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Abstract 

For environmental and business reasons, understanding the consumer behaviour of the 

young towards green products is very important. Therefore, the main purpose of this 

study is to investigate the factors influencing green product buying intention and 

behaviour among young consumers in Saudi Arabia. The study has developed a set of 

hypotheses utilising the theory of planned behaviour (TPB) as a guiding principle. They 

were tested based on data collected from 257 individuals through the use of the Partial 

Least Square (PLS) method. The findings showed that a culture of collectivism was the 

best way to predict the green purchasing intentions of young Saudis, followed by a 

willingness to pay, environmental self-identity and peer pressure. Additionally, 

purchasing intention is a major factor influencing actual green purchasing behaviour. 

Keywords: environmental self-identity; peer pressure; collectivism culture; green 

products; purchase intention; purchase behaviour. 

Introduction 
Parallel to globalization and the acceleration of the global 

population, the number of products available to consumers has 

substantially increased. Environmental issues and their negative 

impacts on humans have increased the awareness of sustainable 

development, which favours the kind of products and their 

consumption, to reduce those negative impacts on the environment 

(Chuvieco et al., 2018). The decline in the natural environment has 

raised people’s concern, resulting in ‘green consumerism’ to protect 

the environment (Moisander, 2007). This concern for the environment 

has led to consumers demanding environmentally friendly products; 

their awareness of the issues has changed their consumption 

behaviours in favour of selecting greener products and having a 

preference for eco-conscious organizations (Jang, Kim, & Bonn, 2011; 
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Kim, Njite, & Hancer, 2013). Green consumption is a broader category 

of ethical consumption (Carrington, Neville, & Whitwell, 2010).  

The issue of green consumerism has rapidly increased in developed 

countries, and recently the idea has begun to take hold in developing 

economies (Raghavan & Vahanti, 2009). For example, some research 

has recognized green product purchasing behaviour in developing 

countries in Asia (Jaiswal & Kant, 2018). However, there is limited 

knowledge of the factors which affect consumers’ green purchasing 

behaviour (Joshi & Rahman, 2017). Thus, understanding the consumer 

perspective of green product purchasing intention is vital for 

marketers ( Chan & Lau, 2002) since it assists in formulating a suitable 

strategy to develop green product markets. In addition, Sreen, 

Purbey, and Sadarangani (2018) remarked that future research needs 

to investigate how some factors impact environmental self-identity, 

personal values and consumer values besides the culture of 

customers' intentions towards green purchasing. This may offer a 

clearer picture to practitioners for strategy implementation.  

In comparison with the West, Arab world consumers are only in the first 

stages of green consumption, and there is little understanding in this 

part of the world regarding the green purchasing behaviour of young 

consumers (Mostafa, 2007). Most research in relation to green 

consumerism has been carried out in developed nations, and there 

has been a significant lack of research into the subject in Saudi Arabia 

where the level of consumer awareness about green products is low; 

Saudis are unaware of the green initiatives used by companies, 

meaning that greater effort is required from organizations (Rehman, 

2017). 

Indeed, the green purchasing behaviour of the younger generation is 

crucial since they represent the future consumer. Several studies 

emphasize the importance of young consumers in green purchase 

(do Paço et al., 2013; Pham et al., 2019) as they are pivotal in 

affecting changes in favour of green consumption (Joshi & Srivastava, 

2019). In addition, young consumers have flexible attitudes and are 

able to understand the importance of green purchasing. As well as 

recognizing the social and ecological concerns (Kanchanapibul et 

al., 2014), they seem well educated about environmental issues and 

sustainability (Furlow & Knott, 2009). Finally, their disposable income is 

more than in past generations, and they are innovators and workers 

representative of society’s future (Farris, Chong, & Danning, 2002; 

Hume, 2010). Young consumers, therefore, represent a key segment 

on which to conduct research . 

http://www.tplondon.com/tmj
http://tplondon.com/migrationletters


Mohammed, Homaid, Alaswadi 53 

© 2020 TRANSNATIONAL MARKETING JOURNAL - Transnational Press London  

Specifically, the younger generation are more prepared to accept 

innovative ideas; they are purposeful in nature; they are culturally, 

environmentally, and socially conscious; they require individual 

experience and demand a rationale because they display greater 

scepticism than past generations (Hume, 2010; Sheahan & Sheahan, 

2005; Sullivan & Heitmeyer, 2008). Therefore, through understanding 

the green buying behaviours of the young consumer, and which 

factors affect them, organizations can develop sustainable marketing 

strategies which target these consumer groups (Kanchanapibul et al., 

2014). Opoku (2012) saw a crucial need for more research into the 

factors that influence purchasing behaviour of young people in Saudi 

Arabia, because they make up a large proportion of the population 

of the kingdom.  

Behaviour theorists in consumer buying (e.g. Armstrong, 2005; 

Moorhead & Griffin, 1995) have long argued that there are four 

factors which influence consumers’ behaviour: psychological factors 

(beliefs and attitudes, learning, perception, and motivation); personal 

factors (e.g. personality and self-concept, economic situation, 

occupation, lifestyle, age and life cycle stage); social factors 

(namely, family, reference groups, and roles and status); and cultural 

factors (including social class, culture, subculture). Thus, this study 

contributes significantly to the marketing literature by identifying what 

drives young Saudi consumers’ intentions and behaviours in 

purchasing green products. It specifically aims to investigate the 

influence on young consumers in Saudi Arabia of Purchase Behaviour 

(PB), Purchase Intention (PI), Collectivism Culture (COC), Willingness 

to Pay (WTP), Peer Pressure (PP), and Environmental Self-Identity (ESI) 

on the PI of green products. It also examines the effects of PI on the 

PB of green products on consumers in the Saudi Arabian context. The 

study provides additional information to narrow the research gaps 

regarding understanding the factors which influence the green 

purchasing intentions of young consumers in a specific culture (Arab 

and Saudi Arabian), using TPB as an underpinning theory.  

Literature review and development of hypotheses 
This research is based on the theory of planned behaviour (TPB), which 

assumes that subjective norms, perceived behavioural control, and 

attitude influence individuals' intentions and subsequently their actual 

behaviour (Ajzen, 1991). This extends the theory of reasoned action 

(TRA), which states that behavioural intention is determined by only 

two variables, attitude and subjective norms, in affecting individuals’ 

behaviour. This means that including perceived behavioural control is 

required because of TRA's inability to deal with behaviours where the 

individual has incomplete volitional control. Volitional control is the 
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degree to which behaviours can be performed at will (Blackwell, 

Miniard, & Engel, 2006). Behavioural intention is said to be best able 

to predict future behaviours when it is volitional, and the person can 

develop robust intentions of behaviour (Ajzen, 1991; Karahanna, 

Straub, & Chervany, 1999). In particular, TPB speculates that individual 

behavioural intentions are determined by three considerations, 

namely, attitudes, subjective norms and perceived behavioural 

control. Perceived behavioural control is seen as the perceived 

difficulty or ease in executing a specific behaviour; it reflects past 

experiences and anticipated impediments (Ajzen, 1991). Subjective 

norms represent the perceptions of social pressure in performing, or 

not performing, the behaviour (Ajzen, 1991). Attitude towards 

behaviour is defined as individuals’ unfavourable or favourable 

behavioural assessments (Ajzen, 1991). Behavioural intention is seen 

as an immediate antecedent of behaviour and refers to the 

individual's readiness to perform specific behaviours (Ajzen, 1991). In 

recent years, scholars have also used the TPB model to explore green 

behaviours. For example, Chen and Tung (2010) found that it is a 

useful framework for explaining consumers’ recycling intentions. 

Moreover, several studies have employed the TPB model in predicting 

consumers’ behavioural intention and actual behaviour regarding 

green products (Emekci, 2019) and it is considered as a key model in 

green purchasing behaviour research (Joshi & Srivastava, 2019). More 

specifically, Sun and Wang (2019) found that the TPB model is an 

appropriate theory for investigating consumers’ attitudes toward and 

intentions to purchase green products through social media.  

This research attempts validation of the TPB framework by looking at 

the influences of Environmental Self-Identity (ESI) (a vital part of 

attitudes towards the environment), Peer Pressure (social norms) and 

Willingness to Pay (WTP) (a component of perceived behavioural 

control) on the behavioural intentions of consumers of green products 

in Saudi Arabia. It also extends TPB through the inclusion of a cultural 

dimension, Collectivism Culture (COC), as Saudi Arabian culture is 

collectivist (Al-Habeeb & Qureshi, 2000; Opoku, 2012; Smith, Achoui, 

& Harb, 2007). Generally, culture is vital in determining green product 

consumption (Ritter et al., 2015; Tseng & Hung, 2013).  

The next section presents the study variables.  

Environmental self-identity and purchase intention 
Environment self-identity is defined as how much one views oneself as 

someone acting in an environmentally friendly manner (Van der 

Werff, Steg, & Keizer, 2013). It also refers to individuals’ self-perceptions 

based on possible engagement in particular eco-friendly behaviours 

(Mannetti, Pierro, & Livi, 2004). Barbarossa and De Pelsmacker (2016) 

http://www.tplondon.com/tmj
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and Nguyen, Lobo, and Greenland (2016) agreed that environmental 

(green) self-identity affects positively purchasing intention and the 

purchasing of eco-friendly products. A study by Lian and Yoong 

(2019) concluded that environmental concern has a significant effect 

on young Malaysian consumers’ intention to purchase organic food. 

Previously, Sparks, Shepherd, and Frewer (1995) discovered that 

people identifying as ‘green consumers’ purchased organic food 

more than those who did not. Based on this, the following hypothesis 

is proposed: 

H1: Consumers’ environmental self-identity has a positive influence on 

their purchase intention. 

Peer pressure and purchase intention 
Brown (1990) states that the term peer group applies to everything 

from best friend interactions to an individual’s ties with the whole age 

cohort. Peers belonging to the normative reference group influence 

individuals’ attitudes, values, and norms through direct interaction 

(Bristol & Mangleburg, 2005). Cohan (2009) defined peer pressure as 

psychological pressure where the person’s experience is compared 

with their actions. Youngsters and teenagers can be vulnerable to 

peer pressure and tend to develop behaviours and make decisions 

which comply positively with peer expectations (Gillani, 2012). 

Consequently, peer influence has a large role in consumer behaviour; 

for example, teenagers appear to have no problem in purchasing 

expensive goods when their peers tend to (Grant & Stephen, 2006). 

Valor et al. (2012) stated that responsible consumption behaviour 

develops in various timespans of a person’s life, beginning in 

childhood; the individual’s environment and social network influence 

the development of his/her responsible consumption behaviours. 

Valor and Carrero (2014) argued that social consumption is a social 

activity and consumers believe that personal projects and responsible 

consumption are affected by others’ beliefs and norms in their 

interpersonal network. Likewise, Sharaf and Isa (2017) discovered that 

peer pressure significantly influences the green purchasing intentions 

of young consumers in Malaysia. However, Jitrawang and Krairit 

(2019) found that peer pressure does not have a relationship with 

purchase intention of organic rice in Thailand. They said this might be 

a reflection of cultural differences in the influence of peer pressure, as 

most Thai people like to be trend leaders rather than followers. More 

recent research by Joshi and Srivastava (2019), Bhutto et al. (2019) 

and Nguyen, Nguyen and Hoang (2019) has found that social 

influence is a significant predictor of consumers’ behavioural intention 

to purchase green products in India, Malaysia and Vietnam 

http://www.tplondon.com/
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respectively. On the basis of these arguments, the study proposes the 

following hypothesis: 

H2: Peer pressure has an influence on young consumers’ purchasing 

intention toward green products. 

Willingness to pay and purchasing intention 
Price is an important factor in determining consumers’ decision 

processes. For a young consumer, price is an important attribute on 

which to base purchasing decisions (Benedetto, Rugani, & Vázquez-

Rowe, 2014). Likewise, Suki (2013) states that price is one of the 

attributes which consumers reflect upon when making green 

purchasing decisions. However, green products are usually more 

expensive because of the higher costs accrued in the progression 

from material to certification (Ling, 2013). High product prices are 

conceded as barriers to green consumption (Bezawada & Pauwels, 

2013; Gleim et al., 2013; Nasir & Karakaya, 2014; Zhu, Sarkis, & Lai, 

2013). Ling (2013) reports that willingness to pay is increasingly 

negatively correlated with the purchasing intentions of a green 

personal care product. However, Lung (2010) states that over 80% of 

Korean and Malaysian consumers and almost 95% of Thai consumers 

showed greater willingness to pay more for a green product, whilst 

Australian and Hong Kong consumers displayed 60% less willingness to 

pay more. Cronin et al. (2011) stated that consumers with concerns 

about environmental issues do not display price sensitivity and 

consequently accept higher prices. Moreover, some consumers show 

greater willingness to pay a premium for a green product (Prakash & 

Pathak, 2017; Shrum, McCarty, & Lowrey, 1995). However, Yadav, and 

Pathak (2017) concluded that willingness to pay a premium was not 

found to have a significant influence on green purchase intention in 

India. Nevertheless, a study by Chaudhary (2018) found that 

willingness to pay is significantly and positively related to the 

behavioural intentions of young Indian consumers. Sharaf and Isa 

(2017) also state that price significantly influences young consumers’ 

decisions in purchasing green products in Malaysia. In regard to these 

findings, the study proposes the following hypothesis: 

H3 : Willingness to pay has an influence on young people’s intentions 

to purchase a green product.  

Collectivism culture and purchasing intention 
Culture is a collective programming of the mind, distinguishing a 

group’s members from others (Hofstede, 1984). Culture has an 

important role in environmental impact and influence upon green 

product consumption (Ritter et al., 2015; Tseng & Hung, 2013). It is 

crucial in understanding consumers’ behaviours and has been utilized 

http://www.tplondon.com/tmj
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in research explaining consumers’ purchasing behaviours of green 

products, primarily in developed markets (Sarigöllü, 2009). Studies 

performed on consumer purchasing intentions include five dimensions 

of culture: individualism versus collectivism, power distance, 

masculinity, long-term orientation, and uncertainty avoidance 

(Hofstede, 2001). Of these five dimensions, collectivism is the most 

widely accepted in determining green purchase intentions (Cho et 

al., 2013; Leonidou, Leonidou, & Kvasova, 2010; Sreen et al., 2018). 

Collectivism can be defined as the will of the consumer to do 

something which yields environmental advantages (Chen, Chen, & 

Tung, 2018). Thus, there is an assumption that individuals have a 

tendency to protect their environment (Corbett, 2005). In collectivist 

cultures peoples show greater willingness to share rare resources with 

others in the same society and acquire positive attitudes toward 

behaviours which helps society to thrive (McCarty & Shrum, 1994). This 

cannot be said about Saudi Arabian culture although it is recognized 

as collective (Al-Habeeb & Qureshi, 2000; Opoku, 2012; Smith et al., 

2007). Thus, Leonidou et al. (2010) suggest that collectivism has a 

positive effect on internal environmental attitudes, showing that 

individuals seek a product that yields an advantage to the 

environment. Clearly, more sophisticated analysis is needed of the 

cultural impact on green purchase behaviour (Liobikienė, 

Mandravickaitė, & Bernatonienė, 2016). Collectivists believe 

environmental damage from green products should be kept to a 

minimum (e.g., in manufacturing and materials processes), with a 

positive evaluation of green products which meets given standards 

(Laroche, Bergeron, & Barbaro-Forleo, 2001). Additionally, Chan 

(2001) emphasized that collectivism has a significant positive 

influence on attitudes towards green purchases. Nguyen et al. (2016) 

showed that a collectivist society has a strong willingness to purchase 

a green product. Similarly, Sreen et al. (2018) state that collectivism is 

related significantly to attitudes toward green products. Thus, the 

hypothesis is formulated as:  

H4: Collectivism culture positively influences young consumers’ 

intentions in purchasing a green product. 

Behavioural intention and purchasing a green product 
In general, intention indicates the willingness of individuals to perform 

certain behaviours, since it captures the incentive to prepare them 

for performing that particular behaviour. The TPB assumes intention as 

an antecedent of behaviour, especially when these behaviours are 

voluntarily controlled (Ajzen, 1991). Previous research, such as Chan 

(2001) and Chan and Yam (1995) proved that purchasing intentions 

have a significant and positive relationship with purchasing 
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behaviour. That is, buying-behaviour research for organic foods has 

shown a significant positive relationship between purchasing 

behaviour and purchase intention (Saba & Messina, 2003; Thøgersen, 

2009). Additionally, scholars such as Kumar, Manrai, and Manrai 

(2017), Yadav and Pathak (2017), and Jaiswal and Kant (2018) have 

conducted research on the determinants of consumer behaviour of 

green products in an Indian context, confirming the relationship. 

Moreover, it is concluded that the link between behavioural intention 

of young Malaysian consumers and their actual purchase behaviour 

is significantly affirmed (Lian & Yoong, 2019). Nguyen et al. (2019) also 

confirmed that the relationship between behavioural intention and 

actual behaviour is significantly associated in the Vietnamese 

context. Thus, the literature reveals that intention can predict 

behavioural measures in environmental behavioural research. 

Therefore, this research aims to establish the existence of a 

fundamental relationship in the Saudi Arabian setting of green 

purchasing behaviour amongst young consumers, as expressed in the 

following hypothesis:  

H5: Behavioural Intention to purchase has a positive influence on 

young consumer behaviour to purchase a green product. 

Based on previous research and the Theory of Planned Behaviour, this 

paper presents a theoretical structure. As shown in Figure 1, six factors 

were identified from the literature review, revealing the influence of 

Environmental Self-Identity, Peer Pressure, Willingness to Pay, and 

Collectivism Culture on Purchase Intention and Purchase Behaviour. 

Figure 1. Theoretical Framework 
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Methodology 

Data collection and the sample 
To test these hypotheses, a survey was conducted. The questionnaire 

has two sections; the first section consists of respondents’ 

demographic details (target population) and consists of gender, 

income, age, and education level. The second part contains items for 

measuring environmental self-identity, willingness to pay, peer 

pressure, green purchasing behaviour intention, collectivism culture, 

and consumer purchasing behaviour, measured on a five-point Likert 

scale. The English-language questionnaire was translated into Arabic, 

then back-translation was performed by two professional English-

Arabic translators.  

The study sample was chosen primarily by using a mall intercept 

technique which relies on face-to-face contact with respondents and 

screening them for appropriateness (Green & Krieger, 1991). The 

candidates were personally contacted and were asked if they would 

take part in the study. They completed the survey, which was in the 

form of structured close-ended questions.  

There were 370 responses to the survey, and after data screening 257 

responses were used, with a valid response rate of 69%. The responses 

were drawn randomly from consumers in shopping centres in Riyadh, 

Saudi Arabia. Data collection took place from July -August 2017. 

Respondents’ demographic characteristics are as follows, 75 (29.2%) 

female and 182 (70.8%) male. Every respondent was an adult, and 

the largest age groups were 18 (15%); 19-21 (58.8%); and 22-25 

(26.2%). The monthly income of 7.6% of respondents was below SR 

2000; 52.6% earned SR2000-SR2500 and 39.8% above SR2500. In terms 

of educational level 3% were less than high school; 15% high school 

level; 11% diploma; 67% bachelor level and 4% postgraduate level. 

Measures 

The questionnaires were made using scales from previous studies. 

Each construct was measured with a 5-point Likert scale, where 

5=Strongly Agree and 1=Strongly Disagree. Collectivism culture 

measures were adapted from Sharma’s scale (Sharma, 2010). 

Environmental self-identity was used by adapting four items from a 

study by Nguyen et al. (2016). perceived value using five items (Chen 

& Chang, 2012). Willingness to pay was measured by adapting three 

items from a study by Jang et al. (2011), also used by Prakash and 

Pathak (2017). Purchase intention was assessed using three items 

adapted from Yadav and Pathak (2017). Actual consumer 

behavioural measurement items were adopted from Zhang et al. 

(2012).  
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Results 
Data analysis 

The current research utilizes the Partial Least Squares (PLS) technique, 

Smart PLS software version 3.00, for testing the study’s theoretical 

framework. This is considered a variance-based method for analyzing 

structural equation modeling (SEM). The PLS approach is a powerful 

and convenient approach in social science studies (Goodhue, Lewis, 

& Thompson, 2006). In particular, the two-stage data analysis 

approach, that is the measurement model and structural model, was 

used, as suggested in previous studies (e.g., Fernandes, 2012; Hair et 

al., 2016; Henseler, Ringle, & Sinkovics, 2009). The measurement model 

confirms the validity and reliability of the latent constructs through four 

tests: indicator reliability, convergent validity, discriminant validity, 

and internal consistency reliability of the measures. The structural 

model consists of an evaluation of the R2values, model predictive 

relevance and path coefficient significance level. The study’s 

hypothesized relationships were tested using the bootstrapping 

algorithm resampling technique.  

Measurement Model Analysis 

To establish the fitness of the study model, the four key evaluations 

outlined above are performed to ensure the reliability and validity of 

the constructs (Fernandes, 2012; Hair et al., 2011). The indicator 

reliability and internal consistency reliability tests were used to confirm 

the reliability of the measures while the convergent validity and 

discriminant validity were employed to affirm their validity.  

Reliability Analysis  

The indicator reliability of the measures was examined using 

standardized item loadings. When the standardized item loading 

values are greater than 0.70, they show that the indicator reliability 

has been established (Fernandes, 2012; Hair et al., 2016). Table 1 

shows that the standardized item loadings exceed the cut-off point of 

0.70, denoting construct indicator reliability. Cronbach’s alpha and 

composite reliability (CR) criteria were used for examining the 

measures’ internal consistency reliability (Peterson & Kim, 2013). Table 

1 also shows Cronbach’s alpha and CR results for all variables which 

exceed the threshold of 0.70, concluding that internal consistency 

reliability of the measures is established. 

Convergent Validity 

Convergent validity of the construct measures was performed using 

the Average Variance Extracted (AVE) test, a widespread and 

commonly used indicator (Hair et al., 2016). The AVE values in relation 
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to each construct should be greater than 0.50 to confirm adequate 

convergent validity (Hair et al., 2016). The AVE values, as shown in 

Table 1, were above the suggested 0.50 cut-off, confirming strong 

convergent validity. 

Table 1. Reliability and Validity 

Construct Items Loadings Cronbach's Alpha CRa AVEb 

Collectivism Culture 

(COC) 

COC1 0.903 0.954 0.963 0.812 

COC2 0.904 

COC3 0.909 

COC4 0.896 

COC5 0.908 

COC6 0.888 

Environmental Self-

Identity (ESI) 

 

ESI1 0.900 0.940 0.957 0.847 

ESI2 0.933 

ESI3 0.924 

ESI4 0.923 

Purchase Behaviour (PB) PB1 0.917 0.909 0.943 0.846 

PB2 0.936 

PB3 0.907 

Peer Pressure (PP) PEP1 0.930 0.939 0.956 0.845 

PEP2 0.935 

PEP3 0.915 

PEP4 0.930 

Purchase Intention (PI) 

 

PI1 0.949 0.940 0.962 0.893 

PI2 0.952 

PI3 0.934 

Willingness to Pay (WTP) WTP1 0.921 0.912 0.945 0.851 

WTP2 0.930 

WTP3 0.915 

 

Discriminant validity 

Discriminant validity was examined using cross loadings in addition to 

the Fornell and Larcker (1981) criterion, based on the 

recommendations of Hair et al. (2016). The indicator cross loadings 

should be greater than every other loading on other constructs. The 

results shown in Table 2 show that all item loadings were higher than 

the cross loadings, proving discriminant validity. This was also 

measured through comparisons of the AVE square root values with 

latent correlations constructed based on the Fornell and Larcker 

(1981) criterion. The AVE square root values, shown in Table 3, were 

higher than the latent construct correlations, confirming discriminant 

validity. Thus, it is concluded that discriminant validity, reliability 

convergent validity, internal consistency, and indicator reliability, 

were all verified. This confirms the goodness of the measurement 

model.  

 

http://www.tplondon.com/


62 Green Purchase Behavior among Young Consumers in Saudi Arabia 

www.tplondon.com/tmj 

Table 2. Factor Analysis and Cross Loadings 

 Items COC ESI PB PP PI WTP 

COC1 0.903 0.726 0.713 0.760 0.655 0.738 

COC2 0.904 0.756 0.718 0.781 0.658 0.746 

COC3 0.909 0.720 0.719 0.761 0.670 0.740 

COC4 0.896 0.711 0.724 0.746 0.661 0.741 

COC5 0.908 0.711 0.727 0.770 0.667 0.727 

COC6 0.888 0.710 0.726 0.768 0.672 0.725 

ESI1 0.730 0.900 0.701 0.782 0.652 0.789 

ESI2 0.729 0.933 0.685 0.755 0.679 0.791 

ESI3 0.737 0.924 0.715 0.769 0.690 0.776 

ESI4 0.755 0.923 0.698 0.776 0.684 0.790 

PB1 0.727 0.682 0.917 0.683 0.610 0.682 

PB2 0.765 0.733 0.936 0.733 0.668 0.747 

PB3 0.714 0.682 0.907 0.668 0.625 0.710 

PP1 0.791 0.785 0.740 0.930 0.685 0.792 

PP2 0.790 0.788 0.691 0.935 0.700 0.773 

PP3 0.745 0.785 0.699 0.915 0.685 0.748 

PP4 0.793 0.719 0.648 0.896 0.676 0.737 

PI1 0.687 0.693 0.655 0.697 0.949 0.683 

PI2 0.688 0.709 0.655 0.722 0.952 0.707 

PI3 0.713 0.683 0.648 0.699 0.934 0.717 

WTP1 0.772 0.795 0.723 0.782 0.678 0.921 

WTP2 0.757 0.785 0.729 0.767 0.715 0.930 

WTP3 0.731 0.785 0.694 0.747 0.663 0.915 

 

Table 3. Correlation and Discriminant Validity 

 Variable COC ESI PB PP PI WTP 

Collectivism Culture (COC) 0.901           

Environmental Self-Identity (ESI) 0.802 0.920         

Purchase Behaviour (PB) 0.800 0.760 0.920       

Peer Pressure (PP) 0.849 0.837 0.756 0.919     

Purchase Intention (PI) 0.737 0.735 0.690 0.747 0.945   

Willingness to Pay (WTP) 0.817 0.855 0.776 0.830 0.744 0.922 

 

Structural model analysis  

The structural model quality was tested by the R² values, the predictive 

model relevance and the significance level of the path coefficients 
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(Chin, 2010; Fernandes, 2012; Hair et al., 2011). The R² indicator is an 

important criterion for evaluating structural model quality (Fernandes, 

2012), identifying the variance amount in the endogenous latent 

variables explained by the independent variables (Chin, 2010). The R² 

value and predictive relevance results are displayed in Table 4. The R² 

value of PI was 0.628, which suggests 62.8% variance in the 

endogenous latent variable; it is explained by the four exogenous 

variables ESI, PP, WTP and COC. Additionally, the R² value of PB was 

0.477, which indicates 47.7% variance in the endogenous latent 

variable; it is explained by the exogenous variable PI. The cut-off point 

of 0.10 for R² as a minimum is acceptable (Falk & Miller, 1992). For 

Cohen (1988), R2 values of 0.26, 0.13 and 0.02 for the endogenous 

variables are substantial, moderate, and weak, respectively. 

Therefore, the R2 values of the two endogenous latent variables (PI 

and PB) were in a substantial range. To verify the study model’s 

predictive relevance, the cross-validated redundancy value must be 

greater than zero (Fornell & Larcker, 1994; Hair et al., 2011). The results 

in Table 4 show that the cross-validated redundancy values of GDI is 

0.531, which shows an adequate predictive relevance of the study 

model.  

Table 4. R² and Predictive Quality Indicators 

Dependent Variable Variable 

Type 

R 

square 

Cross-

Validated  

Redundancy 

Cross-

Validated  

Communality 

Purchase Intention 

(PI) 

Endogenous 0.628 0.528 
0.535 

Purchase Behaviour 

(PB) 

Endogenous 0.477 0.382 0.379 

 

The structural model tested the postulated hypothesized relationships 

by looking at the study model path coefficient using a bootstrapping 

resampling technique with 5,000 subsamples (Hair et al., 2016; 

Henseler et al., 2009). In particular, it focuses on how the independent 

variables (i.e. ESI, PEP, WTP and COC) affect PI and hence PB of Saudi 

Arabian consumers of green products. The bootstrapping test results 

for the study variables include path coefficients, t-values and p-

values, as shown in Table 5. Consequently, the effect of ESI on young 

consumers’ intentions to purchase green products was significant (β 

= 0.181, t =2.185, p <0.05), confirming H1. Also, PEP significantly 

influenced young consumers’ intentions in purchasing a green 

product (β = 0.224, t =2.023, p <0.05), supporting H2. Additional testing 

of the path coefficient showed that WTP significantly affected young 

consumers’ green product purchasing intention (β = 0.226, t =2.893, p 
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<0.01), meaning that H3 is confirmed. A collectivism culture has a 

significant and positive effect on young consumers’ intentions in 

purchasing green products (β = 0.217, t =3.125, p <0.01), supporting 

H4. Lastly, PI is significantly related to PB (β = 0.690, t =14.542, p <0.001). 

Therefore, it is concluded that H5 is supported.  

Table 5. Bootstrapping Results 

No. 
Hypothesis 

Path 

Path 

Coefficien

t 

Standard 

Error 
T Value P Value 

Result  

H1 ESI -> PI 0.181* 0.083 2.185 0.029 Supported 

H2 PP -> PI 0.224* 0.111 2.023 0.044 Supported 

H3 WTP -> PI 0.226** 0.078 2.893 0.004 Supported 

H4 COC -> PI 0.217** 0.069 3.125 0.002 Supported 

H5 PI -> PB 0.690*** 0.047 14.542 0.000 Supported 

***p < 0.001, **: p<0.01; **: p<0.05 

Discussion and Conclusion 
This study is among the first to contribute to the existing body of 

knowledge by incorporating environmental self-identity, peer 

pressure, willingness to pay and collectivism culture as antecedents 

of green purchasing intention and green behavioural intentions 

among young consumers in an emerging market, based on the TPB 

framework. The study’s objective was achieved by examining the 

determinants of purchasing behaviour towards green products 

amongst young consumers in a Saudi Arabian context. It contributes 

significantly to the green marketing literature by integrating unique 

variables, to identify the most significant factors influencing 

purchasing decisions towards green products. The study proves the 

premise of the TP Band, which by extension provides empirical 

evidence for the significance of the TPB variables and the additional 

variables, namely, collective culture in predicting the purchase 

intention and behaviours decisions towards green products among 

young Saudi consumers. The findings demonstrate a strong positive 

influence of ESI on their intention to purchase green products. The 

findings are consistent with those of several other authors (Barbarossa 

& De Pelsmacker, 2016; Nguyen et al., 2016; Sparks et al., 1995). The 

more strongly these individuals see themselves as acting 

environmentally, the greater their intention towards purchasing green 

products. This significant role of environmental self-identity in 

purchasing green products should thus be leveraged by marketers 

and policymakers. They should focus on the personal benefits which 

the consumer can derive from purchasing and consuming green 

products in terms of enhancing their environmental self-identity. 

Additionally, marketers should design appropriate communication 
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strategies to create positive perceptions about eco-friendly products 

in regard to opportunities to contribute to both good health and the 

environment.  

The results confirm that peer pressure strongly affects the behavioural 

intentions of young Saudi consumers in purchasing green products. 

This shows that social norms are a vital construct in forming these 

behavioural intentions. This is in line with previous studies, for example 

Sharaf and Isa (2017). Additionally, it supports the argument of Gillani 

(2012) that young consumers’ behaviour, as well as their decisions, are 

influenced by peer pressure expectations. This shows that peer 

pressure has a major role in the behavioural intentions of young 

consumers towards green products in Saudi Arabia. Thus, marketers 

should construct strategies focusing more on social media, especially 

Snap-shot, Instagram and Twitter, as they are popular among Saudi 

Arabian youth.  

The results also show a significant association between the 

behavioural intention of young consumers towards green products 

and willingness to pay. The findings agree with previous studies (e.g. 

Chaudhary, 2018; Prakash & Pathak, 2017; Shrum et al., 1995). 

However, other studies, such as Ling (2013), found a negative 

correlation between the behavioural intention of consumers to buy 

green personal care products and willingness to pay more. Our results 

show that young Saudi Arabian consumers show greater willingness to 

pay more if the green products are available, disagreeing with 

research showing that price is one of the barriers to green product 

consumption (Bezawada & Pauwels, 2013; Gleim et al., 2013; Nasir & 

Karakaya, 2014). The fact that young consumers’ are willing to pay 

more for a green product suggests that they have more knowledge 

about green products. Thus, marketers can enhance the spread of 

knowledge amongst consumers regarding the importance of 

purchasing green products through implementing effective 

marketing channels which will lead to green consumption patterns.  

Researchers such as Cho et al. (2013), Leonidou et al. (2010) and 

Sreen et al. (2018) have found a significant influence of cultural values 

(in terms of collectivism) on young consumers’ intention to purchase 

a green product. People in a collectivist society will sacrifice an 

individual goal for a group goal, attempting to make a decision which 

society supports. Marketers and governments must focus on instilling 

collective beliefs on individual groups so that purchasing intention for 

green products increases. Accepting a green product can help to 

provide a positive belief regarding it. This can be achieved by 

consumer awareness regarding societal benefits from these products. 

Hence an improved understanding of the antecedents of green 
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purchasing intention provides green marketers and the Saudi 

Government with useful insight into improving the effectiveness of 

their promotional and educational campaigns.  

Therefore, marketers, policymakers and socio-environmental 

organizations in Saudi Arabia should promote green products via 

mass media (e.g. TV, advertisements, radio) and social media (e.g. 

Facebook, Twitter, Instagram) to attract customers’ intention toward 

green products. 

In addition, this study significantly contributes to knowledge by 

investigating the effects of behavioural intention to purchase, which 

previous studies have failed to investigate in the Saudi Arabian 

context. Of the study’s hypotheses, the strongest relationship 

between the variables confirms the TPB framework’s robustness in 

predicting the purchasing behaviour of green product consumers in 

different cultures, such as Arab culture, and in Saudi Arabia in 

particular. This result is consistent with previous studies (e.g., 

Chaudhary, 2018; Prakash & Pathak, 2017; Yadav & Pathak, 2017). This 

research contributes to the literature by extending TPB through the 

inclusion of additional constructs, specifically collectivism which is a 

significant predictor of behavioural intention in purchasing green 

products amongst young Saudi consumers. Crucially, it concludes 

that environmental self-identity, peer pressure, and willingness to pay 

are significant antecedents of behavioural intention to purchase. This 

opens the door for additional research on purchasing intention and 

behaviour by employing additional constructs in the TPB framework.  

Limitations and suggestions for future studies 
Although this study contributes to the green product literature, like any 

other study it is not without limitations. First, it was conducted in one 

city using a convenience sample. Consequently, the findings can not 

be generalized to every Saudi consumer. Additionally, other variables 

mentioned in the marketing literature which might affect consumer 

purchasing behaviour, such as price conciseness and social media 

marketing, were not included in this study. In future research, this study 

could be replicated using different samples and adding other 

variables to the research model, which might offer a better 

understanding of the green purchasing concept. Second, the study’s 

scope was restricted to green products in general. Thus, it is 

recommended to further investigate this model with specific green 

products to gain additional insight. Third, this research used a cross-

sectional research method to test the hypothesized relationships. 

Therefore, using a longitudinal approach would be an advantage in 

validating the results.  
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