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 Consumers today are more aware of environmental issues. This rise in 

ecologically conscious consumer behavior sometimes known as green 

consumers has seen an incease in many studies on the nature of green 

consumers in different markets. This study examines the attitude-

behavior relationship that integrates two factors, namely: social influence 

and knowledge of eco-labels to examine their influence in the intention to 

purchase green home electronic products.The green home electronic 

products for this study are air conditioner, television and refrigerator. 

Using convenience sampling, 251 self-administered questionnaires were 

acquired from the consumers. The result indicates that social influence 

and eco label are significant influencers on green purchase intention of 

home electronic products. The results of this study will support marketers 

to have an all-inclusive marketing plan and promotional approaches to 

attract consumers to participate in buying green product. Implication for 

marketers is further discussed. 
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1. Introduction 

Over the course of many years, environmental problems and its adverse impact on human health have 

become a subject of interest to everybody (Hatyko and Matulich, 2008). This has led changes in 

environmentally friendly consumer behaviour (Czap and Czap, 2010). When consumers prefer eco-

friendly products and services, this change in behavior indicate consumers have started displaying 

environmental concern (Nimse et al., 2007). These behavioural changes about environment have 

generated an eco-friendly consumption called ‘green consumerism’ (Moisander, 2007). The result of an 

increase in awareness about green consumerism (Montoro et al., 2006; Wustenhagen and Bilharz, 2006) 

 

 

 

 
* Corresponding author. E-mail address: norhashima@salam.uitm.edu.my 

http://www.jeeir.com/


40 Nor Hashima Hashim et al. / Journal of Emerging Economies and Islamic Research (2018) Vol. 6, No. 3 

is driving businesses to realise that there are market opportunities for green products and services 

(Pickett-Baker and Ozaki, 2008). 

Due to the importance of motivating green purchase behavior among consumers and since it is 

imperative to motivate consumers to become green consumers many researchers have attempted to 

understand the nature of behavior among green consumers in different countries (Medeiros and Ribeiro, 

2013). Some of the studies investigate how consumers make informed choices while others study the 

determinants of green purchase behavior. The common themes found in these behavioral studies include 

purchase intentions, purchase decisions and willingness to pay for green products. In addition, many 

studies on green consumerism focus on Western context, but today attempts have been made to 

universally understand differences among green consumers in many cultures around the world. Chekima 

et al., (2015) also suggested that research on a specific product should be investigated as studies on the 

purchase of specific products are limited. Therefore, this study aims to examine the purchase of green 

home electronic products in Malaysia. 

2. Literature Review 

2.1 Underpinning theory 

This research is based on the Theory of Reasoned Action (TRA) model which was used in many 

studies of consumer attitude and environmental behavior (Gotschi et al., 2010; Kaisser et al., 1999). This 

study integrates a model using two factors, namely, eco-label and social influence which is hypothesized 

to influence the purchase of green home electronic products (see Figure 1). Eco-label on products will 

raise the knowledge value for the green consumers which lead to green purchase intention. Likewise, it 

was found that several theories use different constructs to describe social influence and some studies have 

conceptualized social influence as subjective norms (Ventatesh et al., 2003). 

2.2 Eco label 

Green labelling, also known as eco-label is extremely researched in the field of green consumerism. 

Ecolabels are labels that indicate a product has environmental properties and features. It is a way to show 

the advantages and authorizations of being a green product in a tangible manner (European Commission, 

2007). Green labels are also considered by the European Commission (2007) as “EU eco-labels”, 

“International eco-labels” and “Privately Sponsored eco-labels”. Thus, an eco-label product needs to 

ensure green standards are established and product compliance standards has been set. Primarily ecolabels 

provide consumers with specific information to assist consumers in their decision making. The eco labels 

inform consumers about specific environmental information before they make their purchase decision 

(Thorgersen et al., 2010) 

In Europe and many other parts of the world, green markets and consumerism are on the rise. Rex and 

Baumann (2007) agree that green labels are not only as a mechanism to increase sales but also must be 

applied as an enforcement strategy and communication tool. Eventually, green label is a symbol of 

product green feature to enhance consumer knowledge (Thogersen et al., 2012). A study in China 

identified how green labels (eco-labels) play a pivotal indicator for consumers’ willingness to pay more 

for green products (Xu et al., 2012). Likewise, the readiness of the consumers to pay premium price for 

product with green labeling is associated with the consumers understanding the environmental benefits 

they will receive with the products (Owusu and Anifori, 2013; Xia and Zeng, 2006).  

 Furthermore, green attitudes, knowledge as well as green brand awareness play significant roles when 

consumers purchase a green product (Matthes et al., 2013; Zhao et al., 2014). From the above discussion, 

the following hypothesis is proposed: 

H1.  Eco label influences the intention to purchase green home electronic products. 
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 Fig.1. The proposed model 

2.3 Social influence  

Past studies have found many definitions of social influence and usually social influence is defined to 

which a consumer perceives how their family and friends as well as peers approve of them using certain 

products (Ventakesh et al., 2012). This acceptance by others will then grant the consumer as being part of 

a community or social group. Accordingly, the consumer will evaluate the product based on opinions of 

others (Escalas and Bettman, 2005) and sometimes due to peer pressure. Subsequently, consumers tend to 

buy products that others approve of (Lee, 2008), based on other people’s preferences and tastes (Dholakia 

et al., 2004).  

Today, it is common for consumers to behave in an environmentally friendly lifestyle (Grier and 

Deshpande, 2001) and this lifestyle increases one’s self image and social acceptance among family and 

peers. Consumers choosing this green lifestyle understand the benefits of green products and they tend to 

purchase green products  (Griskevivius et al., 2010). Hence, the following hypothesis is proposed: 

H2. Social influence influences the intention to purchase green home electronics product. 

2.4 Green purchase intention 

There are many definitions of green purchase intention but for this study it is conceptualized as a 

person who prefers eco-friendly features of the products over traditional products in their purchase 

decision making process. Many companies use purchase intention to predict new product sales and repeat 

purchase of existing products. Studies by Beckford et al., (2010) and Chan (2001) found that green 

purchase intention is a significant predictor of green purchase behaviour. Because of this, consumers are 

likely to purchase green products. In another cross-cultural study, Chan and Lau (2002) found the 

consumers in China and America had different asymmetric influence on green purchase intentions and the 

researchers concluded that green purchase behaviour needs further studies. 
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3. Research Methodology 

3.1 Measurement development 

 Measurement items used for the study were taken from previously validated studies. All the constructs 

are measured using multi-item scales adopted and adapted from previous studies on five-point Likert-type 

scales (1- strongly disagree to 5 - strongly agree). A total of 400 surveys were distributed throughout 

Malaysia. 251 responses were later collected and used for the analysis. This represented 63 % response 

rate which was acceptable according to Goyder (1985) who reported that acceptable range could vary 

between 30% and 70%. 

The questionnaire is divided into four sections. Section A measured the consumers’ social influence 

with 5 items (Cheah and Pau, 2011; Biswas and Roy, 2015; Lin and Huang, 2012) while Section B the 

questions asked on eco label of home electronic products with 7 items (Khan et al, 2016, Valentine et al, 

2014; Kong et al, 2014). Section C asked about green purchase intention of the consumers to purchase 

home electronic products with 5 items (Rehman and Dost, 2013). The home electronic products for this 

study are air conditioner, television and refrigerator. Section D consisted of socio-demographic 

information about the consumers such as gender, ethnic group, state of origin, area, marital status, age, 

household size, education level, income and lifestyle. 

3.2 Data analysis 

To analyse data, the partial least square (PLS) approach using the SMART PLS Version 3.0 was used 

in order to test the hypothesis generated (Ringle et al, 2015). Bootstrapping method (500 resamples) was 

used to determine the significance levels for loadings, weights and path coefficients (Gil Garcia, 2008).  

4.  Results 

4.1 Demographics profile of respondents 

Of the 251 respondents, a total of 175 respondents (69.7 percent) were female while 76 respondents 

(30.3 percent) were male. The group age of 30-39 years old (39.8 percent) and 40-49 years old (27.5 

percent) account for the biggest portion of sample followed by ages of 50-59 years old (15.9 percent). For 

education attainment, about 33.9 percent possessed a degree qualification, 27.9 percent obtained a Master 

or Phd education and 19.1 percent of the respondents hold a Diploma qualification. Most of the 

respondents were also married and a majority of the respondents were Malay (69.3 percent). 

4.2 Measurement model 

As suggested by Anderson and Gerbing (1988), we used the two-step approach. Convergent validity 

and reliability were first assessed as shown in Table 1 followed by the discriminant validity in Table 2. If 

the loadings are greater than 0.5, composite reliability greater than 0.7 (Gefen et al, 2000) and the average 

variance extracted greater than 0.5 (Fornell and Lacker, 1981), convergent validity can be ascertained 

(Bagozzi and Yi, 1991). 

In Table 2, the discriminant validity was tested using the Fornel and Lacker (1981) criterion. The 

criteria states that the average variance shared between each construct and its measures should be greater 

than the variance shared between the construct and other construct. 

As shown in Table 2, the correlations for each construct is less than the square root of the average 

variance extracted by the indicators measuring that construct indicating adequate discriminant validity. 
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Table 1. Results of measurement model model 

Model Construct Measurement item Loading CR AVE 

Eco Label EcoLab1 0.863 0.93 0.656 

 EcoLab2 0.857   

 EcoLab3 0.873   

 EcoLab4 0.688   

 EcoLab5 0.830   

 EcoLab6 0.773   

 EcoLab7 0.769   

Purchase Intention PurcInt1 0.761 0.911 0.671 

 PurcInt2 0.897   

 PurcInt3 0.853   

 PurcInt4 0.785   

 PurcInt5 0.793   

Social Influence SocInf1 0.886 0.874 0.591 

 SocInf2 0.869   

 SocInf3 0.746   

 SocInf4 0.827   

Note: SocInf5 was deleted due to low loadings <0.50;  

Table 2. Discriminant validity of constructs 

Constructs  1 2 3 

Eco Label 0.810   

Purchase Intention 0.730 0.819  

Social Influence 0.482 0.529 0.769 

Note: Diagonals represent the square root of the average variance extracted while the other entries represent the correlations 

4.3 Structural model 

Next, the structural model was tested. The results are presented in Table 3 and Figure 2. The R2 values 

ranged 0.575 suggests that the modeled variables can explain 57.5 percent of the variance of the 

respective dependent variables. As shown in Table 3, all hypotheses were fully supported. 

Table 3. Path coefficient and hypothesis testing 

Hypothesis Relationship Coefficient t-value Decision 

H1 Eco Label -> Purchase Intention 0.617 11.304** Supported 

H2 Social Influence -> Purchase Intention 0.234 3.898** Supported 

Note: *p<0.05; **p<0.01 
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Fig.2. Results of the structural model analysis 

5. Discussion and conclusion 

Social influence and eco-labels are two factors investigated in this study to determine if these factors 

influence the intention to purchase green home electronic products. The findings suggest that both social 

influence and eco-labels have positive effects on purchase intention of home electronic products. In terms 

of theoretical contribution, the findings of this study support the theory of reasoned action as social 

influence and eco-labels which is related to the motivation in TRA was found to motivate and influence 

consumers to perform a behaviour, namely the purchase of green home electrical products.  

Social influence showed a stronger influence than eco label in this study which is consistent with a 

study by Aindrila Biswas and Roy (2015) in India which found that peer opinion and social recognition 

was the   strongest influence behind sustainable consumption behavior. This suggests that other 

perceptions about one’s behaviour have considerable influence on consumers’ purchase behaviour for 

green products. Consumers like to be perceived by others as adopting an eco-friendly lifestyle and 

therefore the purchase of green home electronic products and consuming these products reflect the 

acceptance by others. 

The study also found eco-label to influence purchase intention among consumers. The results of this 

study is similar to the results by Rashid (2009) that found eco-labels as informative instruments for 

consumers to inform them of the environmental impact of their green product purchase intention. In 

addition, eco labels provided manufacturers of green products with a tool to increase their market share 

(Rashid, 2009).  

For producers of green home electronic products, tangible details need to be highlighted on the eco 

labels. The home electronic products must have labels indicating economic and environmental benefits 

together with logos of green certification, low electricity consumption, details of chemicals used, and if 

needed a recyclable package should be included in the eco-label. These consumer-oriented approaches 

may convert consumers to support green products and subsequently drive consumers to purchase more 

green products. 

Because social influence facilitates consumer’s willingness to purchase green products, green 

marketers can encourage people to ask their friends, relatives, or colleagues to engage in environmental 

protection activities on environmental issues. Green marketers need to engage people in environmental 

activities and must adopt various communication tools and methods to increase the visibility of 

environmental activities. Using social media such as Facebook, Twitter, Tumblr, and LinkedIn, or 

through e-mail to increase the visibility of environmental activities should be increased because today 

people share their activity information through these social media. In addition, marketing managers for 

green products in Malaysia market should focus on attaching improved self-importance, social image and 

eco-friendly lifestyle when advertising home electronic products. 

Social 

Influence 

Eco Label 

Purchase 
Intention 

R2 = 0.575 β = .62 

β = .23 
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6. Limitation 

  As with most studies, this study has certain limitations. The sample data are collected from three 

cities in Malaysia and may not represent the Malaysian population per se. Furthermore, the study is a 

cross-sectional study rather than a longitudinal in approach which could have measured changes in 

behaviour.  
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