
 

 

THE EFFECT OF GREEN MARKETING CONCEPTS 

AND TOOLS ON MALAYSIAN CONSUMERS’ 

ENVIRONMENTAL PROTECTION BEHAVIOUR 

 

 

 

BY  

 

 

 

NORHIZAN ROSLI  

 

 
 

A dissertation submitted in fulfilment of the requirement for 

the degree of Doctor of Philosophy in  

Business Administration 

 
 

Kulliyyah of Economic and Management Sciences 

International Islamic University Malaysia 

 

MARCH 2018



 

ii 

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. 
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 البحث ملخص
ABSTRACT IN ARABIC 

على مدى العقود الثلاثة الماضية، أصبح مصطلح "التسويق الأخضر" موضوعا مهما في 

التسويق الأخضر وأدواته كان له دور كبير في تشجيع سلوك الأدب التسويقي. إن فهم 

المستهلكين نحو حماية البيئة، فضلا عن زيادة دور التسويق الأخضر، ووعي المستهلكين، 

ومسؤولية أكبر لحماية البيئة. ومع ذلك، لا تزال البحوث حول هذا الموضوع محدودة، 

لوك المستهلكين نحو حماية البيئة في خصوصا تأثير مفاهيم وأدوات التسويق الأخضر على س

ماليزيا. ويهدف هذا البحث إلى معالجة الفجوة البحثية في ممارسات مفاهيم وأدوات التسويق 

الأخضر، خصوصا في سياق فهم المستهلكين، ومواقفهم، وتوعيتهم، ونواياهم، ونتاج 

نظرية السلوك المخطط  السلوكيات نحو حماية البيئة. ويستند الإطار النظري لهذا البحث على

التي تشتمل على مكونات مثل الموقف، والمعيار الشخصي، وتصور السيطرة السلوكية. 

وتشتمل هذه الدراسة على الموقف نحو مفاهيم وأدوات التسويق الأخضر، والموقف نحو 

حماية البيئة، والتأثير الاجتماعي، ودور الحكومة، وسعر المنتج الأخضر. ويمثل الوسيطان 

الوعي والعزم( ووسيط أخر هو )الجنس( المجال الرئيس، في حين يعتبر سلوك حماية البيئة )

العامل التابع. وتم تحليل البيانات من خلال التحليل الوصفي والاستكشافي والعامل التوكيدي 

 600(. وتم توزيع SEM( و نمذجة المعادلات الهيكلية )SPSSباستخدام إس بي إس إس )

عينة ملائمة، في كلانغ فالي ومناطق وسيلانجور. وباختصار، تم دعم روابط استبانة على 

فرضية ، ورفض ثمانية. وأوضحت نتائج تحليل نمذجة المعادلات الهيكلية خمسة  12

اعتبارات هامة، هي: أولا، أن التأثير الاجتماعي، ودور الحكومة، وسعر المنتج الأخضر لها 

، في حين أن موقف المستهلكين تجاه مفاهيم وأدوات علاقة مباشرة بسلوك حماية البيئة

التسويق الأخضر، والموقف من حماية البيئة ليس له تأثير مباشر على المستهلكين في حماية 

البيئة. ثانيا، أن التوعية تتوسط في العلاقات بين النفوذ الاجتماعي ودور الحکومة وسعر 

وسط في العلاقات بين المواقف تجاه مفهوم المنتج الأخضر في حماية البيئة، ولکنها لا تت

وأدوات التسويق الأخضر، والموقف من حماية البيئة. ثالثا، أن العزم يتوسط فقط في العلاقة 

بين النفوذ الاجتماعي وحماية البيئة. وأخيرا، يشير تحليل الاعتدال إلى أنه فيما عدا العلاقة بين 

لا يوجد فرق بين الذكور والإناث، وأنه يوجد الموقف نحو حماية البيئة والتوعية، فإنه 

اختلاف بين الجنسين في جميع البنود الأخرى. ويساهم التطبيق النظري في التصور السلوكي 

لأنه يوفر دليلا تجريبيا فيما يتعلق بتحسين موقف المستهلكين من خلال مفاهيم وأدوات 

حماية البيئة. وأما التطبيقات  التسويق الأخضر، مع فهم ووعي المستهلكين ومواقفهم تجاه

العملية فإنها أولا، توفر المواد المرجعية للمسوقين لفهم القضايا البيئية الحالية على أساس 

اهتمام المستهلكين للمنتجات الخضراء. وأن زيادة الوعي بين المستهلكين يساهم في تطوير 

.ثانيا، أن التنفيذ  ة من المستهلكينالمواقف الإيجابية، وبالتالي زيادة التحسين في حماية البيئ

السليم لدور الحكومة، والمرافق والمعلومات الكافية، ومحو الأمية البيئية في المناهج التعليمية 

الماليزية قد تؤثر على فهم المستهلكين لمسؤولية الفرد عن حماية البيئة. وأخيرا، فإن اهتمام 

يؤدي إلى تحسين الوعي والعزم والالتزام المستهلكين ومشاركتهم في التفاعل الاجتماعي 

 القوي والموقف تجاه حماية البيئة.
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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 19th 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). 
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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).   
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Table 1.1 Generation of Municipal Solid Waste in Malaysia by State (1996-2009) 

 

 

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 


