
@ CEDA/TU, 2024, US Library of Congress, Catalog Card No.: 79-915209, ISSN: 2091-0339 
The Journal of Development and Administrative Studies (JODAS), Vol. 32 (1-2), pp. 87-94. 

Sustainable Consumerism: Green-Purchasing Trends among 

Generation Z 
 

Ashmita Dahal Chhetri, Ph.D. Scholar 
Lecturer, Birendra Multiple Campus 

 Tribhuvan University, Chitwan 

Email: ashmitadahalchhetri@gmail.com 

https://orcid.org/0009-0009-3868-1271 

Pawan Poudel 
Balkumari College, Chitwan 

Email: pawanpoudel071@gmail.com 

 

 

 

 

 

Cite this paper  

Dahal Chhetri, A., & Poudel, P. (2024). 

Sustainable consumerism: green-purchasing trends 

among generation Z. The Journal of Development 

and Administrative Studies, 32(1-2), 87-94. 

https://doi.org/10.3126/jodas.v32i1-2.75854  

 

 

Abstract 

This research investigates the perceptions surrounding green products and 

identifies key factors influencing green purchasing behavior. The primary 

objective is to understand the determinants that drive Generation Z's green 

purchasing decisions in the Chitwan district. A causal-comparative 

research design was employed to explore the relationships between 

variables affecting green purchasing behavior. Data were gathered from 

189 participants through structured questionnaires, using a purposive 

sampling technique. Quantitative analyses, including both descriptive and 

inferential statistics, were conducted, with the PLS-SEM method utilized 

for evaluating the proposed model. The study reveals that factors such as 

environmental knowledge, governmental initiatives, and social influences 

significantly impact green purchasing decisions among Generation Z. 

Conversely, environmental attitudes and the sense of environmental 

responsibility do not demonstrate a significant influence on their 

purchasing behavior. This study is limited to Generation Z within the 

Chitwan district and relies on cross-sectional data, which may restrict the 

applicability of its findings to other contexts. Future research should 

consider examining determinants of green purchasing behavior across 

different demographic groups and geographic regions. Despite these 

constraints, the study provides meaningful insights for various 

stakeholders, including policymakers, businesses, and marketers. The 

findings offer practical guidance for businesses, marketing professionals, 

and policymakers to design strategies and products that align with 

Generation Z's inclination toward green products. Additionally, the 

outcomes encourage the development of initiatives that foster sustainable 

consumption habits, thereby supporting environmental preservation 

efforts within the Chitwan district. 

Keywords: Sustainable consumerism, Social influence, Environmental 

knowledge, Green-purchasing behaviour, Generation Z  

Introduction  

The global environmental crisis, driven by unsustainable production and consumption practices, has severely 

impacted ecological health and quality of life. This has spurred global efforts to promote environmentally friendly 

initiatives and sustainable alternatives. Businesses are increasingly embracing green manufacturing to meet the rising 

demand for eco-friendly products (Goyal et al., 2021; Akhtar et al., 2021). Among consumers, Generation Z stands 

out for its strong environmental consciousness and willingness to adopt sustainable lifestyle choices (Ogiemwonyi, 

2022). However, understanding the factors that influence their green purchasing behavior remains a growing area of 

research (Joshi & Rahman, 2015). Green marketing, rooted in ecological responsibility, has emerged as a strategic 

tool to align consumer behavior with sustainability principles (Kotler, 2011). Despite progress in green marketing and 

sustainability initiatives, limited research explores how green purchasing behavior manifests in urban contexts like 

Chitwan district, where rapid urbanization poses unique environmental challenges (Thapa, 2009). 

Green purchasing behavior, defined as the intentional choice to buy environmentally friendly products, is influenced 

by a variety of factors including environmental attitudes, social influence, environmental knowledge, and government 

policies (Haws et al., 2014). While Generation Z consumers in Chitwan district play a pivotal role in transitioning 
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toward sustainable consumption, their specific motivations, and barriers remain underexplored. Urbanization, 

industrialization, and population growth in this region have heightened ecological concerns, making it critical to 

understand the drivers of sustainable consumer behavior (Rauniyar & Bhattacharya, 2023). This study examines key 

determinants of green purchasing behavior among Generation Z, focusing on environmental responsibility, social 

influence, environmental knowledge, environmental attitudes, and government policies. It also seeks to assess their 

general perceptions of green products and explore the socio-cultural factors influencing their decisions. These 

insights aim to provide practical implications for businesses, policymakers, and marketers to develop tailored 

strategies, innovative green products, and policy frameworks that resonate with this environmentally conscious 

demographic. 

Environmental knowledge, encompassing awareness and understanding of environmental issues, also plays a pivotal 

role in shaping green purchasing behavior. Studies highlight that individuals with greater environmental knowledge 

are more likely to adopt sustainable consumption patterns (Aman et al., 2012; Uddin & Khan, 2018). Finally, 

government influence, through policies, subsidies, and regulations, significantly shapes consumer preferences for 

green products. Incentives such as tax breaks or subsidies for eco-friendly products and regulations promoting 

sustainable practices create a conducive environment for green purchasing behavior (Yang et al., 2023; Sinnappan & 

Rahman, 2011). These hypotheses collectively aim to examine the intricate dynamics of green purchasing behavior, 

providing actionable insights for fostering sustainability in consumer markets. 

The study also acknowledges its limitations. Data collection is geographically confined to Chitwan district, 

potentially limiting the generalizability of the findings to other regions. Additionally, the research focuses exclusively 

on Generation Z, leaving other generational cohorts unexplored. While it examines key factors influencing green 

purchasing behavior, the study does not encompass all dimensions of this multifaceted phenomenon. Moreover, 

reliance on self-administered questionnaires introduces potential biases such as social desirability and 

misinterpretation of questions. Despite these constraints, the research contributes significantly to understanding green 

purchasing behavior, offering valuable insights for future research and actionable strategies in sustainable marketing 

and consumer behavior. 

Literature Review  

Conceptual Review  

Sustainable consumerism is the practice of purchasing goods and services in a manner that minimizes negative 

environmental, social, and economic impacts. It promotes ethical consumption, prioritizing products that are eco-

friendly, socially responsible, and economically viable. Sustainable consumerism aims to meet present needs without 

compromising the ability of future generations to meet theirs. 

Generation Z (those born approximately between 1997 and 2012) has emerged as a key demographic in promoting 

sustainable consumerism. Raised in an era of heightened environmental awareness and digital connectivity, Gen Z 

tends to value sustainability, ethical production, and transparency in brand practices. Their purchasing decisions are 

often influenced by environmental concerns, social justice issues, and a desire to align with brands that reflect their 

values. 

Theoretical Underpinning and Hypotheses  

Theory of Reasoned Action (TRA) provides a structured framework for understanding how attitudes, subjective 

norms, and behavioral intentions influence consumer decisions. This theory has been instrumental in explaining the 

value-attitude-intention-behavior hierarchy, particularly in green purchasing contexts, where environmental 

responsibility, social influence, and attitudes play a significant role (Ajzen & Fishbein, 1980; Sinnappan & Rahman, 

2011). 

Theory of Planned Behavior (TPB) expands upon TRA by incorporating perceived behavioral control (PBC), 

addressing the limitations of TRA in predicting behavior constrained by external factors. TPB emphasizes the 

combined effects of attitudes, subjective norms, and PBC in shaping green purchasing intentions and actual behavior, 

making it especially relevant for understanding the role of external barriers like product availability or affordability in 

Chitwan district (Ajzen, 1991; Paul et al., 2016). 

Theory of Consumption Values (TCV) offers a deeper understanding of why consumers prefer green products by 

identifying the functional, emotional, social, conditional, and epistemic values driving their choices (Sheth et al., 

1991). TCV is particularly valuable for exploring how Generation Z consumers’ values, such as environmental 
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responsibility and alignment with eco-conscious societal trends, influence their purchasing decisions (Haws et al., 

2014; Lin & Huang, 2012). 

While these theories provide comprehensive insights into green purchasing behavior, existing studies predominantly 

focus on environmental attitude, social influence, and environmental knowledge, often overlooking variables such as 

environmental responsibility and government influence. Furthermore, much of the research is concentrated in 

developed countries, leaving a gap in understanding the unique challenges and drivers of green purchasing in 

developing countries like Nepal. By investigating Generation Z consumers’ green purchasing behavior in the 

Nepalese context, this study addresses these gaps, contributing new insights to the existing literature on sustainable 

consumption. 

Environmental Attitude and Green Purchasing Behavior 

Environmental attitude refers to an individual's beliefs and feelings about the environment, which significantly 

influence their purchasing behavior. According to Lee (2009), individuals with positive environmental attitudes are 

more likely to opt for eco-friendly products. This aligns with findings from Mostafa (2007), who revealed that 

consumers’ attitudes toward environmentally friendly items directly impact their intention and decision to purchase 

such products. Sinnappan and Rahman (2011) further emphasized the link between environmental attitudes and green 

purchasing, noting that individuals who care about the environment are motivated to make sustainable choices. Based 

on these studies, the hypothesis is proposed:  

H1: Environmental attitude has a significant impact on green purchasing behavior. 

Social Influence and Green Purchasing Behavior 

Social influence refers to the impact of social interactions and relationships on an individual's purchasing decisions. 

Ryan (2001) highlighted how social dynamics play a pivotal role in shaping behavior, with individuals often aligning 

their actions with the values and beliefs of their peers. Chen-Yu and Seock (2002) demonstrated that peer groups 

significantly affect product purchasing decisions, particularly in the context of environmentally conscious 

consumption. Lee (2009) also noted that social pressure serves as a powerful motivator for green purchasing. 

Building on these insights, the hypothesis is formulated: 

H2: Social influence has a significant impact on green purchasing behavior. 

Environmental Responsibility and Green Purchasing Behavior 

Environmental responsibility encompasses an individual's sense of duty toward protecting the environment. Zheng et 

al. (2020) argued that social responsibility is integral to addressing environmental issues, with individuals often 

advocating for better policies and practices. A study conducted in Hong Kong by Lee (2009) highlighted a strong 

correlation between environmental responsibility and green purchasing behavior, especially among younger 

generations. Women, in particular, were found to be more active in adopting environmentally conscious practices. 

This underscores the motivational power of environmental responsibility in fostering sustainable consumption. 

Accordingly, the hypothesis is proposed:  

H3: Environmental responsibility has a significant impact on green purchasing behavior. 

Environmental Knowledge and Green Purchasing Behavior 

Environmental knowledge refers to an individual's understanding of environmental issues and the appropriate 

measures for addressing them. Vicente-Molina et al. (2013) supported this, noting that awareness and understanding 

significantly influence sustainable actions. Aman et al. (2012) found that environmental knowledge positively 

impacts green purchase intention, a finding mirrored by Uddin and Khan (2018). Similarly, Based on these insights, 

the hypothesis is formulated:  

H4: Environmental knowledge has a significant impact on green purchasing behavior. 

Government Influence and Green Purchasing Behavior 

Government influence, through policies, subsidies, and regulations, plays a crucial role in shaping consumer 

behavior. Yang et al. (2023) highlighted that incentives like tax breaks and subsidies for green products encourage 

consumers to choose eco-friendly options. Furthermore, regulations promoting sustainable manufacturing practices 

increase the availability and quality of green products, thereby influencing consumer preferences. Sinnappan and 
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Rahman (2011) argued that governmental initiatives are essential for fostering an environment conducive to 

sustainable consumption. Building on this understanding, the hypothesis is proposed:  

H5: Government influence has a significant impact on green purchasing behavior. 

Research Methods 

Participants and Periods 

The participants for this study comprised Generation Z consumers residing in Chitwan district. This urban setting, 

marked by diverse socio-economic demographics and environmental challenges, provided a suitable context for 

examining green purchasing behavior where189 respondents was selected using purposive sampling. Data collection 

was conducted over three weeks, from the first to the third week of September 2024, using structured questionnaires. 

To maximize response rates, the questionnaires were distributed both offline (70%) and online (30%) via platforms 

like email, Facebook, Instagram, and WhatsApp. This approach ensured accessibility and minimized participation 

barriers, aligning with previous studies emphasizing the need for robust sampling methods in behavioral research 

(Hair et al., 2017). 

Measures 

The study utilized a structured questionnaire designed to capture green purchasing behavior and its antecedents, 

based on validated scales from prior research. Green purchasing behavior, the dependent variable, was measured 

using four items adapted from Sinnappan and Rahman (2011). The independent variables included Environmental 

Attitude (5 items, α = 0.847), Social Influence (4 items, α = 0.831), Environmental Knowledge (5 items, α = 0.860), 

Environmental Responsibility (4 items, α = 0.901), and Government Influence (4 items, α = 0.774), all derived from 

established literature (Sinnappan & Rahman, 2011; Mostafa, 2007). Responses were captured on a five-point Likert 

scale ranging from 1 (strongly disagree) to 5 (strongly agree). Pilot testing with 20 respondents confirmed reliability, 

with Cronbach’s alpha values exceeding the acceptable threshold of 0.6 (Tavakol & Dennick, 2011). Demographic 

variables, such as gender, education level, and occupation, were also recorded to provide additional context. 

Common Method Bias (CMB) 

Common method bias (CMB), a potential issue when both independent and dependent variables are measured using 

the same instrument, was addressed through procedural and statistical approaches. Anonymity and confidentiality of 

responses were ensured, reducing the likelihood of socially desirable answers. The questionnaire design included 

varied sequencing of items to minimize response bias and priming effects (Podsakoff et al., 2003). Statistically, 

Harman’s single-factor test confirmed that no single factor explained a majority of the variance, and variance 

inflation factors (VIF) were calculated to ensure multicollinearity did not affect the results. VIF values were below 

the critical threshold of 5, indicating no severe multicollinearity (Purwanto & Sudargini, 2021). These measures 

aligned with best practices for mitigating CMB, ensuring the reliability and validity of the findings. 

Results and Analysis  

PLS–SEM was performed on the model using the most recent version of the SmartPLS software (v. 3.2.9). Complex 

models with numerous structural paths, indicators, and/or latent variables can be analysed using PLS-SEM. The 

method does not impose strict requirements on residual distribution and normalcy (Hair et al., 2019). 

Descriptive Analysis  

The data collected from Generation Z consumers in Chitwan district indicates a strong inclination towards eco-

friendly practices. Key socio-demographic insights revealed that the majority of respondents (53.45%) were female, 

while educational background was predominantly at the master’s level (51.12%), followed by bachelor’s degree 

holders (35.67%). Occupational diversity included government employees (18.72%), businesspersons (14.23%), and 

individuals in various other sectors (30.15%). 

In terms of green purchasing behavior, a significant percentage of respondents (62.34%) expressed willingness to pay 

a premium for eco-friendly products. Awareness regarding environmentally friendly products was high, with 48.23% 

indicating moderate understanding and 47.12% reporting a very well understanding of such products.  

Analysis of Measurement Model 

The assessment of the measurement model was conducted to validate the constructs used for evaluating green 

purchasing behavior and its antecedents. Table 1 highlights that all factor loadings surpassed the recommended 
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threshold of 0.7, signifying that the observed variables effectively represent their respective constructs. The Average 

Variance Extracted (AVE) values ranged between 0.672 and 0.845, confirming convergent validity by showing that 

each construct accounts for a substantial portion of the variance in its indicators. Composite Reliability (CR) values 

were found to range from 0.850 to 0.960, while Cronbach’s Alpha values consistently exceeded 0.7, indicating high 

internal consistency across the constructs. These results underline the robustness of the measurement model, ensuring 

that the constructs accurately capture the dimensions of green purchasing behavior. This aligns with the study's aim 

of examining the roles of environmental attitude, knowledge, responsibility, social influence, and government 

influence in shaping green purchasing behavior.  

The Variance Inflation Factor (VIF) was employed to assess multi-collinearity among the indicators. A VIF value 

below 3 indicates that multi-collinearity is not a significant issue (Hair et al., 2016). The VIF for Environmental 

Attitude (EA) was 3.11, indicating moderate multi-collinearity. Environmental Knowledge (EK) had a VIF of 2.91, 

and Environmental Responsibility (ER) scored 3.49, both showing moderate multi-collinearity. Government 

Influence (GI) had a VIF of 2.67, while Green Purchasing Behavior (GPB) scored 3.97, reflecting moderate to high 

multi-collinearity. Social Influence (SI) recorded a VIF of 3.01, also indicating moderate multi-collinearity. 

Table 1: Evaluation of Outer Measurement Model 

Constructs AVE Composite Reliability Cronbach Alpha VIF 

Environmental Attitude 0.720 0.960 0.910 3.11 

Environmental Knowledge 0.740 0.890 0.880 2.91 

Environmental Responsibility 0.845 0.930 0.920 3.49 

Government Influence 0.755 0.895 0.840 2.67 

Green Purchasing Behavior 0.672 0.850 0.835 3.97 

Social Influence 0.695 0.860 0.855 3.01 

Analysis of Structural Model  

To address potential common method bias (CMB), procedural and statistical remedies were implemented. 

Procedurally, anonymity and confidentiality of responses were ensured, and items were randomized in the 

questionnaire to minimize priming effects. Statistically, Harman’s single-factor test confirmed that no single factor 

accounted for a majority of the variance, indicating minimal bias. Additionally, discriminant validity was assessed 

using the Heterotrait-Monotrait (HTMT) ratio, presented in Table 2. All HTMT values were below the threshold of 

0.85, confirming that the constructs are distinct and measure different dimensions of green purchasing behavior. This 

aligns with the study's objective to evaluate the unique influence of each antecedent on green purchasing behavior. 

Table 2: Discriminant Validity (HTMT) 

Constructs EA EK ER GI GPB 

Environmental Attitude (EA) - 0.745 0.731 0.713 0.721 

Environmental Knowledge (EK) 0.745 - 0.728 0.732 0.748 

Environmental Responsibility (ER) 0.731 0.728 - 0.746 0.729 

Government Influence (GI) 0.713 0.732 0.746 - 0.735 

Green Purchasing Behavior (GPB) 0.721 0.748 0.729 0.735 - 

Furthermore, the structural model was evaluated using path coefficients and significance levels to test the 

hypothesized relationships. As shown in Table 3, all path coefficients were statistically significant, supporting the 

proposed hypotheses. Environmental Responsibility (ER) exhibited the strongest influence on Green Purchasing 

Behavior (GPB) with a path coefficient of 0.453 (p < 0.01). Similarly, Environmental Attitude (EA) and Government 

Influence (GI) also showed significant effects, with coefficients of 0.412 and 0.385, respectively. These findings 

underscore the importance of these antecedents in shaping sustainable consumer behavior, addressing the study’s 

objective to analyze their impact on green purchasing behavior. 

Table 3: Path Coefficients for Structural Model 

Hypotheses Path Coefficient p-value 

H1: EA -> GPB 0.412 <0.01 

H2: EK -> GPB 0.327 <0.05 

H3: ER -> GPB 0.453 <0.01 

H4: GI -> GPB 0.385 <0.01 

H5: SI -> GPB 0.297 <0.05 
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Discussion 

This study examines the factors influencing green purchasing behavior among Generation Z consumers in Chitwan 

district, focusing on environmental attitude, social influence, environmental responsibility, environmental knowledge, 

and government influence. The findings highlight that social influence exerts the strongest impact on green 

purchasing behavior, consistent with prior research by Chen-Yu and Seock (2002), emphasizing the importance of 

peer and societal norms. Environmental knowledge and government influence also demonstrate positive effects, with 

government policies such as subsidies and regulations playing a crucial role in encouraging eco-friendly consumption 

(Yang et al., 2023). Conversely, the study did not find significant relationships between environmental attitude and 

responsibility and green purchasing behavior, diverging from earlier findings by Lee (2009) and Zheng et al. (2020). 

These results underscore the critical role of social influence, environmental awareness, and supportive policies in 

promoting sustainable consumption patterns among Generation Z, offering valuable insights for policymakers and 

marketers. 

Conclusion  

This study investigated green purchasing behavior among Generation Z consumers in Chitwan district, emphasizing 

the roles of environmental attitude, social influence, environmental knowledge, environmental responsibility, and 

government influence. The findings reveal that social influence, environmental knowledge, and government influence 

significantly impact green purchasing behavior, with social influence having the strongest effect. This highlights the 

critical role of peer norms, societal expectations, and awareness in shaping eco-friendly consumption patterns. 

Conversely, environmental attitude and responsibility exhibited weaker associations, suggesting their limited direct 

influence on green purchasing decisions in this context. These results underscore the importance of leveraging social 

influence, enhancing environmental knowledge, and implementing supportive government policies to encourage 

sustainable consumption. The study contributes valuable insights for businesses, marketers, and policymakers aiming 

to promote green purchasing practices. By addressing this demographics’ unique motivations, tailored strategies can 

effectively foster environmentally conscious behavior, paving the way for a more sustainable future in Chitwan 

district. 

Implications 

Theoretical Implications  

This research contributes significantly to the theoretical landscape of green consumer behavior, particularly by 

applying and expanding existing theories like the Theory of Planned Behavior (Ajzen, 1991), the Theory of Reasoned 

Action (Ajzen & Fishbein, 1980), and the Theory of Consumption Values (Sheth et al., 1991). These frameworks 

have been instrumental in understanding consumer decisions but were underutilized in contexts like Generation Z in 

Nepal. By integrating these theories, the study underscores the role of environmental knowledge, government 

influence, and social dynamics as critical drivers of green purchasing behavior. Moreover, the findings challenge 

traditional assumptions regarding the influence of environmental attitudes and responsibility, encouraging further 

inquiry into context-specific variables and demographic differences. The study thus broadens the theoretical 

discourse, emphasizing the need to localize global theories for nuanced consumer insights and advancing the 

scholarly conversation on sustainable consumption behaviors in developing economies 

Managerial Implications  

From a practical perspective, this study offers actionable insights for businesses, policymakers, and marketers 

targeting Generation Z consumers in Chitwan district. Businesses can leverage the findings by focusing marketing 

strategies on enhancing social influence, such as influencer collaborations and peer-led campaigns, to amplify green 

product adoption. Policymakers are encouraged to implement robust government initiatives, such as subsidies and 

educational campaigns, to promote eco-friendly consumption. The emphasis on environmental knowledge suggests 

the value of awareness programs highlighting the ecological benefits of green products. Additionally, companies can 

address identified gaps, such as the limited impact of environmental attitudes, by emphasizing experiential marketing 

techniques that tangibly demonstrate the benefits of green purchasing. These interventions could foster a broader 

cultural shift towards sustainability, aligning business practices with both consumer preferences and global 

environmental goals, ultimately enhancing market competitiveness and customer loyalty. 



Dahal Chhetri and Poudel: Sustainable Consumerism: Green-Purchasing Trends among Generation.. | 93 

References  

Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting social behavior. Prentice-Hall. 

Akhtar, R., Sultana, S., Masud, M. M., Jafrin, N., & Al-Mamun, A. (2021). Consumers’ environmental ethics, 

willingness, and green consumerism between lower and higher income groups. Resources, Conservation and 

Recycling, 168, 105274. https://doi.org/10.1016/j.resconrec.2020.105274 

Aman, A. L., Harun, A., & Hussein, Z. (2012). The influence of environmental knowledge and concern on green 

purchase intention the role of attitude as a mediating variable. British Journal of Arts and Social Sciences, 

7(2), 145–167. 

Chen-Yu, J. H., & Seock, Y. K. (2002). Adolescents’ clothing purchase motivations, information sources, and store 

selection criteria: A comparison of male/female and impulse/nonimpulse shoppers. Family and Consumer 

Sciences Research Journal, 31(1), 50–77. https://doi.org/10.1177/1077727x02031001003 

Goyal, S., Garg, D., & Luthra, S. (2021). Sustainable production and consumption: analyzing barriers and solutions 

for maintaining green tomorrow by using fuzzy-AHP–fuzzy-TOPSIS hybrid framework. Environment, 

Development, and Sustainability, 23(11), 16934–16980. https://doi.org/10.1007/s10668-021-01357-5 

Hair, J.F., Black, W.C., Babin, B.J. & Anderson, R. (2016). Multivariate data analysis: A global perspective. Pearson 

Prentice Hall. 

Haws, K. L., Winterich, K. P., & Naylor, R. W. (2014). Seeing the world through GREEN-tinted glasses: Green 

consumption values and responses to environmentally friendly products. Journal of Consumer Psychology, 

24(3), 336–354. 

Joshi, Y., & Rahman, Z. (2015). Factors affecting green purchase behavior and future research directions. 

International Strategic Management Review, 3(1–2), 128–143. https://doi.org/10.1016/j.ism.2015.04.001 

Kotler, P. (2011). Reinventing marketing to manage the environmental imperative. Journal of Marketing, 75(4), 132–

135. https://doi.org/10.1509/jmkg.75.4.132 

Lee, K. (2009). Gender differences in Hong Kong adolescent consumers’ green purchasing behavior. Journal of 

Consumer Marketing, 26(2), 87–96. https://doi.org/10.1108/07363760910940456 

Lin, P., & Huang, Y. (2012). The influence factors on choice behavior regarding green products based on the theory 

of consumption values. Journal of Cleaner Production, 22(1), 11–18. 

https://doi.org/10.1016/j.jclepro.2011.10.002 

Mostafa, M. M. (2007). Gender differences in Egyptian consumers’ green purchase behaviour: The effects of 

environmental knowledge, concern, and attitude. International Journal of Consumer Studies, 31(3), 220–229. 

https://doi.org/10.1111/j.1470-6431.2006.00523.x 

Ogiemwonyi, O. (2022). Factors influencing generation Y green behaviour on green products in Nigeria: An 

application of theory of planned behaviour. Environmental and Sustainability Indicators, 13, 100164. 

https://doi.org/10.1016/j.indic.2021.100164 

Paul, J., Modi, A., & Patel, J. (2016). Predicting green product consumption using the theory of planned behavior and 

reasoned action. Journal of Retailing and Consumer Services, 29, 123–134. 

https://doi.org/10.1016/j.jretconser.2015.11.006 

Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., & Podsakoff, N. P. (2003). Common Method Biases in Behavioral 

Research: A Critical Review of the Literature and Recommended Remedies. Journal of Applied Psychology, 

88(5), 879–903. https://doi.org/10.1037/0021-9010.88.5.879 

Purwanto, A., & Sudargini, Y. (2021). Partial least squares structural equation modeling (PLS-SEM) analysis for 

social and management research: A literature review. Journal of Industrial Engineering & Management 

Research, 2(4), 114–123. Retrieved from https://ssrn.com/abstract=3982764 

Rauniyar, S., & Bhattacharya, S. (2023). An exploratory study on the influence of advertisements and product 

promotions on green buying behavior in Nepal. LBEF Research Journal of Science, Technology and 

Management, 5(2), 1-16. 

Ryan, R. M., & Deci, E. L. (2001). Self-determination theory and the facilitation of intrinsic motivation, social 

development, and well-being. American Psychologist, 55(1), 68–78. https://doi.org/10.1037/0003-

066X.55.1.68 

https://doi.org/10.1016/j.resconrec.2020.105274
https://doi.org/10.1177/1077727x02031001003
https://doi.org/10.1007/s10668-021-01357-5
https://doi.org/10.1016/j.ism.2015.04.001
https://doi.org/10.1509/jmkg.75.4.132
https://doi.org/10.1108/07363760910940456
https://doi.org/10.1016/j.jretconser.2015.11.006
https://ssrn.com/abstract=3982764


| The Journal of Development and Administrative Studies (JODAS), Vol. 32 (1-2)           ISSN: 2091-0339 94 

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy what we buy: A theory of consumption values. 

Journal of Business Research, 22(2), 159–170. https://doi.org/10.1016/0148-2963(91)90050-8 

Sinnappan, P., & Rahman, A. A. (2011). Antecedents of green purchasing behavior among Malaysian consumers. 

International Business Management, 5(3), 129–139. 

Tavakol, M., & Dennick, R. (2011). Making sense of Cronbach’s alpha. International Journal of Medical Education, 

2(1), 53–55. doi https://doi.org/10.5116/ijme.4dfb.8dfd 

Thapa, R. B. (2009). Spatial process of urbanization in Chitwan district, Nepal (Doctoral dissertation), Faculty of 

Environmental Science, Tribhuvan University. 

Uddin, S. M. F., & Khan, M. N. (2018). Young consumer’s green purchasing behavior: Opportunities for green 

marketing. Journal of Global Marketing, 31(4), 270–281. https://doi.org/10.1080/08911762.2017.1407982 

Vicente-Molina, M., Fernandez-Sainz, A., & Izagirre-Olaizola, J. (2013), “Environmental knowledge and other 

variables affecting pro-environmental behaviour: comparison of university students from emerging and 

advanced countries”, Journal of Cleaner Production, 61, 130-138. 

Yang, Y., Shi, L., & Tang, C. (2023). Green purchase intention in developing economies: The role of governmental 

support and policy measures. Environment, Development, and Sustainability, 25(4), 6789–6802. 

Zheng, Y., Wang, Y., & Liu, J. (2020). Environmental responsibility and green consumption behavior: The role of 

green product awareness. Sustainability, 12(2), 567–580. 

https://doi.org/10.1016/0148-2963(91)90050-8
https://doi.org/10.5116/ijme.4dfb.8dfd

