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Abstract. Green behavior is when someone are concern about the environment 
and has a willingness to change their pattern lifestyle to be a better and quality 
without using a chemical product that can harm their life. The words of “going 
green” must be implied in daily life and everyone should be involved. This 
study is explored about how the green behavior intention can give an impact 
towards consumer when they are purchasing and buying a green product. This 
activity actually can give a positive impact or a negative impact to the consum-
ers. Other than that, this study also give effect to the whole of knowledge. Thus, 
to make this research study is successful, the depth research must be done so the 
future research study can complete their study.  
Keywords: green behavior, impact, usage, intention, purchasing, buying, green 
behavior intention        
 

1 Introduction 

 
This paper will allow you to further explore the impact of green behavior among 

the selected countries. As we know, a green product is friendly to the environment 
that will save the environment from any harm or danger. Environment change is when 
the person has an awareness to protects the environment from the global warming and 
climate change according to (Moya, 2018.). The green product is a product that 
produces a least effect towards the environment and they also provide a better of air 
indoor quality to circumvent from the chemical and to lessen health problem (Mokan, 
et al., 2018). In addition, Rusli & Ahmad, (2018)., study also stated at the Conference 
on Climate Change in Copenhagen 2010, that Malaysia is adherence the pledge to 
predict that 40 percent carbon dioxide emissions are decrease by 2020. They have 
many impacts when purchase and use the green products and one of them will be 
impact towards behavior. Even though this product will give a positive towards your 
life but the behavior of a person to purchase or use green products is different.  
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Thus, Sreen, et al., (2017)., study that when someone is going to buy or purchase 
the green products, the type of gender, age, educations and income of someone also is 
the important thing because it includes the impact of the green behavior. Furthermore, 
(Khare, 2015)., green behavior is affects by the psychographics, previous thinks and 
the perception towards environment. For example, we can see that India is a country 
that has been long involve in the projects of the green products but due the lack of 
their knowledge, ability and understanding (Sreen, et al., 2017.; Maheshwari, 2014). 
The organization are not participated in the involving to produce green products 
(Sreen, et al., 2017.; Green purchasing Network of India, 2014). 

Besides that, India country has many young consumers when they come to 
purchasing and buying a green product even though the India country has been long 
in the project. The reason why India country has many young consumers, is because 
these young consumers are realized how important the green products in their life. 
They also are motivated and matured enough to make a decision in contributing in 
buying green products according (Uddin & Khan, 2018; Lai & Cheng, 2016).  

In addition, green behavior will help the organization to produce more green 
products towards consumers. Organization must have an effective green marketing 
strategy that will attract consumer to buy or purchase this green product. If the 
consumers know that the green products give a positive impact towards their life, the 
number of consumers who will purchase and buying a green product will increase. 
The purpose of the research is to identify the impact of green behavior intention in 
organization. 

2 Literature Review 

 
The Impact of Green Behavior Intention in Organization 
 

Price  

The expensive price of the green product will lead the consumer for not using or 
purchasing the green products even though the green products is eco- friendly and 
very good for their health. The previous study has reported and estimated that three or 
four shops or convenience store are usually ended the price with nine according 
(Tripathi & Pandey, 2018.; Wisniewski & Blattberg, 1983.; Harris & Bray, 2007). 
From this we can see that the prices of the green products play the main factors of the 
impact towards people behavior when they want to purchasing or using the green 
products. That’s why, the green products have a little percentage and the approxi-
mately the growth sales in the market is only four (4) percentage (Tripathi and Pan-
dey, 2018.; Gleim et al., 2013). The strategy of the green price which is not effective 
towards green product that adopt by the firm is supported by (Tripathi & Pandey, 
2018.; Peattie, 1999.; Polonsky & Rosenberger, 2001.; Singh & Pandey, 2015.; Joshi 
& Rahman, 2015). From this, we can conclude that the author is not agree with price 
of the green products that are too pricey and this can give an impact towards the peo-
ple who want to buy or purchase and also this will give an affect for their green be-
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havior. Meanwhile in the Minbashrazgah et al., (2017) study stated that the organic 
food price is worth to buy compared with the typical brand. For some example, in 
Iran, the green products such as green chicken will have their own slogan which is 
“Raised without antibiotics” according (Minbashrazgah et al., 2017). When people 
want to buy the green chicken, they will think twice before they buy even though that 
green chicken are healthier than the other typical brand. Besides that, this organic 
food price is important for them and it can change consumers purchase intention ac-
cording to (Minbashrazgah et al., 2017.; Liang, 2016). As we can see today, many 
people are more interested to buy the organic food and their willingness to pay even 
though the price is a little bit pricey. And the green products are actually increased 
according to Minbashrazgah et al., (2017).; Liobikienė et al., (2017) in the developing 
countries because of their research in green studies. To conclude this, even the price 
of the organic food is pricey, but because of the green products effect towards their 
life they will afford it to buy and they will slowly to change their behavior to the 
healthy environment. However, Zavali & Theodoropoulou, (2018.) study that the 
Greece country become more sensitive when it comes to the price. This is because 
they have been facing a financial crisis back then and they are become more careful 
when purchasing or buying a product. The reason is, back then in the Greek business 
they have put a labelling and packaging which is green eco-friendly but the products 
is actually are fake (Zavali & Theodoropoulou, 2018). The researcher has argued that 
the consumer with high environmental awareness also do not buying or using an eco-
friendly product according (Zavali & Theodoropoulou, 2018.; Pickett-Baker & Ozaki, 
2008). Besides that, the green gap is existing because of the price which is commonly 
recoded and follow by the low of perceptions quality (Zavali & Theodropoulou, 
2018.; Gleim & Lawson, 2014). From this, the Greece country try to build their 
netizens believes to become a green environment and attempted to the green living by 
their environmental style according (Zavali & Theodoropoulou, 2018). And from 
these statements, they are supported their study which is the Greece country show the 
positive and good results for the green purchasing. In the conclusion, we can see that 
the price also plays the major impact when it comes to buy the green products because 
the price will lead the consumer to think depth whether the product is good or fake 
even though their effectiveness is same but different price.  

 
Young Consumers 
 

In this world of environment, each person that live in their country whether you are 
in each level of hierarchy you need to be alert and aware about the environment 
around you. If you are older or adult enough, you need to take care of your country 
because it can give an impact for the young and next generation, so the next genera-
tion are not in the harm and full of the chemical’s environment. According to the 
Singhal and Malik, (2018)., and Jaiswal & Kant, 2018), the young consumers and 
educated people are fewer to know about the green environmental awareness because 
they are still lack of the environment communications. For some example, the gov-
ernment or any non-governmental organization (NGO) must involve in this situation 
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by giving or establish the economical technologies towards the country with the good 
advertisement (Singhal & Malik, 2018.; Singh, 2013). From this activity, the young 
consumers will open their eyes and gain the knowledge towards the green environ-
mental products. As we can see, the young generation has been started concern and 
care about to preserve the ecology in comparison of the older generations and it has 
found in study that the older generations have less concern in the green products 
(Singhal & Malik, 2018.; Gupta & Abbas, 2013). In conclusion, every people or or-
ganizations must play their action to make sure the environment are in safe environ-
ment for the next generation. On the other hand, Joshi & Rahman, (2016).; Sliwka et 
al., (2006) stated that many young consumers are understand about the concepts of the 
green environmental compared to the older generations and they understand the im-
pact towards the environment. Young consumers can accept and receive the new idea 
of the “green” to be a better environment according the study (Joshi & Rahman, 
2016.; Ottman et al., 2006). For some example, India has potential to be a biggest 
consumer in the green products. Any marketers or organizations that produce a green 
product must give a message or doing a campaign to influence netizen to be more 
aware about the green environment based on their behavior (Joshi & Rahman, 2016.; 
Kaplowitz et al., 2009.; Mee & Clewes, 2004). But in India, the marketers face a dif-
ficulty to promote and give a message, because the researcher stated the result that the 
Indian people are not fully exposed towards mass media   and that’s why they are still 
in lack about the green information according the study (Joshi &Rahman, 2016). The 
conclusion from this study is, even the Indian netizen are not fully exposed to mass 
media about the green information, but the markets and organization still have their 
effort to make sure that the India country especially in young consumers to educated 
them about the green products. Meanwhile, Naderi & Steenburg, (2018) research is 
more focus on how marketers are targeting the young consumers or millennials to 
promoting their green products that can give impact towards green behavior. This 
young consumer is easy to approach and easy to understand about the green products. 
Even this young consumer has different economy change according the study of 
Naderi & Steenburg, (2018).; Nielsen, (2015.) found that this group are willing to pay 
more. Young consumer is supporting the rules to strict the environmental laws, envi-
ronmentally friendly police and green development according Naderi & Steenburg, 
(2018).; Pew Research Center, (2011) but this issue is still on debate whether this 
young consumer is actually involved in green environment. For some example, in 
America. The percentage of the young consumers who are in activities that related to 
green environment only 33 percent meanwhile for the adult is 51 percent according to 
Naderi & Steenburg, (2018).; Head, (2013) and why this is happen? The reason is, 
this young consumer needs to use a reusable container when they are drink and using 
a minimize amount of water in daily usage according to (Naderi & Steenburg, 2018.; 
Head, 2013). They must change their behavior to get a positive impact environment 
according to (Naderi & Steenburg, 2018.; Grønhøj & Thøgersen, 2009). To conclude, 
even this young consumer is easy to approach and support the rules of the green envi-
ronment, but there are still not fully understand how the activities of environmental 
such as recycle is actually will lead them to give an impact towards environmental 
behavior because there are still in lack of some qualities.  
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However, according to the Uddin and Khan, (2018).; Lee (2008) study, young con-
sumers are known as a decision making for the future. The ability of the young con-
sumer buying or purchasing the products in global area was $2.45 trillion in 2015 
according to (Uddin & Khan, 2018.; Barnes & Lescault, 2014). According the study 
Uddin & Khan, (2018).; Deloitte, 2014) study that the young consumer is more inter-
ested in consuming pro-environmental products. This is because, they are more alert 
about the products that are good for their life and has an awareness from using a 
chemicals product. For some example in India, the green marketers are more focus of 
their products to the young consumer because this young consumer are having a posi-
tive environmental attitude according to (Uddin & Khan, 2018.; Prakash & Pathak, 
2017.; Singh, 2009). According to Uddin and Khan, (2018).; Moses, (2000).; Lee, 
(2009) study stated that this young consumer will give a positive influencing towards 
their friend and the surrounding environment because they more awareness about the 
environmental. This environmental attitude of the young consumers actually gives an 
impact towards the green behavior according to (Uddin & Khan, 2018.; Kaiser et al., 
2007). From this, we can conclude that the young consumers are more matured when 
it comes to buy or purchase the green products. This is because they are known how 
this green product can give a satisfaction towards them when they use and purchase 
the green products and it can give a positive impact towards green behavior.  

 
Brand Image 

When someone is buying or purchase a product, they are interest, basically they are 
buying or purchase based on the packaging, image, brand, colors, experience, and the 
tidiness of the products. The brand of the products actually is the most important 
when produce the green products because it will give an impact toward green behav-
ior. As we can see today, many consumers are buying and purchasing the green prod-
ucts based on the image that an organization are produce even consumers are known 
how good about the green products. According to Wu et al. and Cheng, (2018).; Ha 
and Perks, (2005) that brand image experience plays the important role in influencing 
customers satisfaction. The green branding will allow organizations to gain the con-
sumer trust and believing to achieve their target (Wu et al. & Cheng, 2018.; Rios et 
al., 2006). For some example in Taiwan, the green branded image products like envi-
ronmental shampoo (Body Shop, Burt Bee’s, Nature’s Gate and O’ Right) has a re-
turnable refill container to avoid customers use a plastic (Wu et al., & Cheng, 2018.; 
Plaine Products, 2017). The customers who are buying will get a healthy product and 
also can saving the environment from purchasing the shampoo according to (Wu et 
al., 2018). The conclusion is, if the organization or producers of the green products 
want to produce their products, they must have a strategy market about the image of 
the green products to attract consumers to use more an eco-friendly environments 
product without harming their self from using a chemicals product. Whereas, Lin et 
al., (2017).; Chen, (2010) stated that the consumer who receive the green brand image 
are positively give an improvement to green brand value and the result will give cus-
tomers satisfaction and trust of the green branded image towards the impact of green 
behavior. According to Lin et al., (2017).; Keller, (1993) study that the green brand 
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image is represent the consumer perspective of a brand that is establish through dif-
ferent brand associations and consumer will keep it in the memory and this statement 
are agreed by the researchers. This is because green brand image will give consumer 
to imaging and created the impressions like symbols, functional or rational aspects 
according to (Lin et al., 2017.; Aaker, 1996). For some example in China, the evalua-
tion of green brand image is highly important because of the upcoming research con-
ducted in other countries and using a conceptual model to increase the rationalization 
research findings. We can see that the green brand image plays the role to influence 
consumers attitude and make a decision making (Lin et al., 2017.; Jeong et al.,2014). 
If the consumer find that the brand of the products has a good function and good qual-
ity that can give satisfaction to them, this will lead to the positive brand attitude ac-
cording to (Lin et al., 2017.; Nagar, 2015). From this, we can conclude that the green 
brand image is important for the consumers even the consumer has purchase or buy-
ing the green products. Without the brand image, the products will not purchase or 
buying from a consumer even though the quality of the products is good. The con-
sumer will be satisfying if the green product has a good package which is a brand 
image and the quality. Compare to Gunnarsson et al., (2018.).; Sharma, (2013.) study, 
that the brand image is the procedure to make that brand has their own identity to the 
greener concept without harming the environment with the negative effect. The green 
branding image has their own objective and goal which is to increases the number of 
customers to buy or purchase the green products (Gunnarsson et al., 2018). According 
the study Gunnarsson et al., (2018.).; Nandan, (2005) study, the important key to 
make sure that the branding has their own image is to creating the stronger branding 
image that can give an impaction towards customers to believe at the green products. 
As we can see today, many companies have produced their products brand image that 
has the recycle image and the tagline for us not to use the plastics and this can give 
impacts to the green behavior. There is some brand that changing their logo to the 
green color to make sure the products are eco-friendlier towards consumer according 
to (Gunnarsson et al., 2018.; Sharma, 2013). For some example, the McDonald’s 
company has the recycle image on each pack of the foods they produce and there also 
are supported the campaign for “not use straw” logo that are have on each cashier at 
McDonald’s. According to the Gunnarsson et al., (2018).; Keller, (1993) study, each 
company must have to deliver the message clearly to the customers because it is im-
portant for them to understand and support the green products. The consumers attitude 
is actually can give a positive vibe to a green product because they can influence and 
be the link towards the green brand image (Gunnarsson et al., 2018.; Mushtaq et al., 
2017). To sum up, each organization whether big or small companies, they must pro-
duce the products that has a 3R which is “reduce, reuse and recycle” for each product 
they do. This is because when the brand image of the products is eco-friendlier, the 
customers will believe to purchase or buying their products because the important 
thing is the brand image of the products. From the analysis of this sections, it shows 
that many researchers do a topic about the young consumers and the price of products. 
Meanwhile there are some limited study at the brand image. Thus, for the future re-
searcher, they must do a study of brand image to fulfill the scopes and contribute the 
new findings.  
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Table 1. Analysis of Review 
 

Authors Price. Young Consum-
ers. 

 

Brand Image. 

Tripathi & Pandey., (2018). √  √ 

Minbashrazgah, et al., (2017). √   

Zavali & Theodoropoulou., 
(2018). 

√   

Singhal & Malik., (2018). 
 

√ √  

Joshi & Rahman., (2016). 
 

√ √  

Iman & Steenburg., (2018). 
 

√ √ √ 

Wu, et al., (2018). 
 

  √ 

Lin, et al., (2017). 
 

√  √ 

Liang., (2016). 
 

√   

Singh & Pandey., (2015). 
 

   

Gleim, et al., (2013). 
 

√   

Liobikienė, et al., (2016). 
 

√   

Gleim & Lawson., (2014). 
 

√   

Jaiswal & Kant., (2018). 
 

 √  

Singh., (2013). 
 

 √  

Gupta & Abbas., (2013). 
 

 √  
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Nielsen., (2015).  
 

 √  

Head., (2013). 
 

 √ 

 

 

Plaine Products., (2017). 
 

  √ 

Jeong, et al., (2014). 
 

  √ 

Mushtaq, et al., (2017).   √ 

Deloitte., (2014). 
 

 √  

Sharma., (2013). 
 

  √ 

Barnes & Lescault., (2014). 
 

 √  

Gunnarsson., (2018). 
 

  √ 

Uddin & Khan., (2018). 
 

 √  

Nagar., (2015). 
 

  √ 

Prakash & Pathak., (2017). 
 

 √  

 
 

3 Conclusion 

 
At the end of this conclusion, each person or organization must play the important 

role towards the environment. It is a compulsory to keep our environment are away 
from a danger chemical. The impact of the green behavior is actually happened at the 
selected country with some reason. First is price. Price is the important thing when 
consumers buy or purchase the products. The previous study stated that the organiza-
tion must produce the prize that are suitable with the product and consumer willing-
ness to pay. If the consumer find that the price is suitable, it will give consume satis-
faction when using the products. If the products can fulfill the satisfaction of the con-
sume, consume will use all type of green products in their daily life without changing 
to the products that are harmful for them Second is young consumers. Young con-



Research Hub  Volume 6 Issue 1 (2020) eISSN: 2180-0065  
 

 

 
 
19 

sumer tends to buy the green product rather than using the chemical products. Some 
of the organizations are focus on their target marketing toward this young consumer 
because they are aware about the products they are use. However, some researcher 
study stated that this adult generation are more aware about the environment and the 
product they are use in daily life. This is because, this young generation are tended 
more to be involve in green activity rather that young consumers. This actually can 
give a good impaction of their behavior for use or purchase the greener products. 
Lastly is brand image. Brand image also play the important role when consumer is 
purchasing or buying the products. Organization must produce the products that can 
give consumer to buy their products. We also know, that every organization has their 
own objective to make sure that consumer can adapt and adopt to a green product in 
their daily life. And we believe, if the company has a good strategic marketing to 
influence consumer thru, social media like Facebook, Instagram, YouTube, Twitter 
and mass media such as television, radio, pamphlet, banner and others. Some of the 
previous study stated that, if the organization are excellent in deliver the content of 
the message. It will delivery clearly and reached to consumers and this can give a 
good impact towards their green behavior. 
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