
 Electronic copy available at: http://ssrn.com/abstract=2583517 

 

1 
 

Purchase intention of green product: an approach based customer orientation 

Souheila AYOUN 

Ph.D student 

Faculté des sciences économique, commerciales et sciences de gestion 

Université Constantine 2 -ALGERIE 

Email: souheila.ayoun@gmail.com 

Amal BEN CHEIKH 

Ph.D student 

Institut Supérieur de Gestion 

University of Tunis 

Tunis -TUNISIE 

Email: amalbencheikhisg@gmail.com 

Tarek ABDELLATIF 

Expert Consultant Stratégie E-Marketing 

A.2.W.M Vanves (France) 

Email: tarlatif@yahoo.fr 

Naima GHALLAB 

Marketing lecturer 

Faculté des sciences économique, commerciales et sciences de gestion 

Université Constantine 2 -ALGERIE 

Email: ghallabnaima@yahoo.fr 

 

 

mailto:souheila.ayoun@gmail.com
mailto:amalbencheikhisg@gmail.com
mailto:tarlatif@yahoo.fr
mailto:ghallabnaima@yahoo.fr


 Electronic copy available at: http://ssrn.com/abstract=2583517 

 

2 
 

Purchase intention of green product: an approach based customer orientation 

 

 

Abstract:  

The market of green products is in an increasing developing. This research paper aims at 

examining the impact of customer orientation in attitudes toward green products, then the 

influence of these attitudes in the purchase intention taking into consideration the moderator 

effects of environmental consciousness and perceived customer effectiveness. A quantitative 

study is used based on a questionnaire addressed to 420 respondents via Facebook. Next, 

results are discussed. 

Key words: customer orientation, green product, attitudes, purchase intention, environmental 

consciousness, perceived customer effectiveness. 

 

 

 

 

 

 

 

 



 

 

The purchase intention of green products: an approach based consumer orientation 

Introduction: 

The green, ecological or known environmental friendly consumption, has become the major 

concern of humanity in today's world. In recent years, many food crises such as mad cow, 

foot and mouth disease, or the dioxin scandal in Belgium have attracted widespread concern 

that has spread among consumers not only on the quality of the food they eat, but also on all 

the products they purchase and consume (Miles & Frewer, 2001). Thus, increasing 

environmental awareness and more concerns about a more respectful use of the environment 

and the welfare of consumers led to a growing demand for green products, which are 

distinguished by their quality less harmful to the environment and more healthy for the 

consumer (Schifferstein & Oude Ophuis, 1998; Williams & Hammit, 2001). This demand of 

green products has resulted in buying these products and the purchase intention is the primary 

indicator of this buying behaviour. 

Positive attitudes towards green products are not always translated into a favorable attitude 

towards these products. Researches about green consumer behavior revealing the factors 

influencing the purchase intention of these products claim that the consumer attitude is a 

direct influence factor affecting their purchase intentions (Salomon, 2009). The attitude is 

then stated as a key factor in explaining consumer behavior. Therefore, the attitude towards 

green products generally reflects the assessment of these products by consumers. However, 

other studies have indicated that the attitude towards green products is influenced in turn by 

psychographic criteria (lifestyle, personality, ...) and other social (social status, social 

influence, ...) criteria (Wang et Tung, 2012; Hartmann and Apaolaza-Ibanez, 2012; Clark, 

Kotchen, & Moore, 2003; Vringer, Aalbers, & Blok, 2007), these criteria inserted under the 

control of the concept of consumer orientation to green products on the basis of previous 



 

 

research such as the studies of Briley and Aaker (2006), Bearden, Money, and Nevins (2006) 

argue that the customer orientation is a salient aspect including cultural values that affect the 

decision process of consumers. Furthermore, several studies on green consumer behavior 

(orientation-attitude-purchase intention) experienced a failure for two major reasons: either 

the researchers only consider the psychographic dimension or the social dimension of 

customer orientation, or they neglect the internal and external moderators of the relationship-

customer orientation-attitude-purchase intention of green products, hence it is the choice of 

our study. This research aims to answer to the following central question: What is the impact 

of consumer orientation on attitude and purchase intention of green products? 

Two intermediate questions are asked in order to answer to the central question: 

 What is the impact of the customer orientation towards green products on their 

attitudes towards these products and what effect these attitudes on the purchase 

intention? 

 To what extent environmental concern and perceived customer effectiveness 

exercise a moderator effect on the relationship between on the one hand the customer 

orientation towards green products and their attitudes and on the other hand between 

these attitudes and purchase intention of these products? 

Therefore, the main objective of this research will be the study of the relationship between 

consumer orientation and attitude towards green products as well as the purchase intention of 

these products taking into account the moderating effect of two variables namely 

environmental concern and perceived customer effectiveness. A quantitative approach is 

adopted. In the following, we will present the concepts related to the conceptual model 

before discussing the results and conclude. 



 

 

1. Literature review 

Previous research individually address the cultural, social and psychographic criteria related 

to green behavior (Hartmann & Apaolaza-Ibanez, 2012). In our research we have grouped 

these factors under the control of the concept of consumer orientation based on a few studies 

that are expressing an ambiguously in their analysis of these factors. Thus, the focus is on the 

three variables that are customer orientation towards green products based on its social and 

environmental dimension, consumer attitudes towards green products and the purchase 

intention of green products taking into account two moderator variables namely 

environmental concern and perceived consumer effectiveness. The conceptual model in 

Figure 1 describes the relationship between these variables. 

1.1.The customer orientation towards green products 

The customer orientation is defined as the set of customers’ values, beliefs, attitudes, and 

reactions to marketing efforts (products, advertising, promotions ...) (Barksdale and Darden, 

1972). 

Bearden et al (2006) point out that consumer orientation influence consumer decision-making 

process and therefore their purchasing intentions. In this context, we present the following 

hypothesis: 

H 1: The customer orientation towards green products has a significant impact on 

consumer attitudes. 

Few studies initiated on consumer orientation toward green products were centralized on the 

analysis of the influence of factors containing cultural dimensions and psychographic criteria 

on attitude and purchase intention of green products. This research aims to study the influence 

of the factors of social and environmental dimension of consumer orientation on the attitude 



 

 

and intention to purchase green products. These dimensions are: the social value orientation, 

social status, social influence and man nature of orientation. 

1.1.1. The social value orientation: 

Social values are considered as very important determinants of the individual behavior. In 

their empirical study, Messick and McClintock (1968) confirm that social value orientation 

influences social parameters. Schwartz (1992) identified two dimensions related to social 

value orientation. The first dimension is openness to change versus conservatism, which 

distinguishes the values emphasizing openness to new ideas (eg consumption in our case), the 

second dimension, self-transcendence versus self-improvement, distinguishes the values that 

emphasize the interests of others, society and nature, such as universalism and benevolence, 

those that focus on self-interest, such as power and achievements (Schwartz, 1992). 

For researchers exploring the green behavioral influences as Gupta and Ogden (2009), social 

value orientation meets with other personal traits, including the perceived customer 

effectiveness, which is an important predictor differentiating the attitudes of green buyers 

from other buyers. This leads us to the following hypothesis: 

H 1.a: The social value orientation has a significant effect on consumer attitudes towards green 

products. 

1.1.2. social status 

The second factor of the social dimension of consumer orientation toward green products is 

the social status. It is often considered "the relative ranking of the members of each class in 

terms of specific statutory factors including wealth, power and prestige.» According to 

Schiffman and Kanuk (2004), these factors play a significant role in guiding consumers' 

purchasing intentions. Also, Goldsmith, Flynn, and Eastman (1996) state that one of the major 



 

 

forces that influence consumer behavior is their desire to get good social status or social 

prestige through the acquisition and consumption of certain products. In fact, more consumers 

seeking social status, the more it engages in specific consumer behavior (Eastman et al 1999). 

This research assumes that the social status influences the green consumer behavior and more 

specifically their attitudes towards green products, hence the following hypothesis: 

H 1.b: Social status has a significant effect on the attitudes of consumers towards green 

products. 

1.1.3. Social influence 

Social influence is the third factor in the social criteria of customer orientation. Indeed, there 

is a lot of peer, colleague, family and opinion leaders influencing consumer consumption 

behavior. In addition, the results of the study by Lee (2008) showed that social influence is 

the most important factor affecting the green purchase behavior while justifying the social 

group made up of people with the same habits, desires and social group thinking which has 

the power to cultivate an ecological culture that follows an attitude towards green products 

leading consumer group to purchase these green products. Thus, the following hypothesis is 

formulated: 

H 1.c: Social influence has a significant effect on the attitudes of consumers towards green 

products 

1.1.4. Man nature orientation 

The final factor related to the social dimension of consumer orientation toward green 

products, in our study, is the man nature orientation. It is defined as the relationship between 

man and his natural environment (Bina & Vaz, 2011). 



 

 

It is noted that values are the basic principles that direct the development of attitudes and 

actions of the green conduct adopted by the consumer (Han Hsu, Lee, & Sheu, 

2010).Therefore, the assumption about the influence of the natural orientation on attitude is 

formulated as follows: 

H 1d: The man nature orientation has a significant effect on the attitudes of consumers towards 

green products. 

1.2.The attitude of consumers towards green products 

An attitude is a complex and enduring mental state involving beliefs, feelings, values and 

dispositions to act in certain ways in the overall assessment of things. From a marketing 

perspective, the consumer attitude is a direct influence factor affecting their purchase 

intentions by Solomon (2009) and Ajzen and Fishbein (1980). 

Several researchers wanted to uncover the role of attitude on green consumption. Kim (2011) 

tried to understand the green consumption patterns by investigating the role of collectivism, 

personal values, environmental attitudes and effective consumer perception. While Chan 

(2001) examined the determinants of attitude leading to green purchasing behavior of Chinese 

consumers, one of the variables included in his research is the natural orientation. So, this 

research confirms the important role of attitude in the study of green consumer behavior. 

H 6: Consumer attitudes towards green products positively and significantly influence 

the purchase intention of green products. 

1.3.The environmental concern 

Environmental concern is the general attitude towards the environment and the degree of 

involvement in relation to environmental issues; which is considered as an essential predictor 

of green behavior (Kellgren and Wood 1986; Simmons and Widmar 1990; Chan 1996; 



 

 

Donaton and Fitzgerald 1992; Ottman 1993).Because of its importance as much as an internal 

moderating variable, environmental concern has received considerable attention from 

researchers including the work of Barr (2003) and Lin and Huang (2012), which indicate that 

consumers who show strong environmental concern are more likely to engage in green 

purchasing behavior. In addition, the environmental concern is also connected to values or 

beliefs of the consumer (Schultz 2000; Stern et al., 1995) and can be determined by the 

orientation of values including social values (Schultz and Zelezny 1998 ). 

Thus, the environmental concern is considered as an internal moderating factor explaining the 

variation of the green consumer behavior (Straughan and Roberts, 1999); thus the assumption 

associated environmental concern is the following: 

H2: Environmental concern moderates the relationship between the consumer 

orientation towards green products and consumer attitudes towards green products. 

H 2.a: Environmental concern moderates the relationship between the social value orientation 

and consumer attitudes towards green products. 

H 2b:: Environmental concern moderates the relationship between social status and consumer 

attitudes towards green products. 

H 2.c: Environmental concern moderates the relationship between social influence and 

consumer attitudes towards green products. 

H 2.d: Environmental concern moderates the relationship between man nature orientation and 

consumer attitudes towards green products. 

H 4: Environmental concern moderates the relationship between consumer attitudes 

towards green products and purchase intention of green products. 



 

 

1.4. Perceived customer effectiveness 

Close to the concepts of self-efficiency developed by Bandura (1986) and locus of control 

studied by Kollmuss and Agyeman (2002), the perceived customer effectiveness refers to the 

extent to which individuals believe that their actions make a difference in solving a problem 

(Ellen, Weiner, and Cobb-Walgren 1991). In consumer behavior studies including green 

consumption, the perceived customer effectiveness is defined as "self-assessment of the 

consumer in the context of the environmental problem regarding the orientation towards green 

products" (Berger and Corbin, 1992) it is completely different from the attitude towards green 

products that reflects an assessment of the problem in question as analyzed above. 

Thus, the results of research conducted in this regard are quite conclusive and demonstrate 

that a high level of perceived customer effectiveness leads to green behavior including higher 

levels of green consumerism (Roberts, 1996; Straughan and Roberts, 1999). Therefore, we 

will test the moderating effect of the perceived customer effectiveness on the relationship 

between the factors of the social dimension of consumer orientation and attitude (H 3) and the 

relationship between attitude and purchase intention of green products (H 5), then making the 

following assumptions: 

H3: Perceived customer effectiveness moderates the relationship between the consumer 

orientation towards green products and consumer attitudes. 

H 3.a: Perceived customer effectiveness moderates the relationship between the social 

value orientation and consumer attitudes towards green products. 

H 3b: Perceived customer effectiveness moderates the relationship between social status and 

customers’ attitude towards green products. 



 

 

H 3.c: Perceived customer effectiveness moderates the relationship between social 

influence and consumer attitudes towards green products. 

H 3.d: Perceived customer effectiveness moderates the relationship between man nature 

orientation and consumers’ attitudes towards green products. 

H 5: Perceived customer effectiveness moderates the relationship between consumer 

attitudes towards green products and the purchase intention. 

1.5.The purchase intention of green products 

The purchase intention is considered a pre-expression of a potential purchase. According to 

Straughan and Roberts (1999) psychological variables of customer orientation can be used to 

understand the consumer behavior with regard to the environment. Furthermore, the factors 

behind the green consumer behavior is altruism, environmental concern and the perceived 

effectiveness of the consumer that is to say, the internal moderators. Also, Hartmann & 

Apaolaza-Ibanez (2012) argue that, in general, attitudes towards green products contribute to 

the purchase of green products. Consequently, these studies show that there are considerable 

influence relationships in the green consumer behavior of the process "customer orientation-

attitude-purchase intention" and the moderating effect of the internal variables namely 

environmental concern and perceived customer effectiveness. Figure 1 presents the 

conceptual model of this research paper and establishes the different relationships between the 

variables discussed above. 



 

 

  

2. Methodology 

2.1.Data collection 

This research paper is based on a quantitative study via a questionnaire to test the conceptual 

model hypotheses of this research and to measure the impact of consumer orientation on the 

attitude and the effect of these attitudes on the purchase intention of green products. After 

choosing the measurement scales of the variables, the researchers developed a questionnaire 

based on Google Drive and a link to the questionnaire was sent to the sample of the study on 

the social network Facebook. 

2.2.Questionnaire design and measurement scales 



 

 

With 5 parts, the questionnaire consists of items of structuring variables of the conceptual 

model. Independent or explanatory variable is the consumer orientation toward green 

products. The dependent variables are the attitude and purchase intention of green 

products. The two moderating variables are environmental concerns and perceived consumer 

effectiveness. After a presentation of our research interests and confidentiality of information 

provided, respondents are asked first to answer questions related to consumer orientation 

towards green products. Subsequently, they are requested to express their attitudes and 

purchase intention towards green products. Respondents indicate the degree of importance 

from 1 "opposed to my values" to 5 "very important" or the degree of agreement from 1: "not 

at all agree" to 5 "strongly agree." The last part of the questionnaire is devoted to socio-

demographics characteristics of the respondents. The development of measurement scales 

(Appendix 2) is based on a literature review on the constituent variables of the conceptual 

model 

3. Sample profile 

Table 1 (Appendix 1) shows the demographic characteristics of the sample. It is noted that the 

majority of respondents 60% were between 30 and 40 years, 20% were between 40 and 50 

years and the age group over 60 years is the least represented in our sample. The majority of 

respondents were women (75%). 

4. Data analysis: 

Using the SPSS 20.0 software, a reliability test and exploratory factor analysis were 

performed. To ensure the reliability of the measurements, researchers use the reliability 

test. A measurement scale is reliable if it leads to reliable results at in repetition (Hair et al., 

2003). The popular approach to measure the reliability is the alpha of Cronbach's (Malhotra, 

2006).The alpha value of Cronbach is considered acceptable if it is greater than 0.60 (Hair et 



 

 

al., 2003). As shown in Table 2 the Cronbach alpha coefficients for the variables of the 

conceptual model are between 0.697 and 0.788 (Table 2, Appendix 3). Based on this 

coefficient, the measurement scales used in this research are reliable. Exploratory factor 

analysis was used to measure the construct validity for the exploratory factor analysis, the test 

of Bartlett and Kaiser-Meyer-Olkin (KMO) were used to measure the relevance of the factors 

model (Malhotra, 2004). The Bartlett sphericity test "provides statistical significance 

indicating that the correlation matrix presents significant correlations between at least some of 

its variables" (Hair et al., 2006, p.114). KMO can be used to provide a comprehensive 

overview of the quality of inter-item correlations. According to Malhotra (2004, P.561), high 

(0.5 to 1.0) KMO indicate that the factor analysis is appropriate. The PCA verified the 

dimensionality of the measurement scale of the consumer orientation. The number of retained 

dimensions confirmed the existence of four factors. The dimensionality of the other 

measurement scales is also confirmed with satisfactory KMO which varies between 0.699 and 

0.730 (Table 2, Appendix 3). 

5. Results 

5.1.Regression results 

The principal component analysis allowed us to obtain the factors that were used as inputs for 

the analysis of correlations between variables, the regression analysis to identify the 

determinants of the intention to purchase green products and confirm the hypotheses of this 

research. After checking the correlations between variables. A linear regression analysis is 

performed to test the links between constructs. The results show that the size of the consumer 

orientation positively and significantly affect consumer attitudes (p<0.05), thus supporting the 

hypotheses H 1a, H1b, H1c and H1d. Consumer attitude has a positive and significant impact on 

purchase intention of green products (p <0.05). Therefore, H6 is validated.  



 

 

Table 3: Results of linear regression  

Hypotheses Indicators Comments validation 

H 1.a: The social 

value orientation has 

a significant effect 

on consumer 

attitudes towards 

green products. 

R ² = 0.12 

β = 0,102 

Sig = 0, 033 

There is a positive 

relationship 

between the social 

value orientation and 

consumer attitudes 

towards green 

products. Validated 

H 1b: social status has 

a significant effect 

on the attitudes of 

consumers towards 

green products. 

R ² = 0.323 

β = 0,472 

Sig = 0, 000 

There is a positive 

relationship between 

social status 

dimension and 

attitude of consumers 

towards green 

products. Validated 

H 1.c social influence 

has a significant 

effect on the 

attitudes of 

consumers towards 

green products. 

R ² = 0.145 

β = 0,381 

Sig = 0, 000 

There is a positive 

relationship 

between social 

influence and 

consumer attitudes 

towards green 

products. Validated 



 

 

H 1d: The man 

nature orientation 

has a significant 

effect on the 

attitudes of 

consumers towards 

green products. 

R ² = 0.186 

β = 0,432 

Sig = 0, 000 

There is a positive 

relationship between 

man nature orientation 

and consumer 

attitudes towards 

green products. Validated 

H 6: Consumer 

attitudes towards 

green products 

positively and 

significantly 

influences the 

purchase intention 

of green products. 

R² = 0.170 

β = 0.421 

Sig = 0, 000 

There is a positive 

relationship 

between the consumer 

attitudes and purchase 

intention for green 

products Validated 

5.2.Study of the moderator effect: 

A moderator variable is defined as a qualitative or quantitative variable that affects the direction 

and / or strength of the relationship between an independent variable and a dependent or 

predictive variable. This research introduces the environmental concern and perceived consumer 

effectiveness as two moderator variables that start in moderating the relationship between 

customer orientation and attitude toward green products and then to moderate the relationship 

between attitudes and purchase intention. To test the moderating effect of environmental concern 

and perceived consumer effectiveness, researchers have adopted the approach Hayes (2013) 

using SPSS macro Process 20. The analysis of moderation take into account the index "p", which 



 

 

measures the significance of the relationship that its value must be less than 0.05, and the index 

"t" which measures the effect of the relationship between variables, which is significant from 

2. We present the results of the environmental concern moderation and perceived consumer 

effectiveness in the table below: 

Table 4: Results of the moderator effect of environmental concern and perceived consumer 

effectiveness 

Assumptions Indicators Comments validation  

H 2: Environmental 

concern moderates the 

relationship between 

customer orientation 

and consumers 

attitude towards green 

products. 

 

Environmental 

concern moderates some 

relationships between consumer 

orientation and consumer 

attitudes towards green 

products. Validated 

H 2.a: Environmental 

concern moderates the 

relationship between 

the social value 

orientation and 

consumer attitudes 

towards green 

products. 

R ² = 0.767 

P = 0.00 

t = 7.720 

Environmental concern 

moderates the relationship 

between the social value 

orientation and consumer 

attitudes towards green 

products. Validated 

H 2b: Environmental 

concern moderates the 

relationship between 

R ² = 0.676 

P = 0.178 

t = 2210 

Environmental concern does not 

moderate the relationship 

between social status and Not Validated 



 

 

social status and 

attitude of consumers 

towards green 

products. 

consumer attitudes towards 

green products. 

H 2.c: Environmental 

concern moderates the 

relationship between 

social influence and 

consumer attitudes 

towards green 

products. 

R ² = 0.632 

P = 0.165 

t = 2231 

Environmental concern does not 

moderate the relationship 

between social influence and 

consumer attitudes towards 

green products. Not Validated 

H 2.d: Environmental 

concern moderates the 

relationship between 

man nature 

orientation and 

customers’ attitudes 

towards green 

products. 

R ² = 0.781 

P = 0.000 

t = 22.63 

Environmental concern 

moderates the relationship 

between man nature orientation 

and consumer attitudes towards 

green products. Validated 

H 4: Environmental 

concern moderates the 

relationship between 

consumer attitudes 

towards green 

products and intention 

to purchase green 

products. 

R ² = 0.910 

P = 0.607 

t = 1.800 

Environmental concern does not 

moderate the relationship 

between the consumer attitudes 

towards green products and 

intention to purchase green 

products. Not Validated 



 

 

H 3.a: The perceived 

customer effectiveness 

moderates the 

relationship between 

the social value 

orientation and 

consumer attitudes 

towards green 

products. 

R ² = 0.722 

P = 0.000 

t = 6375 

The perceived customer 

effectiveness moderates the 

relationship between the social 

value orientation and consumer 

attitudes towards green 

products. Validated 

H 3b: The perceived 

customer effectiveness 

moderates the 

relationship between 

social status and 

attitude of Consumers 

Towards green 

products. 

R ² = 0.629 

P = 0.000 

t = 14.07 

The perceived customer 

effectiveness moderates the 

relationship between social 

status and attitude of Consumers 

Towards green products. Validated 

H 3.c: The perceived 

customer effectiveness 

moderates the 

relationship between 

social influence and 

consumer attitudes 

Towards green 

products. 

R ² = 0.758 

P = 0.000 

t = 15.32 

The perceived customer 

effectiveness moderates the 

relationship between social 

influence and consumer 

attitudes towards green 

products. Validated 

H 3.d: The perceived 

customer effectiveness 

R ² = 0.667 

P = 0.182 

The perceived customer 

effectiveness does not moderate Not Validated 



 

 

moderates the 

relationship between 

man nature 

orientation and 

consumer attitudes 

Towards green 

products. 

t = 3181 the relationship between man 

nature orientation and consumer 

attitudes Towards green 

products. 

H 5: The perceived 

customer effectiveness 

moderates the 

relationship between 

consumer attitudes 

Towards green 

products and intention 

to purchase green 

products. 

R ² = 0.789 

P = 0.000 

t = 8341 

The perceived customer 

effectiveness moderates the 

relationship between consumer 

attitudes Towards green 

products and green products 

purchase intention Validated 

6. Discussion and contributions: 

This research paper has addressed several issues that are little discussed in the previous 

researches. Previous researches have focused on the relationship between attitudes and 

purchase intention without integrating moderator variables. This research examined the 

market for green products based on consumer behavior, besides it examines the moderation 

that exists in the relationships established in the conceptual model. 

The results showed the moderating effect of environmental concern, perceived consumer 

effectiveness and purchase intention, and customers’ attitude, taking into account the main 

variable consumer orientation. 



 

 

The results show that the dimensions of consumer orientation: the social value orientation, 

social status, social influence, and man nature orientation have a positive and significant 

impact on attitudes That in turn have a significant and positive impact on the intention to 

purchase green products. This supported previous research works of Bearden et al (2006), 

Messick and McClintock (1968), Gupta and Ogden (2009), Schiffman and Kanuk (2004), Lee 

(2008). Some moderation relationship between consumer orientation and attitude have been 

demonstrated, in fact environmental concerns is considered as moderator variable between 

social value orientation and attitude, between man nature orientation and attitude where the 

hypotheses H 2a and H 2d are supported contrary to the hypotheses H 2b and H 2c which not 

supported avoiding their moderating effect between social status, social influence and the 

customers attitude towards green products. These results supported the research of Gupta and 

Ogden (2009) and Schiffman and Kanuk (2004) who argue that environmental concerns play 

a very important role in the relationship between customer orientation and attitude. However, 

this variable does not moderate the relationship between attitude and purchase intention where 

the hypothesis H4 is not validated. 

This study helps to demonstrate the moderating effect of perceived customer effectiveness. 

Therefore, the results obtained in this study confirmed the moderation of this variable of the 

link between attitude and purchase intention of green products thus H5 is validated. Similarly, 

the perceived customer effectiveness moderates the relationship between the first three 

dimensions of consumer orientation: social value orientation, social status, social influence 

and attitude, no moderating effect is observed in the relationship between customer 

orientation and attitudes, the hypotheses H 3a, H 3b, H 3c are confirmed but H 3d is 

rejected. This result supports the work of Partially Simmons and Widmar (1990), Chan 

(1996), Donaton and Fitzgerald (1992), Ottman (1993), Roberts (1996), and Straughan 

Roberts (1999). This research paper has highlighted the impact of consumer orientation on 



 

 

attitudes and the effect of these attitudes on the purchase intention of green products. This 

finding confirms the work of Hartmann & Apaolaza-Ibanez (2012) which present the 

determinants of customer behavior in the market of green products. This research has two 

implications, theoretically, it contributes to the existing research in consumer behavior by 

studying a model that has not been tested in previous researches, so this research examine not 

only classic links related to consumer behavior, but the purchase intention of green products 

based on a new axis related to the moderation exerted by environmental concern and 

perceived customer effectiveness. This is a considered value added compared with previous 

studies that have interested in consumer behavior without considering moderating effects of 

these variables. On the managerial level, the results of this research can be a solid foundation 

to guide the choices and activities of marketing decision makers in companies. In other words, 

managers should take into account the different dimensions of consumer orientation and their 

Impact on their attitudes and marketing strategies in order to ensure customer satisfaction and 

attract more consumers. Therefore, a marketing action should call attention to the consumer 

orientation and a more coherent approach to understand the specificities of the green market. 

Conclusion: 

This research paper objective is to measure the impact of consumer orientation on attitudes 

towards green products, the impact of attitude on purchase intention of these products, as well 

as the moderating effect that exercise environmental concerns and customer perceived 

effectiveness on the two links of the conceptual model. In this context, researchers adopt a 

quantitative survey study. The questionnaire was administered online on Facebook with 420 

respondents, 75% are women. A principal component analysis was performed initially to test 

the reliability and validity of the measurement scales used, a regression analysis then allowed 

us to validate the assumptions presented above and to meet the research objectives. Despite its 

contribution to a better understanding of the intention to purchase green products. Some 



 

 

limitations in this study can be noticed, the data was collected from social network Facebook 

so that it will be as possible to generalize results if further studies confirm them. Furthermore, 

the data analysis method is limited to insufficient regressions to test rich conceptual model as 

we have presented, hence the choice of another method of analysis of result is significant to 

test the conceptual model. For future research, Researchers can test this model in different 

contexts while exploring the benefits of customer orientation and the moderating effects 

included in this model. A larger sample is interesting to improve the results of this research. 
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Appendix 

Appendix 1: 

Table 1: demographics 

 

Frequency Percentage (%) 

Age 

Under 20 years 21 5 

Between 20 and 30 

years 

42 10 

Between 30 and 40 

years 

252 60 

Between 40 and 50 

years 

84 20 

Between 50 and 60 12 3 

Over 60 9 2 

Gender 

Man 105 25 

Woman 315 75 



 

 

Profession 

Liberal profession 147 35 

Senior managers 42 10 

Middle managers 63 15 

Other (Retired, 

inactive, Student, 

High School Student) 

168 40 

 

 

Appendix 2: 

Construct Authors Items 

Social value 

orientation 

(9 items) 

Schwartz 

(1992), 

De Groot 

& Steg 

(2007); 

Stern et 

al. (1995); 

Stern et 

al. (1998) 

*Self-transcendence (prosocial) dimension: 

-a world at peace: free of war and conflict 

- social justice: correcting injustice, care for the weak 

-helpfulness: working for the welfare of others 

-equity: equal opportunity for all 

*Self-enhancement (proself) dimension: 

-wealth: material possession 

-influence: having an impact on people and events 

-authority: the right to lead or command 

-ambition: hard work and aspirations 

-social power: control over others and dominance 



 

 

Social Status 

(8 items) 

O’Cass 

and 

Frost 

(2002) 

A. Wong 

and Zhou 

(2005) 

Sweden et 

al. (2011) 

I purchase green products because: 

They can tell something about my success. 

They can tell something about my prestige. 

They indicate my wealth. 

They indicate my achievements. 

They make me look good among my social group. 

They provide me with a sense of belonging to a certain 

group. 

They boost my image in front of my peers. 

They are appreciated by my peers. 

 

Social Influence Rehman 

and Dost 

(2013) 

(6 items) 

-I learn a lot about environmentally friendly products from 

my friends 

-I learn about environmental issues from my friends 

-I discuss with my friends about environmentally friendly 

products 

-I discuss with my friends about environmental issues 

-I always buy environmentally friendly products with my 

friends 

-I always share information regarding environmentally 

friendly products with my friends. 

 

Man Nature 

Orientation 

Rehman 

and Dost 

(2013) 

(5 items) 

-Human beings need to understand the way of nature and 

act accordingly 

-We should maintain harmony with nature 

-Being the master of world, humans are not entitled deploy 

any of the natural resources as the like  



 

 

-Human beings are only part of nature 

-We should adapt instead of mastering the environment 

 

Environmental 

Concern 

Rehman 

and Dost 

(2013) 

(4 items) 

-I am worried about the worsening of the quality of 

Tunisian’s environment 

-Tunisian’s environment is my major concern 

-I am emotionally involved in environmentally protection 

issues in Tunisia 

-I often think about how the environmental quality of 

Tunisia can be improved 

2) second items: 

Environmental concern items 

-The balance of nature is very delicate and easily upset. 

-Mankind is severely abusing the environment. 

-The whole pollution issue has upset me. 

 

Green Purchase 

Intention 

 

Bolton 

and Drew  

(1991) 

Akbar et 

al. (2014) 

(4 items) 

-I would intend to buy green products.  

-My willingness to buy green products is high. 

-I am likely to purchase any green product.  

-I have a high intention to buy green product. 

Green Purchase 

Attitude 

 

Swait and 

Sweeney 

(2000) 

Akbar et 

-Green practice is good.  

-Green practice is useful. 

- Green practice is rewarding.  

- Green practice is sensible.  



 

 

al. (2014) 

(5 items) 

- Green practice is responsible.  

Perceived 

customer 

effectiveness 

Zhao et al. 

(2014) 

-I can do nothing to help control pollution of the 

environment.  

-My behavior can have a positive effect on the environment 

by purchasing green products 

 

 

 

 

 

Appendix 3: 

Table 2: Measurement of reliability 

Measurement 

scale Results 

social value 

orientation 

The results of this ACP are acceptable: KMO = 0.675, Bartlett's test is 

significant. The reliability of this scale is very good with a Cronbach's alpha 

of 0.750 and an explained variance of 82%. 

Social status 

The results of this ACP are acceptable: KMO = 0.688, Bartlett's test is 

significant. The reliability of this scale is good with a Cronbach's alpha of 

0.788 and an explained variance of 87.73%. 



 

 

Social influence 

The results of this ACP are good: KMO = 0.701, Bartlett's test is 

significant. The reliability of this scale is good with a Cronbach's alpha of 

0.698 and an explained variance of 66.74%. 

Man Nature 

Orientation 

The results of the ACP are acceptable: KMO = 0.643, Bartlett's test is 

significant. The reliability of this scale is very good with a Cronbach's alpha 

of 0.730 and an explained variance of 84.43%. 

Environmental 

concern 

The results of the ACP are acceptable. KMO = 0.713, Bartlett's test is 

significant. The reliability of this scale is very good with a Cronbach's alpha 

of 0.722 and an explained variance of 84.84% 

Perceived 

consumer 

Effectiveness 

The results of the ACP are good. KMO = 0.721, Bartlett's test is significant. 

The reliability of this scale is good with a Cronbach's alpha of 0.697 and an 

explained variance of 83.81%. 

Attitudes 

The results of this ACP are acceptable: KMO = 0.730, Bartlett's test is 

significant. The reliability of this scale is very good with a Cronbach's alpha 

of 0.705 and an explained variance of 90.06%. 

Purchase intention 

of green products 

The results of this ACP are good: KMO = 0.699, Bartlett's test is 

significant. The reliability of this scale is very good with a Cronbach's alpha 

of 0.751 and an Explained variance of 89.27%. 

 


