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| ABSTRACT 

Concerns and consumers’ awareness of the environment has increased significantly, and their perception of environmental 

concerns now represents one of the major factors in consumer decision making. The main aim of this study is to determine the 

relationship of environmental consciousness and involvement degree on consumers’ purchasing behavior. Factors affecting 

environmentally friendly behaviors will be explained within the context of attitude, intention, and behavior with a holistic 

approach. TRA Model (Theory of Reasoned Action) will be expanded by adding variables that express individual consumer 

characteristics. Besides, the data will be gathered via an online survey from various participants who live in Metro Manila, where 

people from different socio-economic backgrounds are thought to be heavily dispersed and located. Partial Least Squares - 

Structural Equation Model (PLS-SEM) was used to study the relationship and analyze the connection between variables. Results 

of PLS-SEM revealed that environmental consciousness (ß = 0.38; p = 0.001) and involvement degree (ß = 0.311; p = 0.001) have 

significant effects on respondent’s attitude in purchasing eco-friendly products. Moreover, both the environmental consciousness 

(ß = 0.423; p = 0.001) and involvement degree (ß = 0.46; p = 0.001) have direct significant effects in respondent’s behavior in 

purchasing eco-friendly products.   Based on the statistical analyses, this paper offers some further research directions to advance 

the extent of the literature. This study offers valuable insights for eco-friendly brands that offer products by indicating two 

important dimensions, which are the environmental consciousness and involvement degree of consumers upon purchasing. 
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1. Introduction 

Having a sustainable lifestyle is one of the things that many people nowadays want to do for a change that can help to improve 

their lifestyle but also can help our environment. Sustainable marketing is having to sell and promote environmental awareness to 

the consumers. This may help the business in having to sell products that can help their customers and also the environment. As 

the world has rapidly been changing, consumers tend to be more conscious as to what they purchase and consume. Environmental 

consciousness is a state of a person where it shows its concern for the environment. Many consumers nowadays tend to buy green 

products, natural, or cruelty-free products because of the ingredients themselves, which may not be harmful to them and the 

environment. 

 

Businesses that are concerned with environmental issues nowadays are increasing. Many companies have found that consumers 

can and willing to change their behaviors and attitudes in order to help the environment and shift to buying environmentally 

friendly products. Going green has had an impact on the attitude and behavior of every consumer, not just to consumers but also 

to the environment, in aspiration on living in harmony with nature, which results in people becoming more ecological at any level. 

The demand for environmentally friendly products is getting high to promote the consumers’ purchasing behavior. Being 

environmentally conscious of consumers may be complicated, but it can interpret those people who are worried about the 

environment and what products they purchase and consume. (Farrag, 2017). 
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2. Literature Review  

2.1 Environmental Consciousness 

A person who takes into consideration the social and environmental implications of one’s behavior in purchasing can be summed 

as a socially responsible consumer (Mataraci and Kurtulus, 2020). Anand (2017) has stated that prior research has gained the 

attention of scholars contributing to the improvement of awareness among consumers about environmental concerns. 

Environmental-conscious consumers are more concerned about environmental issues and problems, and they tend to buy more 

environmentally friendly and organic products. Perceived food quality affects the environmental consciousness and organic food 

product purchase intention of consumers (Wang et al., 2020). 

 

Moreover, consumers are being more environmentally conscious and buying more green products, resulting in many companies 

applying green marketing and raising green awareness. The green concern is each one of individuals’ knowledge and awareness 

of what is happening to our environment and their willingness to solve the environmental problems that we are facing right now. 

(Apaydin and Szczepaniak, 2017) 

 

Environmental and social issues played a noticeable role in the purchasing behavior of consumers. This growth has been increasing 

in numbers in different countries, and the level of being environmentally conscious has made the customers an important factor 

in the promotion of sustainable products. With the emergence of environmentalism and information being available everywhere, 

customers do not only become willing to purchase products that help the environment, but they have been more concerned about 

it (Vafaei et al., 2019).  

 

It is hypothesized that: 

 

H1: The level of the consumer’s environmental consciousness affects positively the attitude towards purchasing eco-friendly products.  

H2: The level of the consumer’s environmental consciousness affects positively the behavior towards purchasing eco-friendly products.  

 

2.2 Involvement Degree 

Each consumer has a different value of worth that they impose on a certain product that is often varied by factors that have shaped 

their attitude and intention. The measurement of involvement degree in the evaluation of the importance that the person places 

on the product was highlighted (Mataraci and Kurtulus, 2020). The study of Amid et al. (2018) states that social and effective 

marketing factors surrounding the environmental consciousness have brought a positive contribution to consumers’ perception 

towards purchasing green-related products. 

 

In the study of Sahni and Osahan (2019), they have assumed that green product manufacturers can build green lifestyles and 

satisfy consumers by making use of taglines such as “Save the Earth,” which helps build emotional appeal to the product. Chang 

et al. (2018) study the consumer’s readiness to purchase green products, concerns of consumers, manufacturers, retailers, and 

government towards environmental sustainability have increased. During this time of the pandemic, green food purchase 

intentions had increased because consumers nowadays are more health-conscious, but because of the outbreak, it reduced. Having 

a high purchase intention resulted because of having the issues of price, unavailability, and panic. (Environ, 2020) 

Thus, it is hypothesized that: 

 

H3: The level of the consumer’s involvement degree affects positively the attitude towards purchasing eco-friendly products.  

H4: The level of the consumer’s involvement degree affects positively the behavior towards purchasing eco-friendly products.  

 

2.3 Purchasing Behavior 

Consumers have been gaining environmental awareness through education; it has become a global trend that has made consumers 

reassess and change their purchasing decisions based on the green promotions of a certain product. Consumers have the tendency 

of opting for and committing to products and services that are environmentally friendly, which leads them to have the willingness 

to pay more in order to consume and experience these products (Jaderná and Přikrylová, 2018).          

 

Promoting consumer purchase behavior of eco-friendly products will be a big help in reducing the environmental issues and 

promoting environmental sustainability. Food safety concerns, health consciousness, and information about the products played 

the most important role in the attitude of young consumers on purchasing organic foods. Also, the product label, high price, and 

availability have a role in the purchasing behavior of young consumers. (Pham et al., 2019).           

 

A consumer who has established more concrete factors in purchasing decision tend to be more favorable in sustainable products. 

The existence of ecological seals and certifications is a possible way to attract consumers and make them purchase products from 
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the firms that do such. Aside from social media influence and word of mouth, a consumer’s inclination towards green products is 

based on their environmental consciousness and how they will benefit from the product (Zahid et al., 2018).      

 

It is hypothesized that: 

 

H5: The attitude of consumers towards purchasing eco-friendly products affects their intention to buy positively. 

 

2.4 Sustainable Marketing 

The study of Neil (2018) involves maintaining the balance between social, environmental, and economic dimensions. As a result of 

which, marketers have started realizing their social responsibilities towards environmental issues in the corporate domain, and all 

this has resulted in the emergence of a concept called sustainable marketing. 

 

In the Indian economy discussed in the study of Neeru (2020), various sustainable initiatives have been undertaken, which are 

highly influenced by the concept of recycling, reuse, and refuse. This initiative led to some significant developments in different 

sectors in India. Sustainable consumption is having the use of products and services which enhance the quality of life with the use 

of natural products and non-toxic materials. Sustainable consumption aims to have an improvement in technology and economic 

processes. (Zralek and Burgiel, 2020). 

 

Hassan et al. (2016) state that corporate sustainability is acknowledged to be the quality that maintains the economy, climate, and 

society for a long-term goal; it is a complex condition that exists as an organization produces an objective that values the state of 

the environment.  

 

It is hypothesized that: 

 

H6: Consumers’ intention to buy eco-friendly products has a positive impact on purchasing behavior. 

 
Figure 2.3 Conceptual Framework 

 

3. Methodology 

3.1 Subjects and Study Sites 

The study will focus on every consumer who has a healthy lifestyle, is health-conscious, and is environmentally aware of the 

concerns and issues present today. Since there is a heightened restriction due to the pandemic, the survey will be conducted online 

via online survey platforms. The study site will be located in the comfort of the participant’s homes to ensure their safety. The same 

as the on-site survey, customer privacy must be protected, and they will not be disturbed by any means. Only those respondents 

who will agree to participate in the study will be the research participants. The location of the potential participants will only be 

located at Metro Manila, and people outside this location will not be entertained. This has been chosen as it has a varied culture, 

and it is composed of 12,877,253 people living within the vicinity. The participants will be relatively distributed among 16 cities 

present in Metro Manila to ensure varied and differentiated results. The maximum number of participants is 300 respondents, male 

and female that ages 18 to 55 years old. In total, 200 responses will be retrieved from the online survey. 

 

3.2 Research Instruments 

The main research instrument used in the study is a questionnaire that will be conducted online and will be answered by a total of 

200 respondents. As the study comprises a mixed method to conduct, the questionnaire consists of both the quantitative and 

qualitative questions relative to the topic (see Appendix B). The questionnaire consists of two parts. The first part includes the 

respondent’s profile, namely: name, age, gender, and income. This section consists of choices that relate subjectively to the 

respondents’ experiences or thoughts. Besides, Section B and C of the first part discusses environmental concerns and consumers’ 
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behavior in purchasing sustainable products. The second part of the questionnaire has various scenarios where consumers decide 

whether they disagree or not. It is to be answered using a Likert Scale, with 5 being the highest and 1 being the lowest. (5 = 

Strongly Agree, 4 = Agree, 3 = Neutral, 2= Disagree, and 1 = Strongly Disagree). With these choices, the researchers can gather 

the information needed that is related to the study. 

 

3.3 Data Gathering Procedure 

The researchers will first prepare the instruments needed in gathering the data. One major data collection technique used in this 

study is the use of an online survey questionnaire. Due to the distance of data collectors from respondents with heightened 

protocols and restriction of physical interaction, administering survey questionnaires constructed through google forms will be 

distributed to the respondents via online communication platforms such as messenger and email. The online survey is a method 

in which respondents are to answer a set of questions constructed by the researchers relevant to the study aimed at the objective 

through the internet. To ensure the safety of the respondents and researchers, this was particularly chosen to make data gathering 

procedures. Moreover,  it is highly encouraged to conduct it online where the participants of the study are available, and it reduces 

the cost of travel, printing, and collection of data. Before the final consideration of the questionnaire, pilot testing will be carried 

out using 20 randomly selected consumers consisting of various individuals from different age groups, ethnic backgrounds, and 

social status classes in Metro Manila, Philippines. 

 

3.4 Data Analysis 

This study utilized Partial Least Squares - Structural Equation Model, which is a quantitative method used to study the relationship 

and analyze the connection between variables. It will be used to determine the relationship between the consumer’s perspective 

of sustainable marketing and their purchasing behavior. Each independent variable will be tested using this model in order to 

identify whether there is a relationship between the variables in the study that can be further utilized in the future. As the study is 

under mixed methods consisting of qualitative and quantitative research methods, the qualitative data are constructed from the 

participant’s demographics and descriptive statistics, which provides an accurate and detailed description that can be used as the 

basic features of the data in the study. In the questionnaire present in the study, there is a section that observes the respondent’s 

behavior and attitude towards Sustainable Marketing. From this point, the data collected will be analyzed through different 

measures. To evaluate the reliability of the study’s findings, Cronbach's alpha will be used to demonstrate consistency between 

the variables. Furthermore, the researchers will assume a level of significance that can be equal to 0.05 or sometimes 0.01 with a 

confidence interval of 95% or 99%. 

 

3.5 Ethical Considerations 

The following ethical considerations below will be strictly followed because the researcher value and respect the privacy of the 

respondents. 

 

 Researchers must show and promote the value of collaborative work. 

 Researchers must promote original knowledge to avoid miscommunications and errors. 

 Agreements with the participants of the study must be clear and fair. 

 Protect any information that the participants will share on the research. 

 The objectives of the research must be clear to all the researchers to avoid conflicts and errors. 

 Since the survey will be conducted online, the identity of the participants must be protected. 

 Researchers will uphold the Data Privacy Act of 2012 or Republic Act 10173. 

 

4. Results and Discussion 

4.1 Validity and Reliability 

The survey questionnaire has been validated with the use of Cronbach’s Alpha. This model was used to determine if the questions 

set before each construct is reliable to be used in the study. Cronbach‘s Alpha should be at least 0.70 to be valid. The independent 

variables in the study, which consists of Environmental Consciousness (EC) and Involvement Degree (ID) of consumers towards 

purchasing eco-friendly products, were validated. Three (3) items that identify respondent’s environmental consciousness (Section 

A) yielded a Cronbach’s Alpha of 0.874, which is highly consistent. Three (3) items for involvement degree yielded a result of 0.877, 

which is highly consistent as well. The other three dependent variables, namely the attitude of consumers towards purchasing eco-

friendly products, intention to buy, and purchasing behavior that consumers possess, yielded a value of 0.873, 0.772, and 0.869, 

respectively. 
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A. Measurement Model Evaluation 

Construct Items Loadings Ave. 

Variance 

Extracted 

Composite 

Reliability 

(CR) 

Convergent 

Validity 

(CV) 

Reliability 

Interpretation 

Environmental 

Consciousness 

EnvCons1 0.903 0.799 0.923 Yes Yes 

EnvCons2 0.899 

EnvCons3 0.880 

Attitude on Eco-

friendly products 

EcoFriend1 0.944 0.891 0.942 Yes Yes 

EcoFriend2 0.944 

Involvement 

Degree 

InvDeg1 0.853 0.799 0.922 Yes Yes 

InvDeg2 0.908 

InvDeg3 0.919 

Purchasing 

Behavior 

PurchBeh1 0.902 0.814 0.898 Yes Yes 

PurchBeh2 0.902 

Purchase Intention Intent1 0.912 0.794 0.92 Yes Yes 

Intent2 0.925 

Intent3 0.832 

Note: For Convergent Validity, all loadings should be => 0.50 and all AVE should be => 0.50 

 

Post data gathering, a validity and reliability test was run to ensure the reliability and validity of the questionnaire items. All 

questionnaire items from environmental consciousness up to purchase intention of respondents were unaffected as all their 

loadings is greater than 0.50 and AVE being > 0.50. Environmental consciousness posted CR = 0.923, AVE = 0.799; attitude on 

eco-friendly products posted CR = 0.942, AVE = 0.891; involvement degree posted CR = 0.922, AVE = 0.799; purchasing behavior 

posted CR = 0.898, AVE = 0.814; and purchase intention with CR = 0.92, AVE = 0.794. Thus, composite reliability and convergent 

validity were achieved and all questions from each construct is valid. 

 

 

Construct Environmental Consciousness Discriminant Validity 

Interpretation 

Environmental Consciousness 0.894 Yes 

Attitude towards Eco-friendly 

Products 

0.944 Yes 

Involvement Degree 0.894 Yes 

Purchasing Behavior 0.902 Yes 

Purchase Intention 0.891 Yes 

Note: The 1st row shows the square root of average variance extracted (SRAVE), while the 2nd row shows the correlation between 

constructs. To establish discriminant validity, the SRAVE of environmental consciousness should be higher than the correlation. 

*p<0.05, **p<0.01, ***p<0.0001 

 

Discriminant validity, also known as divergent validity, is a measure to test whether the respondents understand the difference 

between the variables and if they can distinguish one variable from the other. In order to achieve divergent validity, the square 

root of the Average Variants Extracted (AVE) should be greater than the correlation of the constructs. The table above presents 

the square root of the AVE for the five constructs in the study. Environmental consciousness is 0.894. This is greater than the 

correlation of the constructed environmental consciousness and the other four constructs, which are 0.629, 0.81, 0.636, and 0.686, 

respectively. Overall, all the other four constructs like attitude towards eco-friendly products, involvement degree, purchasing 

behavior, and purchasing intention have a higher square root of the AVE, which is interpreted as valid constructs fit for the study. 

 

B. Structural Model Evaluation 

Structural Path Estimate SE Interpretation 

Environmental Consciousness 

to Attitude 

0.38 0.49 H01 Accepted 

Environmental Consciousness 

to Purchasing Behavior 

0.423 0.50 H02 Accepted 

Involvement Degree to Attitude 0.311 0.50 H03 Accepted 
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Involvement Degree to Purchasing 

Behavior 

0.46 0.49 H04 Accepted 

Attitude to Intention 0.643 0.49 H05 Accepted 

Intention to Purchasing Behavior 0.588 0.49 H06 Accepted 

Table 4.3 Structural Path Results 

 

As shown in the results of Table 4.3, the effect of environmental consciousness on the attitude of respondents in purchasing eco-

friendly products is significant, where Estimate = 0.38, p = 0.001 is lower than < 0.05. Due to this, the alternative hypothesis (H01), 

which states that consumers’ environmental consciousness affects positively the attitude towards purchasing eco-friendly 

products, is significant (ß = 0.38; p = 0.001). Followed by the effect of consumers’ environmental consciousness on their behavior 

in purchasing eco-friendly products is significant, where Estimate = 0.423, p = 0.001 is lower than < 0.05. Due to this, the alternative 

hypothesis (H02) which states that the high level of environmental consciousness affects positively the consumer’s behavior 

towards purchasing eco-friendly products. (ß = 0.423; p = 0.001). For the third hypothesis, the effect of involvement degree on the 

attitude of respondents in purchasing eco-friendly products is significant, where Estimate = 0.311, p = 0.001 is lower than < 0.05. 

Due to this, the alternative hypothesis (H03), which states that consumer’s involvement degree affects positively the attitude 

towards purchasing eco-friendly products, is significant. Furthermore, it supports accordingly the probability that per 1 level 

increase of involvement degree, consumer’s attitude towards purchasing eco-friendly products increases around 0.311. 

 

As shown in the results for the fourth hypothesis, the effect of involvement degree to respondent’s behavior in purchasing eco-

friendly products is significant, where Estimate = 0.46, p = 0.001 is lower than < 0.05. Due to this, the alternative hypothesis (H04), 

which states that the high level of the consumer’s involvement degree affects positively the behavior towards purchasing eco-

friendly products, is valid. Also, it supports the probability that per 1 level increase of involvement in purchasing behavior, 

consumer’s attitude towards purchasing eco-friendly products increases around 0.46. For the fifth hypothesis (H05), the effect of 

the respondent’s attitude to their intention in purchasing eco-friendly products is significant, where Estimate = 0.643, p = 0.001 is 

lower than < 0.05. It supports accordingly the probability that per 1 level increase of attitude, respondent’s intention in purchasing 

eco-friendly products increases around 0.643. Lastly, the effect of respondents’ intention with regards to their purchasing behavior 

towards eco-friendly products is significant, where Estimate = 0.588, p = 0.001 is lower than < 0.05. Due to this, the alternative 

hypothesis (H06) states that consumers’ intention to buy eco-friendly products has a positive impact on purchasing behavior. Thus, 

it supports the probability that per 1 level increase of customer’s intention, their behavior towards purchasing eco-friendly products 

increases around 0.588 accordingly. 

 

5. Conclusion  

The collective data shows that Environmental Consciousness with three indicators signifies that the majority of consumers are 

environmentally responsible by becoming cautious and considering the environmental impact of their actions when purchasing 

something and contemplating whether the product does not harm the environment, which has a significant and positive correlation 

to the attitude of consumers towards buying an eco-friendly product. This simply means that Environmental Consciousness has a 

strong effect on consumers’ attitudes towards purchasing eco-friendly products.  

 

Similar to Environmental Consciousness, the Involvement Degree of Consumers in purchasing whereby it pertains to how they 

recommend eco-friendly products to their friends and family, purchase these products on a planned decision in supermarkets, and 

how they are responsible and involved in buying these products have a positive effect on their attitude towards purchasing eco-

friendly products. Subsequent to the result of data with the independent variables, the first dependent variable, which is the 

attitude and behavior of consumers towards eco-friendly products, is significant to their intention to buy eco-friendly products, 

which conveys that they are very much willing to learn about environmental issues and are willing to join a group that will help 

them be reminded of these ecological issues. Thus, consumers’ intention to buy eco-friendly has a positive relationship with their 

purchasing behavior. 

 

After a thorough analysis of the collective data, it showed that all dependent and independent variables included in the study have 

a significant and positive relationship with the purchasing behavior of consumers. It can be concluded that consumers are familiar 

with sustainable marketing and know the benefit and values of having a sustainable life. In addition, consumers also have enough 

knowledge about the cause and effects of their purchasing behavior towards buying eco-friendly products and are aware of how 

to improve their purchasing decisions. 

 

The researchers gathered data from the respondents to know their insights about the research study using that the survey is only 

limited to the male and female with ages 18-55 years old respondents that is living inside Metro Manila, and was given to three 
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hundred (300) people who are interested in finding out the relationship between environmental consciousness and the 

involvement degree on consumers purchasing behavior. The study was conducted from March of 2021 up to the end of the year. 

 

As for the next researchers, the researchers suggest conducting an interview to let consumers further elaborate their opinions and 

perspectives towards environmental consciousness. With this, the future researcher will be able to gather information and have an 

idea on which categories consumer lacks knowledge of and be able to provide a study involving the concern. It will also be 

convenient for the next researchers to have an observation on certain places where eco-friendly products are available to know 

how consumers attitude towards the products, and/or have an event wherein they will let consumers watch a video containing the 

lives of people who manage to have a sustainable life and observe how consumers react to enlightening and informative videos. 

 

Funding: This research did not receive funding from external sources. 

Acknowledgments: First and foremost, praise and glory to God alone for giving patience, strength, and knowledge to accomplish 

such work; He became a reminder that all things are possible in His grace. The researchers would also like to give utmost gratitude 

to their parents. Since the beginning, they have shown an overflowing amount of love and understanding towards the researcher’s 

work, also for the unending support and encouragement that they have given throughout the process of accomplishing this study. 

The researchers would also like to give appreciation to their colleagues for the endless help and advice on certain situations in 

which they are needed most. Furthermore, the researchers want to give credit to their professors, Ms. Mary Caroline Castano, for 

her guidance in creating the idea and content of the study; to Mr. Emanuel Paulino for his guidance on interpreting the data 

gathered; Mrs. Madel Marasigan for the guidance and help in publishing this study; and to Mrs. Rosalyn Perkins for her assistance 

with the preparation of accomplishing the final output of the study. Lastly, the proponents want to give their sincere gratitude to 

the Marketing Management Department of the University of Santo Tomas for giving the opportunity to conduct this research. 

Conflicts of Interest: There are no conflicts of interest declared by the authors. 

 

References 

[1] Aditi, M., Rameshwar, D., Omprakash K., & Zongwei L. (2017). Dynamics of Environmental Consciousness and Green Purchase Behavior: an 

Empirical Study. International Journal of Climate Change Strategies and Management, 9(5), 682–706. Retrieved from: 

https://doi.org/10.1108/IJCCSM-11-2016-0168 

[2] Ahmet, T. and Begum, S. (2020). Finding and Minding the Gaps in State-of-the-Art Lean and Green Marketing in the Construction Industry. 

Retrieved from: http://0-web.b.ebscohost.com.ustlib.ust.edu.ph/bsi/pdfviewer/pdfviewer? vid=1&sid=5c6aa56f-4f16-4b9d-a948-

d27770751e1d%40sessionmgr101 

[3] AL-Haddad, S., Awad, A., Albate, D., Almashhadani, I., & Dirani, W. (2020). Factors Affecting Green Cosmetics Purchase Intention. Journal of 

Management Information & Decision Sciences, 23(4), 332–342. Retrieved from: http://0-

search.ebscohost.com.ustlib.ust.edu.ph/login.aspx?direct=true&db=bsu&AN=146403607&site=eds-live 

[4] Alexandru, C., Adrian, M., Nicoleta, C. and Angela, E. (2016). The impact of a trend pattern for sustainable marketing budgets on turnover 

dynamics (a case study). Retrieved from: http://0-web.b.ebscohost.com.ustlib.ust.edu.ph/ehost/pdfviewer/pdfviewer?vid=1&sid=d71321c9-

d8cf-4958-bbfb4d81c7dd2a1d %40pdc-v-sessmgr01 

[5] Anda, B., Daina, S., Jelena, S., Santa, B. and Aija, L. (2020). Influence of Integrated Marketing Communication Tools upon Consumers’ Buying 

Decisions in the Context of Sustainability. Retrieved from: http://0-

web.b.ebscohost.com.ustlib.ust.edu.ph/ehost/pdfviewer/pdfviewer?vid=1&sid=73a05921-5f9a-41fd-9e15941fed857 409%40sessionmgr103 

[6] Apaydin, F., & Szczepaniak, M. (2017). Analyzing the Profile and Purchase Intentions of Green Consumers in Poland. Ekonomika / Economics, 

96(1), 93–112. Retrieved from: https://doi.org/10.15388/Ekon.2017.1.10666 

[7] Attia, S., & Farrag, M. (2017). The Effect of Egyptian Consumer Values & Lifestyles on Green Purchase Behavior. Journal of Marketing 

Development & Competitiveness, 11(4), 49–65. Retrieved from: https://doi.org/10.33423/ jmdc.v11i4.1500 

[8] Bhargava, S. & Manshani, M. (2019). A Study on Effect of Customers’ Awareness, Preference, and Perception Towards Purchase Decision of 

Eco-Friendly Product. International Journal of Applied Marketing & Management, 4(2), 7–11. Retrieved from: http://0-

search.ebscohost.com.ustlib.ust.edu.ph/login.aspx?direct=true&db=bsu&AN=1448 41976& site=eds-live 

[9] Boban M, Dragana C, Tamara B, Branislav D, & Katarina G. (2020). Attracting Green Consumers as a Basis for Creating Sustainable Marketing 

Strategy on the Organic Market—Relevance for Sustainable Agriculture Business Development. Foods, 9(1552), 1552. Retrieved from: 

https://doi.org/10.3390/foods9111552  

[10] Daud, S., & Maryam, J. (2018). Sustainable Marketing and Corporate Sustainability Performance: Moderating Role of Organization Size. 

Global Business & Management Research, 10(3), 919–929. Retrieved from: http://0-

search.ebscohost.com.ustlib.ust.edu.ph/login.aspx?direct=true&db=bs u&AN=133618186&site=eds-live 

[11] Ghazali, E. M., Mutum, D. S., & Ariswibowo, N. (2018). Impact of religious values and habit on an extended green purchase behavior model. 

International Journal of Consumer Studies, 42(6), 639–654. Retrieved from: https://doi.org/10.1111/ijcs.12472 

[12] Heo, J., & Muralidharan, S. (2019). What triggers young Millennials to purchase eco-friendly products? The interrelationships among 

knowledge perceived consumer effectiveness and environmental concern. Journal of Marketing Communications, 25(4), 421–437. Retrieved 

from: http://0-search.ebscohost.com.ustlib.ust.edu.ph/login.aspx?direct=true&db=bsu&AN=135671405&site=eds-live 

[13] Hurth, V., & Whittlesea, E. (2017). Characterizing marketing paradigms for sustainable marketing management. Social Business, 7(3/4), 359–

390. Retrieved from: https://doi.org/10.1362/204440817X15108539431541 

https://doi.org/10.1108/IJCCSM-11-2016-0168
http://0-web.b.ebscohost.com.ustlib.ust.edu.ph/bsi/pdfviewer/pdfviewer?%20vid=1&sid=5c6aa56f-4f16-4b9d-a948-d27770751e1d%40sessionmgr101
http://0-web.b.ebscohost.com.ustlib.ust.edu.ph/bsi/pdfviewer/pdfviewer?%20vid=1&sid=5c6aa56f-4f16-4b9d-a948-d27770751e1d%40sessionmgr101
http://0-search.ebscohost.com.ustlib.ust.edu.ph/login.aspx?direct=true&db=bsu&AN=146
http://0-search.ebscohost.com.ustlib.ust.edu.ph/login.aspx?direct=true&db=bsu&AN=146
http://0-web.b.ebscohost.com.ustlib.ust.edu.ph/ehost/pdfviewer/pdfviewer?vid=1&sid=d71321c9-d8cf-4958-bbfb
http://0-web.b.ebscohost.com.ustlib.ust.edu.ph/ehost/pdfviewer/pdfviewer?vid=1&sid=d71321c9-d8cf-4958-bbfb
http://0-web.b.ebscohost.com.ustlib.ust.edu.ph/ehost/pdfviewer/pdfviewer?vid=1&sid=73a05921-5f9a-41fd-9e15941fed857%204
http://0-web.b.ebscohost.com.ustlib.ust.edu.ph/ehost/pdfviewer/pdfviewer?vid=1&sid=73a05921-5f9a-41fd-9e15941fed857%204
https://doi.org/10.33423/
http://0-search.ebscohost/
http://0-search.ebscohost/
http://0-search.ebscohost.com.ustlib.ust.edu.ph/login.aspx?direct=true&db=bs
http://0-search.ebscohost.com.ustlib.ust.edu.ph/login.aspx?direct=true&db=bs


Sustainable Marketing: Studying the Effects of Environmental Consciousness and Involvement Degree on Purchasing Behavior of 

Consumers 

Page | 220  

[14] Jacky C, Bernard C. Jiang, Ilma M, Satria F. P, & Bustanul A. N. (2018). The Investigation of Consumers’ Behavior Intention in Using Green 

Skincare Products: A Pro-Environmental Behavior Model Approach. Sustainability, 10(11), 3922. Retrieved from: 

https://doi.org/10.3390/su10113922 

[15] Jaderná, E., Picková, R., Přikrylová, J., & Samek, K. (2018). Selected Aspects of Green Behaviour of Czech Consumers. Marketing Science & 

Inspirations, 13(3), 2–10. Retrieved from: http://0-search. ebscohost.com.ustlib. 

ust.edu.ph/login.aspx?direct=true&db=bsu&AN=132793753&site=eds-live 

[16] Kamiński, J. (2016). Paradigm of Sustainable Development in Marketing. Acta Scientiarum Polonorum. Oeconomia, 15(2), 63–73. Retrieved 

from: http://0-search.ebscohost.com.ustlib.ust.edu.ph/login. aspx?direct=true&db=bsu&AN=12065 8208&site=eds-live 

[17] Li, M., and Mohannah, S.(2016). Sustainable Food Purchasing Behavior of Consumers in Singapore. International Journal of Home Economics, 

9(2), 148–158. Retrieved from: http://0-search.ebscohost.com.ustlib.ust.edu.ph/login.aspx? direct=true&db=asn&AN=124231403&site=eds-

live 

[18] Lin, Y., Yang, S., Hanifah, H., & Iqbal, Q. (2018). An Exploratory Study of Consumer Attitudes toward Green Cosmetics in the UK Market. 

Administrative Sciences (2076-3387), 8(4), 71. Retrieved from: https://doi.org/10.3390/admsci8040071 

[19] Majumdar, S., & Swain, S. C. (2018). Influence of Demographic Factors on Non-Users’ Perception Towards Green Cosmetic Products: A Study 

in and Around Kolkata, India. IUP Journal of Marketing Management, 17(2), 7–21. Retrieved from: http://0-

search.ebscohost.com.ustlib.ust.edu.ph /login.aspx?direct=true&db=bsu&AN=129988205&site=eds-live 

[20] Marianna, U. and Alena, K. (2019). Innovative Approaches in Marketing Communication in Sustainable Fashion Business. Retrieved from: 

http://0-web.b.ebscohost.com.ustlib.ust.edu.ph/ehost/pdfviewer/ pdfviewer?vid=1&sid=990e5288-73f1-4895-b404-b0eb14959ad2%40pdc-

v-sessmgr01 

[21] Neeru, K. (2020). The Role of Green Marketing Initiatives in Achieving Sustainable Development in Indian Economy. Retrieved from: 0-

web.b.ebscohost.com.ustlib.ust.edu.ph/ehost/pdfviewer/pdfviewer?vid =1&sid=6d60af66-5da4-43a4-b4d1-2e561bbc0cc8%40pdc-v-

sessmgr06 

[22] Neil, R. (2018). Entrepreneurial insights into sustainable marketing: A case study of U.K. music festivals. Retrieved from: http://0-

web.b.ebscohost.com.ustlib.ust.edu.ph/ehost/pdfviewer/pdfviewer?vid=1&sid=46a54ce0-ef64-448c-ba72-069edf747cad%40pdc-v-

sessmgr02 

[23] Nora, A., and Csaba, F. (2019). Green Consumer Behavior in the Cosmetics Market. Resources, 8(3), 137. Retrieved from: 

https://doi.org/10.3390/resources8030137 

[24] Oliveira-Junior, J. C. de O., Silva, A. W. P., Veiga Neto, A. R., Castro, A. B. C., & Lima, D. S. V. R. (2020). Determining factors of environmental 

concern in purchasing decisions. Brazilian Journal of Marketing, 19(4), 888-923. Retrieved from: https://doi.org/10.5585/remark.v19i4.16470 

[25] Pham, H., Nguyen, N., Phan, H., & Nguyen, T. (2019). Evaluating the purchase behavior of organic food by young consumers in an emerging 

market economy. Journal of Strategic Marketing, 27(6), 540–556. Retrieved from: http://0-search.ebscohost.com.ustlib.ust.edu.ph/login.aspx 

?direct=true&db=bsu&AN=137235609&site=eds-live 

[26] Pınar, M. and Sema K. (2020). Sustainable marketing: The effects of environmental consciousness, lifestyle, and involvement degree on 

environmentally friendly purchasing behavior. Retrieved from: 0-

web.b.ebscohost.com.ustlib.ust.edu.ph/ehost/resultsadvanced?vid=3&sid=5d07d7ed-fee0-466e-98118067a1ea66e5%40 pdc-

vsessmgr04&bquery=sustainable+marketing&bdata=JmRiPWJzdSZ0eXBlPTEmc2V hcmNoTW9kZT1BbmQmc2l0ZT1laG9zdC1saXZl 

[27] Qi, X., Yu, H., & Ploeger, A. (2020). Exploring Influential Factors Including COVID-19 on Green Food Purchase Intentions and the Intention-

Behaviour Gap: A Qualitative Study among Consumers in a Chinese Context. International Journal of Environmental Research and Public 

Health, 17(19). Retrieved from: https://doi.org/10.3390/ijerph17197106 

[28] Sahni, S. K., & Osahan, M. K. (2019). Green Lifestyle Dimensions and Cultural Orientation of the Users of Green Products: A Conceptual 

Analysis. IUP Journal of Business Strategy, 16(2), 43–53. Retrieved from: http://0-

search.ebscohost.com.ustlib.ust.edu.ph/login.aspx?direct=true&db=bsu&AN=137408754&site=eds-live 

[29] Sheth, J. N., & Parvatiyar, A. (2021). Sustainable Marketing: Market-Driving, Not Market-Driven. Journal of Macromarketing, 41(1), 150–165. 

Retrieved from: http://0-search.ebscohost.com. ustlib.ust.edu.ph/ login.aspx?direct=true&db=bsu&AN=148802106&site=eds-live 

[30] Singh, P., Singh, R., & Sharma, S. (2016). The emergence of Green marketing Strategies and Sustainable Development in India. Journal of 

Commerce & Management Thought, 7(4), 693–710. Retrieved from: https://doi.org/10.5958/0976-478X.2016.00037.9 

[31] Szymoniuk, B., & Valtari, H. (2018). The REKO System in Finland: a New Model of a Sustainable Marketing Channel. Problemy Ekorozwoju, 

13(2), 103–111. Retrieved from: http://0search.ebscohost.com.ustlib.ust.edu.ph/login.aspx? 

direct=true&db=asn&AN=130008729&site=eds-live  

[32] Vafaei S., Azmoon I., and Fekete-Farkas M. (2019). The Impact of Perceived Sustainable Marketing Policies on Green Customer Satisfaction. 

Retrieved from: 0-web.b.ebscohost.com.ustlib.ust.edu.ph /ehost/pdfviewer/pdfviewer?vid=0 &sid=e0627306-c545-4e1f-941c-

5b8737c8a679%40pdc-v-sessmgr04 

[33] Vowles, N. S., & Tung-Zong (Donald) Chang. (2018). Measuring consumer readiness to purchase green products. Journal of Customer 

Behaviour, 17(1), 31–47. Retrieved from: https://doi.org/10.1362/147539218X15333820725100 

[34] Walsh. L., & Uzbeki. N., K. (2017). Understanding Indonesian Green Consumer Behavior on Cosmetic Products: Theory of Planned Behavior 

Model. Polish Journal of Management Studies, 15(2), 7–15. Retrieved from: https://doi.org/10.17512/pjms.2017.15.2.01 

[35] Wang, J., Pham, T. L., & Dang, V. T. (2020). Environmental Consciousness and Organic Food Purchase Intention: A Moderated Mediation 

Model of Perceived Food Quality and Price Sensitivity. International Journal of Environmental Research and Public Health, 17(3). Retrieved 

from: https://doi.org/10.3390/ijerph17030850 

[36] Wu, C., Lin, Y., & Chen, T. Y. (2017). Moderating Price Sensitivity of Low-Uncertainty Daily Eco-Friendly Products: Creating Benevolence Trust 

and Reducing Uncertainties. Journal of Relationship Marketing, 16(4), 286–301. Retrieved from: http://0-

search.ebscohost.com.ustlib.ust.edu.ph/login.aspx?direct=true&db=bsu&AN=127162602& site=eds-live 

http://0-search.ebscohost.com.ustlib.ust.edu.ph/login
http://0-search.ebscohost.com.ustlib.ust.edu.ph/login.aspx
http://0-search.ebscohost.com.ustlib.ust.edu.ph/
http://0-search.ebscohost.com.ustlib.ust.edu.ph/
http://0-web.b.ebscohost.com.ustlib.ust.edu.ph/ehost/pdfviewer/
http://0-web.b.ebscohost.com.ustlib.ust.edu.ph/ehost/pdfviewer/pdfviewer?vid
http://0-web.b.ebscohost.com.ustlib.ust.edu.ph/ehost/pdfviewer/pdfviewer?vid
http://0-search.ebscohost.com.ustlib.ust.edu.ph/login.aspx
http://0-search.ebscohost.com.ustlib.ust.edu.ph/login.aspx?direct=true&db=bsu&AN=137408754&
http://0-search.ebscohost.com.ustlib.ust.edu.ph/login.aspx?direct=true&db=bsu&AN=137408754&
http://0-search.ebscohost.com/
http://0search/
http://0-search.ebscohost.com.ustlib.ust.edu.ph/
http://0-search.ebscohost.com.ustlib.ust.edu.ph/


JBMS 4(1): 213-221 

 

Page | 221  

[37] Yang, S., Chen, W. and Zhongju, L. (2020). Product innovation and sustainable marketing: effects on consumer innovativeness. Retrieved 

from: http://0-web.b.ebscohost.com.ustlib.ust.edu.ph/ehost/pdfviewer/pdfviewer?vid=1& sid=315fe9e1-763d-4c0f-831e-

1d58ef889b3a%40pdc-v-sessmgr03 

[38] Zahid, M. M., Ali, B., Ahmad, M. S., Thurasamy, R., & Amin, N. (2018). Factors Affecting Purchase Intention and Social Media Publicity of 

Green Products: The Mediating Role of Concern for Consequences. Corporate Social Responsibility & Environmental Management, 25(3), 

225–236. Retrieved from: https://doi.org/10.1002/csr.1450 

[39] Zhang, W., Chintagunta, P. K., & Kalwani, M. U. (2021). Social Media, Influencers, and Adoption of an Eco-Friendly Product: Field Experiment 

Evidence from Rural China. Journal of Marketing, 85(3), 10–27. Retrieved from: http://0-

search.ebscohost.com.ustlib.ust.edu.ph/login.aspx?direct=true&db=bsu&AN= 149833648&site=eds-live 

[40] Zralek, J., & Burgiel, A. (2020). Prospects for a Sustainable Future: Mapping Sustainable Behaviors According to Consumer Perceptions. 

Review of Business, 40(1), 35–50. Retrieved from: http://0-search.ebscohost.com.ustlib. 

ust.edu.ph/login.aspx?direct=true&db=bsu&AN=141137614&site=eds-live 

 

 

 

 

 

 

 

 

 

http://0-web.b.ebscohost.com.ustlib.ust.edu.ph/
http://0-search.ebscohost.com.ustlib.ust.edu.ph/login.aspx?direct=true&db=bsu&AN=
http://0-search.ebscohost.com.ustlib.ust.edu.ph/login.aspx?direct=true&db=bsu&AN=
http://0-search.ebscohost.com.ustlib/

