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Purchase Attitude - Green Purchase Intentions Relationship.
The Case of Young Egyptian Consumers
Samaa Taher Attia
Abstract
Purpose: This study aims to examine the effect of green advertising as a moderator on Green Purchase
Attitude (GPA) - Green Purchase Intentions (GPI) relationship. However, in order to get a deeper insight
on the different factors that could affect GPI, this current paper will also test how different psychographic
and attitudinal factors could predict Environmentally Conscious Consumer Behaviour (ECCB). Then, in
turn, it will test the effect of Environmentally Conscious Consumer Behaviour (ECCB), and Green
Purchase Attitudes (GPA) on Green Purchase intentions (GPI).
Design/methodology/approach: Surveys were distributed among university students.
Findings: The results offer insight as Gender was identified as the only demographic that acts as a
predictor to ECCB while both perceived consumer effectiveness (PCE) & environmental concern (EC) as
psychographic predictors. Further, empirical support was evident for a direct impact of the relationship
between Environmentally Conscious Consumer Behaviour (ECCB) on Green Purchase Attitudes
(GPA). Finally, cognitive and affective responses to green advertising were found to moderate the relation
between Green Purchase Attitudes (GPA) & Green Purchase Intentions (GPI).
Research limitations/implications: A major limitation lies in the small sample size used in the study.
Future studies should include bigger sample size, yet, more variables to embrace the complicated topic of
green purchase intentions.
Originality/value: This paper offers practical and deep guidelines to international green marketers who
are planning to target the Egyptian market as an example of middle-eastern markets.
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Technological and industrial revolutions as well
as the misuse of the environmental resources
have attracted the attention to the environmental
deterioration in terms of pollution, global
worming, acid rain, Ozone layer reduction, etc.
(Akehurst et al 2012, Ishaswini & Datta 2011).
This increased environmental awareness and the
possible approaches to enhance green behaviour.
Indeed, testing consumer green purchase
intentions and whatever could affect/enhance it,
such as environmentally conscious consumer
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behaviour
(ECCB)
including
perceived
consumer
effectiveness
(PCE)
and
environmental concern (EC) have been in the
heart of the literature.

ENVIRONMENTALLY CONSCIOUS
CONSUMER BEHAVIOUR (ECCB)
ECCB can simply be defined as one who focuses
on purchasing products that have a positive
impact on the environment (Roberts & Bacon
1997), i.e. purchasing of green products over non
green ones (Murarolli 2012). In other words, it is
“Behaviour orientation” (Akehurst et al 2012:
978). Roberts (1996) had developed ECCB scale
which
includes
both
demographic and
attitudinal dimensions as he believes that these
are the most important. Based on this, ECCB scale
contains a compilation of behavioural items, as it
represents six factors (Roberts & Bacon 1997); 1)
use of recycled products, 2) driving habits to
reflect the dependency on oil, 3) general
recycling
issues and
bioddegraduity, 4)
consumer
purchase decisions
and how
environmental concerns may better this process,
5) reducing the amount of electricity used, and 6)
saving electricity by using small Wattage bulbs.
In terms of predicting ECCB, there are
controversies with reference to results related to
the different relationship among ECCB and its
predictors. Those variables could be mainly,
divided into psychographic and demographic.
For the psychographic variables, many authors
found that perceived consumer effectiveness
(PCE) is more effective in predicting ECCB. PCE
could be defined as the consumer’s perception of
how
his/her actions
would
impact
environmental outcomes in terms of solving
environmental problems (Murarolli 2012;
Akehurst et al 2012). Furthermore, many studies
found that Environmental Concern (EC) could
predict ECCB (Lee, 2009). Environmental
concern represents the awareness of individuals’
environmental problem and willingness to be
part of the problem solution (Dunlap & Johns
2002; Chan & Lau 2000). Almost all these studies
were
conducted
in
developed/western
02

countries. However, such cases in developing
countries are yet to be discovered.
Furthermore, previous studies have attempted to
research the relationship between gender (as
predictors of ECCB) and green purchase
intentions and uncovered varying results. For
instances, the study of Florenthal & Arling (2011)
investigated how gender and income affect
individuals holding green lifestyles, green
attitudes and green behavioural intentions.
Results of this study indicated that even though
females do not practice greener lifestyles than
males, they do, however, value green product
attributes more than males; indicating a positive
relationship between green attitudes and female
gender.
A similar study was conducted by Lee (2009) to
examine the relationship between gender and
environmental attitude, environmental concern,
perceived seriousness of environmental
problems,
perceived
environmental
responsibility, peer influence, self identity in
environmental protection and green purchasing
behaviour in Hong Kong adolescent consumers.
Among several other findings, the author
identified that females hold more favourable
green attitudes establishing that female
adolescents in Hong Kong represent a significant
market for green products. Wahid et. al (2011)
supports this study after determining that
females have higher green purchase behaviour
than males and Rahim et. al (2012) found that
females reflect a more positive attitude towards
green advertising indicating a higher level of
environmentalism.
Similar
results
were
identified
by Haytko
& Matulich (2010)
establishing that females tend to be more
environmentally responsible and exhibit more
positive attitudes towards green advertising and
green products.
Moreover, Stevels, Agema & Hoedemaker (2001)
also agree that because females attribute more
value to green products, this creates market
opportunities if coupled with other benefits such
as design, durability and ease-of-use. Some other
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studies have identified that gender has, in fact, no
effect on green purchase attitudes. Results of the
study of Lin & Shih (2010) revealed no difference
between the different genders in regard with
green purchase attitudes. The authors identified
that differences only existed within different
marital status and age groups.
On the other side, some other studies contrasted
with the results discussed above. Mostafa’s
(2007) study in Egypt, which is more relevant to
this study, identified that males are more aware
of environmental matters, they hold more
environmental concerns and express more
positive attitudes towards green purchase than
their
female
counterparts. However
a
justification as to why that was not provided. So,
based on this discussion, it is proposed that:
H1a: Demographics, in terms of gender, age,
major, G.P.A and year of study, are predictors of
ECCB.
H1b: Psychographics, in terms of PCE and EC,
are predictors of ECCB.

ECCB & PURCHASE ATTITUDE
In general, Akehurst et al (2012) found a positive
relation between ECCB and green purchase
behaviour in Portugal when they collected online
data. More specifically, Murarolli (2012) stressed
the positive relationship between ECCB and
green purchase intentions. Based on this, it is
proposed that:
H2: There is a positive relationship between
ECCB and Green Purchase attitude (GPA).

purchase attitude and green purchase intention,
in many studies this relation was not found (e.g.,
Akehurst et al 2012 and Gupta & Odgen 2009).
For example, Chan (2001) cited in Akehurst et al
(2012) found that Chinese consumers have
knowledge and share ecological values, yet,
green purchase intentions does not necessarily
lead to green purchasing behaviour. Papista &
Krystallis (2012) also refers to this attitude
behaviour gap and refers to several studies that
indicate that the relationship between green
attitudes and actual green buying is weak.
Pickett-Baker & Ozaki’s (2008) study explains
that this attitude behaviour gap is due to green
attitudes not being specific enough to lead to
action purchases, and provides recommendations on how this gap can be closed.
On the other hand, many other studies found a
significant relation between GPA and GPI. For
instance, Kalafatis et al (1999) confirms the
application of the theory of planned behaviour in
green marketing and establishes that green
purchase attitudes lead to green purchase
intentions, particularly in more established
markets. Lien and Chen (2010) also applied the
theory of planned behaviour on green
consumption, drawing on similar conclusions.
Similarly, Kotchen & Reiling (2000) identify that
green attitudes predict green intentions and
behaviour.
Therefore, for Egyptian consumers we predict
that:
H3: There is a positive relationship between
green purchase attitudes (GPA) and green
purchase intentions (GPI).

GREEN ADVERTISING AS A
MODERATOR BETWEEN G.P.
ATTITUDE AND G.P. INTENTION

GREEN PURCHASE INTENTION AND
GREEN PURCHASE ATTITUDE
Florenthal & Arling (2011) identified a positive
significant relationship between green purchase
attitudes and intentions. However, in many
other studies, “attitude behaviour gap” was
found, where although it was expected that there
will be a positive relation between green

Rahim et al. (2012) explored green advertising
and environmentally responsible consumer
behaviour by measuring levels of awareness and
perception towards green advertising by
Malaysian youth. The results of the study
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identified a positive relationship between
consumer responses to green advertising and
consumers’ concern of the environment and
knowledge of green living. Another relationship
was identified by D'Souza, Taghian & Lamb
(2006) that determined that consumers have
future green purchase intentions, even if green
products are lower in quality, if environmental
information is expressed. This was challenged by
D'Souza et al. (2006) that argue that consumers in
fact are not tolerant of green products when they
are of lower quality.
The study of Follows & Jobber (2000) tested a
consumer model of environmentally responsible
purchase behaviour and identified that there is a
hierarchical relationship between consumer
values to product specific attitudes to purchase
intentions to purchase behaviour. This study can
be extended further to presume that those
environmentally responsible consumers that
hold “green” values will probably accept green
advertising with a more favourable attitude
which can be extend further to purchase
Demographics:
Gender, Age, Major, GPA &
Year of study
ECCB

Psychographic: PCE and EC

intentions and behaviour. However, Rahbar &
Wahid (2011) argued that this is not the case.
Their study revealed that green advertising helps
consumers become more knowledgeable about
green products and helps them make a more
informed purchase decision, but it does not,
however,
influence
consumers’
buying
behaviour of green products.
On the other hand, Cheah & Phau (2011)
explained how consumers that hold favourable
attitudes towards environmentally responsible
products are more probable to purchase
environmentally friendly products and hence
recommended that marketing communications
should emphasize environmental support
campaigns and environmentally conscious
product strategies which should result in
increased green purchase behaviour. Based on
this:
H4: Green advertising moderates the relation
between GPA and GPI.

Green Purchase
Attitude

Green Purchase
Intentions

Cognitive and Affective
Responses to Green Advertising

Figure 1: The research framework

METHOD
The ECCB (Straughan & Roberts 1999, Roberts &
Bacon 1997) was measured by 30-items in a
Likert-format, anchored by “Strongly agree” (5)
and “Strongly disagree” (1) and calculated as a
sum of the responses to the 30-items scale (with
appropriate items reverse scored). The ECCB’s
reliability is very good as its Cronbach’s alpha
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coefficient was 0.919, after deleting one item “to
save energy, I drive my car as little as possible”
(DeVellis, 1991).
Socio-demographic
measures.
Four
key
demographic variables were used: gender,
G.P.A, major, and year of study. Psychographic
measures. Two psychographic variables were
included PCE and EC adapted from Straughan &
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Roberts (1999), and Roberts & Baccom (1997).
Green purchase intention. Three statements were
used to measure respondents’ intention to buy
green products (GPI), five point scale was used
where 1 represented strongly disagree, and 5
strongly agree. Cronbach’s alpha coefficient was
0.93. Green purchase attitude. Similar to GPI,
three statements were used to measure
respondents’ attitude towards green purchase.
This scale was adapted from Mostafa (2006).

FINDINGS
Descriptive
We obtained a convenience sample of 89
respondents from university students: 28.5%
males, and 71.4% females. The majority 28% are
fourth year, while 24% are third year, and around
49% were from both first and second year (24%
from first year, and another 24% from second
year). In terms of major, the majority were
specialised in Marketing 25.8%, followed by HR
19.1%, then General Business 15.7%, Accounting
and Finance 7.9% and finally MIS 1.1%; 30% were
missing data or have not yet been specialised.

Finally, in terms of G.P.A, the majority earned a
G.P.A between 50% to 60% (25%), followed by 60
to 70% (21.3%), then, from 40% to 50% (18%), then
from 70% to 80% 10.1% and finally, 2.2% earn
either lower than 40% or higher than 80%. 23.4%
of respondents did not answer this question and
hence is missing data.
Testing hypotheses
In order to test the hypotheses, many regression
tests took place due to the small sample size at
hand as will be explained next:
First, in order to test: H1a: Demographics, in
terms of gender, age, major, G.P.A and year of
study, are predictors of ECCB, a multiple linear
regression was used where ECCB was the
dependent variables and socio-demographic
variables (gender, age, major, G.P.A, and year of
study) were the independent variables/
predictors. As shown in Table (1a), only gender
predicts ECCB. This is similar to what Florentihal
and Arling (2011), Lee (2009), Wahid et al (2011)
and Rahim et al (2012) have found.

Table 1a: Socio-demographic variables as Predictors and Dependent variable: ECCB
Multiple R=.43
? R2 = 0.18
F=19.78
*Items
Gender

R 2= .18
Adj. R2= .17
Constant (intercept) = 0.00
p = .00
B

Beta

t-value

0.49

0.43

0.00

Dependent variable: ECCB

Indeed, this agrees with the results of Lee (2009)
model, despite researching a younger sample
(high school students) on a much larger
magnitude (6,010 respondents). Another study
Haytko & Matulich (2010) reinforced the same
results and also investigated a similar age group
sample, (university students), but again on a
larger magnitude (565 respondents). This may
imply that such results can be more widely
applied.

Then, to test: H1b: Psychographics, in terms of
PCE and EC, are predictors of ECCB, in another
linear regression model psychographic variables
(EC, and PCE) were the independent variables
while ECCB was the dependent, table 1b. The
resulted regression model explains 34 percent
(Adjusted R2) of the total variance and is
significant, F (5.44, p-0.00) both PCE and EC were
significant. PCE were significant and therefore
both of them predict ECCB. However, PCE is
believed to have the higher predictive power
where B=0.57, while EC=0.29. Based on this, H1
is partially accepted.
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Table 1b: Psychographic variables as Predictors and Dependent variable: ECCB
Multiple R=.60
? R2 = 0.06
F=16.05
*Items
PCE
EC

R 2= .36
Adj. R2= .34
Constant (intercept) = 0.00
p = .00
B
0.57
0.29

Beta
0.53
0.25

t value
0.00
0.00

Dependent variable: ECCB

Then, in order to test the second hypotheses (H2:
There is a positive relationship between ECCB
and Green Purchase attitude (GPA)), first,
following Ishaswini and Datta (2011), a factor
analysis was conducted for the ECCB scale.
Interestingly, this factor analysis resulted in two
main factors as depicted in table 2. Following
Ishaswini and Datta , the first factor is called
“Green Buyer” and the second factor is called
”Pro-environmental concern”.
Then, a multiple regression analysis was
conducted, were ECCB as factors was the
independent variable and GPA was the
dependent. Surprisingly, both factors were
significant, however, the first factor , based on B,

had a heavier effect on GPA compared to the
second factor. Table 3a.
Finally, in order to know exactly which items
predicts GPA, another regression analysis was
conducted, Table 3b, where all ECCB items were
entered. Funny enough, only two items were
found significant. The first one with highest
effect (B=.48) was “I buy high efficiency light
bulbs to save energy” which in fact belongs to
Factor 1. While the second item “ When there is a
choice, I always choose that product which
contributes to the least amount of pollution”
which belongs to factor 2 (B=.32). This confirms
the second hypothesis, and therefore, H2 is not
rejected.

Table 2: Factor analysis of ECCB
Factor 1: “Green Buyer”
ECCB_1 To save energy, I drive my car as little as possible.
ECCB_2 I normally make a conscious effort to limit my use of products that
are made of or use scarce resources.
ECCB_3 I try to buy energy efficient household appliances.
ECCB_4 I always try to use electric appliances (e.g. dishwasher, washer and
dryer) before 10a.m. and after 10 p.m.
ECCB_5 I will not buy products which have excessive packaging.
ECCB_6 When there is a choice, I always choose that product which
contributes to the least amount of pollution.
ECCB_7 I have tried very hard to reduce the amount of electricity I use.
When humans interfere with nature, it often produces disastrous
consequences.
ECCB_9 I have switched products for ecological reasons.

0.97
.86
.72
.72
.82
.85
.70
.90
.86
.63

Eigenvalue: 19.82
Percentage of variance: 70.78

06

Journal of IMS Group | Volume 11 No. 1 | January - June 2014

Factor 2: ”Pro-environmental concern”
ECCB_10 I use a recycling centre or in some way recycle some of my
household trash.
ECCB_11 I make every effort to buy paper products made from recycled
paper.
ECCB_12 I have convinced members of my family or friends not to buy
some products which are harmful to the environment.
ECCB_13 I have replaced light bulbs in my home with those of smaller
wattage so that I will conserve on the electricity I use.
ECCB_14 I have purchased products because they cause less pollution.
ECCB_15 I do not buy products in aerosol containers.
ECCB_16 Whenever possible, I buy products packaged in reusable
containers.
ECCB_17 When I purchase products, I always make a conscious effort to buy
those products that are low in pollutants.
ECCB_18 When I have a choice between two equal products, I always
purchase the one which is less harmful to other people and the environment.
ECCB_19 I buy toilet paper made from recycled paper.
ECCB_20 I buy Kleenex made from recycled paper.
ECCB_21 I buy paper towels made from recycled paper.
ECCB_22 I will not buy a product if the company that sells it is ecologically
irresponsible.
ECCB_23 I have purchased light bulbs that were more expensive but saved
energy.
ECCB_24 I try only to buy products that can be recycled.
ECCB_25 To reduce our reliance on foreign oil, I drive my car as little as
possible.
ECCB_26 I usually purchase the lowest priced product, regardless of its
impact on society.
ECCB_27 I do not buy household products that harm the environment.
ECCB_28 I buy high efficiency light bulbs to save energy.

0.98
.93
.84
.80
.76
.84
.93
.84
.93
.84
.84
.84
.88
.84
.84
.76
.80
.76
.76
.80

Eigenvalue: 3.76
Percentage of variance: 13.44
Kaiser –Mayer –Olkin (KMO) 0.89
Bartlett test of sphericity Chi-square=10661.16 (p=0.00)

Table 3a: Regression analysis results of testing H2. (GPA as factors)
Multiple R=.54
R2= .29
Adj. R2= .28
? R2 = 0.10
Constant (intercept) = 0.00
F=18.18
p = .00
It s
B
Factor 1: Green Buyer
169.06
Factor 2: Pro-environmental concern
125.15

Beta
.43
.32

t-value
4.84
3.58

Dependent variable: GPA
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Table 3b: Regression analysis results of testing H2. (GPA as items)
Multiple R=.60
R 2= .38
Adj. R2= .36
? R2 = 0.06
Constant (intercept) = 0.00
F=26.58
p = .00
Items
B
*I buy high efficiency light bulbs to save energy.
.48
**When there is a choice, I always choose that .32
product which contributes to the least amount of
pollution.

Beta
.42
.25

t-value
3.89
2.31

Dependent variable: GPA

*Item that belong to factor 1.
**Item that belongs to factor 2.
Then, in order to test the third hypothesis (H3:
There is a positive relationship between green
purchase attitudes (GPA) and green purchase
intentions (GPI)) , a new regression analysis was
conducted where the three items of GPA were
the independent while GPI was the dependent.
Table 4 depicts the results. Interestingly, only one

item was significant which is “Purchasing green
is a….idea” where the respondent had the choice
of: Bad, very bad, neutral, good and very good.
This confirms that there is a positive relationship
between GPA and GPI and therefore H3 is not
rejected.

Table 4: Regression analysis results of testing relationship between green
purchase attitudes (GPA) and green purchase intentions (GPI)
Multiple R=. 46
? R2 = 0.21
F=24.21
*I ems

R2= .21
Adj. R2=.20
Constant (intercept) = 0.00
p = .00

Purchasing green is a ….idea

B

Beta

t-value

.34

.46

4.92

Dependent variable: Green Purchase Intentions

Furthermore, in order to test the fourth
hypothesis (H4: Green advertising moderates the
relation between GPA and GPI), first factor
analysis was conducted for Cognitive and
Affective Responses to Green advertising,
followed by regression analysis. In more details,
table 5 presents the results of factor analysis of
Cognitive and Affective Responses to Green
advertising (GA) where five factors resulted;
Factor 1: “Cognitive & Affective responses to
GA”, Factor 2: “Consumer reaction to
companies’ GA”, Factor 3: “Consumer personal
belief towards GA”, Factor 4: “Ethical impact of
G.A”, Factor 5: “Consumer negative attitude
towards G.A.”. As per the reliability of each
08

factor, the acceptability of the measurement
model used in this current study is assessed by
testing reliability and validity. Results are
presented in table 5 next to each factor, the rule of
thumb for acceptable Alpha is 0.7, however, in
exploratory research 0.6 is also acceptable. All the
items loading in the table are within acceptable
limits (Attia 2003; Tortosa et al 2009).
Regarding moderating effect, table 6 represents
that Cognitive and Affective Responses to Green
advertising actually moderates the relationship
between “Green purchase attitude” and “Green
purchase intentions”. In more details, results
revealed that cognitive and affective responses to
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green advertising in fact moderate the relation
between GPA and GPI. Specifically, two main
factors out of the five factors were found to
moderate this relationship. This goes in line with
what Rahim et al (2012) found, where the results
of the study identified a positive relationship
between consumer responses to green
advertising and consumers concern of the
environment and knowledge of green living.
More interestingly, as mentioned earlier,
D'Souza, Taghian & Lamb (2006) found that
consumers have future green purchase
intentions, even if green products are lower in
quality, if environmental information is
expressed. Cognitive responses to green

advertising are also expressed in Shrum et. al's
(1995) psychographic profiling of green
consumers reveals that green consumers are
careful shoppers who seek information on
products, including information from
advertising, although they may be sceptical of it.
On a more affective level, Pickett-Baker & Ozaki
(2008) support that green marketing should
utilise affective strategies which would influence
attitude formation, indicating that affective
responses may have a moderating effect. This is
also supported by Lee (2009) who recommends
that green marketers should use emotional
appeals in their communications.

Table 5: Factor analysis of Cognitive and Affective responses to Green advertising
Items
Factor 1: “ Cognitive & Affective responses to G.A.”
Q1 Green advertising is valuable to society Q3 Green advertising leads
people to be more socially responsible
Q4 Green advertising shows the consumer that the firm is addressing
consumers environmental concerns
Q5 Green advertising strengthens company image
Q6 I think green advertising is good
Q9 Green advertising is good business practice
Q13 Products and services that are advertised as green are safer to use
Q14 Green advertising is good at addressing environmental problems
Q52 Companies use green advertising to protect their reputations
Eigenvalue: 7.37
Percentage of variance: 25.43
Factor 2: “Consumer reaction to companies’ G.A.”
Q16 Green advertising is believable
Q41 Green advertising presents a true picture of the product being
advertised
Q42 Sponsors of green advertising have sincere intentions
Q43 I have more confidence in advertised green products than in
unadvertised green ones
Q44 I believe the claims in green advertising are truthful
Q53 Green advertising results in higher prices for products
Eigenvalue: 3.44
Percentage of variance: 11.88
Factor 3: “Consumer personal believe towards G.A.”
Q15 Green advertising is a good source of information about
products/services
Q37 Green advertising results in better products
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Factor
Loading

Reliability
Analysis (á)
0.76

.61
.66
.64
.70
.73
.55
.48
.64

0.75
.55
.75
.72
.50
.63
.51

0.76
.57
.54
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Q39 Green advertising helps to solve environmental problems
Q40 Green advertising is interesting to see
Q46 I plan to switch to products and services that were advertised as
being green
Eigenvalue 2.79
Percentage of variance: 9.63

.61
.80
.44

Factor 4: “Ethical impact of G.A”
Green advertising is unprofessional
Q48 I prefer products with eco-labeled packages
Q49 Green advertising exploits environmental issues instead of
addressing them
Q50 Green advertising is deceptive
Q51 Green advertising preys upon consumers’ environmental concern
Q54 Advertisements that focus on environmental concerns persuade
people to buy products they do not really need
Q56 I don’t pay much attention to green advertising
Eigenvalue 1.91
Percentage of variance: 6.58
Factor 5: “Consumer negative attitude towards G.A.”
Q55 Green advertising is unnecessary
Q57 I have an unfavorable view of green advertising
Q58 Green Ad Green advertising in unprofessional
Eigenvalues 1.73
Variance 5.98
Kaiser –Mayer –Olkin (KMO) 0.57
Bartlett test of sphericity Chi-square=958.41 (p=0.00)

0.64
.72
.50
.57
.64
.83
.71
.42

0.71
.98
.57
.68

Table 6: Regression results of moderation
Multiple R=.43
? R2 = 0.07
F=5.84

R2= .18
Adj. R2=.15
Constant (intercept) = 0.00
p = .00

Factor 2: Consumer reaction to companies
Factor 3: Consumer personal believe towards Green Advertising

B

Beta

t-value

.33
.26

.33
.27

2.68
2.17

Dependent variable: Green Purchase Intentions

Finally, the path relationships of the whole
model were estimated by performing Structural
Equation Modelling - SmarPLS. In order to
obtain t-statistics, the bootstrap procedure was
used to evaluate the significance of the
parameters (Large and Thomsen 2011). The
results of the parameter estimation are shown in
Table 7 These results provide empirical support
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for all proposed hypotheses. All regression
coefficients are in the predicted direction and
significant.
In details, confirming the results obtained earlier,
there was support for H1, which predicted that
ECCB is positively linked to GPA. Similar to
Florenthal and Arline (2011) GPA would lead to
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GPI, indeed, they identified a positive significant
relationship between green purchase attitudes
and intentions. This goes in line with the studies

of Kalafatis et. al (1999), Kotchen & Reiling (2000)
and Lien and Chen (2010) as discussed earlier.

Table 7: Results of Structural Equation Modelling - SmarPLS
Path

R2

t-statistics

Sig.

ECCB

GPA

0.81

16.28

.00

GPA

GPI

0.34

2.67

.00

GPA

Green advertising

0.26

2.45

.00

Finally and furthermore, that green advertising
would positively moderate the relation between
GPA and GPI. This is in line with Shrum et. al’s
(1995) study that indicates that green consumers
(i.e., those that hold green attitudes) will be
receptive to green advertising as long as
communication messages are not vague or
misleading. It also goes in line with Pickett-Baker
& Ozaki’s (2008) who recommend that in order to
close the attitude behaviour gap, marketing
communications that increase awareness and
provide
product/benefit information are
necessary. As Juwaheer et. al (2012) explained
that green marketing strategies contribute to
increased purchasing behaviour of
green
products.
Results of this study revealed that cognitive and
affective responses to green advertising in fact
moderate the relation between GPA and GPI.
This goes in line with what Rahim et al (2012)
found, where the results of the study identified a
positive relationship between consumer
responses to green advertising and consumers
concern of the environment and knowledge of
green living.

DISCUSSION & IMPLICATIONS
What Egypt has been through and still going
through, in terms of revolutions and political
instability, present a real challenge for marketers
who would want to explore the behaviour of the
Egyptian consumers. This is especially true with

GPI

the “green behaviour” that has been in the heart
of the attention recently. This study is unique in
that it gets closer to the “green” attitudes and
intentions of the Egyptian consumers after these
revolutions.
This study presents the chance to examine in a
developing coungtry a conceptual framework
that has been discussed to some extent in
previous studies. Indeed, following Akehurst et
al (2012), a conceptual framework which posited
a positive relationship between ECCB, GPA, GPI
and Green Advertising was developed. Our
analysis provides an empirical support for a
direct impact of the relationship between ECCB
& GPA, GPA & GPI moderated by Green
advertising. Similar to Mostafa (2007) we found a
positive relation between gender as a predictor to
ECCB, however, the rest of the demographic
factors were not significant, maybe this is
because of the effect of the Egyptian revolution
(2011) and the economic and political damages
that came with it where the real genuine effect is
only the gender, rather than anything else.
From
Haytko
and
Matulich (2008) we
incorporated
in our
framework green
advertising as a moderator. Our results are
important as they show that green advertising
indeed, positively affects the relation between
GPA and GPI. This means that the more
customers are exposed to information regarding
green purchase through green advertising, the
higher his/her tendency have GPI. This result is
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as expected and consistent with previous
discussion regarding the importance of green
advertising as an important awareness tool,
where customers would learn more about the
importance of holding GPI and therefore, serve
the environment and reduce harm to our beloved
mother earth.
The results of this study are important, as they
provide a better understanding of what factors
that would affect GPI. Theses results suggest that
green advertising is crucial and contributes to
GPI. In fact, this current study shows how
complicated it is when it comes to GPI.
Specifically, in order to improve and encourage
GPI, companies should contact consumers
in/directly via green advertising to influence
their purchase intentions. Also, ECCB and GPA
have a positive effect on GPI.

LIMITATION AND FUTURE
RESEARCH
Although this study has an important
contribution to research and some key
managerial implications, still like the vast
majority of research, it has some limitations that
should be addressed: the fact that GPI is a
complex term and other constructs might
contribute to it, so, incorporating other factors
such as consumer personality could reveal
another untested perspective.
Also, it would be encouraged if similar research
could be repeated with larger sample size
especially that this sample is university students.
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