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Abstract

The damage to the environment caused by commercial activities and consumption behaviours has become a
reason for concern in recent times. Sustainable consumption and drivers behind it was the main objective of the
study. The study is a critical review of literature on pro-environmental behaviours with focus on theory,
behavioural drivers and inhibitors. The review covered conceptual and empirical papers selected from peer
reviewed articles with high citation index. Behaviour change theories including theory of reasoned action, theory
of planned behaviour, norm activation theory and goal framing theory were reviewed. In light of theory, attitude,
behavioural intention and perceived consequences are the major variables that cause pro-environmental
behaviour. Nevertheless, norm activation theory fails to explain behaviour where people are in denial of
responsibility for the consequences of their consumption. The study established that pro-environmental
behaviour is caused by both intrinsic and extrinsic factors. Intrinsic factors include environmental awareness and
knowledge, attitude, consumer age, education, and concern for the environment. Extrinsic factors including
income, social network and culture bridge the gap between attitude and pro-environmental behaviour. Perceived
high price and lack of trust for green products were the major barriers to sustainable consumption behaviours.
The study concludes that interaction between consumer attitude and favourable contextual factors lead to
pro-environmental behaviours.
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1. Introduction

Pro-environmental consumer behaviour also known as ecological behaviour/green purchasing/sustainable
consumer behaviour has been associated with broader societal ethical considerations and individual consumer
values, attitudes and situational factors. Pro-environmental consumer behaviour is both an intrinsic and extrinsic
deliberate responsive actions by individuals to protect the environment (Corral-Verdugo, 2001; Kollmuss &
Agyeman, 2002), reduce negative consequences on the ecosystem and ensure sustainability of future generations.
Papaoikonomou et al. (2011) consider pro-environmental consumer behaviour as a type of ethical disposition
premised on environmental conservation that secures the future through sustainable production and consumption.
Similarly, Castaneda et al. (2015) relate pro-environmental consumer behaviour with actions by individuals and
consumer groups that are not dangerous to the environment. Environmental protection is central to the definition
of pro-environmental consumer behaviour as expressed by Joshi and Rahman (2015) who declare that
eco-behaviour is an ethically driven decision that factors sustainability of the eco-system prior to purchase,
during and after consumption experience.

The issue of environmental protection and sustainable use of resources are closely associated with consumer
behaviour. Environmental problems experienced by society are linked to consumer lifestyles. Consumers who
behave in a more environmentally friendly way change the patterns through which they acquire, use, and dispose
of products (Pieters, 1991). Pro-environmental consumers depict behaviours such as recycling, choosing
eco-friendly packaging, minimizing wastes, ethical disposal of non biodegradable materials, and environmental
consciousness in buying decision (Lu, Chang & Chang, 2015). Insight into consumption patterns and in the
factors influencing them is required to identify environmentally friendly alternatives and the necessary
approaches to stimulate those alternatives. To date, research on factors that drive or impede pro-environmental
consumer behaviour is inconclusive, and results inconsistent with predictions of relevant theories have been
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reported (Olney & Bryce, 1991).

Previous studies on green marketing have attempted to profile pro-environmental consumer behaviour using
variables that include socio-demographic characteristics (Diamantopoulos et al., 2003; Straughan & Roberts,
1999), psychographics (Do Paco & Raposo, 2008; Gilg et al., 2005) and contextual variables (Tremblay &
Dunlap, 1978). Socio-demographics are concerned with age, gender, education, income and social networks
(Buttel & Taylor, 1992; Straughhan & Roberts, 1999). The psychographic division include environmental
knowledge (Mostafa, 2007), environmental attitude (Kim, 2011), moral concern (Dean et al., 2008), ethical
motives and judgement (Honkanen et al., 2006; Chan et al., 2008), and religiosity (Bhuian & Sharma, 2017).
Consumer behaviour profiles have been used by previous studies to explain pro-environmental inclination of
individuals and consumer groups in the society. The major categories of previous studies are, on the one hand
conceptual studies using social behaviour theories to predict pro-environmental behaviour. On the other hand,
empirical studies, over the last two decades have attempted to test predictions of behaviour change theories using
observations made from different cultures across the world. The main guiding theories from extant literature
include: social exchange theory, theory of reasoned action and the theory of planned behaviour. Other theoretical
frameworks that explain pro-environmental consumer behaviour comprise goal framing theory, norm activation
theory, and the Hunt-Vitell model of ethical behaviour.

Consistent with majority of behaviour change theories, empirical studies demonstrate that pro-environmental
consumer behaviour is influenced by a complex interplay of factors within the consumer (intrinsic) and forces
out of the consumer’s control (extrinsic). Intrinsic factors include consumer’s psychological makeup, education
level, values, and attitudes. Comparatively, extrinsic factors entail consumer’s disposable income, time available,
amount of effort involved and social relations (Spangenberg & Lorek, 2002). While intrinsic factors shape
consumer preferences, extrinsic factors determine the degree to which preferences or aspirations can be realized.
Whereas several theories argue that intrinsic factors explain pro-environmental behaviour, empirical evidence
from some studies point out the gaps between theory and actual behaviour, and in contrast suggest that intrinsic
factors do not necessarily lead to actual performance of green consumption behaviours (Sharma & Bansal, 2013).
Therefore, extrinsic factors have been used to explain the gap between intrinsic factors such as attitude and
actual consumer behaviour. Nevertheless, possibilities of mediating factors between intrinsic factors and actual
consumer behaviour cannot be ruled out. Given that consumer behaviour is shaped by values and attitudes,
research suggests that it is possible to tilt people's attitudes towards pro-environmental consumption through
marketing mix tools such as awareness creation, green-product design, eco-distribution and incentive laden
pricing (Curran & Sherbinin, 2004). Witkowski (2005) argues that although marketing recognizes that
purchasing decisions are influenced by all sorts of impulses, the greatest ideal remains that of a rational
consumer. Thus, awareness creation increases consumer knowledge on environmental issues with the potential
for making informed choices.

The paper presents a review of key issues relating to pro-environmental consumer behaviour. The paper adopts
critical review to identify theories and key trends in literature. The review commenced by identifying relevant
journal databases in business and environmental issues, followed by searching for peer reviewed journals.
Selection of the articles for review from each journal was guided by relevance to pro-environmental issues and
citation index. The review covered both conceptual and empirical papers published in peer reviewed journals.
While conceptual papers provide theoretical frameworks that predict pro-environmental behaviour, empirical
studies depict varied behaviour of consumers from different parts of the world in the context of green marketing.
The review focuses on studies that describe, explain or predict pro-environmental consumer behaviour in terms
of behavioural drivers and inhibitors. Selection of papers for review was done by search of keywords in the title
and abstracts of peer reviewed journal articles. Some of the keywords used in combinations include
‘pro-environmental behaviour’, ‘environmentally conscious consumers’, ‘sustainable consumption’, ‘green
purchasing’, and ‘eco-behaviour’. In the following sections of the paper, a review of theoretical frameworks that
explain pro-environmental consumer behaviour is presented. Next, the paper presents a critical review of
literature on drivers and barriers to pro-environmental consumer behaviour.

2. Theoretical Frameworks

Pro-environmental consumer behaviour gained academic traction in the twentieth Century after explorative
works in the 1990s. An array of behaviour change theories including the theory of reasoned action (Fishbein &
Ajzen, 1975), norm activation theory (Schwartz, 1977), theory of planned behaviour (Ajzen, 1991) and the goal
framing theory (Lindenberg & Trijp, 2013) are reviewed. The theory of reasoned action (TRA) argues that
human behaviour is directly influenced by behavioural intention. Intention in turn is formed by attitude (intrinsic
factor) and subjective norm (extrinsic factor). Based on the theory, attitude is the subjective evaluation of
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consequences of behaviour and their associated perceived values. On the other hand, subjective norm is defined
as an individual’s opinion of the behaviour expected from them by significant others within their social network
and the level of motivation by the individual to comply with this expectation (Trafimow, 2009). Subjective norm
is determined by normative beliefs. Intention in the pro-environmental behaviour context is the outcome
associated with willingness to modify behaviour such that it causes less harm to the environment (Ramayah, Lee
& Mohamad, 2010). Clark et al. (2013) explain that behavioural intentions are formed by attitude and beliefs
individual consumers hold regarding the environment. Mancha and Yoder (2015) argue that behavioural
intentions are strongly influenced by social pressure to the extent that perceived peer expectation of ecological
conscious behaviour would influence a person to be pro-environmental. As can be seen from the above account,
behavioural intentions are formed by consumer intrinsic and extrinsic factors.

TRA assumes unequal influence of attitude and subjective norm in the formation of behavioural intention. The
theory holds that, depending on the decision making situation, either attitude or subjective norm plays a
dominant role in creating intentions that lead to consumer behaviour. Despite the assumptions of TRA,
researchers have questioned the predictive power of attitude on consumer behaviour. The link between attitude
and behaviour has not been supported by majority of empirical studies in the context of pro-environmental
consumer behaviour (Joshi & Rahman, 2015). Although environmental attitude is associated with
pro-environmental consumer behaviour, evidence linking attitude with specific environmental behaviour is scant
(Oom Do Valle et al., 2005). Whereas TRA claims that attitude is a cognitive variable, other researchers argue
that attitude has both cognitive and affective components. Therefore, the theory suffers from definition
deficiencies and circular arguments that render it unfalsifiable. Moreover, the influence of situational factors on
behavioural intentions remains contentious (Mainieri et al., 1997).

To address the limitations of TRA, AJzen (1988) proposed the theory of planned behaviour (TPB) which
explains behaviour over which consumers lack volitional control. TPB, an extension of TRA argues that
behavioural intention is created by attitude and subjective norm. Unlike its predecessor, TPB assumes that
consumer behaviour is not only determined by intention, but also directly determined by perceived behavioural
control (Ajzen, 1991). Perceived behavioural control is defined as the amount of control people think they have
over their own behaviour. In essence, perceived behavioural control infers a person’s perception of contextual
factors that influence performance of the behaviour. Access to and ownership of resources such as skills, assets
and time portray the level of control consumers have over their behaviour. The theory (TPB) assumes that
performance of behaviour is explained by attitude to the extent that the consumer has control over their
behaviour. Further, TPB avers that performance of behaviour would increase with the magnitude of perceived
behavioural control to the extent of the individual’s motivation (Ajzen, 1991).

Empirical evidence in support of the theory’s predictions is found in a study by Wang et al. (2014) who
demonstrated that perceived behavioural control has a significant and positive impact on behavioural intentions
and actual pro-environmental purchase behaviour. TPB predicts that performance of behaviour is a relative
balance between intention and perceived behavioural control that vary depending on the situation and across
different behaviours. In the context of pro-environmental behaviour, Reser and Bentrupperbaumer (2005)
explain that environmental values play significant role by influencing personal norms that lead to behaviour.
Studies (Eze & Ndubisi, 2013; Wang et al., 2014) provide empirical evidence positively linking consumer ethical
values with pro-environmental behaviours. Ajzen (1991) argues that alignment of individual’s personal interest
with behaviour propels pro-environmental behaviour compliance. Nevertheless, values alone in exception of
situational factors may not be good predictors of pro-environmental consumer behaviour. Although TPB
proposes antecedents to behavioural intentions, it fails to explain how consumers make decisions related to
purchase situations (Carrington et al., 2010).

Alternative explanation of pro-environmental consumer behaviour is found in theories that consider the role of
contextual factors in not only shaping behaviour, but also influencing attitude and behaviour relationship.
Schwart’s norm activation theory presents three pro-environmental antecedents comprising awareness of
consequences, attribution of responsibility, and personal norms (Sawitri et al., 2015). The theory predicts that
awareness of negative consequences of behaviour and ascription of personal responsibility trigger personal
norms that control an individual’s anticipatory actions against the destructive outcomes (Gifford & Nilsson,
2014). Put into perspective, awareness of negative consequences of the use of energy intensive appliances to the
environment for example, and ascription of personal responsibility to slow down global warming would motivate
an individual to use energy efficient devices. Secondly, awareness of detrimental consequences of pollution by
non-biodegradable packaging and attribution of personal responsibility for reducing environmental degradation
would trigger personal norms that encourage pro-environmental consumer behaviours such as recycling, buying
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green products and responsible disposal of wastes. The theory suggests that personal norms increase with the
intensity of awareness of negative consequences and acceptance of responsibility for outcomes. Although the
theory presents plausible predictions, it fails to explain failure to perform behaviour on the basis of contextual
circumstances. Awareness of negative consequences and ascription of personal responsibility may indeed lead to
development of personal norms, but the mere presence of norms without supporting contextual factors may not
automatically trigger anticipatory actions against harmful outcomes. Absence of supporting contextual factors
such as relevant government policy, income, and green products may actually compel a person to perform
reverse behaviour, though with potential individual regret of the decision.

The goal framing theory sheds light on contextual factors that influence pro-environmental consumer behaviour.
It is based on the evidence that human cognitive processes and behaviour are modularly organized (Lindenberg
& Steg, 2007). Flexible modularity is accomplished by the strength of the goals to trigger cognitive and
emotional processes. The theory argues that multiple motivations are accountable for human behaviour (Steg &
Vlek, 2009). Goal framing theory holds that goals govern information processing by individuals and the actions
taken thereof. In the lens of the theory, thinking about behaviour is influenced by activation of a goal, selective
information processing, evoked set of behavioural options and the likely actions to be taken by the individual.
Three general goal-frames comprise hedonic goal-frame, a gain goal-frame, and the normative goal-frame. The
hedonic goal-frame is concerned with the desire for immediate pleasant feeling. Gain goal-frame addresses itself
to safeguarding and improving one’s pool of resources. Normative goal-frame relates to taking appropriate action
for the group in a given situation. All the three goal-frames are strongly influential in predicting behaviour.
However, the strength of the influence of each goal on cognitive and emotional processes are unequal at any
given time and depends on internal and external cues triggered by the specific goal giving it momentarily
stronger power than the other two.

The theory assumes that in the absence of hedonic and gain goals; normative goal-frame is likely activated by
social norms held by people (Lindenberg, 2009). Social norms are the shared evaluations and priorities that are
unofficially enforced through sanctions (Horne, 2001). Goal framing theory argues that strong social support is
necessary to sustain norm guided behaviour due to its unstable nature. Norm guided behaviour is sensitive and
can be destroyed by deviations from social values by few people (Lindenberg & Steg, 2013). The theory argues
that deviation from the norm is contagious (Gino & Pierce, 2009) and for an average person in the society,
defiance implies approval of the infractions. Violation of a single rule weakens the normative goal triggering
violation of other rules.

Goal framing theory assumes that multiple goals are activated at any one given time, and that compatibility of an
individual’s background with goal frame strengthens the latter. However, the theory is cognisant of the role
played by contextual factors in addition to motivation in determining consumer behaviour. Therefore, the theory
suggests that contextual factors may either impede or facilitate pro-environmental consumer behaviour
(Thogersen, 2005). Furthermore, contextual factors may influence motivation either positively or negatively.
Santos (2008) advocates for the theory’s predictions by explaining that, affordability and availability of green
products for example, may encourage pro-environmental consumption behaviours. In cases where contextual
constraints are severe, pro-environmental consumer behaviour can be perceived as costly and the motivation by
individual may be weakened to the extent that it has little influence on the pro-environmental consumer
behaviour. Therefore, normative goal is considered very exposed to pre-existing stronger forces of hedonic and
gain goals and can deteriorate under situational factors priming the two goals (Lindenberg & Steg, 2013). Norms
that are relevant to pro-environmental consumer behaviour are activated by ecological values. Hence, the
stability of pro-environmental consumer behaviour depends on stable normative goal-frame that in turn requires
broader contextual support. So far, the theories reviewed predict pro-environmental behaviour based on
consumers intrinsic and extrinsic factors. In the remainder sections of the paper, drivers and barriers to
pro-environmental consumer behaviour are discussed.

3. Drivers of Pro-Environmental Consumer Behaviour

Pro-environmental consumer behaviour has been a subject of investigation in recent times as consequences of
consumer behaviour on the environment attract attention of policy makers and researchers. Consumption
behaviour is the focal point of analysis since it has both positive and negative consequences on the biosphere
(Narula & Desore, 2016). Available literature suggests that the aspects of human behaviour related to the
environment have been pursued adequately by empirical studies particularly in the developed countries. Narula
and Desore (2016) observed that people in developed countries were more aware about pro-environmental issues
as compared to communities living in developing countries. Pro-environmental variations on the basis of
industrialization and race may be attributed to the negative consequences of industrialization and consumer
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alertness to dangers posed by industries to the environment.

As a country experiences economic growth, there are possibilities that without ethical culture, industries may
dispose wastes in ways that pollute the environment and compromise the quality of life for society. In addition,
the economic logic of profitability in competitive industries may force firms to pursue cost cutting strategies,
some of which may include overuse of a resource, use of production processes that have negative consequences
to the environment, and production of products whose consumption pose danger to the ecosystem. According to
Davis (1992) the magnitude of the green marketing movement is indeed enormous. Intrinsic factors
encompassing awareness, consumer attitude, cognitive processes and decision making have been linked to
pro-environmental behaviour.

Consumer awareness and knowledge are the basic requirements for behaviour change. Consumers who are aware
and knowledgeable about the consequences of their own consumption related behaviour on the environment are
more likely to modify or change their behaviour in ways that reduce negative impact on the environment.
Laroche et al. (2001) portend that consumer awareness about environmental issues increases the likelihood of
green product consideration in a purchase situation. Access to environmental information about products
increases market acceptance of green products even when they attract higher price relative to ordinary products
(Michaud & Llerena, 2011). While awareness raises concern for the environment, consumer knowledge builds a
sense of responsibility for one’s own behaviour to the extent that more knowledgeable consumers tend to be
altruistic in their behaviour. Interestingly, studies have reported that concern for the environment increases the
desire among people to look for information that increases both their awareness and ecological knowledge (Joshi
& Rahman, 2015). Environmental knowledge has been found to have positive influence on pro-environmental
intentions and purchase decisions (Eze et al., 2013). On the matter of specific role of knowledge, Joshi and
Rahman (2015) clarify that environmental knowledge moderates the relationship between attitude and ecological
consumer behaviour.

Studies have linked awareness and concern about the environment with pro-environmental consumer behaviour.
Malik et al. (2019) found out that consumer’s awareness of ecological products was positively associated with
pro-environmental intentions and concern. However, the authors clarify that awareness influences
pro-environmental behaviour through ecological concern on condition that the latter is strong enough to predict
green purchase behaviour. Intention is the unconditional state of mind wherein pro-environmental choices are
made (Farrukh et al., 2018). Using a case study analysis of household waste management in the United Kingdom,
Barr (2007) established that concern for the environment predicted pro-environmental consumer behaviour than
intention. Nevertheless, concern for the environment potentially creates behavioural intentions that ultimately
predict actual consumer behaviour. Therefore, the results obtained by Barr (2007) require confirmatory tests
before arriving at conclusions about concern and behaviour connection. Separately, Wang et al. (2014) reported
that ecological concerns and responsibility had a positive and direct impact on environmental knowledge,
purchase intention and actual purchase behaviour. Furthermore, using empirical evidence, Muralidharan and Xue
(2016) support the direct impact of environmental concern on consumer buying behaviour. In contrast, studies
negating the relationship between awareness and pro-environmental consumer behaviour are beginning to
emerge. Mohr, Webb and Harris (2001) argue that environmental issues play secondary role in consumer’s
purchase behaviour in several societies. Bray, Johns and Killburn (2011) observed that despite increased
awareness about pro-environmental issues, market share for green products have remained below 4% globally.
Sharma and Foropon (2019) established that in majority of societies, rational purchase decisions override
affective environmental attitude. Essentially, people may be concerned about the environment, but fail to buy
products with less harm to the environment perhaps due to situational factors that influence the decision making
process and behavioural outcomes.

It is important to realize that awareness about environmental issues is the foundation of attitude formation.
Whereas attitude determines the level of concern people have for the environment, pre-existing concerns
reinforces both the cognitive and affective components of attitude. Hence, environmentally conscious consumers
who have concern for posterity are most likely to display positive attitude towards green consumerism. This line
of thinking is supported by Young et al. (2010) who found that consumer guilt have a significant influence on
pro-environmental behaviour. Attitude is linked to personal beliefs (Zhao et al., 2014), such that one’s concern
for the environment is based on the individual’s attitude. Castaneda et al. (2015) argue that consumers with
pro-environmental attitude are more likely to care about environmental issues that confront society. However,
attitude itself is a product of society as societal context reinforces positive and negative feelings about the
environment. Attitudes are made up of multiple beliefs concerning specific objects or acts (Follows & Jobber,
2000). According to Tan (2011), pro-environmental attitude is the concern demonstrated by the consumer
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towards good condition and sustainability of the environment. Joshi and Rahman (2015) consider environmental
attitude as the psychological tendency of either positive or negative evaluations of the environment.
Muralidharan and Xue (2016) suggest that environmental attitudes are developed through socialization process
wherein people acquire relevant knowledge, skills and experiences from social agents.

Social structural variables including consumer demographics, social class and religion create the platform where
attitudes develop. Earlier research suggests age and education are the most important demographic predictors of
pro-environmental behaviour (Buttel & Taylor, 1992). Pertaining to age, Straughan and Roberts (1999) observe
that younger people are more concerned about the environment, but their actual pro-environmental behaviour
depends on conviction about society’s effectiveness in fighting environmental problems. Carrete et al. (2012)
report that younger people in Mexico were found to actively reduce wastes, reuse products and had recycling
tendencies as compared to adults. In a rather surprising turn, their study suggests that children had higher
environmental knowledge than their parents. Considering that knowledge is cumulative over time, one would
imagine that age plays a significant role in the acquisition of environmental knowledge. Nevertheless, Carrete et
al. (2012) argue their findings imply that social institutions such as school where younger people are exposed to
environmental knowledge play important roles in acquiring and shaping environmental knowledge, attitude and
practices. Contrary to studies vouching for the link between age and ecological behaviour, Wiernik et al. (2012)
established that consumer age was unrelated to environmental awareness and behaviour.

Education is considered to be positively associated with environmental concerns and behaviour. Educated
consumers are assumed to have access to environmental information, have superior analytical abilities and moral
judgement of the impact of their behaviour on the environment. On the contrary, people with little formal
education are more likely to suffer impaired abilities for processing complex information and not motivated to
make responsible decisions regarding their actions on the environment. Studies report inconsistent results
concerning the relationship between consumer demographics and pro-environmental behaviour. Chan (2000)
established that consumer age and education had little influence on environmental concern and
pro-environmental behaviour. This finding is partially verified by Nittala (2014) who established that age had
negative influence on environmental attitudes in India. On the other hand, Shen and Saijo (2008) showed that
consumer age and education had positive influence on ecological concern in China.

Studies using gender to explain pro-environmental behaviour have reported inconsistent results, with majority
suggesting that women tend to be more pro-environmental than their male counterparts. The first group of
studies indicate that pro-environmental consumer attitudes and behaviour are more widespread among women
than men (Zelezny et al., 2000). Eisenberg (2002) explains that unlike men, women are altruistic and designed to
be interdependent and caring, hence their pro-environmental behaviour. Jain and Kaur (2006) established that
women are inclined to care about the environment by buying green products. Kalantari et al. (2007) reported that
concern for the environment was more prevalent among women than men in Iran. Similarly, Sherkat and Ellison
(2007) obtained evidence in America showing that women were more pro-environmental than men. In addition,
Lee (2009) found that women in Hong Kong and China had strong ecological attitudes and actual
pro-environmental behaviours.

On the contrary, another group of studies (Blankenau, Snowden & Langan, 2008) have demonstrated that
pro-environmental behaviour is not gender dependent. The third collection of studies (Eisler, Eisler & Yoshinda,
2003; Mostafa, 2007) has reported that men are more pro-environmental than women. Rather than gender based
pro-environmental tagging, Hunter, Hatch and Johnson (2004) argue that both gender are pro-environmental, but
with varying concentration based on gender driven roles. They aver that household oriented pro-environmental
consumer behaviour is more established among women while men are more involved in community oriented
environmental actions such as policy lobbying and protests.

Although theories of reasoned action and planned behaviour (Ajzen, 1991) predict human behaviour using
attitude, studies pursuing the attitude-behaviour link have churned out contradictory results. Whereas some
studies demonstrate significant link between attitude and pro-environmental behaviour, several studies have not
found significant direct relationship. Bhuian and Sharma (2017) established that attitude was a good predictor of
pro-environmental behaviour. Besides the direct link, their results indicate that the relationship between
consumer attitude and pro-environmental behaviour was moderated by religiosity; the stronger the religious
beliefs and faith in the supernatural, the higher chances of pro-environmental behaviour by individual consumers
and groups in a society. Religion plays key role in framing people’s beliefs and social norms. Therefore, religious
beliefs lead to formation of consumer attitude towards the environment. On the contrary, Hughner (2007)
presents results indicating that attitude was a poor predictor of pro-environmental consumer behaviour. Mostafa
(2007) observed that previous studies report moderate to weak relationship between attitude and
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pro-environmental consumer behaviour. Nevertheless, Chen and Chai (2010) insist there is discrepancy between
attitude and actual consumer behaviour.

Despite having positive attitude towards the environment, Dubey (2008) shows that consumers in Japan did not
exhibit pro-environmental behaviours. Another paper (Frank, 2009) established that the purchase behaviour of
consumers in China was incongruent to their environmental attitude. Similarly, evidence from the United
Kingdom (Joshi & Rahman, 2015) showed disconnect between positive attitude towards the environment and
actual purchase behaviour. So far, empirical evidences above demonstrate that positive attitude towards the
environment do not necessarily translate to pro-environmental consumer behaviour. Therefore, disconnect
between what people think, believe and their actual behaviour suggests the possibility of other factors apart from
awareness and attitude that explain actual behaviour. Sharma and Bansal (2013) argue that rational and
emotional judgement by people about their actions to the environment is necessary, but not sufficient condition
for pro-environmental behaviour.

The attitude-behaviour gap has been explained using situational factors surrounding the purchase decision. The
attitude-behaviour-context (ABC) model introduced by Guagnano et al. (1995) explains that behaviour is a
resultant of both attitude and contextual factors. Like the Schwart’s norm activation theory (Sawitri et al., 2015),
the attitude-behaviour-context model suggests that the relationship between attitude and behaviour is
strengthened by supportive contextual factors. Contextual factors comprise economic circumstances, marketing
mix elements, policy and legislative environment. LaMorte (2016) argues that pro-environmental behaviour is
influenced by a broad range of contextual factors including consumer’s income, fear of inaction, and threat to
livelihoods, past experience with a product, time and effort necessary to access green products.
Pro-environmental attitudes are influenced by situational factors. For instance, educated people become more
aware of environmental issues and develop positive attitudes and concern for the environment (Diamantopoulos
et al., 2003). Hence, education of people indirectly creates the motivation for environmental responsive
behaviours. On the flipside, unfavourable situational conditions weaken the strength of the relationship between
attitude and behaviour to the extent that people with strong positive attitude are not motivated to act
pro-environmentally. Nonetheless, under favourable situational conditions, positive environmental attitudes
translate to pro-environmental consumer behaviour.

External factors within consumer’s decision making context have been identified as key influencers of
pro-environmental behaviour. Personal disposable income is considered a trigger to environmental sensitivity.
The argument linking income with environmental sensitivity is premised on the assumption that people with
higher incomes can afford higher prices associated with pro-environmental products (Straughan & Roberts,
1999). According to Moser (2015), high income individuals are more concerned about the environment, less
sensitive to price and they often trade-off higher cost for environmental benefits. Nevertheless, other researchers
observe that regardless of income levels, people can behave pro-environmentally for different reasons. Carrete et
al. (2012) established that people with low earnings engage in pro-environmental behaviour to save money. In
other words, income conditions behaviour of low income consumers in ways that make them recycle products,
adopt efficient water and energy use, primarily to reduce the financial burden associated with acquisition and use
of products. As a result, the environment benefits from unintended pro-environmental consumer behaviour by
the low income market segment. Although Sharma and Bansal (2013) report that high income individuals are
more informed about pro-environmental gains, they caution that the direct relationship between income and
green consumption behaviour has not been supported by majority of the studies. Therefore, income, like other
contextual factors generates attitude towards the environment that ultimately translates to actual behaviour
through either intentional decisions or involuntary actions.

Socialization process in society has implications on consumer attributes and behaviour. Shamdasani et al. (1993)
argue that pro-environmental consumers are open minded and more socially integrated in society. Social
networks have been found to have greater influence on pro-environmental consumer behaviour (Muralidharan &
Xue, 2016). In light of the theory of reasoned action, social networks determine subjective norms which create
an individual’s perception of behaviour expected by important others (Mancha & Yoder, 2015). Therefore, social
networks that place importance on ecological behaviour emit pressure that forces consumers to conform by
showing concern for the environment and eventually adopting pro-environmental behaviours. Sharma and
Foropon (2019) established that consumers that demonstrate more concern for the environment unconditionally
purchase green products. Whereas social network has been linked positively to pro-environmental consumer
behaviour, actual behaviour depends on the honesty of people in the network and their degree of influence on
others within the social network. The goal framing theory warns that norm-conforming behaviour is sensitive to
violation of rules by few individuals within the social network. Selective conformance to norms by few dishonest
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people opens the door to moral hypocrisy allowing other individuals to twist interpretation of subjective norms
to the point that they feel good by avoiding the cost of pro-environmental behaviour (Lindenberg & Steg, 2007).
When this happens, social network loses its power to positively generate pro-environmental behaviours.

An extrinsic factor closely related to social network is culture. Cultural factors are predicted to influence
individual consumer’s ethically responsible values and decisions (Vitell, 2003). Using the cultural dimensions by
Hofstede (1997), Husted and Allen (2008) observed that collectivist societies prioritize common good for society
and are most likely pro-environmental. Laroche et al. (2001) link pro-environmental behaviours to cultural
inclination, arguing that individualistic societies care less about ecological issues. Conversely, collectivist
societies are more conscious about the impact of their actions on the environment. Kim and Choi (2005)
observed that collectivist societies tend to emphasize benefits to the group than individual gain. Consequently,
they sacrifice individual interests to benefit community wellbeing. Considering that collectivists place higher
value on stability and predictability, they are motivated to protect the environment during and after consumption
to avoid disrupting the ecological balance.

Thorgerson and Olander (2002) find in their review of literature that environmentally friendly behaviour is
related to certain cultural values. They argue that reasons for changes in values can be traced to three basic
causes comprising differences between generations, changing conditions over an individual's life cycle, and
periodic influences such as major personal or society-wide events. Follows and Jobber (2000) suggest that
cultural values have indirect influence on behaviour through attitude. Cultural values such as altruism,
universalism and benevolence have been found to be positively related to consumer attitude and behaviour
(Doran, 2009). In a panel study of Danish consumers, Curran and Sherbinin (2004) found that values such as
universalism which mean strong beliefs in protecting the environment, unity with nature, social justice, and
equality can strongly affect the propensity of consumers to avail themselves new opportunities to engage in
environmentally sustainable consumption activities. Thorgerson and Olander (2002) argue that over the longer
term, engagement in such activities even if symbolic can result in shifts in values which influence other areas of
consumption behaviour towards enhanced sustainability. Cerjak et al. (2010) established that health and safety
values were associated with pro-environmental behaviour, suggesting that people engage in pro-environmental
behaviours for personal benefits and safety reasons.

Cultural values are instilled into people by social agents and social institutions such as religion, family and
schools. Religion provides value system that determines people’s social identity and attitude (Rice, 2006).
Researchers argue that religiosity influences the formation of a variety of values, attitudes and behaviours in
societies where people hold strong religious beliefs (Bhuian & Sharma, 2017). The influence of religion on
consumer attitude and behaviour appear to cut across religious beliefs and denominations. In a study of Muslims
in Egypt, Rice (2006) established that religion had positive influence on pro-environmental behaviour. Moreover,
Felix and Braunsberger (2016) found that religiosity moderated the relationship between attitude and behaviour
of consumers in Mexico.

4. Barriers to Pro-Environmental Consumer Behaviour

The possibility for consumers to develop pro-environmental attitude and behaviour is impeded by a host of
extrinsic factors including marketing mix related, situational issues and consumer socio-economic circumstances.
The impeders are interrelated and work through complex interactions during consumer decision making process
that result to unintentional harm to the environment. Connell (2010) argues that inadequate financial resources
among consumers exacerbate perceptions of price associated with green products hence, erect barriers to
pro-environmental consumer behaviour. Consumers with low personal disposable income may tend to shy away
from purchasing high priced green products to save money. Nonetheless, the purchase of green products is not
only subject to personal income, but more importantly attached to consumer’s purchase objective. A high income
earner with the objective of saving money during an exchange process is likely to consider low priced products
in the market. Whereas high income earners may be aware about green products and their benefits, personal
economic gain through cost cuts may overshadow overall befits to the ecosystem. Alternatively, personality of
the consumer (Gatersleben et al., 2012) may nudge him/her to buy expensive, but environmentally unfriendly
products. For example, high income consumers may prefer self expressive fuel guzzler cars as compared to solar
powered cars or fuel efficient smaller car models without care to carbon emission consequences.

Negative attitude towards pro-environmental products has been linked to their slow uptake in the market.
McKenzie-Mohr (2000) argues that consumers view sustainable consumption actions as requiring substantial
effort, time consuming and difficult to undertake. When consumers develop negative attitude towards performing
behaviour, it becomes difficult to voluntarily change their behaviour hence a barrier to pro-environmental
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consumption. Extant literature on consumer behaviour links cultural makeup of a society to attitude towards
green products. Trianids (1993) points out that individualism society is less motivated to engage in
pro-environmental consumer behaviour than collectivist culture. Similarly, Laroche et al. (2001) contend that
the drive to engage in environmental friendly behaviours is stronger in collectivist culture as compared to
individualist society. Individualist societies tend to prefer private economic gains to collective societal wellbeing.
Therefore, in such societies, people tend to consume products that deliver greatest perceived value irrespective of
environmental consequences. As such, consumers are likely to develop negative attitude towards
pro-environmental behaviours. Change of attitude may require incentives from the marketing mix elements and
the environment within which the consumer operates. For example, the incentives may include developing user
friendly products, more perceived benefits to the consumer, providing convenient access to green products and
green consumption supportive policies. Moreover, availability of waste disposal facilities within residential
places may increase the chances of safe disposal of household wastes without posing danger to the environment.

Gleim et al. (2013) claimed that high price is a barrier to ecological consumption. However, it is not only actual
high price, but also the perception of price that negatively affect pro-environmental consumer behaviour. Narula
and Desore (2016) assert that perceived high price of green products make it difficult for consumers to buy
pro-environmental products. High price associated with green products outweigh ethical considerations and
increase the gap between attitude and actual behaviour (Joshi & Rahman, 2015). In addition, perceived financial
risk has been found to lower the intention to purchase green products (Abu-Elsamen et al., 2018).

Apart from the lack of economic access to green products, lack of environmental knowledge and difficulty in
accessing ecological products are significant hurdles to pro-environmental consumption behaviour (Young et al.,
2010). Davies et al. (1995) observed that unavailability of environment friendly products in the shopping outlets
is a barrier to pro-environmental consumer behaviour. According to Vermeir and Verbeke (2004), unavailability
of green products discourages consumers from engaging in environmentally directed behaviours. Consumers are
reluctant to spend a lot of time and effort searching for green products and prefer products that can be
conveniently accessed (Joshi & Rahman, 2015). Therefore, inefficiencies in distribution network for green
products dilute the effect of product awareness and blocks exchange process associated with ecological products.
However, Small and Dender (2007) controversially argue that availability of environmentally friendly
technologies and resources lead to negative spill-over effects. In support of this view, Catlin and Wand (2013)
presented empirical evidence showing that consumers used more resources for which they knew they are
recyclable. In other words, people tend to be more conservative with the use of non-renewable and costly
resources than renewable or recyclable resources. Nevertheless, this behaviour is not necessarily universal and
may vary depending on product category, recycling costs, recycling effort, and nature of society.

Lack of trust and perceived green product performance risks pose a threat to pro-environmental consumer
behaviours. Although Ranbar and Wahid (2011) propose eco-labelling as predictor of green product purchase,
pro-environmental consumer behaviour depends on the level of trust people have on green product claims and
labelling. Tung et al. (2012) established that lack of trust and confidence were major barriers to
pro-environmental consumer behaviour. Nittala (2014) established that consumers do not trust green product
information and were sceptical towards labelling and certification procedures of green products. Lack of trust
may be due to limited knowledge about the environment. Environmental knowledge relates to the amount of
information people have about the environment. Therefore, limited environmental knowledge negatively affects
people’s beliefs about green product claims. As a result, limited information about the environment and lack of
previous experience with ecological products reduce consumer trust on green products. Even though consumers
may develop trust on green products, deceptive marketing comprising misleading advertising and packaging
(Kaufman et al., 2012) may destroy that trust when consumers discover the unethical tricks used by marketers
and more so when products fail to meet consumer’s expectations. Hence, unethical marketing is a barrier to
pro-environmental consumer behaviour.

5. Conclusion

Human behaviour occurs as a result of complex interrelationships among factors within the consumer and the
environment. Pro-environmental consumer behaviour is a decision outcome formed by cognitive and emotional
processes that are influenced by contextual factors. Attitude is at the centre stage of pro-environmental consumer
behaviour. The current study challenges the notion that environmental knowledge moderates the relationship
between attitude and behaviour. Instead, it argues that knowledge is acquired over time and there are two types
of knowledge namely: pre-attitude knowledge and post-attitude knowledge. Pre-attitude knowledge leads to
initial attitude formation while post-attitude knowledge changes attitude. Hence, the moderation effect could
result from post-attitude knowledge. Theories of behaviour change use attitude to explain pro-environmental
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consumer behaviour. The norm activation theory argues that awareness of consequences of consumption
behaviour and attribution of responsibility for behavioural outcomes are basic conditions for pro-environmental
behaviour. However, attribution of responsibility for the outcomes is an attitude dependent process. Despite
awareness of consequences of consumption related behaviours, people may not act in an environment friendly
manner if they have negative attitude and more so when they feel others are responsible for sustainability of the
environment. Therefore, the norm activation theory does not explain denial of responsibility for the
consequences of consumption behaviour.

Empirical studies have established a gap between attitude and behaviour. Although people may develop
pro-environmental attitude, the lack of capacity to act may frustrate happening of actual behaviour. Barriers to
pro-environmental consumer behaviour may include high price for green products, unavailability of eco-friendly
products and lack of trust. Lack of trust and relative high price of green products are the major impediments to
pro-environmental consumer behaviour. Literature profiles pro-environmental consumer as young, well educated
and high income female. However, the role of gender remains controversial as some strand of studies suggests
that both gender act in environmental sustainable manner but differ on roles they play. In addition, studies testing
the influence of income on pro-environmental consumer behaviour have yielded inconsistent results indicating
that purchase behaviour vary on the objective of the consumer. Therefore, the current study concludes that
gender and income are weak predictors of pro-environmental consumer behaviour.

The current study concludes that awareness and knowledge about environmental issues create attitude which in
turn leads to concern for the environment. Once concern is developed, people attribute responsibility for
consequences of their behaviour to the extent of intensity of concern. Consumers with greater concern are most
likely to assume higher responsibility for behavioural outcomes. Finally, actual behaviour takes place as
anticipatory measure for possible negative consequences on the environment. I conclude that attitude without
supportive contextual factors, is feeble and do not lead to pro-environmental consumer behaviour. On the other
hand, the mere presence of favourable contextual factors in the face of negative attitude has little force to cause
green consumption behaviours. Therefore, pro-environmental consumer behaviour is a product of positive
attitude and favourable contextual factors. Hence, the creation of pro-environmental consumer behaviours calls
for actions directed at attitude change management and ensuring there are supportive contextual factors.
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