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ABSTRACT 

As countries are working towards the achievement of sustainable development goals, university 

education is seen as a key ingredient in preparing our future generations for this challenge. 

However, past studies have shown that there are disparities in the understanding and behavioural 

practices of male and female consumers, suggesting that female consumer’s exhibit healthy 

environment related behaviour than their male counterparts. The present study, aiming at 

examining this claim, administered questionnaires to 137 students. The data indicates that female 

consumers possessed slightly better knowledge about environmental issues while male consumers 

had slightly better attitudes. However the knowledge, attitudes, intentions of both male and female 

consumers in J&K is superficial and their green purchase practices are poor.   
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INTRODUCTION 

There is increasing responsibility for corporations to take a greater participation in addressing global 

societal issues such as eradicating poverty and environmental protection in developing countries 

(London and Hart, 2004). This technology has created pollution and jeopardized our future 

generations due to continuous air, water and land pollution (Hall and Khan, 2003). As a result of 

increasing concentration of carbon dioxide in the atmosphere due to anthropogenic emissions was 

predicted to lead to significant changes in climate (Houghton et al., 1995) and the predictions have 

come more than true as in 2017, the oceans were by far the hottest ever recorded (Guardian, 2017). 

Since 1970, CO2 emissions have increased by about 90%, with emissions from fossil fuel combustion 

and industrial processes contributing about 78% of the total greenhouse gas emissions increase from 

1970 to 2011 (IPCC, 2014). Over the past three years, non-CO2 greenhouse gas emissions have 

continued to grow somewhat faster than CO2 emissions, namely by 1.5% (2014), 1.2% (2015) and 

1.0% (2016), whereas over the same period CO2 increased by a respective 0.8%, -0.2% and 0.3% 

(Olivier et al, 2017). As the population of the world is estimated to reach 9.6 billion by 2050 (UN 

2013), at present 1 in eight people goes to bed hungry each night (Mercy Corps, 2015). Of the 842 

million malnourished people in the world, 300 million are children; 553 million are from Asia Pacific 

Countries, while 227 million are from sub-Saharan Africa. These figures are astonishing, as Africa and 

Asia alone account for roughly around 95 per cent of the world’s agricultural population (World 

Watch Institute 2011). While providing basic healthcare has been a challenge in these countries, 

India is doing worse with only 0.7 physicians, for every thousand people (World Bank, 2012). As 

these problems are not particular to a region or specific country only, it requires all the nations to 

join hands to confront these issues and to come out with solutions.   

Around the world it is estimated that 93 per cent of CEO’s consider embedding sustainability into 

their businesses as important (UN Global Compact Report, 2010). As green consumption is on the 

rise (Lee, 2008; Tewari and Dave, 2012; Punyatoya, 2014), increasing number of consumers are 

making a conscious choice of shifting to sustainable products (Jain and Kaur, 2004; Lee, 2011; Singh 

and Bansal, 2012; Punyatoya, 2014). The ecologically conscious consumers have emerged in 

response to the appearance of worrying signs (e.g. land degradation, animal extinction, atmospheric 

pollution) concerning the systematic maltreatment of the environment (Fisk, 1973; Kinnear, Taylor, 

& Ahmed 1974). As environment has taken centre stage, marketers have turned it into an 

opportunity by focusing on greening their businesses to gain a competitive edge by accessing new 

markets to maximise profits (Polonsky, 1994). The consumers have also become aware about their 

demand power and they are avoiding products with negative environmental effects (Laroche, 

Molson, Bergeron & Barbaro-Forleo, 2001; Siringi, 2012). Researchers expect changes in the 
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consumers’ buying behaviour to play a crucial role in societal response to sustainability issues (Defra, 

2008; Defra and Collier, 2010).  

Research on Green marketing, green products, green consumption and related concepts has 

increased manifolds but the gap between the attitudes and behaviours with relation to green 

consumption is well documented (Alwitt and Pitts, 1996; Hughner et al., 2007; Gupta and Ogden, 

2009; Papaoikonomou et al., 2011; Kalamas et al., 2013; Moser, 2015). While many researchers have 

made significant contributions to the sustainability literature outside the country (Gupta and Ogden, 

2009; Young et al., 2009; Borin et al., 2013; Slevitch et al., 2013), studies on the green buying 

behaviour of Indian populace are very few (Gill, 2012; Khan et al., 2013; Punyatoya, 2014). 

ENVIRONMENTAL KNOWLEDGE 

As studies on consumer behaviour state that consumers base their purchase decision after 

evaluation of many forms of knowledge (Kotler & Armstrong, 2012; Ottman, 2011), researches argue 

that for consumers to adopt environmentally sustainable attitudes and practices, environmental 

knowledge is a must (Polonsky et al., 2012; Cheah & Phau, 2011). While some refer to environmental 

knowledge as an individual’s awareness about environmental issues, D’Souza et al., (2007) sees it as 

an individual’s knowledge and their impact on the environment. As environmental knowledge has 

been found to be positively correlated with green purchasing behaviour (Mostafa, 2007; Tanner, 

Kaiser, & Kast, 2004; Tanner & Kast, 2003; Tilikidou & Delistavrou, 2008), it plays a significant role in 

the adoption of green products (Gam, 2011), it may be viewed as an important predictor of green 

purchase attitudes and behaviour of individuals.  

ENVIRONMENTAL ATTITUDES 

Kotler and Armstrong (2012) define an individual’s attitude as consistent “favourable or 

unfavourable evaluations, feelings and tendencies toward an object or idea”. When attitudes are 

based on specific issues or personal experiences, prior knowledge of the issue or experience is a 

necessity (Gupta & Ogden, 2009). Polonsky et al. (2012) found that consumers incorporate new 

knowledge concerning the environment into their general attitudes and that once they become 

more knowledgeable about environmental issues they modify their attitudes and behaviours 

accordingly. These results were confirmed by many other researchers like Fryxell and Lo (2003), and 

Mostafa (2007), Cheah and Phau (2011), Levine and Strube (2012), Zsoka et al. (2013). 

PURCHASE INTENTIONS 

Niaura (2013) defines purchase intentions as the extent of a consumer’s willingness or readiness to 

perform a specific behaviour. As it is the intention of an individual to act or behave in a certain 

manner, it serves as a presupposition of favourable environmental activities and encompasses the 

likelihood of purchasing a particular product as a result of environmental needs (Chen &Chang, 
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2012; Abdul-Muhmin, 2007). While literary evidences contend several factors to be responsible for 

pro environmental behaviours, most of the researchers on green consumption believe that 

ecological purchase intentions are highly related to ecological behaviour (Mostafa, 2007) 

OBJECTIVES OF THE STUDY 

The purpose of this study was to understand the differences in environmental knowledge, attitudes 

towards green products and the purchasing behaviour of young male and female consumers with 

respect to green products.  

RATIONALE OF THE STUDY 

From the literature review, it is clear that there are gaps in the knowledge, attitudes and behaviours 

with respect to green consumerism (Alwitt and Pitts, 1996; Defra, 2008; Gupta and Ogden, 2009). As 

the impact of education is positively associated with students developing healthy behavioural 

practices, there are still differences between male and female students. Connell et al., (1998) found 

that girl students are environmentally more conscious than their male counterparts and have a 

stronger feeling and verbal commitment to the environment (Chawla, 1988). Similarly, Mostafa 

(2007) contends that women are more concerned about environmental issues. As per Socialization 

theory women tend to be more independent, nurturing, cooperative and having a stronger ethic of 

care for other, including the environment in comparison to men (Zelezny and Bailey, 2006). 

Therefore, we will try to examine whether differences in the environmental knowledge, attitudes 

and behaviours could be found in the consumers of J&K state. 

METHODOLOGY 

The study was undertaken at the University of Kashmir (UoK). A questionnaire was administered to 

assess the environmental awareness and attitudes of students and their current day-to-day 

behavioural practices with respect to green purchasing. We received a total of 127 completed 

questionnaires which comprises of 73 male and 54 female students. Only freshmen were selected 

for the survey as a course on environmental studies is taught in the later year of graduate course, 

which might influence the responses of the students. Perceived environmental knowledge was 

assessed using a five items scale adopted from perceived knowledge of environmental issue scale 

(Mohr et al., 1998). The attitudes towards green purchasing were measured using six items adopted 

from Lee (2008). The green purchase intentions were measured using 3 item scale adopted from 

(Chan, 2001) while, green purchasing behaviour was measured using a four item scale adopted from 

Lee (2010).  

SURVEY RESULTS 

The first part of the questionnaire assessed the knowledge of young consumers pertaining to 

environment. While examining the differences between the two genders (table 1), there were minor 
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differences, but overall the female students scored higher than their male counterparts on this 

dimension. On first item “I know I buy products and packages that are environmentally safe” the 

mean differences were minimal with almost same percentage of consumers from both genders 

agreeing or strongly agreeing. On second item “I know more about recycling than the average 

person” female consumers scored better as more male consumers disagreed with the statement. On 

third and the fifth item also “I know how to select products and packages that reduce the amount of 

waste ending up in landfills”, “I am very knowledgeable about environmental issues” more female 

consumers agreed with the statements. While more male consumers strongly agreed with the forth 

item “I understand the environmental phrases and symbols on the product package”. From these 

results we get an understanding that female consumers’ knowledge about environmental issues is 

slightly better than male consumers but the mean scores show that this knowledge is superficial. 

The second portion of the questionnaire assessed the attitudes of young consumers regarding green 

purchasing practises. The first two questions “I think environmental protection works are simply a 

waste of money and resources”, “I think environmental protection is meaningless” were kept 

reverse worded to engage the consumers into thinking. The mean scores on both these items have 

minor differences with more female consumers disagreeing with the statements. On the third item 

“It is meaningful to invest resources to educate citizens to protect and sustain the environment” 

more female consumers were in favour. Likewise more female consumers strongly agreed with the 

item “I think more environmental protection works are needed in J&K”. However on items “It is very 

important to raise environmental awareness among the people of J&K”, “Environmental protection 

should be one of the most important agenda for the government” more male students showed 

strong approval than the female consumers. On this dimension we decipher that male consumers 

had slightly better pro-green attitudes than the female consumers but the mean scores of both 

genders prove that these attitudes are not firm.            

The third section of the questionnaire ascertained the intentions of consumers regarding green 

products. On all the three items “I intend to buy green product because of environmental concern”, 

“I expect to purchase green product in the future because of its environmental benefits”, “Overall, 

I’m glad to purchase green product because it is environmental friendly” based on the mean scores, 

male consumers showed strong intentions than female consumers to buy green products in future.  

The last portion of the instrument measured the behavioural practices of the two genders regarding 

green purchases. On all the four items “When shopping, I deliberately check products for 

environmentally harmful ingredients”, “When shopping, I deliberately choose products with 

environmentally friendly packaging”, “I will choose to buy environment-friendly products, even if 

they are more expensive than other products”, “When shopping, when I consider buying a product, I 
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will look for a certified environmental label”, based on the mean scores, consumers of the both 

genders scored poorly.  

 

CONCLUSIONS 

A lot of Research on green purchasing and its antecedents is going on around the world but this 

concept has not received much attention in India. While gender differences in knowledge, attitudes, 

intentions and behaviours are well documented in the literature, this study tries to understand the 

gender differences in knowledge pertaining to environmental concepts as well as the green 

attitudes, intentions and behavioural practices of young consumers in J&K. The study concludes that 

the overall environmental knowledge of consumers of both the genders is superficial and their 

attitudes, intentions and purchasing behaviour is poor. Therefore, we would recommend that 

environmental studies course taught at the graduate level be updated by including more 

sustainability aspects into the curriculum. Similarly workshops, seminars and conferences on 

sustainability practices and green consumerism should be organised at the school, college and 

university level to inculcate such practices into the value system of our young consumers.    
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Table 1: Gender based mean scores of young consumers. 

Source: Authors’ own findings

   Srongly diagree/ 
disagree (%) 

Srongly agree/ 
agree (%) Male Female 

Mean Mean Male Female Male Female 

I know I buy products and packages that are environmentally safe 3.40 3.39 28.8 31.5 60.3 59.3 

I know more about recycling than the average person 3.85 4.02 13.7 5.6 74.0 79.6 

I know how to select products and packages that reduce the amount of waste ending up in landfills 3.22 3.52 26.0 14.8 47.9 61.1 

I understand the environmental phrases and symbols on the product package 3.48 3.37 19.2 27.8 58.9 51.9 

I am very knowledgeable about environmental issues 3.64 3.85 16.4 14.8 67.1 70.4 

I think environmental protection works are simply a waste of money and resources 3.74 3.80 17.8 20.4 74.0 75.9 

I think environmental protection is meaningless 3.53 3.33 21.9 27.8 61.6 55.6 

It is meaningful to invest resources to educate citizens to protect and sustain the environment 3.25 3.43 32.9 27.8 46.6 61.1 

I think more environmental protection works are needed in J&K 3.86 3.96 19.2 9.3 75.3 85.2 

It is very important to raise environmental awareness among the people of J&K 3.78 3.54 19.2 29.6 75.3 64.8 

Environmental protection should be one of the most important agenda for the government 3.52 3.28 26.0 25.9 63.0 53.7 
I intend to buy green product because of  environmental concern 3.23 3.13 31.5 35.2 49.3 51.9 
I expect to purchase green product in the future because of its environmental benefits 3.51 3.41 16.4 20.4 57.5 50.0 
Overall, I’m glad to purchase green product because it is environmental friendly 3.56 3.37 17.8 25.9 58.9 51.9 

When shopping, I deliberately check products for environmentally harmful ingredients 2.95 2.78 28.8 51.9 42.5 40.7 

When shopping, I deliberately choose products with environmentally friendly packaging 2.49 2.33 54.8 59.3 19.2 13.0 

I will choose to buy environment-friendly products, even if they are more expensive than other 
products 

2.01 2.26 78.1 63.0 13.7 18.5 

When shopping, when I consider buying a product, I will look for a certified environmental label 2.73 2.83 49.3 35.2 37.0 37.0 



Journal of Marketing Strategy (JMS)     

Vol. 6 Issue 1, February 2018,  
ISSN: 2347-3770 | Impact Factor: 4.73 
Journal Homepage: http://www.jmspublication.com, Email: publicationjms@gmail.com  
Double-Blind Peer Reviewed Refereed Open Access International Journal - Included in the International  
Serial Directories Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., Open J-Gage as well as in Cabell’s Directories of 
Publishing Opportunities, U.S.A 

 

  
Journal of Marketing Strategy (JMS) 

      Email: publicationjms@gmail.com, http://www.jmspublication.com 
(An open access scholarly, peer-reviewed, interdisciplinary and fully refereed journals.) 

32 

REFERENCES 

Abdul-Muhmin, A.G. 2007. Explaining consumers‟ willingness to be environmentally friendly. 

International Journal of Consumer Studies, 31(3):237–247 

Alwitt, L.F. and Pitts, R.E. (1996), “Predicting purchase intentions for an environmentally sensitive 

product”, Journal of Consumer Psychology, Vol.5No.1, pp.49–64 

Borin, N., Lindsey-Mullikin, J. and Krishnan, R. (2013), “An analysis of consumer reactions to green 

Strategies”, Journal of Product & Brand Management, Vol. 22 No.2, pp. 118–128. 

Chan, R. (2001), “Determinants of Chinese consumers’ green purchase behaviour”, Psychology and 

Marketing, Vol. 18 No.4, pp.413-489. 

Chawla,L. (1988) Children’s concern for the natural environment. Children’s Environments Quarterly 

5 (3), 13–20.  

Cheah, I. & Phau, I. 2011. Attitudes towards environmentally friendly products: the influence of 

ecology, interpersonal influence and value orientation. Marketing Intelligence & Planning, 29(5): 

452-472 

Chen, Y.S. & Chang, C.H. 2012. Enhance green purchase intentions: the roles of green perceived 

value, green perceived risk, and green trust. Management Decision, 50(3): 1-43 

Connell, S., Fien, J., Lee, J., Sykes, H. and Yencken, D. (1998) ‘If it doesn’t really affect you, you don’t 

think about it.’ A qualitative study of young people’s environmental attitudes in two Australian 

cities. Environmental Education Research 4 (3), 95–113. 

D’Souza, C., Taghian, M., Lamb, P. and Pretiatko, R., 2007. Green decisions: demographics and 

consumer understanding of environmental labels. International Journal of Consumer Studies, 31, pp. 

371-376. 

Defra, and Collier, A. (2010). Understanding and influencing behaviours: A review of social research, 

economics and policy making in Defra, February 2010. 

Defra. (2008). A framework for pro-environmental behaviours. London: Defra. 

Fisk, G. (1973). Criteria for a theory of responsible consumption. Journal of Marketing, 37, 24–31. 

Fryxell, G., & Lo, C. 2003. The influence of environmental knowledge and values on managerial 

behaviors on behalf of the environment: An empirical examination of managers in China. Journal of 

Business Ethics, 46(1): 45–59 

Gam, H. J. 2011. Are fashion-conscious consumers more likely to adopt eco-friendly clothing? Journal 

of Fashion Marketing and Management, 15(2): 178-193 



Journal of Marketing Strategy (JMS)                                              

Vol. 6 Issue 1, February 2018,  
ISSN: 2347-3770 | Impact Factor: 4.73 

 
Journal of Marketing Strategy (JMS) 

      Email: publicationjms@gmail.com, http://www.jmspublication.com 
  (An open access scholarly, peer-reviewed, interdisciplinary and fully refereed journals.) 

33 

Gill, K. (2012), “College students attitudes towards ethical consumerism - An Indian perspective”, 

Journal of business and management, Vol. 4 No.5, pp.01-13. 

Gupta, S. and Ogden, D.T. (2009), “To buy or not to buy? A social dilemma perspective on green 

buying”, Journal of Consumer Marketing, Vol. 26 No.6, pp. 376-391. 

Guardian. (2017). In 2017, the oceans were by far the hottest ever recorded. Retrieved from: 

https://www.theguardian.com/environment/climate-consensus-97-per-cent/2018/jan/26/in-2017-

the-oceans-were-by-far-the-hottest-ever-recorded 

Hall, B. H., & Khan, B. (2003). Adoption of new technology (No. w 9730). National bureau of 

economic research. 

Houghton, J. T. et al. (eds) Climate Change 1995: The Science of Climate Change (Cambridge Univ. 

Press, Cambridge, 1996) 

Hughner, R.S., Mcdonagh, P., Prothero, A., Shultz, C.J. and Stanton, J. (2007), “Who are organic food 

consumers? A compilation and review of why people purchase organic food”, Journal of Consumer 

Behaviour, Vol. 6 Nos 2‐3, pp. 94-110. 

IPCC. (2014). Climate Change 2014: Mitigation of Climate Change EXIT Contribution of Working 

Group III to the Fifth Assessment Report of the Intergovernmental Panel on Climate Change. (O. 

Edenhofer, R. Pichs-Madruga, Y. Sokona, E. Farahani, S. Kadner, K. Seyboth, … J. C. Minx, Eds.) 

Cambridge University Press, Cambridge, United Kingdom and New York, NY, USA. 

Jain, S.K. and Kaur, G. (2004), “Green marketing: an Indian perspective”, Decision, Vol. 31 No. 2, pp. 

168-209. 

Kalamas, M., Cleveland, M. And Laroche, M. (2013), “Pro-environmental behaviors for thee 

but not for me: Green giants, green Gods, and external environmental locus of control”, Journal of 

Business Research, Vol. 67, pp. 12-22. 

Khan, A., Khan, M.N. and Siddiqui, T.Z. (2013), “Gauging attitudes towards the environment 

through NEP: a case study from India”, International Journal of Social Entrepreneurship and 

Innovation, Vol. 2 No.1, pp. 42-51 

Kinnear, T.C., Taylor, J.R., & Ahmed, S.A. (1974). Ecologically concerned consumers: Who are they? 

Journal of Marketing, 38, 20–24 

Kotler, P. and Armstrong, G., 2014. Principles of marketing. 15th Global Ed. Pearson Education 

Limited. 

Laroche, M., Molson, J., Bergeron, J. and Barbaro-Forleo, G., 2001. Targeting consumers who are 

willing to pay more for environmentally friendly products. Journal of Consumer Marketing, 18(6), pp. 

503-520. 

Lee, K. (2008), “Opportunities for green marketing: young consumers”, Marketing Intelligence & 



Journal of Marketing Strategy (JMS)                                              

Vol. 6 Issue 1, February 2018,  
ISSN: 2347-3770 | Impact Factor: 4.73 

 
Journal of Marketing Strategy (JMS) 

      Email: publicationjms@gmail.com, http://www.jmspublication.com 
  (An open access scholarly, peer-reviewed, interdisciplinary and fully refereed journals.) 

34 

Planning, Vol. 26 No.6, pp. 573-586. 

Lee, K. (2011), “The Green Purchase Behavior of Hong Kong Young Consumers: The Role of Peer 

Influence, Local Environmental Involvement, and Concrete Environmental Knowledge”, Journal of 

International Consumer Marketing, Vol. 23, pp.21-44. 

Levine, D.S. & Strube, M.J. 2012. Environmental attitudes, knowledge, intentions and behaviors 

among college students. The Journal of Social Psychology, 152(3): 308–326 

London, T., & Hart, S. L. (2004). Reinventing Strategies for Emerging Markets : Beyond the 

Transnational Model. Journal of International Business Studies, 35(February), 350–370. 

https://doi.org/10.1057/palgrave.jibs.8400099 

Mercy Corps. (2015), Quick facts: What you need to know about global hunger, 

https://www.mercycorps.org/articles/quick-facts-what-you-need-know-about-global-hunger/ 

Mohr, L.A., Eroğlu, D. and Ellen, P.S. (1998), “The development and testing of a measure of 

skepticism toward environmental claims in marketers’ communications”, Journal of Consumer 

Affairs, Vol. 32 No. 1, pp. 30-55 

Moser, A.K. (2015), “Thinking green, buying green? Drivers of pro-environmental purchasing 

behaviour”, Journal of consumer marketing, Vol. 32 No.3, pp. 167-175. 

Mostafa, M. M. (2007). Gender differences in Egyptian consumers’ green purchase behaviour: the 

effects of environmental knowledge, concern and attitude. International Journal of Consumer 

Studies, 31(3), 220-229. 

Niaura, A. 2013. Using the theory of planned behavior to investigate the determinants of 

environmental behavior among youth. Environmental Research, Engineering and Management, 

1(63): 74-81 

NOAA (National Ocean and Atmospheric Association), Where is all of the Earth's water?, 

http://oceanservice.noaa.gov/facts/wherewater/ 

Olivier, J. G. J., Schure, K. M., & Peters, J. A. H. W. (n.d.). Trends in global co2 and total greenhouse 

gas Emissions - 2017 report. Hague, Netherlands. Retrieved from 

http://www.pbl.nl/sites/default/files/cms/publicaties/pbl-2017-trends-in-global-co2-and-total-

greenhouse-gas-emissons-2017-report_2674.pdf 

Ottman, J., 2011. The new rules of green marketing: Strategies, tools, and inspiration for sustainable 

branding. Berrett-Koehler Publishers: New York. 

Papaoikonomou, E., Ryan, G. and Ginieis, M. (2011), “Towards a holistic approach of the attitude 

behaviour gap in ethical consumer behaviours: Empirical evidence from Spain”, International 

Advances in Economic Research, Vol.17 No.1, pp. 77-88. 

Polonsky, M.J., 1994. An introduction to green marketing. Electronic Green Journal, 1(2), pp. 1-10 

https://www.mercycorps.org/articles/quick-facts-what-you-need-know-about-global-hunger/
http://oceanservice.noaa.gov/facts/wherewater/


Journal of Marketing Strategy (JMS)                                              

Vol. 6 Issue 1, February 2018,  
ISSN: 2347-3770 | Impact Factor: 4.73 

 
Journal of Marketing Strategy (JMS) 

      Email: publicationjms@gmail.com, http://www.jmspublication.com 
  (An open access scholarly, peer-reviewed, interdisciplinary and fully refereed journals.) 

35 

Polonsky, M.J., 1994. An introduction to green marketing. Electronic Green Journal, 1(2), pp. 1-10 

Polonsky, M.J., Vocino, A., Grau, S.L., Garma, R. & Ferdous, A.S. 2012. The impact of general and 

carbon-related environmental knowledge on attitudes and behaviour of US consumers. Journal of 

Marketing Management, 28(3–4): 238–263 

Punyatoya, P. (2014). Linking environmental awareness and perceived brand eco-friendliness to 

brand trust and purchase intention. Global Business Review, 15(2), 279-289. 

Singh, A. K. and Bansal, M. (2012), “Green marketing: A study of consumer attitude and 

environmental concern”, The Indian Journal of Commerce, Vol.65, No.2, pp.273-283. 

Siringi, R.K., 2012. Determinants of green consumer behaviour of post graduate teachers. Journal of 

Business and Management Sciences, 6(3), pp. 19-25. 

Slevitch, L., Mathe, K., Karpova, E. and Scott-Halsell, S. (2013), “Green attributes and 

customer satisfaction: Optimization of resource allocation and performance,” International Journal 

of Contemporary Hospitality Management, Vol. 25 No. 6, pp. 802-822 

Tanner, C. and Kast, K.C., 2003. Promoting sustainable consumption: Determinants of green 

purchases by Swiss consumers. Psychology and Marketing, 20(10), pp. 883-902. 

Tanner, C., Kaiser, F., and Kast, S. (2004). Contextual conditions of ecological consumerism: A food-

purchasing survey, Environment and Behavior, 36, 94– 111 

Tewari, R. and Dave, D. (2012), “Corporate social responsibility: Communication through 

sustainability reports by Indian and multinational companies”, Global Business Review, Vol. 13 No. 3, 

pp. 393–405. 

Tilikidou, I., & Delistavrou, A. (2008). Types and influential factors of the consumers’ non-purchasing 

ecological behaviors, Business Strategy and the Environment, 17(1), 61–76. 

UN. (2013), World Population projected to reach 9.6 billion by 2015, 

https://www.un.org/development/desa/en/news/population/un-report-world-population-

projected-to-reach-9-6-billion-by-2050/ 

World Bank. (2012), Physicians (per 1000 people), 

http://data.worldbank.org/indicator/SH.MED.PHYS.ZS/countries/1W-C8?display=default  

World Watch Institute. (2011), Asia and Africa home to 95 percent of Global Agricultural Population, 

http://www.worldwatch.org/asia-and-africa-home-95-percent-global-agricultural-population/ 

Young, W., Hwang, K., McDonald, S. and Oates, C.J., 2010. Sustainable consumption: Green consumer 

behaviour when purchasing products. Journal of Sustainable Development, 18, pp. 20–31. 

Zelezny, L., & Bailey, M. (2006). A call for women to lead a different environmental 
movement. Organization & environment, 19(1), 103-109. 
Zsóka, A., Szerényi, Z.M., Széchy, A. & Kocsis, T. 2013. Greening due to environmental education? 
Environmental knowledge, attitudes, consumer behavior and everyday pro-environmental activities 
of Hungarian high school and university students. Journal of Cleaner Production, 48(1): 126-138. 

https://www.un.org/development/desa/en/news/population/un-report-world-population-projected-to-reach-9-6-billion-by-2050/
https://www.un.org/development/desa/en/news/population/un-report-world-population-projected-to-reach-9-6-billion-by-2050/
http://data.worldbank.org/indicator/SH.MED.PHYS.ZS/countries/1W-C8?display=default
http://www.worldwatch.org/asia-and-africa-home-95-percent-global-agricultural-population/

