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ABSTRACT: The purpose of this paper is to develop a more encompassing understanding of the consumers' 

pro-environmental buying behavior, which successively leads to green self-identity. Furthermore, the mediating 

effect of consumer skepticism on pro-environmental buying behavior towards green self-identity is also 

measured in this paper. The research design followed in this paper is an empirical research. The sample units 

regarded for this paper are the caretakers or parents who had a child in the last 12 months. For the purpose of 

sampling, a leading maternity hospitals in Coimbatore is chosen. The sampling technique enforced in this paper 

is Simple Random Sampling, which is a probability sampling technique. Eliminating double-barreled, 

misleading, and ambiguous questionnaire, 186 completed responses remained (66.66% response rate), which 

are utilized for further analysis. The predictive power and overall model fitness of the proposed model ―Pro-

Environmental Model‖ is tested using Structural Equation Modeling (SEM) with Maximum Likelihood 

Estimation. The results revealed that there is significant benevolence of Behavioral Beliefs and Emotional 

Beliefs towards Pro-Environmental Buying Behavior. 

Keywords: Behavioral Beliefs, Emotional Beliefs, Pro-Environmental Buying Behavior, and Green Self-

Identity 

 

I. INTRODUCTION 

The blue-collar revolution has had an encroachment on the environmentally-friendly consumer buying 

behavior (Brownsword, 2008; Wyatt, 2009). The present-day growing economic agenda of India has far-flung 

the public support towards deforestation, global warming, fossil fuels reduction, acid rain, ozone layer depletion, 

and air & water pollution (Diener and Frank, 2010). Environmentally-friendly consumer buying behavior has 

experienced a paradigm shift from the extremely technologically innovative products (Vermeulen and Ellersiek, 

2008). The environmentally friendliness of the consumer refers to the intensity to which the customer is mindful 

of the issues pertaining to the environment and supports to unriddle them and/or show a disposition to boost 

personally to their resolution (Arvanitoyannis and Kasaveti, 2008; Dunlap and Jones, 2002; Dunlap and Van, 

1978; Halkier, 2001; Reijonen, 2011). 

 

1.1 Problem Statement  

In the recent past, investigators discovered that most of the consumers draw a particular consumer 

buying behavior in spite of being incredulous when it comes to healthcare products (Chambers, 2010). It was 

also ascertained that lesser degree of eco-friendly healthcare products consumption remains to be an elemental 

concern for the environmentalists (Joshi, Purwar, Ali, and Rajendran, 2010). Given the grandness of the 

environmentally-friendly consumer buying behavior mediated by skepticism towards green self-identity, it is 

confounding to know how only very few researchers have concentrated in this domain. Accordingly, this paper 

would enlighten these staggeringly authoritative but less explored attributes. 

 

1.2 Purpose of the Study 
The purpose of this paper is to develop a more encompassing understanding of the consumers' pro-

environmental buying behavior, which successively leads to green self-identity. Researches witness the fact that 

behavioral beliefs and emotional beliefs are the most essential constituents that stamp down pro-environmental 

buying behavior of an individual (Follows and Jobber, 2000; Irwin, 1994; Moser, 2015; None and Datta, 2011). 

Consequently, this paper ascertains out the individual impingement of self-centered behavioral beliefs and 

altruistic behavioral beliefs towards pro-environmental buying behavior (Alexander, 2002; Forquer, 

Christensen, and Tan, 1985; Seymour, 2009; Zentall, 2002). Furthermore, the mediating effect of consumer 

skepticism on pro-environmental buying behavior towards green self-identity is also measured in this paper. 
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1.3 Research Questions 

In this background, following unanswered questions are elicited: 

a) What is the affiliation between perceptual fluency and online shopping orientation? 

b) What is the persistency of perceptual fluency and online shopping orientation towards online gratification? 

1.4 Objectives 

The above listed research questions are answered using the following objectives: 

(i) To examine the impact of behavioral beliefs and emotional beliefs towards pro-environmental buying 

behavior. 

(ii) To explore the mediating effects of skepticism on pro-environmental buying behavior towards green self-

identity. 

 

1.5 Scope of the Study 

The scope of this paper is to contrive a conceptual framework that determines the antecedents of pro-

environmental buying behavior towards baby diapers. This conceptual framework would bestow to the 

professional apprehension of pro-environmental buying behavior in order to confess more computable green 

self-identity. This paper would contribute to the contemporary literature appertained to consumer buying 

behavior by depicting substantive information about the association of behavioral beliefs and emotional beliefs. 

Eventually, this paper also adds to the existing literature by hypothesizing the association between these 

attributes. 

 

II. LITERATURE REVIEW & CONCEPTUAL FRAMEWORK 
2.1 Behavioral Beliefs 

Hopkins and Powers (2009) ascertained the role of altruistic buying behavior in interpreting 

motivations that consumers may exhibit towards environmentally friendly products. Hustvedt and Dickson 

(2009) bestowed to a better understanding of the consumers of organic products. The authors revealed that the 

consumers who exercised organic cotton had positive behavioral belief toward organic and sustainable 

agriculture. Moosmayer and Fuljahn (2010) examined the role of gender and of donation size on consumer 

perception, consumer goodwill toward the cause-related marketing campaign, and consumer behavioral belief 

toward cause-related marketing. Data from 306 students from a German University disclosed that consumer 

perception of firm behavior, behavioral belief, goodwill toward the cause-related marketing campaign are 

significant by gender. Shiau and Chau (2015) concluded that altruism, reciprocity, and reputation of motivations 

are significantly positive predictors of consumer trust towards eco-friendly products. 

 

2.2 Emotional Beliefs 

Chatvijit (2012) examined the relationships between attitude, product scarcity perception, buying 

behavior, post-purchase emotional beliefs, and product return behavior of the fast fashion consumers. The 

author cogitated that impulse buying behavior would negatively influence post-purchase emotional beliefs of the 

consumers. Chang, Yan, and Eckman (2014) investigated the direct and indirect effects of apparel store 

environmental features and consumers‟ positive emotional responses to the environment on impulse buying 

behavior using the Stimulus-Organism-Response model. The authors exposed a direct effect of ambient/design 

characteristics on consumers‟ emotional beliefs and direct effects of consumers‟ positive emotional responses to 

the open-air environment on purchase behavior. Xinhui and Han (2016) explored the factors influencing 

consumer irrational buying behavior. The authors suggested that the consumer attitude and purchase intention, 

the marketing promotion, and the guidance of consumer emotional belief have an evident significance on 

consumer irrational buying behavior. 

 

2.3 Pro-Environmental Buying Behavior & Green Self-Identity 

Kim and Moon (2012) considered the cognitive factors of the environmental behavior of Korean 

immigrants in the United States by focusing the environmental values, awareness, and perception to interpret the 

consumer‟s environmental concerns. The findings revealed that environmental values reflecting new 

environmental attitudes are positively associated with pro-environmental buying behavior. Lee et al., (2012) 

measured the predictors of pro-environmental behavior among the Korean consumers. The findings disclosed a 

strong positive correlation between preferences for environmental attributes and pro-environmental buying 

behaviors. Tilikidou and Delistavrou (2014) excogitated the potential components of pro-environmental buying 

behavior towards the size of applicable consumer segments. The authors also experimented the critical factors to 

portray the segment of frequent pro-environmental purchasers. The findings revealed two significant 

constituents - conservation and purchase towards pro-environmental buying behavior. Khare (2015) disclosed 

that peer influence, past green buying behavior, and green self-identity determine the green buying behavior. 
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2.4 Conceptual Framework 

 
Figure 1: Conceptual Framework – “Pro-Environmental Model‖ 

 

III. RESEARCH METHOD 
The research design followed in this paper is an empirical research. A structured questionnaire, 

partially standardized and partially unstandardized research instrument, is employed to examine the developed 

research objectives. The degree of agreement is deliberated using a five-point Likert Scale ranging from “1-

Strongly Disagree” to “5-Strongly Agree”. The Pro-Environmental Buying Behavior sub-scales are followed 

from “9-item Environmental Consequences Scale” proposed by Follows and Jobber (2000). The Emotional 

Belief sub-scales are modified from "Semantic Differential Scale" formulated by Mehrabian and Russell (1974). 

The items of Skepticism are modified using the "Skepticism toward Environmental Claim Items" formulated by 

Hustvedt (2006). The Cronbach's alpha reliability coefficients for the observed sub-scales are found to be more 

than 0.70, which express an excellent degree of internal consistency (Cronbach and Shapiro, 1982; Lavrakas, 

2008).  

The geographical area of this paper pertains to Coimbatore. The data collection process is carried out 

for a period of six months from January to June 2016. The sample units regarded for this paper are the 

caretakers or parents who had a child in the last 12 months. For the purpose of sampling, a leading maternity 

hospitals in Coimbatore is chosen. During the study period, total child birth in the selected maternity hospital in 

Coimbatore is 1014. Applying the sample size determination model, at 95% confidence level and 5% margin of 

error, the estimated the sample size for this paper is 279 (Krejcie and Morgan, 1970). The sampling technique 

enforced in this paper is Simple Random Sampling, which is a probability sampling technique. As requested by 

the Hospital Management, the personal identity of the maternity hospital and the caretakers or parents are not 

revealed, but are maintained confidential. Eliminating double-barreled, misleading, and ambiguous 

questionnaire, 186 completed responses remained (66.66% response rate), which are utilized for further 

analysis. The predictive power and overall model fitness of the proposed model “Pro-Environmental Model” is 

tested using Structural Equation Modeling (SEM) with Maximum Likelihood Estimation. 

 

IV. 4. ANALYSES AND DISCUSSION 
H1: Behavioral beliefs and emotional beliefs would influence pro-environmental buying behavior 

The role of Behavioral Beliefs: Self-Centered Behavioral Beliefs & Altruistic Behavioral Belief; and Emotional 

Beliefs: Pleasure, Arousal, and Dominance towards pro-environmental buying behavior is examined using 

Multiple Linear Regression analysis. 

 

Table 1: Impact of Behavioral Beliefs and Emotional Beliefs towards Pro-Environmental Buying Behavior 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .421a .245 .231 .49110 

a. Predictors: (Constant), Dominance, Self-Centered Behavioral Beliefs, Arousal, Altruistic Behavioral Beliefs, Pleasure 
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It is observed from Table 1 that the regression value „R‟ is at 42.1%, the R Square value is at 24.5%, 

and the adjusted R Square value is at 23.1%. From the R Square value, it can be interpreted that the weighted 

combination of the predictor variables justifies 24.5% of the divergence of dependent variable. It can be 

concluded that 24.5% divergence in Pro-Environmental Buying Behavior is reported by Behavioral Beliefs and 

Emotional Beliefs. Therefore, it is generalized that there is significant benevolence of Behavioral Beliefs and 

Emotional Beliefs towards Pro-Environmental Buying Behavior. 

H2: Skepticism would significantly mediate pro-environmental buying behavior towards green self-identity 

The mediating effects of skepticism on pro-environmental buying behavior towards green self-identity is 

measured using path analysis in IBM AMOS software. 

 

 
Figure 1: Mediating Effect – Path Diagram 

 

From the above path diagram, it can be noticed that there is a significant relationship between Pro-

Environmental Buying Behavior and Skepticism; Skepticism and Green Self-Identity. Hence, it can be inferred 

that Skepticism substantially mediates Pro-Environmental Buying Behavior towards Green Self-Identity. 

 

Structural Equation Modeling 

Principal conjectures are assumed before performing SEM for the proposed “Pro-Environmental 

Model” in AMOS. The Chi-Square value of the proposed model is ascertained to be significant (p = .000). The 

model fit indices are tested: CMIN/DF value of the model is 3.471 evidencing a good fit and ECVI value is 

0.955 manifesting an estimable fit, The Comparative fit indices are 0.941, 0.937, 0.914, and 0.901 showing 

impulsive fit, absolute fit, sheer fit, and borderline fit respectively (Wang and Wang, 2013). Therefore the 

proposed “Pro-Environmental Model” is accepted. 

 

V. CONCLUSION & LIMITATIONS 
Empathize on the antecedents of pro-environmental consumer behavior can improve the 

commercializing of green products. This paper is primarily on the behavioral and emotional beliefs on the pro-

environmental buying behavior. This paper adds to the developing body of research on pro-environmental 

buying behavior. Furthermore, the suggested conceptual framework, “Pro-environmental Model” is statistically 

tested using SEM. As this paper centralizes on the caretakers or parents who had a new born in Coimbatore, it 

may be a fact that an eminent research over other cosmopolitan civic center in India would have exhibited much 

generalizable results. 
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