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ABSTRACT	

The	purpose	of	 the	 current	 study	 is	 to	 investigate	 a	 set	 of	 determinants	 favoring	 the	
green	 purchase	 intention	 and	 behavior.	 The	 literature	 review	 enabled	 us	 to	 mostly	
distinguish	 the	 following	 determinants:	 perceived	 consumer	 effectiveness,	 health	
consciousness,	 and	 social	 influence.	 The	 moderating	 role	 of	 price	 sensitivity	 is	 also	
examined.	 The	 Structural	 Equation	 Modelling	 (SEM)	 was	 used	 to	 test	 the	 research	
hypotheses.	 The	 findings	 of	 a	 quantitative	 study	 involving	 320	 consumers	 of	 green	
products	indicated	positive	and	significant	impacts	of	these	three	motives	on	consumer	
purchase	 intention.	 However,	 they	 have	weak	 direct	 impacts	 on	 consumer	 behavior.	
Full	mediating	 roles	 of	 green	 purchase	 intention	were	 confirmed	 between	 perceived	
consumer	effectiveness,	health	consciousness,	social	influence	and	consumer	behavior.		
The	positive	 relationship	between	green	purchase	 intention	and	behavior	was	 found	
inversely	 influenced	 by	 consumer	 price	 sensitivity.	 The	 present	 study	 provides	
managerial	 insights	 for	 green	 marketers	 in	 order	 to	 boost	 green	 consumption	 in	
developing	markets.	
	
Keywords:	Perceived	consumer	 effectiveness;	 health	 consciousness;	 social	 influence;	green	
purchase	intention,	green	purchase	behavior,	price	sensitivity.	

	
INTRODUCTION		

	Since	the	1970s,	theorists	as	well	as	practitioners	have	attempted	to	participate	in	the	effort	to	
protect	 the	planet	and	preserve	 the	 fauna	and	 flora	 (Kinnear	et	 al.,	 1974;	Agan,	2013).	They	
have	tried,	 indeed,	 to	develop	a	global	culture	of	environment	respect,	ecological	constraints	
and	 sustainable	 development.	 	 Over	 the	 last	 few	 years,	 several	 research	 works	 have	 been	
conducted	along	this	direction	(Chen	and	Chang,	2012;	Sala	et	al.,	2017;	Sangroya	and	Nayak,	
2017;	Brochado	et	al.,	2017).	In	particular,	discussions	about	consuming	green	products	have	
become	 increasingly	 important	 for	 researchers	 and	managers	 (Zhu	 et	 al.,	 2013;	 Jaiswal	 and	
Kant,	 2018).	 As	 a	 result	 ‘green	 consumption,	as	 the	practice	of	using	environmentally	 friendly	
products	 that	do	not	damage	the	environment	and	threaten	the	 function	of	diversity	of	natural	
ecosystems”	(Minbashrazgah	et	al.,	2017),	has	expanded	and	is	increasingly	present	in	the	daily	
lives	of	many	consumers.	These	latter	are	becoming	more	demanding	as	to	what	they	buy	and	
what	they	consume	(Kai	and	Haokai,	2016).	Indeed,	they	are	increasingly	taking	into	account	
multiple	green	attributes	in	their	products’	purchases	like	product	packaging,	conformity	with	
standards,	 traceability,	 safety,	 healthfulness,	 environmental	 friendless,	 production	 method,	
etc.,	 (Lin	 and	 Huang,	 2012;	 Pagiaslis	 and	 Krontalis,	 2014;	 Singh	 and	 Verma,	 2017).	 In	 this	
context,	the	consumers	have	multiple	means	to	express	their	feelings,	convictions	and	values.	
In	 particular,	 through	 green	 purchase	 behavior,	 they	 seek	 to	 show	 that	 they	 are	 more	
respectful	of	 the	environment,	man	and	nature	 (Kim	and	Choi,	2005;	Kabadayia	et	 al.,	 2015;	
Liobikienė	et	al.,	2017;	Kautish	et	al.,	2019).		
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The	 literature	 review	distinguished	 several	motives	 for	 green	 consumption.	 The	majority	 of	
them	was	 tested	 in	 the	 context	 of	 developed	 economy,	where	 the	 green	market	 has	 left	 its	
nascent	stage	(Arli	et	al.,	2018).	However,	the	global	green	growth	cannot	be	ensured	without	
the	 involvement	 of	 developing	 countries	 in	 this	 direction	 (Al	 Mamun	 et	 al.,	 2018).	 More	
research	 studies	 are	 required	 for	 better	 understanding	 of	 consumer	 behavior	 in	 these	
countries	 and	 for	 providing	 pathway	 to	 boost	 green	 consumption	 in	 these	 countries.	 This	
paper	is	conceived	in	this	direction.	It	aims	to	study	some	motives	of	green	purchase	intention	
and	behavior	(perceived	consumer	effectiveness,	health	consciousness,	social	influence)	while	
testing	 the	 moderating	 role	 of	 price	 sensitivity.	 The	 hypotheses	 were	 tested	 in	 developing	
country	(Tunisia).	This	paper	is	considered	among	the	fewest	research	work	developed	in	this	
market,	which	examine	the	impact	of	these	three	predictors	on	the	green	consumer	intention	
and	behavior	under	the	moderating	role	of	price	sensitivity.				
	
This	research	paper	is	structured	as	follow:	the	second	section	presents	the	literature	review.	
The	 third	 section	 describes	 the	 methodology	 of	 research.	 The	 fourth	 section	 presents	 the	
findings.	 The	 fifth	 section	 discusses	 the	 results	 and,	 the	 last	 section	 presents	 the	 conclusion	
that	includes	the	implications,	limitations	and	future	paths	of	research.	
	

LITERATURE	REVIEW	
Determinants	of	green	consumption	
Perceived	consumer	effectiveness	(PCE)	
Perceived	consumer	effectiveness	 is	not	a	recent	concept,	 it	dates	back	to	the	1970s	when	 it	
was	dealt	with	for	the	first	time	by	Kinnear	et	al.	(1974)	and	considered	as	“a	measure	of	the	
extent	to	which	a	respondent	believes	that	an	individual	consumer	can	be	effective”.	According	to	
Kabadayia	 et	 al.	 (2015),	 PCE	 expresses	 the	 level	 of	 consumer	 belief	 that	 his	 actions	 and	
behaviors	 can	 have	 influence	 on	 solving	 problems.	 According	 to	 Kim	 (2011)	 and	
Kanchanapibul,et	 al.,	 (2014),	 the	 consumers	 can	 participate	 in	 protecting	 his	 environment	
through	what	they	buy,	especially	when	they	believe	in	their	role	as	a	part	of	this	environment.		
In	the	same	vein,	the	findings	of	Wesley	et	al.,	(2012),	Kang	et	al.,	(2013)	and	Ghvanidze	et	al.	
(2016)	 indicated	that	 the	consumers	who	have	a	high	 level	of	PCE	are	those	who	have	more	
intention	 to	 purchase	 the	 green	 products.	 Following	 this	 literature	 review,	 we	 hypothesize	
that:	
Hypothesis	1a.	Consumer	perceived	effectiveness	is	positively	associated	with	green	purchase	
intention.	
Hypothesis	1b.	Consumer	perceived	effectiveness	is	positively	associated	with	green	purchase	
behavior.	
	
Health	consciousness	
Health	consciousness	expresses	the	consumer	willingness	to	undertake	actions	in	favor	of	his	
health	 and	 well-being	 (Westhoek	 et	 al.,	 2014).	 Gould	 (1988)	 distinguished	 four	 main	
dimensions	 for	 health	 consciousness	 that	 are:	 engaging	 in	 searching	 for	 health	 information;	
caring	about	health;	valuing	healthy	conditions	and	greater	concerns	 for	health.	According	to	
this	author,	a	health	conscious	individual	should	select	only	the	products	that	are	beneficial	or	
at	 least	 non-harmful	 for	 health	 and	 environment.	 	 Therefore,	 authors	 in	 consumer	 behavior	
(Michaelidou	and	Hassan,	2008;	Kabadayia	et	al.,	2015;	Chen	and	Deng,	2016)	argue	that	if	a	
person	is	more	health	conscious,	he/she	is	more	likely	to	purchase	green	products.	This	health	
consciousness	is	considered	by	Yadav	and	Pathak	(2016)	the	most	essential	factor	predicting	
consumers’	 willingness	 to	 consume	 greenly.	 Therefore,	 the	 relationship	 between	 health	
consciousness,	 green	 purchase	 intention	 and	 green	 purchase	 behavior	 are	 hypothesized	 as	
follows:	
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Hypothesis	2a.			Health	consciousness	is	positively	associated	with	green	purchase	intention.	
Hypothesis	2b.			Health	consciousness	is	positively	associated	with	green	purchase	behavior.	
	
Social	influence	
The	social	identity	theory	(Tajfel	and	Turner,	1979)	considered	the	social	affiliation	as	a	part	of	
an	individual’s	self-concept	derived	from	his	chosen	social	group	membership.	It	suggests	that	
people	 define	 themselves	 based	 on	 personal	 and	 social	 aspects	 (Wang,	 2017).	 Thus,	 the	
individual	tries	to	adopt	the	norms	and	values	of	his	significant	group	as	their	own.	The	search	
for	 self,	 for	 social	 and	 self-valorization,	 the	 desire	 to	 make	 a	 good	 impression	 on	 one’s	
reference	group	are	some	reasons	 for	the	need	to	have	a	social	affiliation	(Tajfel	and	Turner,	
1979;	Reed,	2002;	Pinto	et	al.,	2016).			
	
For	 marketers,	 social	 influence	 is	 important	 because	 it	 guides	 consumer’s	 behavior	 at	 any	
given	moment	as	long	as	consumption	is	an	external	act.	In	this	case,	the	product	is	seen	like	an	
external	 social	 self	 and	 the	 consumer	 relies	 on	 social	 meaning,	 or	 symbolic	 value,	 of	 the	
products	he	purchases	to	express	his	social	affiliation	(Perkins-Svensson,	2013).	Then,	through	
his	purchases,	the	consumer	wants	to	express	who	wants	to	be	and	shows	that	he	is	at	height	
of	 his	 reference	 groups.	 Perkins-Svensson	 (2013)	 stated	 that	 social	 influence	 motivates	 the	
consumer	patronage	intention	for	eco-friendly	products.	As	consequence,	consumer	is	willing	
to	buy	eco-friendly	products	when	 this	behavior	 is	 adopted	by	 the	group	 that	he	belongs	 to	
(Langner	 et	 al.,	 2013;	 Perkins-Svensson,	 2013).	 This	 willingness	 can	 be	 converted	 to	 a	
purchase	behaviour	when	the	consumer	has	the	ability	to	buy	the	products	(Minbashrazgh	et	
al.,	2017).		
	
Therefore,	the	relationships	between	the	social	influence	and	the	green	purchase	intention	and	
behavior	are	hypothesized	as	follows:	
H3a.	The	social	influence	is	positively	related	to	green	purchase	intention.	
H3b.	The	social	influence	is	positively	related	to	green	purchase	behavior.	
	
Consumers’	green	purchase	intention	and	behavior	
The	relationship	between	consumer	purchase	intention	and	behavior	is	already	confirmed	by	
the	Theory	of	Planning	Behavior	(Ajzen,	1991)	and	the	Theory	of	Reasoned	Action	(Ajzen	and	
Fishbein,	1980).	These	theories	have	shown	their	relevance	 in	different	context.	Particularly,	
for	 green	 consumption,	 authors	 also	 confirmed	 the	 strong	 relationship	 between	 purchase	
intention	and	behavior	(Ajzen	and	Fishbein,	2005;	Minbashrazgah	et	al.,	2017;	Lai	and	Cheng,	
2016;	Liobikiene	et	 al.	 2017).	 	 In	 the	 same	vein,	Kanchanapibul	 et	 al.	 (2014)	 stated	 that	 the	
green	 purchase	 intention,	 as	 consumer’s	 tendency	 to	 buying	 a	 product	 because	 of	
environmental	and	human	health	reasons,	often	directly	drives	the	buying	behavior.	Therefore,	
the	 relationship	 between	 green	 purchase	 intention	 and	 green	 purchase	 behavior	 is	
hypothesized	as	follows:	
Hypothesis	 4.	 Green	 purchase	 intention	 is	 positively	 associated	 with	 consumers’	 purchase	
behavior.	
	
The	mediation	role	of	green	purchase	intention	
The	 TRA	 is	 developed	 by	 Ajzen	 and	 Fishbein	 (1980)	 to	 explain	 the	 consumers’	 behavioral	
intention	predictors.	For	this	theory,	the	intention	is	considered	as	the	single	most	important	
predictor	 of	 human	 behavior.	 Its	 fundamental	 principle	 is	 the	 strong	 relationship	 between	
intention	and	the	actual	behavior.	In	this	context,	‘intention’	refers	to	willingness	or	readiness	
to	 engage	 in	 behavior	 under	 consideration	 (Ajzen,	 1985).	 Various	 studies	 have	 tested	 and	
validated	the	Ajzen	and	Fishbein’s	model	 in	different	contexts.	 	More	specifically,	 it	has	been	
utilized	to	predict	the	intentions	in	green	marketing	areas	such	as	green	purchase	behaviors.	
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Generally,	 the	 TPB	 improves	 the	 purchase	 model’s	 predictability	 for	 green	 products	
(Liobiokiene	 et	 al.,	 2016;	 Kautish	 et	 al.,	 2019).	 Al	 Mamun	 et	 al.,	 (2018)	 applied	 the	 TPB	 to	
explain	how	and	what	kind	of	beliefs	helps	 the	 low-income	households	 in	Malaysia	 to	make	
green	purchase.	Therefore,	the	fifth	sub-hypotheses	are	as	follow:	
Hypothesis	 5	 (a).	Green	purchase	 intention	significantly	mediates	 the	 relationship	between	
perceived	consumer	effectiveness	and	green	purchase	behavior.	
Hypothesis	 5(b).	 Green	 purchase	 intention	 significantly	mediates	 the	 relationship	 between	
health	consciousness	and	green	purchase	behavior.	
Hypothesis	 5(c).	Green	 purchase	 intention	 significantly	 mediates	 the	 relationship	 between	
social	influence	and	green	purchase	behavior.	
	
The	moderating	role	of	price	sensitivity	
The	price	of	a	product	is	a	good	criterion	of	its	being	purchased	(Marian	et	al.,	2014;	Rödiger	&	
Hamm,	 2015).	 Several	 studies	 in	 green	 field	 have	 showed	 that	 green	 product	 is	 usually	
premium	priced	in	several	countries	(Taiwan	in	Teng	&	Lu,	2016;	Tunisia	in	Salah	et	al.,	2015;	
Scotland	 in	 Michaelidou	 &	 Hassan,	 2008;	 etc.).	 For	 this	 reason,	 price	 is	 considered	 to	 be	 a	
barrier	hindering	the	acquisition	of	green	products	(Marian	et	al.,	2014;	Rödiger	et	al.,	2016).	
Walser	 &	 Nanopoulos	 (2007)	 stated	 that	 the	 more	 sensitive	 to	 green	 products’	 prices	
consumers	are,	the	more	unable	they	are	to	buy	the	products	since	these	are	more	expensive	
than	 conventional	 counterparts.	 Low	 et	 al.	 (2013)	 stated	 that	 before	 purchasing	 green	
products,	 the	 consumer	 likes	 to	 compare	prices,	 to	assess	 the	value	 for	money	and	 to	 check	
price	 transparency.	 For	 this	 reason,	 small	 increases	 in	 price	will	 lead	 to	 fewer	 purchases	 of	
green	products	despite	the	positive	attitude	of	the	consumer	towards	this	category	of	products.	
In	light	of	this,	this	study	developed	the	fourth	hypothesis	as	follow:	
Hypothesis	6.	The	positive	relationship	between	green	purchase	intention	and	green	purchase	
behavior	is	stronger	when	price	sensitivity	is	low.		
	
The	aforementioned	hypotheses	are	graphically	represented	via	the	conceptual	model	(Fig	1).	
	

Fig.1:	Conceptual	model	of	the	research	
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RESEARCH	METHODOLOGY	
Data	collection		and	respondents’	profile			
This	 study	 involved	 a	 quantitative	 research	 that	 was	 designed	 to	 examine	 the	 impact	 of	
perceived	 consumer	 effectiveness,	 health	 consciousness	 and	 social	 identity	on	 the	 consumer	
purchase	intention	and	behavior	while	testing	the	moderating	role	of	price	sensitivity.	In	order	
to	check	the	different	hypotheses	of	the	conceptual	model,	a	self-administrated	questionnaires	
were	employed	using	convenience	sampling	method.		The	survey	was	conducted	from	in	many	
supermarkets	and	grocery	shops	 in	city	of	Tunis	(Magasin	Géneral,	Carrefour	Markets,	Géant,	
etc.)	 which	 commercialize	 green	 products	 (green	 bags,	 economic	 lamps…).	 	 Although	 362	
customers	were	intercepted	at	random	method,	only	320	questionnaires	were	considered.	The	
others	were	 incomplete.	The	 following	table	1	 shows	the	demographic	characteristics	of	 the	
sample:			
	

Table	1.	Demographic	profile	of	respondents	
Age(years)	 %	 Gender	 %	 Education	 %	 Monthly	Income	

(TD)*	
%	

-18		 8	 Male	 44	 Elementary/middle	
school	

10	 -500			 17	
19-30	 24	 Female	 56	 High	school	 23	 501-1000			 31	
31-45	 36	 	 	 Vocational	school	 26	 1001-1500	 42	
46-60	 25	 	 	 University	 29	 +	1501	 10	
+	61	 7	 	 	 postgraduate	 12	 	 	

n=	320	
*	TD=	Tunisian	Dinar;		1TD=	.35	US	$	on	January	2020.	Minimum	wage	in	Tunisia	=	136.9	$	in	2019.	
	
Questionnaire	design	
The	 survey	 instrument	 were	 borrowed	 from	 previous	 research	works	 and	 adapted	 for	 this	
study.	 	 The	 variable	 perceived	 consumer	 effectiveness	 was	 measured	 by	 the	 scale	 items	 of	
Kabadayi	 et	 al.	 (2015).	 	 Health	 consciousness	was	measured	 by	 adapting	 the	 scale	 items	 of	
Gould	(1988).	Social	 influence	was	measured	based	on	the	scale	 items	of	Shaw	et	al.	 (2011).	
The	 scale	 items	 of	 Lu	 et	 al.,	 (2015)	was	 used	 to	measure	 the	 green	 purchase	 intention.	 The	
scale	of	Lai	 and	Cheng	 (2016)	was	measured	the	green	purchase	behavior.	Finally,	 the	 scale	
items	of	 Stock	 (2005)	was	 used	 to	measure	 the	 variable	 price	 sensitivity.	The	measurement	
items	are	provided	in	table	2.	Each	of	the	measurement	indicators	for	all	variables	was	rated	
according	to	the	5-point	Likert	scale,	extending	from	1	(strongly	disagree)	to	5	(strongly	agree).	
Before	 distributing	 the	 questionnaire	 in	 supermarkets,	we	 pretested	 it	with	 our	 students	 to	
clarify	vague	concepts	and	make	it	simple,	clear	and	understandable.	
	

FINDINGS	
Measurement	model	evaluation:	reliability	and	validity	of	constructs	
In	this	study,	the	Composite	Reliability	(CR)	and	Cronbach’s	alpha	were	used	to	assess	internal	
consistency	 among	 items	 for	 each	 construct.	The	 item	 factor	 loadings	 and	Average	Variance	
Extracted	(AVE)	were	used	to	assess	convergent	and	discriminant	validity.	According	to	Agan	
et	 al.	 (2013),	 each	 factor	 loadings	 should	 be	 greater	 than	 0.7	 to	 can	 confirm	 its	 internal	
consistency.	For	this	study,	as	shown	by	the	table	2,	the	factor	loadings	are	varying	from	0.703	
to	 0.878.	 Cronbach’s	 alpha	 coefficients	 range	 from	 0.711	 and	 0.876.	 Moreover,	 the	 findings	
show	that	all	CR	are	above	0.7.	Finally,	all	AVE	values	are	greater	than	0.55	(Hair	et	al,	2013).	
These	findings	allow	to	confirm	the	reliability	and	the	convergent	validity	of	every	construct	of	
the	conceptual	model.	The	results	of	the	tests	for	internal	consistency	have	been	presented	in	
table	2.	
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Table	2.	Measurement	model	assessment	
Items	 Factor	

loadings	
	

Perceived	consumer	effectiveness	(PCE):	CR=	0.864;	Cronbach	α=0.876;	AVE=0.693	
PCE
1	

Each	person's	behavior	can	have	a	positive	effect	on	society	by	 their	
signing	a	petition	in	support	of	promoting	the	environment	

0.812	 	
PCE
2	

I	feel	I	can	help	solve	the	natural	resource	problem	by	green	products	
purchasing	

0.802	 	
PCE
3	

I	can	protect	my	health	by	buying	green	products			 0.874	 	
PCE
4	

There	is	much	more	that	we	can	do	about	the	environment	 0.805	 	
PCE
5	

I	feel	capable	of	helping	solve	the	environment	problems	 0.825	 	
PCE
6	

When	I	buy	products,	I	try	to	consider	how	my	use	of	them	will	affect	
the	environment	and	other	consumers	

0.817	 	
Health	consciousness	(HC):	CR=	0.850;	Cronbach	α=0.833;	AVE=0.733	 	
HC1	 I	reflect	about	my	health	a	lot	 0.811	 	
HC2	 I’m	very	self-conscious	about	my	health	 0.821	
HC3	 I’m	very	alert	to	changes	in	my	health	 0.796	
HC4	 I’m	usually	aware	of	my	health	 0.768	
HC5	 I	take	responsibility	for	the	state	of	my	health	 0.813	
HC6	 I’m	aware	of	the	state	of	my	health	as	I	go	through	the	day	 0.812	
Social	influence	(SI):	CR=	0.798;	Cronbach	α=0.711;	AVE=0.766	
SI1	 I	enjoy	displaying	my	purchased	green	products	to	others.	 0.734	 	
SI2	 People	around	me	would	be	upset	if	they	found	out	I	did	not	purchase	

green	products.	
0.781	

SI3	 I	purchase	green	products	to	express	who	I	want	to	be	 0.785	
Green	purchase	intention	(GPI):	CR=	0.833;	Cronbach	α=0.766;	AVE=0.645	
GPI1	 When	I	have	a	choice	between	two	equal	products,	I	purchase	the	one	

less	harmful	to	other	people	and	the	environment	
0.736	 	

GPI2	 I	have	switched	products	for	ecological	reasons	 0.749	
GPI3	 I	make	a	special	effort	to	buy	paper	and	plastic	products	that	are	made	

from	recycled	materials	
0.703	

Green	purchase	behavior	(GPB):	CR=	0.866;	Cronbach	α=0.834;	AVE=0.836			
GPB
1	

I	often	buy	products	that	are	considered	as	environment-friendly	 0.845	 	
GPB
2	

I	often	buy	environmentally	safe	products	 0.844	
GPB
3	

	I	often	buy	green	products	 0.830	
GPB
4	

	I	often	buy	products	that	are	environmentally	friendly			 0.878	
Price	Sensitivity	(PS):	CR=	0.833;	Cronbach	α=0.766;	AVE=0.634		
PS1	 I	am	highly	price	sensitive	 0.766	 	
PS2	 Small	increases	in	price	will	lead	to	fewer	purchases	 0.801	
PS3	 For	that	customer,	I	think	price	is	the	primary	reason	in	choosing		such	

products	
0.822	

PS4	 It	seems	that	customer	enjoy	comparing	prices	 0.798	
PS5	 That	customer	prefers	to	buy	low-cost	or	discounted	items	 0.782	

	
The	discriminant	validity	is	also	confirmed	as	long	as	all	the	AVEs’	square	roots	are	superior	to	
the	correlations	between	constructs	(Fornell	and	Larker,	1981).				
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Table	3.	Discriminant	validity	(intercorrelations	of	constructs)	
Latent	variables	 PCE	 HC	 SI	 GPI	 GPB	 PS	

AVE	 0.693	 0.733	 0.766	 0.645	 0.836	 0.634	
√	AVE	 0.832	 0.856	 0.875	 0.803	 0.914	 0.796	
PSE	 -	 -	 	 	 	 	
HC	 0.785	 0.773	 -	 	 	 	
SI	 0.761	 0.762	 0.732	 	 	 	
GPI	 0.774	 0.761	 0.662	 -	 	 	
GPB	 0,754	 0.733	 0.733	 0.633	 -	 	
PS	 0.763	 0.703	 0.766	 0.721	 0.632	 -	

	
Evaluation	of	the	structural	model			
Assessment	of	adjustment	of	the	global	model	
Fitness	tests	were	implemented	by	evaluating	the	degree	of	consistency	between	the	internal	
structure	 and	 the	 actual	 data	 (Chen	 and	 Deng,	 2016).	 By	 using	 the	 maximum	 likelihood	
estimation	 technique,	 the	 principal	 fitness	 indicators	 are	 as	 follow:	 X2/df=	 1.983;	 GFI=0.93;	
AGFI=0.931;	CFI=0.932;	 IFI=	0.96;	TLI=	0.95;	RMSEA=	0.031.	 In	 the	 light	of	 these	results,	 the	
causality	model	presents	a	good	fit.		
 
Path	coefficient:	Direct	linkages	
The	direct	relationships	between	constructs	was	examined	through	the	path	coefficients	and	
related	t	statistics	via	bootstrapping	procedure.		
	
The	path	coefficients,	presented	in	table	4,	indicate	that	perceived	consumer	effectiveness	had	
significant	positive	effect	 (β=	0.210,	 t-value=	2.345;	p<0.01)	on	green	purchase	 intention,	 so	
H1a	 is	 confirmed.	 Nevertheless,	 for	 the	 effect	 of	 this	 variable	 on	 green	 purchase	 behavior,	
there	 is	 weak	 and	 not	 significant	 (β=	 0.034,	 t-value=	 1.145).	 So,	 H1b	 is	 rejected.	 For	 the	
construct	health	consciousness,	it	had	a	significant	positive	effect	on	green	purchase	intention	
(β=	 0.389,	 t-value=	4.674;	 p<0.01)	 and	 but	 it	has	weak	 and	 non-significant	 impact	 on	green	
purchase	behavior	(β=	0.079,	t-value=	1.001).	Therefore,	H2a	is	accepted	and	H2b	is	rejected.		
For	 the	 construct	 social	 influence,	 it	 had	 a	 positive	 and	 significant	 effect	 on	 green	 purchase	
intention	(β=	0.456,	t-value=	6.333,	p<0.01),	but	it	has	weak	and	insignificant	impact	on	green	
purchase	behavior	(β=	0.098,	t-value=	1.333).	Therefore,	H3a	is	confirmed	and	H3b	is	rejected.		
The	 impact	 of	 green	 purchase	 intention	 on	 green	 purchase	 behavior	 is	 also	 positive	 and	
significant	 (β=	 0.766,	 t-value=	 12.033;	 p<0.01),	 so	 H4	 is	 confirmed.	 	 These	 results	 are	
summarized	in	the	following	table	4.	
	

Table	4.	Summary	of	the	structural	model	path	coefficients	
	 Hypotheses	 Hypotheses	paths	 Path	coefficients-β	 t-value	 Results	

	
Direct		effects	

H1a	 PCE																		GPI	 0.210	 2.345**	 Accepted	

H1b	 PCE																	GPB	 0.034	 1.145	 Rejected	

H2a	 HC																			GPI		 0.389	 4.674*	 Accepted	

H2b	 HC																		GPB	 0.079	 1.001	 Rejected	

H3a	 SI																				GPI	 0.456	 6.333**	 Accepted	

H3b	 SI																			GPB	 0.098	 1.333	 Rejected		

H4	 GPI																	GPB	 0.766	 12.033**	 Accepted		

Note:	 	 *	 =p<0.05;	 **=	 p<0.01;	 	 PCE=Perceived	 Consumer	 Effectiveness;	 HC=Health	 Consciousness;	 SI=	 Social	
Influence;	GPI=	Green	Purchase	Intention;	GPB=	Green	Purchase	Behavior	
	



Zinoubi, Z. G. (2020). Determinants of Consumer Purchase Intention and Behavior toward Green Product: The Moderating Role of Price Sensitivity. 
Archives of Business Research, 8(1), 261-273. 
	

	
	

URL:	http://dx.doi.org/10.14738/abr.81.7429.	 268	

Testing	mediating	effects	
Testing	direct	and	indirect	effects		
Direct	 and	 indirect	 effects	 of	 each	 constructs	 on	 each	 other	 can	 assessed	 via	 structural	
equation	 modeling.	 These	 analyses	 will	 allow	 to	 deduce	 the	 nature	 of	 mediation	 of	 green	
purchase	 intention	 (GPI)	 and	 consequently	 confirm	 or	 reject	 the	 hypotheses	H5a,	 H5b	 and	
H5c.	
	
The	mediation	results	are	summarized	in	Table	5	and	table	6:	The	table	5	presents	the	direct,	
indirect	 and	 the	 total	 effects	 between	 Perceived	 Consumer	 Effectiveness	 (PCE),	 Health	
Consciousness	 (HC),	 Social	 Influence	 (SI)	 and	 Green	 Purchase	 Behavior	 (GPB).	 The	 table	 6	
illustrates	the	magnitude	of	mediation.	
	

Table	5.	Direct	and	Indirect	effects	
	 PCE	 HC	 SI	 GPI	

Total	effect	
GPI	 0.210**	 0.389**	 0.456**	 -	
GPB	 0.188	 0.250*	 0.496	 0.766**	

Direct	effect	
GPI	 0.210**	 0.389**	 0.456**	 -	
GPB	 0.034	 0.019	 0.098	 0.766**	

Indirect	effect	
GPB	 0.154**	 0.231**	 0.398**	 -	

Note:	*=	p<0.05;			**=	p<0.01			
	
Magnitude	of	mediation		
One	the	significance	of	the	indirect	effect	is	established,	the	strength	of	mediator	can	be	tested	
via	the	use	of	total	effect	and	Variance	Accounted	For	(VAF).	Remember	that	total	effect=	direct	
effect	+	indirect	effect.	According	to	Hair	et	al.	(2013),	partial	mediation	is	demonstrated	when	
VAF	exceeds	the	0.2	threshold	 level	and	that	 full	mediation	 is	demonstrated	when	 it	exceeds	
0.8.		
	
For	 H5a,	 the	 total	 effect=0.188.	 Meanwhile,	 VAF=	 indirect	 effect/total	 effect.	 In	 H5a,	 VAF=	
0.154/0.188=	81.91%.	 In	other	words,	 for	 the	hypothesis	H5a,	81.91%	of	PCE	effect	on	GPB	
can	be	explained	via	the	GPI	mediator.	Since	the	VAF	is	greater	than	80%	threshold	level,	GPI	is	
argued	to	have	full	mediating	effect	on	the	PCE	/GPB	linkage.	So,	H5a	is	accepted.	
	
For	H5b,	the	total	effect	is	0.410.	Meanwhile	VAF=	0.231/0.250=	92.4%.	This	value	is	superior	
to	80%.	In	this	case,	we	can	say	that	GPI	has	a	full	mediating	effect	on	the	HC/GPB	linkage.	So,	
H5b	is	accepted.	
	
For	H5c,	the	total	effect	is	0.496.	Meanwhile	VAF=	0.398/0.496=	80.24%.	This	value	is	superior	
to	80%	threshold	level.	GPI	is	argued	to	have	full	mediating	effect	on	the	SI/GPB	linkage.	So,	
H5c	is	accepted.	
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Table	6.	Test	of	hypotheses.	
	 Hypotheses	 Hypotheses	paths	 VAF	 Mediation	 Results	

Mediating	
effects	

H5a	 PCE																		GPI															GPB	 81.91%	 Full	 Accepted		
H5b	 HC																			GPI															GPB	 92.40%	 Full	 Accepted		
H5c	 SI																					GPI															GPB	 	80.24%	 Full	 Accepted		

Note:	*p<0.05	**	p<0.01			
 
Testing	moderating	effects		
The	moderating	 influence	of	price	sensitivity	were	tested	by	multi-group	structural	equation	
modeling	(Byrne,	2004).	This	leads	us	to	test	the	measurement	invariance	as	well	as	structural	
invariance.	To	understand	 the	moderating	 influence	of	price	 sensitivity	 (PS),	we	divided	our	
sample	into	two	sub-samples	of	high	(n=	242)	and	low	PS	(n=238)	by	employing	a	median	split	
procedure	(Brochado	et	al.,	2017;	Kautish	et	al.,	2019).	For	the	unconstrained	structural,	multi-
group	 fit	was	 tested	 to	 establish	 causality:	 x2	=	 572.563;	df=	 267;	 p=0.000;	 RMSEA=	0.0238;	
CFI=	0.91;	TLI=	0.933;	 IFI=	0.92.	This	means	that	all	 the	values	are	within	the	recommended	
tolerable	 levels.	 Chi-square	 test	 of	 difference	 (Δx2)	 was	 examined	 to	 compare	 the	 fully	
constrained	and	unconstrained	model	across	high	and	low	price	sensitivity.			The	influence	of	
price	sensitivity	on	GPB	varies	significantly	(Δx2=	3.123;	Δdf=1;	p<	0.001)	but	inversely	across	
lower	 price	 sensitivity	 consumer	 group	 ((β=	 0.532,	 t-value=	 17.333;	 p<0.001)	 and	 higher	
sensitivity	 consumer	 sensitivity	 consumer	 group	 (β=	 0.136,	 t-value=	 2.529;	 p<0.001).	 This	
indicates	that	more	than	the	consumer	is	sensitive	to	the	high	price	of	green	products,	more	he	
is	unable	to	purchase	it.		This	is	allow	us	to	confirm	our	last	hypothesis	(H6).	The	details	about	
PS	moderation	are	given	in	the	following	table	7.	
	

Table	8.	Moderating	role	of	price	sensitivity	(PS)	
Hypotheses	 Low	PS	 High	PS	 Δx2	 Moderation	

Estimate	 t-value	 Estimate	 t-value	
H6:			GPI/	GPB	 .532	 17.333***	 .136	 2.529	 3.	123***	 Yes	
Variance	 explained	
(%)	for	GPI	

84.48	 	 	 	 	 	

	
DISCUSSIONS	

This	 paper	 aims	 to	 study	 a	 set	 of	 predictors	 of	 green	 purchase	 intention	 and	 behavior.	We	
mainly	 focused	 on	 perceived	 consumer	 effectiveness,	 health	 consciousness	 and	 social	
influence.	
	
First,	perceived	consumer	effectiveness	 constitutes	an	 important	determinant	of	 intention	 to	
buy	 green	 product	 (H1a)	 but	 it	 is	 not	 a	 direct	 antecedent	 of	 green	 behaviour	 (H1b).	 In	 this	
relationship,	 the	 green	 intention	 plays	 the	 role	 of	 full	 mediator	 (H5a).	 These	 results	 are	
consistent	with	the	findings	of	Ghvanidze	et	al.	(2016).		
	
Second,	the	results	of	our	study	highlight	health	consciousness	as	also	an	important	motive	for	
intention	 (H2a)	 and	 behavior	 (H2b)	 towards	green	 products.	 This	 finding	 is	 consistent	with	
many	previous	researches	like	Westhoek	et	al.	(2014).	Indeed,	in	our	case,	the	intention	plays	a	
full	mediating	 role	 between	 health	 consciousness	 and	 behavior	 to	 purchase	 green	 products	
(H5b).		Third,	our	findings	permit	us	to	conclude	that	the	consumer	social	identity	constitutes	a	
determinant	of	the	intention	to	purchase	green	products	(H3a).	However,	social	identity	is	not	
direct	stimulus	of	consumer	green	behavior	(H3b).	Therefore,	the	green	intention	plays	a	fully	
mediating	role	(H5c)	between	social	identity	and	green	behavior.	These	findings	are	consistent	
with	the	results	of	Reed	(2002)	who	suggested	that	the	individuals		
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Indeed,	our	empirical	results	show	that	the	Tunisian	consumer	seeks	to	stand	out	from	his	own	
group	and	to	belong	to	a	group	of	higher	status	through	specific	types	of	purchases	pertaining	
to	green	behavior.	These	results	are	consistent	with	those	found	by	Liang	(2016).		Fourth,	the	
findings	 of	 our	 research	 state	 that	 the	 relationship	 between	 green	 purchase	 intention	 and	
consumer’	green	purchase	behavior	is	positive	and	significant	(H4).	These	findings	confirm	the	
Theory	of	Reasoned	Action	(TRA)	(Ajzen	and	Fishbein,	1980)	and	Theory	of	Planned	Behavior	
(TPB)	(Ajzen,	1991)	in	green	context.	The	moderating	effect	of	price	sensitivity	between	green	
purchase	 intention	 and	 green	 purchase	 behavior	 was	 statistically	 confirmed	 (H6).	 These	
results	are	consistent	with	those	of	Minbashrazgah	et	al.	(2017)	who	stated	that	the	consumers	
who	are	less	sensitive	towards	premium	price	of	green	products	are	more	 likely	 to	purchase	
them.			
			

CONCLUSION:	IMPLICATIONS,	LIMITATIONS	AND	FUTURE	PATHS	OF	RESEARCH	
The	main	purpose	of	 this	research	 is	 to	study	some	motives	of	green	purchase	 intention	and	
behavior	while	testing	the	moderating	role	of	price	sensitivity.	The	hypotheses	were	tested	in	a	
developing	country	(Tunisia),	where	the	green	market	is	still	in	a	nascent	stage.		
	
From	 a	 theoretical	 perspective,	 this	 research	 work	 seems	 to	 have	 substantial	 contribution	
towards	the	growing	body	of	relevant	literature	pertaining	to	purchase	intention	and	behavior.	
This	 is	 through	 empirically	 validating	 a	 comprehensive	 conceptual	 model	 underling	 some	
motives	of	green	purchase	intention	and	behavior	within	the	context	of	developing	country.	In	
fact,	this	study	is	among	the	earliest	study	to	test	the	motives	of	green	consumption	under	the	
moderating	role	of	price	sensitivity.	In	addition,	it	is	among	the	seldom	studies	that	examined	
the	 influence	 of	 social	 influence	 on	 green	 consumption.	 Finally,	 this	 study	 is	 considered	 an	
extension	of	Theory	of	Planned	Behavior	by	examining	the	moderating	role	of	price	sensitivity	
in	 the	 relationship	between	purchase	 intention	and	behavior	 in	a	particular	 context,	 such	as	
green	consumption.			
	
Empirically,	this	study	draws	the	attention	of	policy	makers	as	well	as	marketers	in	developing	
countries	toward	some	predictors	that	can	boost	the	green	consumption	while	considering	the	
influence	of	consumer	price	sensitivity.		
	
First,	 since	 the	 variable	 of	 perceived	 consumer	 effectiveness	 is	 found	 a	 significant	motive	 of		
the	green	purchase	intention,	responsible	in	this	country	(Tunisia)	should	work	on	improving	
the	beliefs	 that	 ‘individuals’	 can	 through	 their	small	 acts	 towards	 sustainability	do	matter	 to	
the	environment.	Therefore,	all	individuals	have	the	responsibility	to	protect	the	environment	
for	 future	 generations	 (Arli	 et	 al.,	 2016).	 During	 the	 last	 few	 years,	 Tunisian	 government	
implements	good	initiatives	in	this	direction.	This	is	through	prohibiting	the	free	plastic	bags	
when	 they	 shop	 at	 all	 supermarkets	 and	 retail	 outlets	 in	 the	 different	 cites	 of	 the	 country.	
Second,	 government	 and	 policy	 makers	 should	 adopt	 policies	 and	 programs	 in	 order	 to	
enhance	consumer	awareness	about	the	impact	of	their	behavior	on	their	health	(Junior	et	al.,	
2015).	Consume	environmental	friendly	products	does	have	crucial	impact	on	their	wellbeing	
and	their	good	health	(Wethooek	et	al.,	2014).	Third,	based	on	the	 findings	of	 this	study,	 the	
social	 identity	has	 important	 influence	on	purchase	 intention	 towards	 the	purchase	of	 green	
products.	This	finding	suggest	that	consumer	would	be	likely	to	purchase	green	products	when	
they	 believe	 that	 such	 behavior	 will	 be	 well	 appreciated	 by	 people	 that	 are	 important	 to	
them(Wang,	 2017).	 This	 expresses	 the	 social	 aspect	 of	 consumption	 as	 well	 as	 the	 social	
approval	to	drive	green	behavior.	Therefore,	producers	and	retailers	should	highlight	explicitly	
the	green	characteristics	of	the	products	like	special	‘logos’	or	any	other	green	identifications.	
Fourth,	 the	 findings	 suggest	 that	 the	 price	 sensitivity	 plays	 interesting	 negative	moderating	
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role	 of	 price	 sensitivity	 to	 make	 intention	 consistent	 with	 behavior.	 Therefore,	 it	 becomes	
interesting	to	reduce	the	prices	of	green	products	and	make	them	more	transparent	(Low	et	al.,	
2013).	This	invites	producers	and	retailers	of	green	products,	on	one	hand,	to	make	their	price	
so	transparent	of	such	way	that	justify	its	high	level	compared	with	conventional	products,	and	
for	other	hand,	to	adapt	their	prices	to	the	purchasing	power	of	consumers.	These	are	possible	
through	information	and	awareness	campaigns	to	bring	green	concept	closer	to	consumers	and	
through	 good	 control	 over	 the	 costs	 of	 this	 category	 of	 products	 (Rödiger,	 et	 al.,	 2016).	
Furthermore,	the	relevant	authorities	should	provide	collaborative	efforts	to	encourage	green	
producers	 and	 retailers,	 for	 examples,	 through	 subventions	 in	 favor	 of	 small	 producers,	
reduction	of	taxes,	etc.	
	
The	 results	 of	 this	 research	 work	 could	 not	 be	 interpreted	 without	 taking	 into	 account	 its	
limits.		
	
First,	 the	 survey	 involved	 only	 320	 people	 from	 city	 of	 Tunis,	which	 is	 relatively	 small	 and	
unrepresentative	sample	of	 the	mother	population.	 	Second,	our	study	 focused	only	on	a	 few	
antecedents	 of	 green	 purchase	 intention,	 while	 literature	 review	 on	 the	 subject	 of	 green	
marketing	proved	the	existence	of	a	multiplicity	and	a	variety	of	motives	in	relation	to	green	
consumption.	Desire	 for	quality,	 fear	of	disease,	 selfishness	of	 individuals,	 ethical	 sensitivity,	
and	 price	 level	 of	 green	 products	 are	 only	 examples	 of	 such	 motives.	 Third,	 this	 study	
concentrates	 on	 purchase	 intention	 and	 behavior	 of	 green	 products,	 without	 specifying	 any	
particular	group.	This	is	in	order	to	simplify	the	survey	and	widen	our	sample.	The	retest	of	the	
conceptual	model	 in	 other	 countries	with	 different	 levels	 of	 economic	 development	 and	 the	
integration	of	other	stimulus	of	green	consumption	(above	mentioned)	might	constitute	some	
future	paths	of	research.		
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