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ABSTRACT 

This study seeks to understand the purchase intent of emerging green consumers. The article 

starts with a brief theoretical reflection on green marketing, emerging green consumer, and 

sustainability. This research looks in to knowledge and attributes of green product and intent-to-

purchase green products hence address research questions. Theoretical framework was 

developed to depict the relationship between product attributes and purchase intent.  

A close-ended survey approach was used in order to collect responses from concerned target 

audience. Quantitative approach was used for 277 respondents. Research methodology and data 

was analyzed. Product attributes such as product availability, price, promotion, environmentally 

friendly production method, recyclable or reusable, no animal testing, brand association to 

ecological causes  were rated to indicate importance with regard to purchase intent of green 

products.  

Results are then scrutinized which demonstrates particular attributes of green products that are 

more important than other considering purchase intent of green consumer. Results indicate that 

promotion is among the most important attribute among all the other attributes we studied.  

This study is concluded by discussing limitations of study along with future research. Certain 

managerial implications for marketers are addressed in this research.  

 


	front cover
	table of content

