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Abstract: 
 Growing environmental consciousness and the increasing demand for sustainable consumption 
have generated considerable interest among researchers and practitioners to understand green 
buying behaviour and consumption patterns. Although existing literature mainly focused on 
identifying isolated antecedents and indicators for green buying behavior, but limited attention has 
been given to the development of a comprehensive framework that provides insight into green 
buying behavior. To address this gap, the present study focuses on building and validating a 
theoretical framework grounded in Theory of Planned Behavior (TPB) theory, in the Indian 
personal grooming industry.  Through extensive literature review twenty two elements from the 
literature were identified, out of which twenty were selected for the study to build the framework, 
through Domain Analysis. The study further evaluates the proposed framework using reliability 
and validity analysis, followed by factor Analysis, Correlation and Regression to check the 
relationship among the variables. The findings indicated that the identified variables had a 
significant impact on green buying behaviour, the strongest relationship was found with Green 
Environmental Attitude (.881*) among all the independent variable. Further the value of R2 was 
(.842), demonstrating the Fit of the model to be sound and good. The comprehensive framework 
contributes to the existing body of knowledge by providing a more holistic understanding of green 
consumer behaviour with respect to developing economies and helps in providing practical insights 
for marketers, policy makers and green brands in designing effective green marketing strategies.   
 
Keywords: Green Buying Behavior, Theory of Planned Behavior (TPB), Antecedents, Domain 
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         1. INTRODUCTION 

After internationalization the economic, social and environmental consequences of unquestioning 
pursuit of economic growth had become crystal clear. Roused by the seriousness of the matter 
consumers have started to alter their purchase behavior. Concern for health and environment had 
become a priority. Consumers had started to indulge in more equitable ways to produce, consume 
and live. This transition led to a positive change in the attitude of consumers which translated into 
high demand in sustainable products by the consumers. According to (de Medeiros and Ribeiro, 
2017) “Green Products, also named environmentally correct or environmentally sustainable 
products are those capable of adding long term benefits, reduce client stress and relieve them from 
their environmental responsibility, without however diminishing products and satisfying products”. 
(Kang and choi, 2016) described “sustainable products, in this study, are broadly classified as those 
that embrace positive social, environmental and ethical attributes”. (Luchs et al., 2010) “Products 
which are produced without non-toxic chemicals or are recyclable, reusable, bio-degradable or 
having eco-friendly packaging and with low detrimental environmental impact at all stages of its 
life-cycle with the long term goal of preservation of natural environment are termed as green or 
environment friendly products”. This has created new environmental ethics, which have increased 
individuals ‘awareness and significantly changed their consumption behavior (Jang et al., 2011)”. 
Companies have responded by introducing a variety of green initiatives such as “green products 
and service design” (Chan et al., 2012; Danjelico and Pujari, 2010), “green supply chain 
management” (Wang and Chan, 2014; Tseng et al. 2013a), and “innovation practices” (Lin and 
Chen, 2014; Chen et al., 2006; Nishu. U et al., 2024). “Lack of information to the consumers about 
green products often results in an attitude-behavior gap between their environmental concern and 
actual buying behavior thus hindering the market share for green products (Ohtomo and Hirose, 
2007)”. “Consumer research recognizes consumers' perception about green products, its price and 
quality (functional value), their urge to seek knowledge (Epistemic value), image concern, peer 
opinion (Social value), influence of promotional activities and subsidies (Conditional value), desire 
to exhibit protective role towards environment (Environmental value) may have strong influence 
and prognosticate sustainable consumption behavior” (Sharma and Bagoria, 2012; Laroche et al., 
2001). “Despite extensive research on consumers' environmental actions, attitudes and 
apprehension in the context of Europe and USA, such studies are remarkably absent in the context 
of the developing economies of the East” (Arkesteijn and Oerlemans, 2005; Saxena and 
Khandelwal, 2010 ;).  Many research studies were found studying, especially on “organic 
(sustainable) food purchase (see Gracia and Magistris, 2007; Vermeir and Verbeke, 2008; 
Grankvist and Biel, 2007, Ruiz de maya, Lopez-Lopez, & Munuera, 2011)”. However, “the 
analyses of eco-friendly cosmetic, personal care or appliance products are rather scarce (Kim and 
Chung, 2011; Cervellon and Wernerfelt, 2012)”. “Considering the location of the research of green 
products, the studies covering developing countries are growing in recent decade” (Tan, 2011; Lin 
and Huang, 2012; Chairy, 2012; Wu and Chen, 2014). With reference to  these studies a theoretical 
framework is built to examine the relationship and influence of several factors identified like  Brand 
trust, self- Image, Social value, environmental knowledge, environmental concern, conditional 
value and their influences on buying behavior of consumers' for products with green orientation. 
To state the research questions, problem statement and objectives clearly the paper aims to:  
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1.1 Research Questions  
• What are the major determinants influencing green buying behaviour in personal 

grooming sector. 
• To identify which theory explains the green consumer behaviour in the context of 

developing economies. 
• Will the conceptual framework provide a more comprehensive explanation of green 

buying behaviour compared to the existing fragmented frameworks.  
1.2 Problem Statement: There exists a paucity of literature on factors affecting the green buying 

behaviour in context of developing economies like India 
   1.3 Research Objective 

• To identify the factors affecting green buying behaviour in personal grooming 
sector  

• To perform a domain analysis and build a comprehensive framework explaining the 
relationship between the identified factors and green buying behaviour. 

• To check the validity, reliability and the fit of the model 
         2. NEED FOR A FRAMEWORK 

As understood so far there exist a dearth of framework’s which explain a clear relationship between 
various elements which affect a consumer’s buying behaviour. Existing frameworks have their own 
shortcomings because of which they cannot be used as they lack dynamism and do not consider 
each and every element. Therefore a framework is required which is dynamic yet simple and takes 
into account maximum number of elements which affect the consumers buying behaviour. 
Secondly, consumers are now becoming aware of their choices and our looking for more products 
which are green in their orientation (Nimse et al., 2007). With the increase in demand for 
environmentally sustainable products, personal grooming sector has drawn considerable attention 
of academic researchers, most of the studies discus the marketing strategies without understanding 
the consumer behaviour aspect of it. “Without understanding the consumer behaviour for this 
product category, it would be difficult to devise effective marketing strategy Furthermore, although 
there are numerous studies regarding consumers attitude and purchase behaviour of green products 
(Chen, 2007; Magnusson et al., 2001; Padel and foster, 2005; Zanoli and Naspetti, 2002), most of 
them were focused on organic food products”. Thus, our primary objective is to study consumer 
behaviour of green personal grooming products based on Theory of planned behaviour by (Ajzen, 
1985) and to devise effective marketing strategies for the same.  

         3. REVIEWS OF THE EXISTING FRAMEWORKS 
Researcher was able to identify and evaluate 24 frameworks from the published literature which 
study the attitudinal- behavioral gap. Over the course of time researchers and academicians have 
tried to minimize this gap. As most of the frameworks identified were in context of developed 
countries, their adoption with respect to developing countries like India were a concern. Most of 
the frameworks were found to be static in nature, elements could not be used as it is as some of 
them do not fit with the local needs and characteristics of one particular country.  Secondly the 
studies on Green buying behaviour of consumers were scattered. (Hessam, Yousefi and Goudarzi, 
2013). (Lin and Huang, 2012; Sinnappan and Abdrahman, 2011; Kaufmann et al; 2012).    
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           4. JUSTIFICATION OF THE THEORY  
“The TBP establishes a theoretical link between the concepts of beliefs and evaluates criteria to 
explain behavior. The model formalizes the assumption that the anticipated satisfaction with a 
product and consequently its purchase are based on beliefs about the perceived benefits (Kalafatis 
et al., 1999)”. “Green purchasing is based on beliefs about the perceived personal, altruistic and/ 
or environmental benefits of green products and the positive consequences of buying (Bang et al., 
2000; Jansson et al., 2010)”. The TPB provides a reasonable base for the present research problem. 
The theory of (TPB) model has been used in the literature very often to examine intension to engage 
in variety of behavior, therefore the model is applied to examine the effect. Therefore, the proposed 
framework takes into consideration the essential components of TPB namely Attitude, Personal 
and social norms, Perceived behavioral control and intention to pay and test these in context to 
green buying behavior. In this study the theory is extended by adding three new factors which are 
discussed below as well as Intension to pay has been studied as an Independent Variable.  
5. METHODOLOGY  
5.1 Domain Analysis of existing frameworks for Element Identification:  
In the Domain Analysis a table is shows with a grid of numbers, in which each studied element in 
a particular framework is shown.  It was constructed on the basis of the elements listed under each 
identified framework. It helps in revealing the similarities among between different frameworks. 
Frequency of occurrence of elements in identified frameworks was calculated. It was observed that 
certain elements had relative high frequency of occurrence that is more than 20 % or more stressing 
on the importance of that element. Such elements were considered for the study. This careful 
analysis and evaluation resulted in a new proposed framework which would provide solutions for 
organization to bridge the “Attitude- Behavioral gap”  

The following elements were identified from the literature: Environmental Attitude, 
Environmental Knowledge, Environmental Awareness, Man- Nature Orientation, Perceived 
Seriousness of Environment, Environmental concern,  Personal and social Norms, Social Value, 
Emotional Value, Conditional Value, Reference Groups, Self-Image, Functional Value, Intension 
to Pay, Quality, Functional attribute, Price, Design, Performance, Brand Trust, Brand Satisfaction, 
Brand Preference, Promotion, Transparency, Collectivism,  and Demographic Factors. After 
domain analysis chosen elements will be clubbed on the basis of similarities. Researchers believe 
that an understanding of relationship of these factors will help understand a consumers buying 
behavior and later will help in developing marketing strategies to enhance it. The Domain Analysis 
of Each identified element in different frameworks is shown below in Table 1 
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On the basis of this domain analysis a framework has been build. In this all the elements whose frequency is more than 0.2 or 20 percent 
has been chosen as they have been considered more influential in other studies. Beside this Brand Trust have also been included in the 
framework as researchers believe that without brand trust, brand satisfaction cannot be achieved and it is introduced in studies in very 
recent time’s maybe that’s why its relative frequency is less. Hence, the choose elements for this study are:  Environmental Attitude, 
Environmental Knowledge, Environmental Concern, Environmental Awareness, Perceived Seriousness of Environment, Man- 
Nature Orientation, Self – Image, Social Value, Emotional Value, Reference Groups, Conditional Value, Functional Attributes 
and Value, Price, Quality, Design, Performance, Brand Trust, Brand Satisfaction, Brand Preference, Promotion. All the chosen 
factors are clubbed together under 7 initiatives on the basis of similarity. Since this study focuses on studying green buying behavior of 
a consumer, the word “green” has been added in from of all the seven initiatives. E.g. Intension to pay will become Green Intension to 
Pay.  Fig. 1 shows the detailed framework of factors affecting green buying behavior of a consumer with respective antecedents of each 
factor.   
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 6. FRAMEWORK OF FACTORS AFFECTING GREEN BUYING BEHAVIOUR OF A CONSUMER 
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  6.1 Features of the framework  
1. This framework is an extension of TPB theory in which Green functional Attribute, Green 
Brand Preferences and Green Communication is being added. 
2. One important feature of this framework is that in this Green Intension to pay is being studied 
as an Independent Variable rather as a Mediating Variable which also makes this framework 
unique as in most of the studies it is being studied as a Mediating variable. Researchers believe 
that this would bring new insights about the relationship between Green Intension to pay and 
Green Buying Behavior. 
3. This Framework consists of 20 elements, which were carefully selected after Domain 
Analysis. They were clubbed together on the basis of similarity into 7 Initiatives of Green 
Buying Behavior (Dependent Variable).  
4. The framework tries to provide an explanation of relationships between various elements and 
Green Buying Behavior and how they influence it. 
5. The number of elements included in the proposed framework is comparatively higher than 
those identified in the literature. 
6. According to the researchers maximum effort has been put to take care of the shortcomings 
of the previous frameworks. 
6.2 Elements Specification  
6.2.1. Green Environmental Attitudes: (Allport, 1935) discusses attitude as a: “A mental and 
neural state of readiness, which exerts a directing, influence upon the individual’s response to 
all objects and situations with which it is related” (Schultz and Zelezny, 2000) “attitudes of 
environmental concern are rooted in a person’s concept of self and the degree to which an 
individual perceives him or herself to be an integral part of the natural environment”. “Attitudes 
are conventional assessment of objects, people’s perception or topics represented by a clear 
inclination towards one direction” (Ajzen, 2001). It can be simply concluded that, attitude is a 
reflection of consumer’s choices and their buying behavior is mostly dependent on their green 
attitudes (Irland, 2007).  
 6.2.2 Personal Norms and Social Norms:  
6.2.2.1 Social Norms: “Conceptualized in TPB, relate to Social pressure of complying with 
certain behavior” (Ajzen, 1991). “People use social norms as guidelines for appropriate 
behaviors to decide not only what is morally right or wrong but also whether it is easy or 
beneficial to act in such a way” (Bamberg ad Moser, 2007). “By incorporating social norms 
into consistent personal values system, personal norms are established” (Jansson et al., 2010).  
6.2.2.2 Personal Norms:  are defined as “feelings of strong moral obligations to engage in 
altruistic or green behavior” (Ajzen, 1991). “Personal norms have a positive effect and 
behavior, which is empirically, confirmed in the domains of green mobility” (Jansson et at., 
2010) and “energy efficiency products” (Ha and Janda, 2012). “Strong Personal norms even 
increase the probability of changing consumption patterns overtime to environmentally friendly 
behavior” (Thogerson and Olander, 2006).   
6.2.3 Perceived Behavioral Control: “is the perceived control one has over one’s actions. It 
refers to the capacity of an individual to perform a given behavior (Ajzen, 1988)”. “In most of 
the studies it was seen that there existed a significant and positive impact on green buying 
behavior (Ma, Littrell and Niehm, 2012; Wang et al., 2014)”. There was however few studies 
stating that there exist no relation between the two (Arvola et al., 2008). It can be said although 
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there is some evidence that PBC positively influences green buying behavior, yet further 
empirical investigation is required.  
6.2.4 Intention/ Willingness to Pay 
“It is conceptualized as the probability and willingness of a person to give preferences to 
products having eco – friendly features over the other traditional products in their purchase 
considerations (Ajzen, 1991)”. “In a study on Australian consumers, (Suchard and 
Michael,1991) found that 61.5% of the respondents would pay more for environmental friendly 
products that cost 15% and 20% higher while 22.2% were unsure if they would pay more for 
green products”. “There are literatures suggest that strong environmental motivations may 
result in a greater willingness to pay a price premium of up to 10% (D’Souza, Taghian and 
Lamb, 2006, Chan et al.,2023)”.  
6.2.5 Green Functional Attributes: “Consumers are willing to integrate sustainable actions 
into their everyday shopping behavior and place high importance on ecological attributes, for 
instance when they buy dishwashers (Moser, 2016) or food (Gadema and Oglethrope, 2011)”. 
“Price is one the major attributes on which purchasing decisions are based (Premi et al., 2019)”. 
“Consumers state high prices as barriers to green consumption (Gleim et al., 2013; Paul and 
Rana, 2012; Vega- Zamora et al., 2014)”. “Researchers found that product attributes positively 
influenced purchase of green products (Chen and Chang, 2012; Young et al., 2010)”. 
“Consumers preferred functional attributes of the product (that fulfill personal needs and 
desires) over its ethical characteristics (Chen and Lobo, 2012; Tsakiridou et al., 2008)”. “Taste, 
quality and healthiness of product have been reported as important attributes for consumers 
who purchase green food products (Cerjak et al., 2010)”. In most of the studies it was reported 
that the functional attributes, product quality and design had prominent influence while making 
a purchase of green products (Mondelaers et al., 2009; Smith and Paladino, 2010; Tsakiridou et 
al., 2008), only in one study (Chan and Wong, 2012) it was reported that product attributes had 
no significant influence on consumers buying decision.  
6.2.6. Green Brand Preference: “The green commitments and concern of the firm will add or 
subtract value to the products and services offered by the brand, which results in the green brand 
preference. In other words the consumer’s perception of the brand will affect their choices 
(Gunasti and Ross, 2010), Mishra and Khan, 2023)”. Many organizations in 70’s and 80’s made 
false claims with respect to green products, which created a negative perception in the minds 
of the consumer. Therefore, consumers are willing to trust only well-established brands and 
will choose or make purchasing decisions of green products based on their previous 
experiences.  
6.2.7 Green Communication: “The theory of reasoned Action (Ajzen and Fishbein, 1980) 
suggests that marketers can influence consumer’s attitude and intentions by changing their 
evaluations through adding new beliefs and targeting normative beliefs”. Branding plays a 
crucial role in altering of attitudes. “Brands are effective because they have an effect on the 
affective domain: rational reasons are translated into emotional preferences (Tonn, English and 
Travis, 2000)”. Thus, brands possess power to change a consumer’s perception about a brand 
and can make them shift to more sustainable and greener consumption patterns.  
6.2.8 Green buying behavior (Dependent Variable):  It is when a consumer is willing to pay 
for environmentally sound products. Green buying behavior is seen as a socially responsible 
and conscious decision which is a nexus of ethical right decision-making behavior. “As a 
socially responsible consumer, the green consumer takes into account the public consequences 
of his or her private consumption and attempts to use his or her purchasing power to bring about 
social change” (Moisander, 2007). Consumers should be able to understand that pro-
environmental behaviors are different from our general day to day buying behaviors. General 
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day to day buying behavior is motivated by evaluating immediate benefits and price associated 
that are directed towards immediate satisfaction of needs solely of the consumer performing the 
behavior whereas, environmentally conscious buying behavior is unlikely to deliver instant 
satisfaction or gratification, its results are more future-oriented and long lasting, that often 
benefits society at large (Kim and Choi, 2005). In recent times due to increased awareness and 
consumer growing sentiment towards the desecrating environment more research is being 
conducted. Consumers across the globe commit of their environmentally responsible behavior 
and consciousness towards the environment (Diekmann and Franzen, 1999; Dunlap and Mertig, 
1995). “Customers are ever more aware of the seriousness of the environmental degradation, 
resulting more ecologically consciousness and desire to purchase eco-friendly products and 
services, favoring businesses that prefer environmental practice (Roberts, 1996; Kalafatis et al., 
1999)”. “Accordingly, academic research in this area has centered on the identification of 
consumer motivation underlying pro-environmental behaviors (Bagozzi and Dabholkar, 1994; 
Lee and Holden, 1999) and the explanation of the relationship between cognitive or 
motivational factors and environmentally conscious behavior (Dietz, Stern and Guagnano, 
1998; Karp, 1996; Mc Carty and Shrum, 1993 and 1994)”. Despite of so many studies 
undertaken to study consumer behavior, researchers and marketers are still not able to 
comprehend consumers’ green or sustainable behavior. In the last three decades, many 
marketers, organizations, psychologists,   environmentalist and sociologists have tried to 
answer the root cause of consumer’s pro-environmental action. It still remains a mystery as to 
“Why do people act environmentally friendly” and “What are the barriers to pro-environmental 
behavior?” is extremely complex. A number of theoretical frameworks have been developed 
over the decades to explain the “Attitude- behavioral gap” still there was no successes in 
understanding as to what factors drive or motivate consumers to act in a particular way. Hence, 
it can be said that although, many studies have been done, no definite explanation has been 
given yet (Kollmus and Agyeman, 2002).  
Based on the proposed framework grounded in the TBP theory, the following hypothesis will 
be tested  

• H1: Consumer possessing stronger green environmental attitude are more likely to 
engage in green buying behaviour. 

• H2: Social and personal normative influences positively shaped consumers green 
buying behaviour. 

• H3: A higher level of perceived behaviour control enhances consumers tendency to 
purchase green personal care products  

• H4: Consumers demonstrating a greater willingness to pay for environmentally 
sustainable products exhibit stronger green buying behaviour  

• H5: Functional attributes significantly influence green buying behaviour  
• H6: Green brand preference strengthens consumer inclination towards environmentally 

responsible buying behaviour. 
• H7: Effective green communication positively encourages green consumer buying 

behaviour.  
 
7. ANALYSIS AND RESULTS 
The reliability analysis conducted for all the constructs indicated satisfactory internal 
consistency. The Cronbach’s Alpha value varied from (.732) to (.923) there by fulfilling the 
recommended threshold of alpha value exceeding the value of (0.7) and confirming the 
reliability of the identified constructs. To examine the construct validity, factor analysis was 
performed was It suggested 7 constructs were adequate to represent the data as the Eigen value 
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was higher than 1for all the constructs and together these explained more than 70% of the 
variance indicating a strong and acceptable structure for the proposed framework. 
Further, criterion-related validity was assessed through correlation. The results demonstrated 
significant and positive relationships between the dependent variable and all independent 
variable, with the correlation coefficients ranging from (.441)to (.881). The strongest 
relationship was found with Green Environmental Attitude (.881*) among all the independent 
variable highlighting the growing importance of environmental consciousness and green 
attitude in influencing the green buying behaviour within the personal grooming industry. In 
order to evaluate predictive relationship, regression analysis was performed for assessing the 
relationship between the dependent and the independent variable. The analysis resulted in a 
mathematical equation being formulated explaining the variance and the contribution of each 
variable to the total variance is explained. The value of R2 was .842, demonstrating that 84.2% 
green buying behaviour can be explained by the mentioned 7 factors. The Fit of the model was 
found to be sound and good.  
 
8. CONCLUSIONS 
The present study contributes to the growing body of literature on green consumer buying 
behaviour by developing and validating an integrated conceptual framework grounded in the 
theory of planned behaviour (TPB) within the context of the personal grooming industry. While 
previous studies have largely examined green buying behaviour through fragmented and 
isolated antecedents, the current paper offers more comprehensive understanding by integrating 
multiple behavioural, social, functional, and communication related factors into a unified 
framework.  
 

The findings of the study after domain analysis revealed major 7 initiatives namely Green 
Environmental Attitude, Green social and Personal Norms, Green Perceived Behavioral 
control, Green Intension to Pay, Green functional Attribute, Green Brand Preference, and Green 
Communication. Among these green environmental attitude emerged as one of the strongest 
determinants, indicating the growing environmental consciousness and ethical consumption 
orientation of the consumers. The result further validate the applicability of TBP in explaining 
the green buying behaviour in context of developing economies like India.  

 
The study also provides significant managerial implications for marketers and personal care 

brands. The findings suggest that organizations should focus not only on product quality and 
functionality but also on transparent green communication, ecofriendly branding strategies and 
consumer awareness strategies to strengthen positive purchase intensions. From a theoretical 
perspective the study adds to the existing literature by building a comprehensive framework 
that helps in understanding the green consumption patterns and offer a foundation for future 
empirical and conceptual studies in the domain of green marketing and consumer behaviour.  

 
Despite its contribution certain limitations prevail. First the research is primarily centered 

on the personal care grooming sector and focuses on consumers within Indian context which 
may limit the generalizability of the findings across different sectors and geographical regions. 
Secondly in future the study may extend the framework in other product categories or study 
different moderating variables to provide a deeper insight into green consumer behaviour.  

 
In conclusion the study highlights the increasing importance of sustainability oriented 

consumer behaviour and emphasis the need for the businesses to align marketing practices with 
environmental responsibility and evolving customer expectations. The proposed framework not 



Development of a Conceptual Framework for Green Consumer Buying Behaviour for Personal Care Products in 
India  

 

only enriches academic understanding of green buying behaviour but also serves as a strategic 
guide for organizations seeking to promote sustainable consumption in contemporary markets.  
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