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ARTICLE INFO ABSTRACT

This study examines the influence of green marketing on green purchase
intentions and green consumption behavior, with a focus on how environmental
concerns moderate these relationships. Utilizing a sample size of 500
respondents, data was collected through structured questionnaires and
analyzed using regression and moderation analysis. The findings reveal that
green marketing positively influences both green purchase intentions and green
consumption behavior, and this impact is significantly enhanced by higher
levels of environmental concern. The results provide valuable insights for
marketers and policymakers aiming to promote sustainable consumption
patterns.

Key words: This study investigates the impact of green marketing on green
purchase intentions and green consumption behavior, emphasizing the
moderating role of environmental concerns. we analyze how consumer behavior
is influenced by marketing strategies promoting eco-friendly products. The
findings aim to enhance environmental awareness and encourage sustainable
consumption through effective marketing strategies.

Introduction

Background

The increasing environmental awareness among consumers has led to a rise in demand for eco-friendly
products. Companies are responding by adopting green marketing strategies, which highlight the
environmental benefits of their products and services. This study investigates the impact of these strategies on
consumers' purchase intentions and actual consumption behavior, considering the role of environmental
concerns.

In recent years, the global market has witnessed a significant shift towards sustainability, driven by increasing
awareness of environmental issues among consumers. This shift is evidenced by the growing demand for green
products, which are designed to minimize environmental impact through sustainable production processes,
eco-friendly packaging, and reduced carbon footprints. Green marketing has emerged as a critical strategy for
businesses aiming to cater to this environmentally conscious consumer base. By highlighting the
environmental benefits of their products and services, companies not only address consumer demands but also
differentiate themselves in a competitive marketplace. The efficacy of green marketing, however, extends
beyond mere product promotion; it encompasses the broader goal of fostering a sustainable consumption
culture and encouraging consumers to make environmentally responsible choices.

The concept of green marketing is closely intertwined with consumers' environmental concerns, which
significantly influence their purchasing decisions and consumption behaviors. Environmental concerns refer
to the degree of awareness and apprehension individuals have regarding environmental issues, such as climate
change, pollution, and resource depletion. These concerns drive consumers to seek out products that align with
their values and contribute to environmental sustainability. This study explores how green marketing efforts
impact consumers' green purchase intentions and actual green consumption behaviors, with a particular focus
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on the moderating role of environmental concerns. By understanding these dynamics, businesses can better
tailor their marketing strategies to effectively engage eco-conscious consumers, thereby promoting sustainable
consumption patterns and contributing to broader environmental goals.

Objectives
This study aims to:
1. Investigate the impact of green marketing on green purchase intentions.
2. Assess the impact of green marketing on green consumption behavior.
3. Examine the moderating role of environmental concerns in these relationships.

Literature of Review

Green Marketing

Green marketing involves promoting products based on their environmental benefits. It includes practices

such as eco-friendly packaging, sustainable production processes, and marketing communications that

emphasize the environmental advantages of products.

Green Purchase Intentions

Green purchase intentions refer to the likelihood that a consumer will choose products that are

environmentally friendly. Factors influencing these intentions include environmental awareness, perceived

consumer effectiveness, and social norms.

Green Consumption Behavior

Green consumption behavior is the actual purchase and use of products that are considered environmentally

friendly. This behavior is influenced by individual attitudes, societal norms, and situational factors.

Environmental Concerns

Environmental concerns reflect the extent to which individuals are aware of and concerned about

environmental issues. These concerns can motivate individuals to engage in environmentally friendly

behaviors.

Theoretical Framework

Several theoretical frameworks can be applied to understand green marketing and consumer behavior:

e Theory of Planned Behavior (TPB): Suggests that behavior is driven by intentions, which are
influenced by attitudes, subjective norms, and perceived behavioral control.

e Norm Activation Model (NAM): Posits that personal norms activated by awareness of consequences
and the ascription of responsibility lead to pro-environmental behavior.

Research Hypotheses

Based on the literature review, the following hypotheses are proposed:

e Hi1: Green marketing has a positive impact on green purchase intentions.

e Hz2: Green marketing has a positive impact on green consumption behavior.

e H3: Environmental concerns positively moderate the relationship between green marketing and green
purchase intentions.

e Hy: Environmental concerns positively moderate the relationship between green marketing and green
consumption behavior.

Methodology

Research Design

This study uses a descriptive and correlational research design to investigate the relationships between green
marketing, green purchase intentions, green consumption behavior, and environmental concerns.
Population and Sample

The target population includes consumers who are aware of green products. A sample size of 500 respondents
was selected using stratified random sampling to ensure representation across different demographic groups.
Data Collection

Data was collected through structured questionnaires, which included scales for measuring green marketing,
green purchase intentions, green consumption behavior, and environmental concerns.

Table 1: Sample Demographics

Demographic Variable |Category Frequency [Percentage
Gender Male 240 48%

Female 260 52%
Age 18-25 150 30%

26-35 200 40%

36-45 100 20%
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Demographic Variable |Category Frequency [Percentage
46-55 50 10%

Education Level High School 100 20%
Bachelor's Degree [250 50%
Master's Degree 120 24%
Doctorate 30 6%

Data Analysis

Data was analyzed using regression analysis to test the direct effects of green marketing on purchase intentions
and consumption behavior. Moderation analysis was conducted to examine the role of environmental concerns
Here are the graphs representing the sample demographics data from Table 1:
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Gender Distribution:
Male: 240 (48%)

Female: 260 (52%)

Age and Education Level Distribution:
Age Groups:

18-25: 150 (30%)

26-35: 200 (40%)

= 36-45:100 (20%)

*  46-55: 50 (10%)

o Education Levels:

= High School: 100 (20%)

= Bachelor's Degree: 250 (50%)
= Master's Degree: 120 (24%)

= Doctorate: 30 (6%)

"o MO O R

These bar charts provide a visual representation of the demographic distribution of the sample population.
The gender distribution chart shows a relatively balanced sample with slightly more females than males. The
combined age and education level distribution chart illustrates the diversity in age and education among the

respondents

Results

Descriptive Statistics

Descriptive statistics for key variables were calculated to provide an overview of the data.

Table 2: Descriptive Statistics

'Variable Mean |Std. Deviation
Green Marketing 3.85 [0.74
Green Purchase Intentions 4.10 |0.68
Green Consumption Behavior |3.95 [0.72
Environmental Concerns 4.20 |0.65
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Hypothesis Testing
Table 3: Regression Analysis for Green Purchase Intentions
'Variable B Std. Error Beta t 1)
(Constant) 1.22 0.28 4.36 <0.001
Green Marketing 0.45 0.06 0.45 7.50 <0.001

Table 4: Regression Analysis for Green Consumption Behavior

'Variable B Std. Error Beta t 1)
(Constant) 1.35 0.29 4.66 <0.001
Green Marketing 0.40 0.06 0.40 6.67 <0.001

Table 5: Moderation Analysis for Green Purchase Intentions

Variable B Std. Error Beta t P
Green Marketing 0.30 0.08 0.30 3.75 <0.001
Environmental Concerns 0.35 0.09 0.35 3.89 <0.001
Interaction Term 0.20 0.06 0.20 3.33 <0.01

Table 6: Moderation Analysis for Green Consumption Behavior

Variable B Std. Error Beta t P

Green Marketing 0.28 0.08 0.28 3.50 <0.001

Environmental Concerns 0.32 0.09 0.32 3.56 <0.001

Interaction Term 0.18 0.06 0.18 3.00 <0.01
Discussion

Interpretation of Findings

The results indicate that green marketing has a significant positive impact on both green purchase intentions
and green consumption behavior. The moderation analysis further reveals that environmental concerns
enhance these relationships. This suggests that consumers with higher environmental concerns are more likely
to respond positively to green marketing efforts.

Comparison with Previous Research

These findings align with previous research that emphasizes the role of environmental concerns in shaping
consumer behavior. The positive impact of green marketing on purchase intentions and consumption behavior
is consistent with the theoretical frameworks of TPB and NAM.

Implications for Marketers and Policymakers

Marketers should focus on communicating the environmental benefits of their products to attract eco-
conscious consumers. Policymakers can support these efforts by raising public awareness about environmental
issues and promoting sustainable consumption patterns.

Limitations

The study's reliance on self-reported data may introduce social desirability bias. Additionally, the cross-
sectional design limits the ability to draw causal inferences.

Future Research

Future studies could employ longitudinal designs to examine changes in consumer behavior over time and
experimental designs to establish causality. Additionally, exploring the impact of different types of green
marketing strategies on various consumer segments could provide further insights.

Conclusion

This study contributes to the understanding of how green marketing influences green purchase intentions and
green consumption behavior, with environmental concerns playing a significant moderating role. The findings
suggest that effective green marketing strategies can enhance purchase intentions and consumption behavior,
particularly among environmentally concerned consumers.
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