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PREFACE 

 

Students who pursuing a Bachelor of International Business must write a research report under the 

UKMZ3016 Research Project in order to receive their bachelor’s degree. " Factors Affecting Green 

Purchase Intention Among Univeristy Students " is the title of this research project. 

 

This study's primary goal is to identify the variables influencing private university students in 

Malaysia toward green purchase intention. Four factors have been studied throughout the study 

that influence university students’ intentions to purchase green products: attitude, subjective 

norms, perceived behavioral control, and environmental concerns.  

 

This study was conducted because of various flaws in earlier research into purchase intention 

toward green products. However, that research has conflict that whether the university students in 

Malayisa have positive relationship between independent variables between green purchase 

intention into the buying of green goods. 

 

On the other side, it's also critical to comprehend the various factors influencing university 

students’ intentions for green products.  Therefore, the purpose of this study is to assist diverse 

parties in gaining a better understanding of purchase intention to buy green products. 
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ABSTRACT 

 

The swift growth of the economy and technological advancements in recent decades have 

undoubtedly enhanced the convenience of people's lives. Nonetheless, these progressions have 

also given rise to various environmental issues, including pollution, global warming, and climate 

change. As as result, more and more people are aware about the environmental issues. These 

people included the business. Numerous businesses are conscious of environmental concerns and 

aim to play a role in safeguarding the environment. Consequently, they are introducing a range of 

innovative products designed to exert a lesser impact on the environment compared to 

conventional products, these are commonly referred to as green products.  

 

Therefore, the objective of this research is to identify the variables influencing university students’ 

green purchase intention toward green product. The theory used in this study is theory of planned 

behavior. In addition, the data was collected by questionnaire and analyzed with SmartPLS 4.0 to 

test whether the model in this study is reliable, validity and hypothesis testing. The result showed 

that attitude, subjective norms, perceived behavioral control, and environmental concerns have a 

positive relationship toward green purchase intention. Thu, this study contributes these factors 

affecting green purchase intention among private university students in Malaysia. 
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CHAPTER 1: RESEARCH OVERVIEW 
 

 

1.0 Introduction 

 

This study will investigate the factors affecting the intention of Malaysian local students and 

international college students to buy green products. As part of this chapter, we will discuss the 

research background, the problem statements, the research problems, the objectives and the 

significance. 

 

 

1.1 Background Research  

 

The economy’s quick development and the progress of technology in the past few decades have 

brought convenience to people's lives. However, these advances also cause many environmental 

issues, including climate change, global warming, and pollution. Many of these problems have a 

direct impact on the economy, society, and the environment. These issues have also aroused the 

concern of all parties. Lifestyles and values change as people become more aware of the 

environment. Consumers are starting to understand not just how important the environment is, but 

also how much their purchase decisions and behaviors affect the environment.  

 

Moreover, people care and are concerned about environmental problems, as well as businesses. 

Many businesses are aware of the ecological issues and hope to contribute to helping protect the 

Earth. Therefore, they produce a series of new products that have less harmful to the environment 

than the traditional products, which we call green products. Green products are designed to reduce 

or eliminate pollution, use of toxic substances, and toxic waste to protect the environment (Ottman 

et al., 2006). These products are typically decomposable, renewable, and recyclable and are less 

environmentally harmful than traditional products (Dangelico and Pontrandolfo, 2010).  

 

The growing demand for green products from consumers has prompted companies to start focusing 

on the green product market. Hence, companies have come up with green marketing strategies. 
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Several companies like IKEA, Uniqlo Co., Ltd, and Dutch Lady Milk have adopted green business 

practices as they believe that green products will provide them with a competitive edge over their 

rivals. (Saxena & Khandelwal, 2010). Moreover, they believe that green marketing practices can 

lead to sustainable growth. 

 

 

1.2 Research Problem 

 

Although customers were concerned about the environment, they did not take action. Kong et al. 

(2014) pointed out that 90 percent of Malaysians are aware of environmental problems and are 

concerned about them. However, several past studies indicate that Malaysian consumers do not 

seem inclined to buy green products (Sharaf et al., 2015; Hasan et al., 2018; Nadiah & Norashikin, 

2019; Tan et al., 2019). Sharaf et al. (2015) argue that most Malaysians perceive green products 

to be expensive commodities, designed for high-income consumers, thus they refuse to purchase 

green products. Furthermore, green products' relatively high prices and difficulty in finding stores 

to sell them encourage consumers to ignore the benefits of green products (Azmi & Hafiez, 2018). 

Consumers' lack of interest in environmental sustainability restricts internal marketers from 

devising more effective marketing strategies for green products. 

 

In addition, Gurău & Ranchhod (2005) claimed that developed countries have the leading green 

product markets because consumers in developed countries will pay more for green products than 

consumers in developing countries. People in developing countries are less inclined to buy green 

products because they are more concerned with meeting the survival needs of themselves and their 

families rather than their health and the environment. On the other side, most people in developed 

nations are more inclined to purchase green products because they know the importance of saving 

the environment (Handriana, 2016).  Nevertheless, according to Zorn (2017), most natural 

disasters caused by climate change occur in developing countries. The number of people who died 

from natural disasters between 1991 and 2005 was approximately ninety percent, as well as ninety-

eight percent of those affected, came from developing countries. Accordingly, Customers in these 

nations are become more conscious of how their actions affect the environment. (Maichum et al., 
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2016).  Hence, these studies have conflicted on whether developing country like Malaysia still 

have lower purchase intentions toward green products. 

 

 

1.3 Research Objective 

  

 

1.3.1 General Objective 

 

The aim of this study is to examine the variables that influence students' intentions to purchase 

green products at private university. 

 

 

1.3.2 Specific Objectives  

 

1. To determine attitudes affecting green purchase intention toward green products. 

 

2. To determine subjective norms affecting green purchase intention toward green products. 

 

3. To determine perceived behavior control affecting green purchase intention toward green 

products. 

 

4. To determine environmental concerns affecting green purchase intention toward green 

products. 

 

 

1.4 Research Question 

 

1. Is there any relationship between attitude and green purchase intention? 
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2. Is there any relationship between subjective norm and green purchase intention? 

 

3. Is there any relationship between perceived behavior control and green purchase intention? 

 

4. Is there any relationship between environmental concern and green purchase intention? 

 

 

1.5 Significance of Study 

 

Firstly, this research is necessary because it is challenging for marketers and manufacturers of 

green products to get into and maintain position in Malaysia's market.  Due to there being 

insufficient information regarding green purchase intentions and green behavior. Marketers and 

companies can use the findings to gain a better understanding of consumers' motivations to 

purchase green products. Therefore, sellers of green products and marketers can use it as a 

competitive advantage to increase green product sales. Also, it will help marketers and firms 

develop and improve green promotions to increase the number of green customers. 

 

Secondly, universities play an essential role in promoting green products. Several empirical studies 

worldwide have explored students' intentions to purchase green products. For instance, studies on 

green buying intention were undertaken at Universiti Utara Malaysia by Sharaf et al. (2015) and 

Sharaf and Isa (2017). A similar study was conducted at Universiti Malaysia Sabah in 2014 by 

Lasuin and Ching. However, the research carried out in Malaysian private universities is limited. 

As a result, studies should be also conducted at private universities in Malaysia since they have a 

higher number of students and enrolment level than public universities. The term "young 

consumer" refers to those who were born between 1995 and 2012, they are members of Generation 

Z (Williams, 2010). Therefore, university students can be regarded as young consumers. The 

reason is that although college students' purchasing power is limited at present, they should 

understand the importance of sustainability of the environment and protecting the environment 

because they are educated (Choshaly, 2017). Second, it is expected that they will have some 

knowledge of environmental sustainability because they are educated. Thirdly, university students 

make their own purchasing decisions (Butt, 2017). To conclude, this research aims to better 
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understand the motivation of university students from different countries, which can benefit 

international and local companies by providing information to consumers regarding green products 

and motivating them to adopt green purchasing practices. 

 

Therefore, it is necessary to do research, to remove the economic factors, climate change, and 

negative perception of green products, and what other factors will cause university students from 

different countries to buy green products. 

 

 

1.6 Conclusion 
 

In summary, environmental issues like climate change and environmental degradation are brought 

on by unsustainable consumerism. By using green goods, these issues can be lessened. However, 

the market response to green products has not been as positive as anticipated. This can be because 

people are discouraged from purchasing green products because of their high cost. As a result, this 

study aims to comprehend the variables influencing university students in private universities in 

Malaysia to have the purchase intention toward green products. The factors will be looked at: 

perceived behavioral control, subjective norms, attitudes, and environmental concerns. 
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CHAPTER 2: LITERATURE REVIEW 
 

 

2.0 Introduction 
 

The theory used in this study is covered in the first section of the paper. The second section reviews 

four independent factors (attitudes, perceived behavioral control, subjective norm, and 

environmental concern) and one dependent variable (green purchase intention). Third, the third 

portion discusses theoretical frameworks. The final section contains the formulation of the study's 

hypotheses. 

 

 

2.1 Underlying Theory 

 

One of the most influential behavioral decision theories is the theory of planned behavior (TPB) 

(Ajzen, 1991). The theory of reasoned action (TRA) originated from Fishbein et al. 's (1975) theory 

of reasoned action, clarifies how social context, non-volitional influences, and individual 

characteristics affect intentions. If people behave rationally, the TRA assumes that the intention to 

carry out (or not carry out) a particular behavior determines that action shortly after the intention 

(Ajzen, 1985). While, TPB has been empirically proven to be effective (Ajzen, 1991) and has 

become a popular conceptual framework for studying human behavior. According to the TPB 

framework, attitude, subjective norm, and perceived behavioral control contribute to the formation 

of a 'behavioral intention'. Several studies have shown that the TPB accurately predicts many kinds 

of behavior (Chen & Hung, 2016). In predicting consumers' intentions to buy green products, TPB 

has proven to be useful (Auliandri et al., 2018; Santos et al., 2021; Prakash & Pathak, 2017; Yadav 

& Pathak, 2017). Therefore, this theory can be used as this theoretical framework to study the 

factors affecting universities student’s intentions to purchase green products. 

 

However, there have been several studies suggesting that more factors should be added to the TPB 

(Karimy et al. 2015; Paul et al., 2016; Teo et al. 2016; Jing et al. 2016). It has been suggested that 
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environmental concerns must be added to the theory (Jaiswal & Kant, 2018). Therefore, 

environmental concerns will be added to the conceptual framework. 

 

 

Figure 2.1: Theory of Planned Behaviour 

 

 

 

Source: Ajzen (1991) 

 

 

2.2 Concept of Green Products 
 

Green products exhibit a reduced environmental footprint and cause less harm to the environment 

and the human body. Growing worries about pollution levels on a local and worldwide scale, 

climate change, garbage overflow, and natural resource depletion have led to the development of 

green products (Srivastava, 2007). The literature also uses the terms environmental products, 

sustainable products, and eco-products to describe green products (Sdrolia & Zarotiadis, 2018). In 

addition, over 50 definitions of green products exist. Environmental compatibility, environmental 

protection, environmental friendliness, environmental sustainability, decreased production waste, 

environment-friendly production, resource-conservation potential, recyclability, durability, toxic-

free ingredients, less packaging, and public health protection, and low energy consumption have 

all been linked by researchers to green products. 
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One of the major issues facing all living creatures in our world today is global pollution. Hence, 

the companies designed the product to minimize the use of non-renewable resources, avoiding 

toxic materials used in the final product. A number of studies have shown that green products are 

less likely to contain hazardous compounds, in addition to being more recyclable and friendly to 

the environment (Azevedo et al., 2011). Furthermore, green products reduce greenhouse gas 

emissions, help with energy conservation, and cause little to no pollution and toxicity (Azevedo et 

al., 2011). Recycled paper, energy-saving lightbulbs, eco-friendly bags, and vehicles with low 

energy consumption are examples of green products. (Jaiswal & Kant, 2018; Joshi & Rahman, 

2015; Lee, 2008). 

 

 

2.3 Review of Variables  
 

 

2.3.1 Green Purchase Intention 
 

It is believed by Ajzen (1991) that an individual's purchase intention is influenced by subjective 

norms (beliefs about right and wrong), behavioral patterns (beliefs about the outcome of the 

behavior), and perceived behavioral control (beliefs about whether they can control whether they 

engage in certain behaviors). In the TPB framework, intentions are a central concept. Generally, it 

refers to the intention and motivation to perform a particular behavior (Patch et al. 2005). Green 

purchasing intention, as defined by Rashid (2009), is the possibility that consumers may prefer to 

buy green products over conventional ones. It can also be characterized as internal desire and 

readiness of the consumer to buy green products. It influences consumers' choices to purchase 

green goods favorably (Usmani et al., 2015).  believed that consumers may be willing to purchase 

green products if they have green purchase intentions (Chen & Chang 2012). Furthermore, as 

stated by Newberry et al. (2003), purchasing intentions are common tools for predicting purchase 

behavior. Thus, to measure current and future green product purchases, consumers' green purchase 

intentions are a key variable. 
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2.3.2 Attitude 
 

It is frequently assumed in social psychology literature that attitude causes human behavior. The 

TRA and the TPB, state that attitude influences a person's performance (Arli et al., 2018). 

According to Ajzen (1991), attitude is one of the three core concepts of planned behavior and 

defines an attitude as an objective feeling about something, someone, or something else. An 

individual's attitudes are their opinions about how well they perform a particular behavior. Green 

buy attitudes are defined by Chen and Deng (2016) as the extent to which individuals place a 

positive or negative value on green purchase behaviour. Sun et al. (2021) recognizes that a major 

factor in promoting green purchase behaviour is customer attitudes. Consumer attitudes may reveal 

how they perceive a product. Previous research has shown that attitudes were associated with 

behavioral intentions and were regarded as crucial variables for predicting purchase intentions.  

 

Khoiriyah and Toro (2018) stated that people will form a positive attitude toward green products 

when they believe they are healthier and more environmentally friendly. Additionally, despite 

green products being costly as compared to conventional products, people who have a positive 

attitude toward green products will induce them to have high purchase intentions.  

 

Thus, this study will find out whether Malaysian and international students' concern about 

environmental problems can directly affect their decision to buy green products. 

 

 

2.3.3 Subjective Norm 
 

In social psychology, the idea of social pressure that drives someone to engage in or refrain from 

engaging in specific behaviours is known as a subjective norm. (Ajzen, 1991). Normative beliefs 

regarding the expectations of significant referents are assumed to determine subjective norms. 

These referents include relatives, family members, colleagues, and friends. Researchers have 

shown that the viewpoints of friends, family, and other influential groups play a crucial role in 

shaping individuals' choices when it comes to consumption decisions. (Kai & Haokai, 2016). As 
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a result, consumers tend to act in accordance with group beliefs. To some extent, subjective norms 

can predict behavior intention (Chen & Deng, 2016). 

 

Some researchers found that consumer purchase intention towards green products are not directly 

influenced by subjective norms. (Varshneya et. al, 2017). However, when consumers are uncertain 

of a specific conduct's outcomes, they may seek out support from others (Bratt, 1999). For 

example, they may seek opinions from others before purchasing anything they need clarification 

on. Thus, positive evaluations and word-of-mouth recommendations from other people who are 

important to them might affect the mindsets and intentions of other people. Furthermore, the values 

of a consumer's family and friends can influence the consumption patterns of green products 

(Almohammadi & Abdulghaffar, 2022).  

 

 

2.3.4 Perceived Behavioral Control 
 

Perceived behavioral control refers to the degree of difficulty experienced by a person when 

carrying out a specific activity, and it reflects their perception of the elements that help or hinder 

that particular action (Johnson & Hall, 2005).  In support of the previous statement, the research 

of Ajzen, (1991) stated that individual perception of the degree of difficulty in carrying out a 

specific activity is defined as perceived behavioral control. It is argued that external and internal 

perceived behavioral control determine the formation of favorable or unfavorable perceptions of a 

specific behavior. Besides, according to Fishbein and Ajzen (2010), people are inclined to engage 

in simpler behaviors rather than complex behaviors. In short, if making product recommendations 

according to customer's unique needs and preferences will make the decision-making process 

easier, people will be willing to buy a product. For instance, recommending the energy-efficient 

appliance that best fits a customer's needs might make the decision-making process easier. 

 

Moreover, Choi and Johnson (2019) stated individuals who have previously bought eco-friendly 

products may develop confidence in their capability to make future green purchases.  This means 

that has experience on purchases green products increased confidence in making decisions 
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enhances behavioral control. As a result, they are more inclined to state a stronger intention to 

purchase green goods.  

 

The influence of perceived behavioral control on green purchase intentions has been studied, and 

researchers have concluded that perceived behavioral control significantly influences green 

purchase intentions in developing countries such as Vietnam (Nguyen et al., 2016), Malaysia 

(Mamun, Fazal, et al., 2018; Mamun, Mohamad, et al., 2018), Indonesia (Arli & Tjiptono, 2017), 

Taiwan (Hsu et al., 2017), and Pakistan (Moon et al., 2019), and India (Joshi et al., 2019). A study 

by Yadav and Pathak (2017) concluded that PBC was suitable for analyzing intentions to purchase 

green products. 

 

 

2.3.5 Environmental Concern 

 

Environmental concern is defined by Hines et al. (1987) as an awareness of environmental 

problems. The concept of environmental concern has been described by Dunlap and Robert (2002) 

as the people aware the environmental problems and the support for eco-friendly solutions. Lin & 

Huang (2012) describe environmental concern as how a person feels about their environment and 

their apprehensions towards it. In addition, individual attempts to protect the environment are 

sometimes referred to as environmental concern (Setyawan, et al., 2018). Several studies stated 

that environmental concern directly influences the intention to purchase green products (Park & 

Li, 2020; Goh & Balaji, 2016; Prakash & Pathak, 2017; Yadav & Pathak 2017). Customers with 

strong environmental concerns and positive attitude toward green products are likely to have 

elevated levels of intention to make purchases (Khaola et al., 2014). Jaiswal & Kant (2018) 

describe environmental concern as young generations are concerned about environmental 

sustainability and feel that it is their personal duty to protect the environment by avoiding things 

that harm the environment when making purchases. 

 

In addition, their interest and desire to buy green products are related to people's concern for the 

environment (Biswas et al., 2000; Mainieri et al., 1997). Therefore, environmental concern is a 
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crucial factor for marketers, makes it simple for them to reach environmentally conscientious 

consumers. (Mostafa, 2007). 

 

 

2.4 Conceptual Framework 
 

Figure 2.2: Conceptual Framework 

 

 

Source: Developed for the research. 

 

 

2.5 Hypothesis Development  
 

 

2.5.1 Attitude 
 

The attitude of consumers toward green products has been examined in some studies in developing 

countries, including Malaysia (Mamun, Fazal, et al., 2018), India (Jain & Agarwal, 2017), China 

(Bhutto et al., 2019) and Indonesia (Khoiriyah & Toro, 2018) and results indicated a significant 

relationship between green purchase intentions and attitudes toward green products.  Moreover, 

Chaudhary and Bisai (2018) found that there is a considerable correlation between university 
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students' intention to purchase green products and their attitude towards green products.  This study 

is therefore based on the following hypothesis: 

 

However, the attitudes of consumers toward green products did not significantly influence green 

purchase intentions. There are studies that have shown insignificant results in developing 

countries, as China (Xu, Hua, Wang & Xu, 2020; Xu, Wang & Yu, 2020) and Indonesia (Setyawan 

et al., 2018). Due to inconsistent results, there is a need to investigate this issue in Malaysia. This 

study is therefore based on the following hypothesis: 

 

𝐻1: There is a positive relationship between attitude and green purchase intention. 

 

 

2.5.2 Subjective Norm 

 

There is evidence that suggests that subjective norms can be used to accurately predict consumer 

intention to buy green products (Taylor & Cosenza, 2002). Subjective norms have been found to 

significantly influence the purchase intention toward green products in developing nations like 

India (Sreen et al., 2018), Malaysia (Teng et al., 2018), and Indonesia (Arli et al., 2018), Besides 

developing countries such as the United States, subjective norms also significantly affect green 

purchase intentions (Choi & Johnson, 2019). Therefore, subjective norms could be used to predict 

behavioral intentions to a certain extent because individuals are more likely to act in accordance 

with group beliefs. 

 

Kumar. (2021) stated that people are more inclined to buy green products when subjective norms 

are higher. The research indicated that family, friends, and coworkers significantly influence a 

consumer's decision to buy green goods. Furthermore, Shukla (2019) pointed out that people's 

decisions to purchase green products were significantly influenced by subjective standards. 

 

There are some studies have examined the impact of PBC on green purchase intentions and 

concluded that PBC influences green purchase intentions significantly in developing countries 

such as India (Joshi, Shoerey & Gandhi, 2019),  Indonesia (Arli et al., 2018), Vietnam (Nguyen et 
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al., 2016) Pakistan (Moon et al., 2019), and Taiwan (Hsu et al., 2017),The results were 

insignificant in developed nations such as the United States as well (Choi & Johnson, 2019). This 

study is therefore based on the following hypothesis: 

 

𝐻2: There is a positive relationship between subjective norms and green purchase intention. 

 

 

2.5.3 Perceived Behavioral Control 
 

Perceived behavioral control refers to the belief that an action is difficult or easy to perform (Arli 

et al., 2018). Thus, consumers will have higher perceived behavioral control when they perceive 

that green products are easily accessible and low-cost. People's belief that they can regulate and 

perform a behavior affects their purchase intention and behavior (Baker et al., 2007). When 

consumers feel that they have more control over the situation, their purchasing intentions are more 

likely to be formed.  

 

However, in previous studies examining the impact of perceptions of behavioral control on green 

purchase intention, mixed results were found. Researchers also found that perceived behavioral 

control does not significantly affect green product purchasing intentions in developing countries 

like Nigeria (Karatu & Mat, 2015), Malaysia (Khor & Hazen, 2017), and Iran (Yazdanpanah & 

Forouzani, 2015), The results were insignificant in developed nations such as the United States as 

well (Choi & Johnson, 2019). This study is therefore based on the following hypothesis: 

 

𝐻3: There is a positive relationship between perceived behavioral control and green purchase 

intention. 

 

 

2.5.4 Environmental Concern 
 

Previous research looked at the relationship between environmental concerns and purchase 

intention toward green products. In developing nations like Thailand (Maichum et al., 2016) India 

(Prakash & Pathak, 2017), and Malaysia (Goh & Balaji, 2016), Studies have indicated that 
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environmental concerns have a significant impact on people's intentions to buy green products.  

Likewise, He et al. (2018) noted that consumers who care more about the environment are less 

likely to be affected by the cost of green products, will increase their propensity to buy green 

products. Thus, environmental concern is a key component of environmental research (Choshaly, 

2017; Yadav & Pathak, 2017) and it is frequently used to gauge a person's level of care for 

environmental issues (Jaiswal & Kant, 2018). These studies showed a higher level of 

environmental concern leads to an increase in consumers' green purchase intentions.  

 

However, some researchers have come to contradictory conclusions regarding the impact of 

environmental concerns on the purchase intention toward green products. For instance, in 

developing nations such as Indonesia (Setyawan et al., 2018), Malaysia (Choshaly, 2017), and 

India (Chaudhary & Bisai, 2018), environmental concerns were found to have little impact on the 

intention to purchase green products. Furthermore, in developed nations like the United States, 

found that environmental concerns have only a minimal influence on green purchase intentions 

(Choi & Johnson, 2019). There is a need to investigate this issue in the context of Malaysian 

working consumers' green purchase behavior. The results were insignificant in developed nations 

like the United States (Choi & Johnson, 2019) as well. This study is therefore based on the 

following hypothesis: 

 

𝐻4: There is a positive relationship between environmental concern and green purchase intention. 

 

 

2.6 Conclusion 

 

In conclusion, chapter 2 reviews the literature on the dependent variable and the independent 

variables. Moreover, the study's conceptual framework and hypotheses are developed. 
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CHAPTER 3: METHODOLOGY 
 

 

3.0 Introduction 
 

The objectives of this chapter were the research methods to collect and analyze the data. An 

explanation of study's methodology was also included in this chapter. The sampling technique, 

method of collecting data, pilot testing, and questionnaire design were all covered in this chapter. 

The data were analyzed using reliability analysis,  

 

 

3.1 Research Design  
 

Research design, according to Zikmund et al. (2013), is "a detailed proposal to solve a research 

problem." Qualitative research and quantitative research are two types of research design. 

 

 

3.1.1 Quantitative Research  
 

Quantitative research methods involve collecting numerical data and analyzing it based on 

statistical methods, which is appropriate since this study aims to determine the relationship 

between the dependent and independent variables. The quantitative approach involves quantifying 

and analysing variables to achieve results. The process involves using numerical data and 

statistical tools to analyze the data to answer questions such as when, who, what, where, and how 

(Apuke, 2017). Typically, online surveys, polls, and questionnaires are used to collect information 

from existing and potential customers. In the social sciences, quantitative outcome research is 

commonly used to study quantities using mathematical frameworks and theories. Typically, data 

collection is conducted on larger samples that represent the entire population. To research the 

factors affecting green purchase intention, Khoiriyah and Toro (2018), Khor and Hazen (2017), 

and Teng et al. (2018) adopted this research design. Therefore, quantitative research will be used 

in this study. 
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3.1.2 Descriptive Research  
 

According to (Cant & Van Heerden, 2013; Burns & Bush, 2012) descriptive research provides 

context for events and provides answers to questions such who, what, when, where, and why. It 

seeks to get an accurate and thorough account of a circumstance ( Cant & Van Heerden 2013). The 

primary objective of the descriptive research design in quantitative research is to examine the 

relationships between various variables. To do this, researchers must precisely define the 

population and the measurement, gather data, and evaluate the opinions and behaviours of the 

sample (Yang et al. 2014). 

 

 

3.2 Sampling Design 
 

 

3.2.1 Target population 
 

The target population refers to the individuals for whom data is analyzed and interpreted. The 

objective of this study is to investigate the factors that can affect purchase intention toward green 

products among Malaysian and International students at private universities in Malaysia. Thus, the 

target population in this research study is Malaysian and International students in Malaysia.  The 

reason is that although college students' purchasing power is limited at present, they should 

understand the importance of sustainability of the environment and protecting the environment 

because they are educated. (Choshaly, 2017). 

 

 

3.2.2 Sampling Frame and Sampling Location  
 

Sampling frames describe the actual group of individuals from which a sample is taken. In a 

random sample, each individual within the sample frame should have an equal chance of being 

selected. Sampling frames should accurately reflect the individuals in the sample (Villegas, 2023).  
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The location where data are gathered is known as the sample location. Since the target population 

is all students including international and local students in private universities Malaysia, the 

sampling location selected is private universities. 

 

 

3.2.3 Sampling Technique  
 

Sampling can be done using either probability or non-probability methods, according to Zikmund 

et al. (2013). As a general rule, probability sampling refers to a circumstance where every single 

person in the target population is random selected as a sample subject for the study. On the other 

hand, the possibility of a sample being selected in advance is known as non-probability sampling. 

 

Non-probability sampling can be classified into four categories: convenience sampling, quota 

sampling, snowball sampling, and judgmental sampling. (Zikmund, 2003). As a convenience 

sampling technique is used in this study because it is a cheap and quick way to collect data. When 

the researcher is collecting data, participants can be chosen for the sample based only on proximity.   

 

 

3.2.4 Sampling size 
 

Since a bigger sample size can result in more reliable results, Roscoe (1975) advised that sample 

size should be greater than 30 and less than 500 respondents.  Based on GPowered 3.1, the 

minimum sample size should be 129, thus the sample size for this study should greater than this 

number. A total of 333 questionnaires were send to the target participants. According to Lackey 

and Wingate (1998). 10% of the total study size is typically enough for pre-test research.  

Therefore, 30 sets of questionnaires will be used as part of the pre-test to guarantee the validity 

and suitability of the questionnaire. After data screening, 299 out of 333 respondents can be used. 

Thus, only 299 surveys in total will be used for the actual data analysis.  
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3.3 Data Collection Methods 
 

To collect information, the study uses both primary. To test the hypotheses, primary data was 

required and was gathered using a survey.  

 

 

3.3.1 Primary Data 
 

A primary data set is a collection of unknown data for a specific purpose or to solve a specific 

problem (Sekaran & Bougie, 2013). Primary data can be collected using questionnaires, surveys, 

and government documents. We collect primary data and information relevant to this topic from 

the target respondents by distributing questionnaires. Compared to other methods like observation 

and interview, Zikmund et al. (2013) claim that the questionnaire provides the respondent with a 

variety of responses for every question, making it more reliable. A questionnaire was used to 

collect data for this study because it is less time-consuming and a cost-effective way to collect data 

from respondents (Zikmund et al., 2013). 

 

 

3.4 Research Instrument  
 

 

3.4.1 Questionnaire Design 
 

This research was conducted through a quantitative study using the survey method. As the most 

widely used tool for collecting primary data, the questionnaire was used to provide a broad 

perspective (Cant & Van Heerden, 2013). According to McDaniel and Roger (2010), a 

questionnaire is a set of questions used to collect the data needed to accomplish the study's goals. 

It also serves as a formal framework for interviewing respondents. In this study, the online 

questionnaires, Google Forms is used. In order to investigate the variables influencing the intention 

to make green purchases (Chen & Deng; 2016; Choshaly,2017; Iyer et al.; 2016) all used the online 

survey. 
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The researcher must take into account the question's nature when creating questionnaires, such as 

whether it is open-ended or closed-ended (Cant & Van Heerden, 2013). The questionnaire 

contained both closed-ended and open-ended questions. It was important to make sure that the 

respondents could easily understand the questionnaire, simple English language vocabulary was 

used, and straightforward, unambiguous, and succinct question construction was used. 

 

A set of questionnaires should include a cover letter, demographic information, influencing 

variables, information on green purchasing behavior, and a closing statement. Firstly, the survey 

began with an opening letter outlining the aim of the research study, provided the necessary contact 

information for further inquiries, and appreciated their participation. Besides, instructions and 

assurances of confidentiality were given to all responders at the start of the questionnaire. All 

participants agreed to an informed consent form stating that they were volunteering to take part in 

the survey.  

 

The questionnaire is divided into three sections. The respondents are required to answer questions 

in sections A (demographic information), section B (green purchase intention), section C (factors 

affecting green purchase intention). In section A, respondents must fill out that request for their 

demographic information. This section consists of four questions which are age, education level, 

nationality, and how much money is spent on green products.  

 

In sections B and C, respondents are required to answer all the questions regarding the constructs. 

All constructs in sections B and C are evaluated using five-point Likert scales. The questionnaire 

used a five (5) -point Likert scale (Strongly Disagree =1 , Disagree = 2, Neutral =3, Agree =4, and 

Strongly Agree = 5), and respondents were asked to express their degree of agreement or 

disagreement with these statements. Five-point Likert scales, according to Babakus and Mangold 

(1992), are thought to lessen questionnaire respondent annoyance. As a result, the scales improve 

data quality and target respondents' response rates. 

 

 



Factors Affecting Green Purchase Intention Among University Students 

Page 21 of 75 

 

3.4.2 Pilot-Test 
 

The purpose of a pilot test is to test the questionnaire on a small sample of respondents to detect 

and eliminate potential problems (Malhotra, 2010). It is therefore usually advised to do a pilot test 

to determine potential issues from a small sample of the targeted respondents before a larger test 

is carried out. Problems or concerns raised by respondents regarding the questionnaire were 

addressed, thereby decreasing errors and enhancing validity and reliability. 

 

According to Lackey and Wingate (1998), a pilot test is generally considered sufficient with a 

sample size of 10% of the overall research population. To ensure clarity and accurate responses, 

thirty sets of questionnaires were distributed to the respondents for pilot testing. After distributing 

the questionnaire, there is some respondent's feedback that they do not understand what green 

products mean. Therefore, the questionnaire needs to be improved by adding the definition and 

examples of green products. 

 

Table 3.1: Reliability and Validity Result of Pilot Test 

 

 Composite Reliability Average Variance Extract 

A 0.874 0.691 

EC 0.903 0.620 

GPI 0.874 0.684 

PBC 0.907 0.718 

SN 0.866 0.702 

 

Source: Developed for the research. 
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3.5 Constructs Measurement 

 

A construct measurement is crucial to maintaining the validity and reliability of the results and 

findings in this study. 

 

 

3.5.1 Scale of Measurement  
 

By collecting all the information, the researcher will be able to respond to or resolve the current 

problem in the business. In this study, the researcher will measure the questionnaire according to 

three measurement scales. The three measurement scales used in the questionnaire are nominal, 

ordinal, and interval scale. 

 

 

3.5.1.2 Nominal Scale 

 

Zikmund (2003) describes nominal scale as the simplest type of scale. Researcher can allocate 

subjects to categories or groups using a nominal scale. Due to the fact that the scale doesn't 

represent quantities or number. On a nominal scale, data are categorized into different groups 

without ranking. This scale is used in Section A of the questionnaire such as the nationality and 

education level. 

 

 

3.5.1.2 Ordinal Scale 

 

Compared to a nominal scale, an ordinal scale is more complex (MacKenzie, 2013). The ordinal 

scale can be used not only to categorize the data but also to rank it ( Mistik et al., 2016). Mistik et 

al. (2016) note that ordinal scales don't provide much information about the difference between 

two measurement points. As a consequence, ordinal scales are not able to have equal intervals 

between consecutive measurement points (MacKenzie, 2013). Thus, this scale is used in Section 

A of the questionnaire such as the age group, and monthly spent. 
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3.5.1.3 Interval Scale 

 

An interval scale, according to Zikmund (2003), is a numerical scale that divides this ordered 

arrangement of things into equal intervals while also arranging objects according to their size. The 

interval scale is best for measuring opinions. Variables can be used to rank data, but there is no 

precise difference between measures. Thus, this scale is used in sections B and C of the 

questionnaire, both independent and dependent variables are analyzed using the 5- 5-point Likert 

scale developed by Rensis Liker rank from "Strongly Agree," "Agree," "Neutral," "Disagree," and 

"Strongly Disagree.". 

 

 

3.5.2 Origin of Construct  
 

Table 3.2: Questions Asked in Questionnaire 

 

Dependent Variable  Questions Sources 

 Green Purchase 

Intention (GPI) 

1. I will purchase green products for personal 

use. 

2. I am willing to purchase green products for 

personal use. 

3. I will make an effort to purchase green 

products. 

4. I will purchase green products in my next 

purchase. 

Yadav and Pathak 

(2017) 
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Independent Variable Questions Source 

Attitude 1. Between green and conventional 

products, I prefer green ones. 

2. I think that purchasing green 

products is favorable. 

3. I think that purchasing green 

products is a good idea. 

4. I think green products that can 

reduce environmental damage are 

important. 

Mamun, Mohamad, et al. 

(2018) 

 

Subjective Norm 1. Most people who are important to 

me think that I should purchase green 

products. 

2. Most people who are important to 

me would support me purchasing 

green products 

3. My family members think I ought 

to be purchasing green products. 

4. My friends think I ought to be 

purchasing green products. 

(Arli et al., 2018) 

Perceived Behaviour 

Control 

1. I believe I have the ability to 

purchase green products. 

2. I have resources to purchase green 

products. 

Paul et al. (2016) 
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3. I have time to purchase green 

products. 

4. Green products are generally 

available in the shops where I usually 

do my shopping. 

Environmental Concern 1. Major social changes are 

necessary to protect the natural 

environment.  

 

2. I would be willing to reduce my 

consumption to help protect the 

environment. 

 

3. Anti-pollution laws should be 

enforced more strongly. 

 

4.I am concerned about the world’s 

current natural (environmental) 

situation. 

Chaudhary and Bisai (2018) 

 

Source: Developed for the research. 

 

 

3.6 Data Analysis 
 

After data processing, the hypotheses constructed in this study are examined to see if they are 

supported or rejected (Sekaran & Bougie, 2016). Through this process, the research questions can 

be answered (Sekaran & Bougie, 2016). Statistical software called SmartPLS 4.0 is used to assess 

the data in this study. According to Hair et al. (2019), the PLS-SEM has several advantages, 

https://www.emeraldinsight.com/doi/abs/10.1108/EBR-11-2018-0203
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including flexibility when working with non-normal data and small sample sizes as well as large 

sample sizes. 

 

 

3.6.1 Descriptive Analysis 
 

Zikmund (2003) describes descriptive analysis as the process of transforming raw data into a form 

that helps the researcher interpret and better understand it. Hair et al. (2006) defines descriptive 

analysis as a scientific method for identifying and describing the characteristics of a target 

population. To summarize data characteristics, descriptive statistics are used. As part of the 

descriptive analysis, tables are generated for measures of distribution shape, central tendency, and 

dispersion (Aldrich, 2019). Furthermore, frequency statistics are also included in the descriptive 

analysis (Larson, 2006).  

 

 

3.6.2 Measurement Model 
 

In the measurement model or inner model, all confirmed construct items were examined to 

determine whether they contributed significantly to the proposed mode. As part of the 

measurement model, reliability and validity will be assessed. 

 

 

3.6.2.1 Reliability Test  

 

To determine if instruments are consistent and stable with concepts being measured, a reliability 

test should be conducted (Sekaran, 2003). According to Churchill (1979), a reliability test is a good 

way to assess an instrument's quality. 

It is therefore important to use reliable scales.  An outer loading represents the paths between a 

factor and its representative indicator variable in reflective models and it is one of the most 

important indicators of reliability. Data loadings in SmartPLS vary from 0 to 1 since they are 

automatically standardized. Outer loading should be higher than 0.708 (Hair et al., 2014). There 
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will be an increase in composite reliability and average variance extracted (AVE) if the indicator 

with outer loadings between 0.40 and 0.70 is removed. In contrast, indicators with outer loadings 

below 0.40 should be removed. 

Internal consistency is another most important indicator of reliability. It refers to how much each 

item on a scale assesses the same underlying characteristic (Hair et al., 2014). In many studies, 

Cronbach's alpha is used to determine a construct's reliability. Basically, this is the most basic 

method of determining the reliability of a research study (Churchill, 1979). According to 

Cronbach's alpha, all items are equally reliable (Hair et al., 2014). This study, however, 

recommends using the PLS-SEM method, which ranks items according to their reliability. As 

Cronbach's alpha has limitations, this study uses composite reliability as a measure of internal 

consistency. It ranges from zero to one.  

If composite reliability is less than 0.6, the scales have poor reliability. When it is greater than 0.6 

but less than 0.7, the scales are considered fair when they are reliable. In addition, the scales have 

good reliability when composite reliability is greater or equal to 0.7, but less than 0.8 (Hair et al., 

2014). Furthermore, the scales are considered very reliable when Composite Reliability is less than 

0.95 but greater than 0.8. On the other side, it is not desirable to have a value higher than 0.90, is 

undesirable (Nunnally & Bernstein, 1994). Thus, composite reliability should be at least 0.6 to 

ensure the reliability of a scale. 

 

 

3.6.2.2 Validity Test 

 

In terms of convergence validity, it is an assessment of how closely multiple factors of the same 

construct correlate with each other. To establish convergent validity, composite reliability, factor 

loading, and average variance extracted are considered (Hair et al., 2014). AVE extracted of 0.5 

or higher is a good (Hair et al. 2010). Nonetheless, if the AVE is less than 0.5, there are errors in 

the measurements (Hair et al., 2014). Thus, all AVE values must be greater than 0.50, to indicate 

the convergence validity of the construct.  
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Furthermore, discriminant validity refers to how empirical constructs differ from one another. In 

addition, it measures the degree of overlap between the overlapping constructs (Hair et al., 2014). 

Heterotrait-Monotrait ratio (HTMT) can be used to assess discriminant validity. HTMTs are a new 

technique for testing discriminant validity used when two constructs have HTMT ratios below 0.9 

(Hair et al., 2018), 

 

 

3.6.3 Structural Model 
 

Following the validation of structural model is assessed. The prediction power and relationships 

between the model's elements are examined as part of the intern model process. (Hair et al. 2018). 

An internal model is assessed by evaluating the hypothesized relationship. 

 

 

3.6.3.1 Collinearity Test 

 

In terms of convergence validity, it is an assessment of how closely multiple factors of the same 

construct correlate with each other. In order to establish convergent validity, average variance 

extracted is taken into account (Hair et al., 2014). A variance inflation factor (VIF) can be a useful 

way to identify multicollinearity issues (Ting et al., 2019). The VIF values should be below the 

value of 4.0 (Team, 2023). 

 

 

3.6.3.2 Path Coefficients  

 

The path coefficient assesses the strength and importance of the proposed relationships for the 

latent component. Estimates are obtained with structural model associations with values between 

positive 1 and negative 1, a coefficient nearer to positive 1 suggesting a strong positive link, and a 

coefficient nearer to negative 1 indicating a strong negative relationship (Hair et al., 2016) 
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3.6.3.3 Coefficient of Determination (R²) 

 

The 𝑅2value indicates how the independent variable (exogenous construct) affects the dependent 

variable (endogenous latent variable). The variance explained by all exogenous constructions 

linked to endogenous constructions is represented by the coefficient. According to studies,  𝑅2 

values below 0.2 are considered weak in research. Cohen (1988) suggested the following R2 values 

for endogenous latent variables:  0.02 (weak), 0.13 (moderate), 0.26 (substantial). 

 

 

3.6.3.4 Effect Size (ƒ²) 

 

Variables in a structural model may be affected by a variety of other variables as well. It is possible 

for the dependent variable to change if an independent variable is removed from the constructs. 

There is a change in the R-square of the model when an exogenous variable is removed, and this 

change is called the change in the F-square. Additionally, the size of the effect can range from very 

small (>=0.02) to medium (>=0.15) to large (>=0.35), as measured by the f-square (Cohen, 1988). 

 

 

3.6.3.4 Model’s Predictive Relevance: Q2 

 

Using Q-square, we can determine whether a model has predictive relevance at all (a score of > 0 

indicates a favorable model) (Hair et al. 2014).  Having a Q-square greater than zero indicates that 

values have been recreated accurately when the model is predictively relevant. Hence, the model 

has predictive relevance when the Q2 is greater than 0 to be considered predictive. 

 

 

3.6.4 Inferential Analysis 
 

By analyzing observations and analyses of samples, inferential statistics are used to draw 

conclusions about a population. Hence, by using and analyzing the sample data of 299 private 

university students in Malaysia, it is possible to understand the purchase intention toward buying 
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green products in students in private universities. The p-value and t-test are to determine whether 

the hypothesis is accepted or rejected. 

 

 

3.7 Conclusion 
 

In summary, chapter three describes the study's methodology. A quantitative research study was 

conducted in this study. Pilot tests were conducted prior to the real test. By distributing 

questionnaires to 333 university students from private universities, primary data is collected and 

after data screen only 299 respondents will run the data. Once the data has been collected, it is 

processed. Next, both descriptive and inferential analyses are performed on the data.  
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CHAPTER 4: DATA ANALYSIS 
 

 

4.0 Introduction 
 

An analysis and interpretation of the data collected via the 299-respondent questionnaire will be 

presented in this chapter. There are three sections that will be covered in this chapter. The first 

section is a descriptive analysis of Section A, the demographic profile in the questionnaire and the 

results will be illustrated by tables and graphs.  The second section will show the result of the 

measurement model and the structural model of the questionnaire constructs obtained using Smart 

PLS 4.0.. The third section will be an inferential analysis using an analysis of the results of p-

values and t-tests from Smart PLS 4.0. 

 

 

4.1 Descriptive Analysis 

 

 

4.1.1 Respondent Demographic Profile 

 

The 299 respondents are obtained for the demographic information (Section A) of the 

questionnaire are interpreted using descriptive analysis, the method used is frequency distribution. 

The method used for constructs (Section B and Section C) are central tendency. 

 

 

4.1.1.1 Age Group 

 

Table 4.1: Age Group 

 

Age Group Frequency  Percentage  

16-20 years old 200 66.88% 
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21-25 years old 96 32.11% 

26-30 years old 3 1% 

31- 35 years old 0 0 

Above 35 years old 0 0 

 

Source: Developed for the research. 

 

Figure 4.1: Group Age 

 

 

Source: Developed for the research. 

 

Firstly, the responses are categorised according on the age ranges to which they fall. Table 4.1 and 

Figure 4.1 show that 200 respondents, or 66.88% of the participants, are between the ages of 16 

and 20. Then, 96 or 32.11% of the participants, are between the ages of 21 and 25. Finally, out of 

all the participants, there 3 or 1% of the participants are between the ages of 26 and 30. Moreover, 

none of the participants fell over above 31 years old. 
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4.1.1.2 Education Level 

 

Table 4.2: Education Level 

 

Education Level Frequency Percentage  

Foundation or equivalent  109  36.45% 

Bachelor’s degree or 

equivalent  

188 62.88% 

Master or equivalent 1 0.33% 

Doctoral degree 1 0.33% 

 

Source: Developed for the research. 

 

Figure 4.2: Education Level 

 

 

Source: Developed for the research. 

 

Furthermore, the responses are classified according to the education level that they are pursuing. 

As shown in Table 4.2 and Figure 4.2, 62.88 % or 188 of the participants are perusing bachelor’s 
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degree. Then, 36.45%, or 109 of them, are pursuing foundation or equivalent. Finally, 2 

participants are pursuing master’s degree and doctoral degree respectively. 

 

 

4.1.1.3 Nationality 

 

Table 4.3: Nationality 

 

Nationality Frequency Percentage 

Malaysian 261 87.29% 

Non-Malaysian 38 12.72% 

 

Source: Developed for the research. 

 

Figure 4.3: Nationality 

 

 

Source: Developed for the research. 

 

According to table 4.3 and figure 4.3, 261 or 87.29% is Malaysian and 38 or 12.72% is non-

Malaysian. 
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4.1.1.4 Monthly Money Spend on Green Products  

 

 

Table 4.4: Monthly Money Spend on Green Products 

 

Monthly Money Spend on 

Green Products  

Frequency Percentage 

Have never bought a green 

product 

106 35.45% 

RM100 - RM300 177 59.20% 

RM300 - RM500 9 3.01% 

RM500 - RM800 2 0.67% 

RM800 - RM1000 5 1.67% 

 

Source: Developed for the research. 

 

Figure 4.4 Money Spend on Green Products 
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Source: Developed for the research. 

 

Lastly, table 4.4 and figure 4.4 show that 177 or 59.2% of the participants have spent between 

RM100 - RM300 on the green products monthly. 9 or 3.01% of the participants have spent between 

RM300 - RM500 on the green products monthly. 5 or 1.67% of the participants have spent between 

RM800 - RM1000 and 2 or 0.67% of the participants have spent between RM500 - RM800. 

However, there are 106 or 35.45% of participants answered never bought green product before. 

 

 

4.1.2 Central Tendencies Measurement of Construct 

 

 

4.1.2.1 Green Purchase Intention 

 

Table 4.5: Central Tendencies Measurement of Green Purchase Intention 

 

Questions Statement Sample Size, N Mean Standard 

Deviation 

GPI1 I will purchase 

green products 

for personal use. 

299 0.891 0.016 

GPI2 I am willing to 

purchase green 

products for 

personal use.  

299 0.883 0.016 

GPI3 
I will make an 

effort to purchase 

299 0.884 0.016 
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green products.  

 

GPI4 I will purchase 

green products in 

my next 

purchase. 

299 0.867 0.02 

 

Source: Developed for the research. 

 

First, statements related to green purchase intentions are analysed. The table 4.5 above shows that, 

GPI1 holds the highest mean value of 0.891, followed by that is GPI3, second highest mean of 

0.884. The third highest mean is GPI2 which has a mean value of 0.883, and the smallest mean is 

GPI4, which has a mean value of 0.867. In addition, all the statements except GPI4 have a standard 

deviation of 0.016, while GPI4 has a standard deviation of 0.02. 

 

4.1.2.2 Attitude 

 

Table 4.6: Central Tendencies Measurement of Attitude 

 

Questions Statement Sample Size, 

N 

Mean Standard 

Deviation 

A1 
Between green and 

convention products, I 

prefer green one. 

299 0.834 0.022 

A2 
I think that purchasing 

green products is 

299 0.886 0.016 
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favourable. 

 

A3 
I think that purchasing 

green products is a good 

idea. 

299 0.922 0.011 

A4 
I think green products that 

can reduce environmental 

damage are important. 

299 0.835 0.024 

 

Source: Developed for the research. 

 

Secondly, statements related to attitude are analysed. The table 4.6 indicates that A3 holds the 

highest mean value of 0.922, followed by that is A2, second highest mean of 0.886. The third 

highest mean is A4 which has a mean value of 0.835. The A1 has the smallest mean which has 

mean value of 0.867. However, the highest standard deviation, 0.024, is seen in A4. A1, with 

0.022, is the second highest, and A2, with 0.11, is the third highest. A3 has the least standard 

deviation, at 0.011. 

 

 

4.1.2.3 Subjective Norm 

 

Table 4.7: Central Tendencies Measurement of Subjective Norm 

 

Questions Statement Sample Size, N Mean Standard 

Deviation 



Factors Affecting Green Purchase Intention Among University Students 

Page 39 of 75 

 

SN1 Most people who are 

important to me think that 

I should purchase green 

products. 

299 0.873 0.018 

SN2 Most people who are 

important to me would 

support me purchasing 

green products 

299 0.857 0.017 

SN3 My family members think 

I ought to be purchasing 

green products. 

299 0.89 0.018 

SN4 My friends think I ought 

to be purchasing green 

products. 

299 0.897 0.014 

 

Source: Developed for the research. 

 

Thirdly, statements related to subjective norms are analysed. The table 4.7 above shows that SN4 

holds the highest mean value of 0.897, follow by that is SN3, second highest mean of 0.89. The 

third highest mean is SN1 which has the mean value of 0.873. The SN2 has the smallest mean 

which has mean value of 0.857. Although, SN4 has highest mean value, but it has the lowest 

standard deviation, which is 0.014. has the highest standard deviation, which is 0.024. The second 

highest of standard deviation is SN1 and SN3, which have 0.018. Follow by that is SN2, which 

has standard deviation of 0.017. 

 

 

4.1.2.4 Perceived Behavioral Control 

 

Table 4.8: Central Tendencies Measurement of Perceived Behavioral Control 
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Questions Statement Sample Size, N Mean Standard 

Deviation 

PBC1 I believe I have the ability 

to purchase green products. 

299 0.857 0.023 

PBC2  I have resources to 

purchase green products. 

299 0.883 0.016 

PBC3 
I have time to purchase 

green products. 

299 0.859 0.023 

PBC4 Green products are 

generally available in the 

shops where I usually do 

my shopping 

299 0.775 0.037 

 

Source: Developed for the research. 

 

Fourthly, statements related to perceived behavioral control are analyzed.  According to the table 

4.8 above, PBC2 holds the highest mean value of 0.883, follow by that is PBC3, second highest 

mean of 0.859. The third highest mean is PBC1 which has the mean value of 0.857. The PBC4 has 

the smallest mean which has mean value of 0.775. Despite, PBC2 has highest mean value, but it 

has the lowest standard deviation, which is 0.016. Furthermore, PBC4 has the largest standard 

deviation, which is 0.037. Follow by that is PBC1 and PBC3, which have same standard deviation 

of 0.023. 

 

4.1.2.5 Environmental Concern 

 

Table 4.9: Central Tendencies Measurement of Environmental Concern 
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Questions Statement Sample Size, N Mean Standard Deviation 

EC1 Major social changes are 

necessary to protect the 

natural environment.  

299 0.898 0.013 

EC2 I would be willing to 

reduce my consumption 

to help protect the 

environment. 

299 0.866 0.024 

EC3 Anti-pollution laws 

should be enforced more 

strongly. 

299 0.875 0.021 

EC4 I am concerned about the 

world’s current natural 

(environmental) situation. 

299 0.884 0.020 

 

Source: Developed for the research. 

 

Lastly, statements related to environmental concern are analyzed.  According to the table 4.9 

above, EC1 holds the highest mean value of 0.898, follow by that is EC4, second highest mean of 

0.884. The third highest mean is EC3, which has the mean value of 0.875. The EC2 has the smallest 

mean which has mean value of 0.775. Although, EC1 has highest mean value, but it has the lowest 

standard deviation, which is 0.013. Furthermore, despite EC2 has the highest standard deviation, 

which is 0.024, but it has smallest mean. Follow by that is EC1 and EC3, which have standard 

deviation of 0.013 and 0.021 respectively. 
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4.2 Assessment of Measurement Model 
 

Figure 4.5: Measurement Model 

 

 

 

Source: Developed for the research. 

 

 

4.2.1 Reliability and Convergent Validity 
 

Table 4.10: Reliability and Validity Tests 

 

Constructs Items Loadings Composite 

Reliability  

AVE 
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A A1 0.835 0.898 0.758 

 A2 0.887   

 A3 0.922   

 A4 0.836   

EC EC1 0.898 0.91 0.779 

 EC2 0.868   

 EC3 0.877   

 EC4 0.886   

GPI GPI1 0.891 0.904 0.777 

 GPI2 0.883   

 GPI3 0.884   

 GPI4 0.867   

PBC PBC1 0.858 0.872 0.715 

 PBC2 0.883   

 PBC3 0.86   

 PBC4 0.777   

SN SN1 0.874 0.904 0.774 

 SN2 0.858   

 SN3 0.89   

 SN4 0.897   

 

Source: Developed for the research. 

 

Factor loadings should be accepted at a level of 0.70, as recommended by (Alolayyan et al., 2018). 

As shown in the table, AVE and composite reliability were higher than recommended values of 

0.70 and 0.50, respectively, by (Alolayyan et al., 2018). As a result, the model met all thresholds 

of construct validity and reliability, all constructs are valid and reliable. In addition, based on Hair 

et al. (2014), the constructs are considered very reliable as the table showed is less than 0.95 but 

greater than 0.8. 
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4.2.2 Discriminant Validity Assessment  
 

Table 4.11: Discriminant Validity Test (HTMT values) 

 

 

 

 

 

 

 

 

Source: Developed for the research. 

 

A comparison of the HTMT values in this study, Table 4.11, reveals that all values are less than 

0.90 (Hair et al., 2018), indicating that latent variables in the study have good discriminant validity. 

 

 

4.2.3 Collinearity Test 
 

Table 4.12: Collinearity Test (VIF values) 

 

Constructs GPI 

A 2.902 

EC 1.811 

PBC 1.828 

SN 2.178 

 

Source: Developed for the research. 

 

 All VIF values are less than 5 indicates a low correlation of that predictor with other predictors. 

According to Table 4.12, the constructs have lower than 5. 

 

Constructs  A EC GPI PBC 

A     

EC 0.716    

GPI 0.764 0.616   

PBC 0.705 0.61 0.707  

SN 0.8 0.523 0.794 0.641 
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4.3 Assessment of Structural Model 
 

 

4.3.1 Coefficient of Determination (R²) 
 

Table 4.13: 𝑅2 Assessment 

 

Construct R-Square Effect 

GPI  0.623 Substantial 

  

Source: Developed for the research. 

 

Cohen (1988) suggested the following  𝑅2 values for endogenous latent variables:  0.02 (weak), 

0.13 (moderate), 0.26 (substantial), The R-square of endogenous variable in the research model 

has substantial effect shown in Table. This means that 62.3% change in GPI can explained by 

A,EC, PBC, and SN. The remaining 37.7 % of the variation in purchasing green product among 

university students in private university is explained by other relevant factors. 

 

 

4.3.2 Effect Size (ƒ²) 
 

Table 4.14: 𝐹2 Assessment 

 

Constructs GPI Effect 

A 0.027 Small 

EC 0.029 Small 

PBC 0.065 Small 

SN 0.203 Medium 

 

Source: Developed for the research. 
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According to Cohen (1988), the size of the effect of F-sqaure can range from very small (>=0.02) 

to medium (>=0.15) to large (>=0.35). The table above shown that all exogenous variables have 

small effect size, except SN, which has medium effect size. This means that A, EC, and PBC have 

small effect on dependent variable when remove from model. While, SN has medium effect on 

dependent variable when remove from the model. 

 

 

4.3.2 Model’s Predictive Relevance: Q2 

 

Table 4.15: 𝑄2 Assessment 

 

Construct 𝑄2 Predict Effect 

GPI 0.606 Large 

 

Source: Developed for the research. 

 

A Q-square greater than zero indicates that the model is predictively relevant. The study's model 

can be considered relevant based on the result above. Hair et al (2014). 

 

 

4.4 Inferential Analysis 

 

4.4.1 Hypothesis Testing 

 

Table 4.16: Hypothesis Testing Results 

 

Hypothesis Descriptions Beta 

Value 

Std_Error T_values P_values Decision 

H1 A-> GPI 0.172 0.079 2.1762 0.03 Accepted 

H2 SN-> GPI 0.408 0.066 6.177 0 Accepted 

H3 PBC-> GPI 0.313 0.059 3.624 0.008 Accepted 
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H4 EC-> GPI 0.14 0.053 2.633 0.03 Accepted 

 

Source: Developed for the research. 

 

According to Hair et al. (2016), coefficient nearer to positive 1 suggesting a strong positive link, 

and a coefficient nearer to negative 1 indicating a strong negative relationship. Based on the table 

4.16 above, PBC has strongest link with green purchase intention because it has the nearest beta 

value to positive 1, which is 0.408. The weakest link is environmental concern and green purchase 

intention, which has beta value of 0.14. 

 

 Moreover, to assess the relationships between the variables, six hypotheses were proposed. The t- 

value should be greater than 1.96, and p-value less than 0.05 (5% significance), the alternative 

hypothesis should be accepted. Based on the p-value results of this research, hypotheses H1, H2, 

H3, and H4 were supported. Due to these three findings supported the hypotheses H1 (H1: β = 

0.172, t =2.1762, ρ = 0.03), H2  (H2:  β = 0.408  t = 6.177 ρ = 0) , H3 (H3: β = 0.313,  t =3.624, 

ρ=0.008) and H4 (H4: β = 0.053,  t =2.633, ρ=0.03) as stated in Table 4.16. As a result of the 

study, perceived behavioral control, attitude, subjective norm, environmental concern positively 

correlated with green purchase intention. 

 

 

 

 

4.5 Conclusion 

 

In conclusion, to perform data analysis, the study used descriptive analysis to summarize the data 

from the respondents and assess the measurement model to test out the model has no issue on its 

reliability and validity. Besides, this study used p-values in descriptive analysis to shows that all 

hypotheses are accepted. 
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CHAPTER 5: DISCUSSION, CONCLUSION AND 

IMPLICATIONS 
 

 

5.0 Introduction 

 

A more thorough review of the results from chapter four is given in chapter 5. This chapter first 

addresses the reasoning behind these findings. Second, some recommendations for applications of 

the findings are provided. Finally, the limitations of this study and recommendations for further 

research are addressed. 

 

The results of the study are examined and interpreted in this chapter.. The results are analysed and 

presented in accordance with the study's objectives. This chapter provides a more comprehensive 

discussion of the findings in chapter four and discusses why these results are obtained. The findings 

are discussed, and recommendations are provided to help marketers better understand consumer 

green behavior intentions. Moreover, this chapter discussed the limitations of the study and future 

research suggestions. 

 

 

5.1 Discussion on Major Findings 
 

In this section, it summarizes the major findings and analyzes them in more detail. The findings 

are discussed one by one and a summary of the results of hypotheses testing. 

 

 

5.1.1 Summary of Statistical Analysis  
 

Table 5.1: Hypothesis Testing Results 

 

Hypothesis Description Beta Value Std_Error T_values P_values Decision 
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s 

H1 A-> GPI 0.172 0.079 2.1762 0.03 Accepted 

H2 SN-> GPI 0.408 0.066 6.177 0 Accepted 

H3 PBC-> GPI 0.313 0.059 3.624 0.008 Accepted 

H4 EC-> GPI 0.14 0.053 2.633 0.03 Accepted 

 

Source: Developed for the research. 

 

Based on table 4.16, perceived behavioral control, attitude, subjective norm, environmental 

concern has positive relationship with green purchase intention. 

 

 

5.1.2 Attitude towards Green Purchase Intention 
 

𝐻1: There is a positive relationship between attitude and green purchase intention. 

 

A positive relationship was found between attitude and green purchase intention among Malaysian 

and International university students of the Private universities in Malaysia, according to 

inferential analysis in this study. As such, this finding is in line with earlier research like Arli et al. 

(2018), and Chaudhary & Bisai (2018), and Choi & Johnson (2019).  

 

The findings of this study indicate that university students’ consumption behavior is influenced by 

their positive attitude towards the environment. It appears that individuals who are genuinely 

concerned about the environment will purchase green products with a positive intention to reduce 

further damage to the environment. In general, a consumer's moral obligation to conserve the 

environment generates this automatic response. Green product attitudes refer to how individuals 

evaluate green products positively or negatively (Mamun, Mohamad, et al., 2018).. Positive 

attitudes are frequently linked to the conviction that green products provide a range of advantages, 

including reduced environmental impact. If students believe these benefits exist, they are more 
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likely to plan to purchase green products. In conclusion, they do think that buying environmentally 

friendly products will benefit them more than buying conventional ones. 

 

 

5.1.3 Subjective Norm towards Green Purchase Intention 
 

𝐻2: There is a positive relationship between subjective norms and green purchase intention. 

 

Inferential analysis in this study revealed a positive relationship between green purchasing 

intention and subjective norm among Malaysian and international university students at private 

universities in Malaysia.. As such, this finding is in line with earlier research like Arli et al. (2018), 

Paul et al. (2016), and Teng et al. (2018).  

 

The inferential analysis shows that families and friends play an important role in stimulating 

university purchase decisions toward green products. This could be because students can receive 

direct recommendations or encouragement to buy green products from their friends and family. 

They might talk about their positive experiences using these items and provide information about 

their advantages, building credibility and trust that could affect the student's choice. Furthermore, 

values and beliefs are largely shaped by a person's family, in particular. Students who grew up in 

environmentally conscious homes might be more appreciative of green products and more 

motivated to make sustainable decisions. In conclusion, subjective norms do play an important 

role in influencing students’ purchasing intentions. 

 

 

5.1.4 Perceived Behavioral Control Towards Green Purchase Intention 
 

𝐻3: There is a positive relationship between perceived behavioral control and green purchase 

intention. 

 

According to inferential analysis in this study, there was a positive relayionship between perceived 

behavioral control and green purchasing intention among Malaysian and international university 
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students at private universities in Malaysia.  As such, this finding is in line with earlier research 

like Arli et al. (2018), Paul et al. (2016), and Teng et al. (2018).  

 

Nowadays, online shopping is convenient and it's easy to access from different countries. Students 

can find any kind of green products with different prices on online platforms, and they can easily 

pay by simply clicking. Therefore, if people think it's easy to buy green products, they're more 

likely to plan to buy them. Apart from that, many university students would do part-time jobs to 

get extra pocket money. Thus, this gives them ability to purchase green products.  

 

 

5.1.5 Environmental Concern towards Green Purchase Intention 
 

𝐻4: There is a positive relationship between environmental concern and green purchase intention. 

 

A positive relationship was found between environmental concern and green purchase intention 

among Malaysian and International university students of Private universities in Malaysia, 

according to inferential analysis in this study. As such, this finding is in line with earlier research 

like Choi & Johnson (2019), Maichum et al. (2016), and Prakash and Pathak (2017). In addition, 

consumers who have concerns about environmental problems are more likely to pay more (Bang 

et al., 2000) as well as to purchase green products (Kim & Choi, 2005). According to Choi & 

Johnson (2019), environmentally conscious students believe their purchase decisions can have a 

positive impact on the environment, and also have a positive attitude toward green products. 

 

 

5.2 Implications of the Study 
 

 

5.2.1 Managerial Implication  
 

The findings of this study can be useful for marketers who attempt to promote green products. 

Subjective norms have proved that it has a positive relationship with green purchase intention. 
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Marketers can create positive customer perceptions about green products and consumption by 

utilising celebrity endorsements in their green initiatives. For example, celebrities are often active 

on social media and online communities, where they can discuss about the importance of 

environmental sustainability and the benefits of green products. These platforms can serve as 

sources of subjective norms, as students may be influenced by the attitudes and behaviors of 

influencers and celebrities who promote green products. Thus, applying green marketing in 

advertising and promotion is necessary to increase the level of subjective norms and attitudes, 

increasing the possibility of consumers choosing to buy green products. 

 

As perceived behavior control has proved that it has a positive relationship with green purchase 

intention Moreover, to make green products more appealing to consumers, marketers and firms 

need to provide them with reliable information. Effective information can enhance consumers' 

confidence in their buying abilities and help them make better decisions. In the future, consumers 

are more likely to make green purchases if they are aware of the benefits that green purchasing 

practices have for the environment. 

 

Furthermore, environment concern proved to have positive relationship with green purchase 

intention. 

 

 

5.3 Limitations of the Study 
 

Some limitations exist in this study.  Firstly, in this study, data is collected using a questionnaire. 

However, questionnaire often use closed-ended questions with predetermined response options. 

This structure might restrict the breadth of knowledge, making it difficult for researchers to 

understand the intricate and subtle nuances of participants' views and behaviours. In addition, this 

study is based on self-reports of current behaviour and perceptions from university students. As a 

result, it might cause perception to be overestimated or underestimated, which would have a 

significant effect on the outcomes. The findings may yet provide an analytical generalisation that 

will guarantee a noteworthy contribution to the field. 
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Secondly, findings from this study are only generalizable within the context of this population. It 

may not really reflect the general situation of all Malaysians and international university students 

in Malaysia. Moreover, the findings do not reflect other demographic like fully employed citizens. 

 

Thirdly, green purchase intentions can also be influenced by other variables, such as environmental 

initiatives or green marketing. Potential confounding variables could result from the study's failure 

to account for these outside influences. Environmental sustainability-focused university curricula 

may also have outside influences on students. These programs could improve students' 

understanding of environmental issues and have an impact on their attitudes and intentions towards 

making green purchases. 

 

 

5.4 Recommendations for Future Research 
 

The quantitative technique was able to analyze how factors affected customers' intentions to buy 

green products, but it was unable to provide a satisfactory explanation for the occurrence. To better 

understand the factors that underlie the correlations between variables and green purchasing 

behavior, a qualitative study technique is helpful. 

 

Furthermore, the research could use a larger sample size, and select specific green products like 

sustainable shoes and metal straws in the future. Moreover, the research can compare two 

occurring in different regions of Malaysia will allow the researcher to gain a deeper understanding 

of the impact of environmental attitudes on certain green product purchases. 

 

 

5.5 Conclusion 
  

In conclusion, this chapter has covered the major findings and their implications for the marketing 

sector. Furthermore, the chapter has addressed the limitations of this study and suggested 

recommendation for further research. 
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APPENDICES 

 

 

Appendix A: Survey Questions 

 

 

Dear Respondent, 

I am Lim Rui Wen, a final year student from Universiti Tunku Abdul Rahman (UTAR), pursuing 

Bachelor of International Business (Honours) and currently conducting my final year research 

project. The aim of the research questionnaire is to study the factors affecting purchase intention 

towards green products among the private universities’ students. 

 

This questionnaire consists of three sections which are Section A, Section B, and Section C. Please 

answer all the questions. It should take around 5 minutes to complete this survey. All the answers 

will be kept strictly private and confidential. Thank you for your kind co-operation. 

 

Please be informed that in accordance with Personal Data Protection Act 2010 (PDPA) which 

came into force on 15 November 2013, Universiti Tunku Abdul Rahman (UTAR) is hereby bound 

to make notice and require consent in relation to collection, recording, storage, usage and retention 

of personal information. If you have any enquiries, please do not hesitate to contact: Lim Rui Wen 

(ruiwen110@1utar.my.) 

 

 

Acknowledgment of Notice 

o I have been notified by you and that I hereby understood, consented and agreed per UTAR. 

o I disagree, my personal data will not be proceed. 

 

 

Data Screening 

Are you a university student? 

o Yes 

o No ( End of the Survey) 
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SECTION A: Demographic Information 

 

1.Age 

( ) 16-20 years 

( ) 21-25 years 

( ) 26-30 years 

( ) 30-35 years 

( )  Above 35 years  

 

2. Education Level 

( ) Foundation or equivalent 

( ) Bachelor degree or equivalent 

( ) Master degree or equivalent 

( ) Doctoral degree 

 

3. Nationality 

( ) Malaysian 

( ) Non-Malaysian 

 

4. How much money do you spend on green products per month 

(  ) I have never bought a green product before 

(  ) Less than RM100 

(  ) RM100 – RM300 

(  ) RM300 – RM500 

(  ) RM500 – RM800 

(  ) RM800 – RM1000 

(  ) Above RM1000 
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SECTION B: Construct Measurement - Dependent Variable 

 

This section is seeking your opinion regarding the factors that affect purchase intention 

toward green products. Please indicate the extent to which you agree or disagree with each 

of the following statements. Kindly choose the most appropriate option. 

 

Strongly 

Disagree (SD) 

Disagree (D) Neutral (N Agree (A) Strongly Agree 

(SD) 

1 2 3 4 5 

 

 

 

Green Purchase Intention SD D N A SD 

 1 2 3 4 5 

1. I will purchase green products for personal use.      

2. I am willing to purchase green products for 

personal use. 

     

3. I will make an effort to purchase green products.      

4. I will purchase green products in my next 

purchase. 

     

 

 

 

SECTION C: Construct Measurement – Independent Variables 

 



Factors Affecting Green Purchase Intention Among University Students 

Page 74 of 75 

 

Attitude SD D N A SD 

 1 2 3 4 5 

1. Between green and conventional products, I 

prefer green one. 

     

2. I think that purchasing green 

products is favourable. 

     

3. I think that purchasing green 

products is a good idea. 

     

4. I think green products that can 

reduce environmental damage are 

important. 

     

 

 

Subjective Norm SD D N A SD 

 1 2 3 4 5 

1. Most people who are important to me think that 

I should purchase green products. 

     

2. Most people who are important to me would 

support me purchasing green products. 

     

3. My family members think I ought to be 

purchasing green products. 

     

4. My friends think I ought to be purchasing green 

products. 

     

 

 

Perceived Behavioural Control SD D N A SD 

 1 2 3 4 5 

1. I believe I have the ability to purchase green 

products. 
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2. I have resources to purchase green products.      

3. I have time to purchase green products.      

4. Green products are generally available in the 

shops where I usually do my shopping. 

     

 

 

Environment Concern  SD D N A SA 

 1 2 3 4 5 

1. I am concerned about the world’s current natural 

(environmental) situation. 

     

2.  Major social changes are necessary to protect 

the natural environment. 

     

3. I would be willing to reduce my consumption to 

help protect the environment. 

     

4. Anti-pollution laws should be enforced more 

strongly. 

     

 

 

 

 

 


