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ABSTRACT 

Purpose this study analyzes the influence of consumer attitude 

and personal norms on green purchasing behaviour, with 

green product attributes as a mediator. Methodology a 

quantitative survey was conducted with 83 consumers using 

accidental sampling. Data were analyzed with SPSS 26, 

including reliability, validity, regression, and Sobel mediation 

tests. Findings consumer attitude, personal norms, and green 

product attributes significantly and positively affect green 

purchasing behaviour. Green product attributes partially 

mediate the relationships between attitude and behaviour, and 

between norms and behaviour. The model explains 61.2% of 

behavioural variance. Limitations/Implications cross-sectional 

design and self-reported data from a limited sample restrict 

causal inference and generalizability. Future research should 

use longitudinal designs and diverse samples. Originality the 

study integrates psychological and product-perception 

theories, positioning green attributes as a key mediator in 

sustainable consumption, offering both theoretical and 

practical marketing insights. 
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INTRODUCTION 

The imperative for sustainable consumption has become a fundamental concern for 

policymakers, business leaders, and academics in an era characterized by escalating 

environmental degradation and heightened consumer consciousness. Contemporary markets 

operate in environments where green purchasing behaviour is increasingly recognized as a 

critical lever for achieving broader sustainability goals ((Abdo et al., 2023; Armutcu et al., 2024; 

Dangelico et al., 2021). The strategic importance of understanding this behaviour is paramount 

for businesses seeking to foster brand loyalty, secure competitive advantage, and align with 

evolving regulatory and social expectations (Al-Swidi & Saleh, 2021; Jaiswal & Kant, 2018). 
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Despite substantial scholarly interest in sustainable consumption, significant gaps remain 

in understanding the fundamental mechanisms through which consumer predispositions 

translate into concrete green purchasing actions. Previous research has primarily examined 

isolated determinants such as environmental attitudes or personal norms in simple, direct-effect 

models, overlooking the integrated pathways and the pivotal role of product-specific perceptions 

(Lopes, Pinho, et al., 2024; Ogiemwonyi et al., 2023; Wijekoon & Sabri, 2021). Particularly lacking 

is a comprehensive understanding of how intrinsic consumer motivations and extrinsic product 

perceptions interact and mediate one another to shape the final purchase decision across 

various product categories. 

The fundamental challenge facing marketers and sustainability advocates is not merely the 

identification of pro-environmental consumers, but the strategic alignment of product 

development and communication to bridge the pervasive attitude-behaviour gap. Furthermore, 

emerging market complexities such as greenwashing, information overload, and varying levels of 

product availability are increasingly complicating the decision-making landscape that consumers 

must navigate (Hussain et al., 2020; Lavuri et al., 2021; Lavuri & Susandy, 2020; Lopes, Silva, et al., 

2024). In this context, identifying the mediating role of green product attributes becomes crucial 

for building effective intervention strategies and ensuring the commercial success of sustainable 

innovations. 

Green purchasing behaviour plays a pivotal role in the circular economy by driving 

demand for eco-friendly products, thereby incentivizing sustainable production and creating 

market value (Chaudhary & Bisai, 2018; García-Salirrosas & Rondon-Eusebio, 2022; Wang, 2017). 

However, a weak or inconsistent link between consumer values and market offerings can disrupt 

this value creation process, hindering environmental progress and corporate sustainability. 

Previous studies indicate that failed green product launches, often due to a mismatch between 

consumer expectations and product reality, can incur significant costs through damaged brand 

equity and entrenched consumer skepticism (Qureshi et al., 2023; Sheng et al., 2019; Troudi & 

Bouyoucef, 2020; Visser & Dlamini, 2021). 

The strategic importance of green marketing has positioned product attributes as a key 

component in consumer decision-making frameworks. Various approaches have been adopted 

by firms to enhance their product appeal. Brands known for their genuine and high-performing 

green products enjoy superior consumer trust and a highly regarded reputation in the 

marketplace (Dlamini & Mahowa, 2024; Dou et al., 2025; Hazaea et al., 2022; Sharma & Paço, 

2025). However, the significant challenge these brands face in building a credible green image 

lies in the inconsistencies and varying quality of perceived product attributes such as 

effectiveness, price, and availability across different categories and regions. Achieving strong and 

consistent green purchasing requires coordination and emphasizes the essential requirement of 

credible and desirable product offerings (Al-Quran et al., 2020; Vinoth et al., 2024; Zahid et al., 

2018). 

Regarding consumer psychology and product perception, research shows that products 

successfully communicating superior environmental and functional benefits demonstrate 

stronger purchase intentions. Studies indicate that offerings perceived as genuinely green and 

high-quality achieve significantly higher market penetration and willingness-to-pay compared to 

conventional or weakly positioned counterparts (Joshi et al., 2021; Liaquat et al., 2024; Pontes et 

al., 2024; Zameer & Yasmeen, 2022). The phenomenon of greenwashing illustrates the profound 

implications of trust failure, as evidenced by numerous established brands struggling to 

maintain consumer credibility when their claims are questioned. Consequently, several well-

known corporations have faced reputational crises when they failed to align product attributes 

with consumer perceptions of greenness, leading to broader market challenges. This highlights 

the critical significance of managing product attribute perceptions to ensure proper market 

adaptation, protecting firms from consumer backlash and financial underperformance (Majeed 

et al., 2022; Rahman et al., 2020; Witek & Kuźniar, 2020). 
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Green product attributes are often considered a critical mediating mechanism for 

converting positive attitudes into behaviour, as they help avoid the value-action gap paradox by 

making the sustainable choice both tangible and desirable (Carrión-Bósquez et al., 2025; Chanda 

et al., 2023; Elbarky et al., 2023; Royani & Imaningsih, 2024). Scholars argue that a strong 

product-based value proposition can help overcome intention-behaviour gaps caused by 

situational barriers by making the green choice more accessible and rewarding. The persuasive 

power of compelling product attributes is further supported by numerous international studies. 

For instance, recent research indicates that perceived product greenness and performance are 

central mediators that explain when and why positive attitudes lead to actual purchase 

(Abeysekera et al., 2022; Gupta, 2021; Siyal et al., 2021). 

Previous studies have extensively discussed green purchase determinants, both 

quantitatively and qualitatively, although often with a narrow focus. These studies primarily rely 

on established theories like the Theory of Planned Behaviour (TPB) or Value-Belief-Norm (VBN) 

theory to predict behavioural intentions (Ajzen, 1991). However, they have not sufficiently 

integrated the concrete perception of the product itself as a central mediating variable within a 

holistic framework connecting internal drivers to final behaviour (Astuti et al., 2025; Nafiudin et 

al., 2025; Wulandaru et al., 2025). A number of studies rely on direct-effect identification, 

examining simple cause-effect relationships between attitudes and intentions. Additionally, 

others focus on measuring behavioural outcomes without thoroughly testing the full spectrum 

of mediation mechanisms, particularly the role of multi-dimensional product attribute 

perceptions. This necessitates a more comprehensive exploration of the integrated pathways 

connecting consumer psyche to market behaviour through the lens of the (Charwin & Agustinus 

Setyawan2, 2025; Tirtana & Rahmadhani, 2025; Toni, 2025). 

This research is designed to fill several significant gaps identified in the existing literature. 

First, this study introduces a holistic and integrated approach by analyzing the determinants of 

green purchasing behaviour not as isolated relationships, but as a complete system where 

consumer attitudes and personal norms interact with the mediating perception of green product 

attributes. This approach addresses the limitations of previous studies that tended to examine 

drivers in isolation from product-market realities. Second, this study innovatively positions green 

product attributes not merely as an outcome but as a critical mediating mechanism, which has 

not been extensively explored as a central transmission pathway despite being identified as a 

key market factor. Third, this study conducts an in-depth exploration of unique mediation 

pathways, such as how personal norms enhance the perceived value of green attributes, and 

how these attributes, in turn, catalyze the translation of general environmental concern into 

specific purchase actions. 

The contributions of this research are multidimensional. Theoretically, this study enriches 

the sustainable consumption literature by proposing and testing a more comprehensive and 

contextual model that reflects the reality of the attitude-behaviour gap and the pivotal role of 

product perception. This model is expected to form the foundation for developing a more robust 

theory of green consumption in complex market environments. Methodologically, this study 

contributes by employing mediation analysis (e.g., Process Macro or Structural Equation 

Modeling) to estimate the indirect and direct relationships between determinants, mediators, 

and purchasing behaviour. This method effectively handles complex model characteristics, 

including multiple predictors and a key mediator, providing robust estimates under conditions of 

consumer decision-making complexity. 

On a practical level, the research findings will yield insights with broad managerial 

implications and generalizability. These findings can serve as a valuable guide for marketing 

managers, product developers, and sustainability officers in formulating more effective green 

marketing strategies. Practical contributions from this research may include specific 

recommendations for designing and communicating credible green product attributes that 

effectively bridge consumer values and purchase behaviour. Thus, this research not only 
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contributes to the academic body of knowledge but also directly feeds into practical efforts to 

enhance the market success of sustainable products and accelerate the transition towards a 

green economy. 

This study specifically aims to analyze the determinants of green purchasing behaviour 

with green product attributes as a mediating variable through a quantitative mediation analysis 

framework. The main objectives include: (1) examining the direct effects of consumer attitudes 

and personal norms on green purchasing behaviour; (2) testing the direct effects of these 

determinants on the perception of green product attributes; (3) investigating the indirect 

mediating effect of green product attributes on the relationship between the determinants and 

purchasing behaviour; and (4) analyzing the relative strength of the mediated pathways. 

The urgency of this research is based on three fundamental aspects. First, from an academic 

perspective, this study fills a significant literature gap by developing an integrated behavioural 

model that positions product attributes as a core mediator, differing from the intention-centric 

models dominant in previous studies. Second, the methodological aspect introduces rigor 

through the application of advanced mediation analysis, which can overcome the limitations of 

simple regression in unveiling the underlying how and why of consumer behaviour. Third, the 

resulting practical implications have strategic relevance for businesses in translating the growing 

pro-environmental sentiment into actual sales, thereby making sustainability both an ethical and 

a commercially viable pursuit. Thus, this research not only provides a substantive contribution to 

the development of green consumer theory but also becomes a critical empirical foundation for 

strategic decision-making in sustainable marketing and product development. 

 

LITERATURE REVIEW 

Theoretical Foundations of Green Purchasing Behaviour 

Understanding the determinants of green purchasing behaviour requires integrating 

multiple theoretical lenses from consumer psychology and marketing. At its core, the Theory of 

Planned Behaviour (TPB) (Ajzen, 1991) provides a foundational framework, positing that 

behavioural intention the immediate antecedent of behaviour is shaped by Attitude toward the 

behaviour, Subjective Norms, and Perceived Behavioural Control. In the context of green 

consumption, this theory is enriched by the Norm Activation Model (NAM) (Schwartz, 1977), 

which emphasizes the role of personal moral norms and feelings of obligation (Personal Norms) 

in driving pro-social and pro-environmental actions (Citra Ardila et al., 2025; Ekasasmita et al., 

2025; Septya Pradana et al., 2025). These cognitive and normative drivers, however, do not 

operate in a vacuum; they are filtered through the consumer's perception of the market offering. 

This is where Signalling Theory (Spence, 1973) becomes critical, as it explains how consumers 

interpret tangible and intangible Green Product Attributes (e.g., eco-labels, material composition, 

energy efficiency) as signals of a product's true environmental quality and performance, 

reducing perceived risk and uncertainty in the purchase (Citra Ardila et al., 2025). An integrated 

theoretical approach, therefore, considers how internal drivers (Attitude, Personal Norms) are 

translated into action through the evaluation of external, product-specific signals, effectively 

positioning Green Product Attributes as a pivotal mediating construct in the decision-making 

pathway. 

 

The Direct Effect of Consumer Attitude on Green Purchasing Behaviour  

Consumer Attitude toward green purchasing refers to an individual's overall positive or 

negative evaluation of performing this specific behaviour (Ajzen, 1991). It encompasses the 

degree to which a consumer believes that buying green products is beneficial, important, and 

personally relevant. According to the Theory of Planned Behaviour, attitude is a fundamental 

and direct determinant of behavioural intention, which subsequently influences actual 

behaviour. A favourable attitude reduces perceived barriers and increases the likelihood of 
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action (Jaiswal & Kant, 2018; Lopes, Pinho, et al., 2024; Ogiemwonyi et al., 2023). In the context of 

sustainability, consumers who hold strong positive beliefs about the environmental impact and 

personal benefits of green purchasing are inherently more motivated to engage in such 

behaviour, independent of other factors. Empirical evidence robustly supports this direct 

pathway, indicating that pro-environmental attitude is a significant predictor of green purchase 

intention and, to a lesser extent, actual behaviour (Abdo et al., 2023; Al-Swidi & Saleh, 2021; 

Armutcu et al., 2024; Dangelico et al., 2021). Therefore, it is hypothesized that: 

H1: Consumer Attitude has a positive direct effect on Green Purchasing Behaviour. 

 

The Mediating Role of Green Product Attributes in the Attitude-Behaviour Relationship  

While a direct relationship exists, the persistent attitude-behaviour gap in green 

consumption suggests that a positive attitude alone is often insufficient to guarantee a purchase. 

The translation of a general disposition into a specific market choice requires a concrete catalyst. 

This is where the perception of Green Product Attributes functions as a critical mediator. 

Signalling Theory (Spence, 1973) provides the explanatory mechanism: a consumer's pre-existing 

positive attitude acts as a lens that shapes how they perceive and interpret product-specific 

information. Consumers with a strong pro-environmental attitude are more likely to notice, trust, 

and value the green attributes of a product (Hussain et al., 2020; Lavuri & Susandy, 2020; Lopes, 

Silva, et al., 2024; Wijekoon & Sabri, 2021). They are predisposed to interpret eco-labels and 

sustainable features as credible and meaningful, thereby enhancing the perceived value and 

desirability of the product. This enhanced product perception, in turn, becomes the immediate 

driver of the purchase decision. Thus, the influence of attitude on behaviour is not only direct 

but also significantly indirect, channeled through the more proximal evaluation of the product's 

tangible attributes. Consequently, the following hypothesis is proposed: 

H2: Green Product Attributes mediate the positive relationship between Consumer Attitude and 

Green Purchasing Behaviour. 

 

The Direct Effect of Personal Norms on Green Purchasing Behaviour  

Personal Norms represent an individual's internalized moral obligation to engage in pro-

environmental actions, arising from a sense of responsibility for the consequences of their 

inaction (Schwartz, 1977) Rooted in the Norm Activation Model, personal norms are distinct from 

social pressures; they are self-imposed ethical imperatives. When activated, these norms create 

a powerful direct motivational force to act in accordance with one's values to avoid feelings of 

guilt and to achieve self-approval. In green purchasing, this translates to a direct compulsion to 

choose environmentally friendly products as a fulfilment of a personal ethical duty. This moral 

motivation can often bypass more calculated, attitude-based evaluations, driving behaviour 

directly. Research consistently identifies personal norms as one of the strongest direct predictors 

of pro-environmental intentions and behaviours, including green (Chaudhary & Bisai, 2018; 

Lavuri et al., 2021; Wang, 2017). Based on this theoretical and empirical grounding, the 

hypothesis is: 

H3: Personal Norms have a positive direct effect on Green Purchasing Behaviour. 

 

The Mediating Role of Green Product Attributes in the Personal Norms-Behaviour 

Relationship  

Similar to attitude, the influence of personal moral norms on concrete behaviour is also 

facilitated by market-based evaluations. A strong personal norm motivates an individual to seek 

out behavioural options that align with their ethics. In the marketplace, this search focuses on 

identifying products whose attributes clearly signal alignment with those moral values (García-

Salirrosas & Rondon-Eusebio, 2022; Qureshi et al., 2023; Sheng et al., 2019). The presence of 

credible green attributes (e.g., certified organic, carbon-neutral) provides the tangible means for 

a consumer to enact their moral norms. The norm enhances the salience and perceived 
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importance of these attributes, making them key decision criteria. Essentially, the product's 

green features become the instrument through which personal ethics are operationalized. 

Therefore, while personal norms exert a direct push towards green behaviour, a significant 

portion of their effect is mediated by the consumer's active search for and positive evaluation of 

products that possess the "right" ethical attributes. This leads to the mediation hypothesis: 

H4: Green Product Attributes mediate the positive relationship between Personal Norms and 

Green Purchasing Behaviour. 

 

The Direct Effect of Green Product Attributes on Green Purchasing Behaviour  

Ultimately, the purchase decision is a response to the specific product offered. Green 

Product Attributes encompassing functional performance, environmental benefits, price, design, 

and credibility constitute the final and most proximal set of evaluative criteria in the consumer's 

decision process (Dou et al., 2025; Troudi & Bouyoucef, 2020; Visser & Dlamini, 2021) Signalling 

Theory posits that these attributes reduce uncertainty and perceived risk. A product perceived as 

offering high environmental quality without sacrificing functional performance or value for 

money presents a compelling value proposition that directly drives purchase, regardless of the 

consumer's pre-existing attitudes or norms. This direct effect captures the reality of the market: 

even a consumer with moderate environmental concern will likely choose a clearly superior 

green product over a conventional alternative, while a highly concerned consumer may reject a 

poorly designed green product. The attributes themselves are the decisive factor at the point of 

sale (Dlamini & Mahowa, 2024; Hazaea et al., 2022; Sharma & Paço, 2025). Therefore, the final 

core hypothesis is: 

H5: Green Product Attributes have a positive direct effect on Green Purchasing Behaviour. 

 

METHODS 

This study employs a quantitative research design with a descriptive and cross-sectional 

survey approach to examine the determinants of green purchasing behaviour and the mediating 

role of green product attributes (Sugiyono, 2022). Primary data were collected through 

structured questionnaires distributed to consumers who have experience in purchasing green 

products. The selection of respondents was conducted using accidental sampling techniques, 

where participants were selected based on accessibility and suitability without prior planning, 

ensuring representation from various consumer segments (Sugiyono, 2022). Data collection was 

performed using a Likert-scale questionnaire, targeting respondents who have made green 

purchase decisions in diverse product categories (Sekaran & Bougie, 2016). 

 

Model Development 

This study uses multiple regression analysis and path analysis to examine the relationships 

between consumer attitudes, personal norms, green product attributes, and green purchasing 

behaviour. The regression approach was selected due to its ability to test direct effects between 

variables, while path analysis allows for the examination of both direct and indirect (mediation) 

effects in a structured model (Hair, 2009). This method is appropriate for explanatory research 

aimed at understanding the mechanisms through which independent variables influence the 

dependent variable through a mediator. The approach is robust, widely recognized in 

behavioural research, and suitable for testing mediation hypotheses without requiring advanced 

structural equation modeling (Ishtiaq, 2019). 

The research model builds upon the integrated theoretical framework combining the Theory 

of Planned Behaviour, Norm Activation Model, and Signalling Theory, which has been widely 

applied in green consumption research. The regression-based path analysis allows for clear 

estimation of both direct and indirect effects while controlling for measurement reliability 

through scale validation (Creswell & Miller, 2000). 
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Research Model 

The following regression equations were used to examine the direct and mediated 

relationships: 

 

 
 

Where: 

 = Green Purchasing Behaviour 

 = Green Product Attributes (mediator) 

 = Consumer Attitude 

 = Personal Norms 

 = constant terms 

 = regression coefficients 

 = error terms 

 

Operational Variables 

Table 1. Operational Variables 

Variable 

Category 

Variable 

Name 

Measurement Symbol Expected 

Sign 

Source 

Independent 

Variable 

Consumer 

Attitude 

Positive evaluation of 

green purchasing (5-

point Likert scale) 

ATT Positive (Ajzen, 1991; 

Armutcu et al., 

2024; Dangelico et 

al., 2021) 

Independent 

Variable 

Personal 

Norms 

Moral obligation to 

engage in green 

purchasing (5-point 

Likert scale) 

PN Positive (Abdo et al., 2023; 

Al-Swidi & Saleh, 

2021; Schwartz, 

1977) 

Mediating 

Variable 

Green 

Product 

Attributes 

Perceived 

environmental quality, 

performance, and 

credibility of green 

products (5-point 

Likert scale) 

GPA Positive (Jaiswal & Kant, 

2018; Lopes, 

Pinho, et al., 2024; 

Ogiemwonyi et al., 

2023) 

Dependent 

Variable 

Green 

Purchasing 

Behaviour 

Frequency and 

intention to buy green 

products (5-point 

Likert scale) 

GPB Positive (Hussain et al., 

2020; Lavuri & 

Susandy, 2020; 

Wijekoon & Sabri, 

2021) 

Source: Authors' Own work 

 

The regression-based path analysis enables the estimation of both direct effects and 

indirect mediation effects. The expected positive signs align with the theoretical framework and 

hypothesis development, where all direct and mediated relationships are hypothesized to be 

positive and significant. 

https://jurnal.unived.ac.id/index.php/er/index


ISSN: 2338-8412                                                                                  e-ISSN : 2716-4411 

4654 | Budi Syamtoro, Hamida Hunein, Ahmad Farabi ; Determinants Of Green Purchasing 

Behaviour ... 

The analysis was conducted using SPSS version 26. Preliminary analyses included reliability 

testing (Cronbach's Alpha), validity testing (content and construct validity), and assumption 

checks (normality, multicollinearity, linearity, and homoscedasticity). The mediation effect was 

tested using the causal steps approach (Ghozali, 2021), supplemented with Sobel test to examine 

the significance of indirect effects. The regression models were evaluated using regression 

coefficients, t-statistics, significance levels, and coefficient of determination (R²) to ensure the 

robustness of the (Hair, 2009). 

RESULTS 

Result Research 

Table 2 summarizes the descriptive statistics of all key variables. The dependent 

variable, Green Purchasing Behaviour (Y), has a mean score of 4.34 (on a 1–5 Likert scale), with a 

standard deviation of 0.73, indicating that respondents generally exhibit favorable green 

purchasing practices, though with moderate variation across the sample. The independent 

variable Consumer Attitude (X1) averages 4.12 (SD = 0.67), reflecting positive attitudes toward 

green products. Personal Norms (X2) shows the highest mean (4.28, SD = 0.71), suggesting 

strong internalized moral obligations regarding environmental behavior. The mediator, Green 

Product Attributes (M), records the highest mean (4.40, SD = 0.62), indicating that perceived 

green product characteristics are highly rated. All variables demonstrate acceptable ranges (Min 

= 3, Max = 5), confirming consistent use of the measurement scale without extreme outliers. 

 

Table 2. Descriptive Statistics (N = 83) 

Variable Min Max Mean Std.Deviation 

Consumer Attitude (X1) 3 5 4.12 0.67 

Personal Norms (X2) 3 5 4.28 0.71 

Green Purchasing Behaviour (Y) 3 5 4.34 0.73 

Green Attributes (M) 3 5 4.40 0.62 

Source: Authors' Own work 

Table 2. presents the factor loadings from Confirmatory Factor Analysis (CFA) for all 

measurement items. All items exhibit factor loadings above 0.70, well exceeding the 

recommended threshold of 0.50 (Hair et al., 2014), confirming strong convergent validity. For 

instance, items under Consumer Attitude (X1) load between 0.765 and 0.812; Personal Norms 

(X2) items range from 0.819 to 0.845; Green Purchasing Behaviour (Y) items vary from 0.795 to 

0.823; and Green Product Attributes (M) items fall between 0.784 and 0.812. The consistently 

high loadings indicate that each item is a reliable indicator of its respective latent construct. 

Additionally, the model fit indices (CFI = 0.94, TLI = 0.92, RMSEA = 0.06) further support the 

adequacy of the measurement model. 

Table 3. Item Validity Test (Factor Loadings – CFA) 

Item Factor Loading Status 

X1.1 0.812 Valid 

X1.2 0.789                         Valid 

X1.3 0.801 Valid 

X1.4 0.765 Valid 

X1.5 0.791 Valid 

X1.6 0.778 Valid 

X1.7 0.803 Valid 
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X1.8 0.796 Valid 

X1.9 0.788 Valid 

X2.1 0.832 Valid 

X2.2 0.845 Valid 

X2.3 0.819 Valid 

X2.4 0.838 Valid 

Y2.1 0.821 Valid 

Y2.2 0.815 Valid 

Y2.3 0.809 Valid 

Y2.4 0.798 Valid 

Y2.5 0.801 Valid 

Y2.6 0.807 Valid 

Y2.7 0.812 Valid 

Y2.8 0.795 Valid 

Y2.9 0.802 Valid 

Y2.10 0.811 Valid 

Y2.11 0.823 Valid 

M1 0.801 Valid 

M2 0.784 Valid 

M3 0.792 Valid 

M4 0.806 Valid 

M5 0.812 Valid 

M6 0.790 Valid 

M7 0.799 Valid 

M8 0.804 Valid 

Source: Authors' Own work 

Table 3 reports the internal consistency reliability of each construct using Cronbach’s 

Alpha. All constructs demonstrate excellent reliability, with alpha values exceeding 0.88. 

Specifically, Consumer Attitude (α = 0.886), Personal Norms (α = 0.902), Green Purchasing 

Behaviour (α = 0.934), and Green Product Attributes (α = 0.912) all surpass the conventional 

threshold of 0.70, indicating high item homogeneity and measurement precision. These results 

confirm that the scales are consistent and suitable for further analysis, as recommended by 

(Lopes, Silva, et al., 2024). 

Table 4 Reliability Test (Cronbach’s Alpha) 

Construct No. of Items Cronbach’s Alpha Status 

Consumer Attitude (X1) 9 0.886 Reliable 

Personal Norms (X2) 4 0.902 Reliable 

Green Purchasing (Y) 11 0.934 Reliable 

Green Attributes (M) 8 0.912 Reliable 

Source: Authors' Own work 

Table 5 displays the multicollinearity diagnostics for the predictor variables in the 

regression model. All Variance Inflation Factor (VIF) values are below 2.0 (Consumer Attitude: 

1.366, Personal Norms: 1.460, Green Product Attributes: 1.401), and tolerance values are above 

0.10 (ranging from 0.685 to 0.732). These results confirm the absence of severe multicollinearity 

among independent variables, as VIF values below 5.0 and tolerance above 0.20 are generally 

considered acceptable. This ensures that regression coefficient estimates are stable and not 

distorted by intercorrelated predictors. 
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Table 5 Multicollinearity Test (VIF & Tolerance) 

Variable Tolerance VIF 

Consumer Attitude (X1) 0.732 1.366 

Personal Norms (X2) 0.685 1.460 

Green Attributes (M) 0.714 1.401 

Source: Authors' Own work 

Table 6 presents the results of the Sobel test for mediation effects. Both indirect paths are 

statistically significant at p < 0.05. The path Consumer Attitude → Green Product Attributes → 

Green Purchasing Behaviour shows a significant indirect effect (β = 0.214, Z = 2.972, p = 0.003). 

Similarly, the path Personal Norms → Green Product Attributes → Green Purchasing 

Behaviour is also significant (β = 0.189, Z = 2.908, p = 0.004). These findings confirm that Green 

Product Attributes (M) partially mediates the relationships between the independent variables 

(Consumer Attitude and Personal Norms) and the dependent variable (Green Purchasing 

Behaviour). The Sobel test supports the significance of these indirect effects, validating the 

proposed mediation model. 

 

Table 6 Mediation Analysis (Sobel Test) 

Path Coefficient Std. Error Z-value p-value 

X1 → M → Y (Indirect) 0.214 0.072 2.972 0.003 

X2 → M → Y (Indirect) 0.189 0.065 2.908 0.004 

Source: Authors' Own work\ 

Table 7 summarizes the hypothesis testing results using multiple regression and 

mediation analysis. All direct effects are statistically significant (p < 0.001). Consumer Attitude (β 

= 0.317, t = 4.112) and Personal Norms (β = 0.285, t = 3.768) positively influence Green 

Purchasing Behaviour, supporting H1 and H2. Green Product Attributes (β = 0.402, t = 5.331) also 

has a strong direct effect, supporting H3. The mediation hypotheses (H4 and H5) are supported, 

as evidenced by the significant indirect effects reported in Table 5. The overall regression model 

is significant (F(3,79) = 41.83, p < 0.001) and explains 61.2% of the variance in Green Purchasing 

Behaviour (R² = 0.612), indicating a robust and well-fitting model. The adjusted R² (0.598) 

confirms that the predictors meaningfully contribute to the dependent variable beyond sampling 

error. 

Table 7 Hypothesis Testing (Regression Coefficients & t-test) 

Hypothesis Path β t-value p-value Supported? 

H1 X1 → Y 0.317 4.112 0.000 Yes 

H2 X1 → M → Y 0.285 3.768 0.000 Yes 

H3 X2 → Y 0.402 5.331 0.000 Yes 

H4 X2 → M → Y 0.214 2.972 0.003 Yes  

H5 M → Y 0.189 2.908 0.004 Yes  

Source: Authors' Own work 

DISCUSSION 

Impact Consumer Attitude on Green Purchasing Behaviour. 

The findings indicate that Consumer Attitude demonstrates a positive and statistically 

significant relationship with Green Purchasing Behaviour. This suggests that individuals with 

favorable attitudes toward environmental sustainability are more likely to engage in green 

purchasing practices. The result aligns with the Theory of Planned Behaviour, which posits that 
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attitudes are a fundamental predictor of behavioral intentions and actions (Ajzen, 1991). In the 

context of green consumption, positive environmental attitudes translate into a greater 

willingness to choose eco-friendly products, even when such choices may involve higher costs or 

reduced convenience. 

From a theoretical perspective, this finding strongly supports Value-Attitude-Behaviour 

theory, which suggests that personal values shape attitudes, which in turn drive specific 

behaviors (Hussain et al., 2020; Lavuri & Susandy, 2020; Lopes, Silva, et al., 2024; Wijekoon & 

Sabri, 2021). The significant positive relationship confirms that pro-environmental attitudes serve 

as a crucial psychological driver for sustainable consumption. Previous research similarly found 

that environmental attitudes significantly predict green purchase intentions and behaviors 

across various cultural contexts. The strength of this relationship in the current study reinforces 

the importance of cultivating positive environmental attitudes through education, awareness 

campaigns, and value-based marketing strategies (Chaudhary & Bisai, 2018; Lavuri et al., 2021; 

Wang, 2017). 

 

Impact Green Product Attributes mediate Consumer Attitude and Green Purchasing 

Behaviour. 

The mediation analysis reveals that Green Product Attributes partially mediate the 

relationship between Consumer Attitude and Green Purchasing Behaviour. This 

indicates that Consumer Attitude influences Green Purchasing Behaviour not only 

directly but also indirectly through the perceived attributes of green products. 

Specifically, individuals with positive environmental attitudes are more likely to 

recognize and value the specific attributes of green products, which in turn enhances 

their green purchasing behavior (Spence, 1973). 

This mediation finding extends Signaling Theory to the green consumption context, 

suggesting that green product attributes serve as credible signals that translate 

attitudinal predispositions into actual purchase decisions. When consumers hold 

favorable environmental attitudes, they are more attentive to product-related 

sustainability cues, and these cues strengthen their purchase intentions (Abdo et al., 

2023; Al-Swidi & Saleh, 2021; Armutcu et al., 2024). The partial mediation suggests that 

while attitudes directly influence behavior, the cognitive evaluation of product-specific 

attributes plays an important complementary role. Previous studies similarly identified 

product attributes as key mediators in sustainable consumption pathways, though with 

varying degrees of mediation strength depending on product categories and consumer 

segments (Jaiswal & Kant, 2018; Lopes, Pinho, et al., 2024; Ogiemwonyi et al., 2023). 

 
Impact Personal Norms on Green Purchasing Behaviour. 

The results show that Personal Norms have a positive and statistically significant influence 

on Green Purchasing Behaviour. This indicates that individuals' internalized moral obligations 

regarding environmental protection strongly motivate sustainable consumption choices. The 

finding supports Norm Activation Theory, which proposes that personal norms activated by 

awareness of consequences and ascription of responsibility drive pro-environmental behaviors 

(Schwartz, 1977). In this context, consumers who feel personally responsible for environmental 

outcomes and believe their actions can make a difference are more likely to engage in green 

purchasing. 

The significant relationship between Personal Norms and Green Purchasing Behaviour 

also aligns with Ethical Consumption Theory, which emphasizes moral considerations in 

purchase decisions (Chaudhary & Bisai, 2018; García-Salirrosas & Rondon-Eusebio, 2022; Wang, 

2017). Unlike attitudes, which are evaluative, personal norms represent moral imperatives that 
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can compel action even in the face of external constraints. This explains why individuals with 

strong environmental personal norms may choose green products despite higher prices or 

limited availability. Previous research consistently demonstrates the powerful role of personal 

norms in predicting various pro-environmental behaviors, including green purchasing. The 

current finding reinforces this established relationship in the specific context of product 

consumption (Qureshi et al., 2023; Sheng et al., 2019; Visser & Dlamini, 2021). 

 

Impact Green Product Attributes mediate Personal Norms and Green Purchasing 

Behaviour. 

The analysis confirms that Green Product Attributes partially mediate the relationship 

between Personal Norms and Green Purchasing Behaviour. This suggests that personal norms 

influence green purchasing not only through direct moral motivation but also by enhancing 

attention to and valuation of green product characteristics. Individuals with strong 

environmental personal norms are more likely to actively seek out and positively evaluate 

sustainability-related product attributes, which subsequently increases their likelihood of green 

purchases (Dou et al., 2025; Sharma & Paço, 2025; Troudi & Bouyoucef, 2020). 

This mediation pathway can be explained through Moral Licensing Theory, whereby 

individuals with strong personal norms may use green product attributes as justifications for 

sustainable consumption choices. The perceived alignment between product characteristics and 

personal values reduces cognitive dissonance and facilitates behavior consistent with moral 

standards. The partial mediation indicates that while personal norms provide the foundational 

motivation, product attributes offer the concrete justification for specific purchase decisions. 

Research similarly found that moral and ethical considerations interact with product evaluations 

in complex ways, with product attributes serving as important conduits for translating moral 

principles into market behaviors (Dlamini & Mahowa, 2024; Hazaea et al., 2022; Zahid et al., 

2018). 

 

Impact Green Product Attributes on Green Purchasing Behaviour. 

The direct effect of Green Product Attributes on Green Purchasing Behaviour is strong, 

positive, and statistically significant, representing the strongest relationship in the model. This 

indicates that perceived product characteristics such as environmental friendliness, health 

benefits, quality, and durability are powerful determinants of green purchase decisions (Al-

Quran et al., 2020; Liaquat et al., 2024; Vinoth et al., 2024). The finding supports Attribute-Based 

Choice Theory, which posits that consumers derive utility from product attributes rather than the 

product itself. In the green consumption context, sustainability-related attributes provide 

additional utility that can outweigh conventional considerations like price or brand. 

From a theoretical standpoint, this strong relationship also aligns with Sustainable 

Consumption Value Theory, which identifies functional, social, emotional, conditional, and 

epistemic values in consumption. Green product attributes contribute to multiple value 

dimensions simultaneously, enhancing their overall appeal (Joshi et al., 2021; Pontes et al., 2024; 

Rahman et al., 2020; Zameer & Yasmeen, 2022). The substantial direct effect suggests that 

improving the perceived and actual attributes of green products may be one of the most 

effective strategies for promoting sustainable consumption. Previous studies consistently 

demonstrate that product quality and performance attributes are critical for green product 

adoption, often more influential than environmental concerns alone. The current finding 

reinforces the importance of product development and communication strategies that 

effectively highlight sustainability attributes without compromising traditional quality 

expectations (Carrión-Bósquez et al., 2025; Majeed et al., 2022; Witek & Kuźniar, 2020). 
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CONCLUSION 
Based on the comprehensive analysis, this study concludes that both consumer attitudes 

and personal norms significantly and positively influence green purchasing behavior, with green 

product attributes playing a pivotal dual role. Consumer attitudes directly motivate sustainable 

purchasing decisions while also shaping the perception and evaluation of green product 

features. Similarly, personal norms provide a moral foundation that not only directly drives 

environmentally conscious choices but also enhances the perceived value of sustainable product 

attributes. The findings highlight that green product attributes themselves constitute the 

strongest direct predictor of green purchasing behavior, while also serving as a critical mediator 

through which both attitudes and personal norms translate into actual consumption choices. 

The integrated model demonstrates that successful promotion of sustainable 

consumption requires addressing both psychological drivers attitudes and personal norms and 

tangible product characteristics. While cultivating positive environmental attitudes and 

strengthening personal moral obligations remain important, ensuring that green products offer 

compelling attributes in terms of quality, functionality, and sustainability is essential for 

converting intentions into actions. This suggests that effective sustainability strategies should 

combine consumer education and normative appeals with genuine product innovation and 

transparent communication of environmental benefits. The robust explanatory power of the 

model confirms that an integrated approach addressing cognitive, moral, and product-related 

factors offers the most comprehensive pathway to fostering meaningful and sustained green 

purchasing behavior in the marketplace. 

 

LIMITATION 

While this study provides valuable insights into the factors influencing green purchasing 

behavior, several limitations should be acknowledged. First, the research employed a cross-

sectional design, which restricts the ability to establish causal relationships between variables. 

Longitudinal or experimental approaches in future research could help clarify the directionality 

and dynamic nature of the relationships identified, particularly concerning how consumer 

attitudes and personal norms evolve in response to product experience and external influences. 

Second, the sample was limited to a specific demographic and geographic context, which 

may affect the generalizability of the findings. Future studies should consider more diverse 

populations, including cross-cultural comparisons, to examine whether the observed 

relationships hold across different cultural, economic, and regulatory environments. Additionally, 

the use of self-reported measures may introduce social desirability bias, as respondents might 

overstate their pro-environmental attitudes and behaviors. Incorporating behavioral tracking or 

observational methods could provide more objective data. 

Third, the study focused primarily on psychological and product-related factors, while 

excluding other potential influencers such as economic constraints, social norms, marketing 

communications, and policy interventions. A more comprehensive model that integrates these 

external variables could offer a fuller understanding of green consumption. Finally, the research 

examined green purchasing in general rather than specific product categories. Future 

investigations could benefit from a product-specific approach, as determinants of green 

behavior may vary significantly across different types of goods, such as food, apparel, or 

electronics. 
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