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The importance of sustainable consumption practices has grown significantly, 
becoming a major concern for both the market and society in developed and 
developing countries. This study seeks to investigate the factors that influence 
consumers' attitudes and decision-making when shopping for environmentally friendly 
products. This study investigates the influence of green labelling, social influence, and 
green awareness and belief on purchase intention. This research focuses on consumers 
from Kuching, Sarawak, where the questionnaires were distributed online via social 
media platforms. The analysis reveals a positive and significant relationship between 
purchase intention and green labelling, social influence, and green awareness and 
belief. Therefore, all the hypotheses are supported. This study contributes new 
empirical evidence regarding the factors that influence consumers' attitudes and 
decision-making towards environmentally friendly products. The findings enhance our 
understanding of consumer awareness and intentions regarding environmentally 
friendly purchases in developing countries, particularly in regions rich in natural and 
renewable resources. 
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1. Introduction 
 

Today’s consumers are gradually embracing environmentally responsible purchasing as a result 
of growing concerns about the impact of climate change claimed that consumers’ household 
purchases were already responsible for forty percent of the harm to the environment [1,2]. By 
changing their attitude and mindset through the purchase of environmentally friendly products, 
consumers can make a difference to the environment in reducing pollution and waste [3]. The 
availability of environmentally friendly products has broadened the range of green purchases 
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available to consumers [4]. Additionally, these products not only enhance the competitive 
advantages of companies but also consumer satisfaction. 

Nonetheless, consumer awareness plays a significant role in selecting environmentally friendly 
products. Research has identified the causes and possible limitations of growth in the market for 
environmentally friendly products, which signifies customer hesitancy in purchasing such products 
discovered that despite the rise of green products, there is a low level of awareness about green 
product purchasing behaviour among consumers in Malaysia [5,6]. Meanwhile, Alamsyah et al., [7] 
revealed that only 30% of young consumers have knowledge of buying green products. This 
reluctance is directly linked to consumer buying behaviour. It is crucial to prioritise efforts in raising 
consumer knowledge to enhance consumer attention towards environmentally friendly products. 
While numerous studies have been conducted investigating factors that affect green or sustainable 
purchases, there remains lack of evidence in the context of consumers from a region abundant in 
natural resources and diverse local cultures, which relies heavily on these resources for both 
livelihood and tourism attractions. Understanding the dynamics of eco-friendly purchasing habits and 
influencing factors is crucial for strengthening future actions aimed at enhancing sustainability 
strategies. 

Specifically, this study seeks to answer two research questions: What are the levels of purchase 
intentions for environmentally friendly products among consumers aged 18 to 60 and are there any 
significant relationships between green purchase intention and factors such as green labelling, social 
influence, green awareness, and consumer belief. The consumers from Kuching, Sarawak, are 
selected to be part of the research. Sarawak, a state in Malaysia, is dedicated to promoting a 
sustainable and environmentally friendly economy. This study offers empirical evidence in green 
purchasing, which enriches the existing literature in this field. The findings provide valuable insight 
into customer attitudes towards green purchases and help relevant policymakers in evaluating and 
developing appropriate policies to promote future environmentally friendly initiatives. It also aids 
organisations in continually creating marketing strategies aimed at increasing customer purchases of 
environmentally friendly products. 

 
2. Literature Review   

 
Growing concerns regarding climate change and environment have motivated many consumers 

to consider environmentally friendly products. Consumers change their buying habits to reduce the 
negative impacts of their consumptions on the environment, by shifting to their normal purchases to 
green purchase [8]. Green consumers put greater emphasis on products that demonstrates 
environment and sustainability concerns [9]. The following sections discuss environmentally friendly 
products and factors that affect consumers attitude towards green products. 

 
2.1 Purchase Intention Towards Environmentally Friendly Product 

 
An environmentally friendly product helps reduce waste, protects natural resources, and 

effectively minimizes negative environmental influences [10]. Certain product features, including 
packaging, green certification, and materials used, differentiate environmentally friendly products 
from conventional ones [11]. Consumers have a tendency to purchase environmentally friendly 
products they like, and they process their decision to purchase based on a number of factors, such 
as the usefulness of a product [12]; green labelling; social influence; and green awareness and beliefs 
[1]. This study focuses on green labelling; social influence; and green awareness and beliefs and their 
influence on customers purchase intention. 
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2.2 Factors Influencing Consumer’s Attitude Towards Environmentally Friendly Products 

 
This section discusses three selected factors that may influence consumer attitudes towards 

environment friendly product. 
 

2.2.1 Green labelling 
 
Green labelling provides the relevant information about the environmental elements of the 

product, which consumers may find useful in making purchase decisions [13]. Green labelling can 
directly influence purchasing behaviour as it provides consumers with a timely and effective means 
of discovering environmentally friendly product elements at the point of purchase. Even though 
green products are frequently more expensive, consumers are becoming more eager to buy. This is 
because customers are willing to pay more for the perceived benefits of the products. Previous 
studies have demonstrated that green labelling may have a significant influence on green purchasing 
decisions [14]. Drawing from the ongoing discussion, we propose the following hypothesis: 

H1: There is a significant relationship between green labelling and purchase intention towards  
environmentally friendly products 
 

2.2.2 Social influence 
 
Social influence refers to the extent to which social environment can influence the individual's 

attitude. A range of people, including family members, friends, colleagues and celebrities, can exert 
social influence. Social influence plays a significant role, as consumers make decisions and act within 
specific social contexts. Social influence shapes behavioural patterns and perceptions, and it appears 
to be a solution to individuals limited cognitive abilities [15]. Social influence conveys information 
and activates emotional reactions that lead consumers to not only buy the product for functional 
value but also to impress others or to improve their social status [16]. Based on the discussion, the 
following hypothesis is proposed: 

H2: There is a significant relationship between social influence and purchase intention towards 
environmentally friendly products 
 

 
2.2.3 Green awareness and belief 

 
Environmental or green awareness is essentially the understanding and knowledge of the 

environment and the roles of humans to preserve the natural system [17,18]. Consumers with high 
levels of environmentally friendly product awareness expect to appreciate all efforts to preserve the 
environment. Similarly, consumer belief is a set of perceptions or commitments consumers hold 
toward environmental principles and the role of individual and collective actions in protecting the 
environment [19]. Green awareness and belief create the basis for environmental and sustainable 
actions and campaigns [20]. This factor motivates individuals and communities to adopt proactive 
measures for sustainability. Green purchasing suggests that consumers with high levels of 
environmental awareness and belief have higher green purchasing intention. If the consumer is 
convinced that certain products can have a positive environmental impact, they may be willing to 
purchase them [21]. Based on the discussion, the following hypothesis is proposed: 
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H3: There is a significant relationship between green awareness and belief and purchase intention 
towards environmentally friendly products 

 
3. Research Methodology  

 
This research employs quantitative research, aims to analyse the purchase intentions for 

environmentally friendly products among consumers aged 18 to 60 and to test if there are any 
significant relationships between factors such as green labelling, social influence, green awareness, 
and consumer belief, and purchase intention towards environmentally friendly products. This study 
employed the questionnaire survey using Google Forms for collecting the data from the target 
respondents. The questionnaire is organised into five sections: A, B, C, D, and E. Part A includes 
demographic questions such as gender, age, race, occupation, and marital status. Part B seeks 
information on purchase intentions towards environmentally friendly products. Part C, D, and E are 
about labelling, social influence, and green awareness and belief, respectively. The questions were 
adapted from several prior studies with a total of 26 items. The items in all section except section A 
were measured using scale from 1 to 7, which is 1 (strongly disagree) to 5 (strongly agree). The 
questionnaires were distributed to consumers resident in Kuching, Sarawak via social media 
platforms such as WhatsApp, Facebook, and Instagram. This study requires a minimum of 300 
participants in order to obtain a meaningful interpretation of the results. After several follow-ups, 
300 replies were gathered. Reliability test shows that all key variables used in this study have 
Cronbach's alpha values greater than 0.70 which is considered acceptable. 

 
4. Data Analysis 
 

This section explains the research and findings in data collected from 300 random respondents 
that are analysed using the Statistical Package for Social Sciences (SPSS). The results are statistically 
analysed using descriptive analysis, reliability tests, Spearman’s rho correlation analysis to investigate 
the relationship between independent and dependent variables, and multiple linear regression 
analysis. 

 
4.1 Descriptive Analysis 
4.1.1 Demographic profile 

 
Table 1 shows the majority of the respondents for this study are female, accounting for 53% of 

total populations, while 47% represent men. 49.0 percent of respondents are between the ages of 
18 and 30, followed by 37.7 percent between the ages of 31 and 40. Regarding type of occupation, 
42.3% of total respondents are employed, 39% are students, and 10.7% are self-employed. 48.7% of 
total respondents are single, followed by 45.3% married. 5.7% of total respondents are divorced or 
separated individuals. In terms of race, 53% of the total respondents identify as Iban, while 18.3 
percent identify as Malay. The Bidayuh race makes up 12%, followed by Chinese 7.3%, and others, 
9.3% of total respondents. 
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    Table 1 
    The demographic profile of respondents. 

Profiles Descriptions N (%) 

1. Gender 
Male 
Female 

141 
159 

47.0 
53.0 

 Total 100 100 

2. Age 

18-30 
31-40 
41-50 
51-60 

147 
113 
30 
10 

49.0 
37.7 
10.0 
3.3 

 Total 100 100 

3. Race 

Iban 
Malay 
Chinese 
Bidayuh 
Others 

159 
55 
22 
36 
28 

53.0 
18.3 
7.3 
12.0 
9.3 

 Total 100 100 

4. Occupation 

Student 
Employee 
Self- Employed 
Retired 
Unemployed 

117 
127 
32 
10 
14 

39.0 
42.3 
10.7 
3.3 
4.7 

 Total 100 100 

5. Marital Status 

Single 
Married 
Divorce / Separated 
Widowed 
Others 

146 
136 
11 
6 
1 

48.7 
45.3 
3.7 
2.0 
.3 

 Total 100 100 

 
4.1.2 Descriptive analysis of dependent and independent variables 

 
The item ‘I feel like purchasing an environmentally friendly product’ has the highest mean value 

of 4.38, with a standard deviation of .769. This is followed by ‘I feel like purchasing an 
environmentally friendly product’ with a mean value of 4.35. Item ‘I will consider purchasing 
environmentally friendly products’ has a mean score of 4.24 and a standard deviation of .732, while 
item ‘I will prioritise environmentally friendly products for shopping’ has the lowest mean of 4.23 
and a standard deviation of .809. Overall, the results indicate that the level of purchase intention is 
high. 

 
   Table 2 
   Descriptive analysis of purchase intention  

No. Items Mean Std. Deviation 

1 I will consider purchasing environmentally friendly products. 4.24 .732 

2 I will prioritize environment friendly products for shopping. 4.23 .809 

3 I feel like purchasing environment friendly product. 4.38 .769 

4 
The possibility of choosing environment friendly product in my next purchase is 
high. 

4.29 .798 

5 I will recommend an environment friendly product to people around me. 4.35 .754 
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Table 3 presents the descriptive statistics of the dependent variable and all three independent 
variables. The average score for purchase intention toward environmentally friendly products is 4.3, 
which is high. Similarly, there is high agreement on green labelling, social influence, and awareness 
and belief, with average mean scores exceeding 4.2. 
 

          Table 3 
          Descriptive Statistic 

  Min Max Mean Std. Dev 

Purchase intention 1 5 4.299 0.529 

Green labelling 2 5 4.347 0.515 

Social influence 1 5 4.273 0.569 

Awareness and belief 2 5 4.392 0.532 

 
4.1.3 Spearman’s rho correlation 

 
Table 4 shows the result of spearman’s rho correlation between green labelling, social influence 

and green awareness and belief, and purchase intention. We used non-parametric approach as the 
distribution of data for dependent and independent variables are not normally distributed. 

 
                                        Table 4  
                                        Spearman’s rho correlation 

Variables Correlation coefficient Sig. 

Green labelling .536 .000 

Social Influence .399 .000 

Green awareness and belief .415 .000 

 
Table 4. shows the result of Spearman’s correlations between dependent variables and 

independent variables. The purpose of the correlation analysis was to identify the relationship 
between the independent and dependent variables. Since the data is not normally distributed, 
Spearman’s correlation analysis was used in this part. Table 4 shows the coefficient value of the 
relationship between purchase intention and green labelling was a strong positive correlation, where 
the value of the coefficient is 0.536, < 0.05. Next, the relationship between purchase intention and 
social influence was 0.399, p < 0.05, which is significant with a moderate and positive correlation. 
Lastly, the relationship between purchase intention and green awareness and belief was also 
significant with a moderate positive correlation where the coefficient value is 0.415, p < 0.05. 

 
4.2 Discussions 

 
Table 5 provides a summary of all hypotheses based on the analysis. All of three hypotheses are 

supported. The study concludes that there are significant and positive relationships between green 
labelling, social influence and green awareness and belief and green purchase intention.   
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  Table 5 
  Summary of hypothesis result 

 
Hypothesis P – 

Value 
Result 

H1 
There is a significant relationship between green labelling and purchase intention 
towards environmentally friendly products .000 Supported 

H2 
There is a significant relationship between social influence and purchase intention 
towards environmentally friendly products 

.000 Supported 

H3 
There is a significant relationship between green awareness and belief and purchase 
intention towards environmentally friendly products 

.000 Supported 

 
The study reveals that the green labelling significantly influences consumers' attitudes and 

purchasing decisions for environmentally friendly products. The study also supports the idea that 
green labelling is an excellent communication tool for environmentally friendly products to attract 
customers [22]. The results indicate that social influence has a significant and positive influence on 
consumers purchase decisions whenever shopping for environmentally friendly products. Prior to 
making a purchase, consumer can be influenced by their social network, such as family and friends. 
Scholars believe that green awareness and belief significantly impact customers' green purchase 
decisions. Environmentally friendly product consumption practices are a manifestation of 
consumers’ obligations and commitment. The influence of green awareness and belief on the 
intention to buy environmentally friendly products may be due to the consumer's changes in lifestyle 
[23]. Green awareness and belief have a substantial influence on customer green purchase decisions. 
Environmentally friendly product consumption practices are a manifestation of consumers’ 
obligations and commitment [24]. The consumer's transition to a lifestyle may be the reason for the 
impact of green awareness on the intention to purchase environmentally friendly products. 

 
5. Conclusions 
 

This study examines the level of purchase intentions for environmentally friendly products and 
the relationships between green purchase intention and factors such as green labelling, social 
influence, green awareness, and consumer belief. The study suggests that green purchase intention 
is quite high among respondents in Sarawak, Malaysia. Key variables, such as green labelling, social 
influence, and green awareness and belief, play important roles in influencing consumers' attitudes 
and decision-making when shopping for environmentally friendly products. 

The result of this study contributes to the body of knowledge in the area of customer purchase 
intentions towards environmentally friendly products. It also supports the TPB framework from the 
perspective of green purchasing, hence enriching empirical evidence supporting the theory. This 
study provides industry players with knowledge that could influence people's actions and decision-
making when purchasing environmentally friendly products. Concerning the first variable, green 
labelling helps communicate the quality and features of the products. The labelling information 
ensures that the product is compliant with environmental principles and is safe to use. The green 
labelling signifies that the item is safe for the environment and is in accordance with the consumer’s 
values. In terms of social influence, the information or activities from customers social circles enable 
customers to obtain preliminary insight on some particular environmentally friendly product and 
increase their intention to purchase the items. The effect from social influence can increase 
awareness about environmentally friendly products. Similarly, the green awareness and belief will 
influence the customers to not buy suspicious or environmentally noncompliant products. It is 
essential to establish effective communication with customers to increase their awareness. 
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The study's shortcomings stemmed from its limited data locations, which focused only on the 
Kuching Sarawak area. A wider sample is necessary for enhanced data validity. In addition, 
deficiencies in the questionnaire affected the data collection of the study. Questions are written in 
English only. This will impact the results, as different age groups and races use different languages 
when interacting. Furthermore, the use of English may reduce replies, as not all participants are 
proficient in the language or fully understand the subject matter. Potential respondents may skip the 
survey or answer the question improperly. Future research should improve surveys and reduce errors 
by including English translation in the Malaysian language, which is the country's primary language. 
This helps attract more potential respondents, as the survey is simple to understand and contains at 
least two major languages that the locals can understand. Secondly, future studies can use a variety 
of data collection methods, such as interviews, as an alternative to surveys. Additionally, this study 
strongly recommends sending some surveys to respondents by hand or face-to-face, even if it takes 
time, as it allows one to learn whether respondents are having difficulty replying. This strategy yields 
a higher response rate, as it allows the study to quickly obtain 100% of the responses, even if it takes 
some time. The findings could be more accurate and dependable if respondents react immediately 
rather than by Google Form. This allows the resolution of any issues or challenges that may arise. 
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