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Purpose of the study: Despite growing concerns about environmental problems and the growth in sustainable 
consumption globally, the African continent is arguably lagging behind when it comes to green consumption. 
Due to the dearth of literature on the green buying behaviour of African millennials, little is known about the 
drivers of the green buying behaviour of this cohort. Thus, the purpose of this study is to propose and test a 
hypothetic model delineating the drivers of the green buying behaviour of millennials in South Africa. 
Design/methodology/approach: The study was underpinned by a positivist paradigm and a quantitative 
approach was implemented. A cross-sectional design, in which data from 324 valid responses was collected 
using a structured online survey from QuestionPro, was employed. Structural equation modelling (SEM) using 
IBM SPSS Amos 26 was used for data analysis and hypothesis testing. 
Findings: The findings revealed that social influence, product knowledge and behavioural intention had a 
positive and significant influence on green buying behaviour and that environmental attitude, social influence, 
product knowledge and perceived price had a positive and significant influence on behavioural intention. 
Recommendations/value: By presenting insights from an understudied consumer cohort, namely, millennials 
in an emerging African economy, this study contributes to the body of literature that informs the understanding 
of green purchasing behaviour. 
Managerial implications: The study has practical implications for a consumer segment that has not been 
adequately explored in South Africa. Marketing managers are presented with an opportunity to tap into a 
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lucrative market, namely, the millennials. This means that marketing managers should not only make green 
products available on store shelves in critical masses but should also invest in developing customised 
marketing communication strategies to create more awareness of these products. 
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Behavioural intention; Environmental attitude; Environmental awareness; Green buying behaviour; Perceived 
price; Millennials; Product knowledge; Social influence 
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1. INTRODUCTION 

The advent of climate change has arguably resulted in a shift in consumers’ consumption 

behaviour towards more sustainable patterns. Consistent with this trend, research and 

literature on sustainable and green consumption has proliferated on a global scale (Jaiswal & 

Kant, 2018; Cheung & To, 2019; Rausch et al., 2021), including in South Africa (Dilotsotlhe & 

Inseng, 2020; Koloba, 2020; Maziriri, 2020). The aforementioned literature on the 

phenomenon of green consumption indicates that consumers have become more sensitised 

to the well-being of the environment and the need to preserve it. Consumers are, therefore, 

interested in green products, as confirmed by several scholars (Nguyen et al., 2019; Pham et 

al., 2019; Patel et al., 2020; Wang, Wong et al., 2020; Ashinze et al., 2021). The explosion of 

literature on sustainability is an indication of the importance of the topic generally and in the 

scholarly community. Recent literature suggests that sustainable consumption is important 

because it may help marketers to supply healthier and more ethical products while also helping 

the environment (Biswas, 2020). 

While the appreciation of green products in developed markets has steadily increased, along 

with considerable growth in the scholarly literature, the situation is arguably different on the 

African continent (Ndofirepi & Matema, 2019). In particular, literature on the green buying 

behaviour of African millennials is scant. As such, little is known about green consumption and 

the determining factors in this massive and important market segment. Though there are 

several definitions of green products in the literature, in general, they are defined as products 

that have the potential to protect the environment and have little impact on it. Moreover, these 

are products that are environmentally friendly, and their production processes do not exert 

much negative influence on the environment (Ansu‑Mensah, 2021). 

Due to its size and manifest buying power prospects, the millennial market segment in the 

African continent cannot be overlooked by policymakers, marketers, and scholars alike. For 
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instance, a report by the United Nations (2018) reveals that Africa is the only region in the 

world where the youth is increasing and is expected to constitute 51% of the total population 

by 2050. This will result in a young and fast-growing middle class, which will inevitably want a 

higher standard of living, leading to greater consumption (World Economic Forum, 2021). 

Therefore, this gap in the literature justifies that specific research on the green buying 

behaviour of millennials in the African context is carried out. Thus, this paper aimed to 

investigate the determinants of the green buying behaviour of millennials in South Africa. 

2. LITERATURE REVIEW 

This section provides the literature review of works on the green buying behaviour of 

millennials, the theoretical lens underpinning this study and the research model and 

hypothesis development. A discussion on the key constructs which make up the research 

model ensues. 

2.1 Millennials’ green buying behaviour 

Green buying behaviour refers to behaviour that directly benefits the environment as part of 

the transition to sustainability, such as buying green products (Wang-Wong et al., 2020). A 

global plethora of research examines the phenomenon of green buying behaviour generally, 

but research that specifically focuses on the millennial market from emerging economies in 

the African context is scant.  

More recently, a global movement has emerged towards what has been called the millennial 

moment, which signifies when the millennial generation will dominate the political and 

economic spheres of society (Naderi & Van Steenburg, 2018). Therefore, scholars, 

practitioners, and policymakers in the African continent need to appreciate that the millennial 

consumer segment can no longer be ignored. Creating green marketing policies and strategies 

that are relevant for the millennial generation requires an understanding of the factors that 

influence the customer behaviour of this generation (Chaudhary & Bisai, 2018). 

From a marketing perspective, millennials are a technologically savvy generation that is 

confident and more independent than other generations. This generational cohort is not only 

aware of the environmental consequences of their actions but they are also motivated to 

contribute to a more sustainable lifestyle (Licsandru & Cui, 2019). Although there is no 

consensus in the literature on the exact year that millennials were born, the term ‘millennials’ 

in this paper refers to people who were born between 1980 and 2002 (Kaifi et al., 2012). As 

research that specifically focuses on the millennial market in emerging economies in the 
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African context is scant, it is vital to study the drivers of the buying behaviour of millennials 

from the perspective of an emerging African economy such as that of South Africa. 

2.2 Underlying theory 

The theory of planned behaviour (TPB) serves as the theoretical framework for this study. It 

was developed by Ajzen (1985) as a revision of the theory of reasoned action (TRA) 

formulated by Fishbein and Ajzen (1975). The TPB asserts that intention is the most important 

determinant of whether to engage (or refrain from engaging) in a certain behaviour (Ajzen, 

1991). 

According to the TPB, a person’s attitude affects whether or not they intend to engage in a 

particular behaviour based on their overall evaluation of the behaviour. In this nexus, the actual 

behaviour is believed to be a kind of behavioural control and the direct result of behavioural 

intention. A person’s subjective norm is their perception of the influence of important 

individuals on them to perform the behaviour, while their perceived level of behavioural control 

refers to the extent of control they feel over the behaviour, as determined by the opinions of 

important referents (Ajzen, 2005). In a nutshell, the TPB combines affective, cognitive, and 

conative components to assess a person’s propensity to engage in certain behaviours (Ajzen, 

2005; Dilotsotlhe, 2021). 

The TPB has been used widely, and extensions have been made by several scholars of 

consumer behaviour to gain a better understanding of the influence of the three components 

on product buying behaviour from a psychological perspective. Numerous studies have 

proven the relevance and the robustness of the theory, which shows that it can be applied to 

many different industries and situations (Taufique & Vaithianathan, 2018; Ting et al., 2019; 

Zhang et al., 2019; Liao et al., 2020; Yarimoglu & Gunay, 2020). 

However, like its predecessor, the TPB has limitations. For instance, the theory places 

significant focus on the relationship between intention and behaviour, which suggests that 

situational consistency remains an important predictive factor (Razali et al., 2020). The TPB 

is also often criticised for its lack of clarity on how belief structures relate to the antecedents 

of intention. Ajzen (1991) admits, however, that despite these limitations, the TPB is open to 

the inclusion of additional constructs that can show a significant variation in intention as well 

as behaviour when compared to other constructs. Thus, in this paper, the drivers of the green 

buying behaviour of millennials are modelled from an emerging market perspective using the 

TPB as the theoretical framework. 
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2.3 Research model and hypothesis development 

Based on the literature reviewed, certain variables namely – environmental awareness, 

environmental attitude, social influence, product knowledge, perceived price, and behavioural 

intention – were identified to develop the research model explaining green buying behaviour; 

these variables are depicted in Figure 1. Each variable is described and operationalised in the 

sections that follow. 

Figure 1: Proposed research model  

 

Source: Author's own creation 

2.3.1 Environmental awareness 

Environmental awareness is defined as the knowledge and understanding of the problems 

associated with the environment (Du et al., 2018). Green consciousness has been shown to 

influence human behaviour in several ways, such as by reducing unsustainable consumption 

behaviours and helping consumers establish preferences for items that conform to 

environmental standards (Ahmed et al., 2020). 

Environmental awareness is distinguished not only by its psychological aspects but also by 

the feelings and experiences associated with a particular behaviour (Ogiemwonyi, 2022). 
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Therefore, a strong sense of self-belief and moral duty to adopt the necessary measures to 

minimise the negative effects of non-sustainable actions develops when consumers are aware 

of the possible consequences of such actions (Ojo & Fauzi, 2020). This means that consumers 

are more inclined to adopt environmentally friendly (green) consumption behaviour when they 

have a better awareness of environmental issues. It should be stressed that knowledge of 

green products and environmental awareness are closely related constructs (Shahzad et al., 

2021). 

A similar argument is made by Dursun et al. (2019), who claim that objective environmental 

knowledge can be used to encourage changes towards sustainable consumption habits and 

remove the psychological barriers that young consumers face when engaging in pro-

environmental behaviour. Accordingly, it is postulated in this paper that millennials’ 

behavioural intention and green buying behaviour are positively influenced by environmental 

awareness. The following hypotheses are formulated: 

H1: Environmental awareness has a positive significant impact on behavioural intention. 

H2: Environmental awareness has a positive significant impact on green buying behaviour. 

2.3.2 Environmental attitude 

The attitude of an individual is recognised in the literature as one of the key factors determining 

behaviour (Trivedi et al., 2018; Otto et al., 2019; Faize & Akhtar, 2020; Kaur et al., 2022). 

Ajzen (1991) asserts that attitude is based on a judgement of whether a specific behaviour is 

desirable or not. As attitudes play an important role in influencing behaviour, particularly as it 

relates to the actual purchase and consumption of items, attitudes towards the environment 

are therefore valuable in terms of increasing consumers’ knowledge regarding 

environmentally friendly products (Dhir et al., 2021). This means that a consumer’s ability to 

create strong positive attitudes towards environmentally friendly products could lead to a 

considerable increase in their willingness to purchase these goods (Liu et al., 2020). 

However, despite the gap between attitudes and behaviour that has been acknowledged in 

the literature, evidence indicates that a causal relationship exists between the two variables. 

For instance, most recent studies (Nguyen et al., 2019; Dhir et al., 2021; Shimul et al., 2022) 

have demonstrated a causal link between consumers’ attitudes and their consumption 

behaviour in terms of green products. Other studies (Sadiq et al., 2021; Zheng et al., 2021) in 

India and Bangladesh suggest that a key determinant of intention is attitude as it influences 

consumers’ behavioural decisions. The following hypotheses, based on the above discussion 

on environmental attitude, are proposed: 
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H3: Environmental attitude has a positive significant impact on behavioural intention. 

H4: Environmental attitude has a positive significant impact on green buying behaviour. 

2.3.3 Social Influence 

Most consumer behaviour scholars agree that individuals and/or groups have a profound 

influence on society in terms of their traditions and cultural trends. This implies that social 

factors have a significant impact on how people or groups act generally. Social influence is 

defined as the social pressure exerted by members of a particular group; because of this 

pressure, members of the group change their attitudes to meet the demands that are generally 

recognised as valid by society (Ajzen, 1991). It is worth noting that social influence has been 

studied and conceptualised from various perspectives, none of which necessarily contradict 

one another. For example, the TPB provides a conceptualisation of subjective norms that 

helps to explain how society influences people’s behaviour, which is exactly what social 

influence is (Chen et al., 2018). 

Based on this perspective, studies on green customers consider consumer social influence 

and attitudes towards green products. For instance, Ojo and Fauzi (2020) contend that social 

influence might have a significant impact on a person’s willingness to buy green products. 

According to the findings of relevant studies, consumers’ views about products are influenced 

by the perceptions of their social groups (Chen et al., 2018; Hu et al., 2019; Rezaei et al., 

2020). The above argument clearly indicates that people act in a certain way depending on 

their preferences or attitudes towards a particular product, as well as their desire to win the 

approval of their significant others or to gain social recognition. Based on this discussion, the 

hypotheses are as follows: 

H5: Social influence has a positive significant impact on behavioural intention. 

H6: Social influence has a positive significant impact on green buying behaviour. 

2.3.4 Product knowledge 

Consumer awareness of environmentally friendly products is part of green product knowledge, 

and this knowledge can help in the development of certain beliefs related to environmental 

issues (Kim & Stepchenkova, 2019). Naseem et al. (2022) stress that consumers’ perception 

and evaluation of green products are particularly dependent on their level of knowledge 

regarding these products. Biswas (2020) maintains that educating people about the 

environment has been linked to increased awareness of the environment in these people and, 

consequently, increases their motivation to act appropriately. Consumers can decrease 
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information asymmetry and increase their likelihood of making informed buying decisions by 

evaluating green items holistically (Liobikienė & Poškus, 2019). 

Studies have found that knowledge of green products is associated with consumers’ attitudes 

towards purchasing these products. For instance, it was demonstrated in a study by Yue et al. 

(2021) how customers’ understanding of product labels affects their green behaviour. 

Likewise, studies conducted in the South African context have found that consumers are more 

inclined to purchase green products if they know the product labels (Issock et al., 2018). Based 

on the above arguments, consumers who are more knowledgeable about green products will 

be more environmentally conscious and responsible. As such, the following hypotheses are 

posited: 

H7: Product knowledge a positive significant impact has an impact on behavioural intention. 

H8: Product knowledge has a positive significant impact an impact on green buying behaviour. 

2.3.5 Perceived price 

The consensus in the literature is that price is a measure of how much money consumers are 

willing to spend on a particular product or service (Fahy & Jobber, 2019). Price is widely 

regarded as the consumers’ general assessment of the scope and extent of the benefits that 

accrue from purchasing a product and/or service. In addition to determining the benefits and 

efficacy that accrue to consumers from using a product, the price can also be defined as the 

amount of time and effort consumers devote to using a particular product and/or service (Nkoyi 

et al., 2019). Although there are concerns about the higher prices of green products, the 

literature shows that using these products has advantages over using conventional items and 

people are therefore prepared to pay more for these products (Ashinze et al., 2021). 

Consumers are thus motivated more by the perceived value of green products than by their 

actual pricing. 

Generally, consumer perceptions of the value of green products are influenced by perceived 

price; the higher the perception of value, the more likely consumers are to purchase green 

products (Kumar et al., 2021). Previous research (Irfan et al., 2020; Ashinze et al., 2021) has 

shown that behavioural adoption is directly and significantly associated with price. The results 

of earlier studies show that consumers are more inclined to buy green products based on their 

expectations of sustainability, attitudes towards the environment and preferences regarding 

product choice (Luo et al., 2022). It can therefore be concluded that perceived price plays a 

key role in the process of consumer purchasing as it serves as an important indicator of 

consumer judgements and determines whether consumers are inclined to make a purchase 
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(Wang et al., 2019). Based on the aforementioned literature on perceived price, the 

hypotheses are as follows: 

H9: Perceived price has a positive significant impact on behavioural intention. 

H10: Perceived price has a positive significant impact on green buying behaviour. 

2.3.6 Behavioural intention 

Behavioural intention is one of the fundamental elements of TBP, as mentioned previously. 

According to Hamzah and Tanwir (2021), green customers are regarded as people who 

identify with and use green products. The authors maintain that these consumers may also be 

referred to as responsible shoppers because they make purchases that have a positive 

influence on the environment. Chin et al. (2018) argue that behavioural intention is a 

consumer’s predisposition to buy green products based on personal preferences, thereby 

better satisfying the needs of the consumer. Amoako et al. (2020) suggest that having a 

favourable attitude towards green products increases the likelihood of forming a green 

behavioural intention to engage with these products. This is confirmed by recent studies 

(Pham et al., 2019; Sadiq et al., 2021; Zheng et al., 2021), which have shown that consumers’ 

attitudes play a significant role in their intention to perform the specified behaviour. 

While there is consensus among the above-mentioned scholars that attitudes affect a 

consumer’s intention to purchase green products, other scholars (Patel et al., 2020; Wang, Li 

et al., 2020) contend that behavioural intention is an important factor in determining buying 

behaviour. This is in line with the central principle of the TPB, namely, that an individual’s 

behavioural intention is shaped by a combination of three fundamental factors, namely, 

attitude, subjective norm, and perceived behavioural control, while the proximal predictor of 

actual human behaviour is behavioural intention. Accordingly, in this paper, the causal 

relationship between behavioural intention and green purchase behaviour is theorised, as 

depicted in Figure 1. Thus, the following hypothesis is proposed: 

H11: Behavioural intention has a positive significant impact on green buying behaviour. 

3. METHODOLOGY 
This section presents the investigative methodology employed for this empirical study. The 

key elements of methodology – philosophical position and research paradigm, target 

population and sampling approach, the research instrument and data collection and analysis 

– are briefly discussed in the subsequent sections. 
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3.1 Philosophical position and paradigm 

Research philosophy is defined as the overarching term that relates to the development of 

knowledge and the nature of that knowledge, providing the overarching paradigm within and 

from which researchers operationalise their inquiry (Saunders et al., 2012). A paradigm is a 

particular way of viewing the world and a framework of assumptions that reflects a shared set 

of philosophical beliefs about the world; the chosen paradigm places strict guidelines and 

principles on how the research should be conducted (Burns & Burns, 2008). As knowledge 

regarding the modelling of the drivers of the green buying behaviour of millennials in an 

emerging economy should be based on facts and that facts are empirically and systematically 

established through recognised scientific methods, the researchers decided to frame the 

investigation within a positivist paradigm, which is associated with quantitative research 

methods. 

3.2 Target population and sampling approach 

A target population consists of every possible consumer who possesses the information 

sought by the research study; a sample refers to a subset of the target population (Burns & 

Bush, 2014). While the debate on who constitutes this generational cohort continues in the 

literature, in this paper, the characterisation by Jain and Dutta (2019) that the millennial 

generation comprises individuals who were born between 1980 and 2000 is preferred. As they 

are thought to be the most active, knowledgeable, and sensitive generation in terms of their 

purchasing behaviour and decisions, millennial consumers have been carefully chosen as the 

unit of analysis in this empirical study (Francis & Sarangi, 2022). 

As covariance structural equation modelling (SEM) was the analysis method of choice, the 

sample size was determined using the recommendations made by Hair et al. (2014). They 

recommend a minimum of 300 respondents for a complex model with seven constructs. As 

the proposed research model has seven latent variables, a sample size of 324 respondents 

was considered adequate for carrying out data analysis. 

3.3 Research instrument, data collection and analysis 

The research instrument for the study consisted of designing an online questionnaire using 

the QuestionPro platform and making use of all its features to create the best possible 

questionnaire design. The first section of the survey consisted of questions related to the 

demographic profile of the respondents, including variables such as age, educational 

background, and province of residence. The second section comprised a five-point Likert 

scale, with ‘1’ denoting ‘strongly disagree’ and ‘5’ denoting ‘strongly agree’, to assess the level 
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of disagreement with each of the statement items measuring the seven constructs. In total, 

the second section contained 35 Likert scale statements. The scale items used and the 

sources from which they were adapted are shown in Table 1. Using QuestionPro's 

customizable templates, branching logic, and skip functionalities, the survey was meticulously 

structured to enhance clarity, engagement, and ease of response comprehension. To ensure 

a well-represented sample, the survey was exclusively disseminated to Millennials via 

targeted online platforms and social media channels frequented by this demographic. 

Stringent measures were implemented to maintain the confidentiality and anonymity of 

respondents' data. The survey was active for a specified period, purposefully designed to 

gather a substantial volume of responses from the targeted demographic.  

Table 1: Items for the data collection instrument 
Construct Items Adapted from 
Environmental 
awareness 

 I am well-informed about environmental issues in South Africa. 
 I am aware of the impact of non-ecological products on the 

environment. 
 Pollution is an important cause of health problems today. 
 The natural balance is fragile and vulnerable to damage. 
 I believe teachings on environmental issues can increase 

awareness among consumers. 

Chen et al. 
(2018) 

Environmental 
attitude 

 My involvement in environmental activities today will help save the 
environment for future generations. 

 It is essential to promote green living in South Africa. 
 I (strongly) support that more environmental protection works are 

needed. 
 I do not buy products that harm the environment. 
 Whenever possible, I buy products packaged in reusable 

containers. 

Chen et al. 
(2018); Issock et 
al. (2018) 

Product 
knowledge 

 Green products are healthy. 
 Green products are for the environment. 
 Green products are easily accessible in stores. 
 It is easy to differentiate green products from conventional 

products. 

Han et al. (2019) 

Perceived price  The higher the price of a green product brand, the better the 
quality. 

 I am willing to pay a premium price to acquire green products. 
 I purchase green products at sale prices. 
 Green products are reasonably priced. 
 The price of green products affects my purchasing decisions. 

Venkatesh et al. 
(2012); Chen et 
al. (2018)  

Social 
influences 

 The purchase of green products will help me gain social approval. 
 I would buy green products on friends’ suggestions/preferences to 

buy them. 
 Green products could improve the way I am perceived. 
 My family and friends would think it is a good thing for me to use 

green products.  

Venkatesh et al. 
(2012); Yadav & 
Pathak (2017) 

Purchase 
intention 

 I will purchase green products for personal use. 
 I am willing to purchase green products for personal use. 
 I will make an effort to purchase green products. 
 I intend to purchase green products. 
 I will purchase green products in my next purchase. 

Kim et al. (2013); 
Sreen et al. 
(2018) 

Green purchase 
behaviour 

 I have been purchasing green products regularly. 
 I have green purchasing behaviour for my daily needs products. 
 I have purchased green products over the past six months. 
 Whenever possible, I buy products packaged in reusable 

containers. 

Wan et al. 
(2012); Do Paço 
et al. (2014) 
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 I buy products that can be recycled. 

 

During the process of data analysis, the captured data were analysed, described, and 

interpreted systematically. The data included the demographic profiles of the respondents and 

other descriptive statistics. The main data analysis was carried out using SEM with IBM SPSS 

AMOS 26. SEM represents a flexible and comprehensive methodology for representing, 

estimating, and testing a theoretical model to explain as much of its variance as possible 

(Ramlall, 2017). 

Primarily, the purpose of the analysis in SEM is to evaluate the structural relationships of the 

variables specified in the research model. The procedure for data analysis followed the 

traditional SEM two-step approach, namely, confirmatory factor analysis (CFA) and the 

assessment of the structural model. For the CFA and reliability and convergent validity, 

discriminant validity was assessed; for the structural model analysis, the standardised 

regression path (β) and coefficient of determination (R²) were used. The results of the analysis 

are presented in the following section. 

4. PRESENTATION OF FINDINGS 
This section will present the results of the empirical study, which will include a description of 

the sample, confirmatory factor analysis, structural model, and hypothesis testing.  

4.1 Description of the sample 

Based on the frequencies and percentages depicted in Table 2, the study sample was 

balanced demographically. The results show that most study participants were between the 

ages of 22 and 26 years (n = 117; 36%). The results further show that female participants (n 

= 189, 58%) were predominant over male participants (n = 135; 42%). Concerning the level of 

education, most respondents had a degree (n = 102; 32%). 

Table 2: Demographic profile of respondents 
Answer  Frequency % 

Age  
17–21 years 60 19 

22–26 years 117 36 

27–31 years 75 23 

32–36 years 56 17 

37–39 years 16 5 

Total 324 100 
Gender 
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Answer  Frequency % 
Male 135 42 

Female 189 58 

Total 324 100 
Level of education 
High school 81 25 

Diploma 59 18 

Degree 102 32 

Postgraduate qualification 82 25 

Total 324 100 
Frequency of purchasing green products 

Mostly 59 18 

Sometimes 154 48 

Not sure 62 19 

Rarely 36 11 

Not at all 13 4 

Total 324 100 

Source: Own construction 

In the online survey, respondents were asked to indicate how often they bought green 

products; the results show that nearly half of them (48%) did so sometimes. This was followed 

by those who were not sure whether they bought green products (19%). A total of 11% of 

respondents indicated that they rarely bought green products, and 4% responded ‘not at all’ 

to the question of how often they bought green products. 

4.2 Confirmatory Factor Analysis 

SEM using IBM SPSS Amos version 26 was the preferred data analysis method. A two-stage 

procedure was followed – an assessment of the measurement model, followed by an 

assessment of the structural model. During the first phase, CFA, using the maximum likelihood 

estimation, was carried out to assess the fit indices, construct reliability and validity. The 

analysis revealed that, although they were close to the required thresholds, the fit indices of 

the initial model did not meet all the acceptable criteria, for instance, about four items, namely. 

EA1, EAT5, BI5, and GPB5 had low factor loadings. As such, the concerned items had to be 

removed from the initial measurement model so that it could be improved.  

After the four items were removed, the modified measurement model showed acceptable fit 

indices based on the common thresholds (Malhotra et al., 2017): the chi-square/degree of 

freedom (CMIN/DF = 1.617), the root mean square error of approximation (RMSEA = 0.044), 

the normed fit index (NFI = 0.917), the comparative fit index (CFI = 0.966), the Tucker–Lewis 
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index (TLI = 0.962) and the goodness-of-fit index (GFI = 0.890). The CFA proceeded to assess 

the psychometric properties of the measurement model to confirm the structure of the scale 

through construct reliability, convergent validity, and discriminant validity tests based on the 

recommendations of Hair et al. (2014). 

The reliability of the latent constructs was determined using Cronbach’s alpha, and the 

convergent validity was assessed by considering the item factor loadings, the average 

variance extracted (AVE) and the composite reliability (CR). The results in Table 3 show that 

the reliability of the scale was confirmed in that all Cronbach’s alpha readings were above the 

threshold of 0.7. Convergent validity was established in that the factor loadings were above 

0.5, the CR score was above 0.7, and the AVE was above 0.5, in line with the guidelines in 

the methodology literature (Hair et al., 2014; Malhotra et al., 2017). 

Table 3: Statistical Evidence of Reliability and Convergent Validity 
Construct Item Factor 

loading 
Cronbach’s 
alpha 

CR AVE 

 

Environmental 
awareness 

EA2 0.673  

0.881 

 

0.879 

 

0.647 EA3 0.756 

EA4 0.808 

EA5 0.727 

 

 

Environmental attitude 

EAT1 0.738 

0.891 0.880 0.647 
EAT2 0.763 

EAT3 0.770 

EAT4 0.769 

 

 

Product knowledge 

PK1 0.745 

0.882 0.887 0.616 

PK2 0.785 

PK3 0.752 

PK4 0.765 

PK5 0.542 

 

 

Product price 

PP1 0.661 

0.846 0.818 0.535 
PP2 0.748 

PP3 0.681 

PP4 0.643 

 

 

Social influence 

SI1 0.664 

0.912 0.906 0.661 
SI2 0.780 

SI3 0.818 

SI4 0.840 
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Construct Item Factor 
loading 

Cronbach’s 
alpha 

CR AVE 

SI5 0.778 

 

 

Behavioural intention 

BI1 0.817 

0.926 0.926 0.758 
BI2 0.849 

BI3 0.822 

BI4 0.820 

 

 

Green buying behaviour 

GBB1 0.779 

0.859 0.850 0.589 
GBB2 0.758 

GBB3 0.742 

GBB4 0.550 

Source: Author’s own construction 

The Fornell-Larcker criterion was also used to assess the discriminant validity by comparing 

correlations between all pairs of constructs with the square root of the AVE of each construct 

(Malhotra et al., 2017). The results in Table 4 indicate that there is no discriminant validity 

concern between any of the constructs because the square root of the AVE of all the constructs 

is above the inter-construct correlation value of the constructs (Malhotra et al., 2017). 

Table 4: Correlation Matrix To Assess the Discriminant Validity. 

 BI EA EAT PK PP SI GBB 

Behavioural intention 0.871             

Environmental awareness 0.400 0.804           

Environmental attitude 0.468 0.739 0.805         

Product knowledge 0.625 0.556 0.559 0.785       

Product price 0.606 0.333 0.304 0.541 0.731     

Social influence 0.547 0.235 0.285 0.527 0.497 0.813   

Green buying behaviour 0.721 0.322 0.363 0.713 0.591 0.677 0.767 

Notes: AVE in bold and squared correlations below the diagonal; BI = Behavioural intention, EA = Environmental awareness, 
EAT = Environmental attitude, PK = Product knowledge, PP = Product price, SI = Social influence, GBB = Green buying 
behaviour 
Source: Author’s own construction 
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4.3. Structural model and hypothesis testing 

In the second phase, the hypothesised causal relationships between the latent constructs 

were tested through a structural model, once again using the maximum likelihood estimation 

performed in Amos version 26. The results of the empirical assessment of the research model 

theorised in this paper are reported in Table 5 and depicted graphically in Annexure A (the full 

hybrid structural model). Before testing the causal relationships stated in the hypotheses, the 

fit of the model was assessed. 

Table 5: Path analysis 

Structural path Path 
estimate 

p Hypothesis decision 

Green buying behaviour ← Environmental awareness −0.068 0.379 H1 Not supported 

Green buying behaviour ← Environmental attitude −0.038 0.631 H2 Not supported 

Green buying behaviour ← Social influence  0.333 *** H3 Supported 

Green buying behaviour ← Product knowledge  0.403 *** H4 Supported 

Green buying behaviour ← Perceived price 0.095 0.152 H5 Not supported 

Behavioural intention ← Environmental awareness −0.04 0.629 H6 Not supported 

Behavioural intention ← Environmental attitude 0.24 0.004 H7 Supported 

Behavioural intention ← Social influence 0.267 *** H8 Supported 

Behavioural intention ← Product knowledge  0.281 *** H9 Supported 

Behavioural intention ← Perceived price 0.351 *** H10 Supported  

Green buying behaviour ← Behavioural intention 0.328 *** H11 Supported 

*** Significant at the 0.001 level (two-tailed) 
Source: Author’s own construction 
 

The results indicate satisfactory fit indices for the structural model (chi-square = 836.950; p = 

.000; df = 387), as follows: CMIN/DF = 2.163; GFI = .860; AGFI = 0,832; NFI = .887; TLI = 

.927; CFI = .935; RMSEA = .060. Thus, the structural model fits the data satisfactorily and the 

analysis can therefore proceed with the hypothesis testing. The structural model shows that 

the model explains up to 42% (R2 = 0.425) of the variance of behavioural intention, and 64% 

(R2 = 0.644) of the variance of green buying behaviour, which are considered to be moderate 

predictive power, and acceptable 
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The results of the hypothesis testing are summarised in Table 5 and the statistical significance 

of the hypothesised relationships is indicated. Path estimates indicate the strength and the 

direction of the relationship; p values demonstrate the significance of the predictive effect; and 

hypothesis decisions are made based on p values being significant at the 0.001 level (two-

tailed). 

Table 5 shows that of the 11 causal relationships hypothesised in this study, seven are 

statistically significant, and the hypotheses that inform them are therefore supported. These 

are the relationships between the following: social influence and green buying behaviour, 

product knowledge and green buying behaviour, environmental attitude and behavioural 

intention, social influence and behavioural intention, product knowledge and behavioural 

intention, perceived price and behavioural intention, and behavioural intention and green 

buying behaviour. 

5. DISCUSSION OF THE FINDINGS 

While it was initially hypothesised that environmental awareness would have a positive and 

statistically significant influence on green buying behaviour, the results did not support this 

hypothesis. This means that improving environmental awareness among millennials in South 

Africa will not necessarily translate into an improvement in their green buying behaviour. This 

contradicts the findings of an earlier study, which showed that environmental awareness was 

a direct predictor of green purchasing behaviour (Du et al., 2018).  

However, the link between environmental awareness and green purchasing behaviour should 

not be overlooked, even though this hypothesis was not supported in this study. This is based 

on the fact that although consumers may have increased environmental awareness, factors 

such as the unavailability of green products can negatively influence their behaviour (Rustam 

et al., 2020). Therefore, it can be concluded that while millennials in South Africa are 

somewhat aware of environmental issues, their awareness does not necessarily translate into 

pro-environmental behaviour. This may be because not many green items are available. 

Environmental awareness was also found not to have a significant influence on the 

behavioural intention to purchase green products among South African millennials, which 

contradicts the findings of a recent study by Ogiemwonyi (2022) conducted in Nigeria. Again, 

it can be argued that while millennials in South Africa are somewhat aware of environmental 

issues, their awareness does not always translate into the formation of the behavioural 

intention to buy green products. This is similar to the conclusion that was drawn regarding the 

relationship between environmental awareness and green buying behaviour. 
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As environmental attitude is widely cited as an influential determinant of green consumption 

in existing literature (Trivedi et al., 2018; Otto et al., 2019; Faize & Akhtar, 2020; Kaur et al., 

2022), this study hypothesised that it, too, would have a positive and statistically significant 

influence on the green buying behaviour of South African millennials. However, contrary to the 

findings of the aforementioned literature, the results here revealed that environmental attitude 

does not have a significant influence on green buying behaviour. H3 is, therefore, not 

supported. This means that improving environmental attitudes will not necessarily translate 

into an improvement in green buying behaviour. 

The results revealed that environmental attitude has a positive and statistically significant 

influence on the behavioural intention of South African millennials towards purchasing green 

products. This is consistent with a previous study which theorised a similar relationship. For 

example, a study conducted in Dhaka by Zheng et al. (2021) found that attitude was a 

significant predictor of behavioural intention. This means that while there is no evidence 

supporting the attitude-behaviour nexus, contrary to this study, it may be concluded that the 

more positive the attitude of South African millennials towards the preservation of the 

environment, the greater their behavioural intention towards buying green products will be. 

It was hypothesised that social influence would have a positive and statistically significant 

impact on both behavioural intention and green buying behaviour. This is premised on the fact 

that the marketing literature posits that consumers are influenced by those around them (Chen 

et al., 2018; Hu et al., 2019). The findings showed that social influence did, in fact, have a 

positive and significant impact on both behavioural intention and green purchasing behaviour. 

These findings confirm the findings of previous studies. For instance, in their study, Ojo and 

Fauzi (2020) found that consumers are guided by social norms to engage in pro-environmental 

behaviours and that social influence is a predictor of behavioural intention (Chen et al., 2018; 

Rezaei et al., 2020). Regarding South African millennials, it can be concluded that the higher 

the social influence, the greater the chances that their behavioural intention towards buying 

green products, as well as their green buying behaviour, will increase. H5 and H6 are, 

therefore, both supported. 

It was also posited that product knowledge would have a positive and statistically significant 

influence on the behavioural intention and green purchasing behaviour of South African 

millennials as in previous studies, it is a direct predictor of green purchasing behaviour (Issock 

et al., 2018; Naseem et al., 2022). The results confirmed that product knowledge has a positive 

and significant influence on behavioural intention and green buying behaviour. H7 and H8 are 

therefore supported. This confirms the findings of previous studies conducted internationally 



PL MOLEBATSI  
A NKOYI   
F VAN DER WALT  

Modelling the drivers of green buying behaviour of millennials in an 
emerging economy 

 

 

 

 
Journal of Contemporary Management 
DHET accredited 
ISSN 1815-7440 

Volume 21 Issue 2 
2024 

Pages 1-28 

Page 19  

 

(Liobikienė & Poškus, 2019; Naseem et al., 2022) and in South Africa (Issock et al., 2018). 

This suggests that when millennials’ product knowledge increases, their behavioural intention 

also increases, as does their predisposition to purchase green products. It can, therefore, be 

concluded that knowledge of green products plays a crucial role in influencing behavioural 

intention as well as the actual green buying behaviour of millennials in South Africa. 

It was also hypothesised that the perceived price would have a positive and statistically 

significant influence on both the buying intention and actual green buying behaviour of 

millennials. This was premised on the assumption in the literature that green products are 

generally priced higher than traditional products as these products have the attribute of being 

environmentally friendly (Chen & Chang, 2012). The findings revealed that perceived price 

has a positive and significant influence on millennials’ behavioural intention to purchase green 

products. H9 is, therefore, supported. This means that millennials are more likely to purchase 

green products when they have favourable price perceptions. 

However, the results revealed that perceived price has no significant influence on millennials’ 

green buying behaviour. This means that striving to make the price perceptions of millennials 

more positive will not necessarily translate into an improvement in their green buying 

behaviour. Given that there is consensus in the intention-behaviour nexus literature that 

intention is a proximal predictor of behaviour, this is an interesting and surprising finding. The 

conclusion that can be drawn from the price-intention relationship is that South African 

millennials are more inclined to buy green products if they have a positive price perception of 

them. 

Based on the results, however, a contrary conclusion can be drawn regarding price 

perceptions and the actual buying behaviour of millennials towards green products, which 

makes these findings interesting. It should be noted, nonetheless, that previous studies on the 

phenomenon of green buying behaviour reached a similar conclusion, namely, that consumers 

preferred environmentally friendly products even if they were more expensive. This is based 

on the principle that the benefits of using these products outweigh the price, and the higher 

price perceptions, therefore, do not affect consumers’ green buying behaviour (Yue et al., 

2020; Ansu-Mensah, 2021; Ogiemwonyi, 2022; Yang et al., 2022). 

The final hypothesis focused on the intention-behaviour relationship, which has gained 

substantial empirical support from studies conducted since the TRA was developed. In line 

with previous studies, it was theorised that behavioural intention would have a positive and 

statistically significant influence on the green buying behaviour of millennials in South Africa. 

The results confirmed that behavioural intention has a positive and significant influence on the 
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green buying behaviour of millennials in South Africa. H11 is, therefore, supported. This 

means that the higher the behavioural intention, the higher the likelihood that millennials in 

South Africa will show favourable buying behaviour towards green products. This supports 

findings from other studies. For instance, a recent study by Wang, Li et al. (2020) found that 

behavioural intention had a positive impact on consumers’ green purchasing behaviour. 

6. THEORETICAL AND MANAGERIAL IMPLICATIONS 

6.1 Theoretical contribution 

At the beginning of this paper, the authors highlighted that despite the global proliferation of 

research on green consumerism, the literature on green buying behaviour from the 

perspective of millennials in an emerging economy such as South Africa was scant. It was 

argued that this implied that little was known about green consumption and the driving factors 

thereof in this important market sector. By presenting insights from an understudied consumer 

cohort, namely millennials in an emerging African economy, this study contributes to the body 

of literature that informs the understanding of green purchasing behaviour. 

This study also extended previous modifications to the TPB by adding the drivers of the green 

buying behaviour of millennials from an emerging market perspective using the TPB. This 

study made an additional contribution by demonstrating the robustness, explanatory power, 

and relevance of the TPB in studying the green buying behaviour of millennials from an 

emerging market perspective. 

6.2 Managerial and policy implications 

This study also has several managerial and policy implications for marketers and policymakers 

alike. The findings of this study revealed that environmental attitude, social influence, product 

knowledge and perceived price had a positive and statistically significant impact on 

behavioural intention. To improve the environmental attitude, increase product knowledge, 

encourage favourable word of mouth, and alter price perceptions, marketers must put in a 

greater effort through targeted marketing initiatives. As a result, the prospect of millennials 

buying green products will be greater. When considering the actual green buying behaviour, 

the findings revealed that social influence, product knowledge and behavioural intention were 

important factors. Furthermore, marketing managers must focus their campaigns on 

enhancing product knowledge, promoting positive word of mouth, and luring the millennial 

generation of consumers into the actual buying of green products. 
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Again, it is clear that marketing managers have to gear their marketing campaigns towards 

increasing product knowledge, fostering favourable word of mouth and enticing the millennial 

consumer cohort to convert their behavioural intention to the actual buying of green products. 

However, marketing managers must exercise caution as, especially to customers who lack 

environmental awareness, exaggeration may convey the appearance that a product is being 

greenwashed. In essence, marketers must carefully consider the necessity of implementing 

acceptable, transparent marketing strategies and environmentally friendly methods. 

Generally, it is evident from the study’s findings that marketing managers in South Africa have 

the opportunity to tap into an important new market, namely, the millennial consumer segment. 

This means that marketing managers should think not only about making a critical mass of 

environmentally friendly products available on store shelves but also about investing in the 

development of innovative marketing communication strategies. Once this is done effectively, 

it has the potential to enhance revenue streams and enable retail stores to gain a competitive 

edge over those that are less concerned about the environment. 

The study findings also have policy implications. The South African government has made 

great strides in developing environmental policy. For instance, one of the goals of the 

government’s White Paper on Environmental Management Policy (Department of 

Environment Affairs and Tourism, 1997) is to promote education and the empowerment of 

South Africa’s people. This goal was set specifically to increase people’s awareness of and 

concern for, environmental issues and to assist in developing the knowledge, skills, values, 

and commitment necessary to achieve sustainable development. The insights from this study 

can help shape the country’s ongoing environmental policy interventions. 

7. LIMITATIONS AND FUTURE RESEARCH RECOMMENDATIONS 

Although this study provides useful insights into the driving factors of the green buying 

behaviour of South African millennials, it has some limitations which should be addressed in 

future research. The main limitation of this study is its cross-sectional design, which implies 

that the findings are limited to a particular point in time. It is recommended that future research 

use a longitudinal research design to investigate the changes in the factors influencing the 

green buying behaviour of African millennials over longer periods. 

As in some previous studies, the findings of this study also revealed an attitude-behaviour 

gap. The attitude-behaviour gap is a phenomenon with which consumer behaviour scholars 

have been grappling for years. It describes the discrepancy between consumer attitudes and 

actions. For example, a customer may have a favourable attitude towards sustainable 
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consumption, but this attitude may not be reflected in their actual purchasing behaviour, which 

was the case in this study. It might be useful for future studies to utilise a phenomenological 

research design. Phenomenology studies what people experience, focusing on their lived 

experience of a phenomenon. As such, this type of study could provide important insights into 

the attitude-green buying behaviour nexus and unravel the meaning of consumers’ lived 

experiences regarding this relationship. 

8. CONCLUSION 
The overarching aim of this study was to propose and test a hypothetic model delineating the 

drivers of the green buying behaviour of millennials in South Africa. From the analysis of the 

literature, it was determined that environmental consciousness and sustainability are growing 

as more people globally become cognizant of environmental issues and the need to protect 

the environment. The results revealed that environmental attitude, social influence, product 

knowledge and perceived price had a positive and statistically significant impact on 

behavioural intention, while environmental awareness had a negative impact on behavioural 

intention. 

It was also found that social influence, product knowledge and behavioural intention had a 

positive and statistically significant impact on green buying behaviour, while environmental 

awareness and environmental attitude had a negative impact on green buying behaviour. 

Furthermore, perceived price did not have a significant impact on the green buying behaviour 

of millennials. Overall, this study contributes to the theory of emerging millennial behavioural 

patterns in South Africa and has managerial and policy implications concerning the buying of 

environmentally friendly products. 
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Note:  The values in blue indicate the relationships that are statistically significant (either at 95% or 99% Confidence 

Interval). 
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