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ABSTRACT 7 
Aims: This study attempts to test the revised model of Theory of Planned behavior to predict the 8 
factors and possible paths to encourage customers for green purchasing in the home appliance 9 
industry.  10 
Study design: All constructs were measured on five-point likert scales anchored by 1 (strongly 11 
disagree) and 5 (strongly agree). All measures for the constructs were borrowed from previous 12 
researches, which were carried out from green marketing and green products perspective due to 13 
their proved reliability and validity. 14 
Methodology: The researchers distributed 350 questionnaires using survey methodology based 15 
on convenient sampling of the population of eight universities located in four cities of Pakistani. 16 
Consumers who had experience purchasing electronic products were the focus of this research. 17 
The researchers chose Haier Pakistan’s electronics products, as Haier is offering eco-friendly 18 
home appliances products to customers. In order to collect the required information, this study 19 
utilized a survey approach with self-administered questionnaires, which were distributed in 20 
offices of male and female faculty members as in the -drop off and collect- technique. 21 
Results: We investigated how a change in the consumers’ environmental knowledge of green 22 
phenomena can help customers to align attitude with green purchase intention. The findings 23 
showed that green buying behavior was increased by effectively enhancing customers’ 24 
knowledge of the benefits of green products, the availability of these products and their 25 
performance in comparison to conventional products. 26 
Conclusion: The findings suggest that green buying behavior is increased in customers by 27 
effectively enhancing their knowledge of the benefits of green products, the availability of these 28 
products and their performance compared to conventional products. However, it is 29 
important to increase the customers’ current level of environmental knowledge 30 
through an effective marketing campaign. In the future this could develop environmental 31 
concerns and environmental responsibility in the mind and hearts of potential targeted customers 32 
of green products. This will push customers to form a positive attitude towards green products 33 
and invoke green purchasing intentions. 34 
 35 
Keywords: Green Products; Purchase Intention; Environmental knowledge; Environmental 36 
Concern; Environmental Responsibility; Consumer Attitude.  37 
 38 
1.0. INTRODUCTION 39 
During the last few decades, the changing environmental conditions around the globe in addition 40 
to the social, economic and political changes have pressured businesses to become “Green” 41 
(Cronin et al., 2011; Lee & Park, 2013; Saffuan et al., 2013). As a result, many companies 42 
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started offering green products by identifying them as opportunities to have a competitive 43 
advantage in the market place (Gunasekaran & Gallear 2012; Luo & Bhattacharya, 2006; 44 
Ottman, 2011; Sarkis et al., 2011). “Green products are those that have less of an impact on the 45 
environment or are less detrimental to human health that traditional equivalents”. Green 46 
products, also known as eco-products, environmentally friendly products or sustainable products, 47 
might typically be manufactured in a more energy-conservative way, be formed or partially 48 
formed from recycled components, or be supplied to the market with less packaging (Han et al., 49 
2009; Laroche et al., 2001; N.P. October, 15, 2014; Pizam, 2009). Green, eco-friendly or 50 
sustainable businesses can generally be defined as businesses that strive to reduce negative 51 
impacts on the environment, society, community or economy while maintaining a profit. 52 
Designing, manufacturing, marketing, distribution and selling of these products and services are 53 
called green marketing (Davis, 1991; Grant, 2008; Jain & Kaur, 2004; Kangis, 1992; Pride & 54 
Ferrell, 2008).  55 
 Environmentally responsible behavior is receiving increasing attention in academic 56 
literature (Onwezen, Bartels & Antonides, 2014; Bockarjova & Steg, 2014; Leonidou, Katsikeas, 57 
& Morgan, 2013; Klockner, 2013; Lee & Park, 2013; Peloza et al., 2013; Gleim et al., 2013; 58 
Trudel & Argo, 2013; White & Simpson, 2013) which show consumers to be more 59 
environmentally conscious and socially responsible as they become aware of issues related to the 60 
fragile state of the environment (Gleim et al., 2013; Ramayah, et al., 2010; Verma, Agarwal, & 61 
Srivastava, 2012). In addition, opinion polls show that almost eighty three percent of individuals 62 
are concerned about the environment (Nielson, 2011). Ferraro, (2009) reported that according to 63 
estimates, in 2008 green consumers worldwide had an annual buying power of US$500 billion. 64 
The UK Co-operative Bank's annual Ethical Consumerism Report for 2010 confirmed that 65 
expenditure on green products and services grew by 18% over the previous two years, in spite of 66 
the likely impact of the global financial crisis (The Co-operative Bank, 2010).  67 
 Although most of the previous research highlights the growing demand of green products 68 
(Choi et al., 2012), evidence from some researchers has shown the impact of environmental 69 
initiatives on consumer behavior is both contradictory and equivocal (Auger & Devinney, 2007; 70 
Borin, Cerf & Krishnan, 2011; Devinney, Auger, & Eckhardt, 2010). Consumers are not ready to 71 
prefer green products while making a purchase decision at the point of sale (D’Souza et al., 72 
2007). As a result, the original proportion of green brands in the real market place is far less 73 
(Peattie & Crane, 2005; Rex & Baumann, 2007) than projected demands by the consumer, as 74 
highlighted in the most of the research (Cronin et al., 2011). Similarly, some studies highlighted 75 
show that the share of eco-label food products is less than 5% of total sales in Europe (Rex & 76 
Baumann, 2007; UNEP, 2005). In reality, the actual green market size has been questioned by 77 
some authors (Papaoikonomou, Ryan & Ginieis, 2011). 78 
 Nevertheless, to cohesively address global environmental issues, global and 79 
interdisciplinary efforts must be made. These efforts might include comprehending the main 80 
drivers as well as processes behind un-environmentally friendly behavior and predicting their 81 
development based on progress, such that we might change this pattern enough to minimize the 82 
severity of these issues. Despite national and international policy making, such as the 83 
technological development in this context, the contribution of individual behavior cannot be 84 
ignored or underestimated. Many of the mentioned environmental problems are caused by 85 
human behavior, (Gardner & Stern, 2009; Onwezen, Bartels & Antonides, 2014; Winter & 86 
Koger, 2004) and for that reason we can determine that influencing potential consumer behavior 87 
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could reduce environmental impact (Onwezen, Bartels & Antonides, 2014; Steg & Vlek, 2009). 88 
It is of utmost importance to understand the behavior of humans in relation to environmental 89 
issues, assuming that shifting to alternative behaviors can make a relevant difference 90 
(Bockarjova & Steg, 2014; Klockner, 2013).  91 

 92 
1.1. BACKGROUND OF THE PROBLEM 93 
Haier set up a modernized industrial park at Raiwind Road Lahore Pakistan in June of 2002 after 94 
anticipating the potential of Pakistani market. Haier’s production facility has the capacity to 95 
produce over 1 million pieces per annum. Haier Pakistan (PK) is at the forefront of the home 96 
appliances and consumer electronics market of Pakistan.  As a result, Haier ranks 2nd in the 97 
domestic home appliances market of Pakistan and have the overall share of 17.5 %. 98 
Undoubtedly, the brand has an advantage over competitors, as its products are technologically 99 
advanced, more user friendly, and have competitive prices. In recent years, Haier PK has 100 
engaged itself in a more intensive, challenging competition on a greater scale with local and 101 
international brands like PEL, LG, Dawlance, Orient group and Samsung. In response, Haier 102 
planned to cut the market clutter by engaging green marketing strategy, i.e. offering more energy 103 
efficient and environmental friendly products to consumers. In fact, in a short span of time, Haier 104 
Pakistan took a new direction towards Eco Life, and as of now, all Haier products are energy 105 
efficient and environmental friendly.  106 
 Now the question is how Haier PK could maximize this move in its favor, to increase its 107 
market share, to cut the market clutter, to take benefits from its competitors and to enhance its 108 
goodwill among consumers and various stakeholders. Exploring and understanding the drivers of 109 
customer purchase intentions in a specific context such as the home appliance industry can help 110 
Haier PK build industry specific competitive barriers and generating green brand wealth. The 111 
research uses these questions to define the problem and create hypotheses. This is based on the 112 
fact that the majority of existing research will not likely support anything or hold any value when 113 
applied to Pakistani market consumer behaviors. There is one thing common to most research on 114 
the subject: there is a lack of knowledge and awareness among the consumers of developing 115 
countries about green products, its benefits to them and the environment of their countries. 116 
 Therefore, the current study tests the ability of a revised theory of 117 
planned behavior (Kalafatis, Pollard, East & Tsogas, 1999) model to account for 118 
consumer positive attitude and purchase intentions of green products in 119 
developing countries. Consumer positive attitude is seen as the proximal 120 
determinant of consumer intention: the more one has positive attitude about a 121 
green product, the more likely one is to buy it. In light of this, to form 122 
consumers’ attitudes, current research focuses on the enhancement of 123 
consumers’ environmental knowledge to reduce the gap between projected and 124 
real sales of green products in developing countries. However, the researchers 125 
propose here that the mentioned gap cannot be overcome until or unless a real 126 
state of environmental concern and environmental responsibility is induced in 127 
the mind of potential consumers. Therefore, it is important to identify 128 
consumers’ current level of environmental knowledge, so that in the future 129 
these potential consumers can be targeted through an effective marketing 130 
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campaign, relaying factors of environmental concern and environmental responsibility in order 131 
to form positive attitude towards green products.  132 
 133 
2. LITERATURE REVIEW  134 
2.1. Relationship of Environmental Knowledge and Environmental Concern 135 
Chan, (1999) defined environmental knowledge as the state of one’s knowledge 136 
about environmental issue. The marketing researchers treated the environmental 137 
knowledge variable as a factor that influences every phase of the buying decision process. 138 
The importance of knowledge has been demonstrated in numerous studies (Coad et 139 
al., 2009; Laroche et al., 2001; Oskamp et al., 1991; Verdugo, 1996) as it affects 140 
the way in which consumers gather and organize information and determines how they 141 
evaluate products and services. Stern (1992) argued that when a person who is more devotedly 142 
involved in issues related to the environment was compared to a less devotedly involved person, 143 
the sole aspect that differentiated the two was knowledge of environmental problems and how to 144 
act to most effectively deal with it. 145 
 Similarly, a significant part of environmentally conscious consumer behavior is to 146 
increase environmental knowledge in addition to knowledge of sustainable products (Bazoche et 147 
al., 2008; Loureiro, 2003). If people become more knowledgeable about the sustainability issue, 148 
then they will promote the wise use of natural resources and act towards the environment more 149 
responsibly (Fahlquist, 2009). 150 
 According to Day and Monroe (2000) several research studies recommended 151 
environmental education as a tool helps individuals to understand and solve current ecological 152 
problems. To strengthen this argument, Sia Su (2008) argued that Filipino college students 153 
consider it more of a priority to protect the environment than the economic development of their 154 
country. They mentioned that it is possible to have a green environment with a strong economy, 155 
but the Filipino general public should show their concerns about the real and significant 156 
environmental issues the country faces. So, the researchers proposed the following hypothesis: 157 
Hypothesis# 1. Consumers’ Environmental Knowledge positively influences the Consumers’ 158 
Environmental Concern. 159 
 160 
2.2. Relationship of Environmental Knowledge and Environmental Responsibility 161 
In fact, the topic of green product and green business is studied rigorously in the “Euro-162 
American” context, (Chapple & Moon, 2005; Karna et al., 2003; Schlegelmilch et al., 1996; 163 
Wustenhagen & Bilharz, 2006) but relatively little focuses on Asia. Chapple and Moon (2005) 164 
argued that consumers’ awareness and purchase behavior related to social responsibility or 165 
ethical behavior are barely discussed in Asia, assuming that it is a Western phenomenon; 166 
however, environmental awareness in developed as well as developing nations is on the rise.  167 
 In short, modern ecosystem concerns have challenged the world to utilize natural and 168 
environmental resources for accelerating industry with a “green” engine. Now, consumers have 169 
become more socially and environmentally responsible, which leads to socially responsible 170 
consumption, for instance: sorting waste or recycling, saving energy and buying eco-labeled 171 
products (Haanpää, 2007; Hartmann & Apaolaza-Ibáñez, 2009). Consumers who are more aware 172 
of environmental issues will have a preference for green products, green services and green 173 
businesses. Greater awareness led consumers to develop positive intentions to buy green 174 
products/ services and to participate in greening the earth (Papadopoulos et al., 2009). Similarly, 175 
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Paco and Raposo (2009) reported the same findings that consumers who have an increased level 176 
of environmental awareness feel that they have a responsibility to purchase green products and 177 
services. So, researchers offer the following hypothesis: 178 
Hypothesis# 2. Environmental Knowledge positively influences the Consumers’ Environmental 179 
Responsibility. 180 
2.3. Relationship of Environmental knowledge and Consumers Attitude 181 
Bradley’s (2006) research that examined the vehicles of ownership and found a 182 
positive relationship between environmental knowledge and environmental 183 
attitude. This means that with the spread of consumers’ knowledge and 184 
awareness about environmental issues, it is rational to suppose consumers are 185 
ready to purchase green automobiles. Additionally, several researchers 186 
mentioned that environmentally concerned consumers are more willing to purchase green 187 
products than those who are less concerned (Bang et al., 2000; Kim & Choi, 2005; Rashid, 2009; 188 
Schwepker & Cornwell, 1991).  189 
 A study by Paco and Raposo (2009) in Portugal showed that consumers who understand 190 
environmental challenges support policies to improve the environment even though their 191 
concerns do not transform into action. The reason for the non-reflection of environmental 192 
concerns in purchasing behavior in newly industrialized countries is a lack of awareness of 193 
greening concepts (Yam-Tang & Chan, 1998). Contrarily, Fraj, and Martinez (2006) argued that 194 
though people have enough knowledge and are very much concerned about environmental 195 
problems, they are still less involved in terms of their shopping habits and daily customs. 196 
However, through an educational program, marketers and government agencies can increase 197 
peoples’ awareness of environmental problems, and possible solutions to these problems, i.e. 198 
publicize and use available alternatives, sharing benefits of green products. Increased awareness 199 
of any problem can change people attitudes, behaviors and finally their purchase decisions 200 
(Alwitt, 1996; Hussain, 2003; Rashid, 2009; Schwepker, & Cornwell, 1991).  201 
 With this in mind, the role of the teachers is very important for spreading awareness 202 
among students about environmental concerns because often teachers are role models for their 203 
students. There is a need that teachers provide sufficient knowledge and share their experiences 204 
so that students can develop a positive attitude, adopt a suitable spending behavior and way of 205 
life (Said et al., 2003). Therefore, the researchers offer the following hypothesis:   206 
Hypothesis# 3. Environmental Knowledge positively influences the Consumers’ Attitude 207 
towards the green products. 208 
 209 
2.4. Relationship of Environmental Concern and Consumers Attitude 210 
According to various researchers, consumer’s purchasing decision-making in general depends on 211 
his/her attitude about environment (Schwepker & Cornwell, 1991). In fact, consumers are 212 
increasingly concerned about environment related issues and hold themselves responsible for the 213 
current environmental conditions, and therefore want to purchase products and services that have 214 
less impact on the natural environment (Vandermerwe & Oliff, 1990; Young et al., 2010). 215 
Laskova (2007) mentioned in a research study that people with high environmental concerns 216 
show more positive attitudes towards the environment than people who think themselves 217 
powerless to help the environment and are less likely to participate in pro-environmental 218 
activities.  219 
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 This above argument is further substantiated by the study of Kim and Choi (2005), where 220 
environmental concern has a direct and positive influence on the customers’ purchasing intention 221 
of green products. This suggests that customers with strong environmental concern may be 222 
interested in consumption of products that reflect that concern. In one research study, Mostafa 223 
(2009) highlighted the importance of environmental concern along with other variables for the 224 
prediction of consumers’ green purchase behavior. He added that on the basis of environmental 225 
concerns one can differentiate between green consumers and non-consumers.  226 
 According to Tang et al., (2004), a wealth of literature shows that there is a troublesome 227 
gap between what consumers says they will do and how they actually behave. Most of the 228 
consumers say that they choose a product because of its environmentally friendly nature, but 229 
they do not make actual allocations of dollars in purchases. There are also a number of research 230 
studies showing that while environmental problems, and consequently environmental concern, 231 
has hit the public agenda, behavioral changes have not-or not to the same extent (Inglehart, 1995; 232 
Oliver, 1999; Tarrant & Cordell, 1997). In short, the researchers offer the following hypotheses:  233 
Hypothesis# 4. Environmental Concern positively influences the Consumers’ Attitude towards 234 
the green products. 235 
Hypothesis# 5. Environmental Concern mediates the relationship between Environmental 236 
Knowledge and Consumers’ Attitude towards the green products.     237 
 238 
2.5. Relationship of Environmental Responsibility and Consumers Attitude 239 
Due to the deterioration of the environment, many middle class consumers from the west and 240 
also developing countries have expressed their concern about environmental issues (Ali & 241 
Ahmad, 2012; Ali et al., 2011; Fraj & Martinez, 2006; Han et al., 2010; Han & Kim, 2010; Kim 242 
& Han, 2010). In a positive light, many consumers buy green products, not only because it is a 243 
better choice, but also because it helps sustain the environment for the upcoming generation. In 244 
addition, many consumers are ready to stop buying products from companies for ecological 245 
reasons (Fraj & Martinez, 2006).  246 
 Previous research has also shown that consumers would purchase products and services, 247 
which protects the natural environment. These studies mentioned that consumers who have 248 
feelings of responsibility for environmental issues will purchase green products, and, in reality, 249 
they are even ready to give more in favor of green products (Kim & Damhorst, 1998). Kaiser et 250 
al., (1999) also argued that consumers who have feelings of responsibility for environmental 251 
issues have a tendency to have environmentally friendly behavior. On the other hand, peoples’ 252 
health, both on the individual and the community level, has been affected by environmental 253 
problems (Khwaja, 2008). More importantly, the dreadful current environmental conditions are 254 
ever more threatening consumer health and well being globally. Therefore, consumers are 255 
becoming more sensitive in their environmental attitudes, preferences, and purchases (Sarigöllü, 256 
2009). The researchers thus offer the following hypotheses: 257 
Hypothesis# 6. Environmental responsibility element positively influences the Consumers 258 
Attitude towards the green products. 259 
Hypothesis# 7. Environmental Responsibility element mediates the relationship between 260 
Environmental Knowledge and Consumers’ Attitude towards the green products. 261 
 262 
2.6. Relationship of Consumers Attitude and Green Purchase Intention 263 
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In the green section of consumer psychology, research efforts have been made to explicate the 264 
gap between consumers’ reported attitudes and their actual buying behavior. In this regard, they 265 
often used Ajzen’s ‘Theory of Planned Behavior’ (Kalafatis, Pollard, East & Tsogas, 1999). The 266 
TPB has been successfully applied to a wide range of studies focusing on green marketing, 267 
consumers’ green purchase intentions, as well as consumers environmentally friendly behavior 268 
(Ali & Ahmad, 2012; Ali et al., 2011; Bockarjova & Steg, 2014; Han et al., 2010; Han & Kim, 269 
2010; Kim & Han, 2010; Onwezen, Bartels & Antonides, 2014).  270 
 This theory described intentions towards an act to be determined by attitudes, perceived 271 
control and subjective norms. Intention, in turn, may lead to actual behavior. Psychologists have 272 
examined values, beliefs, motivation and attitudes in order to comprehend this inconsistency and 273 
why some people engage in environmentally friendly behavior, while others do not (Allen & 274 
Ferrand, 1999; Dunlap, & Mertig, 1995; Nordlund & Garvill, 2002). However, there are many 275 
factors that interfere with this process with impact on whether or not the ecologically conscious 276 
attitude will result in actual behavior, which is the purchasing of green products. The researchers 277 
in this paper used a modified version of TPB, as Ajzen (1991) suggested the TPB is open 278 
to expansion- if further predictors can be identified. 279 
 In marketing literature, purchase intention is a pivotal concept. To forecast the adaptation 280 
of new products as well as repeat purchases of existing ones, most companies used consumers 281 
purchase intentions. As previously mentioned, environmentally concerned people who believe 282 
pollution to be a problem and also have a favorable attitude towards greening environment are 283 
more inclined to purchase green products (Ali et al., 2011). Even prior studies show that 284 
consumers with the intentions of buying a product exhibit higher actual buying rates than 285 
customers who demonstrate no intention of buying (Brown, 2003). Hence, as people become 286 
aware of environmental problems, their attitudes and purchase intentions may in turn change 287 
(Bang et al., 2000; Rashid 2009; Schwepker & Cornwell, 1991). Therefore, the researchers offer 288 
the following hypothesis: 289 
Hypothesis# 8. Consumers’ attitude towards the environment positively influences their Green 290 
purchase intentions. 291 
 292 
2.7. Conceptual Model 293 
Figure- 1: Conceptual model of the relationships between Environmental Knowledge, 294 
Environmental Concern, Environmental responsibility, Consumers’ Attitude and Purchase 295 
Intentions. 296 

 297 

 298 
 299 

3.0. METHODOLOGY 300 
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3.1. Sampling Method and Procedure 301 
The researchers distributed 350 questionnaires using a survey methodology based on convenient 302 
sampling of the population of eight universities located in Rawalpindi, Islamabad, Taxila and 303 
Wah. Consumers who had experience purchasing electronic products such as refrigerators, 304 
freezers, dishwashers, TVs, air conditioners, washing machines, microwave ovens, etc. were the 305 
focus of this research. The researchers chose Haier Pakistan’s electronics products, as Haier is 306 
offering eco-friendly home appliance products to customers. 307 
 In order to collect the required information, this study utilized a survey approach with 308 
self-administered questionnaires, which were distributed in offices of male and female faculty 309 
members as in the -drop off and collect- technique. International Islamic University Islamabad, 310 
Muhammad Ali Jinnah University, FAST National University Islamabad, Ripha University, 311 
Preston University Islamabad, Quaid-e-Azam University, COMSATS University Wah, 312 
University of Engineering and Technology, Taxila have been selected from four cities.  313 
 The researchers also included a screening question in the survey instrument for the 314 
respondents to ensure they have knowledge about green products. The researchers also placed a 315 
precise concept of green products for those who did have the required knowledge. The 316 
respondents were asked for information about their environmental knowledge, environmental 317 
concerns, environmental responsibility, attitude about the environment and green purchase 318 
intentions. In addition, potential respondents were requested to provide demographic 319 
information. For a period of over 40 days, three hundred and thirteen filled and usable 320 
questionnaires were collected and included in the actual data analysis.  321 
 322 
3.2. Measures 323 
All constructs were measured on five-point likert scales anchored by 1 (strongly disagree) and 5 324 
(strongly agree). All measures for the constructs were borrowed from previous researches, which 325 
were carried out from green marketing and green products perspective due to their proved 326 
reliability and validity. Five scales items for environmental knowledge were adapted from Ali & 327 
Ahmad (2012) and Mostafa (2007). Our twelve items of concern for the environmental scale was 328 
adapted from those used by Abdul-Muhmin (2007) and Ali & Ahmad (2012). To measure the 329 
environmental responsibility, seven items were adapted from the study of Lee (2009). Purchase 330 
attitude was measured using a three-item scale by Ali et al. (2011) and Taylor & Todd (1995). 331 
Finally, our three-item consumers’ purchase intention was adapted from Ali & Ahmad (2012), 332 
Ali et al. (2011), Lee (1997) and Taylor & Todd (1995). Coefficient α is used to assess the 333 
reliability of each scale (Hair et al., 1998) which was found in acceptable range, i.e. greater than 334 
0.7 for each construct.  335 

 336 
3.3. Characteristics of Sample 337 
Table- 01 indicates the demographics of final sample after treatment of missing values and 338 
outliers of the study.  339 
 340 

Table- 01: Demographics of Final Sample 

  Frequency Percentages 
Gender   
Male00 230 73.5 
Female 83 26.5 
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Age   
less than 36 62 19.8 
36 to 40 124 39.6 
41 to 45 95 30.4 
46 and above 32 10.2 
Education   
Master 34 10.8 
MS/M.Phil 158 50.5 
Ph.D. 113 36.1 
Post Ph.D. 8 2.6 

 341 
 Table- 01 indicates the sample demographics. Our sample had a considerable gender 342 
skew towards males (73.5%). In terms of age, almost seventy percent of respondents were aged 343 
in two categories i.e. between 36 to 40 years old (39.6) and 41 to 45 years old (30.4). The 344 
majority of the sample (50.5%) had done MS/M.Phil degree followed by the respondents with 345 
Ph.D. degrees (36.1)  346 
 The researchers used confirmatory factor analysis (CFA) to establish the reliability of 347 
scale used in this study. CFA has been widely used by past researchers (Ahmad & Butt, 2012; 348 
Washburn & Plank, 2002; Yoo et al., 2000; Yoo & Donthu, 2001) and is the most appropriate 349 
technique when establishing the reliability of a measurement scale. Based on CFA results, the 350 
reliability of all five constructs was established using Cronbach’s alpha, construct reliability 351 
(CR) and average variance extracted (AVE). For all construct, the cronbach’s alpha coefficient 352 
values were above 0.90, demonstrating strong internal consistency of the scale. Similarly, the 353 
resulted values for C.R. as well as AVE were above the minimum threshold of 0.6 and 0.5 354 
respectively indicating the reliability of all construct of the model. Table- 02 summarizes the 355 
reliability results for each construct.  356 
 357 

Table- 02: Reliability results   
Constructs  Cronbach’s alphas C.R AVE 

Environmental Knowledge (E.K) 0.95 0.97 0.79 
Environmental Concern (E.C) 0.94 0.94 0.96 
Environmental Responsibility (E.R) 0.96 0.85 0.97 
Consumers Attitude (C.A) 0.97 0.98 0.94 
Purchase Intentions (P.I) 0.95 0.96 0.97 

 358 
3.4. Data Analysis 359 
Indicated in Table- 03 are regression analysis, means, standard deviations and Pearson 360 
correlation analysis of each research variable. 361 
 362 

H# (β) t-value Sig. Constructs Mean SD 1 2 3 4 

H: 1 0.33 3.77 0.01 E.K 3.31 0.93     

H: 2 0.31 3.51 0.00 E.C 3.45 0.72 .30**    
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H: 3 0.29 3.30 0.03 E.R 3.60 0.81 .33** .31**   

H: 4 0.32 3.50 0.02 C.A 3.34 1.07 .23** .35* .34**  

H: 6  0.33 4.21 0.00 P.I 3.49 0.92 .29** .25* .32** .27** 

H: 8 0.30 3.59 0.00 Notes: n=313, Arrow indicates the direction of impact 

 363 
 Before assessing meditational hypotheses, the researches followed the conventional 364 
procedure testing the model without mediators just for correlation matrix and regression analysis. 365 
The fit measures for the structural model were acceptable with R2= 33.0 % and Adjusted R2 32.0 366 
% (F= 33.859, P-value< .000). In Table- 03 regression analysis described the variation in 367 
dependent variable with respect to independent variables separately. 368 
 The paths from environmental knowledge to concern for the environment (B= 0.33, t> 369 
3.77, P-value< 0.01), environmental responsibility (B= 0.31, t> 3.51, P-value< 0.00) and 370 
consumers attitude towards the environment (B= 0.29, t> 3.30, P-value< 0.03) were strong and 371 
significant, thus supporting hypotheses H1, H2 and H3. Similarly, the paths from environmental 372 
concern (B= 0.32, t> 3.50, P-value< 0.02) and environmental responsibility (B= 0.33, t> 4.21, P-373 
value< 0.00) to consumers attitude for the environment were strong and significant, thus 374 
supporting hypotheses H4 and H6. Finally, the path from consumers attitude for the 375 
environment (B= 0.30, t> 3.59, P-value< 0.00) to consumers’ green purchase intention was 376 
strong and significant, thus supporting hypothesis H8. 377 
 Results in Table- 04 indicate that full mediation took place when consumers’ attitude 378 
(dependent variable) was regressed by both environmental knowledge (independent variable) and 379 
environmental concern (mediating variable). In step 04, the impact of environmental knowledge 380 
became insignificant (t= 1.87, p> .05) while environmental concern significantly impact the 381 
consumers’ attitude (t= 3.03, p < .05), thus supporting hypothesis H5.  Similarly, results in 382 
Table- 04 indicate that partial mediation took place when consumers’ attitude (dependent 383 
variable) was regressed by both environmental knowledge (independent variable) and 384 
environmental responsibility (mediator). In step- 04, the impact of environmental knowledge 385 
became significant (t= 2.17, p< .05) but less than it was in step 03 while environmental 386 
responsibility also significantly impact the consumers’ attitude (t= 3.21, p < .05), thus supporting 387 
hypothesis H7. 388 
 389 

Table- 04. Mediating role of 
Environmental Concern  

Mediating role of Environmental 
Responsibility 

Steps Β t-value p-value Β t-value p-value 

Step 01 0.33 3.77 0.01 0.31 3.51 0.00 
Step 02 0.32 3.50 0.02 0.33 4.21 0.00 
Step 03 0.29 3.30 0.03 0.29 3.30 0.03 
Step 04 0.19 1.87   0.21 0.21 2.17 0.02 

0.23 3.03 0.25 0.25 3.21 0.01 
Notes: n =313, Change in R² (at step 
04)=.10, F = 30.731 (P<.05) 

Notes: n=313,Change in R² (at 
step 04) = .04, F = 22.02 (P<.05) 
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 390 
 391 
 392 

4.0. CONCLUSION AND POLICY IMPLICATIONS 393 
This study attempts to test the revised model of Theory of Planned behavior to predict the factors 394 
and possible paths to encourage customers for green purchasing in the home appliance industry. 395 
We investigated how a change in the consumers’ environmental knowledge of green phenomena 396 
can help customers to align attitude with green purchase intention. The findings showed that 397 
green buying behavior was increased by effectively enhancing customers’ knowledge of the 398 
benefits of green products, the availability of these products and their performance in comparison 399 
to conventional products. (Ali & Ahmad, 2012; Rahbar & Wahid, 2011). However, it is 400 
important to increase the customers’ current level of environmental knowledge 401 
through an effective marketing campaign as in the future this will likely develop 402 
environmental concerns and environmental responsibility in the mind and hearts of potential 403 
targeted customers of green products. This will push customers to form positive attitudes towards 404 
green products and finally help them to develop a green purchase intention. 405 
 Additionally, this might be only possible when customers are more conscious and 406 
responsible for environmental issues, otherwise the gap between projected and real 407 
sales of green products cannot be overcome. There is a need to change the customers’ 408 
behavior in a way that they must think of the efficacy of a product rather than focusing on a new 409 
product. The previously mentioned gap cannot be overcome until or unless a real 410 
state of environmental concern and environmental responsibility is induced in 411 
the mind of potential customers. It is of utmost importance as there is a general 412 
perception among the researchers that there is a lack of knowledge and awareness about the 413 
greening concept among the customers of developing countries, and this fact applies to Pakistani 414 
customers too.  415 
 Specifically, this paper was in the context of Haier PK’s move to become the first green 416 
company in home appliance industry. The researchers found that Haier PK can break the market 417 
clutter and can take a market lead on its competitors by devising a comprehensive strategy, as 418 
most of the respondents were willing to buy green products to contribute their share to save the 419 
natural environment. For this purpose, Haier PK may launch a comprehensive but specific 420 
advertising campaign through print, electronic and social media to propagate the benefits of this 421 
move to potential customers as well as the natural environment.  Finally, this will help customers 422 
form positive attitudes and intentions towards green products and businesses.  423 
 Although, the green technology is very costly and it might not be possible for many other 424 
organizations like Haier Pakistan to achieve immediate success in new markets, in the long run, 425 
if these organizations invest in green products, the acceptance of green products might be 426 
enhanced by delivering the extra customer defined value at higher price to justify their extra 427 
expenditure (Polonsky, 2011). Therefore, it is suggested that present as well as potential local 428 
and international businesses, that are willing to start businesses in Pakistan, to start positioning 429 
themselves as green businesses to take the advantage of green phenomena. Finally, in the long 430 
run Haier PK can become a role model for its competitors and new comers, even in the 431 
diversified product categories, if it will take a lead in the market and will satisfy customers with 432 
the performance of environmental friendly products. 433 
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 434 
5.0. LIMITATIONS AND FUTURE RESEARCH DIRECTIONS 435 
This study has some limitations in terms of scale variables, sample size, targeted respondents and 436 
geographical coverage. Firstly, it should be noted that emphasis of current research was to 437 
measure and explain the variables that might influence the consumers’ attitudes and ultimately 438 
their green purchase intentions. Intentions are only considered an aspect of actual behavior, and 439 
therefore results might be different when customers are provided an opportunity to make a 440 
decision in real world. To overcome this gap, longitudinal studies might be helpful to observe the 441 
original behaviors of customers.  442 
 Secondly, the sampling frame for this study was limited to 313 faculty members in four 443 
cities of Pakistan. Therefore, results of current study might not be generalizable to other cities 444 
and must be used with caution. In considering this limitation, it is recommended that future 445 
research utilizes a broader geographical and demographic profile with a large sample size to 446 
analyze respondents. Moreover, a larger sample size collected from all the major cities of four 447 
provinces would be more representative of Pakistani home appliance customers. 448 
 Similarly, researchers chose faculty members of universities as a sample size, and it is a 449 
common perception in Pakistan that universities pay a handsome salary compared to people in 450 
other professions. As a result, we suggest that faculty members belong to the middle class or 451 
upper middle class in Pakistani society. Thus, future researchers should get the sample 452 
representations from other professions, income groups and social classes together to cover more 453 
potential green customers and find more comprehensive results.  454 
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