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Abstract: This paper looks into the sustainability aspect from millennials point of view and highlight 

the factors which influence their buying decision to prefer green or eco-friendly products over 

traditional products. Initially, those factors were identified which have an impact on green product 

purchase intention and their relationship is assessed. To explore the factors, an extensive literature 

review was conducted and three factors green brand knowledge, attitude towards green brand and 

willingness to pay were found to be pertinent. This study adopts a conclusive research design to 

investigate the impact of these factors on green product purchase intention. Data was analyzed 

through exploratory factor analysis, confirmatory factor analysis (CFA) and structural equation 

modeling (SEM) on a sample size of 376. Results of study showed that all the constructs namely 

green brand knowledge, attitude towards green brand and willingness to pay have direct and positive 

effect on green product purchase intention. 

Keywords: Green brand knowledge, attitude towards green brand, willingness to pay, green 

product purchase intention, millennials 

1. Introduction 

Apart from targeting profit maximization, companies are focusing on generating novel ideas and 

thinking to position their green brand in an environment-friendly manner to stay competitive and 

gain consumers' trust. In this manner, organizations can achieve sustainability in their operations and 

protect the environment. Environment-friendly brand is termed as "a brand, which offers a 

significant eco-advantage over its competitors and is able to attract consumers who set a high priority 

on making green purchases" (Grant, 2008). As stated by Hartmann and Ibanez (2006), “a green brand 

entails a set of attributes and benefits associated with reduced adverse environmental impact and the 

creation of a positive impression on consumers by raising their environmental concern”. Eco-friendly 

consumer is referred to one who spends extra money to buy environment-friendly products and is 

concerned about eco-friendliness (Norazah and Norbayah, 2015a). Customers have transmitted their 

emerging apprehension for nature with the need for green or environment-friendly products. The 

campaign of ‘going green’ has extended globally because of strengthening knowledge related to 

environmental issues in an improved manner (Soyez, 2012; Norazah, 2013a; Thogersen et al., 2015). 

Number of firms are working on the subject and performing hard to protect the environment.  
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To protect the nature, various organizations in the different industries have started acquiring green 

technologies that preserve raw material and lessen the outflow of greenhouse gases (Oliver and Lee, 

2010; Marcus and Fremeth, 2009). Previous researches by Juwaheer et al. (2012), Yadav and Pathak 

(2016), Hartmann and Ibanez (2006) and Konuk (2015) showed that many researches had been done 

on ecological marketing in developed nations. However, very few studies have been done on green 

buying behavior and green branding in emerging economies. Joshi and Rahman (2015) suggested 

that more researches are needed in addition to previous researches in the developing nations to 

determine the effect of eco-friendly awareness on green purchase intention. 

2. Literature Review 

2.1. Attitude towards Green Brands (ATGB) 

Attitude towards a brand is related to the customers' inclination and whole assessment of a brand, 

which shows their preferences (Solomon, 2014). Previously researchers stated that buying choices are 

generally founded on the customers' ecological attitude (Gupta and Ogden, 2009; Felix and 

Braunsberger, 2016). Attitude is the basic characteristic that makes consumer attitude and affects their 

buying decision of green items (Thogersen et al., 2015; Schiffman and Wisenblit, 2014). Earlier 

researches on environment-friendly or eco-friendly products have shown the customers' behavior with 

respect to environmental attitude, their awareness of eco-friendliness and green product purchase 

intention (Aman et al., 2012; Barber et al., 2009; Flamm, 2009).Yadav and Pathak (2016) stated that 

consumer behavior towards environment-friendly products affects the intention of consumer to buy 

green products. Similar to these studies, Paul et al. (2016) said that the behavior of Indian consumers 

makes different assumption on their purchase intention of green products. Mostafa (2009) said those 

consumers who have sound behavior towards eco-friendly products are appropriate to build up a strong 

tendency to buy environment-friendly products by alluding to green brands, and also depend on 

positioning of environment-friendly brand. Teng (2009) determined that consumers with a sound 

behavior towards a specific brand have a strong purchase intention to purchase the branded products. 

Therefore, on the basis of past literature this study in this manner assumes that:  

H1: Attitude towards green brands have a direct and positive impact on green product 

purchase intention. 

2.2. Green Brand Knowledge (GBK) 

Knowledge about green brand is described as “a green brand node in the consumers’ memory with 

which a variety of associations are linked to environmental commitment and environmental concerns” 

(Keller, 1993). Knowledge of green brand gives details of the products that have exceptional brand 

characteristics and its advantages to the complete atmosphere to the customer. Brand knowledge is the 

image of a brand and knowledge related to brand (Keller, 1993). Consciousness regarding brand is 

robustness of the brand association held in customer mind, while image of a brand indicates to strong, 

exclusive, and positive brand relationship in the customer mind (Keller, 1993). Customers hope for 

authentic details about ecological issues to increase their knowledge of green brands and encourage 

the purchases of eco-friendly products (Geyer-Allely and Zacarias-Farah 2003; Ganapathy et al., 2014; 

Thongplew et al., 2014). Various researches have revealed that ecological information certainly affects 

customer objective and actual purchase of green items (Norazah, 2013a; 2013b; 2013c; Chen and 

Chang, 2012;  Mostafa, 2009; Pagiaslis and Krontalis, 2014; Peattie, 2010; Eze and Ndubisi, 2013; 

Pathak, 2016; Paul et al. 2016). Previous green marketing researches have noticed that consumers' 

moral behavior towards green items could impact their buying objective (Laroche et al., 2001; Chang 

and Wu, 2015). Wolsink (2007) couldn't describe any connections between ecological information and 

intention to purchase green products. Connell (2010) and Padel & Foster (2005) suggested that 

knowledge indirectly affect the buying behavior of a consumer to buy eco-friendly products.  
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Researches in the past by Fraj-Andres and Martinez-Salinas (2007) highlighted that knowledge related 

to environment-friendly products regulate the impact of consumers' environmental behavior towards 

green attitude. Furthermore, consumers with extreme knowledge of the environment have a good pro-

ecological behavior and have a strong objective to buy eco-friendly products (Huang et al., 2014; 

Rokicka, 2002). 

H2: Green brand knowledge have a direct and positive impact on green product purchase 

intention. 

2.3. Willingness to Pay (WTP) 

Willingness to pay (WTP) some extra premium for eco-friendly products is essential for 

organizations to keep themselves motivated and proceed further in sustainable way of living. Past 

researchers have studied the factors that affect their purchase intention and concluded that consumers 

agree to pay higher prices for green or environment friendly products. Environmental consciousness is 

an influencing element for consumers’ willingness to pay. Paying a premium for green products 

encourage their production of green products and recover the cost of their extra efforts. Studies in the 

past have attempted to assess the consumers' attitude to pay more for green products (Le Gall-Elly. M, 

2009.). Numerous researches have been considered willingness-to-pay for green products or 

sustainable items in the background of developed economies (Hansala et al., 2008; Galarraga et al., 

2011).  Studies have also shown the tendency of customers to pay more for green products (Reynolds 

et al., 2012; Erikson. C, 2004). 

Willingness to pay measures consumers’ readiness to pay extra amount for the purchase of eco-

friendly product (Laroche et al., 2001; Cheah & Phau, 2011). Generally, environment-friendly products 

have higher prices than standard products because of the adoption of environment-friendly 

technologies, packaging, labelling, process of production, etc. Previous studies showed that 

consumers’ are willing to pay extra premium for the purchase of green products in comparison to 

normal product (Coddington, 1990; Essoussi & Linton, 2010; Myburgh-Louw et al., 1993; Tsen et al., 

2006; Bowmen, 2007; Okada & Mais, 2010; Cheah & Phau, 2011; Moser, 2015). Coddingtoin (1990) 

in his study, highlighted that the majority of the respondents are willing to pay 5-10% extra premium 

for the purchase of green products. Myburgh- Louw et al. (1993) also showed that majority of the 

respondents were ready to pay extra sum of money up to 40% in order to buy eco-friendly products. 

Tsen et al. (2006) suggested that willingness to pay affects green product purchase intention. Bowmen 

(2007) highlighted that half of the respondents were ready to pay extra-premium up to 10% for the 

purchase of environment-friendly products. Moser (2015) concluded that paying with willingness is 

one of the main factors of consumers’ behavior towards purchase of green products. Various 

researchers have paid attention to willingness to pay (WTP) in developed economies (Tsen et al., 2006; 

Essoussi & Linton, 2010; Okada & Mais, 2010; Moser, 2015) but less attention has been paid on this 

factor in developed economies.  

H3: Willingness to pay have a direct and positive impact on green product purchase intention. 
 

2.4. Green Product Purchase Intention (GPPI) 

In the 1970s, various studies have been done on purchase intention of consumer-related to eco-

friendly behavior. Numerous factors including values, demographic, knowledge/belief, motivation, 

needs and attitude revealed to drive consumer purchase intention for buying green products (Bui, 

2005). However, it was found that limited number of studies have been done in the area of green 

product purchase intention in non-metropolitan cities (Tanner and Kast, 2003; Lee, 2008; Cheah, 

2009). 
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Studies related to green marketing in Asian nations are comparatively less while comparing with 

western nations (Lee, 2008). Green purchase intention is considered likeliness of consumers to buy 

environment-friendly product over a conventional product (Nik Abdul Rashid, 2009). Chan (2001) 

described green purchase intention as a particular sort of ecological attitude that consumers do to 

express their apprehension to nature. Green product purchase intention is an important factor to make 

prediction about customer attitude (Fishbein and Ajzen, 1975). Intention of customers has been used 

as an alternative for actual behavior (Follows and Jobber, 2000). In the purchase intention process, the 

customer makes brand evaluation and subject to consideration during assessment stage (Kotler and 

Armstrong, 2001) 

 

For the purchase intention of eco-friendly products, Iman and Zainuddin (2011) stated that the state 

laws did not have any impact on purchase intention or ecological behavior. Ng and Paladino (2009) 

empirically conducted the study among young customers in the Australian region on the purchase 

intention on eco-friendly cell phones or mobiles. The investigation shows that ecological knowledge 

is a crucial factor in building up green purchases. Lee (2008) and Punitha & Rahman (2011) studied 

factors such as green purchase intention, ecological behavior and government initiative related to 

Theory of Respond Action (TRA) model to confirm the purchase of green products among consumers 

of Malaysia. As per Allport (1935), objects and situations which are related to individual responses are 

influenced by the attitude of a person caused by mental and neural state. Attitude represents the 

likeliness of consumers towards any product or situation (Blackwell et al., 2006). Schultz and Zeleny 

(2000) state that the behavior of an individual towards the environment shows his concern for 

surroundings. From the previous literature, it was observed that attitude towards green brand is the key 

constructs for measuring consumer behavior towards green product purchase intention. The purchase 

intention of a consumer is affected by various factors such as price, quality, GBK, WTP, ATGB. 

Various researchers have studied attitude towards green brand in different context (Kirmani & Khan, 

2016; Laroche et al., 2001; Akehurst et al., 2012; Mourad and Ahmed, 2012; Iravani et al., 2012; 

Hassan, 2014; Laroche et al., 2001; D’ Souza et al, 2006; D’ Souza et al., 2007). These studies have 

shown that consumers who are environmentally proactive are ready to take the initiative for purchase 

of environment-friendly products and also willing to spend extra money on buying of environment-

friendly product.  

3. Research Objectives and Framework 

The objective of this study is to explore the factors that influence the purchase intention of Indian 

millennials regarding green products. This paper seeks to find out the impact of the explored factor on 

green product purchase intention. Based on review of literature, it could be stated that intention of 

consumer regarding purchase of green product gets influenced by several factors. Literature 

highlighted that attitude towards green brand (ATGB), green brand knowledge (GBK) and willingness 

to pay (WTP) are the common constructs that affect the buying behavior of consumer towards 

environment-friendly product. Thus, a conceptual model was proposed to examine the relationship 

between these factors as an independent variables and green product purchase intention as a dependent 

variable. The proposed model is shown in figure 1. 
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Figure 1.  Proposed Model 

 

 

 

 

 

 

 

 

4. Research Methodology 

For conducting this study, a questionnaire was prepared keeping in mind the proposed conceptual 

model related to the independent variables namely attitude towards green brand, green brand 

knowledge, willingness to pay and green product purchase intention as a dependent variable. Attitude 

towards green brand has 5 items, green brand knowledge has 5 items, willingness to pay has 5 items 

and green product purchase intention also has 5 items. In total 20 items, were there in questionnaire 

for which this study used the Likert scale and items were measured on a five-point Likert scale where 

(1 = strongly disagree, 2 = disagree, 3 = neither agree nor disagree, 4 = agree, 5 = strongly agree). 

Further, two statistical software SPSS 25 and AMOS 23 were used in analyzing data.  

 

4.1 Sample  

Data has been collected from young adults (18-26 years) and specifically from students studying in 

different courses such as undergraduate and postgraduate courses. The convenience sampling 

technique was used for gathering data from students studying in Delhi NCR region. Total 400 

questionnaires were distributed at hand and out of which 300 questionnaires were received back. From 

these self-administered questionnaires, 94 responses were invalid and they were eliminated from the 

analysis. 206 questionnaires were found valid and kept for further analysis as well as questionnaires 

were also sent to students online through Google form and 170 responses were received. Hence, valid 

data of 376 respondents were used for the data analysis.  

4.2 Description of sample  

Data were collected from respondents about their demographic profile and Table 1 shows the 

classification of respondent’s profiles in terms of gender, education level and monthly family income 

(In Rs). 
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Table 1. Respondent’s Profile 

 Frequency Percentage Cumulative Percentage  

I. Gender    

Male 257 68.4 68.4 

Female 119 31.6 100 

Total 376 100  

II.Respondent’s qualification      

Graduation 212 56.4 56.4 

Post-Graduation 164 43.6 100 

Total 376 100  

III. Family Income (Monthly in Rs)    

Below 20,000 99 26.3 26.3 

Between 20,000-40,000 95 25.3 51.6 

Between 40,000-60,000 69 18.3 69.9 

Above 60,000 113 30.1 100 

Total 376 100  

 

Table 1 shows that out of total respondents, 257 (69.4%) were males and 119 (31.6%) were females. 

From the total respondent’s majority of the respondents are graduates 212 (56.4%) and 164 (43.6%) 

are postgraduates. Similarly, 26% of respondents have monthly family of less than Rs 20,000, 25% of 

respondents have monthly family between Rs 20,000-40,000, 18% of respondents have monthly family 

between Rs 40,000-60,000 and 30% of respondents have monthly family of above than Rs 60,000. 

5. Results 

Initially, Kaiser-Meyer-Olkin (KMO) was applied as to check the adequacy of data and fitness of data 

for factor analysis. The KMO measures adequacy of sample for every variable in the model and for the 

complete model. It determines the appropriateness of your data for factor reduction. The value of KMO 

lies between 0 and 1. The general rule for construing the statistics is that higher the value of KMO, 

data is more appropriate for analysis of factors.  

Table 2.  KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .890 

Bartlett's Test of Sphericity Approx. Chi-Square 2790.585 

Df 190 

Sig. .000 

 

The above table 2 represents the value of KMO as 0.890 that is beyond the threshold limit i.e. 0.7 

(Hair et al., 2010). Therefore, the data is adequate for further analysis of the study. The Bartlett’s test 

of sphericity shows the value of chi-square i.e. 2790.585 with degree of freedom (df) 190 at 

significance level .000.  

5.1 Factor Analysis 

Factor analysis is a statistical tool which is applied to explore the factors and identify the relationship 

between the various items of a factor. Exploratory Factor analysis (EFA) helps in structuring the items 

in a particular factor based on their interdependence. The factor loading of items more than 0.4 (Kline, 
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2004; Hair et al., 2010; Malhotra & Dash, 2011) is considered to be fit for further data analysis. 

Initially, exploratory factor analysis was performed using principal component analysis (PCA) method. 

PCA technique is used to get the minimum number of factors and the largest value of variance in the 

leading factor. In PCA, varimax rotation technique has been used to drive out the factors on the basis 

of factor loadings. The results of EFA have been presented below in table 3.  

Table 3. Items and Exploratory Factor Analysis  

Item Statement Factor 

Loadings 

ATGB3 I feel that green product’s environmental claims are generally 

trustworthy 

0.761 

ATGB4 Green product’s environmental concern meets my expectations 0.729 

ATGB5 Green products keep promises and responsibilities for environmental 

protection 

0.725 

ATGB1 I feel that green product's environmental reputation is generally reliable 0.668 

ATGB2 I feel that green product's environmental performance is generally 

dependable 

0.524 

GBK5 I purchase green product because it has more environmental benefit 

than other products 

0.826 

GBK4 I purchase green product because it is environment friendly 0.803 

GBK2 Green product’s environmental performance meets my expectations 0.606 

GBK1 Going green products could be a beneficial investment in long-term 0.579 

GPPI2 I expect to purchase green product in the future because of its 

environmental benefits  

0.820 

GPPI3 Overall, I’m glad to purchase green product because it is environment 

friendly 

0.817 

GPPI1 I intend to buy green product because of my environmental concern 0.808 

GPPI5 I am willing to make special effort to buy green products 0.713 

GPPI4 I will prefer green product even if it is not a well-known a brand name 0.581 

WTP5 If buying green products results in an additional monthly expenditure 

of about 10%, I am ready to bear it 

0.848 

WTP3 It is acceptable for me to pay 10% extra for green products 0.838 

WTP4 I would pay 10% more taxes for an environmental cleanup program 0.816 

WTP2 I will prefer green product even if its price is slightly higher than non-

eco-friendly product 

0.730 

WTP1 I will prefer green product over non eco-friendly product 0.474 

 

The above table 4 represents the factor loadings of each item. The discussion related to factor loading 

concludes that values should be greater than 0.4; therefore, all the above values of each item are greater 

than 0.4. Items having factor loading less than 0.4 were not taken into consideration and rest were 
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considered for further analysis. Only one item of green brand knowledge (GBK3) having factor loading 

less than 0.4 was dropped from the study and the remaining 19 items were considered for the analysis. 

5.2 Reliability and Validity 

Reliability analysis was done to check the consistency of constructs. Cronbach’s alpha (CA) is all 

about measuring the reliability of the scale. It is a tool to measure the consistency which shows how 

each item of the factor are related to each other. A high value of Cronbach alpha suggests high internal 

consistency of variable; it is a coefficient of reliability of the variables. The reliability values were 

measured by using Cronbach’s alpha, values which are greater than 0.6 are considered to be appropriate 

for the measurement of each construct (Hair et al., 2010). The value of each construct was found to be 

more than 0.6 and the overall reliability of the scale was greater than 0.8. Further, to assess the 

reliability and validity of the model, composite reliability (CR), convergent validity and discriminant 

validity were measured. The composite reliability of all the constructs were greater than 0.7 (Fornell 

& Larcker, 1981; Hair et al., 2010) and for convergent validity the values of AVE were also greater  

than 0.5 (Fornell & Larcker, 1981; Hair et al., 2010). Discriminant validity (DV) which is square root 

of AVE is found to be greater than interconstruct correlations (Fornell & Larcker, 1981; Hair et al., 

2010). All the values of reliability and validity are within their threshold limit and are presented in 

Table 4. 

Table 4. Reliability and Validity 

Construct No. of 

items 

Cronchbach 

Alhpa (CA) 

Composite 

Reliability 

(CR)  

Average Variance 

Extracted (AVE) 

WTP 5 .803 .803 .758 

ATGB 5 .715 .718 .646 

GBK 4 .669 .711 .582 

GPPI 5 .789 .710 .634 

Total 19 .887  

 

5.3 Confirmatory Factor Analysis (CFA) 

CFA is the statistical process that is used to examine the variables that how well they signify the 

number of variables. It is used to confirm the model with measurement theories. CFA confirms on the 

number of factors of the study and helps in establishing correlation among the construct of the study. 

Different indices are used to measure the model fit. The variables which are having more than (3) items 

were considered fit for the CFA and the model fit indices were checked using maximum likelihood 

method. The values of all the model fit indices were within their threshold limit (Hu & Bentler, 1999; 

Hair et al. 2010; Malhotra & Dash, 2011). The value of CHIIM/DF = 2.575, GFI = 0.905, AGFI = 

0.874, CFI = 0.906, RMSEA = 0.065, PCLOSE = 0.002. The details of model fit indices are presented 

in table 5 and model of CFA is shown in figure 2. 

Table 5. Model Fit Indices (CFA) 

Model fit Indices Recommended Values Observed Values 

CMIN/df <3.00 2.575 

GFI >.90 .905 

AGFI >.80 .874 

CFI >.90 .906 

RMSEA <.070 .065 

Source: Hu and Banter (1998); Hooper et al. (2008); Hair et al. (2010)  
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Figure 2. Confirmatory Factor Analysis 

 
5.4 Hypothesis Testing using Structural Equation Modeling (SEM) 

Structural Equation Modeling is a statistical tool used to assess the correlation and regression along 

with establishing structural relationships. SEM is used to examine the relationship between the 

measured variable and latent variable. In SEM, dependent variables and independent variables are used 

to see the structural relationship. Results of SEM in H1 posited that attitude towards green brand has a 

direct and positive impact on green product purchase intention. As hypothesized in H2, results showed 

that green brand knowledge has a direct and positive impact on green product purchase intention. Also, 

H3 showed that willingness to purchase has a direct and positive impact on green product purchase 

intention. The results of SEM are exhibited in table 6 that all hypothesis was supported and path 

analysis of the model is displayed in figure 3. 

Table 6. Hypothesis Testing 

 Estimate  S.E p-value Label 

GPPI ATGB .219 .049 *** Accepted 

GPPI GBK .683 .094 *** Accepted 

GPPIWTP .243 .038 *** Accepted 
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Figure 3. Hypothesis and Model Testing using SEM 

 
 

6. Discussion 

The above study shows the effect of different factors on green product purchase intention. The path 

analysis shows that attitude towards green brand have a direct and positive impact on green product 

purchase intention; therefore, H1 is supported. The findings of the researchers show that consumers 

who are having a positive attitude of consumer towards green brand are favorable and have a high 

motivation to purchase green product. The positive attitude towards brand highlights that eco-literate 

consumers regularly enjoys the utilization of green brand. As previous studies have also shown that 

environmentally conscious consumers start relating themselves with green brands as an aspect of 

themselves. 

The green brand knowledge was found to be the most powerful and important determinant of green 

purchase intention as proved in H2, which shows that green brand knowledge has a direct and positive 

impact on green product purchase intention. Detailed finding of the research shows that social group, 

family members and peers having good brand knowledge of green products are encouraging sources 

that helps consumers to buy environment-friendly product as the one who is close to consumer have 

already experienced with the purchase of green product. These friends and family members tend to 

show other consumers that purchasing green product is a fruitful investment for them in the long-run. 

These groups would also do publicity with word of mouth and help the green product to increase its 

demand towards fulfilling a better lifestyle. 

Willingness to pay has an economical aspect related to expenditure of consumer on purchase of 

green products. It highlights the consumers capacity to pay an extra premium for green or sustainable 

products. H3 posited that willingness to purchase has a direct and positive impact on green product 

purchase intention. Therefore, it can be stated that consumers are ready to pay some extra premium up 

to 5% while purchasing the environment-friendly products.   
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7. Implications 

This study has considered those key aspects of the consumer purchase which influence their decision 

to buy environment friendly or green product such as green brand knowledge, attitude towards green 

brand and willingness to pay. From the above research findings, the conclusions can be drawn that all 

the factors such as attitude towards green brand, green brand knowledge and willingness to pay has a 

direct and positive impact on green product purchase intention. Furthermore, the above study also 

highlights that green brand knowledge is one of the most crucial factors that influences consumers in 

buying eco-friendly products. Additionally, when consumers have awareness about the positive aspects 

of using green products. It would provide them results similar to good performance of the product and 

this could change their regular lifestyle into a sustainable lifestyle. In this regard, when the consumers 

have more information related to a green product that how they are produced, packaged and promoted 

leads to the adoption of green products in their daily lifestyle. Willingness to pay is the second most 

significant factor that affects the consumer intention to buy green products. It is preferable for 

consumers to pay a bit more for green products in order to contribute to environmental protection. If 

the consumers are aware of green or environment-friendly products, they will be more interested in 

buying eco-friendly products. Past studies showed that consumers are willing to spend some extra 

premium against the purchase of eco-friendly products. Furthermore, attitude towards green brand is 

the third and last important factor that makes an impact on consumer intention to purchase green 

product. The study also found that the attitude of a consumer affects their buying decision process. It 

is preferable for the organizations to study the consumers’ attitude and focus on the environment-

friendly product to make it more attractive.     

8. Limitations and Future Research Directions  

However, the above study has shown new path but still it has some limitations. Firstly, the data has 

been collected from the students of Delhi National Capital Region (NCR) and not from other parts of 

India. Secondly, this study focuses on the purchase intention of younger generation and in particular, 

students from bachelor's, masters and doctorate as they are potential buyers and also have knowledge 

about green or environment-friendly product. That’s why other population apart from students from 

were not taken in the study. In future, similar researches can be carried out in other parts of the country 

to find out the possible outcomes. Also, comparative study can be carried out to assess the purchase 

intention in urban and rural areas. 
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