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Resumo
Devido às ações irresponsáveis do ser humano, o planeta está a chegar a um ponto de rutura.
Contudo, assim como fomos os criadores desse problema, também podemos ser a solução. O
consumo verde tem provado ser uma forma eficaz de minimizar o impacto negativo do consumo
no meio ambiente. A investigação relacionada com o comportamento de consumo verde em
Portugal ainda é escassa. Desta forma, o presente estudo utilizou uma versão alargada da Teoria
do Comportamento Planeado, na qual foram incluídos dois construtos adicionais (Valor
Percebido e Disposição de Pagar um Prémio), para medir a intenção e o comportamento de
compra verde do consumidor.

Os consumidores mostram interesse e preocupação com o meio ambiente e as suas atitudes são
na sua maioria positivas, no entanto, os padrões de comportamento muitas vezes não são
consistentes com as atitudes/intenções. Assim, pretende-se investigar as inconsistências no
comportamento do consumidor e analisar quais os determinantes mais relevantes na intenção
do comportamento relativamente aos consumidores portugueses. O método de inquérito por
questionário foi utilizado para recolher dados de 605 consumidores portugueses através de um
questionário online, no qual os dados foram posteriormente analisados através do IBM SPSS e
AMOS. Os resultados identificaram o Valor Percebido e a Atitude como os determinantes de
maior impacto na intenção de compra e, consequentemente, no comportamento de compra de
produtos verdes. As inconsistências abordadas, neste estudo de caso, não puderam ser
devidamente estudadas, uma vez que os resultados não foram dotados dessas inconsistências
que muitas vezes são comuns nessas áreas de estudo.

Palavras-chave: Produtos Verdes, Teoria do Comportamento Planeado, Valor Percebido,
Disposição de Pagar um Prémio, Intenção de Compra

JEL Classification System:
D91 - Role and Effects of Psychological, Emotional, Social, and Cognitive Factors on Decision
Making
Q56 - Environment and Development • Environment and Trade • Sustainability •
Environmental Accounts and Accounting • Environmental Equity • Population Growth
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Abstract
Due to the irresponsible actions of the human being, the planet is reaching a breaking point.
However, just as we were the creators of this problem, we can also be the solution. Green
consumption is proved to be an effective way to minimize the negative impact of consumption
on the environment. The research related to green consumption behaviour in Portugal is still
scarce. Considering this, the present study used an extended version of the Theory of Planned
Behaviour, in which it was included two additional constructs (Perceived Value and
Willingness to Pay Premium), to measured consumer green purchase intention and behaviour.

Consumers show interest and concern for the environment and their attitudes are mostly
positive, however, behaviour patterns are often not consistent with the attitudes/intentions.
Therefore, it is intended to investigate the inconsistencies in consumer behaviour and analyse
which are the most relevant determinants of behaviour intention regarding the Portuguese
consumers. The questionnaire survey method was used to collect data from 605 Portuguese
consumers via an online questionnaire, in which the data was then analysed through IBM SPSS
and AMOS. The results identified Perceived Value and Attitude as the determinants that have
the greatest impact on the purchase intention and, consequently, on the purchase behaviour of
green products. The inconsistencies addressed, in this case study, could not be properly studied
since the results were not endowed with those inconsistences that are often common in these
areas of study.

Keywords: Green Products, Theory of Planned Behaviour; Perceived Value, Willingness to
Pay Premium, Purchase Intention

JEL Classification System:
D91 - Role and Effects of Psychological, Emotional, Social, and Cognitive Factors on Decision
Making
Q56 - Environment and Development • Environment and Trade • Sustainability •
Environmental Accounts and Accounting • Environmental Equity • Population Growth
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Glossary
ATT - Attitude
BB - Behavioural Belief
CB – Control Belief
H - Hypotheses
MC – Motivation to Comply
NB – Normative Belief
OE - Outcome Evaluation
PBC – Perceived Behaviour Control
PI – Purchase Intention
PB – Purchase Behaviour
PP – Perceived Power
PV – Perceived Value
SEM - Structural Equation Modelling
SN – Subjective Norm
TPB – Theory of Planned Behaviour
TRA – Theory of Reasoned Action
UN – United Nations
WPP – Willingness to Pay Premium
WTP – Willingness To Pay
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CHAPTER 1

Introduction
We live in a culture in which consumerism defines our idea of what a good life is. Our society
promotes a consumerist lifestyle, in which people’s happiness is largely linked to material
goods. If we think about previous generations, it’s easy to assess that today’s basic needs are
vastly higher than in the past. According to the Australian Academy of Science1, we have
consumed more resources in the last 50 years than all mankind before us.
The ongoing technological and industrial revolution played an important role for this
change, since it has had an impact on the quality of life and transformed the way resources are
consumed and produced (Akehurst, Afonso, & Gonçalves, 2012). Consequently, with this
change, there will always be a tendency to increase consumption, however, if part of this
consumption is diverted to green products, it is possible to reduce the environmental effects of
consumption. Several studies have revealed that unreasonable consumption habits and patterns
were significant factors to the environment, causing almost 40% of environmental degradation
(Zhang, Fan, Zhang, & Zhang, 2019).
Over-consumption is one of the main factors responsible for the destruction of the
environment, making the consumption of green products crucial to sustainable development
(Wu & Chen, 2014). Of course, the ideal is also to reduce and reuse, but the act of purchase
will always be present, so it is important to buy in a in a sustainable and conscious way.
Consumers have the responsibility of protecting the environment by choosing to buy
environmentally friendly products over goods that harm the environment. Also, consumers
should adopt a proactive attitude and put pressure on governments and organizations with
regard to their ethical and socio-environmental responsibility.
The consumer is therefore a key player as it has the power to influence other stakeholders
and thus expand the good of their action. A good example is that, if a company sells a product
of its choice, but the consumer does not buy, it will be forced to withdraw it from the market in
order to avoid losses. On the other hand, if there is a considerable demand for green products
and there is still no supply from the companies, they will perceive this new trend as a market

1

https://www.science.org.au/curious/earth-environment/population-environment
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opportunity and possible competitive advantage, and so will respond to demand. Even if many
do not want to join will be forced to do so in order to not lose market share.
Stakeholders such as governments and manufacturers also play a fundamental role.
According to Wu and Chen (2013), the government have the mission to spread awareness and
educate people about the ill effects of goods that harm the environment, just as manufacturers
have a responsibility to lessen their impact on the environment by producing more sustainably
and choosing to deliver environmentally friendly products to the market.
Following this line of reasoning, it is possible to conclude that human behaviour is
intrinsically related to the environmental problems we are struggling nowadays (Baca-Motes,
Brown, Gneezy, Keenan, & Nelson, 2013). It therefore becomes critical to study the behaviour
of individuals in more depth, to understand what moves them or what stops them, to find an
effective way to modify harmful behaviours for others more environmentally friendly.
According to Steg and Vlek (2009), individuals can have an enormous impact in achieving
long-term environmental sustainability, through the adoption of pro-environmental behaviour
patterns.
To move towards sustainability, Paul, Modi and Patel (2016) suggested motivating
consumption of green products among customers. However, companies will only act in this
direction if they first understand the needs of consumers. It is common knowledge, that human
behaviour is quite complex, so there are many variables to consider and discrepancies to
understand. Peattie (2001) indicated that each customer have divergent preferences towards
different attributes of an eco-friendly product, and it is very challenging to correlate attributes
of green consumer with customers’ demographic characteristics.
However, the real problem that still raises many doubts today is the discrepancy between
the intention to purchase green products and the actual behaviour of the purchase. As widely
postulated on social psychology literature, attitudes guide human behaviour (Arli, Tan,
Tjiptono, & Yang, 2018; Bredahl, 2001). Multi-attribute models, such as the Theory of
Reasoned Action (Fishbein & Ajzen, 1975) and the Theory of Planned Behaviour (Ajzen 1985,
1991, 2005), hypothesised that attitudes affect people’s intentions to perform a certain
behaviour, and intentions, as a result, impact the behaviour (Petty, Unnava, & Strathman, 1991).
Consumers have shown a positive attitude towards environmental protection, having even
expressed their demand for green products to organizations (Joshi & Rahman, 2015).

2

In recent years, the number of individuals willing to buy green products has been
increasing, however, the evidence does not suggest that the purchase of green products has
increased (Joshi & Rahman, 2015). Even consumers with an environmental concern and a
positive attitude towards sustainability and green products, end up neglecting environmental
considerations in their purchasing decisions, ignoring the environmental impacts of their
purchases (Mohr, Webb, & Harris, 2001).
Looking at the literature, it is possible to understand that even the most recent researchers
have just started to explore the factors that help explain the green consumption behaviours
(Nguyen, Nguyen, & Hoang, 2019). The focus of many of these studies, however, fell only on
intention (Hanss, Böhm, Doran, & Homburg, 2016; Liu, Qu, Lei, & Jia, 2017). In order to
respond to the needs imposed by further research on actual behaviour, others began to
investigate the antecedents, that range from culture and values (Dietz, Fitzgerald, & Shwom,
2005; Pepper, Jackson, & Uzzell, 2009), sociodemographic characteristics (Diamantopoulos,
Schlegelmilch, Sinkovics, & Bohlen, 2003; Laroche, Bergeron, & Barbaro‐Forleo, 2001), to
attitudes, subjective norms, perceived control and intention (Paul et al., 2016; Wu & Chen,
2014).
Several models were employed to explain consumption behaviour, in which the Theory of
Reasoned Action and its extension, the Theory of Planned Behaviour, were the most applied
and provided solid results (Ceglia, Lima, & Leocádio, 2015; Hanss et al., 2016). The “attitudebehaviour” gap was a recurring theme in this line of research, which reflects the fact that
“environmental knowledge and strongly held pro‐environmental values, attitudes, and
intentions frequently fail to translate into green purchasing and other pro‐environmental
behaviour in practice” (Peattie, 2010, p. 213). This gap is not an isolated event, having already
been observed in several countries (Durif, Roy, & Boivin, 2012; Young, Hwang, McDonald, &
Oates, 2009), which has led scholars to ask for further research in order to better understand the
gap and close it.
This study attempts to make several contributions to the literature, by developing a
conceptual framework based on the theory of planned behaviour (Ajzen, 1991). First, the
results of this study pretend to help explain the attitude-behaviour gap in the context of green
consumption behaviour. Second, it is intended to contribute to the literature regarding the gap
between intention and behaviour in general. Studies on consumer behaviours generally consider
the intention to be the same or at least highly correlated with actual behaviour (Ajzen &
3

Fishbein, 2005). Nevertheless, there is always a gap between intention and actual behaviour, a
phenomenon called as “literal inconsistency”. This concept is defined as the failure to act in
accordance with the stated intention (Ajzen & Fishbein, 2005, p. 178). This study tries to
highlight the determining role of intention in explaining behaviour, and at the same time try to
explain the theoretical inconsistency, at least in green consumption.
Thirdly, this study also seeks to increase knowledge about the country of study, namely
Portugal. Although this is a theme that is widely explored internationally, Portugal presents few
studies made in this regard (Akehurst et al., 2012; Gonçalves, Menezes, & Marques, 2015;
Marques & Almeida, 2013; Oliveira-Brochado, Oliveira-Brochado, & Caldeira, 2015; Paço &
Raposo, 2008 e 2009). Despite the increased awareness and consequently increased sales of
this type of product, there is still a large gap between consumers claim to be willing to purchase
environmentally sustainable goods and services and the actual behaviour (Chang, 2011).
To accomplish that, it will be use an extended version of the Theory of Planed Behaviour
developed by Yadav and Pathak (2017). This is an extensively used theory in the purchase
intention for green products, in which it proved to be a solid model with a good predictive
power and is also a flexible model as it allows adding variables to suit the theme of the study
and its needs. Empirical results have proved that this theory is suitable for green consumption
(Ceglia et al., 2015; Nguyen et al., 2019).
Concerns regarding environmental problems have grown considerably and are today one
of the most discussed topics worldwide. To overcome this problem requires the commitment of
all, so consumers need to assume this responsibility and consequently change their consumption
behaviour to one that is more sustainable. My thesis intends to follow this new trend and to
understand it more deeply. Therefore, this research aims to answer the following questions:
What are the determinants that most affect Portuguese consumers in their intention to purchase
green products? Why Portuguese consumers may have an intention to purchase green products
but then do not engage in the actual behaviour?
In order to answer these questions, the study was structured as follows:
➢ Introduction, in which the problem to be studied will be introduced, as well as the
objectives of the study, the research gap and the research questions;
➢ Literature Review, exposing all the relevant topics for this research by presenting past
studies to support the present study. It will also be addressed the model used and its
4

variables to be later applied in a questionnaire. This chapter will therefore be the basis
of this work, in which it will provide all the information necessary to proceed with the
study;
➢ Methodology, which will explain all the steps from data collection to analysis of results;
➢ Results and Discussion, in which statistical data and analysis will be presented,
validating the model's reliability and which were the most significant determinants;
➢ Conclusions, explaining the implications of the results previously presented and the
limitations, stating recommendations for further research in the field.

5
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CHAPTER 2

Literature Review
2.1.

Theoretical Framework

2.1.1. Background on Environmental Problems
Everything we do affects the world around us; however, it was not always with today's
magnitude. The Earth's landscape underwent in a major change with the industrial revolution,
as it changed the foundations of an agricultural society and placed it on the path of modern
economic development (Steinberg, 1986). The relationship between humankind and nature was
deeply affected, marking a new and significant chapter in the earth’s environmental history.
The environmental concerns started in the 1960s, regarding air and water pollution from
factories and dense urban living conditions, which quickly evolved into a variety of other
conditions such as soil erosion, pesticide contamination, deforestation, loss of biodiversity
(Dunlap & Jorgenson, 2012; Lu, Bock, & Joseph, 2013). Gradually, they’ve merged into
environmental problems as we know it today. At that time, thought was focused on growing as
much, and as fast, as possible, disregarding the potential impact on the environment and even
humans itself.
In 1987, World Commission on Environment and Development has linked environment
protection with global development, by recognizing sustainable development as the
“development that meets the needs of the present without compromising the ability of future
generations to meet their own needs” (Stenzel, 2010, p. 1). Five years later, the United Nations
convened an international Conference on the Human Environment in Stockholm, that marked
a turning point in the development of international environmental politics. This was the first
world conference to make the environment a major issue. This conference marked the first
global summit to consider human impacts on the environment and the first major attempt in
placing the need to reconcile economic development with environmental protection, which
despite being considered incompatible so far, has been successful (Purvis, Mao, & Robinson,
2019).
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The year 1992 registered another United Nations Conference, on Environment and
Development, in Rio de Janeiro, in which Europe was already following the political trends
with the foundation of important "Green Parties" and the environmental problems were now
considered a prominent issue for citizens and governments around the world (Dunlap &
Jorgenson, 2012).
Although several initiatives were taken, during the 70s, 80s and 90s, with the purpose of
increase environmental awareness, proved to be insufficient. Our new lifestyle has proved to
be incompatible with our planet's present capacity. The environment is constantly being
damaged due to various economic activities and consumption patterns (Haake & Seuring,
2009). Humanity first saw ecological deficit in the early 1970s, now, in 2019, humanity is using
nature 1.75 times faster than our planet's ecosystems can regenerate. According to Global
Footprint Network2, an international sustainability organization, more than 80 percent of the
world’s population lives in countries that are running ecological deficits, using more resources
than what their ecosystems can renew.
It is important to understand that the natural resources depletion has a secondary and
durable effect in the environment beyond what was expected from the immediate
overexploitation of those resources. Indeed, a product’s environmental impacts generally occur
through using natural resources during the life cycle of the product, from cradle (from the
extraction of raw materials from the earth to manufacturing) to grave (after it has been discarded
by the consumer). Thus, well-designed operations and products cost less to elaborate, use less
energy and natural resources. They are better incorporated into the communities and they are
also less likely to contribute to health and environmental problems, and more likely to enhance
productivity in a sustainable way.

2.1.2. Green Products
Green Product can be defined as a product that meets the consumer needs while preventing or
reducing environmental impact and thus contributes to a more sustainable world (Joshi &
Rahman, 2015). These are made of materials that are safer for the environment, recyclable and
do not require as much packaging (Chan & Chai, 2010). Organic products, energy efficient

2

8

https://www.footprintnetwork.org/

lightbulbs, herbal products, eco-friendly washing machine are some of the many examples of
green products.
Green products are designed to have the least environmental impact during production and
consumption. This phenomenon is possible by conserving energy or resources and by reducing
or eliminating the use of toxic substances, pollution and wastes (Esmaeilpour & Bahmiary,
2017). The green concept can be extended to practically all stages of procuring raw materials,
production, storage, packaging, shipping, and product distribution (Marques & Almeida, 2013).
In short, a green product is a product that was designed to minimize the environmental impact
during its life cycle (Noor, Masuod, Said, Kamaruzaman, & Mustafa, 2016).
According to Schlegelmilch., Bohlen, and Diamantopoulos (1996), green products could
be divided into 5 categories, namely general green products, recycled paper products, products
not tested on animals, environmentally friendly detergents, organically-grown fruit and
vegetables, ozone-friendly aerosols and energy-efficient products.

2.1.3. Green Consumer
Today's consumers are increasingly aware about the environmental and social problems we face
(Aitken, Watkins, Williams, & Kean, 2020; Chen & Chang, 2013; Yue, Sheng, She, & Xu,
2020). This awareness made people start to worry about the environment which led to a new
type of consumer who expresses their concerns at the time of purchase. These consumers are
called green consumers (Esmaeilpour & Bahmiary, 2017).
Green consumers are people who are characterized by a concern for the environment and
who have developed a more responsible attitude towards protecting the environment and,
therefore, at the time of purchase, they choose products with minimal impact on the
environment (Chen & Hung, 2016; Lu et al., 2013). That is, they examine the impact of the
production and consumption process of the products on the environment to make the most
conscious and environmentally friendly choice. Although the environment is a concern, these
consumers also consider whether the products offers them benefits as well (Montague &
Mukherjee, 2010; Ottman, Stafford, & Hartman, 2006; Schuitema & Groot, 2014).

9

This type of consumer is more demanding, it is not enough to buy green products, they also
require companies to adopt a more environmentally friendly posture throughout their supply
chain. They expect companies to engage in green practices, such as recycling, energy efficiency
or even production of more environmentally products (Noor et al., 2016; Montague &
Mukherjee, 2010).
In general, green consumers are distinguished by being those who avoid products that can
compromise their health and the others, that causes serious damage to the environment during
manufacture, consume a lot of energy, create unnecessary waste, and consists of materials that
come from endangered species and threatened habitats (Lee, 2008; Sharma & Joshi, 2017).
This change in the consumers’ behaviour has contributed to the beginning of the green
revolution, which aims to protect the environment from further aggressions (Juwaheer,
Pudaruth, & Noyaux, 2012). The desire to preserve the environment is a matter of great
importance for consumers, so much so that they are willing to pay a higher price for products
that comply with environmental standards. This new way of thinking and acting led companies
to adopt new ways of managing and doing business to respond to the new needs imposed by
the market (Paço, Raposo, & Filho, 2009, Noor et al., 2016; Luz, Mantovani, & Nepomuceno,
2020).

2.1.4. Profiling the Green Consumer
Consumers have different levels of concern and knowledge regarding the environment
(Schuhwerk & Lefkoff-Hagius, 1995). In addition, based on their attitudes and behaviours it is
possible to classify their degree of commitment to the environment and segment the green
market (Lu et al., 2013; Schuhwerk & Lefkoff-Hagius, 1995). A segmentation used by the
Roper Organization, divides the consumers into five categories according to their degree of
commitment to the environment (Suplico, 2009).
First, we have the so-called “true-blue green” consumers, characterized by being the most
active pro-environmental and environmentally conscious consumer group. They firmly believe
that they can make a difference to solve environmental problems, and for that they are willing
to pay more for green products and willingly engage in ecological activities, like composting
and recycling. Also, this type of consumers is careful to buy their products only from trusted
and environmentally conscious companies.
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Second, we have the “greenback green” consumers who support environmental causes with
their money, rather than engage in environmental activities and to take the time to be politically
active. They choose to protect their lifestyle, being that these consumers only engage in
environmental activities through monetary means, like being more willing than the average
consumer to purchase green products.
Third, the “sprouts”, are consumers that don’t believe they have enough power to preserve
the environment. These consumers believe in environmental causes in theory through the
support of environmental regulations; however, in practice, the same does not happen. They are
less likely to spend more money on green products.
Fourth, the “grousers” known to tend to be uneducated about environmental issues. This
group believe that it is not their responsibility to solve environmental issues. They also choose
to buy regular products over green products to reduce costs.
Finally, we have the group least involved in problems regarding the environment, called
“basic browns”. These consumers are the least educated among all consumer segments. They
do not care enough about the environment to act and believe that environmental indifference is
the trend (Suplico, 2009).

2.1.5. Profiling the Portuguese Green Consumer
Research on environment friendly consumers can be traced to the beginnings of the early 1970s.
The literature has several studies about a consumer’s segmentation based on environmental
attitudes and behaviours, in which Portugal has also been the subject of research. However, to
characterize the Portuguese green consumer, besides the works of Afonso (2010), Paço and
Raposo (2010), and Paiva and Proença (2011), few scientific studies are published in this
context.
Thus, the description of the Portuguese green consumer, as follows, is the one outlined by
Paço and Raposo (2010). A market study was conducted in this country with the aim of identify
distinct market segments based on several environmental variables and to investigates
individuals’ behaviours and perceptions about green consumerism. For this purpose, was
conducted a survey among 887 Portuguese citizens (aged over 18) in which were classified
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between three segments: “the uncommitted”, representing 36% of the sample, “the green
activists”, with 35%, and “the undefined” with of 29%.
The first segment mainly consists of young people (between 18 to 34 years old) with
educational levels between the secondary and higher education, incomes between 500€ to
1000€ and living in urban environments. The results showed low scores in some environmental
aspects such as “environmentally friendly buying behaviour” and “recycling,” although they
affirm to have knowledge about the issue.
The following segment was composed by individuals in the age groups between 25-34 and
45-54 years, with a high education level (higher education) and qualified jobs with incomes
accordingly.

The

findings

presented

positive

scores

on

“perceived

efficiency”,

“environmentally friendly buying behaviour”, “recycling”, “sensitivity to the economic factor”
and “resource saving”.
The final segment includes individuals from the higher age groups, with lower educational
levels and incomes up to 1000€. They showed a positive attitude towards “recycling” and
“activism”, however, their role as consumers were low in terms of “effectiveness”. Also, the
environment does not occupy a prominent place in their concerns.
In short, Paço & Raposo (2010) concluded that the Portuguese suffer a gap between their
claims and their actual behaviour. Although encouraging and supporting policies that promote
environmental well-being, there is no transition from their concerns to real measures. The
author ended by saying that it is quite likely that when consumers become more aware of the
limitations of natural resources, they will change their behaviour.

2.1.6. Green Purchasing Gap
Eco Innovation and Green Consumption are two ways to contribute to the sustainable
development of planet Earth. Eco innovation aims to integrate sustainable practices throughout
the process of creating products and services (Joshi & Rahman, 2015). With Green
Consumption, we have individuals who consider the environment impact when buying, using,
and disposing of products, or even when using green services (Moisander, 2007).
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According to Grunert (1993), consumer household purchases have a huge environmental
impact, being responsible for 40% of environmental damage. In addition, related statistics have
shown that unhealthy consumption accounted for 30% to 40% of environmental degradation
(Lin & Niu, 2018). In this way, it is easily understood the importance that consumers have in
preventing and/or reducing environmental damage through the purchase of green products.
Several studies have shown that consumers have a positive attitude when it comes to
protecting the environment, having even shown their interest in green products to companies.
In fact, in recent years, there has been an increase in individuals willing to buy green products,
nevertheless, the purchase of green products has not kept up with this trend (Arli et al., 2018;
Joshi & Rahman, 2015). For instance, as stated by Hughner, McDonagh, Prothero, Shultz, and
Stanton (2007), 67% of people showed a positive attitude when buying organic food, but only
4% actually bought this type of product, and other results are similar (Chekima, Oswald, Wafa,
& Chekima, 2017; Feil, Cyrne, Sindelar, Barden, & Dalmoro, 2020). Also, some scholars claim
that green consumption represents a modest share of global consumption, more specifically,
less than 4% (Blok, Long, Gaziulusoy, Ciliz, Lozano, Huisingh, Csutora & Boks, 2015; Bray,
Johns, & Kilburn, 2011).
This suggests that environmental considerations, at the time of purchase decisions, do not
have a significant role when compared with other variables to lead the consumer to adopt a
more environmentally friendly purchasing posture (Joshi & Rahman, 2015; Medeiros, Ribeiro,
& Cortimiglia, 2016; Mohr et al., 2001).
Many studies related to green purchase behaviour have shown a discrepancy or “gap”
between consumers’ favourable attitudes and actual purchase behaviour. This gap is also called
as “green purchasing inconsistency” or “green attitude-behaviour gap”. The Theory of
Reasoned Action by Ajzen and Fishbein (1980) and the Theory of Planned Behaviour by Ajzen
(1985) were the two prominent theoretical approaches followed by most of the studies regarding
the explanation of consumer green purchase behaviour (Joshi & Rahman, 2015).
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2.2.

Construct definition and research hypotheses

This chapter focuses on the theory adopted, in which hypotheses will be drawn. Just a gentle
reminder about the research questions - What are the determinants that most affect Portuguese
consumers in their intention to purchase green products? Why Portuguese consumers may have
an intention to purchase green products but then do not engage in the actual behaviour? presented in the section 1, that were the basis for the construction of the related
propositions/hypothesis.
The conceptual framework applied in this study is founded on the Theory of Planned
Behaviour (TPB) (Ajzen, 1991), for examining the purchasing behaviour towards green
products. In this sense, the next sections will explore the theory used as well as each construct
that composes it and the respective hypotheses.

2.2.1. Theory of Planned Behaviour
The Theory of Planned Behaviour is one of the most popular social psychological models to
explain the antecedents of behaviour (Dowd & Burke, 2013). It was designed to predict and
explain human behaviour in a specific context (Ajzen,1991) and it has been widely used to
explore the decision-making framework concerning ethical behaviour (Canova, Bobbio, &
Manganelli, 2020; Ramayah, Lee, & Lim, 2012; Randall & Gibson, 1991). The purchase of
green products is considered an ethical decision (Hopfenbeck, 1993).
This model was first described in 1985 (Ajzen, 1985), and is an extension of the Theory of
Reasoned Action (TRA) (Ajzen & Fishbein, 1980) and the multi-attribute attitude model
(Fishbein & Ajzen,1975). TRA was developed by Fishbein and Ajzen and allows to predict
behaviour through the evaluation of intention to perform the specified behaviour (Ajzen, 1991).
Intentions, in this context, can be defined as the effort that an individual is willing to devote to
perform the behaviour (Ajzen, 1991). However, the theory considers only volitional factors,
such as attitude and subjective norm (SN), and fails to address possession of requisite
opportunities and resources to explain an individual’s behavioural intention (Madden, Ellen, &
Ajzen, 1992). Volitional control states that a person must have the resources, opportunities and
support available to perform a specific behaviour (Ajzen, 1991).
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This way, the omission of certain non-volitional factors for determining human behaviours
questioned the applicability of TRA (Han, Hsu, & Sheu, 2010). Following this line of reasoning,
since this theory does not address factors that can affect behavioural intentions, it cannot fully
explain human behaviour.
Perceived behavioural control was therefore added to the TRA to create the Theory of
Planned Behaviour (Ajzen, 1991). The concept was proposed by Icek Ajzen to improve the
predictive power of TRA. This variable allowed to deal with situations in which people do not
have total control of the behaviour in question (Ajzen, 2002). For instance, when the availability
of a product becomes a limiting factor to purchase a product or due to low income a person may
not have the opportunity to buy green products that are sometimes more expensive. So, with
the addition of this construct, we ended up with the model presented in the Figure 2.1.

Figure 2.1| Model of the Theory of Planned Behaviour (Model adapted from Ajzen,
1989)
The theory of planned behaviour, in the field of psychology, is seen as a theory that links
beliefs to behaviour. TPB defends that there are three main components - attitude, subjective
norm and perceived behavioural control - that together shape an individual's behavioural
intentions. Behavioural intention is considered the closest determinant of human social
behaviour.
To sum up everything that was been stated so far, TRA defines behaviour as a product of
attitudes and subjective norms mediated by behavioural intention (Fishbein & Ajzen, 1975).
The Theory of Planned Behaviour added a third variable known as perceived behavioural
control to address the limitation of the original model to deal with incomplete volitional control
(Ajzen, 1991). This theory, therefore, considers behaviour as the product of the mediating effect
of behavioural intention on attitudes, subjective norms and perceived behavioural control. In a
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broader sense, the TPB “allows us to examine the influence of personal determinants and social
surroundings as well as non-volitional determinants on intention” (Han et al., 2010).
Based on 185 studies, it was possible to determine that the TPB allows to explain 27% and
39% of the variance in behaviour and intention, respectively (Armitage & Conner, 2001). The
studies used covered a wide variety of behaviours. The inclusion of the PBC was supported
since it added 2% to the prediction of behaviour after controlling for intention, and 6% to the
prediction of intention, over attitude and subjective norm (Armitage & Conner, 2001).
TPB is an extensively used theory to predict consumer intention and behaviour in a wide
range of fields and has demonstrated solid results in explaining environmentally friendly
behaviour (Yadav & Pathak, 2016a, b; Zhang et al., 2019). More specifically, the theory was
also applied in cases related to consumers’ green purchase behaviour (Canova et al., 2020; Chan
& Lau, 2002; Chen & Hung, 2016; Paul et al., 2016; Yadav & Pathak, 2016b).
The literature has proven that many environmental problems are magnified due to
consumers' buying behaviour (Wu & Chen, 2014). Therefore, it is essential to understand the
factors that influence of consumers’ purchase behaviour for green products, so that
organizations use this knowledge to improve their market strategy and so attract more
consumers to buy green products, instead of others harmful to the environment.

2.2.2. Attitude toward Green Products
Attitudes are essential for consumer behaviour research. For that reason, marketing often seeks
to comprehend attitudes to more accurately predict consumer behaviour and also to change their
attitudes to obtain an appropriate behaviour (Barber, Taylor, & Strick, 2009). According to
Allport (1935), attitude is a mental and neural state of readiness, in which influences the
individual's response towards all objects and situations with which it is confronted.
The Theory of Planned Behaviour argues that attitude towards a behaviour, subjective
norm, and perceived behavioural control are three independent determinants of behavioural
intention. The first determinant of behavioural intention is attitude, which refers to the degree
to which an individual has a favourable or unfavourable evaluation towards a specific behaviour
(Ajzen, 1991).
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Attitude is an outcome of Behavioural Beliefs (BB) and Outcome Evaluations (OE).
Behavioural Beliefs refers to the individual belief about the consequences of performing a
certain behaviour, while the Outcome Evaluations is related to the evaluation about the possible
consequences of the behaviour (Ajzen, 1991). The theory predicts that the more positive the
perceived consequences of a behaviour, the more favourable the attitude toward the behaviour
of an individual, and, consequently, the more likely the individual will intend to perform that
behaviour (Fishbein & Ajzen, 1975). For instance, attitude towards green purchase is influenced
by the environmental consequences perceived by consumers.
Individuals build their attitudes based on expectations about how the object of the attitude
(e.g. environmental condition) affects the specific sets of people or things they value (Stern &
Dietz, 1994). Some researchers focused on the interrelationship between attitude and purchase
intention for green products, in which they concluded that attitude constitutes a crucial variable
to predict consumers' purchase intention (Zhang et al., 2019). Ajzen (1991) defended that
stronger attitudes, subjective norms and perceived behavioural control lead to a stronger
behavioural intention to perform the behaviour in question.
Conceptually, attitudes can be divided into general attitude and specific attitude. In studies
focused on this thematic, general attitude refers to the attitude toward environmental problems,
and specific attitude indicates the attitude toward green products or a specific green product
(Nguyen, Lobo, & Greenland, 2016; Sun & Willson, 2008; Zhang et al., 2019). Previous
research has posited that specific attitude is more likely to manifest in green behaviour (Hines,
Hungerford, & Tomera, 1987; Nguyen et al., 2016; Zhang et al., 2019).
Attitude, as a construct in the TPB, has been widely studied in past research regarding the
purchase intention for green products. Additionally, it was have found that attitude positively
affects the purchase intention of green products (Sreen, Purbey, & Sadarangani, 2018). Mostafa
(2007b) also concluded that this positive relationship between attitude and behavioural
intention regarding green products has been established across many cultures, further
strengthening this assumption. Therefore, the following hypotheses are proposed:
Hypothesis 1. Behavioural beliefs and Outcome Evaluation positively influence the attitude
towards green products.
Hypothesis 4. Attitude positively influence the intention to purchase green products.
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The referred hypotheses are related to the intention, which will be addressed and explained
in the section 2.2.5. Figure 2.2 shows how the variables and hypotheses are related.

Behavioural Beliefs
and Outcome
Evaluation

H1

Attitude towards
the behaviour

H4

Intention

Figure 2.2| Hypotheses related with the construct of Attitude towards Green Products

2.2.3. Subjective Norm
Subjective Norm is one of the constructs in the framework of TPB and represents the second
determinant of behavioural intention. This determinant introduced the social component in the
TPB. Subjective norm can be comprehended as the perceived social pressure that encourages
an individual to engage in a specific behaviour (Ajzen, 1991). The influence of significant
others, who are important to an individual, such as spouses, close friends, relatives, colleagues,
constitutes a significant determinant in an individual's behaviour (Bearden, Netemeyer, & Teel,
1989; Reis, Collins, & Berscheid, 2000).
The model predicts that the more an individual comprehends that significant others think
that he/she should perform a certain behaviour, the greater the likelihood that the individual
will actually intends do so (Fishbein & Ajzen, 1975). In certain situations, social pressure may
even be more influential than the individual's own attitude towards the behaviour (Ajzen &
Fishbein, 1980).
Subjective norm is a result of Normative Belief (NB) and Motivation to Comply (MC).
Normative Belief represents an individual perception about how significant others would like
one to behave in a particular situation, while Motivation to Comply is about the individual’s
motivation to comply with the opinion of significant others (Ajzen, 1991).
Many previous researchers have explored the effect of subjective norms on purchase
intention for green products using TPB (Wu & Chen, 2014; Zhang et al., 2019). According to
Thøgersen (2006), subjective social norms are directly and positively related to proenvironmental behaviours. In addition, Yadav and Pathak (2017) proved that subjective norms
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positively influence the consumers’ purchase intention for green products. The discussion leads
to the following hypotheses that are:
Hypothesis 2. Normative Beliefs and Motivation to Comply positively influence the subjective
norm.
Hypothesis 5. Subjective norms positively influence the intention to purchase green products.
The referred hypotheses are related with the intention, which will be addressed and
explained in the section 2.2.5. Figure 2.3 shows how the variables and hypotheses are related.

Normative Beliefs and
Motivation to Comply

H2

Subjective Norm

H5

Intention

Figure 2.3| Hypotheses related with the construct of Subjective Norm

2.2.4. Perceived Behaviour Control
Perceived Behaviour Control is the most significant antecedent among the three in TPB, when
it comes to behaviours that are partially under volitional control (Paul et al., 2016). Perceived
behaviour control is defined as the people’s perception of the ease or difficulty to perform a
particular behaviour, playing an important role in TPB (Ajzen & Madden, 1986). PBC can be
understood from two aspects, namely, the self-efficacy of an individual and the idea of barriers
(Ajzen, 2002), always emphasizing however the importance of situational constraints (Bamberg
& Möser, 2007). The theory also dictates that the greater the perceived behavioural control, the
stronger should be an individual's intention to perform the particular behaviour (Randall &
Gibson, 1991).
PBC is an element that was not part of the initial model, namely the Theory of Reasoned
Action. To overcome some limitations, it was then considered forming the Theory of Planned
Behaviour. In situations where the individual has complete control over the behaviour, PBC
may add a little to the prediction. However, when the individual feels limitations to his ability
to perform a behaviour, this variable already has great weight as a predecessor of intention
(Randall & Gibson, 1991).
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Perceived Behavioural Control derives from Control Beliefs (CB) and Perceived Power
(PP). Control Beliefs refers to the belief of the individual regarding the presence of certain
factors that may facilitate or obstruct the performance of a specific behaviour. For instance,
some factors can be time, money and opportunity. Perceived power is concerned to the personal
assessment of the impact of these factors in enabling or obstructing the particular behaviour
(Ajzen, 1991).
In addition, this construct can be divided into internal and external PBC. Regarding the
internal PBC, it is related to the control over the internal personnel resources (e.g. required
skills, confidence, ability and planning) necessary to execute a certain behaviour (Armitage &
Conner, 1999). The external PBC explains the perception of individuals in relation to their
ability to overcome the external limitations (e.g. time and money), needed to perform a specific
behaviour (Kidwell & Jewell, 2003).
Adopting a new, more sustainable consumption style through the purchase of green
products is not as straightforward as it may appear. Consumers actually face obstacles when
implementing green consumerism. PBC reflects these complications and situations where
people are not in volitional control of their behaviour (Ajzen, 2002; Wang, Wang, Wang, Li, &
Zhao, 2018).
Several studies have tried to understand the relation between PBC and the intention of
purchase green products. Numerous studies have established that PBC is positively related with
intention in several research contexts, such as composting and recycling (Cho, 2019; Taylor &
Todd, 1995), green hotels (Chen & Tung, 2014; Han et al., 2010), organic foods (Canova et al.,
2020; Tarkiainen & Sundqvist, 2005), and green products (Maichum, Parichatnon, & Peng,
2016; Moser, 2015). Thus, based on previous researches, it was considered that the stronger
the perceived behaviour control, the more confidence an individual will have to perform a
certain behaviour. Therefore, this study proposes the following hypotheses:
Hypothesis 3. Control beliefs and Perceived Power positively influence the perceived
behavioural control.
Hypothesis 6. Perceived behaviour control positively influences the intention to purchase green
products.
The referred hypotheses are related with the intention, which will be addressed and
explained in the section 2.2.5. Figure 2.4 shows how the variables and hypotheses are related.
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Figure 2.4| Hypotheses related with the construct of Perceived Behavioural Control

2.2.5. Intention
The purpose of the Theory of Planned Behaviour is to predict and explain an individual's
behaviour (Ajzen, 1985). The model tells us that intention is the immediate antecedent of
behaviour (Ajzen, 2002). Intention can be perceived as an indication of an individual's readiness
to perform a certain behaviour (Ajzen,1991). This determinant occupies a central position in
both theories, TRA and TPB.
Behavioural intention is described as the result of the combination of three determinants:
attitude towards the behaviour, subjective norms and perceived behavioural control (Randall &
Gibson, 1991). The importance of the three elements should vary according to the type of
behaviour that is being predicted and the conditions under which the behaviour is to be
performed (Ajzen & Fishbein, 1980).
Behaviour can be determined from the intention with significant accuracy (Ajzen, 1991).
Several studies shown that intention is a strong predictor of behaviour, however this claim was
inconsistent in some cases. This inconsistency could be linked to the gap between intention and
actual behaviour (Grunert & Juhl, 1995). Nevertheless, Sheppard, Hartwick, and Warshaw
(1988), and several other scholars, advocates a high degree of correlation between intention and
behaviour.
The theory predicts that the stronger the intent to perform a behaviour, the greater the
probability that the individual will engage in the behaviour (Randall & Gibson, 1991). In other
words, the more favourable the attitude towards the behaviour, the more favourable the
subjective norm, and the greater perceived behavioural control, the stronger the individual's
intention to perform a certain behaviour.
This study is concerned with the consumer intention and behaviour in relation to the
purchase of green products. Green purchase intention refers to the likelihood of a consumer
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giving preference to environmentally friendly products over traditional products at their
purchase considerations, that is, it expresses the consumer's willingness to act in favour of the
environment (Cheung, Lam, & Lau, 2015; Jaiswal & Kant, 2018).
The literature is full of examples in which the TPB has been applied to a wide range of
environmentally friendly products and services (Chen & Tung, 2014; Yadav & Pathak 2016a;
Zhang et al., 2019), that have proven, in most cases, its strength as well as its predictability to
measure eco-friendly purchase intent and behaviour (Yadav & Pathak, 2017). According to the
meta-analysis conducted by Bamberg and Möser (2007), an average correlation of 0.52 was
found between these two constructs. This finding was confirmed by empirical research focused
on the purchase behaviour of environmentally friendly products (Akehurst et al., 2012; Nguyen
et al., 2019; Soyez, 2012).
In general, researchers have reported positive relationships between intention (vide section
2.2.5) and behaviour as it will be better explained in the section (vide section 2.2.9) (Ajzen &
Fishbein, 1980; Chan, 2001; Chan & Yam, 1995; Khan, Saengon, Alganad, Chongcharoen, &
Farrukh, 2020; Sheng, Xie, Gong, & Pan, 2019). These results confirm the classic behavioural
proposition that intention is the most immediately relevant predictor of behaviour (Ajzen &
Fishbein, 1980). This way, it is hypothesized that:
Hypothesis 9. Intention to purchase green products positively influences the green purchase
behaviour.
The referred hypothesis is related with the behaviour, which will be addressed and
explained in the section 2.2.9. Figure 2.5 shows how the variables and the hypothesis are
related.

Intention

H9

Behaviour

Figure 2.5| Hypothesis related with the construct of Intention
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2.2.6. Inclusion of Constructs in the TPB
TPB has already proven to be an effective model in predicting behaviour (Yazdanpanah &
Forouzani, 2015), which does not mean that the theory has stalled. Several scholars claim that
the addition of other variables may allow an increase in the predictability of the model, always
taking into account the behaviour and context in question (Armitage & Conner, 2001; Hwang,
Kim, & Gulzar, 2020; Yadav & Pathak, 2017). The literature already presents several cases that
prove the effectiveness of adding new variables, proving what many already assumed (Donald,
Cooper, & Conchie, 2014; Read, Brown, Thorsteinsson, Morgan, & Price, 2013; Yadav &
Pathak, 2016b).
In addition, Ajzen (1991) indicated that the model was open for expansion through the
addition of new constructs if these demonstrate to have a significant weight in the variation of
intention or behaviour. However, it is necessary to understand that although the inclusion of
new variables can be important in certain situations, it does not mean that it must be adopted in
all cases (Burton, 2004).
The present study presents a model that expands the TPB by incorporating two new
constructs that are, namely, the perceived value and willingness to pay premium (WPP) along
with the TPB constructs to understand consumer behaviour regarding the purchase of green
products.
The perceived value is a relevant determinant in the green purchase decision, as the
consumer is not willing to give up the functional benefit of the product just to protect the
environment. Marketing, therefore, has the important task of understanding how consumers
value green products. In addition, a green product tends to be priced higher than traditional
products, and this willingness to pay a premium can be seen as an obstacle for more pricesensitive consumers (Yadav & Pathak, 2017). The proposed model of the modified TPB is
outlined and explained in the section 2.2.10.

2.2.7. Theoretical and empirical support for including Perceived Value
Perceived value refers to the general consumer assessment of the net benefit of a product or
service based on perceptions of what is received and what is given (Zeithaml, 1988). It is
typically used from the consumer’s perspective (Ryu, Han, & Kim, 2008), in which it can be
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described as the worth that a product or service is perceived by consumers. This concept has
been essential in understanding the purchasing behaviour of consumers, representing a growing
concern for consumers and organizations (Gonçalves et al., 2015; Kainth & Verma, 2011).
Perceived value is a powerful construct that has a prominent role in several relationships,
namely, it presents itself as an important factor in long-term customer relationships (Cheung et
al., 2015; Sweeney & Soutar, 2001), it also significantly affects the purchase intentions
(Confente, Scarpi, & Russo, 2020; Patterson & Spreng, 1997; Zhuang, Cumiskey, Xiao, &
Alford, 2010) and helps to build customer trust (Cheung et al., 2015; Kim, Zhao, & Yang,
2008).
Consumer judgment is often based on incomplete information, so the perceived value of
products guides consumers, allows to create a positive word-of-mouth effect and raise purchase
intentions (Chen & Chang, 2012; Chen, Tsai, & Hsieh, 2017; Kardes, Posavac, & Cronley,
2004; Noor et al., 2016). According to Ashton, Scott, Solnet, & Breakey (2010), the relationship
between perceived value and the intention to purchase implies a trade-off between the benefit
that the consumer perceives of a product and the perceived sacrifice to pay for it, which can be
monetary and / or non-monetary.
It is also important to realize that consumers are now more sensitive to organizations that
adopt and promote social and ethical practices (Chen, 2001; Sreen et al., 2018). An
organization’s ethics is an extremely important aspect in customers’ purchasing decisions, for
which customers are willing to pay a higher price to reward an organization’s ethical behaviour
(Kang, Stein, Heo, & Lee, 2012). By adopting an environmentally friendly image, organizations
will improve their reputation with consumers and will also allow consumers to feel that they
are doing their part by purchasing a product or service from a socially responsible company.
Nevertheless, some companies promote their products through misleading claims about the
environmental value of their products, which makes consumers to distrust them and become
averse to buying their products (Junior, Martínez, Correa, Moura-Leite, & Silva, 2019;
Kalafatis, Pollard, East, & Tsogas, 1999; Lin, Lobo, & Leckie, 2017). As a result, consumers
can get the perception that they are not getting value for money by purchasing green products
(Gan, Wee, Ozanne, & Kao, 2008). This way, organizations must apply green marketing
strategies to increase the perceived value of their products and reduce the perceived risk (Arli
et al., 2018; Chen & Chang, 2012).
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Albrecht (1992) argues that “the only thing that matters in the new world of quality is
delivering customer value”, being that value creation is often a part of organizations’ mission
statements and objectives. Both academics and professionals emphasized the fundamental role
of delivering value to the consumer as the key to long-term success of organizations (Steenkamp
& Geyskens, 2006).
Recognizing the importance of the different dimensions of value is important for retailers
because it allows them to develop positioning strategies more sophisticated (Gonçalves et al.,
2015; Sweeney & Soutar, 2001). When value presents itself in a situation of relevance to the
consumer, this becomes an opportunity for retailers to fully exploit all value dimensions of the
costumer to determine the most appropriate market approach (Gonçalves et al., 2015; Sweeney
& Soutar, 2001). Value refers to a set of tangible and intangible consumer considerations that
may be subject to change (e.g. time, circumstances). Ultimately, value is a personal and
idiosyncratic judgment (Kelly, Johnston, & Danheiser, 2017).
Nowadays, environmental consciousness is a topic that has been growing considerably.
This greener movement even led to the creation of an adapted version of perceived value. Chen
and Chang (2012) created the green perceived value and define it as “a consumer’s overall
appraisal of the net benefit of a product or service between what is received and what is given
based on the consumer’s environmental desires, sustainable expectations, and green needs”.
Previous studies have concluded that green perceived value, green trust and perceived quality
are the drivers for the adoption of green products (Cheung et al., 2015; Gil & Jacob, 2018).
Consumers are interested in adopting greener purchasing behaviours, however, several
studies have shown that consumers perceive the performance of green products to be inferior
when compared to conventional products (D’Souza, Taghian, Lamb, & Peretiatkos, 2006;
Glegg, Richards, Heard, & Dawson, 2005; Khan et al., 2020). Consumers may have this
perception due to several factors, such as the fact that green products are made from used or
recycled materials or that have a lower level of technical performance when compared to
alternative products (for example, green detergents) (Gan et al., 2008).
Although consumers want to protect the environment, they are not willing to compromise
on product characteristics, such as quality, performance, price, convenience, and availability
for green characteristics (Lu et al., 2013; Yadav & Pathak, 2017). Following the line of thought,
consumers will not buy a product just because it has green features, it must also contain an
additional benefit, such as safety, health or cost efficiency (Lu et al., 2013; Yadav & Pathak,
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2017). Therefore, the green perceived value plays an extremely important role today, and this
is because a poor perceived value can lead in the loss of the consumer’s purchase intentions
(Chen et al., 2017; Sweeney & Soutar, 2001). As a result, companies understood the importance
of value making it their primary objective, value delivery (Slack, Singh, & Sharma, 2020).
The literature shows that the perceived value of customers is positively related to the
consumer’s purchase intentions (Brady & Robertson, 1999; Cronin, Brady, Brand, Hightower,
& Shemwell, 1997; Hsu, Chang, & Lin, 2017; Patterson & Spreng, 1997; Tam, 2004). This
means that the greater the perception of the value of a product by the consumer, the greater the
probability for the consumer to purchase it (Chen & Chang, 2012; Medeiros et al., 2016). In
addition, a research on environmentally responsible behaviour concluded that perceived value
positively influences the environmentally responsible behaviour (Chiu, Lee, & Chen, 2014).
Therefore, the study includes the following hypothesis:
Hypothesis 7. Perceived Value positively influences the intention to purchase green products.
The referred hypothesis is related with the intention, that has been previous explained in
the section 2.2.5. Figure 2.6 shows how the variables and the hypothesis are related.

Perceived
Value

H7

Intention

Figure 2.6| Hypothesis related with the construct of Perceived Value

2.2.8. Theoretical and empirical support for including Willingness to Pay Premium
Price is one of the most important factors in the consumer’s decision-making process (Gadema
& Oglethorpe, 2011). When considering green consumption, consumers see price as a barrier
(Gleim, Smith, Andrews, & Cronin, 2013). Green products are considerably more expensive
than traditional products, so the price is likely to drive away many non-green consumers (Gleim
et al., 2013; Munerah, Koay, & Thambiah, 2020). The higher price is usually due to the higher
costs inherent in the process, ranging from material to certification (Ling, 2013).
Yet, although some green products are more expensive at the time of purchase, they do
save money in the long run (e.g. energy-efficient washing machine) (Berger, 2019). There is
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thus a conflict between the short- and long-term benefits, seen in many behaviours relevant to
the environment (Bruderer, 2013). From the organizations’ point of view, it will be interesting
to deepen the understanding of the willingness to pay premium for environmentally friendly
products in order to better adapt their market strategy.
The concept of Willingness To Pay (WTP) refers to the maximum amount of money a
consumer is willing to pay for a product or service (Koschate-Fischer, Stefan, & Hoyer, 2012).
This variable plays a decisive leverage on the consumer choice behaviour, and these because
the adoption of environmentally friendly practices, such as green consumption, depends on the
consumer’s inclination to pay the green price premium (Biswas, 2016). Therefore, based on the
characteristics of green products, such as additional costs, ecological features, WTP should be
highlighted in the purchase decision processes, since it represents the last stage of the
evaluation, before the purchase intention is formed (Ayadi & Lapeyre, 2014). In addition,
Miller, Hofstetter, Krohme and Zhang (2011) argued that measuring consumers’ WTP is also
critical for formulating competitive strategies, developing new products, and implementing
pricing tactics.
Literature has several studies on the willingness to pay premium for green products that
have produced mixed results (Borin, Lindsey‐Mullikin, & Krishnan, 2013; Gupta & Ogden,
2009). The inconclusive findings make this variable even more interesting to conduct further
research in order to add value and clarification if possible, to the literature so far made.
Numerous researches claim that higher prices constitute one of the main reasons for
consumers not to purchase green products (Sreen et al., 2018). In fact, there are many
consumers who claim to be willing to pay a small premium, yet their willingness to pay
decreases as the premium rises (Kucher, Hełdak, Kucher, & Raszka, 2019). It is important
to note, however, that this willingness to pay premium is also dependent on the category
of the product and the perceived benefits (Sharma & Joshi, 2017; Shen, 2008).
Even among consumers with green attitudes, many are still not super enthusiastic to
purchase green products (Berger, 2019). Consumers face obstacles and difficulties when
implementing green consumerism (Moser, 2015). Creating a new habit takes time and
persistence, so it is necessary to be aware that adopting a greener purchasing behaviour is not
something that happens overnight.
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Ling (2013) conducted a study in which he found that the willingness to pay more was
negatively correlated with the purchase intention of consumer on green personal care
products. Other authors carried out a study regarding the hosting industry in India an d
concluded that despite a positive disposition towards environmentally friendly practices,
most consumers are not willing to pay for them (Manaktola & Jauhari, 2007). Also,
according to Choi and Parsa (2006) and Joshi and Rahman (2015), many consumers are
hesitant towards paying a premium for green products.
A few studies were carried out in Portugal in which they concluded that consumers are
aware of environmental problems and understand the challenges, although their concerns do
not always translate into environmentally friendly behaviour. Nevertheless, it was found that
there is a segment of greener consumers that differs in some features regarding the other market
segments. This way, there are consumers who are willing to base their purchasing decisions on
products that do not damage the environment (Paço & Raposo, 2010; Lin et al., 2017; Sreen et
al., 2018).
Therefore, price does not necessarily become a constraint, if consumers are willing to
accept higher prices (Moser, 2015). For instance, consumers with a high environmental
motivation tend to be less sensitive to price (Tanner & Kast, 2003) and are willing to accept
trade-offs between environmental benefits and higher expenses (Moser, 2015). Several studies
showed that consumers with environmental concerns are more willing to pay a premium for
green products for the benefit of the environment (Bang, Ellinger, Hadjimarcou & Traichal,
2000; Yadav, & Pathak, 2017). In fact, the literature strongly indicates that environmental
concerns are reflected in consumers’ purchasing behaviour. A positive association was found
between environmental concern and a willingness to pay for green products in several studies
(Kang et al., 2012; Shen, 2008; Zhang et al., 2019).
Over the years, consumers have realized that they have the power to contribute to the
solution of many environmental problems through the adoption of a more conscious purchasing
behaviour. Some facts that can better prove this statement are exactly the growing number of
consumers who are willing to pay more for environmentally friendly products (Laroche et al.,
2001), as well as the demand for green products that has increased over the decades (Berger,
2019).
When consumers agree to pay a premium price and value the features of green products,
they no longer see price as a barrier to the green purchasing behaviour (Moser, 2015). Thus,
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based on the literature, this variable proved to be a critical predictor of green purchasing, having
therefore been added to the original model. The hypothesis is, therefore, as follows:
Hypothesis 8. Willingness to pay premium (WPP) positively influences the intention to
purchase green products.
The referred hypothesis is related with the intention that has been previous explained in the
section 2.2.5. Figure 2.7 shows how the variables and the hypothesis are related.

Willingness to
Pay Premium

H8

Intention

Figure 2.7| Hypothesis related with the construct of Willingness to Pay Premium

2.2.9. Green Purchasing Behaviour
Many environmental challenges are rooted in human actions, therefore, the solution may be
through the promotion and adoption of environmentally friendly behaviours, such as greener
purchasing patterns (Dagher & Itani, 2014; Shafiei & Maleksaeidi, 2020).
Purchasing behaviour can be understood as the consumer’s search, purchase, usage,
appraisal, and disposal of products, services, or ideas to satisfy their needs (Lin & Niu, 2018).
Entering in the environmental dimension, there is a more suitable concept. Namely the green
purchase behaviour that represents a complex form of ethical decision-making behaviour and
is considered a type of socially responsible behaviour (Joshi & Rahman, 2015). Green purchase
behaviour refers to the purchase of environmentally friendly or sustainable products, that are
beneficial to the environment, avoiding products that harm the environment and society
(Jaiswal & Kant, 2018; Mostafa, 2007a). Consumer behaviour for green purchasing is usually
assessed in terms of their consumers' willingness or intention to buy green products (Jaiswal &
Kant, 2018).
Several models were used in consumer behaviour research, such as the case of TRA
(Fishbein & Ajzen, 1975), which suggests that consumer behaviour is determined by intentions,
incorporated with attitude and subjective norms. Subsequently, the TPB (Ajzen & Fishbein,
1980), an extended model of TRA, added the construct of perceived behavioural control. These
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classic models have been widely used by several scholars, alike or with some modifications to
validate the purchase intention and the purchasing behaviour of green products (Yadav &
Pathak, 2016b; Yazdanpanah & Forouzani, 2015).
However, there are several studies in the literature that end their model in intention,
disregarding the actual behaviour. Nevertheless, the most recent statements in the literature
have promoted the need to focus on actual behaviour along with behavioural intentions, since
behavioural intentions alone may not accurately represent actual purchase behaviour (Canova
et al., 2020).

2.2.10. Hypotheses and model illustration
Based on the assumptions of the TPB and the literature discussed above, the following model
was arrived at, which will be applied in this study. The image below shows all the constructs
used, as well as the connections between them and the hypotheses developed.

Figure 2.8| Theoretical framework adopted in the present study (adapted from Yadav &
Pathak, 2017)

Yadav and Pathak (2017) developed this model, through the addition of two new constructs
in the theory of planned behaviour, in which it was demonstrated in their article that the theory
supported the consumer's intentions to purchase green products, which in turn influences their
green purchase behaviour.
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CHAPTER 3

Methodology
3.1.

Target population

For this study, a sample of adults with an age of 18 or over was chosen. The theme to be
explored presents some conceptual complexity (regarding the green and sustainability context)
and needs some maturity in order to understand what is required, so for minors it can be a
challenge (Paul et al., 2016). Adults have a greater ability to compare and evaluate the available
options and make a conscious choice, so they were the target chosen to collect the necessary
data. Also, according to Paul et al. (2016), highly educated people tend to more easily
understand the topic under consideration and help provide accurate data when compared to less
educated people, proving once again that adults will be the right choice.

3.2.

Data Collection

There are several research approaches when developing a study, namely, explanatory,
descriptive, and causal research3; depending on the needs imposed by the study in question.
The present study seeks to study variables that have a cause-effect relationship, therefore, a
causal research approach will be undertaken.

The current research demands for quantitative data, so it was employed a quantitative
research method through the application of a survey questionnaire. This type of method is
usually related to the achievement of objective facts allowing to obtain the best and more
reliable scientific evidence (Saunders, Lewis & Thornhill, 2019).

The purpose of this thesis is to understand the predictors for green purchasing behaviour
regarding the Portuguese population. Thus, Portugal is the research setting and can be described
as a country that has embarked on a green growth agenda, aiming to be a national leader in
sustainable and economic growth. Therefore, the plan of action is to collect the data, examine

3

https://www.surveymonkey.com/mp/3-types-survey-research/
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the conceptual framework shown in Figure 2.8, and test the research hypotheses presented along
the Chapter 2.

The questionnaire was developed on Google Forms and elaborated in Portuguese, in order
to suit the language of the study population. The data was collected online, through social
networks platforms, as well as offline, through a direct approach.

The social media approach was made through shares on Facebook and Instagram. In order
to reach a greater number of people, shares were included on universities pages on Facebook
and, on Instagram, a page renowned in Portugal in the sale and awareness of matters related to
the environment called “Mind the Trash” also share the questionnaire. Regarding messaging
platforms, WhatsApp and Messenger were used. According to Statista (2020) 4, Facebook,
WhatsApp, Facebook Messenger, and Instagram constitute four of the biggest social
networking platforms, all with over 1 billion monthly active users each.

3.3.

Pre-test of the Survey

The validity of the questionnaire content was verified before sending it to the respondents. A
pre-test was conducted with some respondents from different age groups and levels of education
to identify potential problems which might have been overlooked and to remove any possible
ambiguity from the questions.

With the pre-tests it was possible to reformulate an expression to better suit the original
questionnaire and add extra information to help respondents to better understand what is asked.
The process, therefore, resulted in some minor changes. The questionnaire was then
administered through an online survey.

4

https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/
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3.4.

Questionnaire Design

To develop the survey, it is necessary to define the items that support the previous stated
constructs. Therefore, every item was adapted from previous studies (see Appendix 2), in order
to guarantee the validity and reliability of this research. Since this study is targeting the
Portuguese population, the items were translated to Portuguese (Appendix 1). It was used a
simple and unbiased wording to allow the respondents to understand the questions easily. To
ensure full completion of the questionnaire, all questions were mandatory.

The questionnaire survey employed consisted of three parts. The first part, comprised
demographic variables such as age, gender, residence area, concluded academic qualifications,
marital status, number of children, monthly net income and professional status. The second part
included the questions related to the belief constructs (Behavioural Beliefs and Outcome
Evaluation, Normative Beliefs and Motivation to Comply, Control beliefs and Perceived
Power). The third and final part concerns the remaining constructs (Attitude, Subjective Norm,
Perceived Behavioural Control, Perceived Value, Willingness to Pay Premium, Intention,
Behaviour) in which questions were made to test the hypotheses proposed in this study.

3.5.

Data Analysis

To analyse the data from the questionnaire, IBM SPSS version 27 and AMOS version 26 were
used. Initially, and through the SPSS software, the variables were coded according to their
specifications and the ones that required it, were adapted and recoded. Also, the invalid answers
were deleted due to the respondents do not fit the target, meaning they were under the age of
18. After the database was prepared, it was performed an analysis to better understand the sociodemographic characteristics and several analyses were performed for each construct. Finally,
the software AMOS 26 was used to apply the Structural Equation modelling (SEM). SEM is a
widely used analytical tool in the social sciences that facilitates the discovery and confirmation
of relationships among multiple variables (Hair, Gabriel, & Patel, 2014). According to Weston
and Gore (2006, p.720), SEM can be understood as a “hybrid of factor analysis and path
analysis” that allows to build, test and confirm models of complex relationships (Gallagher,
Ting, & Palmer, 2008).
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3.6.

Measures

3.6.1. Belief Constructs
For beliefs constructs, it is common to develop the items through an elicitation study
accompanied by a literature review. Ajzen and Fishbein (1980) recommended the use of the
elicitation method for salient beliefs and referents when faced with a new context and
population. However, in this study, instead of developing new items to measure beliefs
constructs and referents, will be applied the same items of the model on which this thesis is
based.
The model in question was developed by Yadav and Pathak (2017) in which they adapted
the original model of the Theory of Planned Behaviour. The purpose of their study coincides
with this thesis, which is an attempt to understand the consumer behaviour to purchase green
products. Therefore, the items designed in their work satisfy the needs of this study for which
they will be applied.
The model created by these authors proved to be quite effective. Therefore, it will be
interesting to stay as faithful as possible to the model, to also understand the model's versatility,
and its predictive power, since it is facing a different study population. A robust model will be
ready to be tested in different contexts, so this study will allow to comprehend the model's
effectiveness.
Through a discussion with a group and open-ended questionnaire, the authors ended up
with a questionnaire of eleven items for beliefs (Behavioural Belief (BB), Normative Belief
(NB), and Control Belief (CB)) and eleven items for evaluative components (Outcome
Evaluation (OE), Motivation to Comply (MC), and Perceived Power (PP)). The referents
identified were family, friends and colleagues. The measuring items for belief constructs are
presented in Appendix 2.

3.6.1.1.

Behavioural Belief

For behavioural belief, five items were applied using the 5-point Likert's scale (strongly
disagree (1)/strongly agree (5)). Initially the idea was to use a scale of 7-point Likert's scale
(strongly disagree (1)/strongly agree (7)) to comply with the Yadav and Pathak (2017) study.
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However, when preparing the questionnaire in Google Forms it was found that the options were
not all visible (it was necessary to drag a bar to see all the options), and at the risk of this
influencing the respondents' responses it was decided to adopt the measure of 5-point Likert's
scale.
In addition, after some research it was possible to understand that the 5-point Likert scale
also offered some additional benefits. This scale has been the most recommended by
researchers, since it allows to reduce the level of frustration of the respondents and also to
increase the response rate and the quality of the response (Hameed, Basheer, Iqbal, Anwar, &
Ahmad, 2018). The five items are as follows:
Buying a green product would enable me to:
BB1 - help save the environment.
BB2 - be a responsible citizen.
BB3 - stay in a clean & better environment.
BB4 - perform eco-friendly practices.
BB5 - implement green initiatives in my life.

3.6.1.2.

Outcome Evaluation

Next, we have the outcome evaluation, in which it was measured on a 5-point scale (not at all
important (1)/extremely important (5)). This scale was also changed from a 7-point scale to a
5-point scale, for the reasons mentioned above and to be in conformity with the other constructs.
Outcome evaluation was evaluated through five items, which are below:
OE1 - to me helping to save the environment is
OE2 - to me being responsible towards society is
OE3 - to me staying in clean and better environment is
OE4 - to me performing eco-friendly practices is
OE5 - to me implementing green initiatives in my life is
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According to the Theory of Planned Behaviour and the proposal of Ajzen and Fishbein, the
outcomes were recoded at SPSS (see Appendix 3).

3.6.1.3.

Normative Belief

To measure normative belief, three items (one item for each referent) and a 5-point scale
(strongly disagree (1) / strongly agree (5)) were used. The items are as follows:
NB1 - my family thinks I should purchase green products in place of conventional nongreen products.
NB2 - my friends think I should purchase green products in place of conventional nongreen products.
NB3 - my colleagues think I should purchase green products in place of conventional nongreen products.

3.6.1.4.

Motivation to Comply

Then follows the motivation to comply in which we have three items to include each referent
(family, friends, colleagues), using a 5-point scale (extremely unlikely (1) / extremely probable
(5)). In the original model, this scale was of seven and, for all the reasons already mentioned,
changed to five. The items are described below:
MC1 - how likely it is for you to do what your family thinks you should do?
MC2 - how likely it is for you to do what your friends think you should do?
MC3 - how likely it is for you to do what your colleagues think you should do?
According to the Theory of Planned Behaviour and the proposal of Ajzen and Fishbein, the
outcomes were recoded at SPSS (see Appendix 4).
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3.6.1.5.

Control Belief

Control belief will be measured from three items. The items were scored on a 5-point Likert
scale (strongly disagree (1) / strongly agree (5)) and are as follows:
CB1 - while buying the green products, the location needs to be convenient.
CB2 - buying green products requires time and effort.
CB3 - my company/school/others that pay(s) for my expenses encourage(s) me to use green
products.

3.6.1.6.

Perceived Power

Finally, there is the perceived power, which is the consequent of the control belief. This
construct was also measured using three items on a 5-point scale (strongly disagree (1) /
strongly agree (5)). The items are described below:
PP1 - location is a critical factor while making decision to buy green products.
PP2 - time and effort needed to buy is very important while making decision to buy green
products.
PP3 - the expenses available to me is very critical while making decision to buy green
products.
Ajzen's (1991) suggestion was followed during the statistical analysis, in which all items
of each belief were multiplied by their evaluative components (behavioural beliefs =
behavioural belief (BB) * outcome evaluation (OE), normative belief = normative belief (NB)
* motivation to comply (MC), control belief = control belief (CB) * perceived power (PP)).

3.6.2. Other constructs
In relation to the other seven constructs used in this study, namely, attitude, subjective norm,
perceived behavioural control, perceived value, willingness to pay premium (WPP), purchase
intention and actual behaviour, were measured based on existing validated items from previous
literature in the field of pro-environmental behaviour.
38

3.6.2.1.

Attitude

Starting with Attitude, this construct was measured with a five-point semantic differential scale,
adopting six items from Kim and Han (2010). The items are as follows:
Buying green product is:
ATT1 - extremely bad (1)/extremely good (5)
ATT2 - extremely undesirable (1)/extremely desirable (5)
ATT3 - extremely unenjoyable (1)/extremely enjoyable (5)
ATT4 - extremely foolish (1)/extremely wise (5)
ATT5 - extremely unfavourable (1)/extremely favourable (5)
ATT6 - extremely unpleasant (1)/extremely pleasant (5)

3.6.2.2.

Subjective Norm

To measure Subjective Norm, two items adopted by Chan and Lau (2002) were used. These
items were measured with a 5-point Likert's scale, which ranges from strongly disagree (1) to
strongly agree (5). The items to measure this construct are the following:
SN1 - most people who are important to me would want me to purchase eco-friendly
products.
SN2 - most people who are important to me would think I should purchase green products.

3.6.2.3.

Perceived Behaviour Control

To assess the construct of Perceived Behaviour Control, three items were applied. These were
adopted from the authors Kim and Han (2010). The items will be scored on a 5-point Likert
scale (1=strongly disagree; 5=strongly agree). The items are, therefore, as follows:
PBC1 - Whether or not I buy green product at place of conventional non-green product is
completely up to me.
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PBC2 - I have resources, time and opportunities to buy green product.
PBC3 - I am confident that if I want to, I can buy green product at place of conventional
non-green product.

3.6.2.4.

Perceived Value

Perceived Value is one of the constructs added to the original model. To evaluate it, five items
will be used, which are based on the study conducted by Chen and Chang (2012). A scale of 5point Likert scale (1=strongly disagree; 5=strongly agree) will be used once again for the five
items in question, which are:
PV1 - The green product's environmental functions provide good value to me.
PV2 - The green product's environmental performance meets my expectations.
PV3 - I purchase green product because it has more environmental concern than non-green
products.
PV4 - I purchase green product because it is environmentally friendly.
PV5 - I purchase green product because it has more environmental benefit than non-green
products.

3.6.2.5.

Willingness to Pay Premium

Next, there is the construct of Willingness to Pay Premium which constitutes the second and
last construct added to the theory of planned behaviour. It will be measured with the help of
two items adopted from Kang et al. (2012). A scale of 5-point Likert scale (1=strongly disagree;
5=strongly agree) will be used to score the two items mentioned. The items are as follows:
WPP1 - I would pay more for a green product that is making efforts to be environmentally
sustainable.
WPP2 - I would be willing to pay this extra percentage on the green products to support
the organization's/product efforts to be environmentally sustainable.
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1--------2--------3--------4--------5--------6--------7
0% 1–2% 2–5% 6–10% 11–15% 16–20% >20%

3.6.2.6.

Purchase Intention

The five constructs mentioned above are the antecedents of the purchase intention. This
construct will be measured through three items adopted from Kim, Njite, and Hancer (2013)
and will be scored with a 5-point Likert scale (1=strongly disagree; 5=strongly agree). Thus, it
is possible to see below the three items:
PI1 - I will purchase green products for personal use.
PI2 - I am willing to purchase green products for personal use.
PI3 - I will make an effort to purchase green products.

3.6.2.7.

Purchase Behaviour

Finally, we have the last construct called purchase behaviour. This will be measured by three
items adopted from Wan, Cheung, and Shen (2012) and will be scored with a 5-point Likert
scale (1=strongly disagree; 5=strongly agree). The items are as follows:
PB1 - I have been purchasing green products at regular basis.
PB2 - I have green purchasing behaviour for my daily needs products.
PB3 - I have green purchasing behaviour over the past six months.
In Appendix 2, it is possible to view all this information in a summarized table. This
contains the details of the measurement items, scales used, and their respective sources.
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CHAPTER 4
Results and Discussion
The study sample consists of several Portuguese individuals over 18 years of age. After
applying the questionnaire, it was possible to arrive at a sample, whose demographic and socioeconomic characteristics are shown in the Table below (Table 1). Of a total of 605 responses,
and after a first analysis of the results, five responses were considered invalid because they did
not meet the age requirement. Therefore, the valid responses were reduced to 600 responses,
and these will be the ones that will be considered for future analysis.

4.1.

Sample Profile

The sample consists of 600 respondents, of whom 406 are female (67,7%) and 194 are male
(32,3%). The sample population is quite young, with 334 of the 600 respondents between 18
and 24 years old and the average age is in the 25 to 31 age group. It is observed that 39,3% of
respondents completed high school, and 35,5% have a bachelor’s degree in academic
qualifications. The variable age and academic qualifications were recoded in order to better suit
the reality of this study.
Regarding age, a tripartite division was made due to the characteristics of the sample and
also because we wanted to make a division at the age of 30, since this represents a milestone.
It is from the age of 30 that people generally start to have a more stable professional life,
children, more economic difficulties and for all that and much more people also start to see the
world differently. In relation to the academic qualifications, the questionnaire was asked more
exhaustively, after which it was divided only between people with higher education and without
higher education. The division was made this way since the faculty influences people and
differentiated them from those with a lower academic qualification. This information is detailed
in the Table 4.1.
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Table 4.1| Demographic Statistics: Sex, Age and Concluded Academic Qualifications
N

%

Female

406

67,7

Male

194

32,3

Total

600

100,0

18 to 24 years old

334

55,7

25 to 31 years old

120

20,0

> 31 years old

146

24,3

Total

600

100,0

Concluded

No Higher Education

282

47,0

Academic

With Higher Education

318

53,0

Total

600

100,0

Sex

Age

Qualifications

Still, in this sample, it is possible to verify that single people (78,2%) and without children
(78,5%) are in greater number. Regarding professional status, 42% of individuals are students
and 35,7% are currently working.
Table 4.2| Demographic Statistics: Marital and Professional Status
Marital Status

Professional Status

N

%

Single

469

78,2

Married

92

15,3

Divorced

22

3,7

Widowed

3

0,5

Another situation

14

2,3

Total

600

100,0

Self-employed

46

7,7

Employed

214

35,7

Student

252

42,0

Unemployed

27

4,5

Retired

5

0,8

Student Worker

51

8,5

Other

5

0,8

Total

600

100,0
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Table 4.3| Demographic Statistics: Number of children

Number of children

N

%

0

471

78,5

1

48

8,0

2

62

10,3

3

17

2,8

>3

2

0,3

600

100,0

Total

The residence area that predominated in this study was Lisbon with 331 responses
(55,17%), the second most significant area is the A.R. of Madeira with 50 respondents (8,33%)
and the third was Leiria with 49 respondents (8,17%). Although not all areas have the same
expression, responses were obtained from all districts and therefore representation from the
entire country was obtained.
Table 4.4| Demographic Statistics: Residence Area

Residence Area
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N

%

Aveiro

18

3,0

Beja

2

0,3

Braga

14

2,3

Bragança

4

0,7

Castelo Branco

8

1,3

Coimbra

13

2,2

Évora

4

0,7

Faro

25

4,2

Guarda

2

0,3

Leiria

49

8,2

Lisboa

331

55,2

Portalegre

3

0,5

Porto

16

2,7

Santarém

13

2,2

Setúbal

39

6,5

Viana do Castelo

1

0,2

Vila Real

1

0,2

Viseu

5

0,8

R.A. da Madeira

50

8,3

R.A. dos Açores
Total

2

0,3

600

100,0

In terms of income, it was found that 167 of the respondents (27,8%) earned less than 500
€, followed by 165 respondents (27,5%) who earned between 500€ to 999€ and still with a
significant amount there are 96 respondents to receive between 1000€ to 1499€. The remaining
respondents have an income ranging from 2000€ up to 3500€ or more and represent only 3,2%
of the sample. There were 127 individuals who preferred not to say how much they receive.
Table 4.5| Demographic Statistics: Income
Income

4.2.

N

%

< 500€

167

27,8

500€ to 999€

165

27,5

1000€ to 1499€

96

16,0

1500€ to 1999€

25

4,2

2000€ to 2499€

8

1,3

2500€ to 2999€

5

0,8

3000€ to 3499€

2

0,3

= or > 3500€

5

0,8

Prefer not to say

127

21,2

Total

600

100,0

Analysis and interpretation of Construct Results

4.2.1. Behavioural Belief
The Behavioural Belief about the purchase of green products was assessed using five indicators
on a 5-point Likert scale.
Table 4.6| Behavioural Belief about the purchase of green products (means)
Help save the environment

4,4

Be a responsible citizen

4,4

Stay in a clean & better environment

4,4
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Perform eco-friendly practices

4,5

Implement green initiatives in my life

4,4

Scale: 1 = strongly disagree; 5 = strongly agree

As we can see, the five beliefs have almost identical mean values, with only a difference
of 0,1. Based on the average of the five indicators, a synthetic index (construct) of Behavioural
Belief regarding the purchase of green products was constructed, with the following distribution
by the respondents:
Table 4.7| Behavioural Belief by sex, age, and education (means)
Behavioural
Belief
Female
4,5
Sex
Male
4,2
Total
4,4
18 to 24 years old
4,5
25 to 31 years old
4,6
Age
> 31 years old
4,1
Total
4,4
No Higher Education
4,4
Academic
With Higher Education
4,4
Qualifications
Total
4,4
Scale: 1 = minimum; 5 = maximum

There are only statistically significant differences in sex (t (419) = 3,292; p < 0,05), and in
age, between the three age groups (F (2,597) = 10,081; p < 0,001). Appendix 5 shows more
information about this construct, obtained through the SPSS program.

4.2.2. Outcome Evaluation
The construct Outcome Evaluation was also evaluated using five indicators on a 5-point scale.

Table 4.8| Outcome Evaluation about the purchase of green products (means)
To me helping to save the environment is

4,8

To me being responsible towards society is

4,7

To me staying in clean and better environment is

4,9

To me performing eco-friendly practices is

4,7

To me implementing green initiatives in my life is

4,6

Scale: 1 = strongly disagree; 5 = strongly agree
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The five items shown in the Table above (Table 4.8) have close mean values, ranging from
4,6 to 4,9. Based on the average of the five indicators, a synthetic index of Outcome Evaluation
regarding the purchase of green products was constructed, with the following distribution
among respondents:
Table 4.9| Outcome Evaluation by sex, age, and education (means)
Outcome
Evaluation
Female
4,8
Sex
Male
4,5
Total
4,7
18 to 24 years old
4,7
25 to 31 years old
4,8
Age
> 31 years old
4,8
Total
4,7
No Higher Education
4,7
Academic
With Higher Education
4,8
Qualifications
Total
4,7
Scale: 1 = minimum; 5 = maximum

There are statistically significant differences in sex (t (598) = 7,104; p < 0,05), academic
qualifications (t (598) = -2,314; p < 0,05) and in age, between the three age groups (F (2,597)
= 4,973; p < 0,001). Appendix 6 shows more information about this construct, obtained through
the SPSS program.

4.2.3. Normative Belief
The construct Normative Belief was evaluated using three indicators on a 5-point Likert scale.

Table 4.10| Normative Belief about the purchase of green products (means)
My family thinks I should purchase green products in
place of conventional non-green products
My friends think I should purchase green products in
place of conventional non-green products
My colleagues think I should purchase green products
in place of conventional non-green products

2,7

3,0

2,7

Scale: 1 = strongly disagree; 5 = strongly agree
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The three items presented in the Table 4.10 show close mean values, ranging from 2,7 to
3,0. Based on the average of the five indicators, a synthetic index of Normative Belief regarding
the purchase of green products was constructed, with the following distribution among
respondents:

Table 4.11| Normative Belief by sex, age and education (means)
Normative
Belief
Female
2,8
Sex
Male
2,7
Total
2,8
18 to 24 years old
2,7
25 to 31 years old
2,6
Age
> 31 years old
3,0
Total
2,8
No Higher Education
3,0
Academic
With Higher Education
2,6
Qualifications
Total
2,8
Scale: 1 = minimum; 5 = maximum

There are only statistically significant differences in academic qualifications (t (598) =
3,279; p < 0,05). Appendix 7 shows more information about this construct, obtained through
the SPSS program.

4.2.4. Motivation to Comply
The construct Motivation to Comply was evaluated using three indicators on a 5-point Likert
scale.

Table 4.12| Motivation to Comply about the purchase of green products (means)
How likely it is for you to do what your family thinks
you should do?
How likely it is for you to do what your friends think
you should do?
How likely it is for you to do what your colleagues
think you should do?
Scale: 1 = strongly disagree; 5 = strongly agree
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3,5

3,2

2,8

The three items represented in the Table 4.12 show mean values with a small discrepancy,
ranging from 2,8 to 3,5. Based on the average of the three indicators, a synthetic index of
Motivation to Comply regarding the purchase of green products was constructed, with the
following distribution among respondents:
Table 4.13| Motivation to Comply by sex, age and education (means)
Motivation
to Comply
Female
3,2
Sex
Male
3,1
Total
3,2
18 to 24 years old
3,2
25 to 31 years old
3,1
Age
> 31 years old
3,2
Total
3,2
No Higher Education
3,3
Academic
With Higher Education
3,1
Qualifications
Total
3,2
Scale: 1 = minimum; 5 = maximum

There are only statistically significant differences in academic qualifications (t (598) =
2,430; p < 0,05). Appendix 8 shows more information about this construct, obtained through
the SPSS program.

4.2.5. Control Belief
The construct Control Belief was evaluated using three indicators on a 5-point Likert scale.

Table 4.14| Control Belief about the purchase of green products (means)
While buying the green products, the location needs
to be convenient
Buying green products requires time and effort
My company/school/others that pay(s) for my
expenses encourage(s) me to use green products

3,8

3,1
2,3

Scale: 1 = strongly disagree; 5 = strongly agree
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The three items in the Table 4.14 illustrate mean values with a small discrepancy, ranging
from 2,3 to 3,8. Based on the average of the three indicators, a synthetic index of Control Belief
regarding the purchase of green products was constructed, with the following distribution
among respondents:
Table 4.15| Control Belief by sex, age and education (means)

Female
Male
Total
18 to 24 years old
25 to 31 years old
Age
> 31 years old
Total
No Higher Education
Academic
With Higher Education
Qualifications
Total
Scale: 1 = minimum; 5 = maximum
Sex

Control
Belief
3,1
3,1
3,1
3,1
3,0
3,1
3,1
3,1
3,0
3,1

There are no statistically significant differences in the variables of sex, academic
qualifications and age, regarding this construct. Appendix 9 shows more information about this
construct, obtained through the SPSS program.

4.2.6. Perceived Power
The construct Perceived Power was evaluated using three indicators on a 5-point Likert scale.

Table 4.16| Perceived Power about the purchase of green products (means)
Location is a critical factor while making decision to
buy green products
Time and effort needed to buy is very important
while making decision to buy green products
The expenses available to me is very critical while
making decision to buy green products
Scale: 1 = strongly disagree; 5 = strongly agree
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3,6

3,5

3,8

The three items in the Table 4.16 show close mean values, ranging from 3,5 to 3,8. Based
on the average of the three indicators, a synthetic index of Perceived Power regarding the
purchase of green products was constructed, with the following distribution among
respondents:
Table 4.17| Perceived Power by sex, age and education (means)
Perceived
Power
Female
3,7
Sex
Male
3,6
Total
3,6
18 to 24 years old
3,6
25 to 31 years old
3,7
Age
> 31 years old
3,6
Total
3,6
No Higher Education
3,6
Academic
With Higher Education
3,7
Qualifications
Total
3,6
Scale: 1 = minimum; 5 = maximum

There are no statistically significant differences in the variables of sex, academic
qualifications and age, regarding this construct. Appendix 10 shows more information about
this construct, obtained through the SPSS program.

4.2.7. Attitude
The construct Attitude was evaluated using six indicators on a 5-point semantic differential
scale.
Table 4.18| Attitude about the purchase of green products (means)
Extremely bad (1)/extremely good (5)

4,6

Extremely undesirable (1)/extremely desirable (5)

4,5

Extremely unenjoyable (1)/extremely enjoyable (5)

3,7

Extremely foolish (1)/extremely wise (5)

4,5

Extremely unfavourable (1)/extremely favourable
(5)
Extremely unpleasant (1)/extremely pleasant (5)

4,4
4,2

Scale: 1 = strongly disagree; 5 = strongly agree
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As we can see, the six items have mean values, ranging from 3,7 to 4,6. Based on the
average of the six indicators, a synthetic index of Attitude regarding the purchase of green
products was constructed, with the following distribution among respondents:

Table 4.19| Attitude by sex, age and education (means)
Attitude
Female
Sex
Male
Total
18 to 24 years old
25 to 31 years old
Age
> 31 years old
Total
No Higher Education
Academic
With Higher Education
Qualifications
Total
Scale: 1 = minimum; 5 = maximum

4,4
4,0
4,3
4,2
4,4
4,4
4,3
4,3
4,3
4,3

There are only statistically significant differences in sex (t (598) = 8,168; p < 0,05), and in
age, between the three age groups (F (2,597) = 8,114; p < 0,001). Appendix 11 shows more
information about this construct, obtained through the SPSS program.

4.2.8. Subjective Norm
The construct Subjective Norm was evaluated using two indicators on a 5-point Likert scale.

Table 4.20| Subjective Norm about the purchase of green products (means)
Most people who are important to me would want
me to purchase eco-friendly products
Most people who are important to me would think I
should purchase green products

2,9

2,9

Scale: 1 = strongly disagree; 5 = strongly agree

As we can see, the two items have equal mean values, namely, 2,9. Based on the average
of the two indicators, a synthetic index of Subjective Norm regarding the purchase of green
products was constructed, with the following distribution among respondents:
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Table 4.21| Subjective Norm by sex, age and education (means)
Subjective
Norm
Female
2,8
Sex
Male
3,1
Total
2,9
18 to 24 years old
2,9
25 to 31 years old
2,6
Age
> 31 years old
3,2
Total
2,9
No Higher Education
3,1
Academic
With Higher Education
2,8
Qualifications
Total
2,9
Scale: 1 = minimum; 5 = maximum

There are only statistically significant differences in sex (t (598) = -2,027; p < 0,05) and
academic qualifications (t (577) = 2,758; p < 0,05). Appendix 12 shows more information about
this construct, obtained through the SPSS program.

4.2.9. Perceived Behavioural Control
The construct Perceived Behavioural Control was evaluated using three indicators on a 5-point
Likert scale.

Table 4.22| Perceived Behavioural Control about the purchase of green products (means)
Whether or not I buy green product at place of
conventional non-green product is completely up to

3,8

me
I have resources, time and opportunities to buy green
product
I am confident that if I want to, I can buy green
product at place of conventional non-green product

3,3

3,7

Scale: 1 = strongly disagree; 5 = strongly agree

As we can see, the three items shown in the Table above (Table 4.22) have mean values,
ranging from 3,3 to 3,8. Based on the average of the three indicators, a synthetic index of
Perceived Behavioural Control regarding the purchase of green products was constructed, with
the following distribution among respondents:
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Table 4.23| Perceived Behavioural Control by sex, age and education (means)
Perceived
Behavioural
Control
Female
3,6
Sex
Male
3,6
Total
3,6
18 to 24 years old
3,5
25 to 31 years old
3,7
Age
> 31 years old
3,6
Total
3,6
No Higher Education
3,5
Academic
With Higher Education
3,6
Qualifications
Total
3,6
Scale: 1 = minimum; 5 = maximum

There are no statistically significant differences in the variables of sex, academic
qualifications and age, regarding this construct. Appendix 13 shows more information about
this construct, obtained through the SPSS program.

4.2.10. Perceived Value
The construct Perceived Value was evaluated using five indicators on a 5-point Likert scale.

Table 4.24| Perceived Value about the purchase of green products (means)
The green product's environmental functions provide
good value to me

3,9

The green product's environmental performance
meets my expectations

3,8

I purchase green product because it has more
environmental concern than non-green products

4,2

I purchase green product because it is
environmentally friendly

4,3

I purchase green product because it has more
environmental benefit than non-green products

4,3

Scale: 1 = strongly disagree; 5 = strongly agree

As we can see, the five items shown in the Table 4.24 show mean values, ranging from 3,8
to 4,3. Based on the average of the five indicators, a synthetic index of Perceived Value
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regarding the purchase of green products was constructed, with the following distribution
among respondents:
Table 4.25| Perceived Value by sex, age and education (means)
Perceived
Value
Female
4,2
Sex
Male
3,8
Total
4,1
18 to 24 years old
4,1
25 to 31 years old
4,2
Age
> 31 years old
4,1
Total
4,1
No Higher Education
4,1
Academic
With Higher Education
4,2
Qualifications
Total
4,1
Scale: 1 = minimum; 5 = maximum

There are only statistically significant differences in sex (t (598) = 5,851; p < 0,05).
Appendix 14 shows more information about this construct, obtained through the SPSS program.

4.2.11. Willingness to Pay Premium
The construct Willingness to Pay Premium was evaluated using two indicators on a 5-point
Likert scale.

Table 4.26| Willingness to Pay Premium about the purchase of green products (means)
I would pay more for a green product that is making
efforts to be environmentally sustainable

3,6

I would be willing to pay this extra percentage on
the green products to support the organization's /

3,5

product efforts to be environmentally sustainable
Scale: 1 = strongly disagree; 5 = strongly agree

As we can see, the two items shown in the Table 4.26 show close average values, namely,
3,5 and 3,6. Based on the average of the two indicators, a synthetic index of Willingness to Pay
Premium regarding the purchase of green products was constructed, with the following
distribution among respondents:
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Table 4.27| Willingness to Pay Premium by sex, age and education (means)
Willingness
to Pay
Premium
Female
3,6
Sex
Male
3,5
Total
3,6
18 to 24 years old
3,6
25 to 31 years old
3,7
Age
> 31 years old
3,5
Total
3,6
No Higher Education
3,5
Academic
With Higher Education
3,7
Qualifications
Total
3,6
Scale: 1 = minimum; 5 = maximum

There are no statistically significant differences in the variables of sex, academic
qualifications and age, regarding this construct. Appendix 15 shows more information about
this construct, obtained through the SPSS program.

4.2.12. Purchase Intention
The construct Purchase Intention was evaluated using three indicators on a 5-point Likert scale.

Table 4.28| Purchase Intention about the purchase of green products (means)
I will purchase green products for personal use
I am willing to purchase green products for personal
use
I will make an effort to purchase green products

4,0
4,3
4,2

Scale: 1 = strongly disagree; 5 = strongly agree

Analysing the Table 4.28 it’s possible to see that the three items have close mean values,
ranging from 4,0 to 4,3. Based on the average of the three indicators, a synthetic index of
Purchase Intention regarding the purchase of green products was constructed, with the
following distribution among respondents:
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Table 4.29| Purchase Intention by sex, age and education (means)
Purchase
Intention
Female
4,3
Sex
Male
3,8
Total
4,2
18 to 24 years old
4,1
25 to 31 years old
4,4
Age
> 31 years old
4,1
Total
4,2
No Higher Education
4,1
Academic
With Higher Education
4,3
Qualifications
Total
4,2
Scale: 1 = minimum; 5 = maximum

There are statistically significant differences in sex (t (303) = 7,108; p < 0,05), academic
qualifications (t (544) = -2,844; p < 0,05). Appendix 16 shows more information about this
construct, obtained through the SPSS program.

4.2.13. Purchase Behaviour
The construct Purchase Behaviour was evaluated using three indicators on a 5-point Likert
scale.

Table 4.30| Purchase Behaviour about the purchase of green products (means)
I have been purchasing green products at regular
basis
I have green purchasing behaviour for my daily
needs products
I have green purchasing behaviour over the past six
months

3,2

3,2

3,4

Scale: 1 = strongly disagree; 5 = strongly agree

Analysing the Table above (Table 4.30) it’s possible to see that the three items have similar
mean values, ranging from 3,2 to 3,4. Based on the average of the three indicators, a synthetic
index of Purchase Behaviour regarding the purchase of green products was constructed, with
the following distribution among respondents:
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Table 4.31| Purchase Behaviour by sex, age and education (means)
Purchase
Behaviour
Female
3,4
Sex
Male
2,9
Total
3,3
18 to 24 years old
3,0
25 to 31 years old
3,6
Age
> 31 years old
3,6
Total
3,3
No Higher Education
3,1
Academic
With Higher Education
3,4
Qualifications
Total
3,3
Scale: 1 = minimum; 5 = maximum

There are statistically significant differences in sex (t (384) = 4,328; p < 0,05), academic
qualifications (t (586) = -2,456; p < 0,05) and in age, between the three age groups (F (2,597)
= 15,903; p < 0,001). Appendix 17 shows more information about this construct, obtained
through the SPSS program.

4.2.14. Structural Model
The model presented below was generated using IBM SPSS AMOS 26 and illustrates the model
used in this thesis. The structural model allowed us to understand that the model explains 0,72
of the purchase behaviour of green products. Since the maximum is 1, we can conclude that this
model effectively explains the purchasing behaviour.
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Legend: PBC=Perceived Behavioural Control; PV=Perceived Value; WPP=Willingness to Pay Premium;
PI=Purchase Intention; PB=Purchase Behaviour

Figure 4.1| Structural Model
To see the analysis output generated in the Amos software, see Appendix 18.
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CHAPTER 5

Conclusions
To analyse the influence that different dimensions have on the purchase behaviour of green
products by Portuguese consumers, this study was carried out. The conclusions of the results
obtained are presented below, which provide theoretical and practical evidence that the model
effectively explains the purchasing behaviour. Limitations are also presented, as well as
suggestions for conducting future investigations.

5.1. Main Findings
The present research used the Theory of Planned Behaviour and incorporated two new
constructs, respectively, perceived value and willingness to pay premium (WPP) to the original
model with the aim of understand the behaviour of Portuguese consumers regarding the
purchase of green products.
In relation to the salient belief constructs of the TPB, behavioural belief and normative
belief were found to have a positive influence on their respective predictor construct (attitude
and subjective norm, respectively), while control belief showed the opposite, that is, it
negatively influenced their respective predictor construct (perceived behavioural control).
Moving forward, we can see that most predictor constructs influenced the consumer's intention
to purchase green products, which in turn influences their purchase behaviour. The subjective
norm has not been shown to have any impact on purchase intention.
Considering the constructs added, perceived value was reported to have a significant
positive influence on the purchase intention, which highlights the role of the perceived value of
green products in decision making. Willingness to pay premium (WPP) didn´t demonstrate to
have a significant impact on the consumer's green purchase intention, however, it positively
influenced the purchase intention. This importance may be more modest, compared to other
constructs, due to the fact that price may still be an issue for Portuguese consumers (price
sensitivity).
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Based on a sample of 600 Portuguese adults, it was concluded that the research hypotheses
were supported, in which the model explains 0,72 of purchase behaviour. Therefore, the results
obtained proved the usefulness and applicability of TPB in determining the intention and
behaviour of consumers towards purchasing green products in the Portuguese context. In
addition, it also supported the inclusion of constructs to the original model, as they made it
possible to improve the predictive power of the Theory of Planned Behaviour in determining
the intention and behaviour of consumers' green purchasing.

The first research question of this work sought to understand what were the determinants
that most affect Portuguese consumers in their intention to purchase green products. This study
tested five determinants regarding the purchase of green products, in which attitude proved to
be a relevant variable in explaining intention and green behaviour, however the variable with
the greatest influence on behavioural intention was the perceived value.

Moving on to the second research question, this concerns the fact that Portuguese
consumers have an intention to buy green products that often do not materialize in the actual
purchase, thus leading to the famous gaps mentioned in the introduction and in the literature.
Regarding the gap between intention and behaviour and through the structural model, it is
possible to understand that the purchase intention explains 0.72 of the purchase behaviour, so
there is consistency in this case study. Regarding the gap that surrounds the attitude and
behaviour, we can see that although it is not endowed with enormous relevance, it is, in this
case, the second construct with the greatest impact on the purchase intention and, consequently,
in the purchase behaviour. In this way, this is a model that has proven its solidity and
consistency, thus suppressing the gaps that often appear associated with this model.

5.2. Contributions
Many studies related to sustainability and behaviour prediction apply the Theory of Planned
behaviour (Ajzen, 1991) as the theoretical framework. However, this theory has limitations that
were mitigated in this study. The Theory of Planned Behaviour (Ajzen, 1991) consists of three
constructs as predictors of behaviour intention, however, over the years, it was realized that
although this structure is strong, it might lack on the variables it use (Ajzen, 2002). Therefore,
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many researches have been adapting and extending this model with other variables with the
objective of obtaining results closer to reality.
This study was no different and added new variables to the model – perceived value and
willingness to pay premium – and evaluate the relevance of the constructs to the behaviour
intention of the TPB. The perceived value and willingness to pay premium were,
correspondingly, the first and third most significant determinants to behaviour intention.
Following this line of reasoning, can be concluded that there is a great benefit in incorporating
variables in the original TPB. Thus, by providing further evidence for the belief in the addition
of variables, it contributes theoretically to rethinking or adapting the TPB model.
Studies in the literature concerning the Portuguese population on the themes of
sustainability and green purchase behaviour are scarce. Therefore, this study allows to enrich
the existing knowledge and to provide new information about the motivations for purchase
intention that are critical for the companies that are interested in this market area.
From the literature and data collected in this investigation, it is possible to perceive that
both the population and the market are prepared to evolve towards a greener reality. This shift
opens the door to new business opportunities for the Portuguese market and forces marketing
strategies to reinvent themselves in all aspects, from the new offer to eco-friendly
communication.

5.3. Limitations and Future Research Recommendations
Throughout this investigation, there was an effort to conduct it in the most enriching and
rigorous way possible, but limitations are part and this case was no exception. Thus, the
limitations of this investigation will be explained to guide future research on this topic.
First, it is important to remember that the findings presented in this thesis result from
limitations inherent to a small sample research and the fact that the results derive from a given
context and country. The number of responses that make up the sample is reduced,
consequently, it is neither probabilistic nor large enough to extrapolate its characteristics to the
Portuguese population. It should be noted however that this study was also not designed for this
purpose, as it is an exploratory study that sought to capture the perceptions of the themes under
analysis. Still, it can be seen as a preliminary study within this topic.
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Within the sample of 20 districts, the distribution of responses was not homogeneous, in
which the majority of responses came from the district of Lisbon (see Table 4). This high
number of responses in Lisbon is justified by being a significant part of the author's personal
network. Inevitably, a biased sample can be considered.
Future studies should take these deficiencies into account and mitigate them. A greater
number of responses from all regions of Portugal should be guaranteed. It would also be
interesting, instead of studying Portuguese consumers in general, to compare between
geographical locations. For example, between the littoral and the interior. Or between mainland
Portugal and the archipelagos of Madeira and Azores. Although Portugal is a small country, it
is very rich at a cultural level, so it is an interesting topic to explore.
Second, this research measured green products in general, however, the results may be
different if specific green products had been used (each has its intensity). Previous studies have
reported that behavioural intention differs depending on the type of green products (Yadav &
Pathak, 2017). Future research should test the proposed model and apply it to different types of
green products, such as recyclable products, organic products, among others.
Third, this model was adapted from the Theory of Planned Behaviour in which two
variables were added, which are willingness to pay premium and perceived value. Future
research may also try to include other constructs, mediators or moderators in addition to those
tested on this model, in order to increase the understanding about the green consumer behaviour
and provide more insights.
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Esta página foi intencionalmente deixada em branco
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Appendix 1| Survey in Portuguese

Title: Qual a sua opinião sobre a compra de Produtos Verdes?
Introduction:
Caro(a)s entrevistado(a)s,
Este questionário surge no âmbito de uma tese de mestrado em Gestão de Serviços e da
Tecnologia do ISCTE, no qual o foco de investigação reside no estudo do comportamento dos
portugueses na compra de produtos verdes.
Por favor, considere "produtos verdes" como aqueles que são fabricados segundo uma política
deliberada de gestão ambiental, onde a produção é efetuada segundo critérios de eficiência
energética, conservação de recursos naturais, preocupação com a saúde do consumidor,
segurança ambiental, facilidade de reutilização, durabilidade e biodegradabilidade. Papel
reciclado, produtos bio, discos desmaquilhantes reutilizáveis em algodão bio e lâmpadas e
eletrodomésticos de baixo consumo energético, são alguns dos muitos exemplos de produtos
verdes.
O objetivo desta pesquisa é estudar os fatores que influenciam a atitude do consumidor
português face à hipótese de aquisição de produtos verdes. Este trabalho segue a Teoria do
Comportamento Planeado, que se tem mostrado o modelo menos complexo, dentro das teorias
de ação, para o estudo de atitudes, normas sociais e controlo percebido.
As respostas serão utilizadas para fins estatísticos, sendo garantida a confidencialidade e
anonimato da informação recolhida.
A sua contribuição e opinião neste estudo são muito importantes para o êxito da investigação,
pelo que agradeço antecipadamente a sua colaboração e disponibilidade!
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1st Block: Demographic information
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2nd block: Evaluation of model variables (Belief Constructs)
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3rd block: Evaluation of model variables (Other Constructs)
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Appendix 2| Constructs and measuring items
Constructs
Behavioural Belief
(BB)
(strongly disagree
(1)/strongly agree (5))

Buying a
green
product
would
enable me to

Outcome Evaluation (OE)
(not at all important (1)/extremely
important (5))

Normative belief (NB)
(strongly disagree (1)/strongly agree
(5))

Motivation to comply (MC)
(extremely unlikely (1/extremely
likely (5))
Control belief (CB)
(strongly disagree (1)/strongly agree
(5))
Perceived power (PP)
(strongly disagree (1)/strongly agree
(5)

Attitude

94

Buying green
product is

Measuring Items

Sources

BB1: help save the environment.
BB2: be a responsible citizen.
BB3: stay in a clean & better environment.
BB4: perform eco- friendly practices.
BB5: implement green initiatives in my life.
OE1: to me helping to save the environment is
OE2: to me being responsible towards society is
OE3: to me staying in clean and better environment
is
OE4: to me performing eco-friendly practices is
OE5: to me implementing green initiatives in my life
is
NB1: my family thinks I should purchase green
products in place of conventional non-green
products.
NB2: my friends think I should purchase green
products in place of conventional non-green
products.
NB3: my colleagues think I should purchase green
products in place of conventional non-green
products.
MC1: how likely it is for you to do what your family
thinks you should do?
MC2: how likely it is for you to do what your friends
think you should do?
MC3: how likely it is for you to do what your
colleagues think you should do?
CB1: while buying the green products, the location
needs to be convenient.
CB2: buying green products requires time and effort.
CB3: my company/school/others that pay(s) for my
expenses encourage(s) me to use green products.
PP1: location is a critical factor while making decision
to buy green products.
PP2: time and effort needed to buy is very important
while making decision to buy green products.
PP3: the expenses available to me is very critical
while making decision to buy green products.
ATT1: extremely bad (1)/extremely good (5)
ATT2: extremely undesirable (1)/extremely
desirable (5)
ATT3: extremely unenjoyable (1)/extremely
enjoyable (5)
ATT4: extremely foolish (1)/extremely wise (5)
ATT5: extremely unfavourable (1)/extremely
favourable (5)
ATT6: extremely unpleasant (1)/extremely pleasant
(5)

Yadav and Pathak,
(2017)

Kim & Han (2010)

Subjective norm
(strongly disagree (1)/strongly agree
(5))
Perceived behavioural control
(strongly disagree (1)/strongly agree
(5))

Perceived value
(strongly disagree (1)/strongly agree
(5))

Willingness to pay premium
(strongly disagree (1)/strongly agree
(5))

Purchase intention
(strongly disagree (1)/strongly agree
(5))
Purchase behaviour
(strongly disagree (1)/strongly agree
(5))

SN1: most people who are important to me would
want me to purchase eco-friendly products.
SN2: most people who are important to me would
think I should purchase green products.
PBC1: whether or not I buy green product at place of
conventional non-green product is completely up to
me.
PBC2: I have resources, time and opportunities to
buy green product.
PBC3: I am confident that if I want to, I can buy green
product at place of conventional non-green product.
PV1: the green product's environmental functions
provide good value to me.
PV2: the green product's environmental
performance meets my expectations.
PV3: I purchase green product because it has more
environmental concern than non-green products.
PV4: I purchase green product because it is
environmentally friendly.
PV5: I purchase green product because it has more
environmental benefit than non-green products.
WPP1: I would pay more for a green product that is
making efforts to be environmentally sustainable.
WPP2: I would be willing to pay this extra percentage
on the green products to support the
organization's/product efforts to be environmentally
sustainable.
1--------2--------3--------4--------5--------6--------7
0% 1–2% 2–5% 6–10% 11–15% 16–20% >20%
PI1: I will purchase green products for personal use.
PI2: I am willing to purchase green products for
personal use.
PI3: I will make an effort to purchase green products.
PB1: I have been purchasing green products at
regular basis.
PB2: I have green purchasing behaviour for my daily
needs products.
PB3: I have green purchasing behaviour over the past
six months.

Chan & Lau (2002)

Kim & Han (2010)

Chen & Chang
(2012)

Kang, Stein, Heo,
& Lee (2012)

Kim, Njite, &
Hancer (2013)

Wan, Cheung, &
Shen (2012).
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Appendix 3| Recoding the Outcome Evaluation variable
Scale
Not at all important
Somewhat important
Neutral
Very important
Extremely important

Before
1
2
3
4
5

Recoded Variable
-2
-1
0
1
2

Appendix 4| Recoding the Motivation to Comply variable
Scale
Extremely unlikely
Unlikely
Neutral
Likely
Extremely likely
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Before
1
2
3
4
5

Recoded Variable
-2
-1
0
1
2

Appendix 5| Behavioural Belief Construct by Sex, Age and Academic Qualifications
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Appendix 6| Outcome Evaluation Construct by Sex, Age and Academic Qualifications
A
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Appendix 7| Normative Belief Construct by Sex, Age and Academic Qualifications
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Appendix 8| Motivation to Comply Construct by Sex, Age and Academic Qualifications
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Appendix 9| Control Belief Construct by Sex, Age and Academic Qualifications
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Appendix 10| Perceived Power Construct by Sex, Age and Academic Qualifications
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Appendix 11| Attitude Construct by Sex, Age and Academic Qualifications
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Appendix 12| Subjective Norm Construct by Sex, Age and Academic Qualifications
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Appendix 13| Perceived Behavioural Control Construct by Sex, Age and Academic
Qualifications

105

Appendix 14| Perceived Value Construct by Sex, Age and Academic Qualifications
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Appendix 15| Willingness to Pay Premium Construct by Sex, Age and Academic
Qualifications
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Appendix 16| Purchase Intention Construct by Sex, Age and Academic Qualifications
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Appendix 17| Purchase Behaviour Construct by Sex, Age and Academic Qualifications
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Appendix 18| Outcome Analysis regarding the structural model
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