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Abstract 

Green consumption has also risen globally to prevent further damages to the 
environment. Therefore, it is important to understand the intent of consumers to buy 
environmentally friendly products as the willingness to buy green products will maintain and 
protect the quality of natural environment, thus contribute to sustainable environmental 
development. Even though the number of consumers ready to purchase green products has 
increased in recent years, there is no indication that this trend would increase in Malaysia. As 
such, to address the limitations and to cope with the green purchase intention issues, this 
study aims to propose a framework to investigate the relationships between attitudes, 
subjective norms, perceive behavior control, product knowledge, price and green purchase 
intention among consumers in Malaysia by application of Theory of Planned Behavior (TPB) 
model. The modifications to the original TPB structure help to identify potential factors that 
affect consumers’ willingness to purchase green products. This study employed an online 
survey and collected 216 questionnaires from Malaysian respondents aged 18 years old and 
above by using a purposive sampling method. Multiple regression analysis was employed for 
data analysis. The findings indicated that attitude, subjective norm, perceived behavioral 
control and product knowledge have a positive and significant relationship with green 
purchase intention while price has a negative and significant relationship with green purchase 
intention. Using the findings of the study, marketers could understand the potential factors 
that affect consumers’ willingness to purchase green products. The findings of the study can 
be a guideline for future studies to determine the customers' intentions for environmentally 
friendly products. 
Keywords: Green Purchase Intention, Theory of Planned Behavior (TPB) 
 
Introduction 
Consumers all over the world have expanded their consumption of products and services in 
the recent decade, resulted in the exploitation of natural resources and serious 
environmental degradation (Waris et al., 2020). The earth is suffering from environmental 
degradation, leading to serious environmental pollution, global warming and climate change 
due to the rapid growth of economic and industrial development (Manisalidis et al., 2020). 
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The degradation of natural habitats, the depletion of biodiversity and natural resources, the 
generation of waste have threatened the future sustainable life on earth (Singh et al., 2017).  
Hence, the Living Planet Report 2020 estimated that humans exceed the biological capacity 
of the Earth by 50% on average, which proves that human beings exacerbate environmental 
vulnerability by consuming more than the earth’s carrying limit (WWF, 2020). On the other 
hand, Global Green Economy Index (GGEI) 2020 reported that Malaysia ranks 55th with an 
average of 49 percent among the 130 nations, which means that Malaysia is behind and needs 
to be improved to meet international standards for green progress report (Simon et al., 2020). 
All countries around the world have been aware of the threat and strive to minimize the 
harmful effects of their business activities on the environment (Onel et al., 2015). The 
awareness and attention to the environment and society has led to the emergence of 
sustainable development, which emphasizes the need to promote sustainability and 
advocates a form of development that minimizes the negative impacts on the environment 
and society (Al Mamun et al., 2020a; Kautish et al., 2018). 
 
Thus, going green appears to be a series of journeys leading to a more sustainable planet 
(Gazzola et al., 2019). Moreover, the concept of sustainable development is now leading the 
way and  regarded as a vital business goal (Huang et al., 2014; Le et al., 2019). Many countries 
aim to protect the planet from rapid degradation in order to ensure a prosperous standard of 
living by 2030 as part of the Sustainable Development Goals (SDG) (Briceño et al., 2019; 
Zinkernagel et al., 2018). The 2030 Global Agenda's Goal 12 aims to develop environment-
friendly consumption and production in order to preserve the environment, as the 
sustainable environment is critical to well-being and human life on the planet (United Nations, 
n.d). On the other hand, the sustainable development market is expected to grow from USD 
11.43 billion in 2021 to USD 41.62 billion in 2028, with a compound annual growth rate of 
20.3 percent (Fortune Business Insights, 2021). When a company offers green products and 
services, it will make a great impression on consumers and become a very profitable business 
(Suki, 2016).  As such, enterprises are aware of green products have a large market potential 
and are eager to promote them (Sun et al., 2019). For instance, GreenTechMalaysia, a 
Ministry of Environment and Water (KASA) organisation, was founded as a starting point for 
Malaysia to develop a green market consisting of manufacturers, government organisations 
and businesses that fulfil the national green criteria (Abidin et al., 2018).  
 
Apart from that, companies are increasingly focusing on sustainable production for the 
purpose of not only gaining consumer support but also raise consumer awareness of the need 
for environmental protection. Consumers have become more environmentally conscious all 
over the world, a new sort of consumer behaviour has emerged called green consumption 
(Augustine et al., 2019; Ghazali et al., 2017). Green consumption is usually associated with 
environmental consciousness, where consumers examine the environmental impact of using, 
purchasing, and discarding various things or using various green services (Wijekoon et al., 
2021). Green consumption is getting popular since it not only alleviates climate problems but 
also provides potential for business growth (Maichum et al., 2016). The global market for 
green cosmetics is expected to reach US$32.3 billion by 2027, with an expanding at an annual 
rate of 8.3 percent from 2020 to 2027 (Market Research, 2021). The increase in market size 
and consumer interest in green products makes it worthwhile to explore this consumer 
market segment (Al Mamun et al., 2020b; Dhanwani et al., 2020). Moreover, study showed 
that chemical-free cosmetics are popular among female consumers since they serve to 
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protect the skin while having little or no negative impact on the environment (Jaini et al., 
2019). However, green consumers pay different attention to environmental protection 
behaviors and this difference causes consumers to make different purchasing decisions 
(Jahanshahi et al., 2018; Ogiemwonyi et al., 2020a; Ogiemwonyi et al., 2020b).  
 
An understanding consumer who cares about the environment and practices green behaviour 
is an excellent method to address environmental issues and concerns (Ogiemwonyi et al., 
2020a). This is because consumers can play a significant role in environmental degradation by 
purchasing green products to prevent or mitigate it (Wijekoon et al., 2021). Previous research 
has shown that the use of Theory of Planned Behaviour (TPB) in determining customers' 
environmental behaviour is unquestionable (Amoako et al., 2020; Nguyen et al., 2019a; 
Tanwir et al., 2020). For example, TPB was used to explore a wide range of social and 
behavioral research fields such as green entrepreneurship intention (Alvarez-Risco et al., 
2021), energy-saving behaviour (Lopes et al., 2019) and sustainable transport behavior (Liu et 
al., 2017). Afroz et al. (2015) highlighted that TPB not only helps to study consumer behavior, 
but also helps the marketers to formulate strategies to encourage the widespread adoption 
of green products. Despite TPB's widespread and powerful application, extra variables appear 
to be useful in enhancing TPB's explanatory power (Tanwir et al., 2020; Wang et al., 2018; 
Yadav et al., 2017).  
 
According to TPB, the influence of intention on response is regulated by actual behavioral 
control (Ajzen, 2020). The primary assumption of determining a person's actual control is to 
completely comprehend numerous internal and external aspects such as talents, knowledge, 
physical stamina, intelligence and legal barriers, money, and product availability (Ajzen, 2020; 
Bosnjak et al., 2020). Therefore, internal and external aspects are very important variables to 
assess the degree to which an individual has or can assemble the required resources and 
overcome any challenges that may arise such as when actual control is high, intentions are 
more likely to be followed by behaviours (Sun et al., 2019; Wang et al., 2018). Attitude, 
subjective norms and perceived behavioural control are determinants of intents and actual 
control refers to the elements that influence individual's behaviour (Ajzen et al., 2011). A 
study showed that 70 percent of consumers believed that they have a responsibility to apply 
more environmentally friendly behavior (Wijekoon et al., 2021). When consumers have a 
positive attitude towards environmental protection, their attention will affect their 
purchasing choices and will guide them to purchase green products that have a significant 
impact on the environment (Kashi, 2019; Maichum et al., 2016; Tan et al., 2018). Following 
that, an attitude has been determined to be a significant predictor of sustainable 
consumption (Amoako et al., 2020; Ojo et al., 2019). 
 
Besides, subjective norms is an essential social pressure for behavioural intentions (Ajzen, 
2020). Many studies showed that external pressure drives consumers to buy green products 
and is one of the leading factors that affect the sustainable consumption (Ko et al., 2017; 
Suryanda et al., 2021; Zhuang et al., 2021). A cross-cultural study showed that subjective 
norms and interactions of green product knowledge significantly determine the green buying 
behavior of various countries (Liobikiene et al., 2016). On the other hand, perceived 
behavioural control is regarded as the vital element because original model has shortcomings 
in predicting behaviours which are not entirely controlled by personal will (Ajzen, 2020; Liu et 
al., 2020b).  Therefore, this study applies attitudes, subjective norms, and perceived behavior 



International Journal of Academic Research in Business and Social Sciences 

Vol. 1 2 , No. 7, 2022, E-ISSN: 2222-6990 © 2022 HRMARS 

1702 
 

control to understand consumers’ intentions of buying green products using TPB model 
(Ajzen, 2020).  
 
Apart from the dimensions proposed in TPB, various studies have used a wide range of 
variables to identify the green purchase intention. Many studies emphasize that knowledge 
plays a key role in shaping consumer intentions in environmental ecological research (Amoako 
et al., 2020; Sun et al., 2019; Troudi et al., 2020). Groening et al (2018) found out that 
consumers' attitudes towards green purchases are strongly influenced by knowledge. Many 
consumers believe that pricing is a major factor in their green purchase decisions. (Lanzini et 
al., 2016; Liobikienė et al., 2016). According to a study of nine developed countries, more than 
50 percent of people buy sustainable brands, with another 24 percent prepared to spend a 
premium price for environmentally friendly goods (Chen et al., 2018). However, Jahanshahi 
et al. (2018) claimed that some consumers resists sustainable consumption while others 
committed to green products. Studies have shown that product knowledge and green 
characteristics, as well as personal knowledge and attention to the environment are 
important driving factors. Whereas the high price of green products is the main obstacle to 
consumers' green purchase intention (Joshi et al., 2015; Liobikiene et al., 2016; Qi et al., 2021; 
Sun et al., 2019). Hence, one of the primary motivators for businesses to pursue new 
strategies to position themselves as green brands is consumer willingness to pay for 
environmentally friendly products (Tan et al., 2018). As such this study adds product 
knowledge and price in the original TPB model to investigate the green purchase intentions 
among Malaysian consumers.  
 
Problem Statement 
A recent report showed that many developing countries in Asia like Malaysia is facing major 
environmental challenges (Ogiemwonyi et al., 2020a). For instance, the rapid growth of 
Malaysia's population, along with the rapid pace of industrialization and urbanization has 
resulted in massive environmental issues, such as increased solid waste and greenhouse gas 
emissions (Afroz et al., 2015; Al Mamun et al., 2018). By considering its stronger influence, 
Malaysia has adopted the 2030 Agenda for Sustainable Development at the United Nations 
General Assembly (UNGA) on 25th September 2015 in New York (Yusof et al., 2020). One of 
Malaysia’s commitment to the Sustainable Development Goals (SDG) strategy is to be more 
responsible in the production and consumption stages (Ghazali et al., 2021). The government 
provides financial incentives for green technology and renewable energy to optimize the use 
of resources to produce sustainable products and encourages industries to evaluate their 
environmental impact-related activities during the production stage (Chua et al., 2019; 
Ghazali et al., 2021). However, the challenge is the stage of consumption by consumers in 
Malaysia (Ghazali et al., 2021; Suki, 2016). This may due to Malaysia’s green trend is in its 
early stages (Tanwir et al., 2020). For example, Malaysian consumers underexamined the  
benefits of green products due to no information about green product retailers and high price 
of green products (Al-Kumaim et al., 2021). In addition, some Malaysian consumers have low 
confidence or insufficient product information about green products that hinder them to 
purchase the green products (Latip et al., 2021).  
 
Even though the number of green products and services registered under the MyHIJAU logo 
is gradually increasing as shown in Figure 1 (Statistics, 2022). Nevertheless, the Edge Malaysia 
reported that policies for sustainable action and the adoption of green products are doomed 
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to fail without consumer support and knowledge (Banoo, 2021). Apart from that, the World 
Wide Fund for Nature Malaysia (WWF-Malaysia) emphasized the need of businesses to 
communicate their sustainability activities to consumers in order to educate them about the 
importance of sustainable consumption (Malay Mail, 2019). In fact, consumer willingness to 
purchase and adopt green products may stimulate the green product demand, which in turn 
to reduce the green product costs and accelerate the green product adoption in the long run 
(Banoo, 2021). As highlighted by The Star news, Malaysian consumers often mention that 
they will pay a premium for sustainable products, but in fact, they are not keeping their 
promises due to no actions from their intentions (Lee, 2022). As the globe progressively 
recovers from the epidemic, there are growth of consumers' willingness to purchase green 
products that may increase the need of consumer-facing businesses (Rogers, 2021). 
Therefore, enterprises must understand the determinants of green consumption as well as 
green purchase intentions (Tan et al., 2017).  
 

 
Figure 1 Statistic for the registration under MyHIJAU Mark as of 31 December 2021 (Statistics, 
2022) 
 
According to a 2015 survey on consumer sustainability behaviour in 51 countries, over 90 
percent of Malaysians are worried about environmental issues, but most respondents are 
unwilling to change their purchasing habit because they are worried about other pressures, 
such as the economy and cost of living, which will cause them to look for cheaper alternatives 
(The Nielsen Global Survey, 2015). Therefore, despite environmental issues are widely known 
around the world, not every Malaysian is willing to buy green products in their daily activities 
(Quoquab et al., 2019). Moreover, Quoquab et al (2017) pointed out that although consumers 
know the advantages of green products, many consumers in developing countries such as 
Malaysia do not buy them. However, Ghazali et al (2021) claimed that consumers’ intentions 
for environmentally sustainable green products have appeared in developing countries such 
as Indonesia and Malaysia. Due to inconsistent findings, it is essential to identify the major 
driving factors that influence green buying intentions to improve green product purchases 
and consumption which can reduce environmental damage and provides additional 
motivation for current study (Joshi et al., 2015).   
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In cosmetic industry, the demand for sustainable products is increasing across generations as 
showed in Figure 2 (Illera, 2021). Even though the number of people eager to buy green 
products has increased in recent years, there is no evidence that this number will increase in 
Malaysia (Jaini et al., 2019; Wijekoon et al., 2021). Tan et al (2019) also claimed that despite 
a growing interest in and concern for the environment, the elements underpinning 
consumers' low acceptance of green products have yet to be thoroughly understood. The 
majority of studies on consumers purchase intentions for environmentally friendly items 
come from the Western countries, with limited research coming from Asian countries (Al 
Mamun et al., 2018). Furthermore, Maichum et al. (2016) stated that there are still 
deficiencies among consumers in developing countries who respond to the information of 
environmentally friendly products and purchase intentions. As a result, there is an urgent 
need for more research into the topic (Dahalan et al., 2020). 

 
Figure 2 Preference for Environmental Features in Skin Care by Generations 2019 – 2021 
(Illera, 2021) 
 
Although the society’s high degree of concern for environmental and sustainable 
development issues has prompted scholars and practitioners to deeply understand the 
factors that shape consumers’ green purchasing intentions (De Canio et al., 2021; Kwon et al., 
2020; Nguyen et al., 2019b). TPB has been widely and successfully applied in consumer 
behavior research (Ajzen, 2020; Joshi et al., 2015; Zhang et al., 2019). Nonetheless, it is 
recommended to include other variables in the TPB model to explain the complexity of human 
behavior and to improve the predictive ability of TPB (Ajzen, 2020; Bosnjak et al., 2020). As 
TPB did not take into account the external factors that affect consumers' intentions towards 
environmentally friendly products (Joshi et al., 2015). Furthermore, there is evidence that the 
inclusion of external factors in the TPB plays an important role in improving the predictive 
power of the framework, ranging from 23% to 31.4% (Nguyen et al., 2019b). For this reason, 
the value of this study lies in the application of the TPB with price and product knowledge to 
determine the significant factors that lead to the purchase intention of Malaysian consumers. 
 
Most of the literature review applied in the Malaysian context does not include research 
based on the extended TPB model, which contains additional factor product knowledge and 
price (Kwon et al., 2020; Mansor et al., 2021). As much of the literature tends to focus on 
other variables such as moral norm (Tan et al., 2017), perceived risk (Tan et al., 2018) and 
availability (Al Mamun et al., 2020b). Aschemann et al (2017) declared that the most 
significant perceived obstacle to purchase green products is price. Tan et al. (2019) 
emphasized that price-sensitive consumers believe that product price is the most significant 
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factor affecting their purchase decision. Additionally, consumers’ understanding of products 
and the environment is related to their green purchase intentions (Yadav et al., 2017). Wang 
et al (2020) believed that consumers’ knowledge of products and contextual attributes such 
as promotional activities are the potential determinants of purchasing intention. 
 
Since many scholars emphasized that more study is needed to better understand consumers’ 
green buying intentions to prevent environmental degradation in developing countries 
(Helfaya, 2016; Le et al., 2019; Maichum et al., 2016; Ray et al., 2018; Suki, 2016). Hence, the 
purpose of this study will help to determine vital factors towards sustainable products among 
consumers in Malaysia by including product knowledge and price in TPB. As a result, 
marketers can implement effective communication strategies, so that consumers not only 
understand the ecological benefits of green products but also helps to cultivate positive 
attitudes and willingness of consumers towards green products  (Liu et al., 2020b; Mo et al., 
2018). 
 
Research Objectives 
This study listed five main objectives: 
RO1: To examine the influence of attitude on purchase intention of green productsRO2: How 

subjetive norm influences on purchase intention of green products? 
RO2: To examine the influence of subjective norms on purchase intention of green products 
RO3: To examine the influence of perceived behavioural control on purchase intention of 

green products 
RO4: To examine the influence of price on purchase intention of green productsRO5: How 

product knowledge influence on purchase intention of green products? 
RO5: To examine the influence of product knowledge on purchase intention of green products 
 
Literature Review 
Green Purchase Intention 
Zhuang et al (2021) defined purchase intention is measure of the strength of a person's 
intention to carry out a certain action or make a choice to purchase a service or products. 
Purchase intention refers to willingness of a customers toward purchasing a product or 
availing a service because they find that a particular product or service fulfil their requirement 
and attitudes towards a product/service and perception of the product/service (Rahim et al., 
2016; Vazifehdoust et al., 2013). Green is relative, describing products with low 
environmental impact, nontoxic and minimally packaged. (Durif et al., 2010; Rahim et al., 
2016; Tsay, 2009). On the other hand, Nguyen et al (2019a) claimed that green purchase 
refers to purchase of green products that are defined as low polluting, less detrimental to 
human health, made from recycle material, are manufactured in a more energy-efficient 
conservative way. 
 
Green purchase intention is defined as a consumer desires to purchase the product after they 
are aware it is a green product or green brand (Huang et al., 2014; Oliver et al., 2010; 
Rahardjo, 2015; Zeithaml, 1988). Chen et al (2012); Zhuang et al (2021) believed that green 
purchase intention is the possibility of consumers wishing to purchase environmentally 
friendly products. Besides that, green purchase intention is the probability of consumers to 
give preference to green products compared to conventional products to express their 
concern for the environment (Rahim et al., 2016; Vazifehdoust et al., 2013; Wang et al., 2021). 
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On the other hand, green purchase intention is the likelihood and willingness to consume the 
product that has biodegradable and eco-friendly features (Rashid, 2009; Zhuang et al., 2021). 
It can also defined as the probability of consumers to purchase green products is according to 
environmental requirements (Chen et al., 2012; Zhuang et al., 2021).  Consumers with green 
purchase intentions defined in this study are consumer willing to spend more for green 
products when consumers think that the premium of green products is about high quality and 
low environmental impact (Sun et al., 2019).  
 
Green purchase intention can be measured by considering purchasing sustainable products, 
switching to green brands or eco-friendly packaging (Zhuang et al., 2021). The green purchase 
goal has been analysed over a generous scope of green items example such as organic food 
(Dangi et al., 2020; Rana et al., 2017), environmentally sustainable apparel (Nguyen et al., 
2019a), environmentally friendly wines (Pomarici et al., 2016), eco-friendly products 
(Pudaruth et al., 2015; Sobuj et al., 2021) and green vehicle (Bhutto et al., 2020). ). With the 
public’s responsibility towards corporate social responsibility (CSR), consumers prefer the 
housing developers with sense of social responsibility and are committed to satisfying their 
housing needs  (Tan et al., 2018).  
 
TPB has been used widely to examine green consumer purchase intentions and behaviors 
(Kashi, 2019; Suryanda et al., 2021; Zhuang et al., 2021). In European Union, the notch of 
green consumerism TPB was used as their measurement as well in their facilitate policy 
implementation (Liobikiene et al., 2016). An extension of the TPB on green purchase intention 
in China identified Chinese people's willingness to buy environmentally friendly products is 
based on their inner sense of moral obligation, they will do what they "feel" right to them, 
rather than need to abide by social standards. (Liu et al., 2020a). Various studies have 
proposed some modifications and extensions to TPB in order to overcome its limitation such 
as lack of consideration of external factors (situational factors or environmental factors) that 
affect the consumer's intention to buy and the lack of consideration of moral commitment 
which will influence ethical behavior (Chaudhary, 2018; Joshi et al., 2015; Liu et al., 2020b; 
Sun et al., 2019). 
 
Therefore, Liu et al (2020a) revealed that the extended TPB model that incorporates moral 
norms as an intermediary in the relationship between subjective norms and purchase 
intentions is more suitable for determining the green purchase intentions of Chinese 
consumers. Chaudhary (2018) extended the TPB by including perceived value and willingness 
to pay in predicting the green buying intentions of Indian millennials. Joshi et al (2015) 
reviewed that TPB research model should incorporating knowledge, product’s functional, 
price and inconvenience to predict consumers’ intention towards green products. These 
extensions and modifications to the original TPB structure may help to identify potential 
factors that affect consumers’ willingness to purchase green products and identify the 
reasons for the observed inconsistencies in green buying attitudes and behaviors (Liu et al., 
2020a; Sun et al., 2019). 
A result show that the important driving factors of green purchase intention are 
environmental concern, product functions and green attributes whereas the main obstacles 
to consumers’ green purchases are the high product prices and inconvenient to purchase 
(Joshi et al., 2015). Besides that, significant variables influencing consumer purchase intention 
towards green residential buildings include the attitude, financial risk, environmental 
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concern, perceived moral obligation, perceived self-identity and perceived value (Tan et al., 
2018). Subsequently, the purchase intention is a vital predictor of consumers towards green 
items (Chaudhary, 2018; Tan et al., 2018; Zhuang et al., 2021). 
 
Theory of Planned Behavior  
Theory of Planned Behavior indicates behavioral intention, which predicts whether a person 
will perform a certain behavior and the central dependent variable of TPB is consumer 
intention, which shows that a person is prepared to act in a certain way (Ajzen, 1991). The 
TPB is an extended model from the theory of reasoned action (TRA) (Ajzen, 1991). According 
to the TRA, individual behaviour is determined by two main factors which are attitude and 
social norms (Al-Suqri et al., 2015). The TRA model assumes that an individual’s perception of 
what others think is relevant is affected by his/her intentions, and attitudes play a major role 
in predicting behavior but behavior is not completely controlled by the individual’s volition 
(Ajzen, 1991; Al-Suqri et al., 2015; Liu et al., 2020).  
 
Therefore, TPB added one more component as a determining factor of individual behaviour 
called perceived behavioural control (Ajzen, 1991; Al-Suqri et al., 2015; Joshi et al., 2015). In 
short, actual behavior is determined by behavioral intentions and which is affected by three 
factors: attitudes toward behavior, subjective norms and perceived behavioural control 
(Ajzen, 1991). TPB assumes that people are willing to perform particular actions when people 
who have a positive attitude towards behavior, the implementation of subjective norms 
about behavior is beneficial and the greater the tendency to perceive behavioural control 
(Ajzen, 1991; Varah et al., 2021). Hence, behavioral intention is determined by three 
significant elements in the TPB structure, namely attitude toward behavior, subjective norms 
of behavior, and perceived behavioural control. These three principle factors are also 
considered suitable for predicting pro-social and environmentally friendly actions, such as 
preference for green product (Maichum et al., 2016; Varah et al., 2021) and green cosmetic 
(Kim et al., 2011; Wilson et al., 2018). According to the TPB, attitude is the first predictor and 
a key determinant of behavioral intention (Ajzen, 1991). Attitude can be regarded as a 
person’s evaluation level of a particular behavior, whether it is favorable or unfavorable 
(Ajzen, 1991). Tan et al (2017) defined attitude as a mental state of preparation, learning from 
experience, has a specific impact on a person’s response to a situation, an object or a person 
related to it. Hence, green attitude refers to an individual's attitude towards the environment, 
which is conducive to protecting the environment, protecting natural resources or reducing 
environmental degradation (Amoako et al., 2020; Casalo et al., 2018). Liobikienė et al (2016) 
analysis expanded attitude concept and analysed impact of interaction of confidence and 
knowledge in green products on purchase behavior. 
 
The second predictor is subjective norms which refers to people responding to important 
reference groups, such as family and peers with specific behaviors and when people decide 
to perform specific behaviors, these responses will be taken into consideration (Ajzen, 1991). 
Ajzen (1991) claimed that the fundamental factor of social influence on behavioral intentions 
is subjective norms since subjective norms related to sensitivity of individuals to social 
pressures to perform specific behaviors. People may or may not engage in certain behavior 
when they believe that a person who is important to them either accepts or condemns a 
certain behavior (Amoako et al., 2020). Sun et al (2019) emphasized that subjective norms 
are a decisive factor that positively affects China's green product purchase intentions. This is 
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because of the collectivist culture of Chinese society, Chinese people believed that they must 
be consistent with others and follow subjective norms to build a harmonious community 
between people (Sun et al., 2019; Yen et al., 2017).  
Perceived behavioural control refers to the perceived ease or difficulty of performing a certain 
behavior is last predictor in TPB (Ajzen, 1991). The analysis of  Ajzen (2002) concluded that 
perceived behavioural control should contain two distinct components which are self-efficacy 
and controllability. Self-efficacy refers to the degree to which people believe in their abilities 
and ease of performing certain behaviors then controllability refers to the individual's 
perception of whether the behavior is completely controlled (Ajzen, 2002; Liu et al., 2020a). 
On the other hand, Varah et al (2021) identified that perceived behavioural control is resulted 
of control belief and perceived power. Control beliefs refer to individuals’ perceptions of how 
the environment responds to their actions and behaviors while perceived power refers to the 
individual's assessment of the situation through factors such as time, opportunity and money 
(Ajzen, 2002; Varah et al., 2021). A study shows that when consumers think they can control 
factors, they are more willing to participate in green purchasing behavior (Sun et al., 2019). 
 
Consequently, Liobikiene et al (2016) study showed that the most applicable theory of green 
products purchase determinants is the TPB because it is used for predicting human behavior. 
Sun et al (2019) result showed that that attitude, subjective norms and perceived behavioural 
control positively affect purchase intentions on green products. On the other hand, Liu et al 
(2020a) added moral norms as a predictive factor in TPB to study the potential factors that 
influence Chinese consumers’ willingness to purchase green products.   
 
Hypotheses Development 
Attitude and Green Purchase Intention  
Attitude refers to the outcome of personal behaviour, whether positive or negative and 
willingness to perform the task (Varah et al., 2021). Consumers’ attitude predicting their 
behavior and deciding what to buy is part of the consumer behavior (Singhal et al., 2018). 
When consumers perceive an attitude toward the environment, they believe that behaviour 
results will help to minimize environmental degradation, conservation and preservation of 
natural resource (Casalo et al., 2018). Therefore, attitudes can be used to predict green 
purchasing intentions through the purchase of green products (Sun et al., 2019). When the 
consumer has a positive attitude toward eco-friendly products, the intention to purchase will 
be stronger (Sun et al., 2019). Besides that, positive images and emotions are the 
fundamental reactionary power that shape consumers attitudes and affect their willingness 
to buy environmentally friendly products (Suki, 2016; Thogersen et al., 2015). When 
consumers who have a more positive attitude toward the environment are more likely to 
engage in environmentally beneficial practices such as minimizing plastic containers, 
shopping for recyclable products, and purchasing sustainable goods (Varah et al., 2021). 
Studies indicated that consumer attitudes are not only an important predictor of green 
purchasing decisions but also the intention of diverse ecological behaviors such as reuse and 
recycle activities in daily life or participate in socially responsible consumption (Nguyen et al., 
2019a; Prendergast et al., 2019). Honkanen et al (2015) identified that consumers’ attitudes 
played a critical role in predicting their motivation to buy green seafood in addition to the 
influence of friends and family. Schniederjans et al (2014) also indicated that consumers’ 
attitudes towards sustainable development had an impact on their purchasing intentions for 
green products. In addition, the consumer attitude is more likely to buy energy-saving devices 
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(Tan et al., 2017; Waris et al., 2020; Xu et al., 2017). Tan et al (2018) found out that those who 
have a more positive attitude towards greenhouses will be more likely to buy such houses. 
This also aligns with the study showed that eco-labelled residential buildings have a positive 
effect on consumer attitudes to behavioural intentions (Liu et al., 2020b). Based on the 
literature, the following hypothesis is proposed: 
H1: Attitude positively and significantly influences consumers’ purchasing intention towards 

green products 
 
Subjective Norm and Green Purchase Intention  
Subjective norms can be described as the perception of the social pressure on individuals who 
are important to them and motivate them to adopt specific behaviours (Ajzen, 2020). 
Subjective norms refer to people who are persuaded by family or friends and educated to 
purchase environmentally friendly goods (Wang, 2014). The subjective norm can be 
comprehended as the norm according to personal motivation based on individual reference 
or recommendation (Troudi et al., 2020). People conform to subjective norms because their 
referrers advise them on proper or beneficial behaviour in the community, or because they 
are afraid of the social pressure (Huang et al., 2014). Numerous studies identified that 
consumers would develop positive intents to purchase green products once they recognize 
that their "significant others" intend to do so (Amoako et al., 2020; Paul et al., 2016; Suki, 
2016). 
 
Responding to social and ethical responsibilities is the key driving force for the 
implementation of environmental behaviours, so when people feel greater pressure from the 
reference group, it may lead to more participation in environmental behavior by purchasing 
environmentally friendly products (Ko et al., 2017; Wang, 2014). Haj-Salem et al (2021); 
Prendergast et al (2019) found that subjective norms have a positive impact on the recycling 
intentions. Consumers intend to buy sustainable products due to the influence of individual 
social environment (Choi et al., 2019; Liobikienė et al., 2016; Troudi et al., 2020; Wang, 2014). 
In addition, while consumers are deeply trusted by others, they also hope that others can 
participate in environmental protection. (Pop et al., 2020). Many studies have shown that 
subjective norms are variables that have a positive impact on the willingness to buy 
sustainable products (Maichum et al., 2016; Varah et al., 2021; Zhuang et al., 2021), green 
clothing (Nguyen et al., 2019a) and green cosmetic (Pop et al., 2020). According to the above 
discussion, this study assumes that: 
H2: Subjective norms positively and significantly influences consumers’ purchasing intention 

towards green products. 
 
Perceived Behavioural Control and Green Purchase Intention 
Perceived behavioural control refers to measuring the difficulty or complexity of a person's 
behavior in a specific way (Ajzen, 2020; Amoako et al., 2020). According to Kwon et al. (2020).  
perceived behaviour control as consumers who have enough chances and resources, as well 
as strong desires, will engage in certain behaviours. Perceived behavioural control is personal 
assessment of the situation through situational factors, such as money, convenience, and 
time, to perform particular behavior (Chaudhary, 2018; Varah et al., 2021). For instance, 
consumers will buy green products that are easily available and affordable (Liobikienė et al., 
2016). Those who perceive behavioural control and responsibility for the environment are 
more willing to buy green products (Singhal et al., 2018). Studies showed that when 



International Journal of Academic Research in Business and Social Sciences 

Vol. 1 2 , No. 7, 2022, E-ISSN: 2222-6990 © 2022 HRMARS 

1710 
 

consumers have more opportunities and resources with less challenges and more control 
over their behavior, then they are more likely to purchase the green products (Suki, 2016; Xu 
et al., 2020; Zhuang et al., 2021). 
 
Nguyen et al (2019b) determined that perceived behavioural control is one of a positive 
contribution to the purchase intention of green clothing. Consumers with perceptual 
behaviour control are positively committed to minimize the use of products with low 
environmental impact (Prendergast et al., 2019). In addition, Liu et al (2020b) discovered that 
perceived behavioural control of purchasing environmentally friendly products is positively 
related to the willingness to implement green purchasing behaviour. In the context of energy-
saving behaviour, perceptual behaviour control has a significant effect on Beijing residents' 
behavioural intention to purchase energy-saving appliances (Tan et al., 2017; Wang et al., 
2014). Wilson et al (2018) also revealed that, compared with other variables, the perceived 
behavioural control is more significant variable, which directly affects the purchase intention 
of green cosmetics. Moreover, Qi et al (2021) recognized that perceived behavioural control 
is an important indicator of willingness to buy sustainable food. This is confirmed by a study 
that the greatest impact of perceived behavioural control on the purchase intention of Italian 
consumers for organic milk is mainly due to convenience issue (Carfora et al., 2019). 
Therefore, this study proposes the following hypothesis: 
H3: Perceived behavioural control positively and significantly influences consumers’ 

purchasing intention towards green products. 
 
Price and Green Purchase Intention  
Price has been regarded as one of the most critical roles in the decision-making process of 
consumers (Yadav et al., 2017). Price also serves as an obstacle to the purchase intention and 
behavior of green products (Chaudhary, 2018). This is because environmentally friendly 
products have been found to be more expensive than traditional products, which may be due 
to processing costs, selection of better raw materials and additional costs for label 
certification (Ling, 2013; Zhao et al., 2015). Kaufman (2014) claimed that to ensure that prices 
do not become an obstacle to the purchase of environmentally friendly products, government 
measures could reduce the price difference by subsidizing green consumption or charging 
fees for the consumption of traditional goods. Evidently, price is the most significant factor to 
purchase green products (Liobikiene et al., 2016; Tan et al., 2018). When consumers perceive 
a price difference between green and non-green products, they are more inclined to purchase 
the green products when they are less expensive (Aschemann et al., 2017). 
A study showed that consumers are unwilling to pay extra, even though they care about 
sustainable development and prefer to choose accommodation with green practices 
(Manaktola et al., 2007). Further study also showed that when consumers have a better 
understanding of the advantages of biofuels, consumers are less willing to pay high prices for 
such green products (Lanzini et al., 2016). Chaudhary (2018) highlighted those American 
consumers are hesitant to pay extra price for green products. Similarity, a study reported that 
the willingness to spend more was found to be negatively associated with the intention to 
buy green personal care items (Ling, 2013). Moreover, Van Doorn et al (2015) indicated that 
price has a negative impact on the purchase of green products. Considering the above 
discussion, this study proposes the following hypothesis: 
H4: Price negatively and significantly influences consumers’ purchasing intention towards 

green products. 
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Product Knowledge and Green Purchase Intention 
Product knowledge about green products refers to the individual's ability to distinguish the 
difference between ordinary items and green items; able to identify ecological icons or 
statements (Al Mamun et al., 2018; Sun et al., 2019). Product knowledge also regarded as one 
of the most vital factors that affect all stages of a consumers’ decision-making process (Sun 
et al., 2019). Therefore, Al Mamun et al (2018) stressed that consumers should be educated 
about the product's overall influence on the environment, as well as whether the product is 
manufactured in an environmentally responsible way. On the other hand, Zsoka et al (2013) 
claimed mentioned that increase awareness of environmental issues may enhance people's 
concern but it may not always lead to behavioural changes. As studies showed that when 
consumers have sufficient information and product knowledge about sustainable products, 
they have a greater willingness to purchase green products (Suki, 2016; Troudi et al., 2020). 
 
Cheah et al (2011) pointed out that product knowledge is significantly related to consumers’ 
green purchasing intentions; when consumers are environmentally conscious, they intend to 
buy environmentally friendly products. Kanchanapibul et al (2014) determined that 
knowledge is the main driving force behind young consumers' willingness to participate in 
green purchasing. Subsequently, Polonsky et al (2012); Groening et al (2018)  identified that 
green purchasing intentions are deeply influenced by knowledge. Studies identified that 
product knowledge also significantly affects consumers’ green purchases in different context, 
such as organic food (Nuttavuthisit et al., 2017; Thøgersen et al., 2015), ethical or 
environmentally fashionable products (Han et al., 2017; Liu et al., 2021) and organic personal 
care products (Zollo et al., 2021). Accordingly, this study proposes the following hypothesis: 
H5: Product knowledge positively and significantly influences consumers’ purchasing 
intention towards green products. 
 
Research Framework 
This study aims to measure the relationship between attitude, subjective norms, perceived 
behavioural control, price, product knowledge and consumers' willingness to buy green 
products as shown in Figure 3. 

 
Figure 3: Research Framework 
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Research Methodology 
Research Design 
The research design specifies the details of choosing respondents and variables, collecting 
and evaluating data, as well as controlling irrelevant variability in order to solve a research 
problem (Dannels, 2018). Bloomfield et al (2019) defined research design as a plan that 
provides the infrastructure to integrate all the elements of quantitative research so that the 
results are unbiased, reliable and can be summarized to the greatest extent. Regardless of 
the complexity of the statistical analysis, the results may be meaningless if an ineffective 
research design was adopted (Dannels, 2018). Therefore, a research design aims to provide 
an appropriate research design for the purpose of a study (Sileyew, 2019). There are three 
types of research design such as exploratory, descriptive and explanatory (Rahi, 2017). 
 
When researchers have little or unfamiliar with a situation or problem, naturalistic 
observation methods or qualitative approach are particularly useful for exploratory purposes 
(Geoffrey, 2019). In addition, when the concepts are not well-defined to generate an 
operational definition, exploratory purposes are frequently used in the early stages of study 
for gaining new perspectives on current issues and problem  (Rahi, 2017). On the other hand, 
descriptive research methods refer to a sort of study that seeks to gather data and to have a 
clear picture on the status of phenomenon (Rahi, 2017). Descriptive research provides a 
wealth of information, such as an accurate overview of people, events, or situations that are 
easy to understand and explain, and this method can also identify problems and propose 
solutions (Sileyew, 2019). Besides descriptive design is a method of conducting research that 
aims to discover the occurrence of variables or the association among variables (Abutabenjeh 
et al., 2018).  On the other side, explanatory research typically uses in the form of casual 
relationships between the independent and variables to describe a scenario or problem. 
The objective of this study is to investigate relationship between attitudes, subjective norms, 
perceived behavioural control, price, product knowledge and green purchase intention 
among Malaysian consumers by applying an extended TPB model. Since this study extend TPB 
to enhance green purchase intention and develop hypotheses to examine the variables that 
can influence green purchase intention. Hence, the most appropriate research design for this 
study is a descriptive research design. 
 
Population and Sampling 
The target population is the group of people who will be studied for research conclusions 
(Gregory et al., 2017). The target population is more refined than the overall population since 
it excludes any attribute that conflicts a research hypothesis, context or purpose (Asiamah et 
al., 2017). The determination of target populations is important since it defines whether the 
survey's sampled cases are either eligible or ineligible (Zhao et al., 2013). The term population 
refers to all individuals or items that are being studied, whereas sampling refers to the process 
of picking a subset of the population to investigate (Rahi, 2017). A smaller group of people 
may infer information about a bigger group of people (Acharya et al., 2013). The type of 
sampling method is determined by the research study's nature (Rahi, 2017) 
 
In general, there are two types of sampling methods which are probability sampling and non-
probability sampling. Probability sampling is a sampling method in which each unit has an 
equal probability of being selected where as non-probability sampling is a sampling method 
in which the probability of each unit being selected is unknown or confirmed (Rahi, 2017). 
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Simple random sampling, systematic random sampling, stratified random sampling and 
cluster sampling are classified as types of probability sampling (Taherdoost, 2016). 
Convenience sampling, purposive sampling, quota sampling and snowball sampling are 
categorized as non-probability sampling techniques (Taherdoost, 2016). 
 
Simple random sampling conforms to the definition of randomization which is a method of 
sampling in which each unit of the population has the same chance of being included in the 
sample (Rahi, 2017). On the other hand, the systematic sampling method is more practical 
than random sampling in terms of operational efficiency and it also assures that each unit has 
an equal chance of being included in the sample (Pal et al., 2019). In systematic sampling 
method, the first unit is chosen at random, and the other units are chosen regularly according 
to a specified pattern (Taherdoost, 2016).  Besides, stratified sampling divides the population 
into strata (or subgroups) with common characteristics such as gender, race, age, education, 
income and occupation and then randomly draws samples from each subgroup (Acharya et 
al., 2013). Cluster sampling is the division of the entire population into clusters or groups, 
usually geographic regions. Subsequently, clusters are picked at random and all individuals of 
the cluster are included in the sample (Rahi, 2017; Taherdoost, 2016).  
 
Due to the subjective nature of selecting the sample, non-probability sampling has several 
limits and hence is not a good representative of the population; yet it is useful when 
randomization is impractical, such as when the population is very big (Etikan et al., 2016). 
Showkat et al. (2017) claimed that researcher can examine specific phenomena that have the 
capability to generate useful insights by using the non-probability method. Convenience 
sampling is a sort of non-probability sampling where members of the target population who 
fulfil a set of practical criteria such as ease of access, geographic closeness, availability at a 
specific time, or desire to participate are included in the study (Vehovar et al., 2016). Quota 
sampling is a non-random sampling approach in which respondents are chosen based on 
specified parameters so that the overall sample has the same parameters distribution as the 
overall population (Taherdoost, 2016). Judgmental sampling, also known as purposive 
sampling, is a procedure in which a researcher uses his or her own judgement to select a 
group of people who are familiar with the topic (Rahi, 2017). In the snowball sampling 
technique, the researcher establishes a preliminary contract with a limited number of persons 
who are related to the research topic and utilizes them as a referral to make contact with 
others (Rahi, 2017).  
 
In this study, the non-probability sampling technique was chosen using purposive sampling 
method which is a non-random strategy that does not require any underlying ideas or a 
specified number of participants (Etikan et al., 2016). The researcher determines what 
information is required and sets out to discover persons who are willing to offer information 
based on their knowledge or experience (Etikan et al., 2016). Scholars highlighted that the 
green context is complicated to understand and respondents who aged above 18 years old 
have a better capacity to analyse and evaluate possibilities before making a decision (Chan, 
2001; Paul et al., 2016). Tan (2011) claimed that Malaysians over 18 are individual potential 
buyers of green products. Hence, the targeted respondents of this study are Malaysian 
consumers who aged 18 years old and above.  
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Research Instrument 
The quantitative research design was utilized in this study to examine the hypotheses that 
have been developed to meet the research objectives. This method is applicable to collect a 
large number of samples and numerical data that can be measured by statistical analysis 
(Trigueros et al., 2017). In addition, the quantitative method explores the relationships 
between variables and provides an in-depth insight into the problem of interest  (Vogt, 2011). 
The questionnaire was distributed to target respondents via Google form to obtain and gather 
data for this study. The target respondents of this study were Malaysian consumers who aged 
above 18 years old, and the target respondents was examined in terms of attitude, subjective 
norm, perceived behavioural control, price, product knowledge and green purchase 
intention.  
 
This study applied closed-end survey. This study consists of 28 questions and is divided into 
two parts. Part A consists of the demographic information of the respondents and Part B 
consists of independent variables (factors affecting consumers' green purchase intention) and 
dependent variable (green purchase intention). Part A is a respondent’s background 
information, which include general questions on gender, age, education, occupation, and 
individual income using nominal scale and ordinal scale. Part B of the questionnaire consists 
of 23 items that are graded on a 5-point Likert scale from 1 (strongly disagree) to 5 (strongly 
agree). 5- point Likert-type scale was utilized in order to boost response rates and quality, 
with a particular emphasis on lowering respondent annoyance (Rahi, 2017). If an individual's 
position of neutrality is exactly in the middle between two extremes of strongly agree and 
strongly disagree, it gives them the freedom to pick any response in either direction in a 
balanced and symmetric manner (Joshi et al., 2015). The five-point scale is easily understood 
by respondents and allows them to react more effectively (Rahi, 2017). Furthermore, Likert 
items would become less accurate when the number of ratings drops below five (Rahi, 2017). 
Jigeesh (2019) also pointed out that 5-point Likert scale is better that 7-point Likert scale to 
get reliable answer and to avoid confusion and get reliable answers, the 5-point system is 
better than the 7-point system. As a result, the result of the data would be more reliable. This 
section seeks to identify the elements that influence consumers' willingness to purchases 
green products. 
 
Data Analysis and Results 
Data analysis is a method of analysing, cleaning, transforming, modelling and transforming 
data into meaningful information to determine trends, patterns or relationships to draw 
conclusions in order to address research challenges and help decision-making (Brown et al., 
2014). Descriptive analysis, normality analysis, reliability test, multicollinearity test and 
multiple regression analysis were applied to analyse data for the hypotheses testing. In this 
study, Statistical Package for the Social Science (SPSS) was applied to clarify and examine the 
survey data 
 
Response Rate 
The data collection was performed online using the Google form from November 2021 to 
December 2021. The Google form was distributed to respondents above the age of 18 using 
WhatsApp and LinkedIn via private message. The minimum sample size based on calculation 
of Tabachnick et al. (2007) was 140. The total number of returned surveys was 220. However, 
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the overall accepted sample was 216 with 4 surveys being excluded due to incomplete 
responses from respondents. As a result, the response rate is 98.18% in this study. 
 
Profile of Respondents 
Descriptive analysis was carried out to obtain information about the demographics of the 
respondents. From the perspective of gender, there were more women (73.1%) than men 
(26.9%). In terms of age, majority of respondents (33.8%) were between 41 and 50 years old. 
This was followed by respondents between 31 and 40 years old (28.7%), 18-30 years old 
(25.0%) and 9.3% between 51 and 60 years old. The remaining 3.2% were above 61 years old.  
 
In this study, most of the respondents were well-educated which more than half (53.2%) of 
the respondents had a bachelor’s degree and 8.3% of the respondents were postgraduate 
level. Furthermore, 18.1% of them holding a certificate or diploma. On the other hand, 18.1% 
of them completed their secondary education and 2.3% of them received university 
foundation level.  
 
There was a big difference in occupational status whereby approximately three-quarters of 
the respondents (70.4%) were private sector whereas 11.6% of the respondents were public 
sector.  This was followed by housewife (6.9%), entrepreneurs (6.5%), and 2.8% of 
respondents were students. Besides, only 1.8% of respondents were retirees.  
In terms of monthly income, 21.3% of respondents earned (RM 2000 and below) income 
category and 23.6% of respondents earned (RM 2001 – RM 3000) income category whereas 
about 27.3% of respondents had earned more than RM 6001 and above per month. 
Furthermore, 11.1% of respondents reported that their income level between RM 3001 and 
RM 4000, 5.6% of respondents reported that their income level between RM 4001 and RM 
5000 and 11.1% of them earned between RM 5001 and RM 6000.  
 
Descriptive Analysis 
Since Likert scale is an ordinal or interval scale, descriptive statistics in the form of mean and 
standard deviations were conducted for the five principal constructs of the study. The findings 
presented in Table 1 showed that the average value of attitude and price is about 4 (agree). 
On the other hand, subjective norm, perceived behavioral control, product knowledge and 
green purchase intention have a mean value greater than 3 but less than 4. In general, all 
variables are higher than the midpoint of the Likert five-point scale, which is greater than 3. 
Furthermore, subjective norm has highest standard deviation at 0.9185 while attitude has 
lowest standard deviation at 0.6142. 
 
Table 1 
Descriptive Analysis 

Variables Mean Std. Deviation 

Attitude 4.5093 0.6142 

Subjective Norm 3.9830 0.9185 

Perceived Behavioral Control 3.9965 0.7312 

Price 4.0995 0.8331 

Product Knowledge 3.6065 0.8628 

Green Purchase Intention 3.7488 0.7216 
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Normality Test 
George (2011) stated that to verify a normal univariate distribution, values for asymmetry 
and kurtosis between -2 and +2 are regarded acceptable. However, Hair et al. (2010) claimed 
that data is normal if the skewness is between 2 and +2 and the kurtosis is between 7 and +7. 
As shown in Table 2, Skewness and Kurtosis values for attitude, subjective norm, perceived 
behavioral control, price, product knowledge and green purchase intention are between -2 
and +2, which is within an acceptable range. Thus, tested variables follow a univariate normal 
distribution. 
 
Table 2 
Values of Skewness and Kurtosis 

Variables 
N Skewness Kurtosis 

Statistic Statistic Std. Error Statistic Std. Error 

Attitude 216 -1.196 0.166 1.288 0.330 

Subjective 
Norm 

216 -0.427 0.166 -0.845 0.330 

Perceived 
Behavioral 
Control 

216 -0.384 0.166 -0.561 0.330 

Price 216 -0.700 0.166 -0.382 0.330 

Product 
Knowledge 

216 -0.135 0.166 -0.572 0.330 

Green 
Purchase 
Intention 

216 -0.163 0.166 -0.888 0.330 

 
Reliability Test 
The Cronbach Alpha coefficient is used to determine internal consistency reliability (Ursachi 
et al., 2015). The internal consistency measures the consistency of outcomes across variables 
within a test (Cortina, 1993). According to Taber (2018), the internal consistency is acceptable 
and reliable when the Cronbach alpha score is 0.7 or greater. However, Cronbach's Alpha 
value greater than 0.95 are not favorable, as it could indicate redundancy (Ursachi et al., 
2015).  In this study, the Cronbach alpha value reported for each structure is higher than 0.70, 
indicating reliability as shown in Table 3. Since the ranged of attitude, subjective norm, 
perceived behavioral control, price, product knowledge and green purchase intention 
between 0.806 and 0.911. The coefficient alphas of these results exceeded the threshold 
value of 0.70, indicating a satisfactory level of reliability  (Hair et al., 2014).  
 
 
 
 
 
 
 
 
 



International Journal of Academic Research in Business and Social Sciences 

Vol. 1 2 , No. 7, 2022, E-ISSN: 2222-6990 © 2022 HRMARS 

1717 
 

Table 3 
Cronbach's Alpha Values 

Variables No. of Item Cronbach’s Alpha 

Attitude 4 0.893 

Subjective Norm 3 0.911 

Perceived Behavioral Control 4 0.828 

Price 4 0.870 

Product Knowledge 4 0.911 

Green Purchase Intention 4 0.806 

 
Multicollinearity Test 
As depicted in Table 4, the variance inflation factors (VIF) values for attitude, subjective norm, 
perceived behavioral control, price and product knowledge are less than 10 and each of the 
variable tolerance value is higher than 0.1. This implied that absence of multicollinearity in 
this study.  
 
Table 4 
Multicollinearity Test 

Collinearity Statistics (Dependent Variable: Green Purchase Intention) 

Variables Tolerance VIF 

Attitude 0.457 2.190 

Subjective Norm 0.317 3.156 

Perceived Behavioral Control 0.350 2.858 

Price 0.817 1.224 

Product Knowledge 0.343 2.912 

 
Multiple Regression Analysis 
Table 5 presents the results of the hypothesis test based on the multiple regression analysis. 
Based on the findings, all independent variables indicate a significant and positive association 
with green purchase intention, including attitude, subjective norm, perceived behavioral 
control, price and product knowledge because p-value of the factors are lower than 0.05.  
 
The results indicated that attitude (t = 4.439, p < .000, beta = 0.242), subjective norm (t = 
3.655, p < .000, beta = 0.239) and perceived behavioral control (t = 3.206, p < .002, beta = 
0.200) have a positive and significant effect on purchase intention of green products. 
Therefore, H1 – H3 are supported. On the other hand, price has a significant and negative 
relationship with the purchasing intention of green products (t = -2.086, p < .038, beta = -
0.085). Thus, H4 is supported. The findings also provide evidence to support H5, whereby 
product knowledge (t = 2.663, p < .008, beta = -0.168) demonstrates a significant positive 
influence on green purchase intention. In general, the results of hypothesis testing are 
summarized in Table 4.7. The greatest predictor of green purchase intention is attitude, with 
a beta value of 0.242. 
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Table 5 
Multiple Regression Analysis 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

B 
Std. 
Error 

Beta 

Attitude 0.285 0.064 0.242 4.439 0.000 

Subjective Norm 0.188 0.051 0.239 3.655 0.000 

Perceived Behavioral Control 0.168 0.052 0.200 3.206 0.002 

Price -0.074 0.035 -0.085 -2.086 0.038 

Product Knowledge 0.140 0.053 0.168 2.663 0.008 

a. Dependent Variable: Green Purchase Intention 

 
Discussion and Conclusion 
Discussion of Findings based on Research Objectives 
RO1: To examine the influence of attitude on purchase intention of green products 
Finding indicates that attitude is statistically significant and positively correlated to green 
product purchase intention. The finding of this study was in line with previous studies of Suki 
(2016), Tan et al. (2018), Nguyen et al. (2019b) and Sun et al. (2019). The result shows that 
consumers’ attitudes towards environmentally friendly products have significant and positive 
impact on their purchase intentions. This finding also confirms the previous finding of 
Honkanen et al. (2015), consumer attitudes play an important role in predicting the 
motivation to purchase environmentally friendly products. This study implies that majority of 
respondents' intentions to purchase green products would increase when their attitudes 
regarding environment friendly products increase. This shows that Malaysian consumers have 
a positive attitude towards purchase intentions, because they believe that the positive results 
of purchasing environmentally friendly products are beneficial and help protect the 
environment, protect natural resources and minimize environmental degradation. Therefore, 
H1 is supported in this study. 
 
RO2: To examine the influence of subjective norms on purchase intention of green products 
Result demonstrates that subjective norms had a significant and positive effect on the 
consumer purchase intention towards green products. The result is consistent with previous 
studies of Maichum et al. (2016), Nguyen et al. (2019b), Pop et al. (2020), Varah et al. (2021) 
and Zhuang et al. (2021). The finding shows that subjective norm plays a significant role and 
has a positive impact on the purchase intention of ecological products. The result of this study 
also concurs with Taufique et al. (2021) finding that subjective norms such as social pressure 
are positively connected with consumers' willingness to purchase green products. Majority of 
respondents may feel social pressure and need to participate in environmental protection 
activities such as green product purchases according to subjective norms to meet the 
expectations of external references. The result represents those Malaysian consumers 
recognize that their significant reference group prefers environmentally friendly products, 
and they will have a higher intention to purchase them. Hence, H2 is supported.  
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RO3: To examine the influence of perceived behavioural control on purchase intention of 
green products 

The findings provided support for H3 to confirm that perceived behavioural control is 
positively and significantly related to green purchase intention. This finding is aligned with 
previous studies such as (Tan et al., 2017; Nguyen et al., 2019b; Prendergast et al., 2019; Liu 
et al., 2020b). The finding also corroborates with previous study of Xu et al (2020) and found 
that willingness to engage in green purchase intention is significantly associated with 
perceived behavioural control of purchasing ecologically friendly products. When purchasing 
green products, respondents would consider some external elements such as affordability, 
availability and ability that may be beyond their control. Malaysian consumers' perceived 
behavioural control will be stronger to trigger them for green purchase if they believe that 
they have more resources and opportunities with fewer obstacles. Correspondingly, result 
implies that when Malaysian consumers perceive that they can manage uncontrollable 
external factors such as price, skill and knowledge, then, they are more willing to purchase 
environmentally friendly products.  
 
RO4: To examine the influence of price on purchase intention of green products 
The finding implies that pricing has a significant and negative impact on consumers' intentions 
to purchase green products. This finding was consistent with previous studies of Van Doorn 
et al. (2015), Lanzini et al. (2016) and Chaudhary (2018). Price plays a crucial role in the minds 
of respondents in the context of purchasing green products. When Malaysian consumers 
believe that price is more important, they will rarely purchase green products. This is because 
when it comes to pricing, it is also critical to consider one's financial level (Liobikienė et al., 
2016). This can be explained that more than 40% of respondents in the study had an income 
level less than RM3000, thus, they became very price-sensitive when making purchase 
decisions. Consumers in Malaysia may be reluctant to purchase green products when their 
budgets are constrained due to lower earnings, which has resulted price perceptions as 
barriers. Apparently, Malaysian consumers are unwilling to spend more money for 
environmentally friendly products. Thus, H4 is supported.  
 
RO5: To examine the influence of product knowledge on purchase intention of green 

products 
Result demonstrates that product knowledge a positive and significant effect on the 
consumer purchase intention towards green products, which supports H5. The finding is in 
favour of the results of previous studies of (Han et al., 2017; Groening et al., 2018; Liu et al., 
2021; Zollo et al., 2021). The finding highlighted that product knowledge is a significant 
predictor of a consumer's willingness to engage in green purchasing (Kanchanapibul et al., 
2014). However, product knowledge was the weakest power in predicting consumers' green 
purchase intentions in this study. This result indicates that respondents are not familiar with 
green products. This finding is consistent with the Malaysia scenario. Green product 
promotion in Malaysia is still in its early stages, and consumers are unfamiliar with green 
products. When Malaysian consumers have more information about environmentally friendly 
items, they are more willing to purchase them. This implies that consumers’ motivation to act 
responsibly toward the environment is consequently influenced by user experience and 
knowledge of environmentally friendly product as well as environmental challenges. As a 
result, the finding reveals that product knowledge has a favourable impact on green purchase 
intent among the Malaysian consumers. 
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Research Implications 
The findings of this study consist of several theoretical and practical implications. From a 
theoretical point of view, this study contributes to academic research by extending the TPB 
framework in terms of green purchase intentions among consumers in Malaysia. This study 
attempts to examine the willingness of Malaysian consumers toward green products by using 
an extended model of the TPB, which incorporates price and product knowledge.  
 
The findings show that attitude is a strongest determinant of behavioral intentions as attitude 
has a positive and significant impact on Malaysian consumers’ green purchase intentions. 
Moreover, present study also determined the positive and significant relationship between 
subjective norm and green purchase intentions. The study findings show that subjective 
norms are the second significant determinant for explaining Malaysian consumers’ 
willingness to purchase ecological products. Furthermore, perceived behavioral control was 
also found to be a significant factor in explaining Malaysian consumers’ willingness to 
purchase green products in this study. Thus, this study contributes to the green consumption 
literature by providing a solid theoretical TPB framework to predict the purchase intention 
and behavior of Malaysian consumers. 
 
Apart from that, this study also extends the TPB by highlighting the significance of additional 
constructs, which include price and product knowledge in predicting green purchase intention 
consumers in Malaysia. The findings present that price has a negative and significant 
relationship with the purchase intention of ecological products. In addition, the study results 
show that product knowledge is the least important element predicting consumers' purchase 
intentions. However, the willingness to purchase green product by consumers may increase 
by enhancing the environmental product awareness level of consumers. This inspires future 
scholars to explore for more elements to deeply understand Malaysian consumers' 
purchasing intention and behavior in response to green products. Furthermore, purchase 
intention is established as a key underpinning psychological process where price and product 
knowledge could influence green buying behavior significantly. 
 
From a practical point of view, the findings of this study are vital as it could provide several 
practical implications for business practitioners to establish marketing strategies as well as 
provide policy recommendations and guidance. The study found that attitude is the strongest 
determinant of predicting consumers' green purchase intention among the measured 
variables. Consumers who have a positive attitude towards environmentally friendly products 
are more likely to buy these products. Marketers and the government might collaborate to 
shape a positive image of green products and to help consumers to develop favourable 
perceptions toward green products. On the other hand, consumers are easily influenced by 
significant reference groups. In this study, subjective norm is the second most influential 
determinant of consumer intentions to purchase green products. To ensure business 
practitioners to expand the market share, famous public figures such as celebrities or 
influencers, could be employed to organize campaigns to emphasize the harmful effects of 
certain daily behaviours and to emphasize what should and should not be done to increase 
the environmental awareness of Malaysian consumers.  
 
By considering the impact of perceived behaviour control, manufactures should promote 
more experience, information and knowledge on how consumers can conveniently acquire 
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sustainable product. Manufacturers also should attempt to justify the pricing differences 
between green and non-green items by highlighting the manufacturing costs and benefits of 
green products. Furthermore, marketers should pay close attention to the identification of 
acceptable platform and customise advertising to achieve a competitive advantage in the 
market by increasing green attitudes and purchase intentions. On the other hand, study found 
that product price discourages Malaysian consumers from purchasing environmentally 
friendly products. The government could offer financial subsidies to the green manufacturing 
industry to encourage more production companies to develop green products, thereby 
reducing manufacturing costs. The government should also encourage consumers to 
purchase green products by offering them with the appropriate rewards. Besides, product 
knowledge has a least significant impact on green purchase intentions. Strengthening 
education on green products can raise the awareness of consumers who are less willing to 
buy. Green product knowledge should be promoted with a focus on sustainable consumption 
and lifestyle behaviors. In addition, green product characteristics should be effectively 
communicated to consumers on mass media and marketers should emphasise the benefits of 
green products while assuring customers that the quality is like or better than that of 
alternative products. 
 
Limitations and Future Recommendations 
Despite the significant implications of the study, there are some limitations that should be 
considered in future research. The first limitation is the implementation of a purposive 
sampling strategy on target respondents may lead to a misrepresentation problem of the 
Malaysia population. This study was performed in the states of Selangor and Johor, with most 
respondents being from Johor Bahru, which may not be representative of the entire 
Malaysian population. There are several improvements that could be implemented in the 
future for comparative research. Samples of similar subjects for future research should be 
collected based on the actual demographic structure of Malaysia. Besides that, respondents 
need to expand to other states in Malaysia for future research to fully understand overall 
situation in Malaysia. Future research can also examine the effect of similar variables and 
consumers from other countries to investigate the findings of this study. Furthermore, 
Malaysian females (73%) dominated the respondents in this study, which contradicts 
Malaysia's actual population structure. As a result, the population who can extend the results 
to Malaysia may be limited. The samples obtained for future research should prevent the 
domination of female group.  
 
Apart from that, this study concentrated on intention of purchasing green products, rather 
than the actual buying behavior. Ajzen (2020) argued that although intention is the most 
precise and immediate indicator of actual behaviour, there are gaps between intention and 
actual behaviour of consumer. The intention of the consumer does not always reflect actual 
behavior (Sun et al., 2019; Waris et al., 2020). Further research could examine the purchasing 
behavior of green products to gain a deeper understanding of the of the tendencies in actual 
purchasing behavior or purchasing decisions. Thus, researchers should integrate actual 
consumer behaviour by conducting interviews or collecting data from the same consumers 
after a three-to-six-month period to improve research applicability 
 
In addition, the R-squared value of green product purchase intention is shown as 71%. This 
finding implies that there are more contributing elements that may be explored in relation to 
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consumers' intentions to purchase green products. As this study only found that attitudes, 
subjective norms, perceived behavior control, price and product knowledge are important 
driving factors that determine consumers' willingness to purchase green products. Thus, this 
allows further experimental research to examine other factors that can be used as predictors 
of green purchase intentions. On the other hand, further research can explore these variables 
as moderators, which can provide a deeper understanding of the boundary conditions of the 
proposed relationship. Future research may need to incorporate the construct of purchase 
behaviour, as well as certain mediators or moderators, to better understand purchasing 
intention and purchasing behaviour toward green products. 
 
Conclusion 
This study explores consumers' green purchase intentions according to modification of the 
TPB framework with significant variables (product knowledge and price). This finding 
determined that Malaysian consumers' willingness to purchase green products is positively 
and significantly affected by attitudes, subjective norms, perceived behavior control and 
product knowledge whereas it is negatively affected by price. The empirical findings indicate 
that extended model of the TPB has an impact on Malaysian consumers' intentions toward 
environmentally friendly products. This study contributes to the green marketing literature 
by examining the combination of variables in predicting green purchasing intention in an 
extended framework of the TPB. Moreover, this study identifies the appropriateness of 
extended TPB framework with additional variables such as price and product knowledge to 
predict consumers’ intention toward purchasing ecological products in Malaysia. The 
empirical findings for this study are in line with most of the previous research. The limitations 
of the study such as lack of generalizability, geographic coverage limitations and variable 
constraints are discussed in detail.  Recommendations for future study are suggested by 
diversifying research methods to obtain more precise and accurate finding. Moreover, future 
studies are recommended by adopting the TPB framework and include new elements in 
connection to states of Malaysia to have a more comprehensive understanding of green 
purchase intention. 
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