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Abstract. Green Purchase Intention consist of many factors. One of them is, 
Green Marketing. Green Marketing define as process to sell the services of 
green product in order to preserve environment. The target people of this re-
search are organizations and corporations. It was developed to enhance their 
comprehension and understanding of green marketing that had been applied in 
the eco-company. This study also acts as a medium to prevent any organization 
misuse “Green Marketing” term. Therefore, from this study, revising more 
about this topic and to have a further research is needed. Due to world chang-
ing, it is significant to study more about this topic. Hence, the research contri-
bution in this study can be apply by employees as well as green researcher. 
Keywords: green purchase intention, factors, marketing, green brand, green 
marketing, green satisfaction 
 

1 Introduction 

 
 Marketing is a basic of Green Marketing. Green marketing is a process of sell-
ing the commodity or services to provide a better future for the current environment. 
Green marketing products can be seen from products that were manufactured or pro-
duced in a continual, able to be recycled, renewable and not consist of any toxic mate-
rials or substances of ozone-depleting. This research will explain to you about the 
factor of green marketing influence consumers to purchase eco-friendly products. 
From this study, the country that had been researched by the previous scholars are, 
Taiwan, India, Malaysia, China, Turkey, Pakistan and French. 

There are four factors from this study. First one, attitude towards green marketing. 
From the previous studies, it discussed and compare the best explanation based on the 
research. The first research was written by Norazah, (2016). Second research by 
Yadaz, and Pathak (2017). Next, third research from Mishal, et al, (2017). Second 
factor is green brand. The first studies of this subject written by Huang, et al., (2014). 
Besides that, Chaudhary, (2018) also discussed about this topic. Lastly, a research by 
Akturan, (2018). Moreover, the third factor is green satisfaction. Firstly, a study from 
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Chen, et. al (2015). Secondly, a research by Chahal, et al., (2014). Finally, a study by 
Lin, (2017). 

Forth factors consist of some comparison too. Started with a research by 
Chaudhary, R., Bisai, (2018). Next, this topic was compared to another research by 
Bertrandias, (2014). Finally, another comparison research about environmental con-
cern by Malik, (2019). 

2 Literature Review 

 
Factor of green marketing intention in organizations 
 
Attitude towards green marketing 

Attitude towards green marketing lead the consumers to purchase or not purchase 
green products. Attitude towards green marketing is connected to the consumer's 
choices and mainly evaluates the products which characterize their needs or not 
(Norazah., 2016; Solomon, 2014). Consumers attitude usually affected by their eco-
green behavior, their knowledge of environment leads to purchase green intention 
(Norazah., 2016; Aman et al, 2012). A method was applied in identifying the factor of 
attitude towards green marketing to 350 members of the public in the Federal 
Territory of Labuan, Malaysia. The results show that attitude towards green marketing 
has an important positive relationship with green purchase. If the consumer's attitudes 
towards green marketing are positive, therefore, the attitude to purchase green 
products among consumers would increase (Norazah., 2016). From the analysis, the 
attitude can be categorized by honesty, responsibility, and integrity. This is because, 
from the attitude of green purchase, consumers likely really concerned with the 
environment. From this analysis, it can be concluded that attitude towards green 
marketing influences their preferences to purchase green products.  

However, attitude defined as a person’s good or bad decision of the certain manner 
(Yadav & Pathak, 2017; Azjen & Fishbein, 1980). Attitude belief refers to the results 
of influences the behavior whereas the consequences in positive or negative judgment 
by the other statements (Yadav & Pathak, 2017; Azjen, 1991). From this opinion, it 
stated that attitude comes from behavior that believe the outcomes from other persons 
or statements. People tend to trust a product based on other’s reviews or judgment. 
This leads to the trustworthiness, reliability, and integrity in an individual evaluation 
of the green products purchase intentions. Therefore, a Theory of Planned Behavior 
was developed to find out the truth behind the statements to the consumers in India. 
From the findings, the outcomes are, consumers attitudes towards eco-friendly prod-
ucts can be improved by creating awareness and recognition of green products in the 
society, whereas it will develop people trust of green products purchase intention 
(Yadav & Pathak, 2017). Attitude towards green marketing from this study can be 
developed by the awareness, which helps to enhance the positive attitude of the con-
sumers rather than being an eco-friendly user. This is because awareness will increase 
their encouragement to purchase green products and will eventually change their per-
ceptions towards green marketing.  
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Compare to other previous studies, according to Mishal et al., (2017) and Chyong 
et al, (2006), green purchase attitude is the consequence of likes and dislikes of con-
sumers and has a readiness to purchase green products due to the protection of the 
environment. This theory was developed by social interaction. Green Buying Attitude 
can be found from the mixture of environmental consciousness (ECO), knowledge 
and social norms (Mishal et al., 2017; Klaus et al, 2014). Hence, this study developed 
a theoretical model to evaluate and creates an understanding of the green purchase 
attitude (GPA) of consumers in India. The findings of this study, perceived customer 
effectiveness (PCE), influence green purchase attitudes (GPA). This is because atti-
tudes and responses of the consumers towards green marketing affected them to pur-
chase green products. Their surroundings have already aware of the current environ-
ment. Therefore, they feel responsible to purchase green products rather than other 
chemical products (Mishal et al., 2017; Majláth, 2010). From this study, it can be 
concluded that the green purchase attitude (GPA) was influenced by perceived cus-
tomer effectiveness (PCE) and environmental consciousness (ECO). From the study, 
it stated that the government must start to introduce strict regulations and encourage 
manufacturers to develop more products based green, then, it will help the consumers 
to purchase green products more than before. 

 
Green Brand 

A brand can be defined as ‘’ a name, term or design’ (Huang et. al, 2014; Kotler & 
Keller, 2009). Green brand role as a mediator that sends the information about the 
benefit of the products, the exclusiveness of the products which mainly to protect the 
environment as well as to reduce climate change of the environment (Huang et al. 
2014). According to Huang et al. (2014), a green brand is linked to creating environ-
mental concerns and commitments. This is because, the green brand can create 
awareness of the impact of the current environment to the users by their products. 
Users able to know the effect of using chemical products in current environment sit-
uations. Hence, this study had developed a questionnaire survey to the members of 
Taiwan’s Lifestyle of Health and Sustainability (LOHAS) Club to identify their opin-
ion of a green brand. Based on the findings, green brand positioning (GBP) influence 
Green Brand Knowledge (GBK). Green brand positioning is defined as a component 
of brand identity and actively advertise to target customers. The ‘worth’ of a green 
product means that, the service of a green brand based on environmental attributes 
(Huang, et al., 2014; Aaker & Joachimsthaler, 2002). For this reason, in order to es-
tablish a better green brand, some companies need to apply green brand positioning 
(GBP) rather than misuse green marketing to increase their profits.  

Meanwhile, another previous study states green brands influence by environmental 
concerns. Environmental concerns are defined as people aware of the environmental 
problems and support the creation of the problem solving to save the environment 
(Chaudhary, 2018; Hu et al, 2010). According to Chaudhary, (2018); Phau and Ong, 
(2007), Australian consumers responded positively to green brands. In India, it also 
reported that they concern on buying an eco-friendly product with a green based 
packaging (Chaudhary, 2018; Prakash & Pathak, 2017). This study used a theoretical 
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framework to identify how environmental concerns influence green brand products. 
The author provides an online questionnaire to 202 young Indian consumers to an-
swer. From the findings, the results are, environmental concern does not provide an 
important effect on the young Indians in purchasing green products (Chaudhary, 
2018). This can be concluded that millennials in India do not influence by environ-
mental concerns in buying the products. Besides, they are willing to purchase the 
products because of their will.  

In addition, another study had defined the green brand as green brand equity. 
Green brand equity included awareness, brand reliability, quality, and association 
(Akturan, 2018). The meaning of the awareness is, brand awareness had been recog-
nized by the consumers. Next, brand reliability means that, the consumers willing to 
loyal and committed to the green product rather than choosing another competitor. 
The quality of green brand meaning that it comes from the consumer's judgment to-
wards the green products. And lastly, the association meaning a brand association 
which consumers prefer or not prefer (Akturan, 2018; Zeithaml, 1988). From this 
research, it stated that the green brand was developed by green satisfaction, trust, and 
loyalty (Akturan, 2018; Kang & Hur, 2012). Furthermore, the green brand also affect-
ed by environmental positioning, concerns, and communication (Akturan, 2018; Mis-
ra & Panda, 2017). Therefore, this study develops a survey to identify the accurate 
factor of the green brand. It was given to the 500 consumers in Turkey. Based on the 
findings, high-involved products purchased by consumers. However, they also pur-
chase low-involved green product categories because of green brand equity (Akturan, 
2018; Coskun et al, 2017). Therefore, from this study, it can be concluded that, even 
though the green product is higher than other companies, consumers willing to pur-
chase because of the green brand. 

 
Green Satisfaction 

Satisfaction is generally is the level of customer already felt desire to, eager to pur-
chase the product to fulfill their assumption, pleasure and requirement (Chen & Lee, 
2015; Chen, 2010). The mixture of gratification and green prospects has been seen by 
academician, and researchers, hence the theory of satisfaction accompanying envi-
ronment has been projected in a few research (Chen & Lee, 2015; Chen, 2010). Ac-
cording to Chen and Lee (2015); Paulseen and Birk (2007), “green satisfaction” is 
defined as a desirable of fulfillment to please consumer’s pleasures and needs. This is 
because, consumers’ needs in green products need to reach their expectation in buying 
it. Expectation of users towards green products high due to the cost, manufacturing 
and production of the products itself prices more than chemical products. Moreover, 
green manufacturing frequently misuses the concept of producing the green products 
in higher cost production instead of, cutting down the cost such as reducing manpow-
er and low-cost electricity (Chen & Lee, 2015). This study had delivered total of 920 
questionnaires to students from universities in Taipei City, half of Taiwan. From the 
findings, it was identified that ‘ethical sourcing’ is the efficient ways to deliver the 
message of green element in increasing the company’s satisfaction (Chen & Lee, 
2015). The ethical sourcing from this statement meaning that, if the corporation col-
laborate with some non-government association which aim to prevent environmental 
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loss, lead to consumer’s satisfaction and trust. This can be concluded that, from this 
article, consumers satisfaction of green product comes from collaboration of company 
with another green preservation association.  

Similarly, other studies were developed to identify about this matter. According to 
Chahal et al. (2014), satisfaction is a sustainable expectation of green requirements to 
be fulfill. The author also stated that, loyalty to the green products comes from satis-
faction including the highlight of the brand itself. When the consumer starts to loyal 
to the brand itself, hence, consumers will commit to continue using a green product. 
In addition, the combination of green reliability, satisfaction of green, dependable 
including the performance of the brand will automatically influence green brand equi-
ty (Chahal et al., 2014; Chen, 2010). This study conceptualized a new strategic green 
marketing orientation (SGMO) concept. SGMO was conceptualized from green mar-
keting and strategic orientation such as risk of green marketing, marketing adaptation, 
relationship in marketing and public marketing (Chahal et al., 2014). From the find-
ings, green satisfaction enables to achieve from consumers if green trust, green loyal-
ty and relationship of SGMO correlated. This can be concluded, to enhance customer 
satisfactions, SGMO, green trust and green loyalty must interrelate.  

Other study states brand loyalty influenced by green satisfaction. Conversely, ac-
cording to Lin et al, (2017), there was many studies about green satisfaction, influ-
ence on brand loyalty, however, this study disagrees with that statement. Green brand 
loyalty in this research was defined as the level of satisfaction of the customers from 
every kind of channel. Satisfaction not only consider consumer’s expectation and 
performance, it consists of a practical word-of-mouth (WOM) communication, will-
ingness to pay the product based green price, and frequent repurchase (Lin et al, 2017; 
Shanker et al, 2003). This study used a quantitative method which is online survey to 
identify the accuracy of the statement. The online survey was distributed to a custom-
er panel in China. From the finding, this study offers a practical involvement on the 
progression of brand loyalty in green marketing. This study proved that, green mar-
keting helps consumer to become more loyal to the green products and satisfied more 
than before (Lin et al, 2017; Chen, 2013; Martinez, 2015). Therefore, from this find-
ing, it can be concluded that, green marketing interrelated with green brand loyalty to 
produce satisfaction and pleasure rather than previous study only stick to expectation 
and performance. 

 
Environmental Concern 

Green consumption issues are becoming a trend and had studied by various re-
searcher in order to preserve natural environment. One people out of many citizens 
are trying to adapt and adopt with environmentally friendly attitude for example, start 
to change habit from using chemical products to eco-friendly products. Besides that, 
Green consumption supply a better health and able to sustain environment 
(Chaudhary, 2018; Leonidou et al., 2013). Environmental concern applies to people 
alertness of current state environment situations and readiness to solve this problem 
(Chaudhary, 2018; Hu et al., 2010). As reported by Chaudhary, (2018); Hartmann and 
Apaolaza-Ibanez, (2012), Environmental Concern (EC) was affected by Purchase 
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Intention (PI). However, in Indian context, there was a development of effect towards 
Environmental Concern through Theory of Planned Behavior (Chaudhary, 2018; Paul 
et al., 2016).  Hence, this study a Theory Planned Behavior (TPB) to create an under-
standing of green purchase attitude of variety sections of higher education in India. 
From the findings, Environmental Concern affect Subjective Norms and Purchase 
Behavior (Chaudhary, 2018). This can be concluded that, Environmental Concern 
influence people to purchase green products. 

Meanwhile, there was another study considering Environmental Concern (EC). 
This study wants to emphasize the topics and subjects about purchases of ecological. 
It focused more to duty of social influence in the ecological responsibilities process 
(Bertrandias & Gambier, 2014; Wind, 1976). Instead of research of environmental 
concern affect by social norms, this research wants to investigate the responsibility of 
ecological attitude based on variety approach which focusing customers opinions and 
consumers acceptance (Bertrandias & Gambier, 2014). Therefore, this study used a 
survey method to approach French interviewees. Based on the findings, environmen-
tal concerns attribute to influence a person’s behavior through social risk (Bertrandias 
& Gambier, 2014). This can be concluded that, social risk, such as climate change in 
the world encourage consumers to purchase green products rather than previous study 
findings, subjective norm and purchase behavior influence by environmental con-
cerns. 

In contrast, the related studies about environmental concern was discussed to com-
pare with previous studies. As reported by Malik, et al., (2019), in Pakistan, the high-
er education does not provide a curriculum of awareness of environmental. However, 
Federal Ministry of Education, Pakistan Environmental Council and Federal Ministry 
of Environment convey environmental awareness in the education sections through 
training and projects (Malik, et al., 2019; Bhandari & Abe, 2000). But this statement 
does not meet requirement of environmental concern and awareness (Malik, et al., 
2019). Arguments of environmental concerns are gaining significance among manu-
factures (Malik, et al., 2019; Junior et al., 2014). Even so, consumers are not ready to 
accept green attitude, therefore, the protection of environment does not guarantee 
(Malik, et al., 2019). For this reason, this study was made to analyze the environmen-
tal concern as a communicator of green alertness and Green Purchase Behavior 
(GRPB). This study used a quantitative which is a cross-sectional design in a creation 
of questionnaire to 1,008 buyers of fast food in Pakistan. From the findings, Paki-
stan’s consumers do not really care about green purchase intention and green market-
ing due to the lack of environmental concern and awareness (Malik, et al., 2019; Chen 
at al., 2018). This can be concluded that, company and governments need to take 
actions to spread green products marketing, due to lack of education of this topics. 
This also a new opportunity for green marketers to sells their products and convinced 
them to purchase because none company green marketing had been spread in the 
country. 

From the analysis, it shows that, many studies do a topic about attitude towards 
green marketing and green brand rather than green satisfaction and environmental 
concern. Hence, for the future research, it is required another research of the two top-
ics in order to emphasize the scope and contribute a new finding.  
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Table 1. Analysis of Review 
 

Author Attitude 
towards 
green 
marketing 

Green 
Brand 

Green Sat-
isfaction 

Environmental 
Concern 

Norazah (2016) / /   
Yadav (2017) /    
Mishal (2017) /    
Huang et. al (2014) / /   
Chaudhary, & Bisra 
(2018) 

/ /  / 

Chaudhary (2018) /   / 
Akturan, (2018) / /   
Chen, et al. (2015) / / /  
Chahal, et al. (2014) /  /  
Lin, et al.(2017) / / /  
Bertrandias, (2014)    / 
Malik, et. al (2019) /   / 
Chen, (2013)   /  
Martínez, (2015),  / /  
Solomon, (2014), / /   
Klaus, et.al. (2014) /    
Prakash, & Pathak (2017)  /   
Misra, and Panda (2017)  /   
Coşkun, et al. (2017)  /   
Chen, & Chang, (2013),   /  
Leonidou & Morgan, 
(2013) 

   / 

Paul, & Patel (2016),    / 
Juniora, et al. (2015)    / 

 

3 Conclusion 

 
 

To conclude, factor green marketing happens in several country consists of a lot of 
reasons. Firstly, attitude towards green product. Some consumers that already knows 
about environment state, they tend to support the company use an eco-friendly pro-
duction and manufacture. Usually they are willing to pay the price of the products 
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which is higher than other corporations.  Some of them, need to be aware more about 
problem in using chemical product rather than eco-friendly. An eco-friendly organiza-
tion must apply a low-cost construction machine to cut down the budget. Consequent-
ly, customers will pay the lowest price within lowest manufacture and productions. 
Secondly, green brand. Green brand assist consumers in decision-making buying the 
green products. Based on the previous studies, some state that, green brand position-
ing and green brand knowledge allows the customer to make a quick decision in pur-
chasing the products. However, the other research states, in deciding to purchase the 
products, usually consumer influenced by green brand equity. Lastly, green satisfac-
tion. Green satisfaction agreed by the some of the analysis, it was based on expecta-
tion and performance. Meanwhile other analysis shows, green satisfaction only ful-
filled when interrelated with green marketing, green brand and green loyalty. There-
fore, from this analysis, this study needs to be confirmed in the future, whether all 
statements still can be use or not. 
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