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ABSTRACT

Over the last three decades, the term ‘green marketing’ has become a serious subject
in marketing literature. Understanding green marketing concepts and tools have been
significant in encouraging consumers’ behaviour towards environmental protection, as
well as increasing the spectrum of green marketing’s role, consumers’ awareness and
greater responsibility to protect the environment. Yet, research on this subject,
particularly on the effect of green marketing concepts and tools on consumers’
environmental protection behaviour in Malaysia remains limited. This research aims
to address the research gap on the practices of green marketing concepts and tools,
particularly in the context of consumers’ understanding, attitude, awareness, intention,
and the resulting behaviours towards environmental protection. Theoretical
framework of this research is based on the Theory of Planned Behaviour comprising
of components such as attitude, subjective norm, and perceived behavioural control.
Constructs of this study include attitude towards green marketing concepts and tools,
attitude towards environmental protection, social influence, government’s role, and
green product price. Two mediators (awareness and intention) and one moderator
(gender) forms the area of focus, while environmental protection behaviour acts as the
sole dependent construct. Analysis of data was conducted through descriptive,
exploratory and confirmatory factor analysis using SPSS and Structural Equation
Modelling (SEM). A total of 600 questionnaires were distributed through convenience
sampling, specifically in and around the Klang Valley and Selangor areas. In
summary, 12 hypotheses links were supported, while eight were rejected. Results
obtained from the SEM underlined the five significant constructs. Firstly, social
influence, government’s role and green product price does have a direct relationship
with environmental protection behaviour (EPB), while consumers’ attitude towards
green marketing concepts and tools, and attitude towards environmental protection
have no direct influence on consumers’ EPB. Secondly, awareness does mediate the
relationships between social influence, government’s role, green product price and
EPB, but does not mediate the relationships between attitude towards green marketing
concepts and tools, attitude towards environmental protection, and EPB. Thirdly,
intention only mediate the relationship between social influence and EPB. Finally, the
moderation analysis indicates that except for relationship between attitude towards
environmental protection and awareness, where there is no difference between male
and female, all other items are different between genders. The theoretical implication
contributes to the behavioural perspective as it provides an empirical evidence with
regards to improving consumers’ attitude through green marketing concepts and tools,
while understanding consumers’ awareness and attitude towards EPB. Practical
implications firstly provide reference material for marketers to understand the current
environmental issues based on consumers interest for green products. Heightened
awareness among consumers contribute to the development of positive attitudes, and
hence, further improvement in consumers’ EPB. Secondly, robust implementation of
government’s role, adequate facilities and information, and eco-literacy in Malaysian
education syllabus may influence consumers’ understanding of individual’s
responsibility to environmental protection. Finally, consumers’ own interest and
involvement in social interaction brings about improved awareness and intention,
stronger commitment, and attitude towards EPB.



Ganl) adls

8 Laga Lo s ga " puzmd¥) (sl llaias ol dpalall A 3 @all 20 e
Aol i (8 S Hen Al S 4 ol i) Gyguill agh o) sl V)
(OSlginal) o g5 ¢l Gagadl) 938005 (o Db il e g (Sl
Gagina g gasall 1 Jgn Gl D5 Y el way Dl Aleal ST A gienay
8 A e s Sl @l gl e 5l 5 sudl) O ol 5 alie 5 L poad
Gasml) 5l 5 alie s Jlaa 8 Afind) B gadl) Aallae ) Cond) 138 G5 Ll
Zlis allsis cagie sis cagdl sy (pSlginaddl pgd (Bau & Lagpad « uadl)
Lol el gl 4 k5 e Canall 1agd (g kil jUaY) ailay g Al dlea g LS gl
AS Ll 3kl ) sy ¢ padlll el o sl Jio cliSa o Jaids S
s gl g i) (3 guiill 3l alia sai Cisall e Al o2 i
G ) iy 5 pumdY) il sy e Sall )50 ¢ elainl) il i) des
Aol Alen s iy s (B ¢t Jeadl (Ouinll) g AT das g5 (a5 oo M)
@S 5 Jalad) 5 LIS 5 e gl Gl DA (e i) il 5 ol Jalal
600 @) iy (SEM) AlSsell c¥alaall dadai 5 (SPSS) Uil ) (2 ) plasind
Ll g pea o Juaitlyy ) aiDlau s Bhlies (J8 @S 8 AdDle A3 e Al
dsad LSl C¥aladll dades Jilad il ozl g Al b5 ¢ A 12
L) ¥ il ey o sSall 5505 ¢ elaia¥) L, o Y 1 a e el
sl g amlia olad (pSleiaal (e (f a8 i) Ales & gl 3 il D
Aen A OSlgind) o pdle il Al Gl ) Alas (e i gall 5 ¢ uind V) G gl
s asfall gy elaa¥) gl cp Bl 8 e s de gl of (Ll Al
o seda olat (Bl gall (B 8 Jas g0 Y LSy il Aas (& el il
A8al) 3 Jadd Jaws gy el (o (UG Q) Alen (pe 8 gl g ¢ und¥) Gy sl il g0l
Crm AR ae Lad adl Y i) st jad o Al g 2l dlea 5 e laia) 3 gl o
dng s (Y5 R o 58 ap VAl die 5 Al Aes g (il
Sotedl ) eaill (B (gl Gkl palos s SAY a5 maen A i) G s
sl s aalia PlA o GSlgisall B o Cpuay Sl Lad Ly 520 Dby g A3
ikl Ll g 2ol dles olad agll oy Slgiusdll o 55 agd pa ¢ udY) (5 gl
ol e Aal) Al Wl agdl (8 guaall dgna el S gall 35 Yl Leild dilaal)
skl 8 aalis OSlgiual) G e gl 333 Ol el i) claiiall (Sl olaial
2l o L, (pSlgial) (e Al Ales B Cpueatl 305 il s oY) i al
Gpadel) aliall 8 Al aaY) gna s AdlSH e gheall g (381 el 5 e sSall ) gal il
alaia) (fa ol pals Al dlen e 28 A sud Slgiud agh o i 8 4 )
AN s aalls o Cpuad D) 2 elain¥) Jeldl) 8 agiS ey pSlgil

Adl) dles ol a8 gall 5 (5 g8l



APPROVAL PAGE

The dissertation of Norhizan Rosli has been approved by the following:

Kalthom Abdullah
Supervisor

A.K.M. Ahasanul Haque
Co-Supervisor

Wan Jamaliah Wan Jusoh
Internal Examiner

David Yong Gun Fie
External Examiner

Arun Kumar Tarofder
External Examiner

Mohammad Nagib S/O Ishan Jan
Chairperson



DECLARATION

| hereby declare that this dissertation is the result of my own investigation, except
where otherwise stated. | also declare that it has not been previously or concurrently
submitted as a whole for any other degrees at IIUM or other institutions.

Norhizan Rosli

Signature.......c.ocoeviiiiiiiiiniiie Date .......cooeeiiiiiii.



INTERNATIONAL ISLAMIC UNIVERSITY MALAYSIA

DECLARATION OF COPYRIGHT AND AFFIRMATION OF
FAIR USE OF UNPUBLISHED RESEARCH

THE EFFECT OF GREEN MARKETING CONCEPTS AND

TOOLS ON MALAYSIAN CONSUMERS’ ENVIRONMENTAL
PROTECTION BEHAVIOUR

| declare that the copyright holder of this dissertation are jointly owned by the
student and 1HUM.

Copyright © 2017 Norhizan Rosli and International Islamic University Malaysia. All rights reserved.

No part of this unpublished research may be reproduced, stored in a retrieval system,
or transmitted, in any form or by any means, electronic, mechanical, photocopying,
recording or otherwise without prior written permission of the copyright holder
except as provided below

1. Any material contained in or derived from this unpublished research may
be used by others in their writing with due acknowledgement.

2. 1IUM or its library will have the right to make and transmit copies (print
or electronic) for institutional and academic purposes.

3. The UM library will have the right to make, store in a retrieved system
and supply copies of this unpublished research if requested by other
universities and research libraries.

By signing this form, | acknowledged that | have read and understand the IUM
Intellectual Property Right and Commercialization policy.

Affirmed by Norhizan Rosli

Signature Date

Vi



In The Name of Allah, the Most Beneficent, the Most Merciful

To my Beloved Husband,
Tuan Haji Sulaiman Bin Haji Husain

My Beloved Mother,
Allahyarhamah Norlia Binti Haji Lamsah

My Beloved Father,
Allahyarham Rosli Bin Dato’ Ahmad

And
My Precious,
Noor Nadiatul Nadia Binti Haji Sulaiman
Muhammad Asyraf Bin Haji Sulaiman

May Allah bless us and keep us together until Jannah

Ameen

vii



ACKNOWLEDGEMENTS

In the name of Allah, the Most Gracious and Most Merciful, for only to Allah belongs
all praises. Alhamdulillah, I thank Allah for giving me the strength, determination and
perseverance to complete this journey. Peace upon our Prophet Muhammad (S.A.W.),
his companions, and his family for spreading Islam in this world.

My six years of PhD journey has been full of challenges. Pursuing the course
on a part-time basis, juggling between family, career, and studies is a rewarding
experience. However, | abide that Allah knows best. Alhamdulillah, the completion of
this thesis has been made possible through the encouragement and support of many
individuals.

Firstly, my utmost sincere appreciation to my supervisors, Associate Professor
Dr. Kalthom Abdullah and Professor Dr. A.K.M. Ahasanul Haque for their relentless
encouragement, guidance, valuable advice, constructive comments, and suggestions
during the course of completing this thesis, and who have always been there when I
need help. I am also indebted to Dr. Azura Omar, the then Deputy Dean (Postgraduate
and Research), Kulliyyah of Economics and Management Sciences. Truly | am
indebted to them in providing motivation and constant support. I am forever indebted
and constantly amazed by their knowledge and willingness to share their time and
expertise. They have assisted and supported me in every aspect throughout this
journey. | owe them more than | can adequately repay or express. | offer them my
warmest appreciation, respect, and deepest thanks.

Secondly, | am truly indebted to my beloved family, especially my husband
and children. No words can express my deepest appreciation to my husband, Tuan
Haji Sulaiman Bin Haji Husain, for his never-ending love, continuous support and
companionship. His endless support during hard times is really appreciated. Finally, to
my children, who are my pride and joy, my sincere appreciation goes to my daughter,
Noor Nadiatul Nadia and my son Muhammad Asyraf who have been the motivational
force throughout this journey. Thank you and I love you all.

My special thanks goes to Dr. Marhanum Che Mohd Salleh who has supported
me in numerous ways and has been more than a friend throughout my journey. To all
my fellow colleagues who have succeeded in this challenge of acquiring knowledge,
Dr. Akmal, Dr. Suzi, Sister Layla, Dr. Weni, Dr. Massa, Dr. Fariza, Sister Rozila, Dr.
Aslam and others — congratulations and thank you all for your support and friendship.
Your friendship has kept me going through the hardest of times. | wish everyone well
and the best of luck in their future undertakings, and may we all contribute to the
garden of knowledge to please Allah.

Acknowledgement also goes to my extended family members who have helped
me during the data collection phase, especially my sisters and brothers-in-law, my
siblings, nieces, and nephews. | am very grateful for your kindness and consideration
to lend a hand when needed. May Allah bless us all, Ameen.

viii



TABLE OF CONTENTS

y N 01S] (- (o1 SO i
YA oI 1 (o T 1A = o] [ i
APPIOVAL PAJE.....eeiieiicie ettt re e anes iv
(D 1Tol = T L[] [ \Y;
LO10] )Y/ T | 1| AU USURSTPSURRP vi
(1T [ o7 110 ] [ Vii
ACKNOWIEAGEMENTS ... .ot e s reereenes viii
TS A0 1K= o [ XV
LISt OF FIQUIES ...ttt et esra e ens XViil
LiSt OFf ADDIEVIALIONS ... e s s ae e e eares XXI
CHAPTER ONE: INTRODUCTION .....ooiiiii ittt 1
L. OVEIVIBW.....viiiietie ettt ettt b e eb e eb e e s bt e e s bt e e s be e s s bee e sabaeeanns 1
1.2 Research BacKgroUnd ..........cocuiiiiiieieneesie e 1
1.3 Problem StatemMENt.........coovuiiiiiii e 8
1.4 ReSEArCh QUESTIONS........veivieiieiesieeieeiesiee e eeesree e ee e ste e e sneesneesneeneenrees 12
1.5 RESEArCh ODJECHIVES.....c.veiviiiicie e 13
1.6 Significance Of the StUAY ..........coiviiiiiiie e 14
1.6.1 Practical ContribULION .........couviicviiiiiii e 15
1.6.1.1 To the Green Marketers........coccvereeiiiieeeiiiiieee s eciee e sveeeee s 15
1.6.1.2 To the Government Bodies/Policy Makers .............cccoce.e.. 17
1.6.1.3 TO the CONSUMEIS....ueieeiireiieeiitiei e e eeireee e eereee e s eibee e e s sbaee e 20
1.6.2 Theoretical ContribULION .........cocviiiiiiccie e 22
1.6.2.1 Behavioural Perspectives...........cccoocveveieieneneneseseeeeeenes 22
1.7 Definition OF TEIMS .....veiiiiii e 22
1.7.1 Attitude towards Green Marketing Concepts and Tools:.................. 22
1.7.2 Attitude toward Environmental Protection: ..........ccccceevvveiivieecininnne, 23
1.7.3 Social Influence — Effect towards Environmental Protection
BENAVIOUL: ...t 23
1.7.4 Government’s Role — Effect toward Environmental Protection
BENAVIOUL: ...t 23
1.7.5 Green Product Price — Effect toward Environmental Protection
BENAVIOUL: ....evviiici it 24
1.7.6 CONSUIMET’™S AWATEIIESS ...vvvvvvveererererrerrererseressssssesssssssssssssssssssssessseseees 24
1.7.7 ConsSumer’s INtENTION .........uvveieieieiiieieieieeeeeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeeeeeeees 24
1.7.8 Environmental Protection BEhaviour............cccceevvevvreeeccviie e 25
1.8 Structure 0f the ThESIS .......cciiiiiiii e 25
CHAPTER TWO: LITERATURE REVIEW. ......ccoco oo, 28
pZ2 R 1211 (Yo [N L1 T o 28
2.2 Green Marketing - Definitions.........ccocovieiiiiiie i 29
2.2.1 Definition of Green Marketing COoNnCeptS.........cooererererenesenieeinenns 30
2.2.2 Definition of Green Marketing TOOIS ........ccccevvviiieiiiiiicie e 31
2.3 Green Marketing Concepts and TOOIS ........cccoveveiieeiienie e 32
2.4 Other CONSIIUCTS ......vviiiiiiiiii ettt saaee s 36



2.4.1 Attitude towards Green Marketing Concepts and Tools...................
2.4.2 Attitude towards Environmental Protection.............c.cccoevvevieiiveeenen,
2.4.3 SOCIAl INFIUBNCE......ccvvieieece e
2.4.4 Government’s ROLE ......ccvvviiiiiii i
2.4.5 Green ProdUCE PTICE ....covveiiieciei ettt ettt
2.4.6 Environmental Protection Behaviour...........cccccceevveeiieiieciie e,
2.4.77T CONSUMETS™ AWAICIICSS 1uvuvurururnrurnrnrnrnnnnnnnrsrsnsnssssnnnsnsnssnnsnnssssnsnnnnnnnns
2.4.8 Consumer’s INtENTION .......vvveiiieiiiiiiiiieiii e
2.4.9 Demographic Profile as Moderator............ccceevvvieiieie s,
2.4.9. 1 AQB. .
2.4.9.2 GENUEL ..vvievie ittt ettt e be e re e
2.4.9.3 EtNNICITY....eoiiiiiiice e s
2.4.9.4 Education Level/Environmental Knowledge..........c.............
2.4.9.5 Occupation/EmpIoymMeNt .........ccooviiiieiiiencseeeeeeeeeee,
2.4.9.6 INCOME LEVEL ....cocvviiiiiieceece e
2.4.9.7 Beliefs, Values and Religion ...........cccocveveiieiiiic e
2.5 Chapter SUMIMAIY ........coviiiiieiie et sttt sre e ae e sre s
CHAPTER THREE: CONCEPTUAL FRAMEWORK .........ccccoiviiiiieiieieeein
300 I {11 £ [0 ox 1o o USRS
3.2 The Proposed Conceptual Framework...........ccccoceiveiveieiieieese e
3.3 UNerlying THEOIIES ....c..oviiiiiiiiieeee e
3.3.1 Hypothesised Relationship amongst the Main Constructs................
3.3.2 Awareness and Intention as Mediators ...........cccccoveevieiieeviecceeennen,
3.3.3 GeNdEr as MOAEIAtOr .........ceceveeirieiieceree ettt
3.4 Research HypOotheSES ..o
3.4.1 Attitude towards Green Marketing Concepts and Tools...................
3.4.2 Attitude towards Environmental Protection.............c.cccoevvevieiiveeenen,
3.4.3 Social Influence towards Environmental Protection Behaviour .......
3.4.4 Government’s Role towards Environmental Protection
BERAVIOUT ......eiiiicciie e
3.4.5 Green Product Price Effect towards Environmental Protection
BERAVIOUT ......eiiiicciie e
3.4.6 Consumers’ Awareness as Mediator...........occevvveeeeeeeiiiiiiiineeeeeee e
3.4.7 Consumers’ Intention as Mediator...........ovvevvireiiieeei i
3.4.8 Gender as a MOUEIALON .........cccuveviieiieccree et
3.5 Chapter SUMIMAIY ........cccoiiiiiieieieese e
CHAPTER FOUR: RESEARCH METHODOLOGY .....cocccoviiiiieiicieceecieeiein
4.1 INEFOAUCTION. ...ttt eare e e ebre e s bae e s neeeas
4.2 Research Paradigm: Philosophical Assumptions of the Study...................
4.3 RESEAICH DESIGN ...ttt
4.3.1 Justification for Exploratory Research..........cccccocvveiiiiiinniiniennn,
4.3.2 Justification for Survey Method..............cccoviviiiiiiiii e,
4.4 Data ColleCtion DESIGN........ccciiieiiieiie e
4.4.1 Self-Administered QUESLIONNAINE...........cccvveeiiieeiiiee e
4.5 SAMPIING DESIGN ...ttt
4.5.1 Step 1: Define the Target Population, and STEP 2: Identify the
SAMPIING Frame.....ccviiieiece e



4.5.2 Step 3: Sampling TEChNIQUES........ccceiveiieecicre e
4.5.3 Step 4: Determine the Sampling Process — Sample Size ..................
4.5.4 Step 5: Select the Sample Elements..........ccccccevviviiieie i
4.5.5 Step 6: Collect the Data from Designated Elements...............ccee..e.
4.6 Instrument Development and Pilot TeStiNg .......cccoovvevveieiiieceeie e
4.6.1 Step 1: Specify What Information is Sought ...........c.ccccoviiiinennen,
4.6.2 Step 2: Determine Types of Questionnaire and Methods of
AdMINISTIATION ...
4.6.3 Step 3: Determine Content of Individual Questions...............c.........
4.6.3.1 Demographic INformation ............ccooeveieieieniiineee
4.6.3.2 Consumers’ Attitude towards Green Marketing
Concepts and Tools (ATT-GMKTG)......cccevvrierrvniernennnn,
4.6.3.3 Consumer’s Attitude towards Environmental
Protection (ATT-EP) .....coooiiiiiiiiiieeeee e
4.6.3.4 Social Influence towards Environmental Protection
Behaviour (S1) .....ooiiiieee e
4.6.3.5 Government’s Role towards Environmental Protection
Behaviour (GR) .....coviiiiieeieseee e
4.6.3.6 Green Product Price Effect towards Environmental
Protection BENAVIOUN ..........ccovviieiiie e
4.6.3.7 Effect of Awareness (Mediator) towards
Environmental Protection Behaviour ..........cccccceocvvvviveienne.
4.6.3.8 Effect of Intention (Mediator) towards Environmental
Protection BENAVIOUN ..........ccovvvieiiie e
4.6.3.9 Behaviour Relating to Environmental Protection
(EPB) ..ttt
4.6.4 Step 4: Determine Form of Response to Each Question (Scale
DEVEIOPMENT) ...
4.6.5 Step 5: Determine Wording of Each Question.............cccccccevevvvenenne.
4.6.6 Step 6: Determine Sequence of Questions (Questionnaire
FOMMAL) .o
4.6.7 Step 7: Determine Layout and Physical Characteristics of
QUESTIONNAITE ...ttt ettt re e eree e be e b e re e
4.6.7.1 Questionnaire Translation..........cccccvevevieevenienieneee e
4.6.8 Step 8: Re-Examine STEP 1-7 and Revise if Necessary ..................
4.6.9 Step 9: Pre-Test Questionnaire and Revise if Necessary..................
4.6.9.1 Pre-TeSt RESUITS......ceevveiieiieie e
4.6.9.2 Pilot TeSt RESUIS ..o
4.7 Data Analysis and INterpretation ............ccoevevevinieienese e
4.7.1 DeSCriptive ANAIYSIS .......ooiiiiiiieie e
4.7.1.1 Data COUING ....ccuviieieieieiiesie e
4.7.1.2 Data SCreeNING.....ccveeiveeiieeiiie it esiee e s ee et sae e
4.7.1.3 MiSSING DAta.......ccoiiiiiiiieiirieseeeeee e
4.7.2 Stage 1: Exploratory Factor Analysis ........cccccovvvevieiiieiiiie i
4.7.2.1 FACIOr ANAIYSIS ...vviiiiiiiieiie it
4.7.2.2 Average Variance Extracted (AVE) .....cccccocevveiiiiiiviiieinn,
4.7.3 Stage 2: Structural Equation Modelling (SEM).........cccccoovvviiinnnnnn,
4.7.3.1 Statistical JUSHITICALION ..........cceiieiiiiiiee e
4.7.3.2 Philosophical Justification...........cccccocevvvevesienieennsie e

Xi



4.7.4 MeasuremMent MOE! ........eeeeeeeeeeee et 155

4.7.5 Confirmatory Factor Analysis (CFA) .....cccovvvviiieiieieee e 156
4.7.6 Procedural TOr SEM ..o 157
4.7.6.1 Stage 1: Defining the Individual Constructs...............ceue.... 157
4.7.6.2 Stage 2: Developing and Specifying the Measurement
IMOGEL ... s 159
4.7.6.3 Stage 3: Choosing the Input Matrix Type and
Estimating the Proposed Model ..., 159
4.7.6.4 Stage 4: Assessing Measurement Model Validity................ 160
4.7.6.5 Stage 5: Specify the Structural Model.............ccocovviiivennne. 162
4.7.6.6 Stage 6: Assess Structural Model Validity .............ccccvene.ee. 162
4.8 Data Quality, Validity and Reliability ...........c.coooiiiiiiic 165
4.8.1 Internal CONSISLENCY .......ccviiieiiieie et 166
4.8.2 Validation Of IMEASUIES .........ccveriieieiieii et 167
4.8.2.1 Face or Content Validity of Measures...........cccecevevvevvenenne. 169
4.8.2.2 Construct Validity........ccoooereiiiiniiieeesc e 170
4.8.2.3 Convergent Validity .........ccccoevieiiiieiee e 172
4.8.2.4 Discriminant Validity of Measures............ccoccoevrvninieniiennenn. 179
4.9 Research REPOIING.......ccovoiiieiece s 181
4.10 Chapter SUMMAIY ......cc.ooiiiiieieieiese et bbb 183
CHAPTER FIVE: DATA ANALYSIS AND RESULTS.....cccocviiiicrceeeeeie 185
TN A 1 (o To [0 Tox o] T USSR 185
5.1.1 Data Preparation and SCreening ..........cuevvreeieererienereneseseseeeeneens 186
5.1.1.1 MiSSING Data......cceciveirieiiieieciecsie e 187
5.1.1.2 OULHEIS .ot 187
5.1.1.3 NOMMAlItY ....coeiiieieiic e 197
5.1.1.4 MUItICOIINEANTEY ...c.vovviieieiiiicieeee s 198
5.2 Stage 1: Descriptive ANAlYSIS.........ccoeiieiiiiieiiee e 200
5.2.1 Demographic Profile of the Respondents ............ccccocevvrininiiicnnenn 201
5.2.1.1 ReSPONSE RALE......c.uviiiiiieiiii e 202
5.2.2 Reliability: Attributes of the QUeStioNNAIres ...........ccccocevvverveeennenn 205
5.2.2.1 Attitude towards Green Marketing Concepts and Tools ...... 208
5.2.2.2 Attitude towards Environmental Protection ...............c.c....... 210
5.2.2.3 Social Influence towards Environmental Protection
BENAVIOUL ..ot 210
5.2.2.4 Government’s Role towards Environmental Protection
BENAVIOUT ... e 212
5.2.2.5 Green Product Price towards Environmental
Protection BENAVIOUN ..........cccoviieiiiiiiieceee e 213
5.2.2.6 Effect of Awareness (Mediator) towards
Environmental Protection Behaviour ..........ccccccoccvvviienienne 214
5.2.2.7 Effect of Intention (Mediator) towards Environmental
Protection BENAVIOUN ..........cccoviiiiiii e 216
5.2.2.8 Environmental Protection Behaviour ..........c.ccccoccvvevivenenne. 217
5.3 Stage 2: Exploratory Factor ANalysiS.........ccccceeveeiieiiieiie e 219
5.3.1 Attitude towards Green Marketing Concepts and Tools................... 224
5.3.2 Attitude towards Environmental Protection............cccoceevevvencinennns 225
5.3.3 S0CIAl INFIUBNCE.....cviiiiiiicicee e 227

xii



5.3.4 GOVErnMENL’S ROLE .ovvvvvririieiii ittt e s e e r e e e rerenanes 228

5.3.5 Green ProduCt PTICE .....c.ccovieiiiiiie e 231
5.3.6 The Effect 0f AWAIENESS........cccviiieiiericieseese e 233
5.3.7 The Effect of INtENtION .........cccoeiiiiiiieie e 235
5.3.8 Environmental Protection Behaviour...........cccccooveiveveiieiiece e, 236
5.4 Stage 3: Confirmatory Factor Analysis (CFA) ......cccooeiiiinienieneieeie i 238
5.5 Development and Assessment of the Measurement Model........................ 244
5.6 Evaluation of the Structural Model.............ccooveiiiiiii e 252
5.7 HYPOtheSES TeSHING....cveiviiieiieiie et 258
5.7.1 Structural Model ONe........c.cooviiiiiiie e 258
5.7.1.1 Direct Relationship between Independent and
Dependent Variables ... 262
5.7.2 Structural Model TWO ......ccveiiiiiie e 264
5.7.2.1 Awareness as a Mediator...........cccccoveeveeiiiiie v 266
5.7.2.2 Intention as @ Mediator..........ccccceeveieeieerie s 273
5.7.3 Gender as a MOUEIator ..........cueivieiie i 279
5.7.3.1 Comparing the Group Effect of Moderator Variable ........... 282
5.8 Summary of the Results of Hypotheses Testing..........ccocevvreriniiniinicnienn, 288
5.9 Chapter SUMMAIY .......c.coviieiieiece et re s 292
CHAPTER SIX: CONCLUSION AND RESEARCH IMPLICATIONS............. 294
G T80 A 1o (0T [N o1 1 o] o ST SOPTS 294
6.2 Research QUestions AdAreSSed.........coecviiireeiieiiieeiiee et 294

6.2.1 Does Consumers’ Attitude towards Green Marketing

Concepts and Tools have any Effect on Consumers’

Environmental Protection Behaviour?.............ccoccovvviicinencnennn, 295
6.2.2 Does Consumers’ Attitude Towards Environmental Protection

have any Effect on Consumers’ Environmental Protection

BENAVIOUI?......iii e 297
6.2.3 Does Social Influence have any Effect on Consumers’

Environmental Protection Behaviour?...........cccccooeveveieiesieeieniennn, 298
6.2.4 Does Government’s Role have any Effect on Consumers’

Environmental Protection Behaviour?...........cccccooeveveieiesieeieniennn, 299
6.2.5 Does Green Product Price have any Effect on Consumers’

Environmental Protection Behaviour?...........cccccooeveveieieniinieniennn, 302

6.2.6 Does Awareness Mediate the Relationship Between

Consumers’ Attitude towards Green Marketing Concepts and

Tools, Attitude towards Environmental Protection, Social

Influence, Government’s Role, Green Product Price and

Environmental Protection Behaviour?..........c.ccccceoveveeie e, 304
6.2.7 Does Intention Mediate the Relationship between Consumers’

Attitude towards Green Marketing Concepts and Tools,

Attitude towards Environmental Protection, Social Influence,

Government’s Role, Green Product Price and Environmental

Protection BENAVIOUI? .........cccveiuiiieiieieeie e 308
6.2.8 Does Gender Moderates the Relationship between

Consumers’ Attitude towards Green Marketing Concepts and

Tools, Attitude towards Environmental Protection, Social

Xiii



Influence, Government’s Role, Green Product Price and

Environmental Protection Behaviour?..........cccccooevveveiieniencciennen, 312

6.3 Significance for Theory and PractiCe ..........ccccocevieeieiiesieve e 315

6.3.1 Theoretical PerspeCtiVE: ........cccooe e 315

6.3.2 Behavioural PerspectiVe:........ccccvoveiveiiiiese e 316

6.3.3 Green Marketing LIterature: .........ccoooveveeieneeniesie e 317

6.4 Practical IMPlICALIONS .........cccveiiiieiiece e 317

6.4.1 Implication to the Green Marketers ..........ccooevereieneneninieeee 317

6.4.2 Implication to the Government Bodies / Policy Makers................... 319

6.4.3 Implication to the CONSUMENS ........cccooiiiiiiicieee e 322

6.5 Limitations and Directions for Future Research..........ccccoovvniininiiinninnn, 324
REFERENGCES. ...ttt sttt 330
LIST OF ARTICLES SUBMITTED TO CONFERENCES ..........ccooviiniiiiiiinnn, 353
APPENDIX 1: DECLARATION OF DATA COLLECTION........ccoovvivriaieienn, 354
APPENDIX 2: DEMOGRAPHIC PROFILES .......ccocoviiiiieeeece e 355
APPENDIX 3: SURVEY INSTRUMENTS. ..ottt 356
APPENDIX 4: FACTOR ANALYSIS ..ot 369

Xiv



Table 1.1

Table 3.1
Table 4.1

Table 4.2

Table 4.3

Table 4.4

Table 4.5

Table 4.6

Table 4.7

Table 4.8

Table 4.9
Table 4.10
Table 4.11

Table 4.12

Table 5.1
Table 5.2

Table 5.3

Table 5.4

LIST OF TABLES

Generation of Municipal Solid Waste in Malaysia by State
(1996-2009)

Summary of Research Hypotheses
Total Number of Measurement Items Used in this Research

Measure of Consumers’ Attitude towards Green Marketing
Concepts and Tools

Measure of Consumers’ Attitude towards Environmental
Protection

Measure of Social Influence towards Environmental Behaviour

Measure of Government’s Role towards Environmental
Protection Behaviour

Measure of Green Product Price Effect towards Environmental
Protection Behaviour

Measure of Effect of Awareness (Mediator) towards
Environmental Protection Behaviour

Measure of Effect of Intention (Mediator) towards
Environmental Protection Behaviour

Measure of Behaviour Relating to Environmental Protection
Correlations between Major Constructs
Summary of Alternative Goodness-Of-Fit Indices

Summary of Research Objectives and Related Statistical
Analysis

Trimmed Mean For Attitude towards Green Marketing
Trimmed Mean for Attitude towards Environmental Protection

Trimmed Mean for Social Influence towards Environmental
Protection Behaviour

Trimmed Mean For Government’s Role towards
Environmental Protection Behaviour

XV

94

124

125

126

127

128

129

130

131

132

161

164

183

190

191

192

193



Table 5.5

Table 5.6

Table 5.7

Table 5.8

Table 5.9

Table 5.10
Table 5.11
Table 5.12

Table 5.13

Table 5.14

Table 5.15
Table 5.16
Table 5.17
Table 5.18
Table 5.19
Table 5.20
Table 5.21

Table 5.22

Table 5.23

Table 5.24
Table 5.25

Table 5.26

Trimmed Mean for Green Product Price towards
Environmental Protection Behaviour
Trimmed Mean for Effect of Awareness towards

Environmental Protection Behaviour

Trimmed Mean for Effect of Intension towards Environmental
Protection Behaviour

Trimmed Mean for Behaviour Relating to Environmental
Protection

Coefficients: Multicollinearity Test

Response Rate of the Distributed Questionnaires
Profiles of Respondents

Reliability Statistics of the Questionnaire

Descriptive Statistics:
Concepts and Tools

Attitude towards Green Marketing

Descriptive  Statistics: Attitude towards Environmental

Protection

Descriptive Statistics: Social Influence
Descriptive Statistics: Government’s Role
Descriptive Statistics: Green Product Price
Descriptive Statistics: Awareness
Descriptive Statistics: Intention
Descriptive Statistics: Environmental Protection Behaviour
KMO and Bartlett’s Test

Exploratory Factor Analysis for Attitude towards Green
Marketing Concepts and Tools

Exploratory Factory Analysis for Attitude towards

Environmental Protection
Exploratory Factor Analysis for Social Influence
Exploratory Factor Analysis for Government’s Role

Exploratory Factor Analysis for Green Product Price

XVi

194

195

196

197

200

202

206

207

209

210

211

213

214

216

217

218

220

225

227

228

231

232



Table 5.27
Table 5.28

Table 5.29

Table 5.30

Table 5.31

Table 5.32

Table 5.33

Table 5.34

Table 5.35

Table 5.36

Table 5.37

Table 5.38

Exploratory Factor Analysis for Awareness
Exploratory Factor Analysis for Intention

Exploratory Factor Analysis for Environmental Protection
Behaviour

Summary of Reliability Coefficient of the Extracted Factors
Summary of Confirmatory Factor Analysis (CFA) Limits

Estimates of the Structural Model for Direct Effect between
Independent and Dependent Variables (Standard Regression
Weight)

Bootstrapping Test: Overall Results of Mediation Analysis for
Awareness as Mediator

Bootsrapping Method: Overall Results of Mediation Analysis
for Intention as Mediator

Gender as a Moderator: Comparison of Chi-Square for Both
Groups’ Data (Constrained & Unconstrained)

Gender as a Moderator: Chi-Square Comparison Test for
Direct Relationships for Structural Model (Constrained &
Unconstrained)

Gender as a Moderator: Invariant Analysis - Chi-Square Test
for Relationships at Individual Path Level (Constrained &
Unconstrained)

Results of Hypotheses Testing

XVil

234

235

237

238

247

260

273

279

282

283

288

290



Figure 2.1
Figure 2.2
Figure 3.1
Figure 3.2

Figure 3.3

Figure 4.1
Figure 4.2
Figure 4.3
Figure 4.4
Figure 4.5
Figure 4.6
Figure 5.1

Figure 5.2

Figure 5.3

Figure 5.4

Figure 5.5

Figure 5.6

Figure 5.7

Figure 5.8

LIST OF FIGURES

Conceptual Framework of Previous Research
Tri-Component Model

Proposed Conceptual Framework

Theory of Planned Behaviour

Summary of Research Hypotheses within the Research
Framework

Research Design Strategy

Frame of the Research and Data Analysis Procedure
Six-Step Procedures for Drawing a Sample

Instrument Development Process

Data Analysis Procedure

Six-Stage Process for Structural Equation Modelling
Outliers Analysis for Attitude towards Green Marketing
towards Environmental

Outliers Analysis for Attitude

Protection

Outliers Analysis for Social Influence towards Environmental
Protection Behaviour

Outliers  Analysis for Government’s Role towards
Environmental Protection Behaviour
Outliers  Analysis for Green Product Price towards
Environmental Protection Behaviour
Outliers Analysis for Effect of Awareness Towards
Environmental Protection Behaviour
Outliers  Analysis for Effect of Intention towards

Environmental Protection Behaviour

Outliers Analysis for Behaviour Relating to Environmental
Protection

XViil

37

38

73

75

79

103

104

112

120

140

158

189

190

191

192

193

194

195

196



Figure 5.9

Figure 5.10

Figure 5.11

Figure 5.12
Figure 5.13
Figure 5.14
Figure 5.15
Figure 5.16

Figure 5.17

Figure 5.18
Figure 5.19
Figure 5.20
Figure 5.21
Figure 5.22
Figure 5.23
Figure 5.24

Figure 5.25

Figure 5.26

Figure 5.27

Figure 5.28

Figure 5.29

Figure 5.30

Assessment of Normality

Confirmatory Factor Analysis for Attitude towards Green
Marketing Concepts and Tools

Confirmatory  Factor Attitude  towards

Environmental Protection

Analysis  for

Confirmatory Factor Analysis for Social Influence
Confirmatory Factor Analysis for Government’s Role
Confirmatory Factor Analysis for Green Product Price
Confirmatory Factor Analysis for Awareness
Confirmatory Factor Analysis for Intention

Confirmatory Factor Analysis for Environmental Protection
Behaviour

Illustration of Measurement Model

Initial Combined Measurement Model

Revised Combined Measurement Model

Illustration of Structural Model

Initial Structural Model

Improved Structural Model

Illustration of Structural Model One for Direct Effect

Structural Model One: Results of Direct Effect between
Independent and Dependent Variables

Ilustration of Structural Model Two for Mediation Effect

Structural Model of Awareness as Mediator between Att-
GMKtg and EPB

Structural Model of Awareness as Mediator between Att-Ep
and EPB

Structural Model of Awareness as Mediator Between SocInf
and EPB

Structural Model of Awareness as Mediator between GovRol
and EPB

XiX

198

240

241

241

242

242

243

243

244

246

250

251

253

255

257

259

261

264

269

270

271

272



Figure 5.31

Figure 5.32

Figure 5.33

Figure 5.34

Figure 5.35

Figure 5.36

Figure 5.37

Structural Model of Awareness as Mediator between ProPri
and EPB

Structural Model of Intention as Mediator between Att-GMKtg
and EPB

Structural Model of Intention as Mediator between Att-Ep and
EPB

Structural Model of Intention as Mediator between SocInf and
EPB

Structural Model of Intention as Mediator between GovRol
and EPB

Structural Model of Intention as Mediator between ProPri and
EPB

Illustration of Structural Model of Gender as a Moderator

XX

273

275

276

277

278

279

281



AMOS
Att-GMktg
Att-Ep

SI, SocInf

GR, GovRol

PP, ProPri

AW
INT
BEH
CFA
et al.
EFA
S.AW.
S.W.T.
SEM
SPSS

LIST OF ABBREVIATIONS

Analysis of Moment Structure

Attitude towards Green Marketing Concepts and Tools
Attitude towards Environmental Protection

Social Influence towards Environmental Protection Behaviour
Government’s Role towards Environmental Protection
Behaviour

Green Product Price Effect towards Environmental Protection
Behaviour

Awareness towards Environmental Protection Behaviour
Intention towards Environmental Protection Behaviour
Behaviour Relating to Environmental Protection
Confirmatory Factor Analysis

And others

Exploratory Factor Analysis

Sallallahu Alaihi Wa Sallam (Peace Be Upon Him)
Subhanahu Wa Ta’ala (Praise be to Allah and The Most High)
Structural Equation Modelling

Statistical Package for Social Sciences

XXi



CHAPTER ONE

INTRODUCTION

1.1 OVERVIEW

An overview of this chapter presents the scope of the research which consists of six
sections. The following section provides the background of this study, highlighting the
objectives and importance of green marketing to the business organizations. The next
section outlines the research problem in the context of green marketing in Malaysia,
particularly from the perspective of environmental protection behaviour among Malaysian
consumers. In the following section, the chapter provides a series of research background,
problem statement, research questions and objectives. Also discussed was the significance
of this research to the green marketers, the government and the consumers. Thereafter,

this chapter concludes by providing a summary of the research’s overall structure.

1.2 RESEARCH BACKGROUND

Environmental issues have been a concern since the early days of the 19" century. Back
in the 90s, scholars have raised their concern over the future state of the world’s state of
environment, anticipating the effect of over consumption and over production of
commercial products, overuse and depletion of resources, as well as the issues of solid
waste disposal (Banerjee & McKeage, 1994). After two decades of environmental
dilemma, the issues of environmental degradation never seems to end. Although public
concern over the environmental wellbeing has gradually increased over the past three
decades since the inception of Earth Day, however, environmental degradation still persist

(Kim & Choi, 2005).



Numerous environmental studies have been carried out in various different
countries in search of consumers’ attitude-behaviour relationships between consumers and
their pro-environmental behaviour. These studies include those written by Salequzzman
and Stocker (2001), Carrigan and Attala (2001), De Pelsmacker, Driesen and Glenn
(2005); Ishaswini and Datta (2011); Mostafa (2009), Kaufmann, Panni, Ali Khan and
Orphanidou (2012), Laroche, Bergeron and Barbaro-Forleo (2001), and Martin and
Simintiras (1995), to name a few.

Before we proceed to discuss about green marketing, this research would try to
understand the environmental issues in relation to consumers’ environmental protection
behaviour. In the Malaysian context, studies has been carried out to determine the
criticality of the natural environment through the challenges of managing the municipal
solid waste and its effect on the natural environment. Apart from the worsening of the air
and water pollution (Ahmad Fariz, Wan Zuhairi, Mohd. Raihan & Abdul Rahim, 2009),
the uncontrollable consumption, increasing population, and the high living cost has an
effect on the increase in the amount of solid waste generated by consumers, which was
found to be alarming (Mohamed Osman, Mohd. Nasir & Abdul Mujeebu, 2009).
Equally worrying is the lack of solid waste planning and financial investment in recent
years that has led to inadequate and poorly operated facilities (Mohd Dinie & Mashitah,
2012).

Table 1.1 provides the statistics on the amount of waste generated per day between
the years 1996 to 2009. The state of Selangor followed by Kuala Lumpur have the
highest amount of waste generated tons per day. The composition of waste generated
comprised of a combination of organics as well as solid wastes (Agamuthu & Fauziah,

2011).



Table 1.1 Generation of Municipal Solid Waste in Malaysia by State (1996-2009)

State Municipal Solid Waste Generation (tons/day)

1996 1998 2000 2002 2004 2006 2008 2009
Johor 1613 1786 1915 2003 2255 2430 2578 2655
Kedah 1114 1215 132 1447 1559 1680 1782 1835
Kelantan 871 950 1034 1131 1213 1302 1382 1423
Melaka 433 480 515 563 605 650 690 711
Negeri Sembilan 637 695 757 828 890 957 1015 1046
Pahang 806 879 957 1046 1125 1210 1284 1322
Perak 1284 1402 1527 1669 1795 1930 2048 2108
Perlis 165 180 196 214 230 247 262 270
Pulau Pinang 916 999 1088 1089 1278 1375 1458 1502
Selangor 2380 2595 2827 3000 3322 3573 3790 3904
Terrengganu 743 811 883 985 1038 1116 1184 1219
Kuala Lumpur 2105 2305 2520 2755 3025 3323 3525 3631
WP Labuan NA NA 46 70 4.3 g1.2 86.1 88.7
Sabah NA NA NA 1905 2021 2208 2343 2413
Sarawak NA NA NA 1905 2021 2208 2343 2413
Total 13070 14589 15587 21452 23073 24969 26489 27284

Note: NA - Not available.

Source: Agamuthu and Fauziah (2011)

Zeeda and Keng (2013) believed that the most critical challenge in sustaining
waste management in Malaysia is to change the public attitude. They are in the opinion
that although Malaysians are aware of the environmental issues, however, their concerns
for the actual environmental impacts are generally low. Behzad, Rodzi, Saied, Elmira and
Mokhtar (2011) also agreed that solid waste management has evolved into the most
challenging task and this problem is further compounded by the rapid growth in urban
population and changes in the consumers’ consumption patterns. Lack of regulations and
guidelines are one of the most serious problems that hinder the success of recycling
programme in Malaysia (Hassan, Chong, Rahman, Salleh, Zakaria & Awang, 2001;
Behzad et al., 2011). Generally, the greater the economic prosperity and the higher
percentage of urbanization, the greater the amount of solid waste produced. As of 2016,

the population of Kuala Lumpur city area reached 1.79 million people, while the



