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ABSTRACT

This research aims to understand the determinants that influence purchase intention
towards green product of young consumer groups among 18 to 28 years old. In this
research, a total of 132 respondents were surveyed through self-administered
questionnaire approach. The relationship between attitude, willingness to pay,
subjective norm and perceived behavioural control were tested by using IBM SPSS 24
and Smart PLS 3.0. The result of this research revealed that attitude and perceived
behavioural control showed positive relationship towards green product purchase
intention. Meaﬁwhile, subjective norm and willingness to pay does not showed
supported towards green product purchase intention. Moreover, this paper suggested
that more attention should be given to young consumer and encourage them more in

purchasing green product in Malaysia, especially among young millennials in Sabah.
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