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ABSTRACT

Purpose of the study: This study attempts to address this gap by understanding the predictors of green
behaviour in an emerging market. Emerging markets are important to understand in this regard as they are said
to be the most impacted by climate change. Investigating consumers in emerging markets also avoids a
generalisation of developed country findings to the context of developing countries.

Design/methodology/approach: A descriptive research design with a quantitative approach and questionnaire
was used to test the conceptual model developed from the literature.

Findings: Awareness of Environmental Issues was found to be a predictor of Green Consumer Behaviour
(GCB), as was Perceived Consumer Effectiveness. Environmental concern however, was found not to be a
significant predictor for GCB. Future research could unpack possible reasons for the lack of certain behaviours.

Recommendations/value: For theoretical advancement, this study contributes to the broader knowledge of the
predictors of green consumer behaviour in an emerging country, from the Global South, a context where limited
research has been conducted.

Managerial implications: Policy makers and social marketers campaigning for sustainable behaviours need
to raise awareness of environmental issues as well as address the perceptions of respondents who think that
their individual efforts do not contribute to a more sustainable world.
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1. INTRODUCTION

One of the greatest leadership challenges of this century is how to get consumers to adopt
sustainable consumption. Depletion of, and impact on, the environment by humans has been
felt across the global landscape. Humans are the primary cause of the detrimental effects on
the environment (Bradshaw et al, 2021). At current consumption levels, if the global
population grows to just 9.6 billion by 2050, it will need the natural resources of three planets
to sustain it for a single year (UN, 2023b). As Rees (2020) aptly puts it: “We are currently
‘financing’ economic growth by liquidating the biophysical systems upon which humanity
ultimately depends. There are too many people competing for the same diminishing quantity
of essential resources”. The decisions and behaviours of consumers thus have a significant
impact on the environment (Ng & Basu, 2019). However, the 215t century has been
characterised by increased attention and recognition among consumers of the need for
sustainable consumption (Brown & Vergragt, 2016; Witek, 2018). More specifically, research
has established that there are various predictors of green consumer behaviour, which include,
amongst others, environmental concern (Heo & Muralidharan, 2019), perceived consumer
effectiveness (Yadav & Pathak, 2016) and awareness of environmental issues (Ansu-Mensah,
2021). However, there are few studies on the different predictors of green consumer behaviour
conducted in developing and low-income countries (Ndofirepi, 2019) like South Africa. Yet,
emerging market consumers represent 85% of the world’s population (Lagarde, 2016). The
African population is predicted to increase by one billion people over the next three decades,
a larger increase than any other continent (Chamie, 2020). Understanding consumer
behaviour in these markets will be vital in attempts to lead the people of this earth to a

sustainable future.

The primary objective of this study is to investigate the predictors of green consumer behaviour
in South Africa, one of the biggest and most economically active markets in Africa. By
understanding these predictors, recommendations can be made to businesses implementing
green marketing strategies, social marketers developing environmental marketing campaigns
and governments for policy developments that might lead more consumers to change their
consumption behaviours to become more sustainable. The study argues that investigating
sustainable consumption in emerging markets will avoid a generalisation of developed country

findings to the context of developing countries and also presents a perspective from the
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relatively underrepresented Global South. Consumers in developing countries often face
challenges not experienced to the same extent in developed countries. Sub-Saharan Africa,
for example, is likely to face the brunt of the ‘perfect storm’ of food and fuel insecurity, rising
inflation and debt, the after-effects of the COVID-19 pandemic and the effects of climate
change (WorldBank, 2022). These different realities may alter the types and extent of
predictors of green behaviour. While it is acknowledged that a wide variety of predictors have
been investigated in relation to green behaviour, this study investigated perceived consumer
effectiveness, environmental concern and awareness of environmental issues to determine

their relative effect on green behaviour amongst these emerging market consumers.

2. THEORETICAL FOUNDATION AND DEVELOPMENT OF THE
CONCEPTUAL MODEL

Numerous models have been developed to explain green behaviour and the factors that affect
it. The most commonly used of these in its original form or extended to include additional
variables is the Theory of Planned Behaviour (TPB) by Ajzen (1991) (Zhuang et al., 2021;
Sardesai & Govekar, 2022). The TPB is a social cognition theory in which intentions represent
the motivation to behave, and this is influenced by attitudes, social norms and perceived
behavioural control, which is a perception of the individual’s ability to act (Hagger & Hamilton,
2024). While various criticisms of the theory exist (Hagger & Hamilton, 2024), it is still the most
widely used model applied to many different behavioural contexts (Hagger & Hamilton, 2024;
White et al., 2023). Environmental concern is considered a specific attitude often used in
conceptual models examining green behaviours (Wijekoon & Sabri, 2021). Perceived
behavioural effectiveness (PBE) is a construct which is related to the original perceived
behavioural control (PBC) construct from TPB (Ellen et al., 1991). While PBC relates to the
individual’s assessment of their ability to perform the behaviour, PCE relates to the individual’s
perception of whether they can, through this behaviour, contribute to solving the environmental

problem, i.e. their behaviours will have some effect (Tan, 2011).

Recent studies propose that the concept of sustainability and the awareness of how to act
sustainably is complex to understand, even for developed country consumers (Power et al.,
2017; Herrmann-Fankhanel, 2022). Various theories propose that knowledge is necessary for
behaviour, including Stakeholder theory and Legitimacy theory (Rustam et al., 2020). Lack of
knowledge or awareness has also been found to be a major cause for the intention-behaviour
gap common in many green product contexts like organic food purchasing (Frank & Brock,

2018). Donmez-Turan and Kiliclar (2021) state that environmental knowledge or awareness
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is the most essential requirement for green behaviour. For these reasons, environmental
awareness was investigated in this study. More detailed motivations for the factors chosen in

this study and their hypothesised effects are detailed in the section below.

2.1 Green behaviour constructs in the study

While a wide variety of constructs have been investigated as influencers of green behaviours
in the past, this study investigates the effects of environmental awareness, environmental
concern, and perceived consumer effectiveness on green consumer behaviour. Discussion of

the constructs and justification for their inclusion follows.
2.1.1 Environmental Awareness (EA)

Environmental awareness is defined as an understanding of environmental challenges
(Rustam et al., 2020). In this study, it has been conceptualised as the cognitive factor that is
aligned with knowledge. Knowledge or awareness of the environmental impact of one’s
actions can lead to a change in behaviour (Abdullah et al., 2019). Customers are becoming
more aware of the environment’s depletion and the effects on their health and well-being,
resulting in their adoption of more environmentally friendly behaviours (Ogiemwonyi & Harun,
2020). Awareness levels are not, however, consistent across the globe. For example, the level
of awareness of climate change globally is estimated at 60%, with a high percentage of
awareness in developed countries but relatively low levels of 35% in countries like
Bangladesh, India and Egypt (Leiserowitz & Howe, 2015). Similarly, a study done in the
Philippines found very little knowledge of climate change (38%) despite many Filipinos having
personally felt the effects of climate change (Reyes, 2013). Selormey et al. (2019) report that
four in ten people in Africa have not heard of climate change, with South Africa experiencing
one of the lowest climate change awareness levels (41%). While climate change is just one
aspect of environmental awareness, these figures do indicate that awareness of
environmental issues is not uniform and thus might be a predictor of green behaviour in

developing markets.

Environment awareness and knowledge have been found to have a positive and significant
relationship with green consumer behaviours (Ariswibowo & Ghazali, 2017; Takahashi &
Todo, 2018; Li et al., 2020). For instance, Ariswibowo and Ghazali (2017) found a significant
relationship exists between environmental knowledge and green consumer behaviour
amongst Muslim consumers in Indonesia, while Li et al. (2020) had similar results in their
study, which was conducted amongst households in China, environmental awareness
predicted green consumer behaviour. Although often the effect is through other factors such

as attitudes, as indicated by Donmez-Turan and Kiliclar (2021), whose research was
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conducted in the emerging market of Turkey and found that environmental awareness and
knowledge may be necessary but not sufficient for green consumption (Li et al., 2020;

Ogiemwonyi & Harun, 2020). In this study, we test the hypothesis:

H:= Environmental Awareness has a significant, positive influence on green consumer

behaviour.
2.1.2 Environmental Concern (EC)

Concern about green issues is increasing across most populations of the world (Sardesai &
Govekar, 2022; Yu & Lee, 2019). Environmental concerns include concerns about
environmental deterioration and climate change effects (Chu, 2020). In this study,
environmental concern relates to individual consumers’ concern for the environment. A
Lampert et al. (2021) report indicates that global concern for the environment rose from 71%
in 2014 to 77% in 2019. Rising levels of environmental concern have been reported in
developed nations such as the USA (Lampert et al., 2021), Australia (O'Hare & Murray, 2022)
and the UK (Smith, 2019), as well as developing nations like China (Yu et al., 2023) and
Poland (Witek, 2019). Differences in the levels of environmental concern exist across

countries, with lower levels of concern evident in developing countries (Paul et al., 2016).

Various authors have found a positive relationship between environmental concern (EC) and
green purchasing behaviour (Risqgiani, 2017; Kement & Gucer, 2018; Semeijn et al., 2019).
Stojanova et al. (2023) and Zhao et al. (2014) found that environmental concern is a significant
predictor of green consumer behaviours. However, other studies have indicated that a gap
exists between environmental attitudes or concerns and behaviour (Asvatourian et al., 2018;
Mkhize & Ellis, 2018; Witek, 2018), namely the ‘green gap’(Chu, 2020; ElHaffar et al., 2020).
This gap exists because there are many barriers which prevent consumers from taking
appropriate action; these barriers include lack of confidence and trust in environmentally
friendly products, limited availability (Witek, 2018) and limited promotion of green products
(Mkhize & Ellis, 2018). In light of these contradictory findings, the following hypothesis is

tested,

H>= Environmental concern has a significant and positive influence on green consumer

behaviour.
2.1.3 Perceived Consumer Effectiveness (PCE)

Perceived Consumer Effectiveness is defined as the extent to which consumers believe that
their individual efforts can make a positive impact on the environment (Ellen et al., 1991). PCE

has been found to be a strong predictor of eco-friendly behaviour (Yadav & Pathak, 2016; Al
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Mamun et al., 2018). However, in two studies specifically focused on Millennials, green
product adoption was not affected by perceived behavioural control (e.g. Heo & Muralidharan,
2019; Dilotsotlhe, 2021). Other studies have found that PCE had positive relationships with
other behaviours that relate to sustainable behaviour, for example, food waste reduction
campaigns (de Hooge et al. 2022) and environmentally friendly recreational behaviour
(Kement & Gucer, 2018) and carbon-labelled products (Zhao & Zhong, 2015). In this study,

we hypothesise

Hs= Perceived Consumer Effectiveness (PCE) has a significant and positive influence on

green consumer behaviour.
2.1.4 Green consumer behaviour (GCB)

Green consumer behaviour encompasses the act of buying environmentally friendly goods
that do not cause damage to the environment, the preservation of natural resources, and a
shift towards using recycled products (Gilal et al., 2020). Put differently, Green consumer
behaviour is behaviour that minimises the negative effects on the environment and the
utilisation of natural resources (White et al., 2019). Other authors add that it includes buying
products that not only benefit the individual but benefit society (GidIof et al., 2021; Winson et
al., 2022). Eco-friendly consumers are willing to sustain the environment in diverse ways such
as participating in activities of recycling and reusing products, buying eco-friendly products,
and avoiding products and companies which pollute the environment (Ogiemwonyi, 2022).
However, Naderi and Strutton (2015) state that a substantial percentage of green products
provide only social benefits such as recyclability or less pollution and are usually accompanied
by higher costs, thereby leading to lower consumption among consumers as compared to non-
green alternatives. In previous decades, ‘going green’ was only practised by the educated and
citizens of developed countries. However, developing countries are now participating in this
revolution but need support (EWN, 2017). This research was conducted in a developing
country and attempts to provide empirical evidence of what the predictors of green consumer

behaviour are in a developing country.

While numerous studies have investigated the roles of behaviour, awareness and attitudes
related to the environment’s depletion (e.g. Peschel et al., 2016; Gokmenoglu et al., 2021;
O'Hare & Murray, 2022) and a growing number of studies focus on the very big emerging
markets of China and India (Mishal et al., 2017; Rustagi & Prakash, 2022; Wang et al., 2022),
very few studies have been conducted in Africa and specifically South Africa. In a study
conducted in Gauteng, South Africa, amongst predominantly white respondents, it was found

that a wide variety of factors, including awareness and concern, affect green purchasing
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behaviour (Bisschoff, 2016). Several studies have investigated green purchase intentions in
various contexts but have not focused on actual behaviours (e.g. Koloba, 2020; Hlophe & Ellis,
2023). An intention-behaviour gap is commonly found (Grimmer & Miles, 2017), and thus, this
study’s focus on actual behaviours makes a valuable contribution to the existing literature in
this market. The current study also extends the work of these authors by including a wider
spectrum of South African respondents and by determining the extent to which environmental

awareness, concern and perceived consumer effectiveness predict green behaviour.
3. RESEARCH METHODS

3.1 The sample

The study was conducted using a self-administered questionnaire distributed to respondents
at the motor vehicle drivers testing centre in Pietermaritzburg, South Africa. This data
collection point was chosen since all drivers in the city, across race, language, gender, and
age groups, would have to come to this centre every 5 years to renew their driver’s licence,
thus ensuring a good spread of respondents across these demographics. Also, respondents
would be over the age of 18, as this is the legal driving age in the country. Finally, the waiting
cues at the centre are long. Thus, respondents were likely to have the time to complete the
questionnaire, thus improving the response rate. A pilot study was conducted to check

respondents’ understanding of the research instrument. No problems were detected.

A total of 378 questionnaires were distributed to respondents using convenience sampling, of
which 317 were deemed to be usable (84% effective response rate). Reflective of the South
African population, most respondents were African (74%), with 12% being Indian, 5%
Caucasian and the remaining respondents either not answering the ethnicity question (5%) or
being from other ethnicities. Fifty-one percent of the respondents were male, 34% were aged
18 to 20, 51% were aged 21 to 30, and 4% were aged 31 to 40 and 41 to 50. Two percent of
respondents were older than 50. The majority of the sample (94%) had a national senior

school leaving certificate or higher, and 80% resided in an urban area.

3.2 The research instrument

To ensure a valid research instrument, this research used scales which were tested in
previous studies and found to exhibit Cronbach alphas above the accepted .7 level (Pallant,
2020). The questionnaire included environmental behaviour questions from the ECCB scale
developed by Roberts (1996) and used by several authors (e.g. Brochado et al., 2017). To
measure environmental concern the Environmental Concern scale, also called the New
Ecological Paradigm (NEP) scale developed by Dunlap et al. (2000), was used. The 4
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Perceived Consumer Effectiveness scale items were taken from Straughan and Roberts
(1999) and used later by Gul (2013). Awareness of environmental issues was measured using
6 items developed by the authors. It included awareness of environmental issues or
challenges such as climate change and pollution, as well as awareness of environmental

campaigns such as Save the Rhino.

Table 1: Reliability scores of measurement constructs

Scale Cronbach alpha N
Ecologically conscious consumer behaviour (ECCB) | 0.88 25
Environmental Concern (EC) 0.76 8
Environmental awareness (EA) 0.59 5
Perceived Consumer Effectiveness (PCE) 0.67 4

As indicated in Table 1, Cronbach alphas for the constructs were found to be acceptable
internal consistency except for the EA where the score was marginally low at 0.59, thus
making multivariate analysis possible. Cronbach alphas above 0.8 but below 0.96 are
considered excellent reliability, while above 0.7 is considered good and above 0.6 is

considered acceptable (Malhotra, 2010).
4. RESULTS AND DISCUSSION

4.1 Univariate analysis

The respondents in this study exhibited high levels of awareness of environmental issues, with
a composite mean of 4.16 on a scale from 1 to 5, where 5 was very aware. This was especially
so for climate change (M=4.45) and overpopulation (M=4.24). They were also aware of the
Save the Rhino (M=4.25) environmental campaign. These findings are interesting as a study
done by Selormey et al. (2019) found that only 41% of South Africans were aware of climate
change as an environmental issue, whereas 76.9% of the Pietermaritzburg respondents
claimed to be aware to some extent of the climate change issue. However, compared to UK
respondents where awareness of climate change and net zero was high at 87%
(BEIS-Research Report, 2021), the respondents in this study were slightly less aware. Some
degree of socially desirability bias may also have slightly inflated the scores, as respondents
may have felt they would appear ignorant if they did not admit some level of awareness.
However, if this were the case it would have been expected to also influence their concern

and behaviour scores too and yet they were substantially lower.

Respondents also exhibited fairly high levels of environmental concern as the mean for the

environment concern composite score was 2.17, where 1 represents a high level of agreement
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that the issue is a concern, and 5 represents a high level of disagreement. Respondents were
most concerned about humans not living in harmony with nature (M=1.76), mankind’s abuse
of the environment (M=1.88) and the disastrous consequences this has (M=1.97), and the

need for controlled economic growth in order to ensure a healthy environment (M=1.99).

With regards to green behaviour, however, the mean score (M=2.81) on the ECCB scale was
close to the neutral point of 3, indicating only average participation in pro-environmental
behaviours. A score of 1 indicated high participation. The behaviours with the highest
participation scores were | have replaced light bulbs in my home with those of smaller wattage
so that | will conserve the electricity | use (M=2.05), | have tried very hard to reduce the amount
of electricity | use (M=2.05) if | understand the potential damage to the environment that some
products can cause, | do not purchase these products (M=2.45), | have switched products for
ecological reasons (M=2.45), and | buy energy-efficient household appliances (2.49). Only
13.9% of respondents could be considered truly green consumers exhibiting high levels of

pro-environmental behaviours.

Generally, respondents believed that their individual actions could make a difference in the
fight against environmental depletion. The mean score was 2.17 where 1 represents high
perceived consumer effectiveness. The statement with the lowest mean, i.e. reflecting a high
level of perceived effectiveness, was: Each person can make a difference by purchasing

products from eco-friendly companies (M=2.09).

4.2 Multivariate analysis

To investigate the effects of environmental concern, environmental awareness and perceived
consumer effectiveness on green behaviour, a regression analysis was conducted. The
results indicate a significant adjusted R2 of 37.7% (F = 8.8; p < .01). Thus, the independent
variables explain 37.7% of the variance in green behaviour. When the independent variables
are studied separately, findings support the significant effects of Environmental Awareness
(std B = -.429; p<.05) and Perceived Consumer Effectiveness (std B = .383; p<.05) on green
behaviour but do not find support for the effect of environmental concern on green behaviour
(std B =-.096; p=.483). See Table 2.
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Table 2: Results of the Regression Analysis

Model R R Square | AdjustedR | Std. Error Change Statistics
Square E°f. the I "RSquare | FChange | dfl | d2 | Sig.F
stimate | change Change
1 6142 377 335 45406 377 8.879 3 44 .000
a. Predictors: (Constant), PCE, EA, EC
Model Unstandardised Coefficients Standardised | T Sig.
Coefficients
B Std. Error | Beta

1 | (Constant) 3.79100 663 5.718 | .000

EA -.379 114 -429 -3.317 | .002

EC -.088 124 -.096 -707 | 483

PCE 410 143 .383 2.872 | .006
a. Dependent Variable: GCB

Perceived Consumer Effectiveness reflects the extent to which consumers believe they can
make a difference in sustaining the environment (Lee et al., 2019). The difference that each
individual can make on environmental depletion is great. This is because individuals form part
of families, and families form part of society. The results of this study established that
Perceived Consumer Effectiveness is a strong predictor of green behaviour in this
predominantly African South African sample. Thus, respondents who believed they could
make a difference were more likely to participate in pro-environmental activities. These results
are similar to those of Lee et al. (2019). While the mean PCE score indicated a relatively high
level of perceived consumer effectiveness, just less than half of the respondents (42%)
exhibited neutral or low levels of perceived effectiveness and were thus unconvinced that their
individual efforts could make a difference in sustaining the environment. These consumers
would be less likely to engage in pro-environmental activities. They should thus be a source
of concern for businesses producing green products and social marketers and policy makers

trying to encourage pro-environmental behaviours such as resource conservation.

Results also provide support for the significant impact of environmental awareness on green
behaviour. The negative relationship is due to the scales used. A high level of awareness
would score close to 5, while high levels of participation in an activity would score close to 1.
Thus, the findings of this study support that high levels of awareness will lead to high levels of

participation in green behaviours. This supports the findings of other studies that established
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a positive relationship between environmental knowledge/awareness and behaviour
(Bisschoff, 2016; Takahashi & Todo, 2018; Heo & Muralidharan, 2019).

This research found no support, however, for the effect of environmental concern on green
behaviour. This is in contrast with various studies which found that there is a significant and
direct relationship between environmental concern and green behaviour (Bisschoff, 2016).
This finding does, however, provide support for the existence of the environmental attitudes-

behaviour gap or the ‘green gap’ found in other studies (EIHaffar et al., 2020).
5. MANAGERIAL IMPLICATIONS

For these emerging markets, Global South consumers, perceived consumer effectiveness
was found to be the strongest predictor of green behaviour. Policy makers and social
marketers campaigning for sustainable behaviours need to address the perceptions of
respondents who think that their individual efforts do not contribute to a more sustainable
world. Using campaigns which focus on attracting the individual's attention and encouraging
individual action, will assist in driving consumers to behave in a more sustainable manner.
The success of Eskom’s (South Africa’s power utility) energy-saving campaign, 49M back in
2013, supports this recommendation. Eskom stated that there was a 73% rise in energy
saving, and 83% of the people who joined the 49M challenge stated that they changed their
behaviour after joining (Makuse, 2013). [49M stands for the 49 million people in South Africa
at the time and was designed to get each individual to do their bit to save electricity in a country
where supply often cannot meet demand]. The results related to the ecologically conscious
behaviours performed by the respondents also provide support for the success of this
campaign as three of the five most practiced behaviours related to energy conservation. A
decade of load shedding in South Africa is also most likely responsible for these behaviours

in this sample.

As awareness predicts behaviour for this predominantly Black South African sample, a
concerted effort needs to be made to build awareness not only of the environmental
challenges the earth faces but also of the actions consumers can take to improve
sustainability. Awareness of the need to reduce, reuse and recycle is needed but also how to
perform these behaviours. For example, social marketing campaigns could educate people
on the different ways in which products can be reused and the cost benefits which are related
to reusing products. Awareness building could be part of businesses’ corporate social
responsibility initiatives, but it also needs to be the responsibility of the state. Education needs

to start at a young age as the knowledge and awareness developed about both the problems
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and the solutions to these is likely, based on the results of this study, to lead to greater
adoption of sustainable behaviours and lifestyles. Awareness of climate actions necessary for
climate resilience is going to be critical as climate change is predicted to significantly

negatively affect Africa from economic, social and environmental perspectives (UN, 2023a).

Marketers of environmentally friendly products can also play a role in building awareness by
not only advertising the existence of the products but also the environmental challenges that
buying these products helps to address. The promotion of green products and services not
only assists with the purchasing of green products but also increases the awareness of the
need to act against the degradation of the environment. Consumers who are more
knowledgeable about the environment tend to respond more favourably to green messages
(Kumar et al., 2021). Better information by organisations that are promoting the adoption of
eco-friendly products and services is also vital to gaining the trust of consumers in the market
(Ozaki, 2011). Trust has been found to enhance purchase intentions of some green products,

such as energy-efficient products (Issock et al., 2020).

South Africa does not have a standardised logo or symbol reflecting certified environmentally
friendly products (Scott & Vigar-Ellis, 2014). Policy makers should consider the development
of such a certification system as this will also help to build awareness of the products that are
certified as well as build trust and credibility in these products. Kumar et al. (2021) found that
when green brands are perceived as credible, the products are perceived to be of higher
quality and are more likely to be bought. They also found that the mere presence of an eco-
label wasn’t enough to give the Brand credibility. Thus, developing a credible national
certification system and symbol, similar to that found in other countries could boost credibility,

trust and purchase behaviours of green products.
6. ADDITIONAL RECOMMENDATIONS

This study contributes to a broader knowledge of the predictors of green consumer behaviour,
especially in the South African context where little research has been conducted. The study

thus makes a theoretical contribution.

More research will be needed to investigate the complex relationship that appears to exist
between environmental concerns and the behaviour of these emerging market consumers.
Research also needs to be conducted on the practice of the different types of ecologically
conscious behaviour and why some are performed rather than others. Different environmental
behaviours such as buying green products, avoiding environmentally unfriendly products,

recycling, reusing and reducing behaviours, as well as supporting environmental campaigns
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such as the Save the Rhino conservation campaign may be affected by different factors. For
example, in this study, three of the five most practised behaviours related to energy
conservation. This might be due to the fact that South Africa faces rolling blackouts and
increasing costs of electricity. Thus, conserving energy or using less electricity can have the
added benefit of saving the individual money. Are these environmentally friendly behaviours
a mere by-product of the consumer’s attempts to save themselves money, or are they
motivated by a feeling of responsibility for the environment? Future research could unpack

possible reasons for the lack of certain behaviours.

To better understand the relationship between concern and behaviour, further research might
also investigate the different kinds of concern. Stern (2000) for example, differentiates
between egoistic, altruistic and biospheric values which underlie environmental concern.
Egoistic values represent selfish values and concern for the individual, while values connected
to concern for other people are altruistic, and values associated with concern for the earth
itself are known as biospheric. Steg et al. (2014), for example, state that egoistic values
encourage individuals to concentrate on protecting or enhancing their own resources. Schultz
et al. (2005) explain that all three value orientations deal with concern for the environment, but
the basis of each stems from different principle values. Thus, further investigation should be
conducted to determine whether different types of concern exhibit a stronger relationship with

green behaviour.
7. CONCLUSION

There is a need for environmentally friendly behaviour as the depletion of the environment is
set to continue, as the predicted population is still going to increase drastically in the coming
decades. A population increase will cause an increase in the consumption of goods and
services. As consumption of goods and services increases, a need arises for consumers to
purchase green products and support green causes for the sustainability of the environment.
The awareness of environmental issues was found to be a predictor of ecologically conscious
consumer behaviour, as was perceived consumer effectiveness. Environmental concern
however, was found not to be a significant predictor for ECCB. In order to lead consumers to
green behaviour, green businesses, social marketers and policy makers need to focus on
increasing individual consumers’ belief in their personal ability to effect change. In addition,
increasing awareness not just of the environmental challenges and the campaigns but also of
the behaviours that will support sustainability will also help to lead these emerging market

consumers to more sustainable lifestyles.

Journal of Contemporary Management Volume 22 Issue 1 Page 13
DHET accredited 2025
ISSN 1815-7440 Pages 100-118



D ELLIS Predictors of an emerging market sub-segment
N MKHIZE of consumers’ green behaviour

Conflict of interest: The authors declare no conflict of interest with respect to the research,

authorship and publication of the article.
Data availability: The data is not available

Ethical clearance and informed consent statement: The researchers obtained ethical
clearance (Protocol reference number: HSS/0433/013M) prior to data collection and informed

consent from all the participants in this study.

Funding: The authors did not receive any financial support for research, authorship and
publication of the article.

REFERENCES

Abdullah, S.I N.W., Samdin, Z., Ho, J.A., & Ng, S.I. 2020. Sustainability of Marine Parks: Is knowledge-attitude—
behaviour still relevant? Environment, Development and  Sustainability, 22:7357-7384.
[https://doi.org/10.1007/s10668-019-00524-z].

Ajzen, 1. 1991. The theory of planned behavior. Organizational Behavior and Human Decision Processes, 50(2):
179-211.

Al Mamun, A., Fazal, S.A., Ahmad, G.B., Yaacob, M.R.B., & Mohamad, M.R. 2018. Willingness to pay for
environmentally friendly products among low-Income households along coastal peninsular Malaysia.
Sustainability, 10(5):1316. [https://doi.org/10.3390/su10051316].

Ansu-Mensah, P. 2021. Green Product Awareness Effect on Green Purchase Intentions of University Students:
An emerging market's perspective. Future Business Journal, 7(1):48.
[https://doi.org/10.1186/s43093-021-00094-5].

Ariswibowo, N., & Ghazali, E. 2017. Green purchase behaviours of muslim consumers: an examination of religious
value and environmental knowledge. Journal of Organisational Studies and Innovation, 4(1):39-56.

Asvatourian, V., Craig, T., Horgan, G., Kyle, J., & Macdiarmid, J. 2018. Relationship between pro-environmental
attitudes and behaviour and dietary intake atterns. Sustainable Production and Consumption, 16:216-
226. [https://doi.org/10.1016/j.spc.2018.08.009].

BEIS Research Report. 2021. Climate Change and Net Zero: Public Awareness and Perceptions [Internet:
https://www.gov.uk/government/publications/climate-change-and-netzero; downloaded 15 March 2024].

Bisschoff, C. & Liebenberg, P. 2016. Identifying factors that influence green purchasing behavior in south africa.
reimagining, the power of marketing to create enduring value. SMA Proceedings, 2016:174-189.

Bradshaw,C.J.A., Ehrlich, P.R., Beattie, A., Ceballos, G., Crist, E., Diamond, J., Dirzo, R., Ehrlich, A.H., Harte, J.,
Harte, M.E., Pyke, G., Raven, P.H., Ripple, W.J., Saltré, F., Turnbull, C., Wackernagel, M., & Blumstein,
D.T. 2021. Underestimating the challenges of avoiding a ghastly future [Perspective]. Frontiers in
Conservation Science, 1(9):1-10. [https://doi.org/10.3389/fcosc.2020.615419].

Brochado, A., Teiga, N., & Oliveira-Brochado, F. 2017. The ecological conscious consumer behaviour: are the
activists  different?  International  Journal ~ of =~ Consumer  Studies,  41(2):138-146.
[https://doi.org/10.1111/ijcs.12321]..merism to wellbeing: toward a cultural transition? Journal of Cleaner
Production, 132:308-317. [https://doi.org/10.1016/}.jclepro.2015.04.1071.

Chamie, J. 2020. World Population: 2020 Overview, [Internet:https://yaleglobal.yale.edu/content/world-population-
2020-overview; downloaded 12 April 2024].

Journal of Contemporary Management Volume 22 Issue 1 Page 14
DHET accredited 2025
ISSN 1815-7440 Pages 100-118


https://doi.org/10.1007/s10668-019-00524-z
https://doi.org/10.3390/su10051316
https://doi.org/10.1186/s43093%E2%80%91021%E2%80%9100094%E2%80%915
https://doi.org/10.1016/j.spc.2018.08.009
https://www.gov.uk/government/publications/climate-change-and-netzero
https://doi.org/10.3389/fcosc.2020.615419
https://doi.org/10.1111/ijcs.12321
https://doi.org/10.1016/j.jclepro.2015.04.107
https://yaleglobal.yale.edu/content/world-population-2020-overview
https://yaleglobal.yale.edu/content/world-population-2020-overview

D ELLIS Predictors of an emerging market sub-segment
N MKHIZE of consumers’ green behaviour

Chu, K.W. 2020. The green gap of high-involvement purchasing decisions: an exploratory study. Asian Journal of
Business Ethics, 9(2):371-394. [https://doi.org/10.1007/s13520-020-00115-6].

Dilotsotlhe, N. 2021. Factors influencing the green purchase behaviour of millennials: An emerging country
perspective. Cogent Business & Management, 8(1):1908745.
[https://doi.org/10.1080/23311975.2021.1908745].

de Hooge, |.E. 2022. Promoting the imperfect: Marketing strategies to reduce product waste. In C. Kelly, J. Kemper,
& E. Rutten (Eds.), Imperfections studies in mistakes, flaws, and failures (pp. 103-110). Bloomsbury
Academic

Donmez-Turan, A., & Kiliclar, LLE. 2021. The analysis of pro-environmental behaviour based on ecological
worldviews, environmental training/ knowledge and goal frames. Journal of Cleaner Production,
279:123518. [https://doi.org/10.1016/j.jclepro.2020.123518].

Dunlap, R., Kent, D., Angela, G. & Robert, E. 2000. Measuring endorsement of the new ecological paradigm: A
revised NEP Scale. Journal of Social Issues, 56(3):425-442. [https://doi.org/10.1111/0022-4537.00176].

ElHaffar, G., Durif, F. & Dubé, L. 2020. Towards closing the attitude-intention-behavior gap in green consumption:
A narrative review of the literature and an overview of future research directions. Journal of Cleaner
Production, 275:122556. [https://doi.org/10.1016/}.jclepro.2020.122556].

Ellen, P.S., Wiener, J.L. & Cobb-Walgren, C. 1991. The role of perceived consumer effectiveness in motivating
environmentally conscious behaviors. Journal of Public Policy & Marketing, 10(2):102-117.

EWN. (2017). Developing ccountries are going green but need funding. Eyewitness News
[Internet:http://lewn.co.za/2017/05/25/developing-countries-want-to-go-green-but-lack-funds;
downloaded; 24 January 2024].

Frank, P. & Brock, C. 2018. Bridging the intention-behavior gap among organic grocery customers: The crucial
role of point-of-sale information. Psychology & Marketing, 35(8):586-602.

Gidlof, K., Lahm, E.S., Wallin, A. & Otterbring, T. 2021. Eco depletion: The impact of hunger on prosociality by
means of environmentally friendly attitudes and behavior. Journal of Retailing and Consumer Services,
62:102654. [https://doi.org/10.1016/j.jretconser.2021.102654].

Gilal, F.G., Chandani, K., Gilal, R., Gilal, N., Gilal, W. & Channa, N. 2020. Towards a new model for green
consumer behaviour: A self-determination theory perspective. Sustainable development, 28(4):711-722.
[https://doi.org/10.1002/sd.2021].

Gokmenoglu, K.K., Taspinar, N. & Rahman, M.M. 2021. Military expenditure, financial development and
environmental degradation in Turkey: A comparison of CO 2 emissions and ecological footprint.
International Journal of Finance & Economics, 26(1):986-997. [https://doi.org/10.1002/ijfe.1831].

Grimmer, M. & Miles, M.P. 2017. With the best of intentions: A large sample test of the intention-behaviour gap in
pro-environmental consumer behaviour. International Journal of Consumer Studies, 41(1):2-10.
[https://doi.org/10.1111/ijcs.12290].

Gul, M.C. 2013. Long-term orientation, perceived consumer effectiveness, and environmentally conscious
consumer behavior: The case of Turkey. International Journal of Marketing Studies, 5(5):24.
[https://doi.org/10.5539/iims.v5n5p24].

Heo, J. & Muralidharan, S. 2019. What triggers young Millennials to purchase eco-friendly products? The
interrelationships among knowledge, perceived consumer effectiveness, and environmental concern.
Journal of Marketing Communications, 25(4):421-437 . [https://doi.org/10.1080/13527266.2017.1303623].

Hagger, M.S. & Hamilton, K. 2024. Longitudinal tests of the Theory of Planned Behaviour: A meta-analysis.
European Review of Social Psychology, 35(1):198-254.
[https://doi.org/10.1080/10463283.2023.2225897].

Journal of Contemporary Management Volume 22 Issue 1 Page 15
DHET accredited 2025
ISSN 1815-7440 Pages 100-118


https://doi.org/10.1007/s13520-020-00115-6
https://doi.org/10.1080/23311975.2021.1908745
https://doi.org/10.1016/j.jclepro.2020.123518
https://doi.org/10.1111/0022-4537.00176
https://doi.org/10.1016/j.jclepro.2020.122556
http://ewn.co.za/2017/05/25/developing-countries-want-to-go-green-but-lack-funds
https://doi.org/10.1016/j.jretconser.2021.102654
https://doi.org/10.1002/sd.2021
https://doi.org/10.1002/ijfe.1831
https://doi.org/10.1111/ijcs.12290
https://doi.org/10.5539/ijms.v5n5p24
https://doi.org/10.1080/13527266.2017.1303623
https://doi.org/10.1080/10463283.2023.2225897

D ELLIS Predictors of an emerging market sub-segment
N MKHIZE of consumers’ green behaviour

Herrmann-Fankhanel, A. 2022. Perceiving Sustainability: A Workshop Concept for Creating Awareness and
Building Knowledge About Sustainable Development. In Achieving Sustainability Using Creativity,
Innovation, and Education: A Multidisciplinary Approach (pp. 173-196). IGI Global.

Hlophe, S. L., & Ellis, D. 2023. Changing consumer attitudes to make the Corporate Social Responsibility
investment in sustainable fish production, a worthwhile investment to corporates. Corporate Social
Responsibility and Environmental Management, 2023:1-13. [https://doi.org/10.1002/csr.2573].

Issock, P.B., Roberts-Lombard, M. & Mpinganjira, M. 2020. The importance of customer trust for social marketing
interventions: a case of energy-efficiency consumption. Journal of Social Marketing, 10(2):265-286
[https://doi.org/10.1108/JSOCM-05-2019-0071].

Kement, U.Z. & Gucer, E. 2018. Consumers' environmentally friendly recreational behaviours in recreational
activities: Camping sample. Journal of Business Research - Turk, 10(4):772-793
[https://doi.org/10.20491/isarder.2018.548].

Koloba, H. 2020. Purchase intention towards environmentally friendly products among consumers in South Africa.
Applying the theory of planned behaviour. International Journal of Business and Management Studies
12(1):1309-8047.

Kumar, P., Polonsky, M., Dwivedi, Y.K. & Kar, A. 2021. Green information quality and green brand evaluation: The
moderating effects of eco-label credibility and consumer knowledge. European Journal of Marketing,
55(7):2037-2071 [https://doi.org/10.1108/EJM-10-2019-0808].

Lagarde, C. 2016. The Role of Emerging Markets in a New Global Partnership for Growth, Speech delivered at the
University of Maryland.[Internet: https://www.imf.org/en/News/Articles/2015/09/28/04/53/sp020416;
downloaded 25 May 2024].

Lampert, M., Metaal, S., Liu, S. & Gambarin, L. 2021. Global Rise in Environmental Concern.
[Internet:https://glocalities.com/latest/reports/environmental-concern; downloaded 2 February 2024].

Lee, Y.J., Haley, E. & Yang, K. 2019. The role of organizational perception, perceived consumer effectiveness and
self-efficacy in recycling advocacy advertising effectiveness. Environmental Communication, 13(2):239-
254, [https://doi.org/10.1080/17524032.2017.1308407].

Leiserowitz, A. & Howe, P. 2015. Climate change awareness and concern in 119 countries. Yale program on
climate change communication. [Internet:https://climatecommunication.yale.edu/publications/analysis-of-
a-119-country-survey-predicts-global-climate-change-
awareness/#:~:text=Overall%2C%20we %20find%20that%20about,like %20Eqypt%2C%20Bangladesh
%20and%20India; downloaded 14 November 2023].

Li, X., Zhang, D., Zhang, T., Ji, Q. & Lucey, B. 2020. Awareness, energy consumption and pro-environmental
choices of Chinese households. Journal of Cleaner  Production, 279:123734.
[https://doi.org/10.1016/j.jclepro.2020.123734].

Makuse, K. 2013. Awareness Campaign Scoops Major Award: 49M gets PRISM for Environment. Energy Forecast,
[Internet:http://lwww.energyforecastonline.co.za/articles/49m-scoops-award-5918.html, downloaded 27
February 2024).

Malhotra, N.K. 2010. Marketing Research: An Applied Orientation (6th ed.). Upper Saddle River, New Jersey:
Pearson Prentice Hall.

Mishal, A., Dubey, R., Gupta, O.K., & Luo, Z. 2017. Dynamics of environmental consciousness and green purchase
behaviour: An empirical study. International Journal of Climate Change Strategies and Management,
9(5):682-706 [https://doi.org/10.1108/IJCCSM-11-2016-016].

Mkhize, N. & Ellis, D. 2018. Consumer cooperation in sustainability: The green gap in an emerging market. In S.
Indris (Ed.), Promoting Global Environmental Sustainability and Cooperation (pp. 112 - 135). |Gl Global
[https://doi.org/10.4018/978-1-5225-3990-2.ch005].

Journal of Contemporary Management Volume 22 Issue 1 Page 16
DHET accredited 2025
ISSN 1815-7440 Pages 100-118


https://doi.org/10.1002/csr.2573
https://doi.org/10.1108/JSOCM-05-2019-0071
https://doi.org/10.20491/isarder.2018.548
https://doi.org/10.1108/EJM-10-2019-0808
https://www.imf.org/en/News/Articles/2015/09/28/04/53/sp020416
https://glocalities.com/latest/reports/environmental-concern
https://doi.org/10.1080/17524032.2017.1308407
https://climatecommunication.yale.edu/publications/analysis-of-a-119-country-survey-predicts-global-climate-change-awareness/#:%7E:text=Overall%2C%20we%20find%20that%20about,like%20Egypt%2C%20Bangladesh%20and%20India
https://climatecommunication.yale.edu/publications/analysis-of-a-119-country-survey-predicts-global-climate-change-awareness/#:%7E:text=Overall%2C%20we%20find%20that%20about,like%20Egypt%2C%20Bangladesh%20and%20India
https://climatecommunication.yale.edu/publications/analysis-of-a-119-country-survey-predicts-global-climate-change-awareness/#:%7E:text=Overall%2C%20we%20find%20that%20about,like%20Egypt%2C%20Bangladesh%20and%20India
https://climatecommunication.yale.edu/publications/analysis-of-a-119-country-survey-predicts-global-climate-change-awareness/#:%7E:text=Overall%2C%20we%20find%20that%20about,like%20Egypt%2C%20Bangladesh%20and%20India
https://doi.org/10.1016/j.jclepro.2020.123734
http://www.energyforecastonline.co.za/articles/49m-scoops-award-5918.html
https://doi.org/10.1108/IJCCSM-11-2016-016
https://doi.org/10.4018/978-1-5225-3990-2.ch005

D ELLIS Predictors of an emerging market sub-segment
N MKHIZE of consumers’ green behaviour

Naderi, I. & Strutton, D. 2015. | support sustainability but only when doing so reflects fabulously on me: Can green
narcissists be cultivated? Journal of Macromarketing, 35(1):70-83.
[https://doi.org/10.1177/0276146713516796].

Ndofirepi, T. 2019. Gender-based dichotomies in various psychographic attributes for environmentally friendly
products. Acta Commercii, 19(1): a698. [https:/doi.org/10.4102/ac.v19i1.698].

Ng, S. & Basu, S. 2019. Global identity and preference for environmentally friendly products: The role of personal
responsibility. Journal of Cross-cultural Psychology, 50(8):919-936.
[https://doi.org/10.1177/0022022119873432].

O'Hare, A. & Murray, K.E. 2022. Predictors of deep behavioural engagement in climate action among Australian
Adults. SSNR. [https://doi.org/10.2139/ssrn.4022219].

Ogiemwonyi, O. 2022. Factors influencing generation Y green behaviour on green products in Nigeria: An
application of theory of planned behaviour. Environmental and Sustainability Indicators, 13:100164.
[https://doi.org/10.1016/j.indic.2021.100164].

Ogiemwonyi, O. & Harun, A. B. 2020. Green product awareness has the potential to promote green consumer
behaviour: Evidence from Kuala-Lumpur. Israel Journal of Ecology and Evolution, 67(1-2):39-50.
[https://doi.org/10.1163/22244662-bja10010].

Ozaki, R. 2011. Adopting sustainable innovation: What makes consumers sign up to green electricity? Business
Strategy and the Environment, 20(1):1-17. [https:/doi.org/10.1002/bse.650].

Pallant, J. 2020. SPSS survival manual: A step by step guide to data analysis using SPSS (7 ed.). London.
Routledge. [https://doi.org/10.4324/9781003117452)].

Paul, J., Modi, A. & Patel, J. 2016. Predicting green product consumption using theory of planned behavior and
reasoned action. Journal of Retailing and  Consumer  Services, 29:123-134.
[https://doi.org/10.1016/.jretconser.2015.11.006].

Peschel, A.O., Grebitus, C., Steiner, B. & Veeman, M. 2016. How does consumer knowledge affect
environmentally sustainable choices? Evidence from a cross-country latent class analysis of food labels.
Appetite, 106:78-91. [https://doi.org/10.1016/|.appet.2016.02.162].

Power, N., Beattie, G. & McGuire, L. 2017. Mapping our underlying cognitions and emotions about good
environmental behavior: Why we fail to act despite the best of intentions. Semiotica, 2017(215):193-234.

Rees, W.E. 2020. Ecological economics for humanity's plague phase. Ecological Economics, 169:106519.
[https://doi.org/10.1016/j.ecolecon.2019.106519].

Reyes, E. 2013. Philippines needs a climate change awareness campaign. [Internet: http://www.eco-
business.com/news/climate-change-philippines-biggest-awareness-campaign/; downloaded 1 November
2023].

Risgiani, R. 2017. Antecedents of Consumer Buying Behaviour Towards Environmentally Friendly Products.
Business & Entrepreneurial Review, 17(1):41-60.

Roberts, J.A. 1996. Green consumers in the 1990s: Profile and implications for advertising. Journal of Business
Research, 36(3):217-231. [https://doi.org/10.1016/0148-2963(95)00150-6].

Rustagi, P. & Prakash, A. 2022. A review on consumer's attitude & purchase behavioral intention towards green
food products. International Journal of Health Sciences(1):9257-9273.
[https://doi.org/10.53730/ijhs.v6nS1.7092].

Rustam, A., Wang, Y. & Zameer, H. 2020. Environmental awareness, firm sustainability exposure and green
consumption behaviors. Journal of Cleaner Production, 268:122016.
[https://doi.org/10.1016/j.iclepro.2020.122016].

Journal of Contemporary Management Volume 22 Issue 1 Page 17
DHET accredited 2025
ISSN 1815-7440 Pages 100-118


https://doi.org/10.1177/0276146713516796
https://doi.org/10.4102/ac.v19i1.698
https://doi.org/10.1177/0022022119873432
https://doi.org/10.2139/ssrn.4022219
https://doi.org/10.1016/j.indic.2021.100164
https://doi.org/10.1163/22244662-bja10010
https://doi.org/10.1002/bse.650
https://doi.org/10.4324/9781003117452
https://doi.org/10.1016/j.jretconser.2015.11.006
https://doi.org/10.1016/j.appet.2016.02.162
https://doi.org/10.1016/j.ecolecon.2019.106519
http://www.eco-business.com/news/climate-change-philippines-biggest-awareness-campaign/
http://www.eco-business.com/news/climate-change-philippines-biggest-awareness-campaign/
https://doi.org/10.1016/0148-2963(95)00150-6
https://doi.org/10.53730/ijhs.v6nS1.7092
https://doi.org/10.1016/j.jclepro.2020.122016

D ELLIS Predictors of an emerging market sub-segment
N MKHIZE of consumers’ green behaviour

Sardesai, S.J., & Govekar, S. 2022. An Empirical Study of the Predictors of Green Purchase Behaviour. European
Journal of Studies in Management & Business, 24:21-36. [https://doi.org/10.32038/mbrg.2022.24.02].

Schultz, P.W., Gouveia, V.V., Cameron, L.D., Tankha, G., Schmuck, P. & Franék, M. 2005. Values and their
relationship to environmental concern and conservation behavior. Journal of Cross-cultural Psychology,
36(4):457-475. [https://doi.org/10.1177/0022022105275962].

Scott, L. & Vigar-Ellis, D. 2014. Consumer understanding, perceptions and behaviours with regard to
environmentally friendly packaging in a developing nation. International Journal of Consumer Studies,
38(6):642-649. [https://doi.org/10.1111/ijcs.12136].

Selormey, E., Dome, M.Z., Osse, L. & Logan, C. 2019. Change ahead: Experience and awareness of climate
change in Africa [Policy paper] (60). Afrobarometer [Internet:
https://policycommons.net/artifacts/1450666/change-ahead/2082465/; downloaded 29 April 2025)].

Semeijn, J., Gelderman, C., Schijns, J. & van Tiel, R. 2019. Disability and pro environmental behavior-An
investigation of the determinants of purchasing environmentally friendly cars by disabled consumers.
Transportation Research Part D: Transport  and  Environment, 67:197-207.
[https://doi.org/10.1016/j.trd.2018.11.016].

Smith, M. 2019. Concern for the environment at record highs. YouGov. [Internet:
https://yougov.co.uk/topics/politics/articles-reports/2019/06/05/concern-environment-record-highs;
downloaded 29 April 2025].

Steg, L., Bolderdijk, J. W., Keizer, K. & Perlaviciute, G. 2014. An integrated framework for encouraging pro-
environmental behaviour; The role of values, situational factors and goals. Journal of Environmental
Psychology, 38:104-115. [https://doi.org/10.1016/].jenvp.2014.01.002].

Stern, P.C. 2000. New environmental theories: Toward a coherent theory of environmentally significant behavior.
Journal of Social Issues, 56(3):407-424. [https://doi.org/10.1111/0022-4537.00175].

Stojanova, S., Zecevi¢, M. & Culiberg, B. 2023. From words to deeds: How do knowledge, effectiveness, and
personal relevance link environmental concern and buying behavior? Journal of Nonprofit & Public Sector
Marketing, 35(4):329-353. [https://doi.org/10.1080/10495142.2021.1953671].

Straughan, R. D. & Roberts, J. A. 1999. Environmental segmentation alternatives: A look at green consumer
behavior in the new millennium. Journal of Consumer Marketing, 16(6):558-575.
[https://doi.org/10.1108/07363769910297506].

Takahashi, R., & Todo, Y. (2018, July 28-August 2). When do consumers stand up for the environment? Evidence
from a large-scale social experiment to promote environmentally friendly coffee. 30th International
Conference of Agricultural Economists, Vancouver, British Columbia.

Tan, B.C. 2011. The role of perceived consumer effectiveness on value-attitude-behaviour model in green buying
behaviour context. Australian Journal of Basic and Applied Sciences, 5(12):1766-1771.

UN. 2023a. Global Issues Africa. United Nations [Internet:https://www.un.org/en/global-issues/africa; downloaded
4 August 2023].

UN. 2023b. United Nations Sustainable Development Goals, Goal 12: Ensure sustainable consumption and
production  patterns  [Internet:https://www.un.org/sustainabledevelopment/sustainable-consumption-
production/; downloaded 4 February 2024].

Wang, L., Zhang, Q. & Wong, P.P.W. 2022. Purchase intention for green cars among Chinese millennials: Merging
the value-attitude-behavior: Theory and theory of planned behaviour. Frontiers in Psychology, 13:786292.
https://doi.org/10.3389/fpsyq.2022.786292

White, K., Habib, R., & Hardisty, D.J. 2019. How to SHIFT Consumer Behaviors to be More Sustainable: A
Literature  Review and  Guiding  Framework. Journal ~of  Marketing,  83(3):22-49.
[https://doi.org/10.1177/0022242919825649).

Journal of Contemporary Management Volume 22 Issue 1 Page 18
DHET accredited 2025
ISSN 1815-7440 Pages 100-118


https://doi.org/10.32038/mbrq.2022.24.02
https://doi.org/10.1177/0022022105275962
https://doi.org/10.1111/ijcs.12136
https://policycommons.net/artifacts/1450666/change-ahead/2082465/
https://doi.org/10.1016/j.trd.2018.11.016
https://yougov.co.uk/topics/politics/articles-reports/2019/06/05/concern-environment-record-highs
https://doi.org/10.1016/j.jenvp.2014.01.002
https://doi.org/10.1111/0022-4537.00175
https://doi.org/10.1080/10495142.2021.1953671
https://doi.org/10.1108/07363769910297506
https://www.un.org/en/global-issues/africa
https://www.un.org/sustainabledevelopment/sustainable-consumption-production/
https://www.un.org/sustainabledevelopment/sustainable-consumption-production/
https://doi.org/10.3389/fpsyg.2022.786292
https://doi.org/10.1177/0022242919825649

D ELLIS Predictors of an emerging market sub-segment
N MKHIZE of consumers’ green behaviour

White, K.M., Starfelt Sutton, L.C. & Zhao, X. 2023. Charitable donations and the theory of planned behaviour: A
systematic review and meta-analysis. PloS One, 18(5):€0286053.
[https://doi.org/10.1371/journal.pone.0286053].

Winson, A., Choi, J.Y., Hunter, D. & Ramsundar, C. 2022. Ecolabeled seafood and sustainable consumption in the
Canadian context: Issues and insights from a survey of seafood consumers. Maritime Studies, 21(1):99-
113. [https://doi.org/10.1007/s40152-021-00245-y].

Witek, L. 2018. Green consumer: The attitude-behavior gap towards environmentally friendly products. ICoM 2018
8th International Conference On Management, Czestochowa, Poland.

Witek, L. 2019. Attitude-behaviour gap among polish consumers regarding green purchases. Visegrad Journal on
Bioeconomy and Sustainable Development, 8(1):31-36. [https://doi.org/10.2478/vibsd-2019-0006].

WorldBank. 2022, 17 October 2022. Putting africans at the heart of food security and climate resilience. The World
Bank. [Internet:https://www.worldbank.org/en/news/immersive-story/2022/10/17/putting-africans-at-the-
heart-of-food-security-and-climate-resilience.print; downloaded 21January 2024].

Yadav, R. & Pathak, G.S. 2016. Intention to purchase organic food among young consumers: Evidences from a
developing nation. Appetite, 96:122-128 [https://doi.org/10.1016/j.appet.2015.09.017].

Yu, S. & Lee, J. 2019. The effects of consumers' perceived values on intention to purchase upcycled products.
Sustainability, 11(4):1034 [https://doi.org/10.3390/su11041034].

Yu, C., Long, H., Zhang, X., Tan, Y., Zhou, Y., Zang, C. & Tu, C. 2023. The interaction effect between public
environmental concern and air pollution: Evidence from China. Journal of Cleaner Production,
391:136231. [https://doi.org/10.1016/j.iclepro.2023.136231].

Zhao, H., Gao, Q., Wu, Y., Wang, Y., & Zhu, X. 2014. What affects green consumer behavior in China? A case
study from Qingdao. Journal of Cleaner Production, 63:143-151
[https://doi.org/https://doi.org/10.1016/j.jclepro.2013.05.021].

Zhao, R. & Zhong, S. 2015. Carbon labelling influences on consumers’ behaviour: A system dynamics approach.
Ecological Indicators, 51:98-106. [https://doi.org/10.1016/j.ecolind.2014.08.030].

Zhuang, W., Luo, X., & Riaz, M. U. 2021. On the factors influencing green purchase intention: A meta-analysis
approach. Frontiers in Psychology, 12:1074. [https://doi.org/10.3389/fpsyq.2021.644020].

Journal of Contemporary Management Volume 22 Issue 1 Page 19
DHET accredited 2025
ISSN 1815-7440 Pages 100-118


https://doi.org/10.1371/journal.pone.0286053
https://doi.org/10.1007/s40152-021-00245-y
https://doi.org/10.2478/vjbsd-2019-0006
https://www.worldbank.org/en/news/immersive-story/2022/10/17/putting-africans-at-the-heart-of-food-security-and-climate-resilience.print
https://www.worldbank.org/en/news/immersive-story/2022/10/17/putting-africans-at-the-heart-of-food-security-and-climate-resilience.print
https://doi.org/10.1016/j.appet.2015.09.017
https://doi.org/10.3390/su11041034
https://doi.org/10.1016/j.jclepro.2023.136231
https://doi.org/https:/doi.org/10.1016/j.jclepro.2013.05.021
https://doi.org/10.1016/j.ecolind.2014.08.030
https://doi.org/10.3389/fpsyg.2021.644020

	1. INTRODUCTION
	2. THEORETICAL FOUNDATION AND DEVELOPMENT OF THE CONCEPTUAL MODEL
	2.1 Green behaviour constructs in the study
	2.1.1 Environmental Awareness (EA)
	2.1.2 Environmental Concern (EC)
	2.1.3 Perceived Consumer Effectiveness (PCE)
	2.1.4 Green consumer behaviour (GCB)

	3. RESEARCH METHODS
	3.1 The sample
	3.2 The research instrument
	4. RESULTS AND DISCUSSION
	4.1 Univariate analysis
	4.2 Multivariate analysis
	5. MANAGERIAL IMPLICATIONS
	6. ADDITIONAL RECOMMENDATIONS
	7. CONCLUSION

