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Abstract 

Global climate change is a significant problem. We need to take steps to protect the environment. Buying green products 

helps the environment. This study investigates the mediating role of green purchasing intention (GPI) in the relationship 

between environmental knowledge (EK), environmental attitude (EA), environmental concern (EC), subjective norms (SN), 

perceived behavioral control (PBC), and green purchasing behavior (GPB) in emerging economies. Four hundred twenty-

seven reliable data points were gathered using an online survey to collect from participants in emerging economies using 

emails, WhatsApp, and Facebook. Partial least squares structural equation modeling (PLS-SEM) was used to analyze the 

relationships between key constructs. The findings of this research contribute to theoretical discussions on GPB 

considerations in emerging economies and provide actionable pathways to encourage sustainable consumer choices through 

knowledge-based perspectives. This study also yields that practical implications from the research can offer benefits for 

policymakers, businesses, and organizations seeking to promote sustainable lifestyles and nurture green consumption. 

Importantly, and to the best of our knowledge, this is the inaugural study to construct and validate the conceptual model in a 

developing country setting—India. Thus, the findings of this paper could be said to have exclusively contributed to the 

existing literature on sustainability. 
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1. Introduction 

Environmental pollution poses major human health risks [1, 2]. It has been 30 years since the UN Framework Convention 

on Climate Change, with human activities driving global warming necessitating human responsibility and mitigation efforts 

[3, 4]. Human behaviors govern the ecological exchange of matter, energy, and information with nature, and sustainable 

production and consumption practices are crucial to sustaining current and future livelihoods in an environmentally conscious 

era [5, 6]. While early research concentrated on developed countries [7]. India has emerged as a major hub for studying 

“green consumers” [8, 9]. In nations with significant populations and swift economic progress, such as India, there is a vital 

role in fostering green and sustainable development practices [10]. As a developing country, India is grappling with numerous 

environmental challenges due to impulsive buying habits and unsustainable practices [11-13]. Green behavior (GB) refers to 

a set of positive actions that include environmental awareness and a caring attitude towards nature [14, 15]. GP generally 

refer to environmentally friendly products with minimal environmental impact [16]. Studies have revealed that consumers 

are increasingly opting for products that are more eco-friendly and sustainable, driven by a heightened awareness of the 

significance of environmental conservation [17, 18]. Educational institutions, including colleges, universities, and training 

centers, are instrumental in fostering pro-environmental behavior, as young individuals are more receptive to behavioral 

changes [19-21]. Studies about the relationship of GPI were still quite limited, and there do not exist study which combined 

all variables of EK, attitudes, EC, intention, and GPB [22]. The primary goal of the study was to examine the mediating role 

of green purchase intention between the antecedents of green purchase intention and consumers’ green purchasing behavior 

in Patna, India. This paper focuses on green purchasing behavior, particularly with reference to the largest democratic 

country, India. 

 

1.1. Theoretical Background and Formulation of Hypotheses 

The intention towards green purchasing determines the behavior of green purchasing, which refers to the tendency of 

consumers to give priority to green products, as well as consumers being willing to make an effort to purchase green products 

[23]. The theory of planned behavior (TPB)  provides a basic model for understanding residents’ intentions and behavior [24, 

25] and is an effective model to explain consumers’ purchasing intentions and behavior from a psychological perspective. 

Since the TPB model was proposed by Ajzen in 1985, it has been widely applied worldwide and has become one of the most 

important theories in social psychology used to elaborate on the determinants of individual decision making [25]. The TPB 

has also been shown to be effective in explaining consumers’ green purchase intentions or behaviors. Therefore, the TPB can 

be used to explore the green purchasing intentions of Patna’s residents. The model examines attitudes, perceived behavioral 

control, subjective norms, and intentions. Additionally, the effects of the determinant factors on intention are tested by 

establishing a structural equation model [26]. Green purchase behavior is a complex causality chain, which is not only 

affected by attitude, perceived behavioral control, and subjective norms, but is also influenced by other elements such as 

environmental concern and environmental knowledge [27, 28].  

 

1.2. Green Purchase Behavior (GPB) 

GPB involves choosing products that are environmentally friendly or sustainable, such as environmentally friendly 

shopping bags, recycled paper products, herbal items, energy-efficient light bulbs, appliances, and vehicles, as well as various 

household goods that are recyclable and advantageous to the environment [29] while deliberately steering clear of items that 

could negatively impact both the environment and society [30, 31]. The major factors influencing GPB are EA, EC, PBC, 

and SN [32-34] and are assessed by examining consumers' intentions to buy eco-friendly products. This conscious behavior 

eventually influences their decision to purchase such items, contributing to environmental sustainability [31].    

 

1.3. Green Purchase Intention (GPI) 

GPI describes the eagerness of consumers to opt for eco-friendly products, motivated by their desire to support 

environmental well-being [35]. This inclination signifies their selection of products that protect the environment [36]. This 

intention to purchase green products has a significant effect on GPB [10]. This led to GPI being translated successfully into 

GPB [37]. Studies conducted on the basic relationship between GPI and GPB in local contexts, including India, have been 

investigated [38-41].  

 

1.4. Environmental Knowledge (EK) 

EK involves understanding facts, concepts, and the relationship between the natural environment and the surrounding 

ecosystems, which reflects the extent of consumer awareness of environmental issues [42, 43]. It can be improved by the 

customer's understanding of green awareness, which means that a student's knowledge will improve, which provides a 

universal structure to assess GPB across countries/regions [44]. It provides important environmental concepts, issues and 

strategies for managing environmental problems [45]. Several studies suggest a positive relationship between EK and GPB 

[46, 47]. Enhancing environmental education can encourage students to actively engage in sustainable practices [48]. Based 

on the above research review, the more positive an individual’s environmental knowledge towards green purchasing, the 

stronger the behavioral intention. Therefore, we put forward the following hypothesis. 

H1: EK is positively impact on GPB.  

H2: GPI mediates the relationship of EK to GPB. 
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1.5. Environmental Attitude (EA)  

The attitude component of behavioral intention refers to ‘the degree to which a person has a favorable or unfavorable 

evaluation or appraisal of the behavior in question [24]. Attitude has been studied extensively in social psychology, and their 

interplay has important implications for understanding GPI and GPB [49]. The influence of such favorable attitudes on 

environmentally friendly purchasing behavior has been exceptionally well documented. Studies in the literature have 

validated the strength of the attitude-behavior link in predicting green purchase behavior [50]. Consumers know about, care 

about, and have a favorable attitude toward the environment [51], yet they may still not purchase green products. Further 

investigation is needed to ascertain the actual relationships between these factors [52].  

H3: EA has a positive impact on GPB. 

H4: GPI mediates the relationship of EA to GPB. 

 

1.6. Environmental Concern (EC) 

Environmental Concern (EC) is the level to which a person is worried or sensitive to environmental-related problems. A 

strong relationship exists between increased EC and GPB [53, 54]. It is the community’s attitudes towards environmental 

issues and how important they deem them, including fears about human-caused climate change. It ranges from knowledge 

about the conservation of energy to a consciousness of clean energy sources and alternative clean energy, sensitivity to 

climate change issues, participation in eco-friendly activities, and activism in environmental issues [55]. There is a general 

positive correlation between the level of concern for one's community and environmentally conscious consumption. People 

living in environmentally conscious communities have more knowledge of sustainability issues and relate more personally 

to the moral implications associated with environmental protection, which translates to a higher predisposition for purchasing 

GP [56]. It supports sustainable measures such as eco-products, low-carbon lifestyle adjustments, and sustainable 

consumption. It suggests the community’s point of view towards environmental matters with explicit factors like energy 

saving, clean-up, green energy, and care towards alternative energy sources, spreading awareness of matters regarding climate 

change, participation in eco-friendly focusing behaviors, and environmental enforcement [55, 57]. Insufficient environmental 

awareness was identified as a major obstacle to implementing both GPI and GPB Akehurst et al. [58] found that EC has a 

positive impact on GBP higher than GPI. EC exerts both direct and indirect effects in shaping behavior, such as choosing 

eco-friendly products, living low-carbon lifestyles, and making sustainable purchasing choices. 

        H5: EC has a positive impact on GPB. 

H6: GPI mediates the relationship of EC to GPB. 

 

1.7. Perceived Behavioral Control  

Perceived behavioral control, as a key variable, usually has a positive influence on intention, regarding behavioral 

intention, which refers to ‘the perceived ease or difficulty of performing the behavior, and it is assumed to reflect experience 

as well as anticipated impediments and obstacles [24]. It consists of a sense of control and self-efficacy. The former mainly 

refers to consumers’ evaluation of whether they can complete the purchasing task or not and it comprises internal control 

factors [59, 60]. When consumers prepare to purchase a green product, they could consider the accessibility, convenience, 

and categories of the product [61]. Based on the above studies, perceived behavioral control affects the intention to purchase 

green products. The stronger the perceived behavioral control, the stronger the behavioral intention. Therefore, the following 

hypothesis will be put forward: 

H7: PBC is positively impact on GPB. 

H8: GPI mediates the relationship of PBC to GPB.  

 

1.8. Subjective Norms  

The concept of subjective norms regarding behavioral intention refers to ‘the perceived social pressure to perform or not 

to perform the behavior [24]. An individual will behave in a specific way based on perceived social pressure to perform or 

not to perform the behavior. Social pressure could stem from laws, regulations, and incentive policies, which could also 

influence the individual’s behavioral intention. Based on the TPB model, subjective norms are effective predictor variables 

of behavioral intention. Several researchers have proven the positive influence of subjective norms on green purchase 

behavior [62, 63]. Additionally, many studies have proven that the relationship is positive between subjective norms and 

behavioral intention. According to the above literature, we find that the higher the subjective norm, the stronger the behavioral 

intention. Subjective norms, as the main variables, can explain and predict residents’ intentions to purchase green products 

[64, 65]. 

H9: SN is positively impact on GPB. 

H10: GPI mediates the relationship of PBC to GPB.  

Through ten research hypotheses, the authors propose the research model presented in Figure1 which demonstrates the 

mediating role of GPI between GPI antecedents and GPB.  
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Figure 1. 

Research model. 

 

2. Materials and Methods 
2.1. Sample 

According to the approach outlined by Joskow and Yamane [66] when the size of the population is not known, Equation 

1 can be used to determine the sample size (n) :  

n =      
𝑍2

𝑒2
[𝑝 × (1 − 𝑝)]                                     (1) 

where:  

Z represents the critical value derived from the Z-distribution table, commonly set at 1.96 to correspond with a 95% 

confidence level. 

The variable 𝑝 the estimated success rate and is often set at 0.5 to maximize the expression 𝑝× (1- 𝑝), ensuring a cautious 

approach to estimate sample size.   

The margin of error (e), typically shown as a percentage, is often chosen as ±0.01 (1%), ±0.05 (5%), or ±0.1 (10%) 

Thus, the necessary sample size  = 
1.962

0.052  [0.5(1 − 0.5)] = 384.16 

India's developing economy is reportedly marked by rapid urbanization, economic growth, and significant environmental 

challenges. Patna emerges as an ideal case study because the links have emerged among these factors, and in the context of 

Patna, the links between EK, EA, EC, PBC, SN, and GPB can be explored with the addition of GPI as mediators. This unique 

context has given researchers a rare opportunity to investigate the interplay between environmental stewardship behavior in 

the context of an evolving urban region. This study based in Patna is both extensive and indicative. The research has employed 

a convenience sampling technique for youth participants in urban Patna. 

Survey locations were strategically selected to encompass key educational areas, varied socioeconomic backgrounds, 

major commercial centers, and densely populated residential zones. A three-pronged approach was adopted to maintain data 

integrity. The survey was first pilot tested on 35 students to authenticate its clarity and relevance. Questionnaires were then 

reviewed to assess completeness, with those containing missing or contradictory responses excluded from further analysis. 

Therefore, the data were collected from 460 respondents, but only 427 valid responses of them were for analysis, establishing 

a strong foundation for the research. Finally, a double-entry verification system was used to reduce data entry errors and 

increase precision. In this study, seven constructs were employed, with each construct being evaluated through three to six 

items. This methodology enables a deeper comprehension of participants' thoughts and behaviors in relation to their 

surroundings, while also offering a clearer understanding of the broader context. To test the scales' measurement, the study 

adapted and validated the measurements of the scales used in previous studies, using a 5-point Likert scale. 

 

3. Result  
The analysis was divided into two parts: criteria-related construct validity, which included the evaluation of reliability, 

convergent validity, and discriminant validity. Subsequently, a structural model was built to verify the hypothesized 

relationships. R and SmartPLS software were used due to their nonparametric capabilities in evaluating latent constructs 

within path models. The main statistical approach used in this study was PLS-SEM for data analysis to apply the approach 

effectively using the above-discussed software tools [67]. 
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3.1. Demographics Details  

427 out of 460 questionnaires were used for statistical analysis between March 1 and April 30, yielding a response rate 

of 92.8 percent. Table 1 shows the demographic profile of the respondents. The gender statistics shown indicate that 52.9% 

of the participants are male, while 47.1% are female. Similarly, 19.2 percent were between the ages of 16 and 20, 25 percent 

were between the ages of 21 and 25, 33.4 percent were between the ages of 26 and 30, 15.2 percent were between the ages 

of 31 and 35, and 7 percent were between the ages of 36 and 40. 

 
Table 1. 

Demographic profile of respondents (n- 427). 

Category Profile Frequency Percentage % 

  16 - 20 82 19.2 

Age 21 - 25 107 25.04 

  26 - 30 143 33.4 

  31 - 35 65 15.2 

  36 - 40 30 7.02 

Gender Male 226 52.9 

  Female 201 47.1 

  Matriculation (10th ) 55 12.8 

Education Diploma/ (10+2) 95 22.24 

  Graduate 137 32.08 

  Postgraduate 100 23.4 

  PhD 40 9.36 

  ≤30 20 4.7 

Monthly Income (Thousand-rupees) <30–45≤ 53 12.4 

  <45–60≤ 147 34.4 

  <60–75≤ 161 37.7 

  >75 46 10.8 

Marital Status    

  Married 88 20.6 

  Unmarried 296 69.3 

  Others 43 10.1 
 

3.2. The Measurement Model 

 

 
Figure 2. 

Factor loading, path coefficient and r-square result (pls-algorithm). 
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3.3. Convergent Validity  

Construct validity is how a particular scale measures a construct. Aiken [68]  involves convergent Campbell and Fiske 

[69] and discriminant validities [70]. The measuring model’s internal consistency, reliability, and convergent validity were 

examined. CR, OL and CA were assessed and calculated for measuring internal consistencies as shown in Table 2 [71, 72]. 

Cronbach’s alpha was applied to ensure scale reliability and internal consistency [72]. An adequate Cronbach’s alpha value 

is at least .70 [71]. CA and CR values fell in the recommended values’ brackets [73]. The reliability indices for variables 

included in the model demonstrate each factor's internal consistency and construct validity, which indicates that all the items 

have good internal consistency among the constructs. Moreover, the results are supported by the CR values greater than 0.80. 

Furthermore, factor loading was calculated for convergent validity utilizing average variance extracted (AVE), where each 

AVE result is greater than 0.5 [74-76], which are a good signal for the model and can be used for further data analysis and 

deployment. 

 
Table 2. 

Construct reliability and validity. 

  Items 
Outer 

loadings 

Outer 

weights 
CA 

CR 

(rho_a) 

CR 

(rho_c) 

Average variance 

extracted (AVE) 
Reference (source) 

  EA1 0.932 0.469      McCarty and Shrum 

[77] 

  EA2 0.907 0.384 0.856 0.955 0.9 0.676   

EA EA3 0.775 0.18 
    

  

  EA4 0.642 0.116 
    

  
  EC1 0.775 0.327     

Koenig-Lewis, et al. 

[78] and Trivedi, et al. 

[79] 

  EC2 0.793 0.288 0.806 0.837 0.872 0.631 

EC EC3 0.725 0.233 
    

  EC4 0.878 0.398 
    

  EK1 0.685 0.193     

Choi and Johnson [80] 

EK EK2 0.625 0.029     

  EK3 0.874 0.382 0.818 0.954 0.852 0.6 

  EK4 0.894 0.589 
    

  GPB1 0.88 0.251       

  GPB2 0.836 0.234     
Ogiemwonyi, et al. 

[33] and Zhang, et al. 

[54] 

GPB GPB3 0.865 0.242 0.902 0.904 0.927 0.719   

  GPB4 0.851 0.229 
    

  

  GPB5 0.805 0.223 
    

  
  GPI1 0.861 0.278     

Dahhan and Arenkov 

[81]; Zhang et al. [82] 

and Zhang et al. [83] 

GPI GPI2 0.873 0.25 0.897 0.903 0.928 0.763 

  GPI3 0.872 0.318 
    

  GPI4 0.888 0.299 
    

  PBC1 0.819 0.313     

Ajzen [24] and Wang, 

et al. [60] 

PBC PBC2 0.806 0.302 0.822 0.824 0.882 0.653 

  PBC3 0.849 0.326 
    

  PBC4 0.756 0.295 
    

  SN1 0.884 0.482     Paul, et al. [61]; 

Kamalanon, et al. [84] 

and Zhuang, et al. [85] 

SN SN2 0.8 0.331 0.782 0.812 0.872 0.694 

  SN3 0.814 0.38 
    

Source: FL factor loadings, CA Cronbach’s alpha, CR composite reliability, AVE average variance extracted. 

 

3.4. Discriminant Validity 

Discriminant validity examines the constructs’ variances and uniqueness [86, 87]. Researchers employ various 

methodologies to evaluate and compute discriminant validity, with a preference often given to the Fornell-Larcker criterion 

and the Heterotrait-Monotrait (HTMT) ratio [88, 89].  These methods are considered foundational standards for assessing 

discriminant validity. According to this criterion, the intercorrelation values between constructs should be lower than the 

square root of the AVE [88]. The square roots of the construct values exceed their corresponding intercorrelation values, 

thereby confirming adherence to the recommended standards. Consequently, the measurement model is deemed suitable for 

further analysis. The HTMT values are below the 0.90 criterion [90]. The upper triangular matrix represents Fornell-Larcker 

criteria, whereas the lower triangular matrix represents the HTMT ratio.  
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Table 3. 

HTMT RATIO & Fornell Larcker criteria.  
EA  EC  EK  GPB  GPI  PBC  SN  

EA  0.822 0.213 0.031 0.271 0.052 0.222 0.040 

EC  0.233  0.794 0.067 0.710 0.479 0.534 0.060 

EK  0.102  0.133  0.771 0.056 0.253 0.142 0.080 

GPB  0.264  0.812  0.086  0.848 0.595 0.736 0.003 

GPI  0.101  0.537  0.216  0.654  0.874 0.626 0.191 

PBC  0.249  0.634  0.143  0.854  0.723  0.808 0.096 

SN  0.152  0.159  0.105  0.074  0.223  0.152  0.833 

 

3.5. Assessment of the Structural Model 

A bootstrapping procedure of 5000 sub-samples was applied to test the hypotheses with percentile bootstrap two-tailed 

tests at a 5% level of significance using SmartPLS 4 software [74]. Tables 5 and 6 present the results related to our hypothesis. 

Based on the values and their specified range, all values fall within the acceptance range, leading to the acceptance of all 

hypotheses. 

 

 
Figure 3. 

Path diagram. 
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3.6. Path Coefficient  

 
Table 4. 

Path coefficient.  
Beta Standard deviation (STDEV) T statistics (|O/STDEV|) P values 

EA -> GPB  0.092 0.027 3.448 0.000 

EA -> GPI  0.116 0.050 2.299 0.011 

EC -> GPB  0.396 0.047 8.426 0.000 

EC -> GPI  0.218 0.041 5.278 0.000 

EK -> GPB  0.069 0.028 2.467 0.007 

EK -> GPI  0.161 0.034 4.728 0.000 

GPI -> GPB  0.177 0.058 3.083 0.001 

PBC -> GPB  0.412 0.042 9.773 0.000 

PBC -> GPI  0.501 0.038 13.237 0.000 

SN -> GPB  0.092 0.025 3.694 0.000 

SN -> GPI  0.121 0.039 3.130 0.001 

 

3.7. Direct Effects 

Direct effects refer to the relationship between two variables without the influence of other variables. Results shown in 

Table 5 indicate that EK, EA, EC, PBC, and SN had direct effects on GPB. 

 
Table 5. 

Direct effects. 

Hypotheses Relationship Beta T statistics (|O/STDEV|) P values Decision 

H1 EK -> GPB  0.029 2.226 0.013 Supported 

H3 EA -> GPB  0.021 2.269 0.012 Supported 

H5 EC -> GPB  0.039 3.207 0.001 Supported 

H7 PBC -> GPB  0.089 2.739 0.003 Supported 

H9 SN -> GPB  0.022 2.647 0.004 Supported 

 

3.8. Indirect Effect (Mediation Analysis) 

According to the proposed model, we also need to evaluate the potential mediating effects. Based on the established 

guidelines of Zhao et al. [91], we evaluate the five possible mediating effects in our proposed model. The p-value serves as 

an indicator of the presence of an effect; thus, it is crucial to assess the significance of the structural model relationship 

presented in Table 6. 

 
Table 6. 

Indirect effects. 

Hypotheses Relationship  Beta value T statistics (|O/STDEV|)  P values  Decision 

H2 EK -> GPI -> GPB  0.029  2.226  0.013  Supported 

H4 EA -> GPI -> GPB  0.021  2.269  0.012  Supported 

H6 EC -> GPI -> GPB  0.039  3.207  0.001  Supported 

H8    PBC -> GPI -> GPB  0.089  2.739  0.003  Supported 

H10 SN -> GPI -> GPB  0.022  2.647  0.004  Supported 

 

3.9. Total Effect  

 
Table 7. 

Total effect. 

Relationship Beta Standard deviation (STDEV) T statistics (|O/STDEV|) P values 

EA -> GPB  -0.071 0.029 2.496 0.006 

EA -> GPI  0.116 0.050 2.299 0.011 

EC -> GPB  0.434 0.046 9.443 0.000 

EC -> GPI  0.218 0.041 5.278 0.000 

EK -> GPB  -0.041 0.026 1.557 0.047 

EK -> GPI  0.161 0.034 4.728 0.000 

GPI -> GPB  0.177 0.058 3.083 0.001 

PBC -> GPB  0.501 0.039 12.968 0.000 

PBC -> GPI  0.501 0.038 13.237 0.000 

SN -> GPB  0.070 0.025 2.848 0.002 

SN -> GPI  -0.121 0.039 3.130 0.001 
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4. Discussion  
Based on the theory of planned behavior, this research constructs a conceptual model of influencing factors and 

mechanisms of green purchase behavior. This research aims to study the factors affecting the GPB of young consumers in 

Patna, India. In the proposed model, the impact of environmental, psychological, and social factors on GPB is indirectly 

assessed through GPI as a mediator using PLS-SEM (R, SmartPLS software). However, not many studies have carefully 

examined these additional factors on GPB toward GP through the mediation of GPI [10, 31]. Ten (10) main hypotheses with 

theoretical and empirical support were empirically tested using data collected from Patna, India. The study discusses the 

research findings and how they relate to previous literature in the sections that follow. The results of H1 supported the 

research, which means that EK positively influences GPB. To put it more explicitly, as EK increases, youth lead to GPB. 

This result is supported by many studies Zhang et al. [54]. The results of H2, supported by this research suggest that EK 

positively impacts GPB through the mediating role of GPI. In other words, EK can lead to GPB through its impact on GPI. 

According to the findings of the present study, EK and awareness have an impact on green behavior, which is similar to 

previous studies [42]. The research shows that EK has a beneficial effect on an individual's GPI, as increased awareness 

drives people to purchase GP, thereby contributing to environmental protection [92]. Attitude was a determining factor of 

Green Purchase Behavior (GPB). Attitude refers to the perceived benefits of consuming environmentally friendly goods. 

Evidence from this study shows that GPB in Indian society can be improved through positive attitudes. Previous studies have 

shown similar results [93]. EC (H5, H6) positively influences GPB, and it also verify the impact of EC on GPB through the 

mediating role of GPI.  Previous studies also found the same result [94]. PBC (H7, H8) directly and indirectly influences 

GPB, which is similar to previous studies [95]. Subjective norms (H9, H10), which refer to the opinions of others that impact 

an individual’s decision-making process, have been shown to encourage environmentally friendly consumption behaviors in 

India. The results of this study align with those of Zheng et al. [96] and Bong Ko and Jin [97], who empirically prove that 

subjective norms can significantly increase consumers’ green purchase behavior in an emerging economy. 

 

4.1. Policy Implications 

This research recognizes critical attitude determinants affecting green purchasing behavior (GPB) in the context of both 

product and non-product indicators. Consumer awareness is a key factor that enhances the adoption of green products (GP). 

Thus, governments, organizations, and marketing agencies should promote public awareness to raise interest in sustainable 

consumption. The results provide useful information for policymakers and organizations in developing effective approaches 

to stimulate green purchasing and eco-friendly behavior. Moreover, the results can help attract and retain customers by 

advocating for environmental values, which would strengthen green businesses and improve their competitiveness. The study 

finds a strong correlation between environmental factors and consumers’ GPB. When policymaking principles are rooted in 

green purchasing, eco-products can be encouraged as the path to economic and commercial benefits at large. This can help 

with branding and shows that you care about the planet. Consumers typically are aware of their environmental responsibilities 

and commitment to sustainability. Consequently, marketing strategies must focus on valuing the environment by encouraging 

sustainable acts and green consumption to generate sales. This complicates their analysis and the impact they can have. Those 

strategies must not only promote sustainability within the companies but also institutionalize various green activities to 

enhance green purchasing initiatives (GPI) and (EC) via eco-friendly activities (recycling, reducing non-essential 

consumption, or environmentally friendly consumption), and they aim to strengthen environmental awareness and 

accountability. 

 

4.2. Conclusion  

The disparity between stated intent regarding environmentalism and purchasing decisions is an important consideration 

in messaging responsible consumption to all stakeholders. Our study calls on policymakers and influencers to increase 

awareness to approach consumers but identify environmental responsibility as an essential duty. Confirming that EK, EA, 

EC, PBC, and SN are determinants of GPB mediated by GPI. This research adds to the body of literature. The results offer 

guidance for managers who want to shape strategies to support sustainable behaviors. Moreover, the study reiterates that 

sustainability should be embedded in the mindset, identity, and beliefs of society. The findings highlight the need for people 

to consider environmental protection measures and take more responsibility when buying GP. Consumer attitudes towards 

responsible consumption can be affected significantly by raising environmental awareness and accountability. And if 

consumers adopt sustainable practices out of impulse, it will send them on an endless loop toward responsibility. The findings 

of this research afford new insights into potential avenues for strengthening positive GPB, thereby promoting sustainable 

consumption and contributing to a better environment. These results also offer actionable insights for policymakers to 

promote green behavior in a circular economy like India. 

 

4.3. Limitations and Future Research Directions 

A few limitations of this study should be noted to inform future investigations. Firstly, this study used purposive sampling 

because it focused on the younger generation, mainly the educated youth of the Patna district. This approach may restrict the 

generalizability of the results to other areas. However, due to similar living conditions in many developing nations, the results 

are likely to be relevant to wider populations, including other parts of India. Also, like any cross-sectional, survey-based 

study, this research is susceptible to common method bias. Despite taking necessary precautions and using statistical tests to 

mitigate this concern, bias inherent in cross-sectional studies cannot be completely removed. Thus, the results need to be 

interpreted with consideration of this limitation. The study relies on a small number of variables, and probably some of the 

variables affecting the GPB are not included. Future studies should investigate further moderators and mediators, like culture, 
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personality, and product type, to develop a more holistic picture. Finally, researchers should also factor in the respondents' 

cultural, geographical, and socio-economic background as these are variables that could have a major impact on GPB and 

sustainability consumption trends. 
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