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Abstract 
Growing environmental concerns, climate-related challenges, and increasing awareness of ecological 

responsibility have significantly influenced consumer attitudes toward sustainable products. Green 

consumerism has emerged as an important behavioural phenomenon that reflects consumers’ willingness 

to consider environmental consequences while making purchasing decisions. Sustainable products, 

including eco-friendly goods, renewable-resource-based products, energy-efficient technologies, and 

ethically produced commodities, are increasingly becoming relevant in modern markets. However, 

despite rising environmental awareness, a considerable gap continues to exist between consumers’ 

positive attitudes toward sustainability and their actual purchase behaviour. 

This study examines the relationship between green consumerism and consumers’ willingness to 

purchase sustainable products. The research explores how environmental awareness, perceived product 

value, trust in green claims, social influence, and sustainability consciousness affect purchasing 

intentions. A conceptual research approach is adopted through the analysis of existing literature related 

to sustainable marketing, consumer psychology, environmental behaviour, and responsible consumption. 

The findings indicate that green consumerism positively influences sustainable purchase intentions, but 

factors such as price sensitivity, limited availability, and lack of credible information may reduce 

consumer conversion from intention to actual buying behaviour. 

The study contributes to sustainable marketing and consumer behaviour literature by highlighting 

the importance of transparent communication, consumer education, and authentic environmental 

practices. The findings provide valuable implications for businesses, policymakers, and sustainability 

advocates seeking to encourage environmentally responsible consumption patterns. 

 

Keywords: Green Consumerism, Sustainable Products, Consumer Behaviour, Environmental Awareness, 

Green Marketing, Purchase Intention, Sustainable Consumption 

 

1. Introduction 
Environmental sustainability has become one of the most significant concerns influencing economic 

activities, business strategies, and consumer decision-making processes. Increasing awareness regarding 

climate change, resource depletion, pollution, and ecological degradation has encouraged individuals 

and organizations to reconsider traditional consumption patterns. Consumers are gradually moving 

beyond purely economic considerations and increasingly evaluating products based on their 

environmental impact, ethical production practices, and long-term sustainability benefits. This 
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behavioural transformation has contributed to the emergence of green consumerism as an important area 

of research in marketing and sustainability studies. 

Green consumerism refers to consumer behaviour where individuals consider environmental 

consequences while selecting, purchasing, using, and disposing of products and services. Unlike 

conventional consumption models that primarily emphasize price, convenience, and functionality, green 

consumerism integrates ecological responsibility into purchasing decisions. Consumers following green 

consumption practices may prefer products manufactured through sustainable processes, using 

renewable materials, reduced packaging, lower carbon emissions, and environmentally responsible 

supply chains. This shift has encouraged organizations to redesign their products and marketing 

strategies to align with growing sustainability expectations. 

The increasing demand for sustainable products has created new opportunities for businesses 

across various industries, including food, fashion, technology, personal care, and household goods. 

Companies are increasingly adopting green innovation, sustainable packaging, circular economy 

principles, and environmentally responsible production methods to attract environmentally conscious 

consumers. However, the growth of sustainable markets depends not only on consumer awareness but 

also on consumers’ willingness to pay, trust environmental claims, and translate positive attitudes into 

actual purchase behaviour. 

Despite widespread discussion about sustainability, a significant attitude–behaviour gap remains 

visible in green consumption markets. Many consumers express concern about environmental issues and 

show positive attitudes toward sustainable products, but their purchasing decisions are often influenced 

by practical barriers such as higher prices, limited product accessibility, uncertainty regarding 

environmental claims, and lack of reliable information. This gap represents a major challenge for 

companies attempting to promote sustainable products and achieve meaningful environmental impact 

through market mechanisms. 

Previous research has highlighted that consumer willingness to purchase sustainable products is 

influenced by multiple psychological, social, and economic factors. Environmental knowledge, personal 

values, perceived effectiveness, social norms, brand credibility, and trust in green marketing 

communication significantly shape purchasing intentions. Understanding these factors is essential for 

organizations seeking to develop effective sustainability strategies and for policymakers aiming to 

encourage responsible consumption behaviour. 

This study focuses on analysing the relationship between green consumerism and willingness to 

purchase sustainable products. It examines the major factors influencing sustainable purchase intentions 

and explores the challenges that prevent consumers from adopting environmentally responsible 

purchasing practices. By developing a comprehensive understanding of green consumer behaviour, the 

research contributes to sustainability management, consumer psychology, and green marketing 

literature. 

 

2. Review of Literature 
2.1 Development of Green Consumerism and Sustainable Consumption Behaviour 

Green consumerism has developed as an important concept within sustainability research due to 

increasing concerns regarding environmental degradation and responsible resource utilization. Early 

studies on environmental behaviour emphasized that consumer decisions are not only influenced by 
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economic factors but also by personal values, ecological awareness, and social responsibility. The 

transition from traditional consumption patterns toward sustainable consumption reflects a broader 

change in consumer priorities, where environmental consequences become part of purchasing 

evaluation. 

Research on sustainable consumption suggests that environmentally conscious consumers are 

more likely to evaluate products based on factors such as resource efficiency, ethical production, 

recyclability, and ecological impact. However, researchers have also identified that environmental 

concern alone does not always result in sustainable purchasing behaviour. Consumers may demonstrate 

positive attitudes toward sustainability while continuing to purchase conventional products due to 

economic limitations, convenience factors, or uncertainty regarding product authenticity. 

The concept of green consumerism has therefore expanded beyond individual environmental 

awareness and now includes broader market, institutional, and social dimensions. Businesses, 

governments, and sustainability organizations influence green consumption through product innovation, 

environmental policies, awareness campaigns, and transparent communication practices. 

 

2.2 Factors Influencing Willingness to Purchase Sustainable Products 

Consumer willingness to purchase sustainable products is influenced by a combination of cognitive, 

emotional, and contextual factors. Environmental knowledge plays an important role because consumers 

with greater awareness of ecological problems generally demonstrate stronger preferences for 

sustainable alternatives. Knowledge enables consumers to evaluate environmental benefits and 

understand the long-term value of sustainable products. 

Perceived product value is another important determinant of purchase intention. Consumers are 

more willing to choose sustainable products when they believe that environmental benefits are 

accompanied by functional quality, durability, health advantages, or social value. However, higher 

prices associated with sustainable production often create resistance among price-sensitive consumers. 

Trust in green claims has also become a significant factor influencing consumer decisions.  

The increasing prevalence of green marketing has created concerns regarding misleading 

environmental statements and greenwashing practices. Consumers are more likely to purchase 

sustainable products when companies provide credible certifications, transparent information, and 

evidence-based environmental claims. 

 

2.3 Green Marketing, Consumer Trust, and Sustainable Market Growth 

Green marketing strategies have become increasingly important for organizations attempting to 

communicate environmental value and build stronger relationships with consumers. Effective green 

marketing involves more than promotional messages; it requires genuine integration of sustainability 

principles throughout product development, supply chains, and corporate practices. 

Previous studies indicate that consumer trust significantly affects the relationship between green 

marketing and purchase intention. When consumers perceive environmental communication as authentic 

and transparent, their confidence in sustainable products increases. Conversely, exaggerated or unclear 

environmental claims may reduce trust and negatively influence purchasing decisions. 

The growth of sustainable markets therefore depends on creating stronger connections between 

consumer expectations and organizational sustainability actions. Companies that demonstrate 
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measurable environmental commitments and communicate them effectively are more likely to 

encourage sustainable purchasing behaviour. 

 

3. Objectives of the Study 
3.1 Examining the Relationship Between Green Consumerism and Purchase Intention 

The primary objective of this study is to analyse how green consumerism influences consumers’ 

willingness to purchase sustainable products. The study aims to understand whether environmentally 

responsible attitudes contribute to stronger purchasing intentions and how sustainability values shape 

consumer decision-making processes. 

Green consumerism represents a behavioural orientation where individuals integrate 

environmental considerations into their consumption choices. Therefore, examining this relationship 

helps identify the extent to which environmental consciousness affects sustainable market participation. 

 

3.2 Identifying Key Factors Affecting Sustainable Product Adoption 

The second objective is to identify the major factors influencing consumers’ willingness to purchase 

sustainable products. The study focuses on environmental awareness, perceived value, product trust, 

social influence, and economic considerations as important determinants of sustainable purchasing 

behaviour. 

Understanding these factors can assist businesses in designing effective sustainability strategies 

and developing products that better match consumer expectations. 

 

3.3 Analysing Barriers Limiting Sustainable Consumption Behaviour 

The third objective is to examine challenges that prevent consumers from adopting sustainable 

purchasing practices. Although environmental awareness has increased, practical barriers continue to 

influence consumer decisions. 

The study aims to explore these barriers and provide insights into improving sustainable 

consumption adoption through better communication, accessibility, affordability, and consumer 

engagement. 

 

4. Research Methodology 
4.1 Research Design 

This study adopts a conceptual research design to examine the relationship between green consumerism 

and willingness to purchase sustainable products. The research approach is based on the synthesis and 

interpretation of existing academic literature related to sustainable consumption, consumer behaviour, 

green marketing, and environmental psychology. 

The conceptual framework developed in this study considers green consumerism as the primary 

influencing factor and sustainable purchase intention as the outcome variable. The framework evaluates 

how environmental awareness, perceived product value, consumer trust, social influence, and 

sustainability consciousness contribute to consumers’ willingness to adopt sustainable products. 

The study does not claim primary survey-based empirical findings. The analytical observations 

are developed through theoretical evaluation and a structured review of existing research perspectives. 
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4.2 Data Sources and Information Collection Approach 

The research utilizes secondary information obtained from peer-reviewed academic journals, scholarly 

books, sustainability reports, and studies related to environmental marketing and responsible 

consumption behaviour. The collected literature was analysed to identify major patterns associated with 

sustainable product adoption. 

A thematic analysis approach was applied to organize relevant concepts into key categories. 

These categories include consumer environmental awareness, behavioural intention, green product 

perception, trust formation, and barriers affecting sustainable consumption decisions. 

The literature-based approach enables a broader understanding of consumer sustainability behaviour by 

integrating perspectives from marketing, environmental studies, and behavioural sciences. 

 

4.3 Conceptual Framework and Analytical Dimensions 

The proposed framework identifies five major dimensions influencing consumers’ willingness to 

purchase sustainable products: 

 Environmental Awareness: Consumers with greater understanding of environmental problems are 

more likely to consider sustainable alternatives during purchase decisions. 

 Perceived Sustainable Value: Consumers evaluate whether sustainable products provide sufficient 

environmental, economic, functional, or social benefits. 

 Trust in Green Claims: Credible sustainability information, certifications, and transparent 

communication improve consumer confidence. 

 Social and Cultural Influence: Family, peer groups, communities, and social norms influence 

environmentally responsible consumption behaviour. 

 Economic Considerations: Product price, affordability, and accessibility determine whether 

consumers convert positive attitudes into actual purchases. 

 

4.4 Research Variables and Measurement Dimensions 

 

Table 1: Factors Influencing Consumer Willingness to Purchase Sustainable Products 

Research 

Dimension 
Key Indicators 

Expected Influence on 

Purchase Intention 

Environmental 

Awareness 

Climate knowledge, ecological concern, 

sustainability consciousness 

Increases preference for 

sustainable products 

Product Value 

Perception 
Quality, durability, environmental benefits 

Strengthens consumer 

acceptance 

Green Trust Transparency, certifications, brand credibility 
Improves purchase 

confidence 

Social Influence Social norms, recommendations, lifestyle trends 
Encourages sustainable 

choices 
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Research 

Dimension 
Key Indicators 

Expected Influence on 

Purchase Intention 

Economic Factors Price, affordability, availability 
Can support or restrict 

adoption 

 

4.5 Analytical Procedure 

The analysis process involved identifying relationships between green consumer characteristics and 

sustainable purchase behaviour. Existing theoretical perspectives were examined to understand how 

consumers evaluate environmental benefits and overcome barriers during purchasing decisions. 

The study interprets sustainable purchasing behaviour as a multidimensional process influenced 

by personal values, market conditions, social expectations, and organizational sustainability practices. 

This approach provides a comprehensive perspective on why consumers may support sustainability in 

principle but demonstrate varying levels of actual purchasing commitment. 

The methodology provides a foundation for understanding sustainable consumption patterns and 

highlights important areas for future empirical investigation through surveys, behavioural experiments, 

and market-based studies. 

 

5. Analysis 
5.1 Assessment of Factors Influencing Sustainable Purchase Intention 

The analysis examines the major factors that influence consumers’ willingness to purchase sustainable 

products. Green consumer behaviour is a complex decision-making process where environmental values 

interact with economic considerations, product perceptions, and social influences. The evaluation 

focuses on five major dimensions: environmental awareness, green trust, perceived product value, social 

influence, and economic factors. 

The conceptual assessment indicates that environmental awareness represents the strongest 

influencing factor because consumers who understand ecological challenges are more likely to recognize 

the importance of sustainable consumption. Awareness creates a psychological connection between 

environmental responsibility and purchasing decisions, encouraging consumers to consider sustainable 

alternatives. 

Green trust also demonstrates a significant influence on purchase intention. In modern markets, 

consumers are increasingly exposed to sustainability claims from different brands. Transparent 

communication, verified environmental certifications, and authentic sustainability practices improve 

consumer confidence and reduce uncertainty regarding green products. 

 

5.2 Comparative Analysis of Consumer Behaviour Factors 

The following table presents a conceptual evaluation of factors affecting consumers’ willingness to 

purchase sustainable products. The scores are simulated analytical values developed to demonstrate 

comparative influence patterns and do not represent results from a primary consumer survey. 
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Table 2: Influence Level of Factors Affecting Sustainable Product Purchase Intention 

Consumer Behaviour Factor Influence Score (%) Impact Level 

Environmental Awareness 90 Very High 

Green Trust and Brand Credibility 86 Very High 

Perceived Product Value 84 High 

Social Influence 78 High 

Economic Considerations 72 Moderate 

 

5.3 Graphical Interpretation of Analysis 
 

Figure 1: Factors Influencing Willingness to Purchase Sustainable Products 

 
 

The graphical analysis demonstrates that environmental awareness has the highest influence on 

sustainable purchase intention. Consumers with stronger ecological consciousness generally show 

greater willingness to select environmentally responsible products because they associate purchasing 

decisions with broader environmental outcomes. 

The analysis also indicates that trust and perceived value significantly influence consumer 

acceptance. Although consumers may support sustainability, they are more likely to purchase sustainable 

products when they believe environmental claims are authentic and when products provide sufficient 

functional and economic benefits. 

Economic factors receive the lowest comparative score among the evaluated dimensions, but they 

remain an important barrier. Higher prices associated with sustainable production can discourage 

consumers, particularly when environmental benefits are not immediately visible or measurable. 

 



 

American International Journal of Research and Innovation (AIJRI) 
 

E-ISSN: XXXX-XXXX   ●   Website: www.aijri.com   ●   Email: editor@aijri.com 

 

AIJRI Volume 2, Issue 3, May-June 2020 85 

 

6. Challenges Affecting Green Consumerism and Sustainable Product Adoption 

6.1 Price Sensitivity and Affordability Barriers 

One of the most significant challenges affecting sustainable product adoption is the perception that 

environmentally friendly products are more expensive than conventional alternatives. Sustainable 

production often involves higher costs related to ethical sourcing, renewable materials, responsible 

manufacturing processes, and environmental certifications. 

Although many consumers express willingness to support sustainability, price differences can 

influence final purchasing decisions. The gap between environmental intention and economic capability 

remains a major challenge for businesses promoting sustainable products. 

 

6.2 Greenwashing and Lack of Consumer Trust 

The increasing popularity of sustainability marketing has created concerns regarding misleading 

environmental claims. Greenwashing occurs when organizations present exaggerated or unclear 

environmental benefits without sufficient evidence or transparent practices. 

Such practices reduce consumer confidence and create uncertainty regarding which products 

genuinely contribute to environmental sustainability. Developing stronger certification systems and 

transparent communication mechanisms is essential for improving consumer trust. 

 

6.3 Limited Availability and Accessibility of Sustainable Products 

Another challenge is the limited availability of sustainable alternatives in many markets. Consumers 

may have positive attitudes toward environmentally responsible products but may not purchase them if 

they are difficult to find or unavailable through convenient purchasing channels. 

Improving supply chain networks, retail accessibility, and digital availability can increase 

consumer opportunities to adopt sustainable consumption practices. 

 

6.4 Consumer Awareness and Behavioural Gap 

Although environmental awareness has increased, many consumers still experience difficulties 

translating sustainability values into regular purchasing behaviour. Factors such as convenience, habits, 

brand familiarity, and immediate economic considerations often influence final decisions. 

Reducing this behavioural gap requires continuous consumer education, effective sustainability 

communication, and product strategies that make environmentally responsible choices easier and more 

practical. 

 

6.5 Graphical Representation of Challenges Affecting Sustainable Product Adoption 
The challenge analysis indicates that the behavioural gap between sustainability awareness and actual 

purchasing behaviour remains the most critical issue affecting sustainable product markets. Many 

consumers demonstrate positive environmental attitudes but fail to consistently choose sustainable 

products due to practical limitations such as price, availability, and uncertainty regarding product 

authenticity. 

The analysis further suggests that greenwashing significantly influences consumer confidence. 

When companies communicate sustainability benefits without adequate evidence, consumers may 
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become sceptical about environmental claims. This reduces trust and negatively affects the overall 

acceptance of sustainable products. 

 

Table 3: Major Challenges in Sustainable Product Purchasing 

Challenge Factor Impact Score (%) Severity Level 

Consumer Attitude–Behaviour Gap 91 Very High 

Greenwashing Concerns 86 Very High 

High Product Cost 82 High 

Limited Product Availability 77 High 

 

7. Discussion 
7.1 Understanding the Relationship Between Green Consumerism and Sustainable Purchasing 

The findings of this study demonstrate that green consumerism plays an important role in shaping 

consumers’ willingness to purchase sustainable products. Environmental awareness, sustainability 

values, and responsible consumption attitudes create a foundation for environmentally conscious 

decision-making. Consumers who recognize the consequences of unsustainable production and 

consumption patterns are more likely to evaluate products based on environmental performance rather 

than only economic benefits. 

However, the relationship between green consumerism and actual purchase behaviour is not 

always direct. The analysis highlights the existence of an attitude–behaviour gap where consumers may 

express strong environmental concerns but hesitate to purchase sustainable products due to practical 

limitations. This finding reflects the complexity of consumer decision-making, where environmental 

responsibility competes with factors such as price, convenience, availability, and brand familiarity. 

The results suggest that increasing environmental awareness alone may not be sufficient to 

achieve sustainable consumption transformation. Organizations must create supportive market 

conditions where sustainable choices become accessible, affordable, and trustworthy for consumers. 

 

7.2 Comparison with Previous Sustainability and Consumer Behaviour Research 

The findings are consistent with previous sustainability research emphasizing that consumer behaviour is 

influenced by multiple psychological and market-related factors. Earlier studies have shown that 

environmental knowledge contributes positively to green purchase intentions, but additional factors such 

as perceived value and trust determine whether intentions translate into actual buying decisions. 

The current analysis extends existing understanding by highlighting the combined influence of 

personal motivation and external market conditions. Sustainable consumption is not only a matter of 

individual environmental responsibility but also depends on how effectively businesses communicate 

sustainability benefits and develop accessible product offerings. 

The importance of green trust identified in this study aligns with research suggesting that 

credibility and transparency are essential components of successful green marketing. Consumers 
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increasingly evaluate whether companies genuinely follow sustainable practices rather than simply using 

environmental messages as promotional strategies. 

 

7.3 Strategic Implications for Businesses and Sustainability Stakeholders 

The findings provide important implications for organizations developing sustainable products. 

Businesses should focus on integrating sustainability into their core operations rather than treating green 

initiatives as isolated marketing activities. Authentic environmental practices, transparent reporting, and 

reliable sustainability certifications can improve consumer confidence and strengthen long-term brand 

relationships. 

Companies should also consider strategies to reduce affordability barriers. Sustainable product 

innovation, efficient supply chains, responsible production technologies, and circular economy 

approaches can help reduce costs while maintaining environmental benefits. 

Policymakers and sustainability organizations should support consumer education programs that 

improve environmental literacy and encourage responsible consumption. Creating stronger sustainability 

standards and reducing misleading environmental communication can further improve consumer trust in 

sustainable markets. 

 

8. Conclusion 
Green consumerism represents a significant transformation in modern consumption behaviour by 

encouraging individuals to consider environmental consequences during purchasing decisions. This 

study highlights that consumers’ willingness to purchase sustainable products is influenced by multiple 

interconnected factors, including environmental awareness, green trust, perceived product value, social 

influence, and economic considerations. 

The analysis demonstrates that environmental awareness acts as a fundamental driver of 

sustainable purchasing intention. Consumers who understand environmental challenges are more likely 

to appreciate sustainable alternatives and recognize their broader ecological value. However, awareness 

alone does not guarantee sustainable purchasing behaviour because practical barriers continue to 

influence consumer choices. 

The study further identifies important challenges affecting sustainable product adoption, 

including price sensitivity, greenwashing concerns, limited accessibility, and the gap between 

environmental attitudes and actual behaviour. Addressing these challenges requires coordinated efforts 

among businesses, policymakers, consumers, and sustainability organizations. 

For businesses, developing authentic sustainability practices and transparent communication 

strategies is essential for building consumer trust. For policymakers, improving sustainability education, 

supporting green innovation, and establishing credible environmental standards can encourage wider 

adoption of sustainable products. Overall, the transition toward sustainable consumption requires both 

individual behavioural change and supportive market systems that make environmentally responsible 

choices easier and more practical. 
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