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Abstract 
 

This research aims to provide a model that connects the antecedents of environmentally friendly consumption to two 
concrete variables that can be used as levers of action for companies, namely, the intention to purchase and the 

purchase. The antecedents are grouped into the following three constructs: “barriers to purchase”; “relations with the 

product” and “propensity to act” to protect the environment. A structural equation model is used to test whether the 

antecedents can predict the two action variables. The results show that the chosen antecedents are predictive 

indicators, but their degree of influence on the two endogenous variables differs. “Barriers to purchase” have a strong 
negative influence on intention and purchase, unlike "relations with the product", which positively but moderately 

influences intention and purchase. The "propensity to act" construct has a stronger influence on the intention to 

purchase than on the purchase.  
 

Keywords: Antecedents of environmentally friendly consumption, intention to purchase, purchase 

Introduction 

Currently, protecting the environment has become a major issue for all stakeholders, specifically, firms, governments 

and consumers. At the state level, the actions being taken are more apparent, such as incentives to use more energy-

efficient lighting or the campaign against wasting food recently conducted in Europe. Additionally, the bilateral 

agreements concluded between the United States and China to reduce greenhouse gas emissions and with India in the 

field of renewable energy show that states undertake environmental advocacy. Concerning firms, some enhancements 

have been made, either because the firms are constrained or because they want to valorize their image. However, for 

consumers, the situation is more difficult to gauge. Consumer awareness certainly exists, but this awareness is not 

followed by subsequent concrete actions; therefore, a gap between positive attitudes and behaviours still remains 

(Carrington et al., 2010; Hassan et al., 2016). This gap particularly exists in the purchase of ecological products, which 

is one of the most important actions to reduce individual negative environmental consequences (Isenhour, 2010).  
 

To address this situation, it is very important to better understand this purchasing process especially by identifying the 

drivers or barriers (Moser, 2015; Van Doorn and Verhoef, 2015) that would permit the adaptation of marketing 

strategies to environmentally friendly consumption. In this study, we adopt a broad definition of the ecological product 

proposed by Agence de l’Environnement et de la Maîtrise de l’Énergie -ADEME (2012). It is a product that “generates 

less impact on the environment throughout its life cycle: from the extraction of raw materials, to its manufacture, its 

transportation, its use and finally its end of life”. 
 

In the marketing literature, most research conducted in this field has answered the two central issues of who are 

ecological consumers and what are their reasons for purchasing? The answers to the first question allow researchers to 

observe some variables that characterize consumers buying eco-friendly products as sociodemographic characteristics 

(Diamantopoulos et al., 2003) or psychological variables. Investigations into the second question can detect which 

explanatory variables that capture buying behaviours are significant. If the responses to who are ecological consumers 

have sufficiently complete data to allow consumers to be targeted, the question of “why” requires further research 

because the reasons given by authors are often analysed separately (Basha and Lal, 2019; Paul and Rana, 2012) and we 

do not fully control their relative importance when they are measured as a whole. 

However, in using some structural equation models for predicting green product purchase intention and behaviour, 

some analyses have led to encouraging results (Golob et al., 2018; Maniatis, 2016; Yadav and Pathak, 2016) that would 

be interesting to complete with other variables. 
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Therefore, this research aims to provide a structural equation model that makes it possible to simultaneously integrate 

several antecedents of environmentally friendly consumption as explanatory variables and to test whether they can 

predict some operational variables. Like Laurent and Kapferer (1985), we use the concept of antecedents that in this 

paper, represents the determinants of a purchase. We think that it is essential to understand what occurs upstream of the 

purchasing process to take action on the final purchase. As a first step, the purpose is to identify the predictive 

indicators of a purchase by focusing on the antecedents. Because these antecedents are different not only in their nature 

but also in their intensity, it is very important to connect them to two key variables, the intention to purchase and the 

purchase, to detect which antecedents are the most predictive. The presence or absence of a causal association between 

them and the importance of their relationships will provide firms with some appropriate levers for action.  
 

In the first part of this study, the theoretical framework is presented. Based on existing studies, we emphasise the 

antecedents of environmentally friendly consumption most frequently identified in the literature and explain why it is 

appropriate to use them. In the second part, a structural equation model that connects and measures these antecedents 

with the purchase and intention to purchase is proposed. 
 

1. Antecedents of environmentally friendly consumption 

1.1. Why the interest in the antecedents of environmentally friendly consumption? 

According to Gleim et al. (2013), a green consumer represents “one that takes into account his or her impact on the 

physical environment when making product purchases”. Consequently, “a green consumer purchases environmentally 

friendly products to minimize the potentially negative environmental impact of purchases”. In this field, consumers use 

their buying power to express their environmental concerns. Therefore, the perceived consequences of their purchase 

such as a “decrease in pollution” and “forest conservation” are central. However, these environmental effects of 

purchases are insufficient to address this topic if we do not consider the cause of the purchase because the cause and 

effect are interdependent. For example, consumers change their behaviour and purchase green products to protect the 

environment because they are environmentally sensitive (Mostafa, 2007) or because the products are affordably priced.  
 

Considering the antecedents allows a better understanding of consumer behaviours because it becomes possible to 

consider the global ecological consumption cycle, as recommended by Prothero et al. (2011). Once the antecedents 

have been identified, it becomes easier to understand the relations among them, their influence on the choice of an 

ecological product, and the perceived and desired consequences of the purchase. The antecedents may be used as 

variables for actions, and companies can rely on them to guide future behaviours, which have positive consequences on 

the environment.  
 

Defining some consumption profiles for customers from the antecedents of consumption allows us to confront the 

limits of the current research. To propose profiles of green consumers, the authors use the act of purchasing, 

considering that the reasons observed at any given point in time will be renewed in the same way for future purchases. 

However, as Balderjahn (1988) notes, the acquisition process is specific to each product, and each purchase can be 

predicted by different variables. Therefore, to better understand the main aspects of environmentally friendly 

consumption, it is appropriate to build on its antecedents (Barbarossa and De Pelsmacker, 2016; Pagiaslis and 

Krontalis, 2014) and to measure their importance for each category of product. 
 

Finally, predicting consumer behaviour by using several antecedents grouped into three constructs is more attractive for 

managers, as it makes it possible to know the reasons for purchase or non-purchase and their relative importance for 

each product and/or each consumer typology.  
 

1.2. The literature on the antecedents of environmentally friendly consumption 
 

There are various antecedents of environmentally friendly consumption. One stream of research in this field is based on 

the theory of planned behaviour (TPB - Ajzen, 1991), which is a suitable way to analyse these antecedents. In their 

recent study on the subject, Marde and Verite-Masserot (2018) propose some operational variables that are related to 

this theory (Table 1). 
 

Tables 
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Table 1. Operational variables related to the theory of planned behaviour 
 

Theory of Planned Behaviour 

(TPB - Ajzen, 1991) 

The variables related to the 

components  

The variables used to 

complete the component  

 

 

 

 

 

Component 1: perceived 

behavioural control (PBC),  

 

 

Variables related to past 

experience (relationship with 

the product) 

- Confidence  

- Loyalty  

 

Variables related to the 

barriers to purchase  

- Difficulties in 

finding the product 

- Available 

information 

- Buying habits 

- Price  

- Perceived consumer 

effectiveness (PCE) 

- Values  

Component 2: “subjective 

norms” 

 

- Social influence   

Component 3: “attitude” 

 

Replaced in this study by the 

concept of “concern” 

 

 

Perceived behavioural control (PBC) 

One component of the TPB is perceived behavioural control (PBC), which refers “to the perceived ease or difficulties 

of performing behaviour; it is assumed to reflect past experience as well as anticipated impediments and obstacles” 

(Ajzen, 1987). To make PBC more operational, Marde and Verite-Masserot (2018) propose using variables that give 

accounts of past experiences, and they integrate different barriers such as situational, personal and economic variables 

(Stern, 1999). Among the situational variables are the perceived difficulties in finding the products and the available 

information. It is indeed important to consider these factors, as 75% of Europeans say that they are interested in green 

products, but the majority do not buy them for one of these reasons (European Commission, 2013). Concerning the 

personal barrier, one important obstacle is a “buying habit" for conventional products (Vermeir and Verbeke, 2006; 

Wiederhold and Martinez, 2018) that most people are not willing to change in favour of environmentally friendly 

products. The last variable of an economic nature is price, which is a barrier for many consumers given their budgets 

(Gilg et al., 2005).  
 

Regarding the past experiences that determine the relationship that a consumer has with a product, two concepts are 

proposed by these authors. First, there is "confidence", which is a determining criterion for this type of product 

(Nuttavuthisit and Thøgersen, 2017; Vermeir and Verbeke, 2008); these products represent a purchase as committing to 

an environmental cause where consumers hope to buy products that keep their promises. The second concept is 

“loyalty”, which reflects past successful experiences with the product and thus captures a strong affective relationship 

between the consumer and the product (Bozzo et al., 2003).  

The notion of PBC suggests that the individual uses his or her previous experience to anticipate and thus avoid future 

difficulties. However, it does not integrate individuals’ beliefs, which are important elements to consider in the 

decision-making process. In marketing, two psychological variables have been used in the studies of green buying 

behaviour, namely, "perceived consumer effectiveness" (PCE) (Albayrak et al., 2011; Kim and Choi, 2005;Straughan 

and Roberts, 1999) and “values” (Ghazali et al., 2017; Pickett‐Baker and Ozaki, 2008). PCE represents the extent to 

which a consumer believes that personal effort can contribute to solving environmental problems (Ellen et al., 1991; 

Kinnear et al., 1974), whereas a value is “an enduring belief that a specific mode of conduct or end-state of existence is 

personally or socially preferable” Rokeach (1973). 
 

Subjective norms 
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The second component of the TPB is “subjective norms”, which is defined by Ajzen (1991) as the “perceived social 

pressure to perform or not perform the behaviour”. In their study, Marde and Verite-Masserot (2018) show that the 

direct environment of the consumer, including friends and family, is a determinant, while the influence of the state and 

the media is not a determinant.  
 

Attitude 

To obtain the predictive antecedents of purchasing behaviour on which managers can act, the last component of the 

TBP, “attitude”, has not been integrated as such by these authors. This can be effectively justified by several 

arguments. According to the founder of the TPB, the “attitude” component refers to the “degree to which a person has a 

favorable or unfavorable evaluation or appraisal of the behavior in question” (Ajzen, 1991), and if an attitude is 

positive, behavioural intentions tend to be more positive (Chen and Tung, 2014). In the domain of environmentally 

friendly consumption, several studies reveal this positive relationship between attitude and intention (Hsu et al., 2017; 

Paul et al., 2016), but the existing influence between these variables must be treated with caution. Indeed, in the TPB, 

attitude has a one-dimensional character: it is expressed by positive or negative affective responses. However, for other 

authors, attitude has a three-dimensional character (Ostrom, 1969; Rosenberg and Hovland, 1960): its evaluation is 

cognitive (knowledge and beliefs about the object of attitude), conative (intentions), and affective. In the first case, the 

conative component of attitude is then assimilated into the intention to purchase, which makes it a unique complete 

concept; this likely explains the positive relationship that often exists between these two variables. Another reason that 

attitude has not been integrated concerns social desirability bias regarding environmental problems. Often, the reading 

of the question that measures attitude could influence the respondents and cause a change in this belief or even generate 

a sense of guilt or responsibility that ultimately makes the behaviour desirable to the point of actually wanting to adopt 

it (Ogden, 2003) and to positively change attitudes. Finally, the high level of generality with which this construct is 

defined makes it possible to theoretically explain a wide range of psychological phenomena (Giger, 2008) but prevents 

the derivation of detailed hypotheses that are likely to be used to guide marketing strategies. Marde and Verite-

Masserot (2018) prefer the notion of “environmental concern”, which certainly denotes an individual’s general 

orientation towards the environment (Kim and Choi, 2005) but can be measured by more committed items such as "I 
would describe myself as a person fighting on behalf of the environment”. 
 

In the following section, we propose testing the predictivity of the aforementioned antecedents. Therefore, a structural 

equation model that links them to the two action variables, intent and buying behaviour, is proposed. 

1.3. The relationship among the antecedents, purchase intention and environmentally friendly purchase 

The antecedents are grouped into three constructs (Marde and Verite-Masserot, 2018). The first construct is called 

“barriers to purchase” and includes the “price”, “perceived difficulties”, “purchasing habits” and “available 

information”. The second construct, which represents the “relations with the product”, comprises the two elements of 

“level of confidence in” and “loyalty”. The last construct, named “propensity to act”, includes “concern” for the 

environment, “perceived consumer effectiveness”, “social influence” and “values”.  
 

From these constructs, a conceptual model is proposed (Appendix 1) that allows us to check in a single analysis the 

power and predictive intensity of each group of the antecedents on the intention to purchase and on the current 

purchase. It is important to consider these two variables because if the purchase intention is hypothetical and uncertain 

but nevertheless necessary in future projections, the current purchase makes it possible to obtain a more accurate 

indication of ecological behaviour (Moser, 2015). 
 

In this study, we choose not to link purchase intention to current buying behaviour because it is not relevant. Intention 

is a future willingness to do something, while the current behaviour represents what a person is already doing. 

Moreover, we use a measure of current purchase as suggested by Andorfer and Liebe (2012), such as “what average 

budget do you spend on your purchase of ecological personal care products per week?" As such, the behaviour 

represents an event that has already occurred and thus cannot be a causal outcome of future intention. 

The test of the proposed model should allow companies to know which antecedents are the most important. It is 

assumed that these antecedents have a direct effect on purchase intention and on the purchase, but several questions 

remain about these relations. Which constructs are the most influential?  

Are these influences positive or negative? Do these three constructs have a greater effect on intent or purchase? These 

questions lead us to formulate three hypotheses concerning these constructs.  
 

The first construct, "barriers to purchase", captures the barriers to individuals' actions in favour of environmentally 

friendly products. Many consumers say that they are interested in these products but do not buy them due to barriers 
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(Robinson and Smith, 2002), which are represented in this study by four components. The following hypothesis is 

therefore considered: 
 

H1: The construct of "barriers to purchase" negatively influences the purchase intention and purchase of 

environmentally friendly products. 
 

In contrast, the “relations with the product" construct, which is represented by the "confidence" and "loyalty" 

dimensions, should have an inverse and positive effect on the endogenous variables because these two dimensions 

imply successful experiences with the products, which leads to repurchasing them. When making a purchase decision, 

the consumer does not consider the product in isolation: he interprets the new information by considering not only the 

purchasing context (Plous, 1993) but also his past experience with the product (Pickett‐ Baker and Ozaki, 2008). Given 

confidence or loyalty towards a product and generally a greater overall positive feeling for a product, a consumer is 

more inclined to purchase it. Therefore, hypothesis 2 is as follows:  
 

H2: The construct “relations with the product” positively influences the purchase intention and purchase of 

environmentally friendly products. 
 

The "propensity to act" construct, which also comprises four dimensions, refers to a general orientation of the consumer 

to act in favour of the environment. This construct ranges from a global concern for the environment to a personal 

belief that consumers can help to solve environmental problems (PCE), and consumers with this orientation are likely 

to have favourable attitudes and behaviours towards the purchase of environmentally friendly products. Regarding 

ecological values such as universalism or benevolence (Grunert and Juhl, 1995), once adopted, the values appear to 

encompass specific modes of behaviour that can guide consumers' decisions to make ecological purchases (Vermeir 

and Verbeke, 2006). The last dimension is the influence of family/friends that is supposed to favour ecological 

products. According to a European Commission (2013) study, 80% of Europeans believe that their close relatives 

would be in favour of their ecological choice, and these relatives are themselves exposed to a multitude of media or 

state incentives that can guide their position. Thus, we assume the following: 
 

H3: The construct of "propensity to act" positively influences the purchase intention and purchase of 

environmentally friendly products. 
 

Validation of these assumptions is important because it justifies the interest in using antecedents to understand buying 

intentions and behaviours. From the proposed model, it will also be possible to know the importance of these 

antecedents and their predictive power. 

2. Empirical study 

2.1. Measure and results of the model 

To test the model, we used a sample of 301 people who live in France. This is an appropriate size considering the 

model estimation procedure used in this study, namely, the maximum likelihood model. According to Roussel et al. 
(2002), an ideal size is 200 to 300 individuals. The respondents have varied sociodemographic profiles in terms of 

gender, age, marital status, economic class and income, as shown in Table 2. The survey data are based on a 

standardized survey questionnaire that we either distributed directly to the respondents or we invited them to participate 

in the web-based survey. The questionnaire includes three sections. Section one focuses on the items used to measure 

the antecedents, the second section analyses the intention of buying and the current purchase behaviour and the last 

section addresses the sociodemographic questions.  
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Table 2. Sociodemographic profiles of the respondents 

 
Gender Marital Status 

 

Age 

 

Socioeconomic class Income 

 

- Men: 39% 

- Women: 61% 

 

Single: 41% 

Couple: 59% 

 

[18–25]: 25% 

[26–40]: 18% 

[41–55]: 23% 

[56–70]: 18% 

[≥ 71]: 16% 

 

- Farmers/craftsmen/ 

entrepreneurs: 5% 

- Managerial and professional 

occupations: 11% 

- Intermediate profession: 8% 

- Employees/technicians/  

workers: 27% 

- Students: 24% 

- Retirees: 22% 

- Unemployed: 2% 

[0–1500]: 28% 

[1501–2500]: 29% 

[2501–3500]: 23% 

[> 3501]: 20% 

 

We focused on ecological personal care products, which is a category of products that is increasingly attracting 

consumers. The global organic personal care market size was estimated at USD 13.13 billion in 2018 (Grand View 

Research, 2019) with an average growth rate of 9.4% over the 2019-2025 forecast period. In this study, we adopt a 

broad definition of ecological personal care products by especially considering their impact on the environment 

throughout their life cycle (Agence de l’Environnement et de la Maîtrise de l’Énergie -ADEME, 2012). Accordingly, 

the consumers’ overall perception is presented, not the specificities relating to this type of product such as health 

consciousness (Kim and Chung, 2011).  
 

Both the antecedents and the two endogenous variables were measured by seven-point Likert scales that ranged from 1 

(do not agree at all) to 7 (agree entirely). The items used to measure the antecedents and the intent to purchase are 

existing items that were adapted, while the items to measure the purchase were created for the purposes of this study. 

These items are shown in Table 3. 
 

Table 3. Scale of measures used in the study 
 

Items used to measure the antecedents (Marde and Verite-Masserot, 2018) 

Items adapted for the product used in this study: ecological personal care products (Scale of measure with 7 

modalities that range from 1 = Strongly disagree to 7 = Strongly agree) 

Price: Cronbach’s alpha: 0.74  

- I cannot afford to pay more for […] 

- In general, the purchase of […] is associated with different sorts of problems. For me, the price of […] is 

often a problem. 

Perceived difficulties: Cronbach’s alpha: 0.66 

- In stores, I think that the […] is not showcased enough. 

- The […] are not promoted enough (by advertising). 

Buying habits: Cronbach’s alpha: 0.83 

-  I do not purchase the ecological […] because I was used to purchasing the non-ecological […].  

- I do not purchase the […] because I am not used to it. 
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-  I do not purchase the […] because it is not easy to change my habits. 

 

Available information: Cronbach’s alpha: 0.75 

-  In general, the purchase of […] is associated with different sorts of problems. For me, the lack of 

information about the […] is often a problem.  

-  I think we are not very well informed on […]. 

-  I do not think that there is not enough of an explanation about what the […] are. 

Confidence: Cronbach’s alpha: 0.80 

- The […] are safe. 

-  I have confidence in the quality of the […]. 

-  I have no confidence in the […].(R) 

-  I run no risk in buying the […]. 

Loyalty: Cronbach’s alpha: 0.89 

-  Usually, I buy the […].  

-  Next, time that I buy […], I will buy only those that are ecological.  

-  I am loyal to the […]. 

-  During my recent purchases, I’ve always bought […]. 

Perceived consumer effectiveness: Cronbach’s alpha: 0.78 

-  Each consumer's behaviour can have a positive effect on society by purchasing […] sold by socially 

responsible companies. 

-  I can protect the environment by buying […] that are friendly to the environment. 

Environmental concern: Cronbach’s alpha: 0.87 

-  I am very concerned about environmental problems in general. 

-  I would describe myself as a person fighting on behalf of the environment.  

-  I am extremely worried about the state of the global environment and what it will mean for my future. 

Social influence: Cronbach’s alpha: 0.91 

- People who are important to me think I should buy […].  

-  My family thinks I should buy […]. 

-  My friends think I should buy […]. 

-  People who influence my buying behaviour think I should buy […]. 

Values: Cronbach’s alpha: 0.63 

- Buying […] instead of conventional products would feel like the morally right thing to do. 

-  Buying […] instead of conventional products would make me feel like a better person. 

 

Items used to measure the intention to purchase - Adapted version (Ajzen et al., 2011) and the purchase 

Intention to purchase – Cronbach’s alpha: 0.93 (Scale with 7 modalities that range from 1 = Strongly disagree to 7 

= Strongly agree) 

- I intend to buy […] soon 

- I expect I will buy […] soon 

- I am planning to buy […] soon 

- I am likely to buy […] soon 

- I will probably buy […] soon 

- I have decided to buy […] soon 

Purchase - Cronbach's alpha for this scale is 0.87 



ISSN 2219-1933 (Print), 2219-6021 (Online)            © Center for Promoting Ideas, USA            www.ijbssnet.com 

 

8 

- How often do you buy […]? Never  Always 

- On all your purchases, purchases of ecological fruits and vegetables represent a share: Not at all important 

Very important 

- Of all your personal care products purchases, purchases of ecological personal care products represent a 

share: Not at all important Very important 

- On average, how many ecological personal care products do you buy per week? 

- On average, how much money do you spend on ecological personal care products per week?  
 

The different measurement scales provide satisfactory results in terms of reliability and convergent and discriminant 

validity. To measure the internal consistency of the scales, we used the Cronbach’s alpha. The values of the coefficients 

are near or greater than 0.70 (Table 3), which shows that the scales are reliable. To deepen this first analysis, we used 

two measurement indicators. First, (1) the rhô of Jöreskog evaluates the reliability of the internal coherence of each 

scale through a measure of the factorial contributions of the items. The calculations indicate a value greater than 0.70 

for each construct, which is an acceptable result (Fornell and Larcker, 1981). There is an exception for the 

measurement scale of values that has a value of 0.68, but it remains close to 0.70. The second indicator is (2) the rho of 

convergent validity, which represents the percentage of variance that is shared between each factor and its indicators. 

The explained variance levels must be greater than 50%, which is the case for all variables in this study. Discriminant 

validity is the extent to which the measures of two or more different constructs are distinct (Bagozzi et al., 1991; Peter, 

1981). Discriminant validity can be obtained when the average variance extracted exceeds the square of the correlation 

between the latent variable studied and the other dimensions of the measurement model (Fornell and Larcker, 1981). 

We note that this condition is checked for all constructs (Table 4). 
 

Table 4. Reliability and convergent/discriminant validity of the dimensions 
 

 Reliability (Rhô 

of Jöreskog) 

Convergent 

validity (AVE) 

 

 

Discriminant validity 

Price 

 

 

0.78 0.64 - Price/Perceived difficulties  

Φ
2
= 0.06

2 
 0.0036 < 0.64 - 0.56 

- Price/Buying habits 

Φ
2
= 0.32

2
 0.1024 < 0.64 - 0.7 

- Price/Available information 

Φ
2
= 0.37

2
 0.1369 < 0.64 - 0.56 

- Perceived difficulties/Buying habits 

Φ
2
= -0.01

2
 -0.0001 < 0.56 - 0.7 

 

- Perceived difficulties/Available information  

Φ
2
= 0.78

2
 0.61 > 0.56 - 0.56 

- Buying habits/Available information 

Φ
2
= 0.11

2
 0.0121 < 0.7 - 0.56 

Perceived difficulties  

 

 

0.71 0.56 

Buying habits 

 

0.87 0.7 

 

Available information 

 

0.79 0.56 

    

Confidence: 0.83 0.56 
 

Confidence/Loyalty 
Φ

2
= 0.61

2
0.3721 < 0.56 - 0.74 

 Loyalty: 0.92 0.74 

 

    

(PCE) Perceived 

consumer effectiveness 

0.83 0.72 - PCE/Concern 

Φ
2
= 0.71

2
0.5041 < 0.72 - 0.76 

- PCE/Social influence 

Φ
2
= 0.35

2
0.1225 < 0.72 - 0.84 

- PCE/Values 

Φ
2
= 0.67

2
0.4489 < 0.72 - 0.51 

- Concern/Social influence 

Φ
2
= 0.52

2
0.2704 < 0.76 - 0.84 

- Concern/Values 

Φ
2
= 0.44

2
0.1936 < 0.76 - 0.51 

- Social influence/Values 

Φ
2
= 0.55

2
0.3025 < 0.84 - 0.51 

 

Concern 0.90 0.76 

 

 

Social influence 

 

0.90 0.84 

Values 0.68 0.51 

Purchase intention  0.98 0.90  

Purchase 0.94 0.75 

 

The structural equation model (see Annex 1) links the 10 antecedents (lambda- λ) grouped in three constructs (ksi- ξ) to 

the two variables that can serve as levers of action, specifically, the intention to purchase and the current purchase (eta-

η). The results are provided by Lisrel software (Jöreskog and Sörbom, 1993). It can be seen that the indicators for 

measuring the overall model are satisfactory. The model fit indicators meet the required threshold of 0.8/0.9 (Hu and 
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Bentler, 1999; Pedhazur and Schmelkin, 1991). Thus, the value of the goodness-of-fit index (GFI) is 0.96, the value for 

the adjusted goodness-of-fit index (AGFI) is 0.95 and the comparative fit index (CFI) has a value of 1. The residual 

measurement is also acceptable because the standardized root mean square residual (SRMR) is 0.047, which is well 

below the threshold of 0.08 (Hu and Bentler, 1999), and the value of the root mean square error of approximation 

(RSMEA) is zero.  
 

The fit statistics of the model are good; therefore, it is necessary to analyse the relations between the exogenous 

variables (ksi- ξ) and the endogenous variables (eta-η) to verify the three hypotheses. 
 

The results show that the barrier to purchase is mainly represented by the "buying habits" dimension. The lambda value 

(λ) that measures the strength of this relationship is 0.62. This is also the case for the "available information" (λ = 0.43) 

and "price" (λ = 0.34) dimensions. In contrast, the “perceived difficulties” dimension is less representative (λ = 0.18). 

Regarding the influence of this "barrier to purchase" construct on the endogenous variables, we note that it is strong 

and negative for both the purchasing intention, with the gamma value (γ) being equal to -0.45, and especially the 

purchase, with γ = -0.85. These results reflect reality, given that the purchase variable was measured by the current 

purchase indicators such as the quantity actually purchased or the budget spent. The existence of these barriers prevents 

the current purchase of environmentally friendly products. This is also true for future purchases because these barriers 

negatively influence purchase intention. Thus, given these conclusions, hypothesis 1 cannot be rejected: the barriers to 

purchase have a negative impact on both the purchase intention and the purchase of environmentally friendly products. 
 

The construct "relations with the product" comprises the two dimensions of "confidence" and "loyalty", which have (λ) 

values equal to 0.70 and 0.39, respectively. This construct acts positively on the intention to purchase and on the 

purchase. The (γ) values that measure the intensity of the relationship between the exogenous and endogenous variables 

are limited but positive and are close to 0.10. The relationship is more important for the purchase variable (γ = 0.13). 

Thus, this construct "relations with the product" represented by the positive feelings of the consumer towards the 

product fosters its current purchase. This is also the case for future purchases because its effect on purchase intention is 

also positive (γ = 0.10). Therefore, hypothesis 2 is accepted, and the construct of the relations with the product 

positively influences the intention to purchase and the purchase of environmentally friendly products. 
 

Concerning the "propensity to act" construct, all of its indicators show good results because the values (λ) related to 

them are close to or greater than 0.50. The values of lambda are equal to 0.60 for PCE, 0.50 for the “concern” variable, 

0.39 for “social influence” and 0.36 for “values”. However, in contrast to the other two constructs, the statistics 

associated with the two endogenous variables do not show the same trend. The influence is positive and significant for 

the purchase intention (γ = 0.46), but it is very low for the purchase (γ = 0.06). This result makes it possible to validate 

hypothesis 3 but implies questions. Thus, the “propensity to act” construct positively influences the intention to 

purchase but moderately influences the purchase of environmentally friendly products. 
 

Although the results presented are interesting, they do not necessarily correspond to what would be expected in the 

field of ecological consumption, especially concerning the “propensity to act” construct. In the next section, we attempt 

to better understand these results. 

2.2. Discussion and implications of the results 

The present study shows the important role of the antecedents of environmentally friendly consumption in purchase 

intention and buying behaviour. A detailed analysis of the results allows us to extract useful information for marketing 

actions. Important information for managers concerns the “barriers to purchase”. We find that price, the information 

available and the buying habits for conventional products remain important barriers. The "perceived difficulties" 

dimension has a lower weight (0.18). This two-item dimension essentially refers to the promotion of products. The two 

items used are 
 

“In stores, I think that the […] is not showcased enough” and “The […] are not promoted enough (by advertising)”. 

Regarding ecological or green products, most consumers are quite positive in their response to advertisements (Purohit, 

2012; Sravanthi and Amruth Prasad Reddy, 2019;Thorson et al., 1995). According to a 2016 study by Agence BIO in 

France, 65% of the respondents consider that they have sufficient information about green products at the point of sale. 

This result is consistent with the findings of Leonidou et al. (2011), who by analysing 473 international green 

advertisements during the 1988-2007 period, observe an increase in the amount of details in green advertisements over 
time. Therefore, it is likely that the actions taken by companies in this field have been noticed by consumers so that the 

lack of promotion is currently no longer a major obstacle for them. Furthermore, it is not as difficult for consumers to 

access these types of products due to their increased availability and a growing green market. These results corroborate 

the statistical data published by the Commissariat Général au Développement Durable (2016) that show that in France, 



ISSN 2219-1933 (Print), 2219-6021 (Online)            © Center for Promoting Ideas, USA            www.ijbssnet.com 

 

10 

for example, the most important barriers are price, the information available and, to a lesser extent, the promotion of 

these products. According to the study, people have an incentive to buy environmentally friendly products if it is 

certain that the products are not more expensive (41%) and that the consumers are better informed (21%). The reasons 

related to the availability of these products and their promotion have become much less important (14%), whereas this 

percentage was 25% in 2010. 
 

Another important result concerns the influence of the “barriers to purchase” on future purchase intention. It is justified 

that the existence of these barriers prevents the current purchase, but its negative effect on future purchases is of 

concern because it means that the awareness of environmental problems, coupled with a willingness to contribute, are 

challenged by these barriers. In this area, the statistics are not encouraging: although 75% of Europeans say that they 

are ready to buy ecological products, only 17% have actually purchased them (European Commission, 2014). 

According to Kaiser (2006), when behaviour depends more on circumstances that are external to a person (a fixed price 

or availability, for example), the behaviour is less intentionally controllable. These barriers could therefore be strong 

reasons for non-purchase. Consequently, according to our results, the challenge is clear: it is important to change the 

purchasing habits of consumers in favour of environmentally friendly products. This goal seems to be entirely possible, 

provided that the barriers are removed, that is, that consumers are better informed and that these products respect their 

environmental promises, are available and featured on shelves, and are available at the right price. 
 

The results that relate to the "relations with the product" construct show a positive but relatively small influence on the 

intention to purchase and purchase of ecological products. Although having confidence in a product does not 

necessarily lead to a consumer buying it, the results concerning the loyalty variable are more difficult to explain. 

According to several studies, product loyalty leads a consumer to purchase a product (Lewis, 2004; Meyer‐Waarden, 

2008), which does not appear to be evident in the present model. It is possible that many consumers, although faithful 

to this type of product, have a low frequency of purchase and a dedicated budget. Moreover, it is likely that other 

variables that are more constraining to the consumer will hinder the purchase and reduce the impact of loyalty. 
 

The last significant result of this study concerns the relationship between the "propensity to act" construct and the 

"purchase" variable, which is positive but low (γ = 0.06). This unexpected result may nevertheless be justified because 

the concept of "propensity to act" has been measured by general items that relate to an individual's interest in 

environmental problems. The propensity to act is a predisposition to action in favour of the environment and is not 

limited to the specific predisposition to buy green products. It is therefore likely that other actions aimed at protecting 

the environment, such as waste sorting or elimination, are better accepted by individuals than the mobilization of their 

buying power. We should also note the phenomenon of resistance, which is manifested by opposition to perceived 

forms of pressure or influence (Roux, 2007). In this domain, the ecological discourse of the companies that are part of a 

“commercial logic” (Peñaloza and Price, 1993) can be perceived as manipulative and thus lead to a resistance to 

purchase. For some consumers, the ecological implication of companies might be seen more as a pretext for a sale or as 

a way of concealing an economy that does not benefit customers (Monnot and Reniou, 2013), which can cause them to 

refuse to purchase or to impose important requirements. Therefore, promoting buying behaviours, which are admittedly 

ecological, to contribute to the problems of the environment may seem to be contradictory if one considers that being 

ecologically aware requires, in particular, a reduction in consumption. 
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Appendix 
 

A1. The theoretical global model 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

Conclusion 
 

This study emphasised the antecedents of ecological consumption and measured its impact on purchasing and 

purchasing intent. The results offer an additional element to academic research because it is now possible to understand 

the overall ecological purchasing process that goes from the antecedents to the final act of purchase. In the 

environmental field, different types of behaviours can be selected, and buying green products is among these 

behaviours (Gordon-Wilson and Modi, 2015). In this way, we know that “barriers” slow purchase intent and buying, 

while a positive “relation with the product” favours purchase intent and buying. The “propensity to act” in favour of the 

environment appears to not favour the current purchase but is more favourable for future purchases. For a company, 

this information is useful for establishing appropriate actions, especially because it is possible to know precisely which 

antecedents to focus on, as each construct comprises several antecedents. At the company-specific level, the 

measurement scale of the antecedents can be used to create client typologies depending on the product being studied. 
 

However, this research has its limitations. The first methodological limitation concerns the results of the structural 

equation model, which, although acceptable, should be tested again to verify its stability, especially by using other 
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types of ecological products and by increasing the size of the sample. Our analyses are based on the measures of self-

reported intentions and behaviours, which is a methodological limit that does not allow us to address the problem of 

social desirability bias. We know that this bias is pronounced in studies with ethical considerations (Carrigan and 

Attalla, 2001), such as studies of ecological consumption. Therefore, experimentation, based on direct observation in 

the store or indirectly via, for example, an analysis of purchases recorded on consumer loyalty cards, would make it 

possible to address this bias. 
 

Finally, it would be useful to analyse the possible impacts of external variables on the results because the approach 

taken in this study assumes that consumers, public authorities and companies are all mobilized for the environmental 

cause, which is probably not always the case in developed countries. Differences in commitment among parties and 

countries could vary the results. 
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