Series, 12(2), 73-83.
Ramayah, T., Lee, J. W. C., & Mohamad, O. (2010). Green product purchase intention: Some insights from a developing country. Resources, Conservation and
Recycling, 54(12), 1419-1427.

Rokka, J., & Uusitalo, L. (2008). Preference for green packaging in consumer product choices—Do consumer’s care? International Journal of Consumer
Studies, 32(5), 516-525.

Salazar, H. A., Oerlemans, L., & van Stroe-Biezen, S. (2013). Social influence on sustainable consumption: evidence from a behavioural experiment. International
Journal of Consumer Studies, 37(2), 172-180.

Salloum, C., Azoury, N. & Azzi, T. (2011). Board of directors’ effects on financial distress: evidence of family owned businesses in Lebanon. International
Entrepreneurship and Management Journal, 9(1), 1-17.

Schmeltz, L. (2012). Consumer-oriented CSR communication: focusing on ability or morality? Corporate Communications: An International Journal, 17(1), 29-49.
Schultz, P. W., Oskamp, S., & Mainieri, T. (1995). Who recycles and when? A review of personal and situational factors. Journal of environmental psychology,
15(2), 105-121.

Schwepker Jr, C. H., & Cornwell, T. B. (1991). An examination of ecologically concerned consumers and their intention to purchase ecologically packaged
products. Journal of Public Policy & Marketing, 77-101.

Scott, D., & Willits, F. K. (1994). Environmental attitudes and behavior a Pennsylvania survey. Environment and behavior, 26(2), 239-260.

Smith, S., & Paladino, A. (2010). Eating clean and green? Investigating consumer motivations towards the purchase of organic food. Australasian Marketing
Journal, 18(2), 93-104.

Tanner, C. (1999). Constraints on environmental behaviour. Journal of environmental psychology, 19(2), 145-157.

Tanner, C., & Wolfing Kast, S. (2003). Promoting sustainable consumption: Determinants of green purchases by Swiss consumers. Psychology &



INTERNATIONAL STRATEGIC MANAGEMENT REVIEW 3 (2015) 128-143 143

Marketing, 20(10), 883-902.

Tarkiainen, A., & Sundqvist, S. (2005). Subjective norms, attitudes and intentions of Finnish consumers in buying organic food. British Food Journal, 107(11), 808-
822.

Thegersen, J., & Olander, F. (2003). Spillover of environment-friendly consumer behaviour. Journal of Environmental Psychology, 23(3), 225-236.

Thegersen, J., & Zhou, Y. (2012). Chinese consumers’ adoption of a ‘green’innovation—The case of organic food. Journal of Marketing Management, 28(3-4), 313-
333.

Tilikidou, ., & Zotos, Y. (1999). Ecological consumer behaviour: review and suggestions for future research. MEDIT (CIHEAM).

Tsakiridou, E., Boutsouki, C., Zotos, Y., & Mattas, K. (2008). Attitudes and behaviour towards organic products: an exploratory study. International Journal of
Retail & Distribution Management, 36(2), 158-175.

Tsarenko, Y., Ferraro, C., Sands, S., & McLeod, C. (2013). Environmentally conscious consumption: The role of retailers and peers as external influences. Journal
of Retailing and Consumer Services, 20(3), 302-310.

Tung, S. J., Shih, C. C., Wei, S., & Chen, Y. H. (2012). Attitudinal inconsistency toward organic food in relation to purchasing intention and behavior: An
illustration of Taiwan consumers. British Food Journal, 114(7), 997-1015.

Veleva, V., & Ellenbecker, M. (2001). Indicators of sustainable production: framework and methodology. Journal of Cleaner Production, 9(6), 519-549.

Vermeir, 1., & Verbeke, W. (2006). Sustainable food consumption: Exploring the consumer “attitude—behavioral intention” gap. Journal of Agricultural and
Environmental Ethics, 19(2), 169-194.

Vermeir, 1., & Verbeke, W. (2008). Sustainable food consumption among young adults in Belgium: Theory of planned behaviour and the role of confidence and
values. Ecological Economics, 64(3), 542-553.

Vicente-Molina, M. A., Fernandez-Sainz, A., & Izagirre-Olaizola, J. (2013). Environmental knowledge and other variables affecting pro-environmental behaviour:
comparison of university students from emerging and advanced countries. Journal of Cleaner Production, 61, 130-138.

Wang, P., Liu, Q., & Qi, Y. (2014). Factors influencing sustainable consumption behaviors: a survey of the rural residents in China. Journal of Cleaner Production,
63, 152-165.

Webster Jr, F. E. (1975). Determining the characteristics of the socially conscious consumer. Journal of consumer research, 188-196.

Welsch, H., & Kiihling, J. (2009). Determinants of pro-environmental consumption: The role of reference groups and routine behavior. Ecological Economics,
69(1), 166-176.

Wheale, P., & Hinton, D. (2007). Ethical consumers in search of markets. Business Strategy and the Environment, 16(4), 302-315.

Wolsink, M. (2007). Wind power implementation: the nature of public attitudes: equity and fairness instead of ‘backyard motives’. Renewable and sustainable
energy reviews, 11(6), 1188-1207.

Young, W., Hwang, K., McDonald, S., & Oates, C. J. (2010). Sustainable consumption: green consumer behaviour when purchasing products. Sustainable
Development, 18(1), 20-31.

Zhao, H. H., Gao, Q., Wu, Y. P., Wang, Y., & Zhu, X. D. (2014). What affects green consumer behavior in China? A case study from Qingdao. Journal of Cleaner
Production, 63, 143-151.

Zhu, Q., Li, Y., Geng, Y., & Qi, Y. (2013). Green food consumption intention, behaviors and influencing factors among Chinese consumers. Food Quality and
Preference, 28(1), 279-286.



	Factors Affecting Green Purchase Behaviour and Future ResearchDirections

