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Abstract

The purpose of this paper is to explore the relationship of environmental concern of consumers
with their attitude towards green products and also to identify the predictors of environmental
concern. The data was generated from a researcher controlled sample of graduate and post-graduate
students enrolled in educational institutions located in the national capital of India (New Delhi) and
surrounding areas popularly known as National Capital Region (NCR). The data generated was
analysed employing Structural Equation Modelling (SEM). The study findings indicate that
environmental concern has a significant and positive influence on attitude towards green products.
Collectivism and eco-literacy emerged as predictors of the environmental concern of consumers. The
findings of this study are expected to enhance the understanding of marketers of the role played by
variables such as religiosity, collectivism, eco-literacy, and environmental concern in formation of
attitude of consumers towards green products.

Keywords: Religiosity, collectivism, eco-literacy, environmental concern, attitude towards green
products, SEM, India

1. INTRODUCTION human interventions (Hassan, 2014). The

recent environmental crises have increased

Environmental concern is defined as the
degree of consumers’ awareness of
environmental  problems and their
willingness to contribute personally to the
solution of these problems (Dunlap & Jones,
2002; Kim & Choi, 2005). It can also be
defined as the degree of consumer worry
about the threats to environment due to
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the environmental concern of consumers
around the world. In fact, the magnitude of
the existing environmental problems and the
impact of resulting environmental
degradation on present and future
generations has been realized by the global
consumers and, as a result, they are now
willing to involve in efforts for preservation
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of the environment (Manaktola & Jauhari,
2007; Kilbourne & Pickett, 2008; Cheah &
Phau, 2011). With regard to increasing
environmental concerns, Indian consumers
are on the same footing as global consumers
(Jain & Kaur, 2004; Chitra, 2007;
Mahapatra, 2013; Khan & Kirmani, 2014).
According to Khan et al. (2012), concern in
India is mounting over an ever-growing list
of environmental problems owing to
increasing industrialisation as also pressure
of growing population. It is, therefore, a
widely accepted fact that environmental
concern of consumers, around the globe, has
increased. This enhanced environmental
concern has resulted in growing demand of
products which are friendly to the
environment (Ramayah et al., 2010). Hence,
it can be inferred that environmental concern
of consumers has moved in to mainstream
marketing and has compelled business firms
to embrace green philosophy in their
business activities.

Thus, the Dbusiness firms are
contemplating ways and means to go green.
In fact, the last few decades have witnessed a
flurry of products in the market which have
features favourable to the environment.
These products are known as green products
and they have eco-friendly designs,
minimum of packaging, low pollution
causing potential and are recyclable
(Elkington & Makower, 1988; Chen & Chai,
2010; Pedro et al., 2013).

Previous researchers have explored
whether the heightened environmental
concern leads to favourable attitude of
consumers towards green products (Chan,
2000; Hassan, 2014; Tang et al., 2014).
These researchers have observed that
consumers who are more concerned about
environment are more positive towards the
green products. However, there are other
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researchers who have indicated that
environmental concerns do not necessarily
lead to positive attitude towards green
products (Tang & Chan, 1998; Straughan &
Roberts, 1999; Akehurst et al., 2012). Thus,
the findings are inconclusive and hence,
there is a pressing need to revalidate the
relationship between environmental concern
and attitude towards green products in order
to reach specific conclusions.

Moreover, majority of studies on green
preferences of consumers have been
performed in western countries with scant
research available in the Indian context.
Thus, study in this domain in Indian context
is necessary for two reasons: First,
environmental problems are escalating in
India and hence, previous studies specific to
environmental issues have suggested that
appropriate action needs to be taken
immediately to reverse the trend of fast
deteriorating environment (McMichael,
2000; Smith, 2002; Widmer et al., 2005;
Aufthammer et al., 2012; Narain, 2015).
Secondly, previous studies have also
suggested that the affinity of Indian
consumers for green products has increased
over the years and hence, they are being seen
as potential users of green products
(Manaktola & Jauhari, 2007; Khare, 2014).
In this regard, there is a pressing need to
explore  the  relationship  between
environmental concern and attitude of
consumers towards green products.
Additionally, there is a pressing need also to
identify the predictors of environmental
concern of consumers.

Thus, present study attempted to explore
the relationship of environmental concern of
consumers and their attitude towards green
products and also tried to identify the
predictors of environmental concern of
Indian consumers.
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2. LITERATURE REVIEW

The green preferences of consumers has
been studied by the researchers employing
different approaches. A pioneering study on
consumers’ green preferences was done by
Kinnear et al. (1974) in which the
researchers explored the characteristics of
ecologically concerned consumers. Since
then, a large number of studies have been
performed in different parts of world
exploring the attitude of consumers towards
green products.

The researchers have indicated that
consumers who are concerned about
environment are more likely to be involved
in green product purchasing (Vernekar &
Wadhwa, 2011; Khan & Kirmani, 2014;
2015). A large number of researchers have
also observed that consumers desire green
products even to the point that they are
willing to pay a premium for these products
(Coddington, 1990; Myburgh-Louw &
O’Shaughnessy, 1994; Laroche et al., 2001;
Cheah & Phau, 2011; Khan & Kirmani,
2015). The researchers have also explored
the factors which influence environmental
concern and thereby, attitude of consumers
towards green products (Laroche et al., 2001;
D’Souza et al., 2006; D’Souza et al., 2007;
Suplico & Salle, 2009; Akehurst et al., 2012;
Iravani et al., 2012; Mourad & Ahmed.,
2012; Hassan, 2014). These factors are
discussed in detail in subsequent sections.

2.1. Positive Influence of Religiosity on
Environmental Concern

Engelland (2014) defined religion as a
system of belief that recognizes a divine
power (or powers) as the creator and ruler of
the universe. Religiosity, on the other hand,
is a belief of an individual in God and his
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commitment to his religion (McDaniel &
Burnett, 1990; Johnson et al., 2001; Sungkar,
2010; Mas’od & Chin, 2014). Previous
researchers have established a relationship
between religiosity and consumer behaviour
(Ibrahim et al., 2008; Mokhlis, 2009; Choi,
2010; Lau, 2010). According to Hassan
(2011), religious values directly and
indirectly impact the actions of human
beings.

With regard to environmental concern,
evidence  supporting  protection  of
environment can be found in religious
scriptures of all the major religions of the
world. For instance, Rice (2006) and Hassan
(2014) had identified some verses of Holy
Quran and some Hadithl from Islam which
emphasize on environmental protection and
consider it the duty of mankind to preserve
their environment. Similarly, researchers
have identified some references from Vedas2
and other Hindu scriptures that support
environmental protection (Dwivedi, 1990;
Roy, 1993; Sullivan, 1998; Nelson, 1998;
Narayanan, 2001; Jha, 2002; Mawdsley,
2004; Saxena, 2013). The role of teachings
of Christianity in the context of
environmental concern has been a subject of
debate. For example, there is a perception
that Christianity emphasizes on ‘mastery
over’ nature and hence, negatively influences
environmental concerns of consumers
(White, 1967; Guth et al., 1995; Taylor,
2008). However, there are studies that
contradict this view and highlight that Bible
recognizes environmental protection as the
duty of mankind (Naess, 1989; Whitney,
1993; Saxena, 2013).

It should also be noted that religious
scriptures emphasize on the simple and
contained life, and the current environmental
crisis also demands the same (Dwivedi,
1990; Rice, 2006). Due to this, the highly

U Hadith is a historical record of the Prophet Muhammad's sayings and deeds (Rice, 2006).

2Vedas laid down the basis of classical Hinduism and contains hymphs, philosophy, and guidance on rituals (Jamison & Witzel, 2003).
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religious individuals are expected to be more
conservative than the individuals who are
low on religiosity (Delener, 1994; Sood &
Nasu, 1995; Anuar & Mohamad, 2012).
Moreover, religiosity also helps in the
interpretation of ethical nature of consumer
behaviour (Magill, 1992).

Thus religiosity has been considered as
an important construct which can influence
environmental concern of consumers (Rice,
2006; Chai & Chen, 2009; Mohamad et al.,
2012; Hassan, 2014). In fact, the researchers
have suggested that proper understanding of
environment is not possible without proper
understanding of religious teachings
(Hopkins et al., 2001; Foltz et al., 2003). To
strengthen this notion, previous researchers
have explored the relationship of religiosity
and environmental concern and observed
that the intensity of religious beliefs is
positively associated with pro-environmental
attitude, i.e. a more religious consumer is
more likely to be involved in
environmentally friendly behaviour (Stern et
al., 1999; Chai & Chen, 2009; Rice, 2006;
Kalamas et al., 2014). In this regard, Granzin
and Olson (1991) have observed that highly
religious people are more interested in
recycling and reusing the items. Recently,
Hassan (2014) has also obserserved that
religiosity influences environmental concern

of consumers. Thus, the following
hypothesis was framed:
H,;: Religiosity significantly and

positively influences environmental concern
of consumers.

2.2. Positive Influence of Collectivism
on Environmental Concern

Collectivism is the conviction that
focuses on interdependence, in-group
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harmony, family security, group-oriented
goals, social hierarchies, cooperation, and a
low level of competition (Hofstede, 1980;
Triandis, 1993). In fact, the concept of
collectivism prefers helping each other and
consideration of group goals over personal
benefits (McCarty & Shrum, 1994; Laroche
et al., 2001; Gundlach et al., 2006; Zhao &
Chen, 2008). More specifically, the
collectivists are concerned about the welfare
of society and are committed to their duties
and obligations (Hofstede, 1980; Laroche et
al., 2001; Kim, 2011; Cho et al., 2012). In
relation to environmental protection,
Triandis (1993) has suggested that people
who are high on collectivism are more
inclined towards the environment. Similarly,
McCarty and Shrum (1994) have indicated
that the collectivists are more likely to be
involved in recycling activities.

Thus, collectivism has been considered as
an important construct influencing
environmental concern of consumers and
hence, the influence of collectivism values
on green preferences of consumers has been
widely researched (Chan, 2001; Laroche et
al., 2001; Kim & Choi, 2005; Leonidou et
al., 2010; Cheah & Phau, 2011, Cho et al.,
2012). However, the findings are
inconclusive.

Kim and Choi (2005), based on their
literature survey, posited that environmental
concern is an important construct that
intervenes in the relationship of collectivism
and green buying behaviours. However, their
empirical findings have suggested that there
is no significant relationship between
collectivism and environmental concern.
Leonidou et al. (2010) have indicated that
collectivism is an important factor in the
formation of inward and outward
environmental attitudes and a person who is
driven by collectivistic values is more



M.D Kirmani / SIM 11 (2) (2016) 159 - 179

concerned about the preservation of
environment. To gain deeper insights, Cho et
al. (2012) explored the influence of
horizontal collectivism (emphasis on
personal goals along with group goals),
vertical collectivism (willing to sacrifice
their personal goals for group goals) and
confucian collectivism (based on group
behaviour regulation, group conformity,
interdependence and face-saving) on the
environmental attitude of the consumers and
observed that horizontal and confucian
collectivism were positively related and
vertical collectivism was negatively related
to the environmental attitude. Thus, it seems
that collectivism has a bearing on the
environmental concern of consumers and
hence, following hypothesis was framed:

H,,: Collectivism significantly and
positively influences environmental concern
of consumers.

2.3. Positive Influence of Eco-literacy
on Environmental Concern

Eco-literacy is defined as the measure of
the individual’s ability to identify and
understand an ecologically-related symbols,
concepts and behaviours (Laroche et al.,
1996). Knowledge of environment help
consumers to evaluate offerings from
business firms and hence, influences their
decision process at every stage (Alba &
Hutchinson, 1987; Laroche et al., 2001).
Previous researchers have indicated that the
consumers’ environmental knowledge
influences their concern about environment
(Vining & Ebreo, 1990; Amyx et al., 1994;
Chan, 1996; Fraj & Martinez, 2006; Rios et
al., 2006). Additionally, many studies
profiling green consumers have also
mentioned a strong positive relationship
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between level of education and
environmental awareness, attitudes and
behaviours (Chan, 1996; Widegren, 1998).
Similarly, Cheah and Phau (2011) have
indicated that eco-literacy is a significant
predictor of environmental attitude of
consumers. Nath et al. (2014) have also
indicated that increasing level of education is
the most important enabler of green attitude.
Thus, following hypothesis was framed:

H,;: Eco-literacy significantly and
positively influences environmental concerns
of consumers.

2.4. Positive Influence of
Environmental Concern on Attitude of
Consumers towards Green Products

Researchers have contradictory views on
the linkage between environmental concern
and various determinants of attitude towards
green products (Tang & Chan, 1998;
Straughan & Roberts, 1999; Bamberg, 2003;
Kim & Choi, 2005; Kilbourne & Picket,
2008; Lee, 2008; Awad, 2011; Akehurst et
al., 2012; Hassan, 2014; Tang et al., 2014).
Some previous studies have observed that
environmental concern is less important in
influencing  environmental  conscious
behaviour of consumers (Tang & Chan,
1998; Straughan & Roberts, 1999; Akehurst
et al.,, 2012). But, a significant number of
researchers have observed a positive
relationship between environmental concern
and green purchase decisions of consumers.
For example, a weak relationship between
environmental concern and green purchasing
intentions was observed by Bamberg (2003)
who suggested that environmental concern
has a substantive direct effect on the
perception and evaluation of the situation-
specific cognition, especially the personally
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salient behavioural consequences. Similarly,
Kim and Choi (2005) had observed a direct
relationship between environmental concern
and willingness to purchase green products
and suggested that consumers who possess
strong environmental concern are interested
in consumption of products that reflect that
concern. Kilbourne and Picket (2008) have
also suggested that when concern for the
environment  increases, consumption
becomes more environmentally responsible
and consumers shift their consumption
patterns by buying green products or by
reducing their overall level of consumption.
According to Awad (2011), the green
consumers have high orientation towards
preserving the environment and natural
resources which is reflected in their product
choices. Recently, Tang et al. (2014) treated
environmental concern as an important
predictor of consumer attitude towards green
products. In their study on Chinese
consumers, they observed that consumers’
environmental concern is a key factor which
significantly influences the consumer
attitude towards environmentally friendly
products. Based on the discussion, following
hypothesis was framed:

H,,: Environmental concern significantly

and positively influences attitude of the
consumers towards green products.

Figure 1. Proposed Model

Environmental
Concem
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3. PROPOSED RESEARCH MODEL

On the basis of literature review and
ensuing hypotheses, the researchers
proposed a research model for the present
study (Figure 1). Figure 1 summarizes the
relationship between dimensions such as
religiosity, collectivism, eco-literacy with
environmental concern as also
environmental concern with attitude of
consumers towards green products.

4. METHODOLOGY AND

MEASUREMENT

As the present study was cross-sectional
in nature, the data was generated only once
from the sample using a structured
questionnaire. The questionnaire was
divided into two sections. The items in the
first section of the questionnaire were based
on a five-point Likert scale and were
intended to measure religiosity, collectivism,
eco-literacy, environmental concern and
attitude towards green products. The second
section of the questionnaire was designed to
generate demographic data pertaining to
gender, age, educational qualifications, and
monthly family income of the target
consumers.

Attitude

towards green
products

(Source: Prepared by the researchers)
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Data was generated from a researcher
controlled sample of graduate and post-
graduate students enrolled in educational
institutions located in the national capital of
India (New Delhi) and surrounding areas
popularly known as National Capital Region
(NCR). The rationale for choosing New
Delhi and NCR for the present study was
twofold. First, New Delhi is the most
polluted city of India (Chauhan, 2015) and,
secondly, students enrolled in educational
institutes in New Delhi and NCR come from
all parts of the country and hence are
culturally diverse (Khan et al., 2012).
Further, they exhibit cosmopolitan outlook,
generally have a middle class background;
and student samples have long been the
preferred group in similar studies (Bamberg,
2003; Lee, 2008; Awad, 2011; Cho et al.,
2012; Uddin & Khan, 2016). Hence, students
enrolled in educational institutes of New
Delhi and NCR can be taken as surrogates
for the country as a whole (i.e. India) for the
purpose of this study.

The data was generated from 600
students; of these 85 responses were
incomplete in various respects and hence
were not included in the final analysis. Thus,
feedback from 515 respondents was
subjected to  final analysis. The
recommendations from previous researchers
suggest that this sample size is adequate for
employing multivariate data analysis such as
exploratory factor analysis and structural
equation modelling (Hair et al., 2010; Wolf
etal., 2013; Khan & Adil, 2013). The data so
generated was statistically analyzed and
interpreted using the statistical software
SPSS 20.0 (Statistical Package for Social
Sciences) and AMOS 20.0 (Analysis of
Moment Structure).
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5. MEASUREMENT OF VARIABLES

Exploratory Factor Analysis (EFA)
procedure was employed to check for uni-
dimensionality of each construct. Principal
component analysis (PCA) technique was
used for factor extraction and varimax
rotation technique was employed for arriving
at the solution. The scale items to measure
the constructs considered in proposed model
were pooled together from various sources as
presented in Table 1.

The six items to measure religiosity were
pooled together from the studies by Essoo
and Dibb (2004) and Kalamas et al. (2014).
Out of these six items, only three were
retained after EFA. To measure collectivism,
four items were pooled together from the
studies by Laroche et al. (2001) and Cheah
and Phau (2011). One item having loading
less than 0.4 was dropped while remaining
items with satisfactory loadings (>0.4) were
retained. In order to measure eco-literacy,
five items were adapted from a study by
Paco et al. (2010). Four items were retained
for further analysis because one item had
loading less than 0.4 (Table 1). For
environmental concern, items were adapted
from a study by Bamberg (2003) and only
three out of seven items were retained. Items
to measure attitude towards green products
were based on the studies by Pago et al.
(2010) and Iravani et al. (2012). Four out of
six items were retained.

As can be observed in Table 1, all the
constructs had acceptable KMO and
significant BTS wvalues. The variance
explained by the constructs was satisfactory
and all of them also had acceptable
Cronbach’s alpha values (Hair et al., 2010).
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6. ANALYSIS AND FINDINGS

To understand interrelationships among
the study constructs, the proposed model was
validated employing Structural Equation
Modelling which is a two-step model-
building approach that involves validating
the measurement model followed by
validation of hypothesized linkages through
structural model (Hair et al., 2010).

Table 1. Exploratory Factor Analysis
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7. MEASUREMENT MODEL
(CONFIRMATORY FACTOR
ANALYSIS)

All items loaded significantly on their
corresponding factors and had loadings in
the acceptable range (Figure 2 and Table 2).

The accepted and observed values for the
fit indices have been presented in Table 3.
The Chi-square value was 264.925 with 109

S.No Scale Items Loadings  After
EFA
Religiosity (KMO= 0.740; BTS=.000; Var= 84. 9%; Cronbach’s Alpha= 0.910)
1. I have a strong sense of God’s presence. <0.40 NR
2. I try hard to live my life according to my religious beliefs. 0914 R
3. It is important for me to spend some time in private thought and prayer. 0.942 R
4. The state of environment is ultimately under God’s control <0.40 NR
5. The current state in which we find the environment reflects God's will. <0.40 NR
6. What will become of our environment tomorrow, only God can say. 0.907 R
Collectivism (KMO=0.718; BTS=.000; Var=74.5%; Cronbach’s Alpha= 0.828)
7. I like to be a cooperative participant in my group activities <0.40 NR
8. I like to work hard for the accomplishment of goals of my group. 0.871 R
9. I like to help others in the time of need. 0.875 R
10.  Ilike to maintain warm relationships with others. 0.843 R
Eco- Literacy (KMO= 0.855; BTS=.000; Variance= 81.0%; Cronbach’s Alpha= 0.922)
11.  Iknow the meaning of ‘global warming’. 0.915 R
12. I know the meaning of acid rain. 0.901 R
13.  Iknow causes and effects of ozone depletion. 0.911 R
14. I know that plastic bags take many years to decompose and cause pollution 0.874 R
15.  Tknow how to preserve and not cause damage to the environment. <0.40 NR

Environmental Concern (KMO= 0.718; BTS=.000; Var=74.3%; Cronbach’s Alpha= 0.826)

16.  The major part of the population does not act in an environmentally conscious <0.40 NR
way

17.  Limits of economic growth have been crossed or will be reached very soon <0.40 NR

18.  Environmental protection measures should be carried out even if it costs jobs. 0.867 R

19.  We should be concerned about the environmental conditions under which our  <0.40 NR
children may have to live.

20.  Newspaper articles or TV-reports concerning environmental problems make me <0.40 NR
angry.

21.  If we continue as before, we are approaching an environmental disaster. 0.875 R

22.  For the benefit of the environment we should be ready to restrict our momentary 0.843 R

style of living

Attitude towards Green Products (KMO= 0.811; BTS=.000; Variance= 67.6%; Cronbach’s Alpha=.839)

23. 1 feel good about buying products which are less damaging to the environment.
24. I am willing to make a special effort to buy products which are made from

recycled materials.

25. 1 will prefer environment friendly products over non-environment friendly
products in case the product quality is similar.
26. 1 am willing to make a special effort to buy household chemicals such as

detergents and cleansing solutions that are environment friendly.

27.  Products labeled as ‘environmentally safe’ or ‘ecological’ are just to attract and

sell.

28.  Most of the environmental claims made by the marketers are confusing.

0.802 R
0.845 R
0.844 R
0.795 R
<0.40 NR
<0.40 NR

Key: R= Retained; NR= Not Retained

(Source: Prepared by the researchers)
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degrees of freedom (df) (p<0.05). The other
fit indices were within the acceptable limits
(Table 3). In addition, the researchers also
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Table 2. Standardized Regression Weights
(CFA)

) ) ) Estimate
validated the research instrument. For this ELI & Eliteracy 0.890
purpose, average variance extracted (AVE) EL2 & Eliteracy 0.860
measure was employed to evaluate the EL3 < Eliteracy 0.888
discriminant and convergent validity EL4 &  Eliteracy 0.821
(Fornell & Larcker, 1981; Hair et al., 2010). ATGPL & AtGP 0.720
It should be noted that AVE is calculated as ATGP2 € AUGP 0.809

) ] ATGP3 €  AttGP 0.777
mean variance extracted for the item ATGP4 €&  AH#GP 0.705
loadings on a construct and is summary R1 & Relgsty 0.860
indicator of convergence (Hair et al., 2010). R2 < Relgsty 0.943

It can be observed in Table 4 that AVE for R3 € Relgsty 0.838
each construct was greater than 0.5 which ECl € EnvConcem 0.781
indicates adequate convergent validity, i.e EC2 € EnvConcem 0.839
ndic 4 gen Y, L.e. EC3 €  EnvConcern 0.731
multiple methods of measuring a variable Cl & Concern 0.803
provide the same results (Fornell & Larcker C2 & Concern 0.820
1981; O’Leary-Kelly & Vokurka, 1998; Seth C3 < Concern 0.735
et al., 2008; Hair et al., 2010; Gaskin, 2012; (Source: Prepared by the researchers)

Ta
@D [ECT J» -
&2 [ _EL2 s >
&3
@

65
@ 80
@ [cz 2
@

T4
(&9 | R1 g 86
| R2 n :
€19 | R3]

51
67 [Eci % 78
D [FC2 J—r
=

52

65 T2
T 3

&0 T&
D =

.50
6D
(Source: Prepared by the researchers)

Key:  Eliteracy=Eco-literacy;  Collect=Collectivism;  Relgsty=Religiosity; =~ EnvConcern=

Environmental Concern; AttGP=Attitude towards green products

Figure 2. Measurement Model
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Table 3. Fit Indices of Measurement Model (CFA)
Fit Index Recommended Values Observed
(Source: Hu & Buntler, 1999; McDonald & Values
Ho, 2002; Hooper et al., 2008; Hair et al.,
2010; Malhotra & Dash, 2011)
Chi- square/df <3.0 2.431
AGFI 0.90 0.918
NFI 0.90 0.949
CFI 0.90 0.969
RMSEA <0.70 0.053

(Source: Prepared by the researchers)

Khan & Adil, 2013). It can also be observed
in Table 4 that square root of AVE (diagonal
values highlighted in bold) for each construct
was greater than inter-construct correlations
indicating adequate discriminant validity, i.e.
the measures of different latent variables are
unique (Fornell & Larcker 1981; O’Leary-
Kelly & Vokurka, 1998; Hair et al., 2010;
Malhotra & Dash, 2011; Khan & Adil,
2013).

The composite reliability (CR) for each
factor has been presented in Table 4. For all
constructs, CR was above the minimum
threshold of 0.70 indicating satisfactory
internal consistency in all the constructs
(Fornell & Larcker 1981; Hair et al., 2010;
Malhotra & Dash, 2011; Kangas et al.,
2016). Thus, reliability and validity
measures of study constructs were within
acceptable range and hence, researchers
proceeded for validating the proposed model
and hypotheses.

Table 4. Validity of the Constructs

8. STRUCTURAL MODEL

The results of proposed structural model
can be observed in Figure 3a and Table 5. Of
the four hypothesized relationships, three
were statistically significant and were in the
expected direction (p<0.01), supporting H02
(collectivism— environmental concern),
HO3 (eco-literacy— environmental concern),
and HO4 (environmental concern— attitude
towards green products). However,
relationship of religiosity with
environmental concern was not found to be
significant (p>0.05), thereby leading to
rejection of HOl  (religiosity —
environmental concerns). The goodness-of-
fit indices suggest that the proposed model
fits the data well (Table 6).

However, in order to refine the model and
improve the model fit indices further, the
modification indices were checked. A
modification index is calculated for every
possible relationship that is not estimated in

CR AVE EnvConcern Eliteracy AttGP  Relgsty Collect
EnvConcern 0.828 0.616 0.785
Eliteracy 0.922  0.749 0.376 0.865
AttGP 0.840  0.568 0.428 0.372 0.754
Relgsty 0912  0.777 0.008 0.013 0.082 0.881
Collect 0.830  0.619 0.342 0.481 0.467 0.221 0.787

(Source: Prepared by the researchers)
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Table 5. Standarized Regression Weights (SEM)

Estimates  p- value
EnvConcern € Relgsty -.043 .365
EnvConcern € Collect .249 .000
EnvConcern € Eliteracy 275 .000
AttGP < EnvConcern 475 .000

(Source: Prepared by the researchers)

a model (Hair et al., 2010). A high
modification index was present for the causal
relationship from collectivism (Collect) to
attitude towards green products (AttGP).

This relationship also had theoretical
support. Chan (2001) and Cheah & Phau
(2011) validated this relationship and found
significant influence of collectivism on
attitude of consumers towards green
products. Therefore, there existed sufficient
theoretical evidence to add new hypothesis
as also a new path in the model:

H,;:  Collectivism significantly and

positively influences attitude of the
consumers towards green products.

The new path was found to be significant
with standardized regression weight of 0.371
(Figure 3b). Thus, HO5 was empirically
supported confirming the findings of Chan
(2001) and Cheah and Phau (2011) that
collectivism significantly and positively
influences consumers’ attitude towards green
products. The model fit indices also
improved further (Table 6).

The deletion of path indicating non-
significant relationship between religiosity
and environmental concern (Table 5) led to
further improvement in the model
parameters (Table 6). The final model has
been demonstrated in Figure 3c.

9. DISCUSSION

As already stated, the objectives of the
present study were twofold. In the context of
first objective, the study findings suggest
that if concern for environment is high
among the consumers than it leads to
positive inclinations towards green products.
This finding is in line with observations in
previous studies that environmental concern
impacts the purchasing intentions of the
consumers (Bamberg, 2003; Kilbourne &
Picket, 2008; Awad, 2011; Tang et al., 2014).
Hence, the present study has strengthened
the notion that those consumers who are
aware of environmental problems and who
are willing to participate in environmental
conservation initiatives are more likely to
purchase green products.

With regard to second objective, the study
findings indicate that religiosity does not
play any significant role in determining the
environmental concern of consumers. This
appears to be contrary to the observations of
previous researchers (Stern et al., 1999;
Rice, 2006; Hassan, 2014) as also the
religious teachings of all the major religions
of the world. A plausible explanation for
such finding may be younger age profile of
the respondents for whom religion may have
more to do with spirituality and less with
materialistic decision making where they
tend to be more objective and practical in
outlook (Vitell et al., 1991; Fullerton et al.,
1996; Rawwas & Singhapakdi, 1998;



170 M.D.Kirmani / SIM 11 (2) (2016) 159 - 179

74

€ (=] \

@ B o1 = ilﬁiliuib

@ (= —— rel

& ". /
) D)

(1) EL1 f =

=) EL4

(Source: Prepared by the researchers)

Figure 3a. SEM Results for Proposed Model
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Figure 3c. SEM Results for Final Model
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Table 6. Summary of Model Fit Indices
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Model Fit Index  Proposed Modified Final
Model Model Model
Chi-square 320.780 269.460 175.128
Df 112 111 72
Cmin/df 2.864 2.428 2.432
AGFI 0.902 0.919 0.934
NFI 0.938 0.948 0.956
CFI1 0.958 0.968 0.973
RMSEA 0.060 0.053 0.053

(Source: Prepared by the researchers)

Boyatzis & McConnel, 2006; Stoppa &
Lefkowitz, 2010). On the other hand,
variables such as collectivism and eco-
literacy emerged as predictors of
environmental concern of consumers.
Researchers such as Leonidou et al. (2010),
Cho et al. (2012) and Wang (2014) have also
observed that collectivists are more
concerned about the environment than those
consumers who do not believe in
collectivism. Similarly, the previous studies
by Laroche et al. (2001) and Cheah and Phau
(2011) had also supported that eco-literacy is
an important determinant of environment
related attitude of consumers.

Additionally, collectivism was also found
to influence attitude towards green products
directly, supporting the findings of previous
researchers that collectivism values of
consumers have a bearing on green product
purchasing intentions of consumers (Chan,
2001; Cheah & Phau, 2011; Wang, 2014).

Thus, on the basis of findings of this
study, we can safely conclude that
collectivism and eco-literacy increase
consumer concern for the environment
leading to positive attitude towards green
products. It should be noted that
collectivism has emerged as an important
construct because it influences attitude of
Indian consumers towards green products
directly as well as indirectly through

environmental concern. This is line with the
submission by previous researchers (Sinha &
Tripathi, 1994; Ghosh, 2012; Chadda & Deb,
2013) that Indians are more inclined towards
collectivism than individualism.

These researchers have posited that
collectivism values are more acceptable in
Indian society and hence, Indians find it
more convenient to realize their goals
through collectivistic means. Thus, it can be
surmised that collectivism values can be
considered as of focal interest for marketers
of green products in India. The marketers
should try to manage collectivism values of
Indian consumers to effectively promote
green products, especially in initial stages of
product launch so as to break early the
contrary decision making patterns.

In this regard, Laroche et al. (2001) had
suggested that the packaging of green
products should stress on welfare of society,
security and warm relations as virtues of
green consumption. Laroche et al. (2001)
envisaged that this would not only promote
eco-friendly consumption but would also
prove profitable to the green marketers.

Marketers of green products also need to
aid consumers in increasing the knowledge
about pressing environmental issues. The
study findings have indicated that knowledge
about the current state of environment and
also about the possible repercussions of
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environmental damage on present and future
generations is expected to make consumers
more  sensitive to the prevailing
environmental issues. For a country like
India where general literacy level is low
(Census, 2011), the need to educate
consumers about the existing environmental

problems is even more compelling.
According to Nath et al. (2014),
environmental awareness increases

consumers’ sensitivity and understanding of
cultural values vis-a-vis environmental
protection. Khan et al. (2013) too in their
study on Indian consumers suggested that
people are needed to be educated about the
environment so as to bring about a change in
their level of awareness and attitude.
Previous researchers such as D’Souza et al.
(2006) and Cheah and Phau (2011) have
suggested the use of environmental symbols
on product labels and packaging in order to
educate consumers about the existing
environmental issues. This will help in

creating  general  awareness  about
environmental problems among the
consumers and will also explain

environmental benefits the product is likely
to offer. A positive fallout of such a strategy
is that environmentally aware consumers are
likely to share and spread knowledge about
environmental sustainability in their peer
groups (Lee, 2008; Lee, 2009; Khare, 2014).

10. LIMITATIONS AND FUTURE
RESEARCH DIRECTIONS

The findings of the present study pertain
to Indian consumers only and hence,
replicative studies would help re-validate the
study findings in other cultural contexts.
Further, the present study focusses on young
consumers only where previous researchers
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have observed that influence of religiosity is
limited to only spiritual aspects and does not
affect their practical decision making (Vitell
et al., 1991; Fullerton et al., 1996; Rawwas
& Singhapakdi, 1998; Boyatzis &
McConnel, 2006; Stoppa & Lefkowitz,
2010). Hence, future researchers are advised
to re-validate the relationship between
religiosity and environmental concern for
different age groups. Furthermore, the
present study took into consideration only a
few variables. Other variables that may
relate to environmental concern and attitude
towards green products such as interpersonal
influence (Lee, 2008; Lee, 2009; Khare,
2014) and perceived consumer effectiveness
(Ellen et al., 1991; Jain & Kaur, 2004; Cho et
al., 2012) may also be taken into
consideration in future works. Next, the
present study has explored only the attitude
of consumers towards green products while
there are evidences from earlier research that
there is inconsistency between the attitude of
consumer and their actual green behaviour
(Carrington et al., 2010; Papaoikonomou et
al., 2011; Davies et al., 2012). Hence,
another interesting theme of the future works
may be to explore the linkage between
attitude of consumers towards green
products and their actual purchase behaviour.
It also needs to be explored whether the
attitude per se leads to actual behavior and if
it does not, it needs to be looked into as to
what are the factors that act as a barrier to
willingness to engage in actual behavior.
Lastly, present study considered green
products in general but to get deeper insights,
future researchers need to replicate this work
in the context of specific industries such as
electronics, automobiles, hotel, etc.
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EKOJIOIIKA CBECT U CTABOBH ITPEMA “3EJIEHOJ”
MnHPOU3BOAKBU: IPUMEPHU U3 UH/IUJE

Mohd Danish Kirmani, Mohammed Naved Khan

H3Box

Lusb oBor paza je Aa UCTPasku MOBE3aHOCT U3MEDy EKOJIOIIKE CBECTH KyNala U lHUXOBOT CTaBa O
“3eneHoj” TPOW3BIKBH, Kao W Ja WACHTU(DUKYje TPEIUKTOpe eKoiomke cBecTd. [lomamm cy
CaKyIlJbCHH W3 CEJICKTOBAHE TPyIE CTyJeHaTa Ha OCHOBHOM M IIOCIECIUIIOMCKOM HHUBOY, KOjH
ctynupajy y masHoMm rpany Wummje (bby Jlemxwujy). Takole, momanu cy cakynbeHH U3 OKOJHHX
o0nacTy Koje crazajy y peruoH oBe HalMOHaJ He mpecTtonule. CakylJbeH! MONALM Cy aHAJTH3UPHH
NPUMEHOM MOJIETIOBamba CTPYKTypHUX jeauaunHa (CEM). Pesynrartu cTyamje mokasyjy Jia eKoJIOMIKa
CBECT MMa 3HavyajaH ¥ MO3UTHBAH YTHIIAj Ha CTAaBOBE IIpeMa “3elieH0j” nmpon3Boamby. Konekrusuzam
U eKO-TTUCMEHOCT UCTUYY CE Kao 3HauajHH MPEIUKTOPH EKOJIOMIKE cBecTH Kymamna. Odekyje ce aa
pEe3yNTaTH OBE CTYIHje IOMOTHY €KCIIEpTHMa MapKETHHTa Y pa3yMeBamy yiaore ¢pakropa Kao IITo ¢y
PEIUTHO3HOCT, KOJEKTUBU3aM, €KO-TIMCMEHOCT U EKOJIOUIKa CBECT y (OpMHUpamy CTaBa Ipema

MMpoOU3BOAMMA HA TPKUIITY.

K/by'{He pevu: PeJ'II/IFI/IOSHOCT, KOJICKTUBHU3aM, €CKO-IIMCMCHOCT, €KOJIOIIIKAa CBECT, CTaB Ka 3CJI€HOj

npousBonku, SEM, Uuauja
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