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ABSTRACT

This research focuses on consumers’ actual purchases of green products in Shanghai,
China. The research used a questionnaire to survey 402 respondents who have bought green
products from HiQuality Organic Food Chain Store in Shanghai. The questionnaires were
distributed to shoppers at five HiQuality branches in Shanghai. The data were analyzed and
summarized by using the Statistical Package for Social Science (SPSS). Pearson Correlation
Coefficient Analysis was applied to predict whether or not there is a relationship between each

independent variable and dependent variable.

The results of this study indicate that all independent variables have significant
relationships with dependent variable. Firstly, the strongest significant relationship was found
between environmental attitude and actual green purchase behavior (.831). Secondly, there was a
significant réi;tionship between subjective norm and actual green purchase behavior (.687). In
addition, a positive correlation between cpnsumers’ perception towards product availability and
their actual green purchase behavior was found (.633), followed by a positive correlation
between consumers’ attitudes towards buying and actual green purchase behavior (.630),
consumers’ perception towards price and their actual green purchase behavior (.532), and

ecological affect and consumers’ actual green purchase behavior (.425) .

The results intend to be expressed to the enterprises and marketers of green product,
through which the enterprises and marketers will have a better understanding about Chinesc
consumers’ attitudes, perceptions towards environmental issues, ecological issues and green
consumption. Therefore, the producers and marketers of green products are able to find a suitable

path to cultivate or attract more customers and to extend their market sizes.
i



ACKNOWLEDGEMENTS

This thesis is dedicated to a number of extraordinary individuals who bave given me their help,
supports, suggestion and understanding. First and foremost, I would like to express my sincere
appreciation to my adviser, Assistant Professor Dr. Sirion Chaipoopirutana, for her valuable

comments, advice and encouragement throughout the progress of this thesis.

I would also like to express my gratitude to all respected comrittee members, Dr.Witsaroot
Pariyaprasert, Dr.Charnchai Athichitskul and Dr. Philip Nicholls, for their valuable comments,

guidance and help.

Specially, I would like to express my deepest gratitude to Dr. Vindhai Cocracul, Deputy Vice
Rector for Academic Affairs, for his continuous moral support, valuable comments and

encouragement throughout my study.

In particular, I would like to express my special thanks to Acharn Victorina V. Vunnasir,
Deputy Chairperson of Accounting Department, who constantly encourages and helps me to
complete my thesis. In addition, my gratitude goes to Dr. Nussara Wadsorn, Chairperson of
Business English Department, for her appropriate suggestions. Without her suggestions, the

completion of MBA study would probably just be a far-away dream.

My sincere gratitude and appreciation also goes to Bro. Amnuay Yoonprayong, Vice President
for Moral Development Education, Dr. Suwanna Kowathanakul, Chairperson of Marketing

Department, and Dr. Suppanunta Romprasert for their knowledge sharing, cheerful

il



encouragement and valuable ideas. Special thank is also extended to Acharn Srinath for editing

of this research.

Sincere thanks are also due to my friends including Ms. Nulpan, Ms. Nandar, Mr. Mickel,
Ms.Huindn, Mr. Phong, Ms. MengHsuan, Mr. Antti, Ms. Sunaiyana, Ms. Jinméi, and Ms.
Anunyanat. All of them have given me joy and cheerful environment during my study. Also, an
extra thank will go to my beloved Lindt, Luck and Sodsai. I am grateful for their unconditional

company no matter what kind of situation I have gone through.

Most importantly, my deepest love and gratitude go to my father, my mother, my sister, my
brother-in-law and my niece for their selfless love, unconditional support, help and
understanding. Especially, my heartfelt thanks go to my sister (Jing), who always encouraged

and supported me.

Above all, my deepest thanks go to the Lord Almighty for giving me enough wisdom, strength,

and good health throughout my study

Bing Zhu
October, 2010
Graduate School of Business

Assumption Universily

iii



THE ASSUMPTION UNIVERSITY LIBRARY

TABLE OF CONTENTS
ABSTRACT ...ttt sttt ettt ettt et st et et ts et eserereasnaone i
ACKNOWLEDGEMENTS ..ottt sttt sttt st es s sten s ii
TABLE OF CONTENTS.......cocoiiitiitiitiiri ettt ettt st s na e sasesan Y
LISTOF FIGURES ........cooiiiiitiiiiit ittt et et et sen s eenes s eenoneeenenn vii
LIST OF TABLES ...ttt ettt et et es et eese et e s e e renens viii

CHAPTER I GENERALITIES OF THE STUDY

L1 Introduction of the STAY ......c.coiiioiiiieieice e e eteee et tes e 1
1.2 Statement Of the ProObIEMS .......cccoiiiiiiiiiiiiceeceee e e 11
1.3 Objectives Of the STUAY .........cooiiiiiiiiiiieii et et ee e e e er v nes 12
1.4 Scope Of the Smgir-- - -« - Fenersirieterere il S - e e 12
1.5 Limitations of the RESEATCH .....c.oovoiiiieiiiieiiiiee ettt e 13
1.6 Significance Of the RESEAICH......c.c.evieioveiiiciiceceee ettt e srse s 13
1.7 Definition of TermsS g@........ . 6M...... <0 L s o B e 14

CHAPTER Il LITERATURE REVIEWAND RELATED STUDIES

2.1 Theories and Models Necessary to Form Conceptual framework .............coeeveveerevvresn. 16
2.1.1 The Theory of Reason Action (TRA) ............................................................................ 16
2.1.2 The Theory of Planned Behavior (TPB) e 17

2.2 Literatures to Sup;;ort Modified Conceptual Framework ..........cocoovvveeiiiioiiiine e, 18
2.2.1 Behavioral Intention of Green PUrChase ............c.o.ovovviiivieeeeeeeeeeeeeeeeeeeeoeeeeeeas 18
2.2.2 Attitude towards BeaVvior............cc..coooiiuiiiuii et v 19
2.2.3 Perceived Behavior COMIOL.......coo.eviiiiicie oo 21

v



2.2.4 SUDJECHIVE NOTIIL ...vcvevereeeiriieeeceeeteveeieacesaereeaesese et ese s ae s sesesesseseesssesaasen s seaneensensssennseaens 22

2.3 The Related Literature REVIEW .........c.cveveeuerrcrinieeiereesisineeecseessiesesttse e ssstes s essesasesesene 23
2.3.1 The Related Literature of Attitude and Behavioral Intention ............cc..oeceveeereeeerinnnnens 23
2.3.2 The Related Literature of Perceived Behavior Control and Behavioral Intention ........ 24
2.3.3 The Related Literature of Subjective Norm and Behavioral Intention .............c............ 24
2.3.4 The Related Literature of Ecological Affect 1 and Behavioral Intention....................... 24

2.4 PrEVIOUS StUAIES.......cueiuirieureiirieieiriene e et ete et e et eseatest e ateste st e e e s asessasaesseseesesscreeseesessanenas 25

CHAPTER III THEORETICAL AND CONCEPTUAL FRAMEWORK

3.1 Theoretical FramewWOTK .........cceoiviriviiiuieineecetiniies it eee st sr s et 32
3.2 Conceptual FrameWOTK .......c.ccooviiieirieieiesiiiiesesesesies et esseetes st eeessees et easssas s s ensa s esseanas 38
3.3 ReSarch HYPOThESES ........cciiiiririeieieeicciee ettt ettt et es et n s e eeee e 41
3.4 Operationalization Of the Variables .........cccouieieeiiiiieieeeiecie et 41

CHAPTER 1V RESEARCH METHODOLOGY

4.1 Rescarch Metho@ld.......... s ROF e o i55ms0n: 1000000t e os (RIS B v o s o e MR vevsvocenss 44
4.2 Target Respondents and Sampling Procedures..........cccoeveeenieeereeierenieeceeieeeceeeeeceeeeeeeee. 44

42,1 POPUIALON ...ttt ettt et sttt et ee e e ne e ee e eenenen 44

4.2.2 SAMPINE SIZE ...eoneiiieteiieee ettt sttt es st st as et e e e ee e e senseseesesesenn 51

4.2.3 SamPHNG PrOCEAUIE ......ciliiiiiiieiieieienie et et e e eee e seseraen 52
4.3 Rese;arch Instruments........... s R 54
B4 PLETEST. vttt ettt ettt st s st et e e et e e s e s s resereresraes 56
4.5 ColleCtion Of DAta.........c.ccocvuiiieieeiieieseie ettt et et ee e e e es e s e 57
4.6 Statistical Treatment Of DALA ........cc.ieeeieiuiuieieeieieeceeeeeeteeee e eeeeee e e 58
4.7 Summary of Statistical Analyze used in Testing HypotheSes ..........oowcoeverrvooroeeereean 60



CHAPTER V PRESENTATION OF DATA AND DISCUSION OF RESULTS

5.1 DESCIIPLIVE SEALISTICS ...uruveveirrereueietiteeees et eeereeeeseeseseeresees e sesssre e sessesessessesssneeeeaaeseeeeseesesesrnes 62
5.2 Reliability ANAIYSIS.....c.covrieirieiuieerieeetetsieiceet et senessaeeeescses s s e s eee et ses e eeese e eeaeeeaens 68
5.3 HYpOtheSes ANAIYSIS......c.covrireiririeieeerireiceeiieeaieiet et seeesaetaes et e st se s eaesve e setens s ere e eenenene 69

CHAPTER VI SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

6.1 Surnmary of Research FINAINES ........c.ccoeueiviiiimirnnirinteeeeeer et 76
6.1.1 Summary of Demographic FACIOTS .........coceurrereeieiuiisierereeceeieree et e see e 76
6.1.2 Summary of Descriptive ANALYSIS ........ccceeeeieeuirireesseerasesisenieseeisissesses s sene s eeeseesenns 77
6.1.3 Summary of Hypotheses TEStNE .........c.ocueirvrueriieiierireeeeeeese ettt eeeeeeee eeeeeeaeeeenes 89

6.2 Discussions and IMPHCAIONS........coc.curieeioeetieeeetcteresee ettt eneeseeeee e 80

6.3 Conclusions........ #Mg--c-ccevss ol Beoee S AT e v ens ool v g 84

6.4 Recommendatiogg . ......... 5eessdasoheress. lieh e ... L UL LB 86

6.5 Further Study .. gumy.........ccndh ISR 0. I W ... L e 89

BIBLIOGRAPHY JJ.......... om0 - s et osf o Edonureroreososo Mg sesoeronsensesses 91

APPENDIX A. Questionnaire in English Version ...................cocccocooooovoeevonsoeeeeere. 102

APPENDIX B. Questionnaire in Chinese Version.............c.oc.ocooooeoeeoooioeeeoeeoeeooee 107

APPENDIX C. SPSS OUTPUTS ...ttt e e 112

Vi



LIST OF FIGURES

Figure Page
Figure 1.1: The Latent Demand for Green Products.........c...ceueeiveveeeresreneiseeseesessccseseenesssssesenns 3
Figure 1.2: World Carbon EMISSIONS. .......cccvveriiieuieieeeceeiieinteeies et e et eaeseeseaesssseseaseesesaesnnesnnes 7
Figure 1.3: China Environmental Labeling ..........ccccoveviiieriiiniernenierrcnieeseuenreiieseeiesesnes e sasensanns 7
Figure 1.4: China Organic FOOd CertifiCate ..........coovrririieeieiirerieieeceeirinteecnes e seseeneeese s 8
Figure 1.5: China Green FOOd CertifiCate. . .....oooviiriiininenieeieniee et e e eeesaeaeas 9
Figure 1.6: International Symposiums on Green Public Procurement ...........cooveeveeecevevecnennne. 9
Figure 2.1: The TRA Model.................. ceesrssranessesTontitnesessssessrnessrrersancee N e neeseinressaseressanesasares 16
Figure 2.2: Structure of Theory of Planned Behavior..........coovieiiieiiriieieiecsessesseessee, 18
Figure 3.1: Figurative Outline of the Extended Fishbein Model ........c..cceivvveveeiciiciiciene 33
Figure 3.2: Models for Intention of Buying Organic FOOd.......ccceorrurircriniiieiiieneeeciceneas 35

Figure 3.3: Model of Organic Food Products Decision-making Process for Italian Southern

Consumeg f)........... it oo . S A I eeeereeanens 36

Figure 3.4: Hypothesized Relationship between Ecological Constructs and the Man-nature

Orientation .............. W ABRR NN 37
Figure 3.5: Conceptual FTamEWOTK .......cccciovieririiieieceiieietstce st et e 38
Figure 4.1: Shanghai Map..........ccoooiiiiiiiiiiiiei it ettt aenna 45
Figure 4.2: LOHAS METRO.COM......ooovovimiiieeieiieeieeeietee et eee e seeveve s eneenen 46
Figure 4.3: HiQuality Branch-Bei Jing Xi Road Branch.......c...ccooeevvuieeeevrerenerieeceeecceeerennn 48
Figure 4.4: Location of Shanghai Expo Village Branch.............c.cooueuevevveevceine oo 48
Figure 4.5: Locations of 16 HiQuality Branches .............co.ooooveiiieoeeeeeeeeeeeeeee e eee e, 49
Figure 4.6: The Locations of 5 Selected HiQuality Branche..................c.ococoovovueuiveeieeeeen.. 53

vii



Table

Table 2.1:
Table 3.1:
Table 4.1:
Table 4.2:
Table 4.3:
Table 4 .4:
Table 4.5:
Table 4.6:
Table 5.1:
Table 5.2:
Table 5.3:
Table 5.4:
Table 5.5:

Table 5.6:

Table 5.7:

Table 5.8:

Table 5.9:

LIST OF TABLES

Page
The Summary of the Previous StUAIes.........covveveiereverieiiirerieereee e 28
Operationalization of Variables.........cocveeeiioieiiiiiieecee e, 41
Key Organic Specialty Shops in Shanghai ..........cccccveeeiriereieieiieeceeee e 47
HiQuality Organic Food Store Branches..........c.ccoevivcuiieeimiireeeeeeeeeeeee s sereeenen, 50
Five Selected HiQuality Branches.......cooeeeiiiineiieeerieiiiceeseeeee e, 53
Reliability Of Variables......ocuoueiivieriiiieiieieiecs ettt e 57
R-valtie and Criteria. ... oottt ettt e ee e 59
Summary of Statistical Tools Used in Testing Hypotheses.............ccovevveeeeeeeennnn... 60
The Analysis of Gender by Frequency and Percentage................occocveeuvueereeeeeenn.n 62
The Analysis of Age Levels by Frequency and Percentage .............ccocevvevevevcerennn... 63
The Analysis of Educational Levels by Frequency and Percentage........................ 63
The Analysis of Occupation by Frequency and Percentage ................coeeeereeeeuen... 64
The Analysis of Monthly Income levels by Frequency and Percentage .................. 65

The Analysis of the Factors Affecting Respondents’ Green Purchasing Behavior by

Mean and Standard DeVIAtION..........oveveee oo eeee e 65

The Analysis of Respondents” Green Purchasing Behavior by Mean and Standard

DIEVIALION ...ttt eee s 67
The Reliability of the Questionnaire of the Study .............ocoooeeermeereeeeeeeeee 68

The Analysis of the Relationship between Environmental Attitude and Actual Green

Table 5.10: The Analysis of the Relationship between Perception of Availability and Actual

Green PUMCRASE .......o.oveeiee e e e 70



Table 5.11: The Analysis of the Relationship between Attitude towards Buying and Actual Green
PUTCRASE ......ceoiiiiiiiei ettt e ereee 71

Table 5.12: The Analysis of the Relationship between Perceived Price and Actual Green
PULCRASE ...ttt 72

Table 5.13: The Analysis of the Relationship between Ecological Affect and Actual Green
PUICRASE ...ttt et 73

Table 5.14: The Analysis of the Relationship between Subjective Norm and Actual Green

PUTCRESE ..ottt et e 74
Table 5.15: The Summary of Hypothesis TEeStNE .........ccoveveereeiiereieeeeeee e seseeeesenen 75
Tabie 6.1: Summary of Demographics Represented by Highest Percentage .................cc........... 76
Table 6.2: Summary of Hypothesis TEeSHNE ........cooveveveeereeeieeeeee oo ees e, 79

X



CHAPTER 1
GENERALITIES OF THE STUDY

1.1 Introduction

Economy has leapt forward in recent years. On one hand, the living standard of
pecple is improving; however, on the bther hand, global warming, deforestation, acid
rain, species loss, etc are the environmental problems that people are facing at this
moment. Even though the main cause lies in industrial and agricultural production, the
consumption habits of general public have a great influence on pollution. People’s
concern and awareness of environmental protection and food security have been fuelled
by rapid economic growth and food safety scandal. For instance, Chinese consumers are
highly concerned about food safety ,,(ZHé/r‘ig,' 25/0?2 due to food safety scares from
cancer-causing Suan IV found in eg??éﬁ(/(i’zm, 2008) to Melamine in baby milk
powder. Therefore, green product is highly desirable. Enterprises have realized that they
must seek other kind of marketing ideas to improve their marketing activities if they
want to survive amidst intense market competition and development at a time when
green consurhption and green marketing concept are emerging. Both society and
enterprises have come to realize the ever-increasing environmental cum health
consciousness among consumers, and they consider it as a marketing opportunity, so
they have tried to catch up with the new trend through a series of rationalized marketing

methods so that sustainable development process will be enhanced.

el

/ ttman (2006) stated that from the year 2000, green marketing has grown up in
the WestW;rding to Pride and Ferrell (1993), green marketing is efforts
that an organization has made to produce, design, promote, price and distribute the
products that will not harm the environment. Overall, green marketing has gone through
several stages. According to Peattie and Crane (2005), green marketing entered its first
stage in the late-1980s while the concept of green marketing was newly brought to
industry. At that time marketers were expected to convert positive consumer responses
into an ever-increasing goodwill and market share or sales, based on their green
marketing activities. As our society has eye,q‘ /po]@ion more than ever before, it is

willing and ready to respond to green issues"&(Lee, 20(28-'\)./
\——/



The second stage fqr green marketing was in the 1990s, as marketers
experienced a backlash (Wong P\Zt al., 1996), in which the consumers did not convert
their environmental concerns and desires for green products into their purchasing action
(Scherum et al., 1995). In addition, Charter and Polonsky (1999) pointed that sustainable
marketing was called in the late-1990s by the academic scholars, which aims to build
and maintain a sustainable relationship with consumers, social environment and natural
environment. At this stage, green marketing entered a “self-adjusting” form, and only

the organizations that focused on sustainable business development chose to stay and

improve on their products.

In the last twenty years, there has been emergence of critical thinking about
environmental issues; and under those circumstances, a new group of consumers catled
green consumers have started to appear. Strong (1996) defined green consumers as those
consumers who avoid those products that will imperil people’s health, harm the
environmental conditions, over consumption of energy, and generate unnecessary waste
and use materials as origin from threatened inhabitants or the environment. Progressively
green marketing entered the third stage since 2000. Through implementing advanced
technology, strict government regulations, incentives and close inspection from various -
environmental organization and the media, various green products have been promoted
and improved (Gurau and Ranchhod, 2005; Ottman, 2007). Green products are
categorized into general green products, recycled products, products that do not use
animals for testing, environmental-friendly detergents, organically-grown fruit and
vegetables, ozone-friendly acrosols and energy-efficient products (Schlegelmilch ef al.,

1996).

Sustainable development has been a dominating theme for the last 40 years of
business, and most importantly, sustainable development such as environmental
protection has been given more attention by government policy makers and business
strategies (Johri and Sahasakmontri, 1998; Martinsons et al., 1997). Two recurrent
themes in the development of green marketing are dominant; firstly, the theme of an
eco-friendly or going-green have become the mainstream (Hanas, 2007); secondly, in
order to expand market, increase sales and benefit from having positive image of green
brands, organizations from developed countries will make the first move to the
international green marketiqg/(Gurau and Ranchhod, 2005; Johri and Shasakmontri, 1998;

Pugh and Fletcher, 2002)/ Western consumers have become more and more



environmental-concerned for a decade (Curlo, 1999), but in Asia, green consumerism has
just emerged because of the increasing awareness of environmental protection (Guriu and
Ranchhod, 2005), and the rapid economic growth has given Asian consumers a better
affordability, so they are more active to consume green products (Li and Su, 2007). The
reasons why international green marketers considered Asian consumers as a target group
are firstly; the awareness of an ever-increasing concern for the environment among Asian
consumers; secondly, the rapid development of economies have given Asian consumers
with a better financial affordability through which the consumers have a willingness to

spend more than the older generation.

Furthermore, as green issues have been focused onto public interests, the
previous researches have shown the key role consumers play in their activities. Those
consumers who avoid products that will harm their health and environment condition,
over-consume energy, generate unnecessary waste, and utilize material origin from
threatened inhabitants or the environment are defined as green consumers (Strong, 1996).
In addition, there are two determinants of a green consumer: firstly, consumers tend to
buy more energy-efficient, less polluting, environmental-friendly, recycled, and
biodegradable products; secondly, the consumers tend to be active about environmental

issues (Do Paco and Raposo, 2008).

Figurel.1: The Latent Demand for Green Products

Source: Social Platform on Sustainable Lifestyle. GMS/Deloitte Green Shopper
Study, 2009



As indicated in Figure 1.1, based on a study about green shoppers, the
researcher could conclude that there is a huge opportunity for enterprises and marketers to
fulfill the latent demand for green consumption. In fact, there is a larger potentiality to
cultivate general shoppers to be green consumers by improving product development,
strengthening in-store interaction and communication and ensuring product availability.

Grunert (1993) stated that private households’ consumption activities led to 30
or 40 percent of environmental degradation. Chan and Lau (2000) asserted that
profit-driven enterprises will be likely provoked into adopting the concept of green
marketing in their operations if there is a high degree of concern on ecological issues
expressed by the consumers who then injected it into some eco-friendly purchasing action.
Follows and Jobber (2000) uttered that those consumers considered the importance of
environment will assess the environmental consequences linked with the purchase of the
product. Also, if the environmental consequences become important to the consumers, the
acquisition of an environmentally responsible product will occur. Hence, to examine the
way the consumers view ecological issues and the way those views are reflected in
consumer behavior on green issues is a good starting point to understand the influence of

environmental movements in a particular country.

Altogether, green marketing is not a “beauty method” to induce customer
consumption and to create a positive public image. In contrast, it is a guide to sustain
development and sustainable management of the process. The ultimate goals of green
marketing arc to improve environmental quality and to satisfy customers (Ottman et al.,
2006). Enterprise can obtain business opportunities from the solution of environmental
crisis. While fulfilling enterprise profit and consumer satisfaction, the balance and
harmony between man and nature will be enhanced through green marketing activity and

green consumption..

More importantly, to understand consumer behavior in a particular region,
regarding green issues, is a base for green marketers to develop a better understanding
about green marketing in that region (Chan and Lau, 2000). Different people share
“different values, cultures and ideas, and behave differently as well. More or less people
can be influenced by friends, colleagues, relatives, parents, and even outside forces of
their own communities whenever they perform some behaviors. For example, in order to
examine the impact of social influence and individuals attitude towards green issues

concerning consumers’ behavioral intention, the relationship among subjective norms,



attitudes and green purchasing behavioral intention have been highlighted by various
researchers(Chan and Lau, 2000; Kalafatis et al., 1999; Lee, 2008). However, changes in
the market are, of course, highly unpredictable, and many things are out of people’s
control such as product availability and price. Therefore, to investigate those
uncontrollable factors’ impact on consumers’ behavioral intention, perceived behavioral
control has been employed to fulfill the needs of having a comprehensive understanding
about consumer behavior by various researchers (Ajzen and Madden, 1986; Shepherd et
al., 1996; Tregear et al., 1994; Magnusson et al., 2001; Sparks and Shepherd, 1992;
Davis et al., 1995; Tanner and Kast, 2003; Takiainen and Sundgvist, 2005).

The predicament of the civilization in the industrial society, to a certain extent,
includes the relation between human beings and nature that is the gain of the social and
material wealth at the cost of nature. Through the technology and the development of
economy, China has played an important role worldwide. However, it is inevitable
whether or not the environment would be adversely affected by the economic and
infrastructural development. As the whole global ecosystem is deteriorating, the fragile
ecology in China is particularly affected. Mud-rock flows, landslides, soil erosion,
snowstorms and other natural calamities occur frequently in China and desertification is
threatening the region’s eco-environment, compounded by man-made damage to the
ecological environment as China’s economy develops. China has been paying a high
ecological price for its rapid economic growth in terms of worsening pollution and an
accelerating depletion of many critical resources (Ho et al,, 1994). Jiang (2007) stated
that China ranks first in air and water pollution, 90% of its city rivers have been polluted
and less than 20% of the urban garbage has been treated. What’s more, more than 400
million urban dwellers are besieged by polluted air. Martinsons ez al. (1997) expounded
that China has contributed 1.34% of its annual GDP into environmental protection,

notwithstanding; it is still less than 2.5% in the USA and 5% in Australia.

Chinese government has come to realize the great significance of environmental
protection, and the environmental protection industry has vigorously been supported. A
new catchphrase, “Green GDP”, has been assiduously propagated by the Chinese media
and propaganda organization, which is an assessment of the country’s GDP performance
against the cost of resources and the impact on the environment. The first Green GDP
report was released in 2006 by China’s State Environment Protection Agency (SEPA) and
the National Bureau of Statistics (NBS). Also, China’s average Green GDP index in 2009



was 0.1151, which is shown on the latest “Green GDP Index Report for 300 Chinese
Municipalities.” Since 1970s, environmental industry has made great progresses.
According to the speech of Chinese SEPA Minister, the growth rate of environnental
protection industry in China will maintain the level of 15% over the next 5 years. By the
year of 2005, the environmental industries contributed 1.4% of the GDP, and the state
expects that the environmental industry’s growth rate will not be less than 12% after “the
10™ Five-Year Plan”. Also, by the year 2010, the environmental industry will be able to
account for 2% of the GDP. As indicated in the report of Investment and Prediction of
Environmental Protection Industry in China (2010-2015), Chinese environmental
protection industry is expected to maintain 15%-17% growth rate during the 1i"
Five-Year Plan, and the investment projects will cover water, atmospheric environment,
solid waste, ecological environment, nuclear safety and radiation protection and
environmental capacity-building. As the government predicted, the revenue of the
environmental protection industry is expected to achieve 880 -1000 billion Yuan. What’s
more, speeding up the low-carbon economy has become the Chinese government’s major
task in the 11" Five-Year Plan. In particular, from the Chinese energy structure
perspectives, low-carbon means energy-saving and low-carbon economy is encouraged
on less consumption of power and less pollution-based economy. Moreover, the whole
society is encouraged to participate in the environmental protection movement. Starting
from 2009, all the shopping malls, hypermarkets and other shopping venues stop offering
plastic bags to customers; in contrast, people are required and engaged to use “reusable

3

bags”. According to “Greendex 2010” (National Geographic, 2010), which grades
countries according to the green consumption patterns of the citizens, Chinese consumers
gained the third highest score (56.1) after India and Brazil, even if China is perceived as a
seriously polluted country by western countries. Chinese consumers at this moment
actively consume green products, such as recycled products, green fcod products,
rechargeable batteries, . re-furbished products, energy-efficient appliances, compact
fluorescent bulbs, organic and not-toxic alternatives to household chemicals and

pesticides.



Figure 1.2 World Carbon Emissions
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Source: http://www.chinaenvironmentallaw.com  (08/April/2010)

As shown in Figure 1.2, China’s carbon emission sharply increased since 1980s
ranked as number two after the United States. Additionally, after 2000, China’s carbon
emission significantiy has increased to be number one in the world, which has pushed
China develop low-carbon economy. To do so, the government implements a series of
activities such as stricter regulations on energy conservation, the introduction of market
mechanisms towards energy conservation, the increasing usage of renewable and nuclear

energy, and promoting eco-labeling program and eco-friendly agriculture.

Figure 1.3 China Environmental Labeling

Source: http://www.greencouncil.org/eng/ greenlabel/china.asp (08 /April/2010)

In addition, in 2003 the China Environmental Labeling Program was launched.
About 200 enterprises, 40 sectors, 500 products and more than 21,000 varieties

specifications products manufactured by 1,100 enterprises have passed the environmental



labeling certification which was indicated in Figure 1.3, which symbolizes superior
quality and environmental-friendly performance, and in correspond to environmental
protection and energy-saving, China Green Purchasing Network (CGPN) was established
to promote sustainable development and consumption. Green promotional initiatives by
Chinese government have helped the public to improve environmental awareness and to

impel green consumption.

Figure 1.4 China Organic Food Certificate

Source: http://www.ofcc.org.cn/ (08/April/2010)

As indicated in Figure 1.4, the China Organic Food Certificate is given to those
organically-grown goods such as fruits, vegetables, rice, and so on. China Organic Food
Certification Center (COFCC) is a professional organization that is responsible for
organic food certification and management under the Ministry of Agriculture of P.R.
China. Also, COFCC is the only one accredited by Certification and Accreditation
Administration of the People’s Republic of China (CNCA) in China.



Figure 1.5 China Green Food Certificate

Source: http://www.greenfood.org.cn/ (08/April/2010)

As indicated in Figure 1.5, China Green Food Development Center is responsible
for green food certification. China Green Food Certificate is only endowed to those
products that have been produced in a sustainable environment with healthy and
nutritious quality control, non-environmental damage and safety. The logo reflects the

concept of green issue: pollution free, non-environmental damage, safety, and so on.
p

Figure 1.6 International Symposiums on Green Public Procurement

Source: http://www.sepacec.com (08/April /2010)

As indicated in Figure 1.6, the Chinese government organized an international
symposium on green public procurement to promote green consumption from the
government’s perspective. Through attention and vigorous promotion by the government

and the media, green consumption has been greatly promoted. The core of green



consumption is to encourage people to purchase unpolluted products or those that are
good for public health, to treat the waste under special surveillance so that pollution will
be avoided, and to change public understanding of consumption as peoples’ awareness of
a healthy lifestyle, environmental protection and energy conservation in their demand of a
comfortable life has risen. The most significant action taken by the government is green
procurement. China’s State Council encourages local government to purchase more
energy-efficient products and will give priority to environmental-friendly products
purchased by public, and also the ministry of Finance united with SEPA published
“Implementation Guidance on Public Procurement Based on Environment Labeling
Products”, which echoes green consumption. What’s more, environmental protection has
been backed by a series action from the state. In 2007, the State Environmental Protection
Agency (SEPA), the People’s Bank of China (PBOC), and the China Banking Regulatory
Commission (CBRC) introduced, implemented and supported a “Green Credit Policy”,
through which financial policy tovls and incentives have been used to improve enterprise
performance and reduce pollution, and the loan of those highly polluting and / or energy
consuming enterprises and organizations will be blocked.

As such, this study intends to supplement previous Western-based studies through
examining the phenomena of green marketing in the Chinese market. The factors
influencing Chinese consumers’ purchase intention for green products including product
attributes, social influence and product availability are being investigated. This research
would be able to contribute an evidence-based understanding about Chinese consumers’
preference towards green food products to manufacturers, marketers, policy makers and

academicians for further knowledge development.

In conclusion, this study aims to examine the consumers’ actual purchase of
general green product under the environmental attitude, perceived price, perception of
availability, attitudes towards buying green products, ecological effects and subjective
norms, through which marketers will be able to find out new opportunities to run the

business and to discover new trends and new space in green marketing.
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The Chinese government and Chinese society has come to realize and become
aware of the need for strengthening environmental protection, it has helped to bring about
challenges as well as opportunities for policy makers and green marketers (Chan and Lau,
2000). A series ot Jaws to ensure the basic principle for coordinated development among
economy, social development and environmental protection has been implemented. Also,
the energy conservation industry and the environmental protection industry have been
energetically developed. A better understanding about environmental movement in a
country is based on an investigation of what attitudes consumers have towards
environmental issues and of how the consumers will behave ‘n terms of green issues in

that country ( Chan and Lau, 2008).

In order to clarify as to what extents the factors influence on Chinese
experienced customers’ actual purchase behaviors of green products, it is necessary to test
a relationship between each independent variable and dependent variable. The previous
studies concerning environment concern, perception of product availability, attitudes,
price, ecological affect and subject norm support have direct or indirect influence on
consumers’ acquisition of green product, will offer a vigorous support to this study. The

study aims to answer the following key questions:

1. Is there any relationship between environmental attitude and actual green purchase

behavior?

2. Is there any relationship between perception of availability and actual green purchase

behavior?

3. Is there any relationship between attitude towards buying and actual green purchase

behavior?
4. Is there any relationship between perceived price and actual green purchase behavior?

5. Is there any relationship between ecological effect and actual grecn purchase

behavior?

6. Is there any relationship between subject norms and actual green purchase behavior?



1.3 Research Objectives

The objective of this study is to identify factors that engage Chinese consumers
in actual purchase of green products. This research focuses on studying the environment
attitude, perception of product availability, attitudes towards buying, perceived price,
ecological affect and subjective norm. The research is aimed to examine issues in relation

to actual green purchase behavior in Shanghai.

1. To evaluate the relationship between environment attitude and actual green purchase

behavior

2. To examine the relationship between perception of availability and actual green

purchase behavior

3. To analyze the relationship between attitude towards buying green products and

actual green purchase behavior
4. To study the relationship between perceived price and actual green purchase behavior

5. To assess the relationship between ecological effect and actual green purchase

behavior

6. To investigate the relationship between subject norm and actual green purchase

behavior

1.4 Scope of Research

The principle variables used in this research are environment attitude,
perception of product availability, perceived price, ecological effect, and subject norms.

The dependent variable is the actual green purchase behavior.

The target population in this research is those consumers who have purchased
green products from HiQuality Organic Food Chain Store in Shanghai, China. The
researcher decided to choose HiQuality Organic Food Chain Store for this research
because currently there are six key organic food specialty shops in Shanghai, ana with 16
branches, HiQuality is the biggest organic food retailer in Shanghai. The questionnaire
consisted of three parts in which the first part includes the factors that influence actual
green purchase behavior which are environment attitude, perception of product

availability, perceived price, ecological effects, and subject norms. The second part is



about actual green purchase behavior and the last part is about demographic information

of the respondents.

The questionnaire is mainly adapted from Lee (2009), O’Donovan and
McCarthy (2002), Magistris and Gracia (2008), Tarkiainen and Sundqvist (2005), Chan
and Lau (2000). The questions about subjective norms are from Beharrell and Crockett
(1992), the questions about attitude towards buying, perceived price and perception of
availability are from Tarkianinen and Sundqvist (2005), the questions about
environmental attitude are from De Magistris and Gracia (2008), the questions about
ecological affect are from Chan and Lau (2002), and the questions about green purchase

behavior are from Lee (2009) respectively.

1.5 Limitations of the Research

This research selected only one city in China, but the actual number of
population is unknown. Thus, the sample size the researcher adapted may not be pertect
to represent the characteristics of the entire target population. Second, even though
social-demographic factors play a mincr role to elicit the difference in the envircnmental
attitudes and behaviors (Tanner et al., 2004), the differences between purchase intention
and demographic factors are disregard in the study. Also, this study did not cover all the
factors that affect consumers” actual purchase behavior with respect to green product. In
addition, the researcher only selected one product range, HiQuality Organic Food Chain
Store, to study consumers’ purchase behavior for green product. With respect to the
differences among stores in terms of price level and variety of products, the different
consumer purchasing behaviors are reflected through the characteristics in different stores.
Moreover, this study is a general study about the actual green purchase behavior of any
kind of green food products, so the information presented by this research may not be
specific and sufficient enough for a particular product. The next constraints are limited

time and lack of budget.



1.6 Significance of the Study

This research contributes towards better understanding of customers’ buying
behavior in terms of their environment attitudes, perceptions towards products availability,
attitudes towards buying green products, perceptions towards price, ecological effects,
and subject norms. The first step to generate marketing strategy, to keep the existing
consumers and to attract new customers is to understand what consumers are concerned
about (Endecott, 2004). Therefore, from a practical perspective, green product enterprises
and marketers more or less may be able to understand the consumers more and to have a
chance to see how experienced customers were affected to acquire green products. The
producers a. 4 marketers can somewhat find a suitable path to approach more customers
and to extend their market size. By doing so, marketers can evaluate their strategies and

yield more effective strategies to target more consumers.

Secondly, for academicians, this work will enrich knowledge with regard to the
influence of green food products on Chinese consumer behavior and know more

characteristics of those Chinese consumers who have purchased green food products.

The third benefit of this study can be for the policy makers in Shanghai to
evaluate or adjust the current social and environmental policies so that citizens,
organizations and entrepreneurs will be able to understand the impact of their
environmental behaviors on the environment and society, through which the awareness of

the importance and urgency of environmental protection will arise.

1.7 Definitions of Terms

Green Purchasing Behavior: Mostafa (2007) stated that green purchasing behavior is to
consume those products that will not harm the environment but will be recycling use, or

will be responsive to environmental concern.

Attitude towards Buying: Ajzen (1991) defined attitude towards behavior as the extent
to which consumers have a favorable or unfavorable appraisal or assessment of the
behavior in question. Thus, the attitude towards buying behavior refers to the degree to
which consumers express his or her likes or dislikes towards purchasing a particular

product.
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Consumer: Windham and Orton (2000) defined consumer as an individual or an

organization that consumes commodities and services for personal use

Ecological Affect: Dispoto (1997) defined ecological effect as the extent of emotional

involvement where people regard the environmental issues.

Environmental Attitude: Magistris and Gracia (2008) state that environmental attitude
is a degree of judgment concerning environmental pollution, environmental damage, and

conservation practices and recycled use.

Green Consumer: Strong (1996) defined those consumers who avoid the products that
will imperil people’s health, harm environmental condition, over-consume energy and
generate unnecessary waste and use materials as origin from threatened inhabitants or the

environment.

Green Products: Schlegelmilch er al. (1996) categorized green products as the products
that are recycled and do not use animal for testing, environmental-friendly detergents,
organically-grown fruit and vegetables, ozone-friendly aerosols, energy-efficient

products.

Perceived Price: According to Takiainen and Sundqvist (2005), perceived price is
considered as perception, feelings and attitudes towards the importance of price when

consumers make an acquisition.

Perception of Availability: According to Ajzen (2002), the considerable gap between
behavioral intention and actions can be formed by perceived behavior control. Perceived
behavior control refers to an individual perception of how easy or how difficult the
situation will be for him or her to perform a particular behavior, and sufficiency level of
product availability can determine tﬁe level of easiness or difficultness of purchasing

goods, which is clearly out of consumers’ control.

Subjective Norm: Ajzen (1991) mentioned that subjective norm stands for a social factor
that refers to social pressure towards an individual about whether or not the individual

perform a certain behavior.
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CHATPER 2
LITERATURE REVIEW

This chapter reviews literature relevant to the study to build a research
framework and is divided into three main sections. The first section reviews the relevant
theories to support conceptual framework of this study, including definitions and concepts
related to dependent and independent variables. The second section emphasizes on the
related review of literature. Also, the third section focuses on the related literature review
concerning independent variables and dependent variables, and the last section is about

the previous studies.

2.1 Theory and Model necessary to form conceptual framework
This part explains the theories that are necessary to develop the conceptual
framework - in this research. The theories explained in this research are the theory of

reasoned action (TRA) and the theory of planned behavior (TPB).

2.1.1 Theory of Reason Action (TRA)
The theory of reason action (TRA) was developed by Ajzen and Fishbein in 1975
and is a well-established intention model in which intention is a predictor of a behavior.

The TRA model is shown in Figure 2.1:

Figure 2.1: The TRA Model

Behavioral Attitude
Beliefs and
toward
Outcome .
. behaviors
evaluations
Behavioral Actual
Intention Behavior
Normative
beliefs and Subjective
motivation to norm
comply

Source: Ajzen, L., & Fishbein, M. (1980). Understanding attitude and predicting social

behavior. New Jersey: Prentice Hall, Englewood Cliffs.
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As indicated in Figure 2.1, an individual’s behavioral intention directly
determines the level of his or her performance of actual behavior, and the behavioral
intention consists of two fundamental issues that are attitude and subjective norm
(Algahtani and King, 1999). Attitude towards behavior refers to an individual’s
favorableness or unfavorableness towards a specified behavior, and subjective norm is
defined as an individual’s perception that those important references of his or her
personal opinion that he or she should or should not behave in question (Ajzen and
Fishbein, 1980). With TRA nodel, a behavior is more predictable when an individual’s
behavior is totally under volitional control (Bright, 1993). In fact, the higher the intention
that an individual has, the higher will be the possibility that a specified behavior will
actually be presented (Fishbein and Manfredo, 1992).

2.1.2 Theory of Planned Behavior (TPB)

Kalafatis et al. (1999) mentioned that the theory of planned behavior (TPB)
developed by Ajzen in 1991 is a theoretical improvement of the theory of reasoned action
(TRA), through which the uncontrollable elements involved in consumers’ performances
of a particular behavior have been assessed (Ajzen, 1991). In other words, TPB model
can be used to predict behaviors when an individual’s behavior is not under full volitional
control (Bright, 1993). The acknowledgment of TPB has been proved from different
studies (Armitage and Conner, 1999; Sheppard et al., 1988); TPB model has been
adopted in many fields, including infornation technology, sociology and social issues,
medical and nursing professions (Armitage and Christian, 2003). The TPB model is

shown in Figure 2.2
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Figure 2.2: Structure of Theory of Planned Behavior
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Source: Ajzen, I. (1991). The theory of Planned Behavior. Organizational Behavior

and Human Decision Process, 50(2), 179-211.

As indicated in Figure 2.2, a solid line ( ") symbolizes the TRA (Theory of
 "Reason=d Action) model, and a dotted line ( «------- » ) stands for another determinant of
behavioral intention that makes TPB a theoretical improvement of TPA, which is
perceived behavioral cdgifol. ”The TPB model consists of three distinctive elements:
behavioral beliefs, normative beliefs and control beliefs which respectively link to:
‘ attitu(;%g;f, subjective anms and perceived behavioral control. Ajzen (1991) stated that to
fulfill a particular behavior, behavioral intention is the most vital factor to envisage
human behavior. TPB provides a clear model to expatiate the influence of attitudes,
subjective norm and perceived behavioral control on consumers’ purchase intention.
Hence the actual purchase of a particular product has been exhibited. The TPB model

works well when people behave under incompletely volitional control.

2.2 Supporting Literature
2.2.1 Behavioral Intention of Green Purchase

Behavioral intention is equivalent to the actual behavior as the timing gap
between intention and behavior is narrow and outstandingly when people are free to
convert their intentions to concrete behavior (Beharrell and Crockett, 1992). Page and
Luding (2003) pointed out that behavioral intention occupies a vital role to actual

behavior. Four key elements: target, action, context and time should be included into
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Behavioral intention and a particular action (Ajzen, 2002). Ajzen and Fishbein (1980)
pointed out that if these four elements are excluded, the relationship between intention
and behavior will be weak. Moreover, the prediction of intentions will not be accurate. In
this study, behavioral intention refers to those consumers who have purchased green
products from green product shops:

Target: green products

Action: acquisition

Context: green products shops

Time: From the past until now

With respect to green marketing, it is difficult to predict consumers’ purchasing

behavior and the formation of a final purchasing decision is more intricate than
conventional products (Byrne and Polosky, 2001). However, a positive relationship
between green purchasing intention and green purchase behavior is proved (Schahn and
Holzer, 1990; Lansana, 1992). Soonthonsmai (2001) claimed that consumer behavior can
be examined through longitudinal study or self-reported behavior, seif-report about
former action providing an accurate determination of actual behavior has been proved by
some previous researches (Clark and Tiffit, 1966). The investigation of actual buying
behavior of a product having particular attributes can help to measure an individual’s
purchase behavior (Roozen and De Pelsmacker, 2002). Therefore, consumers’ actual
purchasing behavior of green product is tested based on self-reported behavior in this
study. Also, the study identifies behavior as the actual purchase of green product by those

consumers who have purchased green products from green product shops.

222 Attitude towards behavior

Ajzen (1991) defined attitude towards behavior as the extent to which an
individual expresses his or her favorableness or unfavorableness towards evaluating a
particular behavior in question. Attitude towards a behavior is the sum of the outcome of
an individual’s strength and assessment of beliefs for each of the crucial beliefs towards a
certain behavior under examination (Beharrell and Crockett, 1992). The more positive
attitude consumers have towards a behavior, the stronger intention the consumers will
have to perform the behavior under his or her control (Ajzen, 1991). Ajzen and Fishbein
(2005) stated that there are two types of attitude; the attitude towards particular objects,
cultural community, institutes, policies that can represent a good measurement for various

behavioral actions, and another is the attitude towards a particular behavior, symbolizing
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a determination of a solo behavior. Consumers’ purchase intention and purchase behavior
can be predicted by attitude (Hill et al., 1996), and some intervening factors such as
searching time, availability, price, product recognition can also affect individual’s attitude.
In this research, attitude refers to attitude towards a specific behavior of buying green
products and attitude towards environment.
® Environmental Attitude

As Ajzen (1991) defined attitude towards behavior as the extent to which an
individual expresses his or her favorableness or unfavorableness towards evaluating a
particular behavior in question, Magistris and Gracia (2008) considered environmental
attitude as a degree of judgment concerning on environmental pollution, environmental
damages, conservation practices, and recycle use. Kotchen and Reilingn (2000) studied
the relationship between environmental attitudes and environmental-based behaviors.
Environmental attitude plays a key role in predicting environmental-based behavior and
participation decision as environmental aititude is considered a substantial indicator of
behavioral intention (Kotchen and Reiling, 2000). For example, consumer will be more
likely to buy products or services from those organizations that are perceived as
socially-responsible (Charter, 1992), and the products or services from those organization
perceived as socially irresponsible will be boycotted by many consumers (Friedman,
1970). In fact, as consumers express their attitudes both positively or negatively; they will
be actively translatéd to actual deeds and produce a certain outcome. Grunert and Juhl
(1995) concluded that as consumers hold positive attitudes towards environmental issues,
an active acquisition of organic foods and positive frequency of acquisition will occur.
Padel and Foster (2005) discovered that the reason for consumer to make decision of
purchasing organic food is their attitudes towards environmental protection. Last but not
least, according to Walsh and McGuire (1992), consumers’ attitudes directly link to
energy-saving consumption and eco-purchase.
- @ Attitude towards buyiﬁg

Ajzen (1991) highlights that the individual has a stronger intention to perform a
behavior with consideration only when the individual’ attitude with respect to that
behavior becomes more favorable. Loureiro et al. (2001) stated that when consumers
purchased organic apples, their attitudes towards tood safety was one of their motivations.
Durham and Andrade (2005) pointed out that consumer’ attitude towards the health was
one of the major reasons to purchase organic food products. Padel and Foster (2005) also

expounded that as consumers perceived organic goods as food products that can ensure
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them better health, they would be more active to purchase organic food products.
Referring to the aforementioned theory of attitude, the attitude towards buying, this
research, involves the concern on quality, tastiness, health, and reasonableness of green

products.

2.2.3 Perceived behavioral control

Human beings cannot control all human behaviors. Therefore, it is importantly
necessary to involve perceived behavioral control (PBC) in consideration when trying to
predict the actual behavior (Ajzen, 2002). PBC is defined as an individual’s prediction of
how easy or how diificult it will be for the individual to carry out the behavior (Ajzen and
Madden, 1986). PBC comprises two distinct elements: Perceived self-efficacy which
describes how easy or difficult it will be for an individual to perform a certain behavior,
and Perceived controllability, which refers to the degree to which a performance of an
individual’s behavior will be under his or her control. Tavousi et al. (2009) suggested that
the internal control factors or the external control factors are necessary to explain the
control variables. Manstead and Van Eekelen (1998) defined that internal factors refer to
ease/difficulty, confidence and/or ability in the performance of a particular behavior
reflected by motivation, knowledge, willpower, information, and skills. Also, Ajzen
(2002) defined availability, time, money, information, difficulty and expected barriers. In
this research, PBC refers to consumers’ perception of external control over acquisition of
green products. Therefore, the elements of external factors will be selected to product
availability and price.
® Perceived price

With reference to the foregoing theory of Perceived behavioral control, price can
be considered as one of the external factors. Price is the amount of money paid to
purchase goods or service (Peter and Olson, 1990). Roberts (1996) mentioned that the
most essential purchasing criteria are price, convenience, and value. Price has played a
key role in purchasing decision-making, and consumers have become price-sensitive
when they approach to “buying green” issue (Mandese, 1991). For example, consumers
especially those low-income consumers may refrain from purchasing organic food
products due to the high price (Shepherd er al, 1996). For organic products, relatively
high price has been a crucial obstacle for avoidance of purchasing organic product
(Tregear et al, 1994; Magnusson et al, 2001; Hill and Lynchehaun, 2002, 2001; Batt and
Giblett, 1999; Padel and Foster, 2005; Lea and Worsley, 2005; McEachern and Willock,

21



2004; Vindigni et al., 2002; Botonaki et al., 2006; Fotopoulos and Krystallis, 2002;
Worner and Meier-Ploeger, 1999; O'Donovan and McCarthy, 2002; Zanoli and Naspetti,
2002; Hughner et al., 2007; Byrne et al.,1991). Moverover, according to Takiainen and
Sundqvist (2005), perceived price is considered as perception, feelings and attitudes
towards the importance of price when consumers make an acquisition, because price can
affect buying intention and demand of products (Sparks and Shepherd, 1992).
® Perception of availability

Product availability has influenced consumers to perform their purchasing
behavior like buying organic food (Davies er al., 1995). If products are not easy to be
found or are unavailable, the consumers may have difficulty to obtain the products
(Tanner and Kast, 2003). There is an obstacle for the consumer purchasing organic food
in a shop if the organic food is unavailable (Magnusson et al., 2001). According to Ajzen
(2002), the considerable difference in behavioral intention and actions can be formed by
perceived behavior control, and unavailability is a hindrance for purchasing goods, which
is clearly out of consumers’ control (Takiainen and Sundqvist, 2005). Unavaliability is
also one of the reasons that consumers refrain from buying organic food (Boccaletti and
Nardella, 2000; Mangusson et al., 2001; Fotopoulos and Krystallis, 2002; Zanoli and
Naspetti, 2002). Based on previous studies, perception of availability in this study refers

to the availability and accessibility of green products.

2.2.4 Subjective norm /

According to Ajzen (1991), subjective norm symbolizes a social factor that
refers to social pressure towards an individual about whether or not that the individual
should perform a certain action. George (2004) stated that an individual’s proclivity
should be influenced by subjective norm in turn to engaging in the behavior. That is to
say, an individual becomes more likely to perform a particular behavior as social
expectations that individual should be encouraged is the behavior in question./East (1997)
mentioned that “subjective” means what an individual think, and “norm” meanérthe
individual understands about what others think he/ she should perform. Kalafatis er al.
(1999) mentioned that friends, parents, religious organizations, etc are the distinctlive
referents that are involved in subjective norm. As indicated by Lee (2008), social
inflience plays a key role in adolescents when it comes to purchase green products. In
other words, the network and the atmosphere among youngster may be able to yield and

generate a theme of environmental-based purchase behavior and the youngest may be
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encouraged and influenced by others to participate in purchasing green products. Agarwal
(2000) asserted that the social networking between females can exercise a strong
influence which should compose a significant fundamental for a force of environmental
collectivism. Chang (1998) analvzed the correlatlon between subject norms and att1tude

towards behavior4nd the causal link from norms to attltude was teste(}/ leadmg to a

PN

positive relationship ghrough the path from subjective norm to attitudes towards behavior

was found. In other words, social environmental can affect individuals’ attitude formation

(Chang, 1998).

2.3 Related Literature Review
2.3.1 The Related Literature between Attitude and Behavioral Intention

As mention by Bagozzi er al. (1990), the level of a person’s intention in the
attitude-behavior relation depends on the efforts that the person needs to put to perform a
specified behavior. Follows and Jobber (2000) applied attitude-behavior modei to study
about consumers’ environmentally responsible purchase behavior. In the study, a
hierarchical path from values through attitudes to purchase intention to purchase was
defined, and the finding shows that the negative attitude towards individual consequences
can eliminate the positive influence of environmental attitude on purchase intention. De
Magistris and Gracia (2008) identified the influence of consumers’ attitude on
consumers’ decision-making process, and the researchers found that when consumers
have active attitudes to follow a healthy lifestyle, they will hold more positive attitude
towards environmental issues and organic food products and furthermore they are most
likely to have a higher intention to buy organic food products. Soler and M.Gil (2002)
studied about consumers” acceptability of organic food in Spain, in which consumers’
attitudes towards food safety, environmental impact of agriculture, nutrition and food
price sensitiveness were examined. The results show a significant relationship between
consumers’ attitude towards environmental impact of agriculture and their decision to pay
premium price for organic products. Also, consumers’ food safety concerns play an

important role in their decision-making process as well.
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2.3.2 The Related Literature between Perceived Behavior Control (Perception of
availability and Perceived price) and Behavioral Intention

Perceived behavior control (PBC) presents a way through which an individual
perceives his or her own ability to perform a specified behavior. According to Dean et al.
(2008), PBC has a significant influence on consumers’ intention to purchase organic
apples. Thggersen (2007) indicated that PBC plays a major role in consumers’ purchase
of organic food products. Perceived quality and perceived value were employed to
investigate the formation of consumers’ intention for purchasing organic product
(Kyriakopoulos and van Dijk, 1997). In addition, PBC also presents a significant
influence on medical professionals’ ethical behavior (Randall and Gibson, 1991).
Moreover, PBC contributes strong influence on purchase intention of organic food in
Finland (Tarkiainen and Sundqvist, 2005) and of organic vegetables (Sparks and
Shepherd, 1992).

2.3.3 The Related Literature between Subjective Norm and Behavioral Intention
Subjective norm reflects a force of social influence that can influence consumers
‘believes inside their communities (Chung and Change, 2005). Ajzen (1991) pointed out
that social influence can motivate an individual to act in a way that his or her referent
group expects. Lee (2008) carried out a study to examine green purchase behavior of
young consumers in HongKong, and the findings show that social influence is the best
predictor of young consumers’ green purchase behavior. In addition, the significant.
influence of subjective norms on purchase intentions was explicated in a cross-market
examination which was conducted by Kalafatis er al. (1999) applying TPB model to test
consumers’ purchase intention in UK and Greece. Tarkiainen and Sundqvist (2005)
applied a modified TPB model to examine Finnish consumers’ buying intention of
organic food, in which subjective norm influences consumers’ intentions indirectly

through attitude formation.

2.3.4 The Related Literature between Ecological Affect and Behavioral Intention
Smith and Reynolds (2008) mentioned that affect can be divided into positive
affect and negative affect. When people are positively affected, they feel good, safe,
confident, relaxed and valued. In contrast, when people feel shy, angry, irritated and
unhappy, they are negatively affected. In addition, affect is one of the predictor of

behavioral intention (Smith and Reynolds, 2008). The role of affect has been highlighted
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through various studies, and emotional states have been injected to the model of
traditional consumer behavior (Philips and Baumgartner, 2002). When people are in a
positive mood, they become non-analytic, top-down and creative; when people are in a
negative mood, they are more analytical and take more efforts (Murry and Dacin 1996).

In this study, ecological effects refer to a negative effect towards environmental
issues to test how consumers’ ecological affect influences their purchasing behaviors. As
mentioned above, when consumers have negative affect, they generally become more
analytic and effortful with environmental issues. Dispoto (1997) defined that ecological
effect as the extent to which people emotionally responded to environmental issues. Li
(1997), Maloney and Ward (1973) asserted a positive relation between ecological effect
and behavior. Hines et al. (1987) found that the correlation between ecological affect and
behavior was at an average level with 0.37. Chan and Yam (1995) explained that
ecological affect could be considered as a dissimilar factor that affects individual’s

behavioral response.

2.4 Previous Studies

De Magistris and Gracia (2008) studied about the decision to buy organic food
products in Southern Italy. The objective of this study was to explore how consumers in
Southern Italy make their purchase decision for organic foods. A total of 200
questionnaires were distributed in Naples. A SEM (Structural equation modeling) method
was utilized to analyze the factors that influenced consumers’ purchase intention for
organic foods. The result of the study was that consumers’ attitude towards health and
environmental issues are the most vital elements to form consumers’ decision for
acquisition of organic food products. In addition, consumers’ knowledge about organic
food products positively determined consumers’ attitudes towards organic food products.
Last but not least, for those consumers who have health-concerns in terms of eating a
healthy diet and leading a balanced lifestyle, they actively express their attitudes towards
organic foods and environmental issues, and participate into purchasing organic food
products.

Tarkianinen and Sundqvist (2005) studied Finnish consumers’ acquisition of
organic food through TPB model developed by Ajzen (1991), which examines the
extension of TPB in the context of organic food purchase. 200 questionnaires were

distributed at one local hypermarket in Southeastern Finland, and a quota sampling
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method was used. In the study, the influence of the subjective norms, attitude and
perceived behavioral control on consumers’ purchase intention and the relationship
between purchase intention and actual purchase were examined. The researchers
identified three factors including attitude towards buying, price and perception of
availability that can affect consumers’ purchase intention. A SEM (structural equation
modeling) method was used in the path from SN (subjective norms) to attitude and then
the intention to purchase organic food. The research contributes some highlights. First, in
terms of fitting data, the adjusted model of TPB model is better than the original TPB
model. In other words, subjective norms play a distinctive role in organic food-purchasing
context that differs from that in original TPB model. Second, adjusted TPB model is able
to estimate consumers’ purchase intentions better than the original TPB model. Third,
consumers’ purchase intention is indirectly affected by subjective norms through the
formation of attitude. Fourth, there is a significant relationship between behavioral
intention and self-reported behavior. That is to say, self-reported behavior can be reliably
envisaged by behavioral intention

Beharrell and Crockett (1992) studied the different beliefs and values between
orgauic farmers and conventional farmers and the influences of social factors on food
provision in a supply chain. The TRA model (the theory of Reasoned Action) was used in
the study to construct studying attitude and their social context and characterizes beliefs
and values. Depth interview was employed to get more accurate information in terms of
farmers’ attitude towards conservation, and muiti-regression approach was used to prove
the validity of the TRA model applied in this study. The results firstly show that most
farmers perform an organic-conventional farming. Secondly, there is a significant
difference between their attitudes towards food taste, environmental-friendliness and
decline of organic farming due to food shortage. In addition, even though organic and
conventional farmers have the same economic appraisal towards organic farming, their
beliefs are different in terms of perception of taste of food, environmental-friendliness
and decline of organic farming due to the shortage of food. Moreover, differences in the
value system of organic farmers, environmental quality and food quality push organic
farmers to convert to conventional farming.

Chan and Lau (2002) studied the effects of cultural values, ecological affect and
ecological knowledge to Chinese consumers’ green purchasing behavior. The research
was carried out in Beijing and Guangzhou. 150 households from each city were randomly

chosen, and 274 questionnaires were collected from these two cities. First of all,
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Two-Way ANOVA was used to test the possibility of the combination of corresponding
descriptive statistics from both cities. Secondly, a SEM (Structural equation modeling)
approach was utilized for examining the five hypotheses. Third, the confirmatory factor
analysis was employed to corroborate all the variables. The results of this research
discovered a significant path respectively from ecological effects and ecological
knowledge to green purchase intention and actual green purchase behavior. Even though
Chinese consumers actively talk of ecological effects and their purchase intentions for
green products, Chinese consumers’ actual purchase of green products and ecological
knowledge are low.

O’ Donovan and McCarthy (2002) studied Irish consumers’ preferences for
organic food, in which four determinants were covered, including health consciousness,
perceived value, income and environmental concern to test Irish consumers perception
towards organic meat. 250 questionnaires were distributed to three identified groups,
which are the respondents who purchased, intended to purchase and purchased without
any intention. The hypotheses were tested by Correlation Coefficient and Chi-Square
statistical methods. The results of this study firstly show that consumers who actively
participate in purchasing organic meat express higher concern on health issues as
compared to non-purchasers. Second, for those consumers who purchase organic meat,
they believe the quality, safety, labeling, production and value of organic meat are better
than conventional meat. Third, product availability and its price are the critical factors
that influence the purchase of organic meat. Moreover, the study also indicated that the
higher socio-economic level of consumers, the higher wiilingness consumers will have to
purchase organic meat, and the higher concern consumers have on food safety and
environmental issues.

Lee (2008) carried out a study to seek an opportunity for green marketing in
HongKong through investigating young consumers’ green purchase behavior. The
research aimed to define important determinants that can influence young consumers’
purchase behavior towards green products. Totally 6,010 questionnaires were distributed;
7 factors were included to test the relationship between each factor and green purchase
behavior, including social influence, environmental attitude, environmental concern,
perceived seriousness of environmental problems, perceived environmental responsibility,
perceived effectiveness of environmental behavior and concerns on self-image.
Multi-Regression analysis was employed, and the significant result in this study was

social influence plays the most important role in young consumers’ green purchase
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behavior followed by environmental concern and concern on self-image in environmental
preservation. The results may be useful for international marketer to predict other Asian
markets.

D’Souza et al. (2006) carried out a study about consumers’ perception towards
green products in Australia. The objective of this study was to find out the influence of
various factors including product labels, product packaging and ingredients, consumers’
previous purchase experience of the product, price and quality of the products,
consumers’ corporate perception and corporate regulatory compliance on consumers’
green purchase intention. 155 questionnaires were distributed for data analysis, and
AMOS approach was employed to test the consumers’ overall perception towards green
products and their purchase intention. Based on the resuits, the researchers firstly
indicated that the factor that can significantly result in a negative overall perception
towards green products is consumers’ corporate perception towards the companies rhat
mainly focus on profitability rather than pollution reduction and regulatory preservation.
However, consumers’ previous buying experience with the product can lead to a positive
effect on their perception. More importantly, the results pointed out that consumers would
prefer green products with high quality and cheaper price to that with low quality and
higher price. It is an indication for marketers to have a better understanding to gain

market share for green products.

Table 2.1 Summary of Previous Studies

Author

Objective

Key Findings

De Magistris and Gracia

(2008)

To explore how consumers

in  Southern Italy make

| purchase  decision  for

organic foods

Consumers’ attitude towards health

and environmental issue are the

‘most viral elements to form

consumers’ decision for acquisition
of  organic food - products.
Consumers with higher concern
about healthy diet and balanced
lifestyle will be more actively

express their attitudes towards
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organic foods and environmental
issue, and participate in purchase

organic food products.

Tarkianinen and Sundqvist

To examines the extension

of TPB in the context of

The adjusted model of TPB model
is better than the original TPB

(2005)
organic food purchase model to estimate consumers’
purchase intention.  Subjective
norms play a distinctive role in
organic food-purchasing context
that differs from that in original
TPB model. There is a significant
relationship between behavioral
intention and self-reported behavior
Beharrell and Crockett | To explore the different | Most  farmers  perform  an
(1992) beliefs and value between | organic-conventional farming.
organic farmers and | Secondly, there are significant
conventional farmers and | differences between their attitudes
the influences of social | towards food taste,
factors on food provision in | environmental-friendliness and

supply chain

decline of organic farming due to
food shortage. In addition, organic
and conventional farmers have the
same economic appraisal towards
organic farming, but their beliefs

are different in terms of perception

towards attributes. Also,
differences in value system of
organic farmers, environmental

quality and food quality push

organic farmer to convert to

conventional farming.
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Chan and Lau (2002)

To investigate the effect of

cultural values, ecological

affect and  ecological
knowledge to  Chinese
consumers’ green

purchasing behavior.

A significant path respectively from
ecological affect and ecological
knowledge to green purchase
intention and actual green purchase
behavior was found. Chinese
consumers actively utter ecological
affect and purchase intention for
green products, but their actual
purchase for green products and

ecological knowledge are low.

O’Donovan and McCarthy
(2002)

To explore the influences of

four variables on

consumers’ preference

towards organic food

Consumers with higher intention
towards organic food products will

have nigher health concern. The

higher socio-economic  level
consumers in, the  higher
willingness consumers have to

purchase organic meat, and the
higher concern consumers have on
food safety and environmental

iSSues.

Lee (2008)

To discover the important
factors that can influence
young consumers’ purchase
towards

behavior green

products in HongKong

Social aspects plays the most
important role in young consumers’
green purchase behavior followed

by environmental concern and

concern on self-image  in
environmental preservation,
through which international

marketer may be able to predict
green marketing in other Asian

markets.
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D’Souza et al (2006)

To find out the influence of
various factors on
consumers’ green purchase

intention

Consumers’ corporate perception
towards the companies with high
focus on profitability rather than
pollution reduction and regulatory
preservation can significantly result
in a negative overall perception
towards green products.
Consumers’  previous  buying
experience with the product can
lead to 1 positive effect on their
perception.  Consumers  would
prefer green product with high
quality and cheaper price to that

with low quality and higher price.
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CHAPTER 3
THEORETICAL AND CONCEPTUAL FRAMEWORK

This chapter exhibits the formation of conceptual framework used to test the
factors influencing consumers’ actual purchase towards green products, in Nanning city.
This chapter consists of four sections. The first section is about the theoretical framework,
and the second section is about the illustration of the conceptual framework. The third
section demonstrates the specific hypotheses for testing the relationship between each
variable, and the final section presents the operationalization of the independent and

dependent variables in detail.

3.1 Theoretical Framework

The correlation between different variables will be explained through various
previous studies in the following paragraphs. Green purchasing behavior is influenced by

various factors.

One of the main factors of green purchasing behaviors is subjective norm, which
is exhibited in the extended Fishbein model adapted by Beharrell and Crockett (1992) to
conduct a comparative study of organic farmers and conventional farmers to study their
attitudes and behavior. Tarkianinen and Sundqvist (2005) adapted the Theory of Planned
Behavior (TPB) to assess the correlation between subjective norms and attitudes and
intention to purchase organic food. O’Donovan and McCarthy (2002) investigated the
Irish consumers’ formation of purchase intention for organic meat, in which
environmental concern was an undifferentiating variable. The researchers also found that
those consumers who purchased organic meat placed higher importance on health than
those who did not purchase. Chan and Lau (2002) studied the relation between cultural
values, ecological effects and ecological knowledge and Chinese consumers’ green
purchase behaviors, in which ecological effects and ecological knowledge positively

affect the Chinese consumers’ intentions to green purchase.

All the factors that have an influence on green purchase behavior are shown from

Figures 3.1 to 3.5.
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Figure 3.1: Figurative Outline of the Extended Fishbein Model
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Subjective norm

Motivation to comply
with the specific
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Source: Beharrell, B., & Crockett, A. (1992). New Age Good! New Age Consumers!
With or without Technology fix Please. British Food Journal, 94(7), 5-13.

As indicated in Figure 3.1, Beharrell and Crockett (1992) studied the different
beliefs and values between organic farmers and conventional farmers. They also sought
the social factors’ influence on food provision in supply chain. In this study, the Extended
Fishbein Model also named the Theory of Reasoned Action was used to construct the
study of attitudes and their social context and characteristics, beliefs, and values.

In this study, subjective norm is defined as the sum of the individual’s normative
beliefs and motivation to comply with the normative reference, and attitudes and
subjective norms are made up of a small number of key beliefs known as normative
beliefs. In this study, green purchase behavioral intention could be equivalent to actual
behavior as the moment in time between intention and behavior is short and more

significantly where the individual is free to act on his or her intentions.
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In this study, the depth interview method was used, through which the
questionnaire was used to evaluate the elements of behavioral intention, belief likelihood,
and evaluation of beliefs, normative beliefs and motivation to comply. Belief likelihood
aims to measure whether or not the respondents likely think each of the modal salient is to
be true. Belief evaluation examined the respondents as to how positively or negatively
they see the outcome of each main belief to be. Normative belief tested the respondents
about the extent to which they think each of the important referents to be on their side for
farming organically. Motivation to comply analyzed the respondents to the extent to
which they act in accordance with each important referent.

Based on a differentiation analysis towards salient beliefs and ferments between
organic and conventional farmers, the rescarch found that over 94% of farming behavior
were organic-conventional. However, three significant attributes were found: organic
farming is better for the environment, organic farming produces better tasting healthier
food, and organic farming would decline if food surplus turns to food shortage. The
research concluded that organic farmers and conventional farmers shared a common
overall economic assessment of organic farming, but their beliefs and perceptions of
certain attributes were different, so three significant attributes were positively associated

with organic farming.
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Figure 3.2: Model for intention of buying organic food
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Source: Tarkianinen, A., & Sundqvist, S. (2005). Subjective norms, attitudes and
intentions of Finnish consumers in buying organic food: A case study. British

Food Journal, 107(11), 808-822.

As indicated in Figure 3.2, the extension of theory of planned behavior (TPB)
was studied and implemented by Tarkianinen and Sundqvist’s (2005) study about Finish
consumers’ acquisition towards organic food, in which how three independent variables

- (attitude towards buying, price and perception of availability) affect consumers’ purchase
intention and the relationship between purchase intention and actual purchases were
included.

In the study, hypotheses were examined by structural equation modeling
approach. The relationship between attitude towards buying and “intention to buy” was
significant (0.558). Also, the path from subjective norm to attitude towards buying was
also significant (0.374). The relationship between price and “intention to buy”, and the
relationship between perceived availability and “intention to buy” were not significant. In

addition, health consciousness having a positive relationship with attitude towards buying
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was rejected. Furthermore, there was a significant relationship through the path from
buying intention to reported purchasing frequency (0.824). The researcher concluded that
consumers’ attitude could significantly affect their intention to purchase organic food, and
the subjective norm could affect purchase intention indirectly but positively via the
formation of attitude. The higher the purchase intention consumer has, the higher

frequency of actual purchase will occur.

Figure 3.3: Model of organic food products decision-making process for Italian Southern
consumer

Organic Attitudes
Knowledge ————| towards organic
foods

Intention to

Healthy diet Purchase organic
and balance Food products
life i

Environmental
Attitudes

Source: De Magistris,T., & Gracia, A. (2008). The decision to buy organic food products
in Southern Italy. British Food Journal, 110(9), 929-947

As indicated in Figure 3.3, de Magistris and Gracia (2008) studied Italian
Southern consumers’ decision-making process for organic food products. In this study,
the relationship among information and general external factors of decision-making
(organic knowledge and healthy diet and balance life), endogenous determinaﬂts of the
decision-making process (attitudes towards organic foods and environmental attitudes),
and predictive behavior of buying organic foods (intention to purchase organic food) were

tested.
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The researcher found that consumers’ attitude towards organic food and
consumers’ environmental attitudes are high influential factors for consumers’
decision-making for organic food products. The more organic food knowledge consumers
have the more positive attitude consumers will have for organic food products. The
standardized structural coefficient estimates were used to distinguish the relative
importance of the independent variables. The researchers firstly found that there were
positive estimate coefficients between “attitudes towards organic food” and “intention to
purchase” (0.47), and “environment attitudes” and “intention to purchase” (0.30). The
researchers could interpret that consumers would have higher intention to purchase
organic food products as they held positive attitudes for organic food and for the
environment. In addition, there were positive estimate coefficients between a “healthy
diet and a balance life” and “attitudes towards organic food” (0.65), and “healthy diet and
balance life” and “environmental attitudes” (0.61); this meant that consumers who were
concerned, ate a healthy diet and lead a balanced life would hold a more positive attitude

towards organic food and the environment.

Figure 3.4: Hypothesized relationship between ecological constructs and the man-nature
orientation

> Affect

Man-nature

Orientation Green purchase Actual green

Intention purchase

o Knowledge

Source: Chan, R.Y.K., & Lau, L. B.Y. (2002), Antecedents of green purchases: A survey
in China. Journal of Consumer Marketing, 17(4), 338-357.

As indicated in Figure 3.4, Chan and Lau (2002) studied the effects of*cultural
values, ecological affect and ecological knowledge to Chinese consumers’ green
purchasing behavior, and the relationship among independent variables (ecological affect
and ecological knowledge), intervening variable (green purchase intention) and dependent

variable (actual green purchase behavior) were examined, in which a structural equation
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model was used to test the importance that ecological knowledge and ecological affect
have on green purchase intention and actual green purchase behavior,

The estimated path coefficients from ecological effect of intention to purchase
(0.70), from knowledge to intention to purchase (0.73), and from intertion to purchase to
actual purchase (0.84) were significant. As for man-nature orientation, it had a positive
influence on the ecological effect (0.23), but it had the least influence on knowledge
(0.08). Nevertheless, according to the findings, the researchers also pointed out that
Chinese consumers’ ecological knowledge and actual green purchase behavior were low
even though Chinese consumers, in contrast, had a positive ecological effect and strong

green purchase intention.

3.2 Conceptual Framework
The previous theoretical frameworks are the base for the researcher to develop a
new model to investigate the Chinese consumers’ green purchase behavior which is

shown in Figure 3.5

Figure 3.5 The Conceptual Framework of Factors Affecting Consumers’ Green

Purchase Behavior in Shanghai, China
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This conceptual framework is developed on the basis of various research models
as follows: Beharrell and Crockett (1992), Tarkianinen and Sundgvist (2005), de
Magistris and Gracia (2008), and Chan and Lau (2002). In this conceptual framework, the
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actual green purchase behavior may be affected by six variables: environmental attitude,
perception of availability, attitudes towards buying, prices, ecological affect, and

subjective norms. Each variable is illustrated as follows:

First and foremost, attitude is defined as the extent to which an individual
expresses his or her favorableness or unfavorableness towards evaluating a parituclar
behavior in question. A significant relationship between attitude and green purchase was
supported by various previous researchers (Mohai, 1990; Mostafa, 2007; Walsh and
McGuire, 1992; Kassarjian, 1971). In this research, attitude refers to the attitude towards

buying behavior and the attitude towards env..onment:

- Environmental attitude: The research adapted environmental attitude from De
Magistris and Gracia (2008) as one of independent variables for this research. It refers to
a degree of judgment concerning environmental pollution, environmental damage,
“conservation practices, and recycled uses. It has an impact on environmental-based
behavior. This has been examined by Magistris and Gracia (2008), Kotchen and
Reiling(2000), Friedman (1970), Grunert and Juhl (1995), Padel and Foster (2005), and
Walsh and McGuire {1992).

- Attitude towards buying: The research adapted attitude towards behavior from
Tarkianinen and Sundqvist (2005) as one of independent variables for this research. It
refers to buyer’s assessment towards his or her buying behavior for a particular product.
The buyer expresses a strong intention to perform a behavior with consideration only
when his or her attitude with respect to that behavior becomes more favorable. This has
been supported by Loureiro er al., (2001), Durham and Andrade (2005), and Padel and
Foster (2005).

Secondly, perceived behavioral control is defined as an individual’s prediction
of how easy or how difficult it will be for the individual to carry out his or her behavior
(Ajzen and Madden, 1986). Ajzen (2002) indicated availabiiity, time, money, information,
difficulty and expected barriers as external factors, so in this research, perceived
behavioral control refers to consumers’ perception of external control over acquisition of

green products, which consisted of product availability and price.

- Perception of availability: The researcher adapted perception of availability from
Tarkianinen and Sundqvist (2005) as one of independent variables for this research.

Product availability has greatly influenced consumers to perform their green purchase,
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and it has been supported by studies Davies et al., (1995), Tanner and Kast (2003),
Magnusson et al., (2001), Takiainen and Sundqvist (2005), Boccaletti and Nardella
(2000), Fotopoulos and Krystallis (2002), and Zanoli and Naspetti (2002).

Perceived price: The research adapted perceived price from Tarkianinen and
Sundqvist (2005) as one of independent variables for this research. Price is a key factor in
buying decision-making process. When consumers come to realize that green food is
substantially healthier and safer than conventional food, they have a strong willingness to
pay a premium price for it ( Beharrell & MacFie, 1991; Collins et al., 1992; Hammitt,
1990, 1993; Hutchins & Greenhalag, 1997, Gil et al., 2000; Piyasiri & Ariyawardana,
2002; Zehnder et al.,, 2003). On the other hand, a relatively high price is one of the
barriers for consumers to make a buying-decision for organic food, which is proven by
various researchers sauch as Hill and Lynchehaun, (2002, 2001), Magnusson et al., (2001);
Tregear et al. ,(1994); Batt and Giblett (1999); Padel & Foster (2005); Lea and Worsley
(2005); McEachern and Willock (2004); Vindigni et al., (2002), and so on.

Third, subjective norm is also called ncrmative beliefs, which is the extent to feel
a person important person to the respondent think the respondent should or should not
perform the action in question (Ajzen, 1991). The research adapted subjective norm from
Beharrell and Crockett (1992) as one of independent variables for this research Subjective
norm has impact on green purchase, which is proven by Kalafatis et al., (1999), , Lee
(2008), Agarwal (2000), Chang (1998),

Finally, the researcher adapted ecological affect from Chan and Lau (2000) as
one of independent variables for this research. Ecological effect refers to the extent to
which people are emotionally involved with the environmental issues (Dispoto, 1997).
Ecological effect has an impact on environmental-based behavior, which is in line with
the findings of Dispoto (1997), Li (1997), Maloney and Ward (1973), Hines (1987), and
Chan and Yam (1995).

Based on the above information, the modified conceptual framework aims to
Investigate the six variables affecting consumers’ green purchase behavior in Shanghai,
China. A screening question was designed to obtain the target populatfon, and the
sampling process will be actualized in HiQuality Organic Food Chain Store in Shanghai.
In addition, gender, age, education, occupation and monthly income were included in

consumers’ demographic factors to study the characteristics of the target population.
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3.3 Research Hypotheses

A hypothesis is an assumption of the relation between two variables which are

used to be examined for the purpose of an understanding about the association.

1. Hl,: Environmental attitude has no relationship with actual green purchase behavior
H1, Environmental attitude has a relationship with actual green purchase behavior

2. H2, Perception of availability has no relationship with actual green purchase behavior
H2,’ Perception of availability has a relationship with actuai green purchase behavior

3. H3, Attitude towards buying has no relationship with actual green purchase behavior
H3, Attitude towards buying has a relationship with actual green purchase behavior

4. H4, Perceived price has no relationship with actual green purchase behavior
H4, Perceived price has a relationship with actual green purchase behavior

5. H5, Ecological affect has no relationship with actual green purchase behavior
H5, Ecological affect has a relationship with actual green purchase behavior

6. H6, Subjective norms has no relationship with actual green purchase behavior

H6, Subjective norms has a relationship with actual green purchase behavior

3.4 Operationlization of Variables

The measurements will be obtained through the production of substantial and
accurate measurement. Hence, the researcher generated the alternatives of specific
research procedures or the operations that would have an outcome corresponding to the

concept of interest. The operationalization of variables is illustrated by Table 3.1

Table 3.1: Operational Definition of dependent and Independent Variable

Variables Conceptual Definisiton Operationalizing Measurement
components scale
Actual green Green purchasing behavior is the | - Customers’ acquisition of green Interval

action to consume those products | product
that are recycled, preserved
advantageous to the environment,
and quick to respond to
ecological concerns

purchase Scale
- The influence of environmental
labeling of products on customers’

acquisition
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(Mostafa,2007) - The influence of recycled/ recyclable
packaging on customers’ acquisition of
products
- The influence of chemical elements
on customers’ acquisition of products
Environmental | Environmental attitude is | - Destruction of environment Interval
attitude Percewed as A cognitive | - poyersibleness of environmental Scale
judgment toward environmental d
. . amage
protection concerning
environmental pollution, | - Extent of preference to perform
environmental damages, | environmental preservation
conselr ‘?tlon prlz:;tlcg S ang - Extent of preference to consume
recycled uses ( Magistris an recycled goods
Cracia,2008)
- Dispose waster in different rubbish
bins
perception  of | Perceived behavioral control can | - Sufficiency of green products Interval
? ro<_;1uct' y form .consgierabl‘e dlrferencg ll” Possibility of purchasing green Scale
availability behavioral intention and actions, o . 8 .
. . ; product if it is available at regular
which consists of perceived shopping place
self-efficacy and  perceived pping
controllability. Insufficient | - Consideration of having special trip to
availability is perceived as a | purchase green products due to
hindrance for acquiring goods, | unavailability
which 1s, clearlly Apot zgr(l)ger - Possibility of purchasing green
consumgrs, control (Ayzen, ) product with regard to the availability
and affordable price
Attitudes Attitude towards the behavior is | - Extent of being reasonableness Interval
towards buying | defined as the extent to which a | towards purchasing green products Scale
person expresses his or her liking | Sunero oINS oF sreen products
or disliking assessment of the P iy ol g P
behavior (Ajzen, 1991) - Tastiness of green products
- Health of green products
Perceived Price | Perceived price is considered as | - Importance of the price of green Interval
the perception, feelings and | products Scale
attitudes towards the importance . .
. - Avoidance of purchasing green
of price of green products when :
! L products due to the expensiveness of
consumers ¢ an acquisition |, jo0 a¢ com ared to conventional
(Takiainen and Sundqvist, 2005) P . P
product
- Relative expensiveness of green
products
- Buying green products with a
premium price
- Acceptance of green products’ prices
Ecological Ecological affect refers to the | - Feeling that most food is contaminated | Interval
Affect extent  to which  people | with pesticides Scale

emotionally involved with the
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environmental issues ( Dispoto,
1997)

- Government does not do more to help
control the pollution of the environment

- Feeling after knowing that the plant
and animal life are harmed by pollution

- Attitude towards the whole pollution
issues

Subjective
Norm

Subjective  norm is  called
normative beliefs, which is about
whether what important person to
a respondent think the respondent
should or should not perform the
action in question (Ajzen, 1991)

- Whether people influential to the
individual think that the acquisition of
green product is a wise idea

- Whether people important to the
individual think that the acquisiticn of
green product is a good idea

- Whether family member influential to
the individual think that the acquisition
of green products is a wise idea

- Whether family member important io
the individual think that the purchase of
green products is a wise idea

Interval

Scale
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CHAPTER 4

RESEARCH METHODOLOGY

This chapter focuses on describing the methodology adopted in this study. The

appropriate research tools are used to analyze the data in order to achieve research
objectives. This chapter contains six sections. The first section describes the research
methods used. The second section shows the respondents and sampling procedures
followed by fthe third and fourth sections, which focus on research instruments/
questionnaires and pretest. The fifth section deals with the collection of data/ gathering

procedures. The final section shows the statistical treatment of data.

4.1 Research Method

analysis and Lferentlal aarxalysls Descrlptlve analyéls is_used to_describe the
P \/W

S

characteristics of Chmese consumers in a guantltatlve aspect, which aims to define who,
\________/

what, when, where, and how questlons It is useful for the target and segmentation of the
market (Zikmund, 2003). Inferentlal dI’laLYSLS 1s used to test the interaction between
variables. This research was env1saged as a relatlonshp study, whereby the reeedrcher
‘.W—.

used self-adrmmstered ‘questionnaires for collecting the information obtained from the

I

respondents in Shanghai (China). éhe research applied a survey | technique in order to gain
more understanding about actual purchasing behaviors of Chinese consumers when they
are exposed to green products )As Hussey (1997) mentioned, a survey is a posmwstic
methodology whereby a sample is subjects drawn from a population and studled to make

inferences about the population.

4.2 Target Respondents and Sampling Procedures
4.2.1 Population

Based on the conceptual framework, this research studied the consumers’ actual
purchase behaviors for green products. The population in this study is those who have had
experience in acquisition of green products in Shdnghm 01ty, so they are considered as

users of green products.



As the largest city in the world with around 9 million population and the largest
commercial and financial center in China, Shanghai achieved 9.7% of GDP growth rate
and 322 billion US dollar of foreign volume in 2008. Per capita GDP in 2008 was Yuan
73,126 which exceeded 7,000 US dollar and was ranked No.9 in the list of China
administrative divisions by GDP per capita. The increasing prosperity ensures that the
middle class in Shanghai has a strong purchasing power. According to the China State
Information Center, middle class includes those people who earn 50,000 Yuan ($ 6,227),
per year. Xu (2008) stressed that the growing population of middle class in Shanghai is
(tazleh}gwfeh@_le@gwmwQggﬁc;h_g_swiﬂﬁngﬂvv‘orgggic...fgoci,,_QFQ,QUQES,{:AKIS’-(S{) apart froni‘ the increasing‘& ‘
prosperity, the emergence of LOHAS has become anothéf forcc to boést the consumption
of organic product. LOHAS is an_ellipsis for Lifestyle of Health and Sustainability.
Lohasian consume healthy food and organic potherb, weér clo*hes in natural fibers, and
use second-hand household appliancés. Xu (2008) mentioned that being a Lohasian has
symbolized a fashion for Shanghainess. Media has exerted great effort to propagate
LOHAS lifestyle, and www.lohasmetro.com (08/April/2010) and LLOHAS Magazine
became pioneer to introduce hot topic. With the effort of media exposure, people have

gradually come to know of organic concept well (Xu, 2008).

3

N

Figure 4.1 Shanghai Map

Source: http://www.cnn.com/WORLD/(08/April/2010)

Shanghai is located on the Yantz River Delta on China’s eastern coast, and it is a
center of finance, economics and education in South China. Huangpu River bisects the
city into two parts: Pu Dong, an emergingt financial zone, and Pu Xi, a traditional

commercial and manufacturing zone. Shanghai consists of 17 districts and one country.
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Figure 4.2 LOHAS METRO.com

Source: http://www.lohasmetro.com/ (08/April/2010)

Figure 4.2 shows a website that promotes LOHAS lifestyle that is to consume
healthy and natural food, to live in a healthy way, to participate in outdoor activities and
environmental protection campaigns. It symbolizes that the mass media in China has

@iqjlj_ated in environmental education to sway subjects’ lifestyles.

e . Q]if% y ;s
Shanghai Organic Retail Market il ! fproadt (T hwaed

As indicated in Shanghai Organic Retail Market Profile as the largest organic
product market in China, 60 percent of Shanghai dwellers have high willingness to
purchase certified organic products rather than ordinary products. Xu (2008) stated that
organic foods in Shanghai were distributed through various retail channels, and
supermarkets and ofganic specialty shops played a critical role. Those sepciality shops
have offered organic and natural food have grown up rapidly in the past few years. Also,
many of them are chain stores, including HiQuaiity. Milk, grains, fruit spreads and juice,
vegetables and poultry were the most popular products. Rock Wing Co.Ltd, an organic
consulting company in Shanghai, stressed that argricultural products contributs 90% of
the total sales of organic food products, domestically processed food accounts for 5% and
another 5% come from imported products. In 2005, the first organic specialty shop in
China was opened in Shanghai named‘;jQﬁgﬁd:e',; which mainly sold imported organic goods
such as Rapunzel. However, it was shut down in 2007 because of high cost, lack of
cooperation in supply-chain management, and immature development of Chinese organic
product market. Ostore’s failure is just an epitome of those failed organic retailers

throughout the entire country.

40



Table 4.1 Key Organic Specialty Shops in Shanghai

Retailer Number of Stores Business started
High Qualty Organic Food | 15+1(opened in 2010) 2006
Lohaocity 1 2006
Xi Bu Zi Yuan 5 2005
Organic (Ou Ge Ni) 2 2007
Gold Food (Hui Tian Ran) 3 2008
Health Oraganic 1 2008

Source: Xu, F. (2008). Shanghai Organic Retail Market Profile. USDA Foreign
Agricultural Service, Gain Report (CH8821), 9.

Table 4.1 displayed some organic product retailers in Shanghai, and High
Quality Organic Food ( HiQuality) is the biggest organic product chain store which
currently owns 15 shops and its 16™ branch in Shanghai Expo Village was opened as
2010 Shanghai Expo came. Xi Bu Zi Yuan currently has 5 shops that rank in the 2™

place.

HiQuality Organic Food Chain Store
HiQuality Organic Food started the business in
2006 and has opened 16 stores till 2010 in

Shanghai mainly targeting high-end residential
areas to meet an ever-growing demand for daily
puchase of organic products. HiQuality is an
abbreviation of high quality. HiQuality has two
bases of organic argriculture production both in
Shanghai and Lin An. Apart from these two bases,
HiQuality has also built up a network with organic
farms and organic product manufacturers.
Nowadays, HlQuahty has around 12 product categories covering vegetables, fruits, eggs,
milk, wheat, juice, honey, tea, and cooking oil. Unlike other organic food retailers who
aim at foreigners and high-end consumers as their target customers and set up premium
price for ogranic foodstuff, HiQuality targets ordinary Chinese consumers as its target

customers and comparatively offers organic foodstuff at reasonable prices.
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Figure 4.3 HiQuality Branch-Bei Jing Xi Road Branch

Source: http://www.haikele.com/ (08/April/2010)

Bei Jing Xi Road branch is one of the HiQuality branches shown in Figure 4.3.
All branches of HiQuality are planned and operated in an unified standard such as outlet
design, logo, price, etc. For example, the measurement of a store is around 100 square

metres.

2010 Shanghai World Expo was‘_uai;n important yopportuni“t\yﬁf\_(;)‘r Shanghai becoming
the best city of ecological laboratory, and HiQuality exclusively is endowed with the

privilege to open an outlet in Shanghai Expo Village.’I__@g location of 16™ branch is
{;ii{,; ol

¥
Figure 4.4 Location of Shanghai Expo Village Branch

-{.“ S .,.,: ,-:::"‘{gf' \*‘ v gv\&‘ j 5

shoWn in Figure 4.4

Source: http://www.haikele.com/ (08/April/2010)

HiQuality’s 16™ branch was opened in 2010 Shanghai Expo Village as indicated
in Figure 4.4, and HiQuality is the only organic food product company that is endowed
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with the previlege to open a food product shop in Shanghai Expo Village. Shanghai Expo
aims to promote green issues from various aspects, and the selection of HiQuality is to

echo an increase of demand for a green Shanghai Expo.

Figure 4.5 Location of 16 HiQuality’s branches in Shanghai

PuDong :
district

Source: http://www.haikele.com/map.html (08/April/2010)

Figure 4.5 exhibits the current 16 branches of HiQuality Organic Food Chain
stores in Shanghai. There arc 17 districts in Shanghai, and these branches are mainly
located in 8 districts in both PuDong zone and Pu Xi zone. Pu Xi zone includes Yang Pu
District (1, 2), Hong Kou District(3), Huang Pu District(4), Jing An District (5), Chang
Ning District(6, 7), Ming Hang District(8, 9) and Xu Hui District (10, 11). Pu Dong zone
include Pu Dong District (12,13,14,15,16).

1. Wu Jiao Chang Branch 4. Ao Men Road Branch
2. Kun Ming Road Branch 5. Bei Jing Xi Road Branch
3. Rui Hong Branch 6. Zhongshan Park Branch
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7.
8.

9. Wan Ke CITY GARDEN Branch

Gu Bei Road Branch
Wu Zhong Road Branch

10. Ling Lin Road Branch

11. Da Lin Road Branch

Table 4.2 HiQuality branches

Wu Jiao Chang Branch

12. Hua Mu Branch

13. Lian Yang Xing Xiang Branch
14. Guo Ji Hua Cheng Branch

15. Lu Jia Zui Branch

16. Shanghai Expo Village Branch

No58-66, Da Xue Road, Yang Pu District

2. Kun Ming Road Branch Building 204, No 572, Kun Ming Road, Yang Pu District
3. Rui Hong Branch Zone B-03, No123, Lin Ping Road, Hong Kou District

4. Ao Men Road Branch No1747, Shan Xi Bei Roa, Pu Tuo District

5. BeilJing Xi Lu Branch No489, Bei Jing Xi Raod, Jing An District

6. Zhong Shan Park Branch No0999, Chang Ning Road, Chang Ning District

7. GuBeiRoad Branch Huang Jin Chen Dao, Chang Ning District

8 Wu Zhon‘g Road Branch No 85, Alley 635, Wu Zhong Road, Min Hang District

9. Wan Ke CITY GARDEN Branch | No208, Alley8888, Zhong Chun Road, Min Hang District
10. Lin Ling Road Branch No 23, Lin Ling Road, Xu Hui District

11. DaLin Road Branch Room 105, No188, Da Lin Road, Huang Pu District

12. Hua Mu Branch No 23, Alley 999, Mei Hua Road, Pu Dong

13. Lin Yang Xing Xiang Branch No.1i20, Ying Chun Road, Pu Dong

14. Guo Ji Hua Cheng Branch 2" Floor, Nol19, Alley 1515, Zhang Yang Road, Pu Dong
15. Lu Jia Zui Branch No3, Alley 200, Dong Tai Road, Pu Dong

16. Shi Bo Branch No.270 Shi Bo Cun Road

Source: http://www haikele.com/article_cat.php?id=1000 (08/April/2010)

Table 4.2 exhibited the addresses of 16 branches of HiQuality Organic Food

Chain Store, and these branches are located in commercial areas, academics institution

areas, and financial areas.
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Population Summary:

The study focuses on the customers who have had experience in buying green
products in Shanghai City. In this study, the target population is customers who have

purchased green products from HiQuality Organic Food stores.
4.2.2 Sample Size

The first previous research conducted by Chan and Lau (2000) had a sample size
of 274 respondents to investigate the relationship between ecological constructs and the
man-nature orientation. Magistris and Gracia(2008) studied the decision to buy organic
food products in Southern Italy with a sample size of 200 respondents. Tarkiainen and
Sundqvist (2005) conducted a survev aimed to study the relationship between subjective
norms, attitudes and intention to buy organic food with a sample size of 200 respondents.
O’Donovan and McCarthy (2002) studied Irish consumers’ preference for organic meat
with a sample size of 250 respondents. D’Souza et al., (2006) studied green products and
corporate strategy, in which a total of 155 questionnaires were used for data analysis.
Kalafatis er al., (1999) conducted a cross-market examination to study green marketing
and Ajzen’s theory of planned behaviors, was carried out in UK and Greece with a
sample size of 175 respondents and 170 respondents respectively. Sekaran (2003) stated
that either too large or too small sample sized would not be useful for research projects.
Thus the researcher finally collected 402 questionnaires from the respondents who have
had experiences in buying green products from HiQuality Organic Food Chain Store in

Shanghai.
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4.2.3 Sampling Method

According to Zikmund (2003), the process of using small number of items or
parts of the entire population to generate conclusive representation for the entire
population is called Sampling. Probability and non-probability techniques were used in
this research. Also, Zikmund (2003) pointed that the probability of any particular member

of the population being chosen was unknown.

p—
\

_J< Simple Random Sampling —

The researcher uses the simple random sampling by drawing techniques to ensure
that each element in the population shares an equal chance of being included in the
sample (Zikmund, 2003). In this study, each branch of HiQuality Organic Food had an
equal chance to be selected, and the researcher draws 5 branches out of 16 HiQuality
stores: Wu Jiao Chang Branch, ZhongShan Park Branch, Rui Hong Branch, Ao Men Lu
Branch and Kun Ming Lu Branch. In this study the researcher targeted on consumers in
Shanghai City. Bentler and Chou (1987) defined the ratio of sample size to the number of
population parameters as 10%; however, the research chose 5 branches out of 16 branches,

which accounted for 31% that is more than 10%. It is more concrete to the population.
2. Quota sampling

Kinnear (1987) defined quota sampling as a method through which the researcher
is able to control the sampling procedure to obtain a sample; it is similar to the population.
Zikmund (2003) indicated that by implementing quota sampling technique, certain
characteristics of a population sample is able to represent to the accurate leve.l“that the
researcher demands for. The number of experienced customers was unknown. The

researcher focused on the customers’ actual purchase behavior of green products, so the

52



data was collected from approximately 400/5=80 customers at each branch. The

proportion and the selected branches are shown in the Table 4.3 and Figure 4.6:

Table 4.3: Five Selected HiQuality Branches

HiQuality Branch Amount ( respondents)
** 1, Wu Jiao Chang Branch 80 (81)
2 ZhongShan Park Branch 80
3 Rui Hong Branch 80
4 Ao Men Lu Branch 80
** 5. Kun Ming Lu Branch 80 (81)
Total 402

Finally, the researcher collected 80 questionnaires from ZhongShan Park Branch,

Rui Hong Branch, and Ao Men Lu Branch, and 81 questionnaires from Wu Jiao Chang

Branch and Kun Ming Lu Branch. Totally, the researcher collected 402 questionnaires for

this research.

Figure 4.6: The location of 5 selected HiQuality Branches

Source: http://www.haikele.com/map.html (08/April/2010)
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As indicated in Figure 4.6, five selected branches were Wu Jiao Chang Branch (1),
Zhong Shan Park Branch (2), Rui Hong Branch (3), Ao Men Branch (4) and Kun Ming

Branch (5).
3. Convenience Sampling

Zikmund (2003) defined that convenience sampling refers to obtain the
respondents or units that are most conveniently available. The researcher collecied the
data from anybody who is available to answer thc question and collected 80

questionnaires from each branch.

4.3 Research Instrument

The research questionnaire consists of four parts with 36 questions. The
questionnaire was translated to Chinese language to make it more convenient and

understandable for the respondents. The details are as the follows:
Part I: Screening Questions

The screening question (Yes-No question) was to screen whether the respondents

have had experience in buying green products from HiQuality food stores.
Part II: Factors that Influence Green purchase

This part consists of six variables that are Environmental Attitude, Perception of
Availability, Attitude towards Buying, Perceived Price, Ecological Affect, and Subject
Norm. These six variables used five-point Likert scale to measure the extent of
consumers’ favorableness towards green purchase. As indicated in Zikumand (2003),
Likert scale is a measurement of attitudes used for describing respondents’ extent of

agreements or disagreements with constructed statements that vary from very positive to
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very negative towards an attitudinal object. The scale in this part was ranked as follows: 1
refers to “Strongly disagree”, 2 refers to “Disagree”, 3 refers to “Neutral”, 4 refers to

“Agree”, and 5 refers to “Strongly agree”.
Part I1I: Green Products Purchase Behavior

This part consists of four questions to measure the degree of customers’ actual
purchase for green products. The scale in this part is ranked as follows: 1 refers to
“Strongly disagree”, 2 refers to “Disagree”, 3 refers to “Neutral”, 4 refers to “Agree”, and

5 refers to “Strongly agree”.
Part I'V: Personal Information

As indicated by Robert (1996), demographic factors are useful to segment
market and ecological conscious behavior can be estimated by the demographic factors
(Schlegelmilch et al, 1996), the demographic factors are included in this research as
background factors. According to Roberts (1996), gender, age, education, income and

occupation are the elements of standard demographic variables.
4.1: Age: There are six age ranges that describe the age ranges of the respondents
4.2: Gender: There are two choices offered, male and female

4.3: Education level: There are four choices provided, high school or less, college

graduate, bachelor’s degree, master’s degree or higher

4.4: Occupation: There are five choices provided; university student, government

Sector employee, business owner, private sector cmployee, and others

4.5 Monthly Income: there are five levels of monthly income offered to gather the

income information from the respondents.
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4.4 Pretest

Churchill (2002) stressed that a pretest was the use of questionnaires for
experimenting based on a miniature pilot study to decide and conclude how effective the
questionnaire would be. The pretest is a tool to ensure the success of the questionnaire
and the research project. In this study, individual questions focused on personal
interviews, in which the researcher would see how clear the questions would be and how
the respondents responded to the questions. According to Vanichbancha (2003), the
number of pretest should be between 20 to 80 respondents. In this study, for developing
questionnaire, the researcher distributed the questionnaires to 20 respondents and
interviewed them to make sure that the questionnaire was well understood. After the
researcher was sure that the questionnaire was understood by respondents clearly, the
researcher collected the data from 50 respondents for the pretest to ensure the success of

the quesiionnaire and the accuracy of the information for trial study.

:In this research, the researcher applied Cronbach’s Alpha test (a —test) to test
the reliability of questionnaire using the five-points Likert scale ranging from 5-strongly
agree to l-strongly disagree, and the questionnaire was collected and processed using
SPSS program. Reliability is to measure the internal consistency of multi-items in
measuring their respective constructs (Hair ez al., 2006). Based on Sekaran (1992), if an
a -test used to test reliability values is greatér than 0.60,.it means that the questionnaires

will be reliable and accepted. The result of reliability testing is shown in Table 4.4:
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Table 4.4: Reliability of Research Instrument

Variables Alpha
Environmental Attitudes 713
Perception of availability .602
Attitude towards buying 710
Price .807
Ecological affect .837
Subjective norm 616
Green products purchasing behavior 802

As all variables are greater than 0.60, which is the acceptable level of a -test
(Sekaran, 1992), the researcher could conclude that the questionnaire was acceptable in

this study.

4.5 Collection of Data

In this study, the researchers used both the primary data and the secondary data to
gather the information that can be a good foundation for the researcher to conduct the
study.

The primary data is gathered and assembled specifically for the research project at
hand (Zikmund, 2003). The primary data was collected by the survey method, since
survey is commonly used to generate the primary data. In this study, the primary data was
collected from the target respondents, who have purchased organic food from organic
food stores in Shanghai City. All data was processed using the statistical package for
social science (SPSS) program.

Lacobucci (2002) defined secondary data as those data that had been previously
collected for a prior intention rather than for an immediate study at hand. Additional
time and efforts are required to obtain the information as being compared to the primary
data. The secondary data for this research was taken from several sources, including the

journals, text books, newspapers, magazines, articles and the previous studies, which had
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been done by various researchers. The secondary data linked to this study helped the
researcher to find out the concepts to assist in the analysis, recommendations and to draw

a meaningful conclusion for this research.

4.6 Statistical Treatment of Data
The data will be collected and coded using SPSS program, which helped analyze

the data applying transformation and statistical analyses of the study and the research data.
Three statistical methods were used in the study:
4.6.1 Descriptive Analysis

Zikmund (2003) identified descriptive analysis as the transformation of raw data
into a form that will make those data more understandable and interpretable. The most
common ways to summarize the data are calculating averages, frequency distributions,
and percentage distributions. In this research, the descriptive analysis was used to explore
the data collected manifested in terms of the descriptive analysis for age range, gender,
monthly income, education background and occupation was manifested through a series

of tables, graphics, and so on. The formula included in this study offered by Kazmier

(1996) is:
Mean:
;3;‘ = -
"
Standard Deviation (SD)
[, =z
—_ XX -X)
S= \:"55"' = |
N n— 1

Where X= individual value
%= the arithmetic mean of a sample of values

N = the number of items in the population
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4.6.2 Correlation Analysis

Correlation 1s a method to study the relationship between two variables in a
linear fashion (Coakes et al., 2006). A Pearson Product-Moment Correiation Coefficient
is used for illustrating the relationship between two continuous variables and is available
through the analysis and correlate menus. Its range of possible values is from -1 to +1. In
addition, Bivariate correlation refers to the correlation between two continuous variables.
In this study, Pearson product-moment correlation coefficient (Bivariate correlation)
measures the relationship between environmental attitudes and green product purchasing
behavior, perception of availability and green product purchasing behavior, attitude
towards buying and green product purchasing behavior, price and green product
purchasing behavior, ecological effect and green product purchasing behavior, and
subjective norms and green product purchasing behavior. The interpretation of Pearson

correlation coefficient and each correlation coefficient levels is shown in Table 4.5:

Table 4.5: R-value and criteria

Correlation ( r) Interpretation of Reliability Level
>0.90 Very strong, negligible
0.70-0.90 Strong, high, marked
0.40-0.70 Moderate
0.20-0.40 Weak, low
<0.20 Very weak, negligible

Source: De Muth, E.J. (2006). Basic statistics and pharmaceutical statistical
applications (2nd ed), NW: Taylor & Francis Group.

De Muth (2006) stated that the sign of “+”or “~” could symbolize a positive or
negative correlation, and the values for correlation coefficients would not standﬂfor same
distances along a linear‘ scale. De Muth (2006) concluded that the bigger the r would be,
the greater the consistency of the two measures would have. As such, the formula

provided by Zikmund (2003) included in the study as follows:
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4.7 Summary of Statistical tools used in testing hypotheses

Z(x - X) (¥ ~Y)

| — 7 —\2
SR £ -T)

Tey = B =

Where 1 = sample correlation ccefficient
X and ¥ =mean

¥X; and ¥; = values for sample unit i

Zikmund (2003) stated that the significant level is a critical probability in

choosing between the null and alternative hypotheses and the significant level can be set

at 0.01 or 0.05. The confidence level is a percentage that indicates the long-run

probability that the results will be correct, and traditionally the 95% confidence level has

been used by the researchers (Kitchens, 1998). Based on the previous theories, the

researcher in this study defines the significant level as 0.03. If P-value is less than 0.05,

the null hypothesis will be rejected, which means that there is a relationship between the

two variables; if the P-value is grater then 0.05, the null hypothesis would be failed to be

rejected, which means that there is no relationship between the two variables.

Table 4.6: Summary of Statistical tools used in testing hypotheses

Null Statistical
Hypothesis | Null hypothesis description tools used
Hi,: Environmental attitude has no relationship with actual | Pearson
green purchase behavior Correlation
Coefficient
H2, Perception of availability has no relationship with | Pearson
actual green purchase behavior Correlation
Coefficient
H3, Attitude towards buying has no relationship with | Pearson
actual green purchase behavior Correlation
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Coefficient

H4, Perceived Price has no relationship with actual green | Pearson
purchase behavior Correlation
Coefficient

H5, Ecological affect has no relationship with actual | Pearson
green purchase behavior Correlation
Coefficient

H6, Subjective norms has no relationship with actual | Pearson
green purchase behavior Correlation
Coefficient
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CHAPTER 5

PRESENTATION OF DATA AND DISCUSION OF RESULTS

The purpose of this chapter is to present the research results conducted in
Shanghai based on the modified conceptual framework and the aforementioned theories.
This chapter consists of three sections. The first section is to demonstrate descriptive
statistics by using frequency, percentage, mean and standard deviation. The second
section is to present the result of reliability test. The last section is to illustrate the results

of hypothesis test.

5.1 Descriptive Statistics

Zikmund (2003) identified descriptive analysis as the transformation of raw data
into a form that will make those data more understandable and interpretable. To calculate
averages, frequency distributions, and percentage distributions are the common ways to
summarize theﬁ data. The ;iescriptive analysis of respondents’ demographic information in

this study was demonstrated as follows:

Table 5.1: The analysis of respondents’ gender by applying frequency and percentage

Gender
Cumulative
Frequency |Percent Valid Percent  |Percent
Valid Male 180 44.8 44.8 448
female 222 55.2 55.2 100.0
Total 402 100.0 100.0

As indicated in Table 5.1, the majority of the respondents were females
represented as 222 (55.2%) followed by 188 males (44.8%). The result shows that the

female consumers play a great part in purchasing green products.
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Table 5.2: The analysis of respondents’ age by applying frequency and percentage

Age
Cumulative
Frequency |Percent Valid Percent |Percent
Valid  younger than 20years old 16 1.5 1.5 1.5

21-25 yeas 50 12.4 12.4 13.9
26-30years 150 37.3 37.3 51.2

31-35 years 108 26.9 209 78.1

36-40 60 14.9 14.9 93.0

41 or above 41 28 7.0 7.0 100.0
Total 402 100.0 100.0

As indicated in Table 5.2, out of 402 respondents, the largest age range of
respondents was between 26 to 30 years (37.3%) represented by 150, followed by 108
respondents (26.9%) in the age range of 31 to 35 years, 60 respondents (14.9%) in the age
range of 36 to 40 years, 50 respondents (12.4%) in the age range of 21 to 25 years, 28
respondents (7%) in the age range of above 40 years and 6 respondents (1.5%) in the age

range of less than or equal to 20 years respectively.

Table 5.3: The analysis of respondents’ educational level by applying frequency and

percentage
Education
Cumulative
Frequency [Percent Valid Percent  [Percent
Valid  high school or less 26 6.5 6.5 6.5
college graduate 88 21.9 21.9 28.4
bachelor 167 41.5 41.5 69.9
master or above 121 30.1 30.1 100.0
Total 402 100.0 100.0
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As indicated in Table 5.3, out of 402 respondents, level of education of most of the
respondents was bachelor degree represented by 167 respondents (41.5%), followed by
121 respondents (30.1%) with master degree or above, 88 respondents (21.9%) college

graduates, and 26 respondents (6.5%) high school or less respectively.

Table 5.4: The analysis of respondents’ occupation by applying frequency and percentage

occupation
Cumulative
Frequency |Percent Valid Percent  |Percent
Valid  university students 6 1.5 1.5 1.5

government sector employee {127 31.6 31.6 33.1
private sector employee 166 41.3 41.3 74.4
business owner 72 17.9 17.9 92.3
others 31 7.7 7.7 100.0
Total 402 100.0 100.0

As indicated in Table 5.4, out of 402 respondents, the majority of the respondents
were private sector employed represented by 166 respondents (41.3%), followed by 127
government sector employees (31.6%), 72 business owners (17.9%), 6 university students

(1.5%), and 31 respondents (7.7%) with other employee status respectively.



Table 5.5: The analysis of respondents’ monthly income by applying frequency and

percentage
income
Cumulative
Frequency |Percent Valid Percent  |Percent
Valid  under RMB1,000 |5 1.2 1.2 1.2
1,001-2,000 34 8.5 8.5 9.7
2,001-3,000 120 29.9 29.9 39.6
3,001-4,000 152 37.8 37.8 77.4
4,001 orabove |91 22.6 22.6 100.0
Total 402 100.0 100.0

As indicated in Table 5.5, out of 402 respondents, the largest monthly income

range of respondents was between 3,001 to 4,000 RMB (37.8%) represented by 152,

followed by 120 respondents (29.9%) in the monthly income range of 2,001 to 3,000

RMB, 91 respondents (22.6%) in the monthly income range of above 4,000 RMB, 34

respondents (8.5%) in the monthly income range of 1,001 to 2,000 RMB, and 5

respondents (1.2%) in the monthly income range of less than or equal to 1,000 RMB

respectively.

Table 5.6: The analysis of the factors affecting respondents’ green purchase behavior by

illustrating Mean and Standard Deviation

Variables N | MEAN | Std. Deviation
Environmental Attitudes

grtll\?i rcélrflrsgrtl t(.ievelopme:nt path is destroying the 400 3.89 908
Eglr;g&?rrlrée.mal damage will be solved if we do 402 374 942
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I practice environmental conservation tasks. 402 3.68 947
I prefer consuming recycled products. 402 3.98 870
I dispose my garbage in different containers. 402 3.46 939
Total 402 3.7478 .64831
Perception of Availability

Green products are always sufficiently 400 363 971
available.

I consider purchasing green product if it is

available at my regular place of purchase. 402 396 925
I cc.isider making a special trip to a store that

sells green product if green products are not | 402 3.96 887
available at my regular shopping place.

Total 402 3.8483 75838
Attitude towards Buying/Using

I think that buying green products is

reasonable. 402 3.09 .900
I think green products have superior quality. 402 3.83 702
I think buying green products can eunsure good 402 366 0988
health.

I think buying green products is safe. 402 3.99 935
My attitude towards buying green products is 402 3.97 906
positive.

Total 402 3.9065 62692
Perceived price

The price of a green product is very important 400 378 978
to me.

I refrain from buying green products because

they are too expansive as compared to | 402 3.80 956
conventional products.

I consider purchasing green product if it is

available at affordable price 402 379 939
The price of green product is relatively p
expensive. 402 3.87 996
Generally, the price of green product is

acceptable to me. 402 3.92 935
Total 402 3.8398 .62835
Ecological Affect

It frightens me to think that much of the food I 400 187 835
eat is contaminated with pesticides. T o
It genuinely infuriates me to think that the

government doesn’t do more to help control | 402 4.00 929
pollution of the environment.

I become incensed when I think about the

harm being done to plant and animal life by | 402 4.09 900

pollution.
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When I think of the ways industries are
causing pollution, I get frustrated and angry.

Total 402 3.9465 67226

402 3.83 702

Subjective Norms

People who influence my behavior would
think that my purchase of green product was a | 402 3.66 988
wise choice.

People who are important to me would think

that my purchase of green product was a wise | 402 3.99 935
choice.

My family members who influence me most

would think that my purchase of green product | 402 397 906

was a wise choice.
My family members who are important to me

would think that my purchase of green product | 402 3.80 946
was a wise choice.
Total 402 3.8539 .7443

As indicated in Table 5.6, the highest mean of factors affecting consumers’ green
purchase behaviors in Shanghai is 3.9465 for Ecological Affect, followed by 3.9065 for
Attitude towards buying/ using, 3.8539 for Subjective Norm, 3.8483 for Perception of
Availability, 3.8398 in Perceived price, , whereas the lowest mean is 3.7478 for

Environmental Attitude respectively.

Table 5.7: The analysis of the factors affecting respondents’ Green purchasing behavior

by illustrating Mean and Standard Deviation

Green Product Purchasing Behavior N Mean Std. Deviation

I often buy green product. 402 3.75 947

I often buy products that are labeled as

environmentally-safe. 402 4.00 853
I often buy products that use

recycled/recyclable packaging. 402 378 851

I often buy products that contain no or fewer N
chemical ingredients. 402 3.56 1027
Total 402 3.7749 7329

Table 5.7 demonstrated that the mean of green purchasing behavior was 3.7725.

Out of four statements, the highest mean score was 4.00 in buying products with
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environmentally-safe label, whereas the lowest mean score was 3.56 in buying products

that contain no or fewer chemical ingredients.

5.2 Reliability Analysis

The researcher conducted the survey by distributing the questionnaire to 402

respondents in Shanghai during 14% May, 2010 unti! 22m August, 2010. The reliability of

the questionnaire was examined by applying Cronbach’s coefficient alpha which was

similar to the pretest aforementioned in Chapter 4. The results are presented in Table 5.8.

Table 5.8: The reliability of the questionnaire of the Study

Variables Cronbach’s
Alpha
Environmental Attitudes 745
Perception of availability 51
Attitude towards buying 744
Price .689
Ecological affect .806
Subjective norm 197
Green products purchasing behavior .805

As indicated in Table 5.8, all the Cronbach’s coefficient alpha values were

greater than 0.6, which indicated that the questionnaire of this study is reliable and

acceptable.
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5.3 Hypotheses Analysis

There were six hypotheses examined in accordance with the requirement of this
research. In this research, Pearson Correlation Coefficient was applied to test the

relationship between each independent variable and dependent variable.

Hypothesis 1

Hi,: Environmental attitude has no relationship with actual green purchase behavior
H1, Environmental attitude has a relationship with actual green purchase behavior

Table 5.9: The analysis of the relationship between Environmental Attitude and Actual

Green Purchase Behavior

Correiations

EATT [PPBMEAN
JEATT Pearson Correlation |1 831"
Sig. (2-tailed) .000
N 402 402
|PPBMEAN  Pearson Correlation  |.831” 1
Sig. (2-tailed) 000
N 402 402

**. Correlation is significant at the 0.01 level (2-tailed).

Pearson Correlation Coefficient test shows a significant level of 0.000 which is
less than 0.01(0.000 < 0.01). The result indicates that the null hypothesis is rejected.
Therefore, there is a significant relationship between environmental attitude and actual
green purchase behavior at the 0.01 significant Jevel. In addition, correlation coefficient
value (.831) indicates a strongly positive relationship between environmental attitude and

actual green purchase behavior.
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Hypothesis 2

H2, Perception of availability has no relationship with actual green purchase behavior
H2, Perception of availability has a relationship with actual green purchase behavior

Table 5.10: The analysis of the relationship between Perception of availability and

Actual Green Purchase Behavior

Correlations

PPBMEAN |PA
[PPBMEAN  Pearson Correlation |1 633"
Sig. (2-tailed) 000
N 402 402
IPA Pearson Correlation  |.633" 1
Sig. (2-tailed) 000
N 402 402

**. Correlation is significant at the 0.01 level (2-tailed).

Pearson Correlation Coefficient test shows a significant level of 0.000 which is
less than 0.01(0.000 < 0.01). The result indicates that the null hypothesis is rejected.
Therefore, here is a significant relationship between perception of availability and actual
green purchase behavior at the 0.01 significant level. In addition, correlation coefficient
value (.633) indicated a strong positive relationship betwecn perception of availability

and actual green purchase behavior.

Hypothesis 3

H3, Attitude towards buying/ using has no relationship with actual green purchase

behavior
H3, Attitude towards buying has a relationship with actual green purchase behavior
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Table 5.11: The Analysis of the Relationship between Attitude towards buying / using

and Actual green purchase behavior

Correlations

PPBMEAN |ATTBUY
PPBMEAN  Pearson Correlation 1 630"
Sig. (2-tailed) 000
N 402 402
ATTBUY Pearson Correlation  |.630™ 1
Sig. (2-tailed) 000
N 402 402

**. Correlation is significant at the 0.01 level (2-tailed).

Pearson Correlation Coefficient test shows a significant level of 0.000 which is
less than 0.01(0.000 < 0.01). The result indicates that the null hypothesis is rejected.
Therefore, there is a significant relationship between attitude towards buying/ using and
actual green purchase behavior at the 0.01 significant level. In addition, correlation
coefficient value (.630) indicated a moderate positive relationship between attitnde

towards buying / using and actual green purchase behavior.

Hypothesis 4

H4, Perceived price has no relationship with actual green purchase behavior

H4," Perceived price has a relationship with actual green purchase behavior
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Table 5.12: The analysis of the relationship between Perceived Price and Actual Green

Purchase Behavior

Correlations

PRICE PPBMEAN
PRICE Pearson Correlation |1 532"
Sig. (2-tailed) .000
N 402 402
PPBMEAN  Pearson Correlation }.532" 1
Sig. (2-tailed) .000
N 402 402

**. Correlation is significant at the 0.01 level (2-tailed).

Pearson Correlation Coefficient test shows a significant lével of 0.000 which is
less than 0.03(0.000 < 0.01). The result indicates that the null hypothesis is rejected.
Therefore, there is a significant relationship between perceived price and actual green
purchase behavior at the 0.01 significant level. In addition, correlation coefficient value
(.626) indicated a moderate positive relationship between perceived price and actual

green purchase behavior.

Hypothesis 5

HS, Ecological affect has no relationship with actual green purchase behavior

H5," Ecological affect has a relationship with actual green purchase behavior



Table 5.13: The analysis of the relationship between Ecological Affect and Actual Green

Purchase Behavior

Correlations

PPBMEAN |EAF
PPBMEAN  Pearson Correlation |1 425"
Sig. (2-tailed) .000
N 402 402
EAF Pearson Correlation  ].425" 1
Sig. (2-tailed) .000
N 402 402

**. Correlation is significant at the 0.01 level (2-tailed).

Pearson Correlation Coefficient test shows a significant level of 0.000 which is

less than 0.01(0.000 < 0.01). The result indicates that the null hypothesis is rejected.

Therefore, there is a significant relationship beiween ecological affect and actual green
purchase behavior at the 0.01 significant level. In addition, correlation coefficient value

(:425) indicated a moderate positive relationship between ecological affect and actual

green purchase behavior.

Hypothesis 6

H6, Subjective norms has no relationship with actual green purchase behavior

H6, Subjective norms has a relationship with actual green purchase behavior
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Table 5.14: The Analysis of the Relationship between Subjective norms and Actual green

purchase behavior

Correlations

PPBMEAN [SN
PPBMEAN  Pearson Correlation |1 687"
Sig. (2-tailed) .000
N 402 402
SN Pearson Correlation 687" 1
Sig. (2-tailed) .000
N 402 402

**. Correlation is significant at the 0.01 level (2-tailed).

Pearson Correlation Coefficient test shows a significant level of 0.000 which is

less than 0.01(0.000 < 0.01). The result indicates that the null hypothesis is rejected.

Therefore, there is a significant relationship between subjective norm and actual green

purchase behavior at the 0.01 significant level. In addition, correlation coefficient value

(.687) indicated a moderate positive relationship between subjective norm and actual

green purchase behavior.

74



Table 5.15: Summery of hypothesis test

Null Hypothesis Statement Significant level | Result

Hlo: There is no relationship between consumers’

environmental attitudes and their green purchase 000 | Reject Ho
behaviors in Shanghai, China

H2o0: There is no relationship between product

availability and consumers’ green purchase 000 Reject Ho
behaviors in Shanghai, China

H3o: There is no relationship between consumers’

attitude towards buying/ using green products and 000 Reject Ho
their green purchase behaviors in Shanghai, China

H4o: There is no relationship between perceived
price and consumers’ green purchase behaviors in

.000 Reject Ho
Shanghai, China

H50: There is no relationship between ecological

affect and cons?mers’ green purchase behaviors 000 Reject Ho
in Shanghai, China

H6o: There is no relationship between subjective

T‘lOI‘I‘IlS and consumers’ green purchase behaviors 000 Reject Ho
in Shanghai, China

As indicated in Table 5.15, all the null hypotheses in this study are rejected,
which means that there is a positive relationship between each independent variable and

dependent variable.
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CHAPTER 6
SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS

The purpose of this chapter is to summarize the research results presented in
Chapter 5. This chapter is divided into five parts. The first part discusses the research
findings in terms of descriptive statistics and hypotheses testing. The second part provides
discussion and implication of this research. The third section is to sum up the research.
Recommendations are concluded in part four and finally there are some suggestions for

the further study.

6.1 Summary of Research Findings

This section reveals respondents’ demographic characteristics, actual green
purchase behavior, environmental attitude, perception of availability, attitude towards
buying / using, perceived price, ecological affect, subjective norms and hypotheses

testing.
6.1.1 Demographic Factors

The rescarch obtained the data from 402 respondents who have purchased green
products in HiQuality Organic Food Store in Shanghai, China. All the highest percentages

of demographic factors were summarized in Table 6.1:

Table 6.1: Summary of Demographics represented by Highest Percentages

Consumer Profile Variables Percentage (%)
Gender Female 55.2
Age level 26-30 years old 37.3
Income RMB3,001-4,000 37.8
Education level Bachelor degree 41.5
Employment category private sector employed 41.3
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Table 6.1 indicates that the majority of all respondents were female which
account for 55.2 percent of the respondents, and most of the respondents were in the age
group of 26 to 30 years old that account for 37.3 percent. For education level, the highest
percentage was ‘bachelor degree’ with 41.5 percent. In addition, 37.8 percent of the
respondents have their monthly income between 3,001 RMB and 4,000 RMB. Moreover,

41.3 percent of the respondents are employed in private sector.
6.1.2 Descriptive Analysis
The results of descriptive analysis are exhibited as following:

Actual green purchase behavior: the average mean score is equal to 3.77 which
means that the respondents in Shanghai affirm their actual purchase for green product.
The highest mean is 4.00 in buying products with environmentally-safe label, showing
that the respondents pay attention to the products labeled as environmentally-safe, and is
the major force to push the consumers to buy green products, whereas the lowest mean is
3.56 in buying products that contain no or fewer chemical ingredients which means that

the consumers still feel uncertain about the ingredients inside the products.

Environmental attitude: obtained an average mean score of 3.74 which means that
consumers generate a positive attitude about environment. The highest mean score is 3.98
for the statement “prefer consuming recycled products”, exhibiting that there is a
tendency to consume recycled products in Shanghai. The lowest mean score is 3‘.46 for
the item “disposing of my garbage in different rubbish bins”, implying that there is still a
need to encourage and enforce the consumers to dispose of garbage in an environmental

friendly manner so that the demand for landfills will be reduced through recycling and

composting the trash.
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Perception of availability: received an average mean score of 3.8483, which
means that the consumers acknowledged the availability of green products. The highest
mean scores are 3.96 for both statements “consider purchasing green product if it is
available at my regular place of goods purchase” and “consider making a special trip to
purchase green product if it is not available at my regular shopping place”, indicating that

the consumers have a very strong intention to purchase green products.

Attitude towards buying: got an average mean score of 3.9065, which means that
the consumers yield a very positive attitude for purchasing or consuming green products.
The highest mean score is 3.99 for the statement “buying green products is safe”, showing
that the consumers are highly concerned about safety issue, and they think that green

products can reduce the safety risk.

Perceived price: received an average mean score of 3.8398 indicated that the
respondents will accept more green products if the prices of green products are not
perceived to be expensive. The highest mean scores are 3.90 for both statements
“generally the price of green product is acceptable for me” and “I consider purchasing
green product if it is available at affordable price”, which mean that most respondents

demand a fair price from green products.

Ecological affect: obtained an average mean score of 3.9465, which can be
interpreted that the consumers’ ecojogical issue strongly influenced the consumers to
participate into green consumption. The highest mean score is 4.09 for the item “ become
incensed when I think about the harm being done to plant and animal life by pollution.” It
can be interpreted that the consumers have a strong opinion with regard to the living

circumstances of plants and animals.
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Subjective norm: received an average mean score of 3.8539, which shows that the(
consumers tend to be influenced by their reference group. The highest mean score is 3.99
for the statement “People who are important to me would think that my purchase of green
product was a wise choice”, which can be interpreted that the consumers are strongly

influenced by those who they perceived as important to them.
6.1.3 Summary of Hypothesis Testing

Six hypotheses were formed based on the objectives and questions of the study for
testing. The statistical technique used for analyzing the data was Pearson Corrclation

Coefficient.

Table 6.2: Summary of Hypothesis Testing

Behavior | Attitude Oof Towards | Price Affect Norm

Availability | Buying

Purchase | Pearson 1 831 633 630 | 532 425 687

Behavior | correlation

Mean

Purchase | Enviionmental | Perception | Attitude | Perceived Ecological | Subjective

Sig.(2-tailed) .000 .000 .000 000 .000 .000

N 402 402 402 402 402 402 402

As shown in the Table 6.2 that there is a significant relationship between each
independent variable and dependent variable at the 0.01 significant level. The summary of

all six hypotheses outcomes are as follows:

Hypothesis one: There is a positive relationship between environmental attitude and

actual green purchase behavior

Hypothesis two: There is a positive relationship between perception of availability

and actual green purchase behavior
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Hypothesis three: There is a positive relationship between attitude towards buying

and actual green purchase behavior

Hypothesis four: There is a positive relationship between perceived price and actual

green purchase behavior

Hypothesis five: There is a positive relationship between ecological affect and

actual green purchase behavior

Hypothesis six: There is a positive relationship between subjective norm and actual

green purchase behavior

6.2 Discussion and Implications of the Research

According to the research outcomes in the aforementioned section, the hypothesis
testing shows that all null hypotheses are rejected. The discussions of all six hypotheses

were shown as follows:

Hypothesis one (H1): The result of the analysis indicated that there was a positive

relationship between environmental attitude and actual green purchase behavior.

The researcher can conclude that correlation value of .831 shows that
environmental attitude has a strong impact on consumers’ actual green purchase behavior
for green products. It can be interpreted that environmental attitudes has positive impact
on environmental behavior. As the consumers’ attitudes towards environmental issue are
strong and positive, or as the consumers express higher concern about environment, they
most likely will convert their thoughts into environmental behavior. The consumers
presented a higher intention to purchase green products. This result is similar to the

findings of Kotchen and Reiling (2000), and Lee (2008, 2009). Also, 71.6 percent
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respondents had at least at bachelor degree, so there is most likely the respondents with
higher education level would express stronger environmental attitude. According to the
findings, the respondents who are more encompassed environmental practices (through
practicing environmental conservation task and recycling practices) are more actively
participate in buying green products. This result is in line with the findings of De
Magistris and Gracia (2008), who mentioned that the consumers with higher involvement
with environmental practices will be more willing to buy organic food products. In
addition, this finding is also supported by the finding of “Greendex 2010” survey
(National Geographic, 2010), which grades countries according to the green consumption
patterns of the citizens. Chinese consumers gained the third highest score (56.1) after
India and Brazil as the awareness of environmental protection has increased among
Chinese consumeré. Chinese consumers have actively started to consume green products
such as recycled products, green food products, energy-efficient appliances, compact
fluorescent bulbs, organic and not-toxic alternatives to household chemicals and

pesticides.

Hypothesis two (H2): The result of the analysis indicated that there was a positive

relationship between perception of availability and actual green purchase behavior.

The researcher can conclude that correlation value of .633 shows that product
availability has a strong impact on consumers’ actual green purchase behavior for green
products, which is supported by findings of Davies et al., (1995), who stressed that
product availability has greatly influenced consumers purchasing behavior like buying
organic food. If products are not easily found or unavailable, the consumers may have
difficulty to obtain the products (Tanner & Kast, 2003). The mean score of 3.96 for both
statements “considering to purchase green product if it is available at regular shopping

place” and “making a special trip to purchase green product if it is not available at regular
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shopping place” shows that the availability is a major reason for the consumers to obtain
green products, and the unavailability can be an obstacle for their purchase. This result 1s
in line with the findings of Magnusson et al., (2001), who mentioned that there can be
obstacle for the consumers purchasing organic food at a shop if the organic food is
unavailable. In fact, the research finding implies that lack of product availability could be
a barrier for consumers to obtain green product, which is similar to the findings of various
researchers( Vindigni et al., 2002, Chryssohoidis and Krystallis, 2000; Lea and Worsley,
2005; Makatouni, 2002; Mintel, 2000; Botonaki et al., 2006; Fotopoulos and Krystallis,
2002b; Worner and Meier-Ploeger,1999; O'Donovan and McCarthy, 2002; Rodriguez et

al., 2008, Zanoli and Naspetti, 2002; Hughner et al., 2007).

Hypothesis three (H3): The result of the analysis indicated that there was a positive
relationship between attitude towards buying/using and actual green purchase behavior

behavior.

Correlation value of .630 shows that consumers’ attitude towards buying/using
green product has a strong impact on their actual green purchase behavior, which is in
line with the findings of Tarkianien and Sundqvist (2005), who identified a significant
relationship between attitude towards buying organic food and intention to buy. Choo et
al., (2004) studied the purchase behavior of new food product and established that
attitude had positive impact on behavioral intention among Indian consumers. It means
that consumers’ attitude towards buying/ using green products are facilitated by the
attitudes of consumers. Once the consumers feel favorable about green products, they will

develop an optimistic attitude towards green products.

Hypothesis four (H4): The result of the analysis indicated that there was a positive

relationship between perceived price and actual green purchase behavior behavior.
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The research finding implies that the green products will be more acceptable to
the consumers only when prices are not perceived to be expensive as compared to
conventional products. Correlation value of .532 is similar to the findings of Tarkianinen
and Sundqvist (2005), who found that the relationship between price and buying
intentions was not found when the price of organic product is expensive, which indicated
that the expensive price of green product is an obstacle for consumers to make a
buying-decision. In addition, a mean score of 3.88 for the item “the price of green product
is relatively expensive” is same as the findings of Hill & Lynchehaun (2002, 2001),
Magnusson et al., (2001), Tregear et al., (1994), Batt and Giblett(1999), Padel and Foster
(2005), Lea and Worsley (2005), McEachern and Willock (2004), Vindigni et al.,
(2002), Botonaki et al., (2006), Fotopoulos and Krystallis (2002), Worner and
Meier-Ploeger (1999), O'Donovan and McCarthy (2002), Zanoli and Naspetti (2002),
Hughner et al., (2007), and Byme et al.(1991), who found that as compared to
conventional products, a relative high price is one of barriers for consumers to purchase
organic products. Also, the mean score of 3.78 for the statement “the price of sreen
product is very important to me” reflects that consumers perceive price as an important
factor, which is supported by studies of Peter and Olson (1990), who pointed out that

price is a key factor in buying decision-making process.

Hypothesis five (HS): The result of the analysis indicated that there was a positive

relationship between ecological affect and actual green purchase behavior.

A mean score of 3.9465 reflects that the respondents in Shanghai expressed a
strong sentimental connection with ecological issues as compared to the finding of
Benton (1994), in which American college students only got mean score of 3.30 for
ecological affect. Also, this result is in agreement with studies of Chan and Lau (2000),

who found that Chinese people exhibited their favor for ecological affect (3.77 out of 5).
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The research interpreted that the respondents appear to express a strong response towards
ecological issues. In addition, when ecological affect was segmented by education level,
it can be interpreted that the respondents with higher educational level have stronger
emotion towards ecological issues. This finding is similar to the aforementioned finding

regarding Hypothesis one (H1).

Hypothesis six (H6): The result of the analysis indicated that there was a positive

relationship between subjective norm and actual green purchase behavior behavior.

The respondents’ actval green purchase behavior is positively correlated with
subjective norm with correlation value of .687. The finding implies that the respondents’
purchasing behavior can be influenced by the people close to them. As Chinese culture is
percetved to be collectivistic culture, in which an individual is expected to subordinate his
interests to conform to larger social norms (Hofsted, 1980), it can also be argued that
Chinese consumers are strongly affected by having a sense of social identity through
collective perception about their concern for the consumption of green food product. The
result is also in agreement with the findings of Lee (2008), who mentioned that social

influence plays a key role in adolescents when it comes to purchase of green products.

6.3 Conclusions

Based on the research findings, the researcher’s observation and interviews with
the consumers while collecting the data, some issues and suggestions can be discussed
and proposed. The present research was undertaken to investigate consumers’ actual
purchase behavior towards green products in Shanghai, China. Influencing factors such as
environmental attitude, perception of availability, attitude towards buying/ using,

perceived price, ecological affect and subjective norm were included in order to
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understand consumers’ buying behavior. The questionnaires were distributed to a total of
402 respondents in Shanghai, who have had experiences of purchasing green products at

HiQuality Organic Food Store.

The findings revealed that the majority of the respondents were female, aged
between 26 to 30 years old, bachelor degree, private sector employed and monthly

income of RMB 3,001 to 4,000.

For hypothesis testing, the data were analyzed by using SPSS to test six
hypotheses. Environmental attitude has the strongest relationship with the respondents’
actual green purchase behavior behavior (.831), followed by subjective norm (.687),
perception of availability (.633), attitude towards buying/ using (.630), perceived price
(:532), and ecological affect (.425). The respondents in this study bring to light to their
strong emotion towards environmental issue, and environmental attitude is the
predominant motive for the respondents’ decision-making about purchasing green
products because it has the strongest influence on the respondents’ actual purchase for
green products. The researcher can conclude that the network and among Chinese
consumers themselves can generate a theme of environmental-based purchase behavior
and they may be encouraged and influenced by their reference groups to participate in
purchasing green products. Chinese consumers have expressed their favor towards
consuming green products, so their thoughts are most likely to be converted into the real
action. In addition, price is a key factor for consumers to decide to buy or not to buy a
product. According to the findings, relatively expensive price is a main obstacle for
Chinese consumers to obtain green products, and they may not make a purchase decision

for green products as their prices are relatively expensive as compared to conventional

products.
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6.4 Recommendations

There are some recommendations that the researcher would propose to develop

green consumption.

Firstly, the research findings revealed the importance of attitude towards
environment (HI), green product (H4) and ecological issues (HS5). Therefore, the
marketers can look into the matter. As consumers express higher concermn about
environmental issues and green products, there is a need to stress the properties of green
product from the perspective of health and quality. Coaventional agriculture plays a main
role in modern agriculture system, in which a wide range of synthetic chemicals has been
used that will more or less remain residues in the production process (Finisterra do Paco
and Raposo, 2008). Thus, the marketers need to popularize the different production
methods that green products have to differentiate from conventional products. In addition,
a life cycle assessment (LCA) should be implemented by industry. LCA is considered as
the analysis and evaluation of environmental impact of a given product throughout its
lifespan, and by implementing LCA, the cradle-to-grave environmental assessment
so-called “green designed” is used from the extraction of material to product manufacture
to product use and finally to recycle and disposal. Therefore, the industry can improve the
environmental performance of product. Moreover, in order to encourage more consumers
to develop a positive attitude towards environment and ecological issue and to consume
green products, there is an urgent need to take action to popularize environmental
protection knowledge as the degradation of environment and bio-diversity is soaring at an
alarming rate at this moment. For example, general public should be educated that using
recycling products is a desirable approach to reduce the environmental and ecological

damage risk, because it can obviate the need to extract raw materials from the earth. Thus,
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It can preserve natural resources and eliminate ecological impact from the extraction

phase.

Secondly, based on the findings of hypothesis two (H2), product accessibility
and availability are two important issues for consumers, green food product enterprises
and marketers. The findings point to the needs of improvement about green food products
in terms of supply, distribution and allocation due to the rising demand for green food
product. Some respondents suggested that green food products should be distributed to
various convenience stores rather than restricting only to hypermarkets and some
particular shops. Additionally, the stores should expand the operating hours, because it

will be easy and convenient for them to access the products.

Next, the importance of subjective norm (H6) in Chinese interpersonal network
was revealed. Chinese consumers express a high concern about a sense of ascription,
acceptance, social identify and recognition. Predominantly, the marketers should use a
good word-of-mouth as a platform to deliver a positive message to the customers, through
which a firm reputation of green products will be established. Also, the marketers can
create an “opinion leader” in order to cultivate other potential customers for green
consumption. In addition, the marketers should develop a membership program for those
customers who purchase green food products, so the marketers will be able to conduct
positive word-of-mouth for consuming green food products among customers. More
importantly, based on the findings from demographic analysis, the researcher would like
to suggest that the marketers should use those young celebrities who have positive social
images to attract to younger consumers so that more and more young consumers will
generate an optimistic attitude towards green consumption. Potentially, these young

consumers may take action in buying green products in the near future.
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From the results of hypothesis four (H4), the researcher deems it necessary that
marketers of the “green labeled products” implement the following strategies to ensure
the product’s successful launch as well as sustainable consumption: firstly, effective
advertisement message about the green labeled products’ elaborating superior benefits in
terms of their greater ability in satisfying consumers’ needs and ameliorating
environments, as well as their availability needs to be mapped out and implemented prior
to and continuously after the product’s launch to inform, cultivate familiarity, purchase
intention, and remind the target market. Secondly, since premium quality — high price
image of “green labeled products” as commonly perceived by consumers, by and large
tend to deter their purchase intention. Therefore, to increase product’s affordability,
thereby accelerate consumers’ buying decision, create product’s tradability, and
simultaneously increase the product’s purchase volume, marketers of “green labeled
products” should consider using such promotional strategy as discount pricing during
weekends, the period when consumers would normally shop for household consumption.
The intermittent promotional strategy would not entail negative imaze on the green’s
product quality. Thirdly, the “green labeled products” should be marketed at a price
perceived by consumers as reasonable so as to convince low end consumers (low

socio-economic class consumers) to try and eventually adopt the usage of green products.

In conclusion, the researcher would suggest that the enterprises and marketers of
“green labeled products” should exert more effort to ascertain that all employees in the
company wholeheartedly share its philosophy of making the environment greener through
the marketing and usage of green products, and the aforementioned strategies are

consistently implemented so that the consumption of green products becomes a reality.
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6.5 Further Study

The researcher conducted the study on actual green purchase behavior of
consumers in Shanghai giving useful information for the marketers of green products.

The following suggestions will be useful for the researcher to expand to related fields.

1. This study focuses on the consumers in Shanghai who have had experience in
purchasing green product, so it is better to understand, to a certain extent, buying
characteristics of consumers in Shanghai. However, different cultures have different
perceptions and user behaviors; hence a further study could investigate other culture
or another population such as Thai consumers. Comparative studies could be
undertaken to find the differences between Thai consumers and Chinese consumers

on purchasing green products.

2. Further studies could focus on the food safety and quality issues. Consumers
nowadays pay more attention to the food they have eaten in terms of the nutritious
level, health issues, safety issue and quality (Gil et al., 2000), and food safety issues
from agribusiness perspective are widely discussed by scholars (Fox, 1995; Hayes et
al., 1995; Stefani & Henson, 2001).Thus; the new research can include food / product

safety and quality issues.

3. The study focused on the analysis of green food products, so the further study should
involve other types of green products, or should explore consumers’ perceptions
towards labels, packaging, green values, or green service for a particular green

product.

4. Further study can also focus on consumers’ satisfaction and repurchase motives
towards consumption of green product, through which the research will be able to find

out the consumers motivation for their second purchase or even more.
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5. Further study should analyze each factor’s impact on actual buying behavior by
segmentation, through which a clear understanding about Chinese consumers’
characteristics will be revealed. Schiffman and Kanuk (2004) identified the market
segmentation as a process to divide a market into subgroup of consumers based on

their common needs.

6. As surveys are useful for providing an explanation as to what consumers do and think,
the in-depth research either individual interview or focus group should be organized
for the further study through which the researcher will have a better understanding

about how consumers feel about green products and why the consumers feel in a

specific way.
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Questionnaire

This questionnaire is designed to obtain information for my research entitled “A
study of factors influencing consumers’ green purchase behavior in Shanghai, C hina,” for
the purpose of research project for completion of the Master of Business Administration
at Assumption University. Please answer all the following questions in this questionnaire

and thank you for your cooperation.

Part I: Screening Question

1. Do you have an experience about green product? ( Please mark V)
O Yes (Please continue)
3 No (No further)

Part IT: Factors Influencing Green Purchase

Please indicate by selecting from 1 to 5 which best reflects the degree of your attitude

towards purchase of green products.”1 “refers to “strongly disagree”, “2” refers to

“disagree”, “3”refers to “neutral”, “4” refers to “‘agree” and *“5” refers to “strongly agree”

i

t is destroying the green

The current developmen

: environment. -

5 Environmental damage will be reversible if we do
something

3 I practice environmental conservation tasks.

4 I prefer consuming recycled products.

I dispose my garbage in different rubbish bins

6 Green products are always sufficiently available.

I consider purchasing green product if it is available at my

7

regular place of goods purchase.

I consider making a special trip to a store that sells green
8 product if green products are not available at my regular

shopping place.
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I think that buying green products is reasonable.

10 | I'think green products have superior quality.
11 | I'think buying green products can ensure good health.
12 | I think buying green products is safe.

13

My attitude towards buying green products is positive.

It frightens me to think that much of the food I eat is

14 | The price of a green product is very important to me.

*15 I refrain from buying green products because they are too
expansive as compared to conventional products.

6 I consider purchasing green products if it is available at
affordable price.

*17 | The price of green product is relatively expensive

18

Generally, the price of green product is acceptable for me.

ngical alle W

*19 , . N
contaminated with pesticides.
It genuinely infuriates me to think that the government

*20 | doesn’t do more to help control pollution of the
environment.

o1 I'become incensed when I think about the harm being done
to plant and animal life by pollution.

%22 When I think of the ways industries are causing pollution, I

get frustrated and angry.

R SR

think tha

purchase of green product was a wise choice.

People who influence my behavior would t my

People who are important to me would think that my

o purchase of green product was a wise choice.

)5 My family members who influence me most would think
that my purchase of green product was a wise choice.

26 My family members who are important to me would think

that my purchase of green product was a wise choice.

*The researcher already converted scores when analyzing the data
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Part III Green Products Purchase Behavior
Please indicate by selecting from 1 to S which best reflects the degree of your actual

purchase of green products.”1 “refers to “strongly disagree”, “2” refers to “disagree”,

“37refers to “neutral”, “4” refers to “agree” and “5” refers to “strongly agree”

1 I often buy green product.

) [ often buy products that are labeled as
environmentally-safe.

3 [ often buy products that use recycled/recyclable
packaging.

4 often buy products that contain no or fewer chemical |
ingredients.

Part IV Personal Information

Direction: This part seeks information regarding your personal background. For each
question, please marks *“ v ” to the response that applies to you.
1. Age Category

0O Uncer 20 years 021 - 25 years

0 26 - 30 years 0 31 - 35 years

00 36- 40 years ] 0 41 years or above
2. Gender

0 Male O Female

3. Highest Education

O High school or less

0 College graduate

U] Bachelor degree

0 Master degree or higher




4. Occupation

O University students

00 Government Sector Employee

O Private Sector Employee

O Business Owner

O Others (Please specify)

5. Monthly Income

O Under 1,000 Yuan
1 1,001-2,000 Yuan
[0 2,001-3,000 Yuan
1 3,001-4,000 Yuan
[0 Over 4,001 Yuan
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a. Environmental attitude

b. Product Availability

C. Attitude towards buying

d. Price

Reliability of Variable

Reliability Statistics

Cronbach's

Alpha

N of items

.745

Reliability Statistics

Cronbach's

Alpha

N of Items

751

Reliability Statistics

Cronbach's

Alpha

N of ltems

744

Reliability Statistics

Cronbach's

Alpha

N of Items

.689




e. Ecological Affect

Reliability Statistics

Cronbach's

Alpha

N of items

.806

f. Subjective norm

Reliability Statistics

Cronbach's

Alpha

N of ltems

797

g. Actual Purchasing Behavior

Reliability Statistics

Cronbach's

Alpha

N of items

.805
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a. Frequency Table

Descriptive Analysis

Age
Cumulative
Frequency Percent Valid Percent ~ Percent

Valid  younger than 20years old 6 1.5 1.5 1.5
21-25 yeas 50 12.4 12.4 13.9)

26-30years 150 373 37.3 51.2

31-35 years 108 26.9 26.9 78.1
36-40 60 14.9 14.9 93.0}
41 or above 41 28 7.0 7.0 100.0}

Total 402 100.0 100.0
Gender
Cumulative
Frequency | Percent | Valid Percent Percent
Valid Male 180 44.8 44.8 44.8
female 222 56.2 556.2 100.0L
Total 402 100.0 100.0
Education
Cumulative
Frequency Percent Valid Percent Percent
Valid  high school or less 26 6.5 6.5 6.5
college graduate 88 219 21.9 28.4
bachelor 167 415 415 69.9H
master or above 121 30.1 30.1 1 O0.0W
Total 402 100.0 100.0
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occupation

Cumuiative
Frequency | Percent | Valid Percent Percent
Valid  unversity students 6 1.5 1.5 1.5
government sector employee 127 31.6 31.6 33.1
private sector employee 166 413 41.3 74 .4
busiiiess owner 72 17.9 17.9 92.3
others 31 7.7 7.7 100.0}
Total 402 100.0 100.0
income
Cumulative
Frequency Percent Valid Percent Percent
Valid  under RMB1,000 5 1.2 1.2 1.2
RMB 1,001-2,000 34 8.5 8.5 9.7
RMB 2,001-3,000 119 29.6 29.6 39.3
RMB 3,001-4,000 1E3 38.1 38.1 77 .4
RMB 4,001 or above 91 226 226 100.0
Total 402 100.0 100.0
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b. Mean Score and Standard Deviation

Environmental Attitude

Descriptive Statistics

Minimum | Maximum Mean Std. Deviation

current development

402 1 5 3.89 .908
destroyed the environment
environ damage will be

402 1 5 3.74 .942
reversible if we do something
i practice environ

402 1 5 3.68 .947
conservation task
i prefer consuming recycled

402 1 5 3.98 .8701
products
i dispose garbage in different

402 1 5 3.46 .939
containers
EATT 402 1.40 5.00 3.7478 .64831
Valid N (listwise) 402

Perception of Availability

Descriptive Statistics

Minimum | Maximum Mean Std. Deviation

green products are always

402 1 5 3.63 971
sufficiently available
consider to purchase if green
product is available at regular 402 1 5 3.96 .925
place of shopping
making a special trip for
green product if it is not 402 1 5 3.96 .887
available
PA 402 1.67 5.00 3.8483 .75838
Valid N (listwise) 402




Attitude towards Buying

Descriptive Statistics

N Minimum | Maximum Mean Std. Deviation

Hbuying green is reasonable 402 1 5 4.09 .900
green products have superior

402 1 5 3.83 .702
quality '
green products can ensure

402 1 5 3.66 .088
good health
green product is safe 402 1 5 3.99 .935
my attitude for buying green

402 1 5 3.97 .906
is positive
ATTBUY 402 2.20 5.00 3.9065 .62692
Valid N (listwise) 402

Perceived Price
Descriptive Statistics
N Minimum { Maximum Mean Std. Deviation

!price is very important to me 402 1 5 3.78 .978
refrain from buying green coz

402 1 5 3.74 .953
ﬁthey are too expensive
consider to purchase if it is

402 1 5 3.90 .918
available at affordable price
price of green product is

402 2 5 3.88 .879}
relatively expensive
the price of green is

402 1 5 3.90 .976
acceptable
PRICE 402 1.80 5.00 3.8398 .62835
Valid N (listwise) 402

117



Descriptive Statistics

Ecological Affect

Std.
N Minimum | Maximum | Mean Deviation
Jit frightens me to think that much of the
402 1 5 3.87 .835
food i eat is contaminated with pesticides '
it infuriates me to think that govern doesn't
do more to help controiling pollution of 402 1 5 4.00 .929L
environ
i become incensed when i think about the
harm being done to plant and animal life 402 1 5 4.09 .900}
by pollution
when i think of the was industries are
causing pollution, i get frustrated and 402 1 5 3.83 .702
Hangry
EAF 402 1.75 5.00f 3.9465 67226
Valid N (listwise) 402
Subjective Norm
Descriptive Statistics
N Minimum | Maximum | Mean | Std. Deviation
!people who influence my behavior would
think that my purchase of green was a 402 1 5 3.66 .988}
wise choice
Jpeople who are important to me would
think that my purchase of green was a 402 1 5 3.99 .935
wise choice
my family member who influence my
behavior would think that my purchase of 402 1 5 3.97 .906,
green was a wise cheice
my family member who is important to me
would think that my purchase of green 402 1 5 3.80 .946
was a wise choice
SN 402 1.75 5.00] 3.8539 74443
Valid N (listwise) 402
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Correlation Coefficient Analysis (Pearson Correlation)

Correlations

a. Environmental Attitude and Actual green purchase behavior

PBMEAN EATT
PBMEAN  Pearson Correlation 1 8317
Sig. (2-tailed) .000
N 402 402
EATT Pearson Correlation 831" 1
Sig. (2ailed) 000
N 402 402

**. Correlation is significant at the 0.01 level (2-tailed).

Correlations

b. Perception of Availability and Actual green purchase behavior

PBMEAN PA
PBMEAN  Pearson Correlation 1 633"
Sig. (2-tailed) .000
N 402 402
PA Pearson Correlation 633" 1
Sig. (2-tailed) .000
N 402 402

**. Correlation is significant at the 0.01 level (2-tailed).



Correlations

Attitude towards Buying and Actual green purchase behavior

PBMEAN | ATTBUY
[PBMEAN  Pearson Correlation 1 630"
Sig. (2-tailed) 000
N 402 402
ATTBUY  Pearson Correlation 630" 1
Sig. (2-tailed) .000
N 402 402

**. Correlation is significant at the 0.01 level (2-tailed).

Correlations

Perceived Price and Actual green purchase behavior

PBMEAN PRICE
PBMEAN  Pearson Correlation 1 5327
Sig. (2-tailed) .000
N 402 402
PRICE Pearson Correlation 532" 1
Sig. (2-tailed) .000
N 402 402

**. Correlation is significant at the 0.01 level (2-tailed).
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Ecological Affect and Actual green purchase behavior

Correlations

PBMEAN EAF
|PBMEAN  Pearson Correlation 1 425"
Sig. (2-tailed) 000
N 402 402
|EAF Pearson Correlation 425" 1
Sig. (2-tailed) .000
N 402 402

I

**. Correlation is significant at the 0.01 level (2-tailed).

Subjective Norm and Actual green purchase behavior

Correlations

PBMEAN SN
PBMEAN  Pearson Correlation 1 687"
Sig. (2-tailed) .000
N 402 402
SN Pearson Correlation 687" 1
Sig. (2-tailed) .000
N 402 402

**. Correlation is significant at the 0.01 level (2-tailed).
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