Journal of Science and Technology, Vol. 64, 2023

GREEN PURCHASING: A REVIEW OF INFLUENTIAL FACTORS AND
INTERVENTIONS

NGOC T. NGUYEN!", SARAH W. KIMANI?

!Institute of Environmental Science, Engineering and Management, Industrial University of Ho Chi Minh City
? School of Business, The Catholic University of Eastern Africa, Kenya

*Corresponding author: nguyenthingoc@iuh.edu.vn
DOIs: https://doi.org/10.46242/jstiuh.v64i04.4886

Abstract. Purchasing green products and services is a significant concern in green consumer behaviors that
are expected to reduce environmental impacts while satisfying needs. This paper extends the discourse to
changing meanings, influential factors, and interventions on green purchasing. We integratively reviewed
literature between 2012 and 2022, presented evidence, identified gaps, and discussed managerial
implications. We highlighted six groups of significant and insignificant factors: sociodemographic,
psychological determinants, knowledge and consciousness, habits and intention, latent classes,
product/service characteristics, and producer/retailer. Potential interventions were analyzed in green
marketing and green producers/retailers driving green purchasing. Also, we proposed a framework for
identifying areas for green purchasing intervention regarding green education. This paper is conceptual and
exploratory, but the findings have implications for policymakers and practitioners.

Keywords. Green purchasing, green/eco-labeled products, green education, green marketing, green
producer/retailer.

1 INTRODUCTION

In recent years, environmental issues which are visible and directly impact human life have received
noticeable concerns from the global community. Consumers are likely to consume sustainably because of
pollutant supply shocks [1] and coronavirus disease [2]. Green purchasing (GP) is expected to reduce
environmental impacts while satisfying needs, and understanding this term is necessary. The research
questions are what GP is, which impacts GP, and how agents can intervene in GP.

Following that, we reviewed 68 empirical articles and organizational documents from recent years (2012
to 2022). Six critical theoretical papers [4][6][19][21][23][24] were also addressed. We applied crucial
search criteria, including keywords, reliable sources, and appropriate publication time. The keywords
include “green purchasing,” “green consumer behavior,

products,” “green services,” “eco-labeled products,” “eco-labeled services,” “green education,” “green
marketing,” and “green producers.” We searched Google Scholar and two Scopus and Web of Science
databases to seek necessary papers. We also used the literature mapping tool of Connected Papers [3] to
track similar documents by maps of co-citations and bibliometric couplings. Figure 1 shows an example of
an extracted map from a critical paper. The approach helps avoid omitting necessary studies and covers and
groups various analyzed factors. The documents were rechecked to be from reliable sources before being
reviewed. We present evidence, point out gaps, and discuss managerial implications based on the literature.
We note that green products/services have been considered on two levels: (a) available products/services
which are considered “green,” such as public transport, organic food, and eco-tourism, and (b) eco-labeled
products/services that are labeled as evidence such as carbon labels, energy savings labels, and green
products.

The originality and value of this paper lie in its theoretical contribution. It extends the research work of
Joshi and Rahman [1] of reviewing studies on influential factors on GP between 2000 and 2014. It presents
significant and insignificant factors in recent studies (see Section 3). Also, it is one of the first studies
reviewing research studies exploring existing patterns of GP and combined assessments in green marketing,
green producers/marketers, and green education. Additionally, this study proposes a framework for
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identifying areas for GP intervention. The paper is helpful to policymakers and practitioners in boosting
GP and to researchers in broadening future studies.

Sreén¥2018

Chekima*2016 Alzubaidi, 2018

Kement, Z026un, 2016
@I[ﬁuﬁqﬁ\zmgﬂzubaidi 021
' >

)
Lot}o. 20117

Kostadinova, 2016
/

Ting, 2014 /i Akehurst, 2012

. Trivedin2018%; | Jayaeswari, 2014

N\ -
_Kautish 2020

; ' Chois2019
Leszczynska, 2018 i e (1 = /
. NguyeanU'ﬁswal' 208 —+ QGroening¥2018

Narula;2016

A
S 1an, 2017 /-
/ N/ Danggélicox2017
Arora, 2021 p , 20157 ~ v T~Kautish, 2017 -
e i e LV Tan, 2011
ddin;2016- o
/ i/

"“'»—i,,_‘h Papadas» 2017

/
Lees2017

/ ] Cdskun, 2017
Ayodele, 2017 | 1

Adrita, 2020 Al
N JoShin2017

Ferguson, 2014

Kemperizm 9

Tan;2016

Joshis2016 Uau.n\,zme

Figure 1: An extracted map from Connected Papers [3]

2 THE EXISTING PATTERNS OF GP

GP could be seen as a green consumer behavior (GCB) that has many interchangeable terms, including
consumer ecological behavior [4], sustainable consumer behavior [5], and environmentally-friendly
consumer behavior [6]. The term “green” implies that adverse environmental impacts are minimized.
However, GCB is seen as a broader concept than GP. GCB is conceived as all environmentally friendly
reactions to products/services throughout their life cycle. The responses include choices, consumption,
conservation, use habits, and disposal [5]. In services, GCB is understood as consumers’ environmentally
responsible behavior [7]. This way, GCB is understood to be pushed by an environmental goal. GP could
be seen as a specific GCB type focusing on individuals’ usage choices and consumption patterns.

Many theories have been developed to explain the GCB. Table 1 summarizes popular theoretical
frameworks of GCB and relates to the GP patterns. Based on the frameworks, GP can be viewed as based
on rational thought and habit. Individuals decide with causes, which might be without logic but based on
experience, emotions, and perception of tricky situations. Studies have applied the Theory of Reasoned
Action (TRA) and the Theory of Planned Behavior (TPB) to explain behavioral intention, assuming a solid
relationship between the intention and the actual behavior. Researchers have integrated new environmental
concerns or context variables using these theories. Empirical studies have investigated purchasing multi
types of products [8] and services such as tourism and hospitality [9], museums [7], airlines [10], and public
transport [11]. Quantitative techniques seem popular in analyzing the GP with structural equation modeling
(SEM). Besides, we found many studies using contingent valuation methods to evaluate willingness to pay
for green products [12][13][14], choice experiments to assess the probabilities of individual alternatives,
including green products [15][16], and cluster analysis for grouping individuals in their behavioral
tendencies [17]. Another study used the revealed preference—stated preference model [ 18] to overcome bias
because of the stated choice. That is, actual behavior has been included to predict the intention for future
behavior.

The studies show an improvement in explaining GP's intention and actual behavior when considering
context effects and using different techniques. Gaps between intention and actual behavior have raised
questions on the validity of addressed solutions. Factors do impact the actual behavior not only
independently but also structurally. Specifically, context and attitudes can simultaneously affect behavioral
intention and actual behavior in the relationship between behavioral intention and actual behavior.

The development of GCB thought has raised contextual issues that increase or hinder the growth of GP.
The theoretical frameworks of GCB have been developed and applied in developed countries rather than
developing countries. We find that a particular framework, model, or theory from the theoretical
frameworks cannot describe GP completely. The views and frameworks that would work in developed
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economies on explaining GP may not be influential in developing or emerging economies. In developing
countries, experimental research in GP has been more common in Africa and Asia [26][27]. However, the
number of studies considering the difference in context is modest. We found a review in Africa that

impressed the role of culture [28] and some studies in Asia considering contextual effects [29][18].

Table 1: Popular theoretical frameworks of GCB and relates to the GP patterns

Theories

Development of theories

Applications in GP studies

Theory of Reasoned
Action (TRA) [19]

The intention is the
primary motivation to
control performing
behavior.

The intention predicts GP in many areas, such as
sustainable consumption in tourism and hospitality
[9]. Some studies have integrated the theory with
additional personal and marketing variables [20] to
increase the intention estimation.

Theory of Planned
Behavior (TPB) [21]

Perceived behavioral
control is added,
impacting the intention
and the actual behavior.

TPB is the most employed theory to explain pro-
environmental behavior and is superior to TRA.
Some authors have extended the idea by adding

variables of environmental concern to predict GP

[22].

Norm-Activation
Model (NAM) [23]

The model includes
prosocial and pro-
environmental behaviors.
The model addresses the
role of consequence
awareness, responsibility
ascription, and moral
norms.

Studies have applied the model to explain the
environmental concern in consumers’ behavior in
museums [7] and airlines [10]. The studies have
extended NAM with additional variables of a green
image, green value, and social norm.

Theory of
Interpersonal
Behavior (TIB) [24]

The theory considers
internal and external
factors that impact
behavior, and intentions
are an immediate
antecedent to behavior
and habits.

The theory has been applied to understand the
intention to buy rhino horns in Vietnam [25].

Attitude-Behavior-
Context Theory
(ABC) [6]

Personal-sphere
attitudinal variables and
contextual factors are
investigated to impact
behavior.

Institutional context, financial constraints, and social
influences have been included in contextual effects.
The GP is supposed to be predicted by a pro-
environmental attitude incorporating religiosity [8].

Comprehensive
Action
Determination
Model (CADM) [4]

The model integrates
assumptions of TPB,
NAM, and habit

Intention, norms, context, and pattern have been
incorporated to explain travel mode choice [4] and
airport public transport access mode choice [11].

3 FACTORS IMPACTING GP

Sixty-eight studies have fulfilled the knowledge of factors impacting GP in the past decade. We group
factors with a priority on their details, including sociodemographic, psychological determinants, knowledge
and consciousness, habits and intention, latent classes, product/service characteristics, and
producer/retailer. Table 2 lists significant and insignificant factors throughout previous research in different
contexts. Three-factor groups of social-demographic, psychological determinants, and knowledge and
consciousness were more considered than the others.

Regarding social-demographic factors, the significance of standard terms, including gender, age, and
education, has been inconsistent among studies. Significant new terms include religiosity, nationality,
urban/rural, work status, and social interaction (see Table 2).
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Psychological determinants have been found to impact most GP differently. Attitude, environmental
concern, identity, and belief are standard significant terms. Individuals also consider health when
purchasing food and their satisfaction or experience value when purchasing services. There is a conflict in
findings regarding the impact of attitude and subjective norms in buying organic food. Some studies found
it significant [13][30][31], while others did not [32][33]. The reason might be contextual differences. Also,
interaction impacts might need to be considered when purchasing organic food. To purchase services, a
passion for non-green choices is not necessarily influential in choosing a greener option in the case of
sustainable mobility. This determines that the green choice can compete with the other alternatives if the
green choice can persuade consumers in different aspects, such as public transport, with an insignificant
impact from car passion [18].

Findings in knowledge and consciousness factors raise arguments about the role of environmental
knowledge or awareness for their consistent role. Also, health consciousness is significant in purchasing
foods. Several studies investigated the role of habit and intention and showed their considerable impact on
GP. Besides, confirming the solid intention-actual behaviors relationship, information seeking, and
past/current habits significantly impact individual choices.

Latent classes and impacts of producer/retailer have received minor considerations. Modest research shows
that latent classes considerably influence purchasing eco-labeled rice and sustainable mobility. The
availability of informational products is a notable point that needs to be considered by producers or retailers.
Moreover, a green brand image impacts the GP to eco-labeled products/services. Individuals tend to think
price, functional, and health values are significant to consumers. Environmental attributes of eco-labeled
vehicles are considered less important than other factors. Interestingly, lower costs and taxes because of
eco-labeled vehicles were noted as a reason for consumers’ choice. On the contrary, eco-labeling products
were meant for consumers with high environmental motivation [12].

While distinguishing behavioral intention and actual behavior, factors show exciting conflicts. A strong
relationship exists between attitude and intention but a gap between attitude and actual behavior.
Individuals show their interest in GP but do not necessarily purchase it. The attitude—actual behavior and
intention—actual behavior gaps have become notable topics for exploration. The gap between behavioral
intention and actual behavior is broader in developing countries than developed countries [29][34]. Because
of this gap, the studies investigating factors impacting the behavior intention rather than actual behavior
still need more work in applying their results.

Admitting that the intention-behavior gap in GP exists, recent studies showed that some moderators could
adjust the gap. The moderators can be the availability of green products [17] and perceived consumer
effectiveness (i.e., consumers’ perception of their actions’ impact on the environment or their confidence)
[29]. Intention and actual behavior will become more consistent when the moderators’ levels are high. Also,
gender moderates the relationship between attitudes and GP behavior [36]. Additionally, the intention-
actual behavior gap could be overcome by non-economic green purchase influencers and instantiates [47].
Considering the moderating role of factors implies that the impacts of intention on actual behaviors differ
for distinct levels of the factors or that interactions have an effect. In this way, we argue that there is still
an interaction between products’ green attributes and intention on the actual behaviors. The green attributes
impact how an individual chooses the product. Also, a green lifestyle or intention is critical to developing
a green offering. Moreover, other moderating impacts might be on other relationships, such as between
attitude and intention and between attitude and actual behavior.
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Table 2: Significant and insignificant factors to the GP behavior

Products/ services Factor types
Sociodemographic Psychological determinants Knowledge and Habits and | Latent classes | Product/service Producer
consciousness intention characteristics /Retailer
Environmental- | Education, income | Green trust [35] [17], attitude[36] |Green awareness [35] [37] Green Price, quality | Informational
friendly [35], gender [36], | [8], environmental concern [36] [8] purchasing [17] product cues,
products/services Religiosity [8] [37], concern for self-image [37], | '(Perceived effectiveness intention availability/
brand loyalty, apathy, quality of environmental behavior [20] convenience
'(Age [35]) unsure, trust in companies’ [37]) [17]
motivation [17]
Eco-labeled Education, Age, Green trust, satisfaction [38], Green brand
products/ income [12] [38], environmental motivation [39] !(Green awareness to image[38]
services gender [12] environmental
slogans/labels [38] )
!(Gender [38])
Organic food | Gender, urban/rural Attitude [30][13], [31], Environmental awareness,| Intention Price,
[13], environmental concern [30] [32], environmental [407[32] [31], transparency (Cue to
family/household |subjective norm, health concern [30] knowledge, health information [40], health action [13])
size, income, age, [13], belief in product [40], consciousness [30], seeking [31] value,
education, perceived benefits, self-efficacy environmental perceived conditional
nationality [14] | [13], moral norm, self-identity [33], responsibility [40], value, epistemic
corporate ability [31] perceived barriers [13] value, and
!(Gender [40], functional value
education [13]) !(Emotion value, social value [15], !(Environmental [15]
attitude [32], subjective norm, awareness and knowledge
perceived behavioral control [33]) [40] [31], perceived !(Environmental

severity [13], perceived
susceptibility [13] [31])

value [15])

Eco-labeled
vehicles

Health and environmental concerns
[41]

Price, safety, and
performance [41]

Eco-labeled
seafood

!(Gender, education

[42])

Environmental concerns, identity
(self-identification or membership
relating to the environment) [42],

Recognition and
understanding of
ecolabels perceived
consumer
effectiveness[42]
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Eco-labeled rice

Environmental concerns [16]

Health benefits [16]

Latent classes

(Knowledge of eco-labels of individuals
for different standards [16]
[16])
Sustainable Social interaction, | Attitude, perceived behavior control Habits [43], | Collectivistic comfort,
mobility (public distance to the [43], conformity, dissatisfaction '(Awareness of current and access/egress
transport) workplace, private with the product, agreement to environmental and health | preference | individualistic | time, and trip
vehicle ownership, production [44] problems by private [18] [18] cost [44]
convenient task, vehicles [18])
and being a student !(Car passion [18]) !(Number of
[18] transfers [18])
!(Gender,
education, income,
household size,
number of
children[18])
Green tourism Beliefs, downward comparison [45], | Cognitive dissonance [45]| Exception Compensation
experience value [46], financial or handling of for harm [45]
time limitations, denial of control by !(Environmental vacations [45]
external pressures, and denial of knowledge [46])

responsibility [45]

! denotes insignificant factors
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4 INTERVENTIONS ON GP

Generally, government regulations and policies relating to production, packaging, consumption systems,
and resource utilization are expected to ensure environmental sustainability. However, they are not always
practical. Take the example of enforcing plastic bag bans; some governments do it effectively, while others
reverse the course with time or delay implementation [48]. This issue can be explained by the comparative
business power of plastic industries and the need to bolster green credentials or environmental
competitiveness. The motives behind environmental interventions by governments are varied but not
necessarily sustainable. In another aspect, cross-functional teams and partnerships (consisting of retailers,
producers, and consumers) are required to build multiple sustainable approaches to the green consumer
lifestyle and enhanced GP. Market-based solutions are more popular than government interventions or
policies regarding GP.

4.1 Interventions in green marketing

The marketer’s societal role is to educate consumers about the available goods and services to improve their
quality of life. Moreover, this role can be tenable if marketers’ communication approaches and techniques
help inform, educate, and channel the needs of current and potential consumers toward sustainable
production and consumption [49]. Adequate education and promotion of green products /services are
desired at the retail level to create awareness and move consumers from awareness and interest (intention)
to buying (actual behavior). However, marketing activities are cautioned to fuel excessive consumption,
undermining the needed transition to sustainability [50] because of their market-driven consumption-
oriented practices [51]. The call for marketers is to provide interventions that foster consumers’ cognitive
and motivational competencies to lead to mindful and sustainable consumption [50]. We address examples
of marketing intervention strategies marketers towards sustainability below.

First, marketers provide consumers with helpful information about green products and have created
connection platforms between consumers and producers; and between consumers and consumers [52]. This
strategy is challenging in many cases: (i) inadequate information, (ii) information presentations, and (iii)
marketing tools. The inadequate information on the green and social performance of eco-labeled products
or services has hindered green consumption, for example, consumers' failing to use electric cars in Kenya
[60] and India [53]. Besides, information presentations are effective in fostering GP if they are emotional
and experiential [52]. Marketers could target consumers prone to addictive and compulsive behaviors with
messages or interventions that mitigate those adverse tendencies [50]. Messages that emphasize the
environmental consequences of excessive consumption and compulsive buying at individual and societal
levels, now and in the future, are more effective in advancing GP. Experiential marketing tools create
connections between consumers and producers and consumers, allowing further sharing of information and
experiences [52]. They can take the form of physical and online connection platforms, including business
events, festivals, award ceremonies, trade shows, and demonstrations. Additionally, marketers could use
consumers' digital footprints to identify and psychologically target those consumers that are mindful of
sustainable consumption while taking care of consumers' privacy and data protection [50].

Second, marketers redesign and formulate eco-labeled products/services whereby firms are concerned with
every product’s/service eco-balance [54]. Related to this are process efficiency improvements [55]. The
aim is to minimize environmental risks and impacts throughout the product/service life cycle while
considering the resources required to make and dispose of it [S1]. This strategy means that firms increase
the eco-quality of their production, decrease the amount of production in their operations, and encourage
people to consume better and less (extended eco-sufficiency) [56]. However, the big question is whether
such intervention strategies can give firms the needed profits and/or return on their investments in the short
and long run. In other words, do green innovations pay off? Research implies that in an organization with
a green culture, environmentally friendly values guide managers to be conscious of resource utilization,
waste production, and energy consumption, thereby improving green labels. Such is lacking in many
developing countries. Therefore, research on the categories of eco-labeled products/services could offer
consumers more structured information and lower consumer search costs.

Though deriving specific green products/services categories would be daunting, such findings would
indicate whether the use (or lack of use) of green products/services in a particular class is associated with
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availability and accessibility [1]. An attempt to categorize the increasing demand based on the type of green
products sheds some light on which green products are more available, accessible, and affordable.
Moreover, classifying these green products in different geographical markets highlights the sustainability
of green products across other geographical regions. The sustainability of supply might imply sustainable
demand [57].

Research indicates that consumers desire to purchase green products/services. However, that desire is not
always fulfilled due to the scarcity of green products/ services [58]. The question of categorization
resurfaces: which green products are not available? While green consumers may buy energy-saving bulbs
because they are available in retail outlets, they may fail to purchase organically-grown lettuce because
they are not available in retail outlets. Moreover, even where green products are available, consumers could
perceive the environmental claims of those products as not genuine [59]. There is a need to avail the eco-
labeled products and the Ecolabel Catalog.

We look at the sustainability of demand for green products from the producer (supplier) and consumer
perspectives. From the supplier, we find that green producers/ retailers have an essential role in providing
credible and sustainable information to green consumers concerning products’ green features, availability,
and pricing. A key concern for green consumers is overpriced green products [59], and the price
significantly affects green products' purchasing [58], a firm’s green performance.

Similarly, empirical evidence supports that green innovations and promotion would lead to sustainable
interventions. Green innovations can significantly reduce financial constraints [60] and positively affect a
firm's performance [61]. Those companies, producing and promoting products for re-consumption and
convincing consumers of re-consumption benefits, have competitive advantages because consumers
become conscious of sustainability [S1]. Innovation of green products and services with related returns on
investment is another area that needs research. Research has shown that green innovations could enhance
corporate financing in Chinese non-financial private enterprises [60]. With a conviction that green
innovations could pay off, more corporations could engage in innovative green products/services.

Third, marketers enlighten consumers about the consequences of unconscious consumption and
overconsumption. We find advocates for consumption socially and ecologically less harmful [62]. Others
support dematerialization, green politics, and policies that support digital media and influence sustainable
actions. They could moderate polluted, congested, and over-touristed city centers [63]. Media campaigns
for conscious consumption focus on individual consumers as the unit of change around green consumption
[55] despite the warnings that dematerialization could slow economic growth [64].

Fourth, companies deliver their eco-concepts in their marketing policies by re-branding (i.e., with various
types of the green seal of approval or green-digital innovation re-branding of cities) [63], re-packaging (i.e.,
emphasizes refillable, starch-based, biodegradable), reformulating (i.e., improved nutritional quality with
less environmental footprint) [65], re-labeling (i.e., ecolabels, energy labels, and organic labels), and
repositioning (i.e., to emphasize green claims) [61]. However, companies are cautious that consumers are
not always convinced that the eco-concepts are the reasons to buy or even pay more for the product or
service [55]. Although widely recognized and accepted, green marketing practices’ credibility and validity
are somewhat controversial [66]. Benefits are contentious due to false environmental claims, puffery, and
ambiguous information [67]. Given this situation, marketers repurpose their marketing programs to provide
credible sustainability programs [51]. They aspire to be sustainability fluent while understanding
sustainability scores and their implications for consumers and investors [68].

A combination of GP and increased spending provides evidence of market opportunities in which green
marketers may benefit. While considering efforts to motivate consumers’ behaviors toward green
consumption and sustainability, it is noted that consumers’ thoughts about different types of green products
are varied [55]. The marketers’ task is to provide much-needed green information about as many products
and services as possible.

4.2 Interventions in green producers/retailers with their products

Green producers and retailers operate in a green economy that includes six key sectors: agriculture,
fisheries, forests, manufacturing, renewable energy, and tourism [69], and other sectors of renewable
energy, green buildings, sustainable transportation, water management, waste management, and land
management [70]. The nature of green producers and product categories determines the products'
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availability and buying opportunities. Guided by the Eco-labeling Programs and standards to identify the
green product/service categories, we find that many eco-labelings are region or country specific. The first
example is the European Union (EU) Ecolabel of a product catalog. It covers many product groups,
including personal care products, gardening, cleaning, paper, lubricants, electronic equipment, and
household items. The list is non-exhaustive because the license holders are responsible for registering their
products on the EU Ecolabel Catalog. This public database allows stakeholders to efficiently find EU
Ecolabel products and services [88]. The second example is the Eco-mark issued by the Bureau of Indian
Standards (BIS) as a certification mark for ecologically safe products conforming to the standards
prescribed by the BIS. The mark is issued in sixteen product categories, including food, medicines,
chemicals, electronic goods, lubricating oils, and packing materials. The third example is the US
Environmental Protection Agency's recommendations for Specifications, Standards, and Ecolabels. It falls
within broad categories: cafeteria, construction, custodial, electronics, grounds/landscaping, machine shop
operations, and office/ furniture [71] [72]. Developed countries such as the US have created guides to
behavior, implying that green producers and retailers should pay close attention to green pricing [55].
From the consumer, we argue that green consumers' GP might determine the green content, amount,
directions, and costs of the flows of green products and services within supply chains. Given this situation,
retailers have a multifaceted role in creating awareness, interest, desire, and action toward sustainable
choice or consumption. Retailers encourage consumers to become influencers, encouraging other
consumers to change their consumption behaviors. They engage consumers with a wide range of green
product assortments, green merchandising techniques, green information at the point of sales, and other
green educational programs [73].

5 MANAGERIAL IMPLICATIONS

We addressed GP drivers in marketing, producers/retailers, and education based on the consumer-
producer/retailer relationships regarding the factors impacting individual consumers, as shown in Figure 2.
First, it is hard for consumers to convince them that the products consumed cause environmental damage
and that they should stop buying them. There is a reaction to powerful messages to GP, whereby consumers
think environmental issues are less critical. Generally, they will consider their needs and how the
products/services satisfy them, including the price, where to buy, and promotion. Several studies show that
consumers are unwilling to pay more for green products [47]. Ecolabelling is expensive, and eco-labeled
products/services are expensive. It becomes hard to persuade consumers to buy eco-labeled products at a
premium price.

We argue that persuading individuals to buy green products is not necessary as the only point of “green”
characteristics. Green characteristics could be considered essential requirements in products/services, and
if products/services lacked such features, they would be regarded as unacceptable and/or substandard. With
clear laws and policies, mandatory green requirements can work, boost the standards of products, and
motivate producers/retailers to provide greener products/services. Ecolabels could be used as a standard.
That is, consumers’ choices could be based on superior characteristics of products, including “greener”
characteristics.

Second, exploring the intention—behavior gap in GP for interventions in education makes researchers argue
if consumer education is necessary [29]. Instead, they stressed the products’ availability and performance
(i.e., in both environmentally friendly and functional aspects). Packaging is encouraged with more details
about the product's greenness [17], and such efforts boost awareness and push consumers’ intentions to
actual behaviors. However, while consumers are expected to understand their environmental impacts when
purchasing green products/services, we wonder how they can understand environmental implications for
products/services with brief information on the package.
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Figure 2: GP intervention factor identification framework

Moreover, the information provided by the producer might result in consumers' weak belief about the
validity of green products/services. We suppose that education is essential where third prestige parties can
provide ecolabels and their catalogs, relevant information to increase consumers’ awareness and confidence
about the environmental impacts of their consumption. Tourists with high levels of sustainable intelligence
in Spain were willing to pay more for sustainable offers [74].

Third, regarding interventions in marketing, using suggestive messages (i.e., compared with assertive ones

associated with a must) introduced by Trudel [5] is encouraged. For example, “using public transport will
reduce air pollution” instead of “you must use public transport to reduce air pollution” to avoid reactance.
Following that, a visible link between purchases and environmental impacts based on the ecolabels should
be put in promotion strategies.
This paper argues that producers/retailers must increase the availability of green products/services. Green
education and marketing intervention programs should focus on increasing consumers’ positive awareness
and attitudes toward purchasing eco-labeled products and services that affect their trust. Playing these roles
well will drive consumers to actual green purchase behavior.

6 CONCLUSIONS

The development of GCB thought has raised contextual issues regarding the existing patterns of GP.
Comparative studies are recommended between developed and emerging economies where norms and
social values that motivate consumers and increase their involvement in purchase situations differ.

The findings highlighted many significant factors impacting GP, varied among different contexts, as basics
to the intervention capacity of marketing agents, producers/retailers, and education. The findings raise the
need to explore intervention models in the framework. Additionally, research shows modest analyses and
intervention efforts in developing countries, with problems of inadequate awareness of eco-labeling,
credible information, high prices, and unavailability. This means the need for research in this area.
Improving their issues will increase consumers’ intentions and actual buying of eco-labeled
products/services.

Future research could focus on exploring the factors that bring about inconsistencies in the GP and factors
with negative influence. Additionally, we recommend incorporating qualitative research with quantitative
analysis. Deep interactions in qualitative research will help reveal GP's underlying reasons and deeper
intentions while raising awareness of consumption's environmental and ethical aspects. Focus group
discussions would allow sharing of experiences that help educate the group members and provide data.
They could explore the ability of consumers to access eco-labeled products/ services and their trust in
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different contexts. The research on producers could address sustainable supplies (availability), accessibility
(convenience), and pricing issues. Research on the categories of eco-labeled products/services could also
be explored because it may offer consumers more structured information.

REFERENCES

[17Y. Joshi and Z. Rahman, Factors affecting green purchase behaviour and future research directions, Int. Strateg.
Manag. Rev., vol. 3, no. 1-2, pp. 128-143, 2015.

[2] K. S. Sajid, S. Hussain, R. I. Hussain, and B. Mustafa, The effect of fear of Covid-19 on green purchase behavior
in pakistan: A multi-group analysis between infected and non-infected, Front. Psychol., vol. 13, no. 826870, pp. 1-
13, 2022.

[3] A. T. Eitan, E. Smolyansky, I. K. Harpaz, and S. Perets, Connected papers: A visual tool to find and explore
academic papers, 2022. [Online]. Available: https://www.connectedpapers.com/

[4] C. A. Klockner and A. Blébaum, A comprehensive action determination model: Toward a broader understanding
of ecological behaviour using the example of travel mode choice, J. Environ. Psychol., vol. 30, no. 4, pp. 574-586,
2010.

[5] R. Trudel, Sustainable consumer behavior, Consum. Psychol. Rev., vol.00, pp.1-12, 2018, DOI:
10.1002/arcp.1045.

[6] P. C. Stern, Toward a coherent theory of environmentally significant behavior, J. Soc. Issues, vol. 56, no. 3, pp.
407-424, 2000.

[7] H. Han, J. Yu, E. Jeong, and W. Kim, Environmentally responsible museums’ strategies to elicit visitors’ green
intention, Soc. Behav. Pers., vol. 46, no. 11, pp. 1881-1894, 2018.

[8] S. N. Bhuian, S. K. Sharma, 1. Butt, and Z. U. Ahmed, Antecedents and pro-environmental consumer behavior
(PECB): the moderating role of religiosity, J. Consum. Mark., vol. 35, no. 3, pp. 287-299, 2018.

[9] S. Wang, J. Wang, J. Li, and F. Yang, Do motivations contribute to local residents’ engagement in pro-
environmental behaviors? Resident-destination relationship and pro-environmental climate perspective, J. Sustain.
Tour., vol. 28, no. 6, pp. 834-852, 2020.

[10] H. Han, J. Yu, and W. Kim, Environmental corporate social responsibility and the strategy to boost the airline’s
image and customer loyalty intentions, J. Travel Tour. Mark., vol. 36, no. 3, pp. 371-383, 2019.

[11] M. Yazdanpanah and M. H. Hosseinlou, The influence of personality traits on airport public transport access
mode choice: A hybrid latent class choice modeling approach, J. Air Transp. Manag., vol. 55, pp. 147-163, 2016.
[12] M. M. Mostafa, Egyptian consumers’ willingness to pay for carbon-labeled products: A contingent valuation
analysis of socio-economic factors, J. Clean. Prod., vol. 135, pp. 821-828, 2016.

[13] M. Yazdanpanah, M. Forouzani, and M. Hojjati, Willingness of Iranian young adults to eat organic foods:
Application of the Health Belief Model, Food Qual. Prefer., vol. 41, pp. 75-83, 2015.

[14] S. Muhammad, E. Fathelrahman, and R. U. T. Ullah, Factors affecting consumers’ willingness to pay for certified
organic food products in United Arab Emirates., J. Food Distrib. Res., vol. 46, no. 1, pp. 37-45, 2015.

[15] H. Rahnama, Effect of consumption values on women’s choice behavior toward organic foods: the case of organic
yogurt in Iran, J. Food Prod. Mark., vol. 23, no. 2, pp. 144-166, 2017.

[16] Q. Liu, Z. Yan, and J. Zhou, Consumer choices and motives for eco-labeled products in China: An empirical
analysis based on the choice experiment, Sustain., vol. 9, no. 3, pp. 1-12, 2017.

[17] M. R. Gleim, J. S. Smith, D. Andrews, and J. J. Cronin, Against the green: A multi-method examination of the
barriers to green consumption, J. Retail., vol. 89, no. 1, pp. 44—61, 2013.

[18] N. T. Nguyen, T. Miwa, and T. Morikawa, Response to the planned public transport system in Ho Chi Minh City:
analysis of latent classes, Clean Technol. Environ. Policy, vol. 21, no. 10, pp. 1925-1935, 2019.

[19] R. J. Vallerand, P. Deshaies, J. P. Cuerrier, L. G. Pelletier, and C. Mongeau, Ajzen and Fishbein’s Theory of
Reasoned Action as Applied to Moral Behavior: A Confirmatory Analysis, J. Pers. Soc. Psychol., vol. 62, no. 1, pp.
98-109, 1992.

[20] H. Vazifehdoust, M. Taleghani, F. Esmaeilpour, K. Nazari, and M. Khadang, Purchasing green to become
greener: Factors influence consumers’ green purchasing behavior, Manag. Sci. Lett., vol. 3, pp. 2489-2500, 2013.
[2171. Ajzen, The theory of planned behavior, Organ. Behav. Hum. Decis. Process., vol. 50, no. 2, pp. 179-211, 1991.
[22] J. Paul, A. Modi, and J. Patel, Predicting green product consumption using theory of planned behavior and
reasoned action, J. Retail. Consum. Serv., vol. 29, pp. 123-134, 2016.

[23] S. H. Schwartz, Normative influences on altruism, Adv. Exp. Soc. Psychol., vol. 10, no. C, pp. 221-279, 1977.
[24] Triandis, Interpersonal behavior. Monterey, CA: Brooks/Cole, 1977.

[25] H. N. Dang Vu and M. R. Nielsen, Understanding determinants of the intention to buy rhino horn in Vietnam
through the theory of planned behaviour and the theory of interpersonal behaviour, Ecol. Econ., vol. 195, no. 107361,
pp. 1-10, 2022.

[26] Y. Liu, Y. Qu, Z. Lei, and H. Jia, Understanding the evolution of sustainable consumption research, Sustain.

27



GREEN PURCHASING: A REVIEW...

Dev., vol. 25, no. 5, pp. 414430, 2017.

[27] D. Hanss, G. Béhm, R. Doran, and A. Homburg, Sustainable consumption of groceries: the importance of
believing that one can contribute to sustainable development, Sustain. Dev., vol. 24, no. 6, pp. 357-370, 2016.

[28] S. Elhoushy and P. Lanzini, Factors affecting sustainable consumer behavior in the mena region: A systematic
review, J. Int. Consum. Mark., vol. 33, no. 3, pp. 256-279, 2021.

[29] H. V. Nguyen, C. H. Nguyen, and T. T. B. Hoang, Green consumption: Closing the intention-behavior gap,
Sustain. Dev., vol. 27, no. 1, pp. 118-129, 2019.

[30] M. Asif, W. Xuhui, A. Nasiri, and S. Ayyub, Determinant factors influencing organic food purchase intention
and the moderating role of awareness: A comparative analysis, Food Qual. Prefer., vol. 63, pp. 144-150, 2018.

[31] A. Zarei and F. Maleki, From decision to run: The moderating role of green skepticism, J. Food Prod. Mark.,
vol. 24, no. 1, pp. 96-116, 2018.

[32] B.-A. Nedra, S. Sharma, and A. Dakhli, Perception and motivation to purchase organic products in
Mediterranean countries, J. Res. Mark. Entrep., vol. 17, no. 1, pp. 67-90, 2015.

[33] M. Yazdanpanah and M. Forouzani, Application of the theory of planned behaviour to predict Iranian students’
intention to purchase organic food, J. Clean. Prod., vol. 107, pp. 342-352, 2015.

[34] M. Morren and A. Grinstein, Explaining environmental behavior across borders: A meta-analysis, J. Environ.
Psychol., vol. 47, pp. 91-106, 2016.

[35]F. Jamil Al-Otoum and R. S. Nimri, Antecedents of environmental buying behavior: Case of the Jordanian market,
Int. J. Bus. Manag., vol. 10, no. 9, pp. 240-250, 2015.

[36] G. K. Dagher, O. Itani, and A. N. Kassar, The Impact of environment concern and attitude on green purchasing
behavior: Gender as the moderator, Contemp. Manag. Res., vol. 11, no. 2, pp. 179-206, 2015.

[37] G. K. Dagher and O. Itani, Factors influencing green purchasing behaviour: Empirical evidence from the
Lebanese consumers, J. Consum. Behav., vol. 13, pp. 188—195, 2014.

[38] M. Mourad and Y. S. E. Ahmed, Perception of green brand in an emerging innovative market, Eur. J. Innov.
Manag., vol. 15, no. 4, pp. 514-537, 2012.

[39] U. J. J. Hahnel et al., The power of putting a label on it: Green labels weigh heavier than contradicting product
information for consumers’ purchase decisions and post-purchase behavior, Front. Psychol., vol. 6, pp. 1-17, 2015.
[40] M. M. Minbashrazgah, F. Maleki, and M. Torabi, Green chicken purchase behavior: the moderating role of price
transparency, Manag. Environ. Qual. An Int. J., vol. 28, no. 6, pp. 902-916, 2017.

[41] F. Folkvord, G. A. Veltri, F. Lupiafiez-Villanueva, P. Tornese, C. Codagnone, and G. Gaskell, The effects of
ecolabels on environmentally- and health-friendly cars: an online survey and two experimental studies, /nt. J. Life
Cycle Assess., vol. 25, no. 5, pp. 883—899, 2020.

[42] M. Jonell, B. Crona, K. Brown, P. Rénnbick, and M. Troell, Eco-labeled seafood: Determinants for (blue) green
consumption, Sustain., vol. 8, no. 9, pp. 1-19, 2016.

[43] P. Lanzini, D. Pinheiro, and E. Jara, Sustainable mobility in floriannpolis: A commuter-based empirical
investigation, SSRN Electron. J., no. 1, pp. 1-27, 2018.

[44] N. T. Nguyen, T. Miwa, and T. Morikawa, Demand forecast of public transportation considering positive and
negative mass effects, Transp. Res. Part D Transp. Environ., vol. 85, no. 102466, pp. 1-12, 2020.

[45] E. Juvan and S. Dolnicar, The attitude-behaviour gap in sustainable tourism, Ann. Tour. Res., vol. 48, pp. 76-95,
2014.

[46] X. V. Zhang and S. H. G. Chan, Do knowledge and experience value affect green tourism activity participation
and buying decision? A case study of natural dyeing experience in China, Sustain., vol. 13, no. 15, pp. 1-18, 2021.
[47] C. Groening, J. Sarkis, and Q. Zhu, Green marketing consumer-level theory review: A compendium of applied
theories and further research directions, J. Clean. Prod., vol. 172, pp. 1848—-1866, 2018.

[48] P. Behuria, Ban the (plastic) bag? Explaining variation in the implementation of plastic bag bans in Rwanda,
Kenya and Uganda, Environ. Plan. C Polit. Sp., vol. 39, no. 8, pp. 1791-1808, 2021.

[49] M. Siyavooshi, A. Foroozanfar, and Y. Sharifi, Effect of Islamic values on green purchasing behavior, J. Islam.
Mark., vol. 10, no. 1, pp. 125-137, 2019.

[50] E. Hermann, Psychological targeting: nudge or boost to foster mindful and sustainable consumption?, A7 Soc.,
pp. 1-2, 2022, DOI: 10.1007/s00146-022-01403-4.

[51] J. N. Sheth and A. Parvatiyar, Sustainable marketing: Market-driving, not market-driven, J. Macromarketing,
vol. 41, no. 1, pp. 150-165, 2021.

[52] H. Weber, D. D. Loschelder, D. J. Lang, and A. Wiek, Connecting consumers to producers to foster sustainable
consumption in international coffee supply—a marketing intervention study, J. Mark. Manag., vol. 37, no. 11-12, pp.
1148-1168, 2021.

[53] A. Pandey, S. Manocha, and P. Saini, A study on an automobile revolution and future of electric cars in India,
Int. J. Manag., vol. 11, no. 3, pp. 107-113, 2020.

[54]J. A. Awuni and J. Du, Sustainable consumption in chinese cities: green purchasing intentions of young adults
based on the theory of consumption values, Sustain. Dev., vol. 24, no. 2, pp. 124—135, 2016.

28



Authors: Ngoc T. Nguyen and Sarah W. Kimani

[55]1 D. O’Rourke and A. Ringer, The Impact of sustainability information on consumer decision making, J. Ind. Ecol.,
vol. 20, no. 4, pp. 882-892, 2016.

[56] P. Heikkurinen, C. W. Young, and E. Morgan, Business for sustainable change: Extending eco-efficiency and
eco-sufficiency strategies to consumers, J. Clean. Prod., vol. 218, pp. 656—664, 2019.

[57] D. Kumar and Z. Rahman, Sustainability adoption through buyer supplier relationship across supply chain: A
literature review and conceptual framework, Int. rev. strateg. manage., vol. 3, pp. 110-127.2015.

[58] C. Barbarossa and A. Pastore, Why environmentally conscious consumers do not purchase green products, Qual.
Mark. Res. An Int. J., vol. 18, no. 2, pp. 188-209, Jan. 2015.

[59] M. A. Sharaf and S. Perumal, How does green products’ price and availability impact Malaysians’ green
purchasing behavior?, J. Soc. Sci. Res., vol. 4, no. 3, pp. 28-34, 2018.

[60] Y. W. Yuming Zhang, Chao Ching, Does green innovation mitigate financing constraints? Evidence from China’s
private enterprises, J. Clean. Prod., vol. 264, no. 121698, pp. 1-14, 2020.

[61] Z. Hasan and N. A. Ali, The Impact of Green Marketing Strategy on the firm’s performance in Malaysia, Procedia
- Soc. Behav. Sci., vol. 172, pp. 463—470, 2015.

[62] A. Yaghi and M. Alibeli, Theoretical and empirical analysis of citizens’ willingness to pay: ethical and policy
implications for the environment in the United Arab Emirates, Public Integr., vol. 19, no. 1, pp. 41-57, 2017.

[63] P. Cooke, S. Nunes, S. Oliva, and L. Lazzeretti, Open innovation, soft branding and green influencers: critiquing
‘fast fashion’ and ‘overtourism,’ J. Open Innov. Technol. Mark. Complex., vol. 8, no. 1, pp. 1-15, 2022.

[64] G. Kallis, Radical dematerialization and degrowth, Philos. Trans. R. Soc. A Math. Phys. Eng. Sci., vol. 375, no.
2095, pp. 1-13, 2017.

[65] M. G. Espinoza-Orias, Namy, Antonis Vlassopoulos, Nutrition-oriented reformulation of extruded cereals and
associated environmental footprint: A case study, foods, vol. 9, no. 9, pp. 1-15, 2020.

[66] F. N. Jamal, N. A. Othman, R. C. Saleh, A. H. Nurhanay, and W. Rohmah, Evaluating information credibility
toward green marketing in Indonesia, J. Asian Financ. Econ. Bus., vol. 8, no. 2, pp. 427-438, 2021.

[67] B. Zhu, The impact of green advertising on consumer purchase intention of green products, SSRN Electron. J.,
vol. 3, no. 3, pp. 72-80, 2012.

[68] S. & M. J. Spitzer, What boards need to know about sustainability ratings, Harvard Business Review, 2019.
[Online]. Available: https://store.hbr.org/product/what-boards-need-to-know-about-sustainability-ratings/H04Z5P
[69] UNCSD and UNCTAD, Trade and green economy: A handbook, Switzerland: International Institute for
Sustainable Development, 2014.

[70] I. Onyusheva, D. Ushakov, and H. T. Van, The eco-problems and green economy development in kazakhstan:
An analytical survey, Int. J. Energy Econ. Policy, vol. 8, no. 2, pp. 148—-153, 2018.

[71] US Environmental Protection Agency, Recommendations of specifications, standards, and ecolabels for federal
purchasing, pp. 1-36, 2021.

[72] K. M. R. Taufique, C. Siwar, N. Chamhuri, and F. H. Sarah, Integrating general environmental knowledge and
ecolabel knowledge in understanding ecologically conscious consumer behavior, Procedia Econ. Financ., vol. 37, no.
16, pp. 3945, 2016.

[73] C. Balan, How does retail engage consumers in sustainable consumption? A systematic literature review, Sustain.,
vol. 13, no. 1, pp. 1-25, 2021.

[74]J. 1. Pulido-Fernandez and Y. Lépez-Sanchez, Are tourists really willing to pay more for sustainable destinations?,
Sustain., vol. 8, no. 12, pp. 1-20, 2016.

29



GREEN PURCHASING: A REVIEW...

TIEU DUNG XANH: TONG QUAN CAC YEU TO ANH HUONG
VA KHA NANG CAN THIEP

NGUYEN THI NGQC"*, KIMANI WAMBUI SARAH?
! Vién Khoa hoc Cong nghé va Qudn Iy Méi truong, Trieong Pai hoc Cong nghiép Thanh pho Ho Chi Minh
? Truwong Kinh Doanh, Pai hoc Cong gido Péng Phi, Kenya
* Tac gia lién hé: nguyenthingoc@iuh.edu.vn

Tém tit. Mua céc san phém va dich vu xanh 1la mot phﬁn quan trong trong nhom hanh vi tiéu thyu xanh,
dugc mong doi s& gilip giam tic dong dén moi truong tir hoat dong ti€u dung trong khi van dap ung nhu
cau. Bai viét mé rong dam ludn vé cac thay doi vé khai niém, cac yéu t6 anh huong va cac bién phap can
thiép dbi véi tiéu dung xanh. Chung t0i da xem xét téng hop cac tai lidu tir nam 2012 den nam 2022, dan
ching, xac dinh cac khoang trong nghién ctru cling nhu tng dung thuc tlen va thao luan vé cac ham ¥ cho
hoat dong quan ly. Ching t61 nhan manh siu nhom dé xem Xet cac yéu t6 anh hudng quan trong va khong
quan trong bao gom: cac yeu t6 nhan khau, xa hoi; cac yéu td tim 1y; kién thirc va nhan thirc, thoi quen va
¥ dinh; cac phén 16p tiém an; dic diém san pham/dlch vu; va nha san xudt/nha ban 1&. Cac bién phap can
thiép tiém ning duoc phan tich trong kha ning thuc diy tiéu ding cic san phdm va dich vu xanh tir hoat
dong marketing (tiép thi) xanh va vai tr6 cua cac nha san Xuét/ nha ban 1é. Ngoai ra, ching to1 dé xuat mot
khung xac dinh cac diém can can thiép t6i hanh vi tiéu dung xanh, xem xét dén vai tro cua gido duc. Bai
viét mang tinh khai niém va kham ph4, nhung ddng thdi cung cip cac ham y dbi véi cong tac hoach dinh
chinh sach va thuec thi.

Tiwr khéa. Tiéu dung xanh, cac san phém xanh/dan nhan sinh thai, gido duc xanh, marketing xanh, nha san
xudt/nha ban I¢ xanh.
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