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ABSTRACT

When the goods are eco-friendly and readily available then consumers first examine various aspects of the products before buying. Firms should concentrate their energies on producing environmental friendly goods that meet consumers' needs while still helping them to earn long-term profits. This leads the customers to make purchase decisions based on their green conceptions. So, this study aims to examine the factors that are influencing green purchase decisions. Green skepticism basically has reduced the consumer’s ability of having proper true information about the product due to which they are not able to comprehend any of the changes in the economy. Environmental concern is something that is related to the perception about green market products. It is because environmental concern does affect the green purchase decisions indirectly through the perception that consumers have about green products which obviously affects the green purchase decisions. Coming to the other variable which is exposure to green marketing it actually promoted the concern of consumers of buying more environmentally friendly products because maybe they are more worried about the society or maybe they have more awareness than the other people.
The target population includes male females from 15 to 31 years. Our target population possesses different educational backgrounds. The sample size is 300 and we have got 100 percent response rate by taking maximum responses. Cronbach’s alpha was used to check the reliability of questionnaire. Raw data was collected and descriptive and inferential statistics that includes Pearson correlation and multiple were used. We developed hypothesis through these testing techniques. According to the results drawn, independent variable that is environmental concern has significant influence on dependent variable that is green purchase decision. On the other hand, the independent variables that are exposure to green marketing and green skepticism do not have any significant influence on green purchase decision. 
CHAPTER 1
INTRODUCTION
1.1 Background of the study
     In this paper the phenomenon of Green Marketing is focused and aspect of Green Purchase Decision of the consumers in Pakistan is studied, some other factors that has a significant effect on it for example Exposure to Green Marketing, Environmental Concerns and Green Skepticism are also studied in detail to analyze how they affect Green Purchase Decision. Today's world is experiencing several environmental challenges. The idea that a business is responsible beyond the production of goods and services is not new. The responsibility of the organization now includes not only the needs of its employees, but also the environment and society as a whole. As the industry expands in strength and worth, it is also expected to share the benefits of that growth with the rest of society. Commercial growth has led to rapid economic growth, mass production through advanced technology, comfort and luxury, style, tough competition, use of unhealthy marketing strategies and strategies to attract customers, excess marketing, freedom and globalization, globalization, re-marketing and distribution large, etc., has created many problems. The word, 'green' signifies purity. The green message means mature and neutral facts, without exaggeration or ambiguity. Green marketing is the most controversial topic for ordinary people in high-tech groups.
The study of how people make decisions about their wants, needs, purchases, and actions in relation to a product, service, or organization is known as consumer behavior. Green products have been developed by companies that have discovered a market gap and tapped into it. There are three components of consumer behavior that includes attributes, social norms and preface competitors.  Environmental friendly goods have become increasingly popular in recent years (Paco et al, 2009; Dangelico&Vocalelli, 2017). Thishas led the marketing expertise to work on new marketing ideology which is called Green marketing (Govender & Govender, 2016).In terms of product and service promotion, environmental marketing should serve as a driver of a sustainable image for both the goods and services offered by organizations. (Alípio Ramos Veiga Neto and Arthur William Pereira da Silva, 2020).
The word green depicts “eco”, and “environmental friendly” image to the consumers. Some companies are involved in misleading the consumers by using a term “green washing” which means that the products they are selling are environmental friendly, while the products are not (Chen & Chang, 2012).If done correctly, marketing that addresses environmental issues, also known as environmental marketing, green marketing, or sustainable marketing, is beneficial to consumers, the environment, and organizations. (Alípio Ramos Veiga Neto and Arthur William Pereira da Silva, 2020)This false leading turn the consumers to show mistrust towards green messages or claims and hence lead to green skepticism (Goh & Balaji, 2016).
As environmental concerns are increasing day by day, it marks a positive impact on the purchase of green products and a new term green consumer has also been introduced (Akehurst, Afonso &Gonçalves, 2012). Marketers are highlighting green consumers so that they can increase awareness and provide an exposure to green marketing (Awad, 2011). Researchers have tried to figure out some factors of consumption behavior. Companies are interested in gathering more information related to consumers demand for green products. A relation was studied between skepticism and exposure (Elhajjar&Dekhili, 2015; Strother & Fazal, 2011). Previous studies assert that exposure to green products may lead to skepticism (Goh & Balaji, 2016). The terms which are doubtful or are not clear in green marketing lead to misunderstanding among the consumers, it increases the green skepticism (Paço et al, 2012; Chen & Chang, 2012). There are some consumers who have environmental concerns but are not in favor of buying green. It is called action, awareness gap (Baker et al, 2010; Szmigin, Carrigan & McEachern, 2009).The aim of this research is to evaluate how environmental concern, exposure to green marketing, and green skepticism influence the green purchasing decisions of young consumers (Isenhour, 2010).
[bookmark: _Toc135052049]1.2 Problem Identification
Climate change has become a major issue in the Asian side across the world. People are facing environmental threats and over population and it are not limited to any sub-continent (Lee, 2008). Pakistan faces the extreme environmental issues like pollution that involves scarcity of drinking water, air and noise pollution. There has been a tremendous increase in environmental concerns, its issues and consequences which has made the people of country and the government to pay serious attention towards this matter (Mustafa, 2006).
Pakistan is a country where the environment friendly products including the technologies and services are in an emerging stage, so the international marketers have a great set of opportunities here. The main strategy needed is to understand the attitudes and perceptions of local people regarding such products. There is a gap in this country, which needs to be catered by the marketers. In this context, a research study should be conducted that will acquire the perceptions and attitudes of local citizens. People with environmental concerns are not being catered with right information and products to address their needs. 
1.3 Problem Statement
The Green marketing concept was under consideration in early 1970’s but gained popularity in 90’s (Laroche et al., 2001). Companies and consumers are more concerned about the environment and keep on thinking about green products according to the researchers (Paettie& Crane, 2005), so that they can increase the demand and consumption of green products. Hence, the problem arises to conduct a study about the green products and the aspects that persuade the consumer buying behavior towards environment. So, we take Pakistani market and specifically one of its identified cities Lahore for our study.














1.4 RATIONALE
Although this research has been conducted in various countries but the aim of conducting this research is ideally for Pakistan. There are a lot of manufacturers who have shown concerns about the environmental conditions and how it can affect the society. 
The dependent variable is GP decision in which the consumers and producers want to promote all their attention towards their products that are green and environment friendly. The independent variables are Green Skepticism, environmental concern and exposure to green marketing which have an immense effect on the environment. The effects include that it helps to maintain ecological balance. Also, another important reason to study this topic is business and their relationship with green marketing. Also we know that businesses main aim is to make profit but there is hardly any company that cares about the environment. They don’t know about sustainability and business ethical codes.  Green marketing is a very important issue which needs to be very seriously.
     In Pakistan there is not much awareness about this topic among people as they are not concerned about the sensitivity of this problem. Green marketing is not just about having a friendly environment but is more about letting consumers know the importance of a healthy environment.  The benefits of this research are two folds; firstly, it is going to fill the gap in literature where no previous study has been conducted on this topic with this construct. Secondly this study will provide implications for marketers to formulate which shall address these issues.



1.5 RESEARCH OBJECTIVES
1. To examine whether environment concerns have significant effects on purchasing decisions.
2. To examine whether access to green marketing has a significant effect on Purchase decision.
3. To examine whether green skepticism has an important persuasion on purchase decision. 












1.6 Overview of the Chapters
This chapter I begin with the introduction of consumer behavioral studies on green marketing. Each measure is linked to consumer behavior. In addition, the type of problem is described in this chapter, followed by the identification of the problem and the concept of research. Finally, specific research objectives are proposed by examining the independent impact of the variability dependent on this study.
Chapter II offers an overview of all the researched articles and sources while researching the dependent and independent variables of this study. Based on existing literature of the past 10-15 years maximum, certain results have been considered and hypotheses statements were made on the basis of the impact of the independent variables of the variables dependent on this study.
Chapter III covers all aspects of the research design, population, sample, tools / steps and mathematical tools and tools. In addition, the chapter also provides briefly described methods for calculating sample size and sample process. The chapter also provides insight into the meanings of all variables. In addition, we provide an overview of the instruments used and finally this chapter describes in detail the techniques and tools used to statistically analyze the combined data.
Chapter IV covers the systematic use of mathematical techniques to interpret and analyze data collected. Data is analyzed using specific statistical strategies including descriptive, correlation, reliability, and multiple regression analysis. Moreover, this chapter ends with the acceptance or rejection of null or another hypothesis.
Chapter V includes PESTLE analysis and SWOT analysis to assess and analyze the influence of political, economic, and technological factors in the communications sector. And to analyze the strength, weakness, opportunities and threats in addition, this chapter provides an overview of the impact of external factors on consumer behavior to assist managers in strategic about green marketing.
Chapter VI begins by concluding with the results of this study. An in-depth discussion on flexibility also highlights the basic approach that exists between them. Going forward, other recommendations that include management results and futures are also provided. In addition, any limitations found in the current study are also stated.


















CHAPTER II
LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
2.1 Green Purchase Decision and Environmental concern
Focus of firms should be on developing green products that meet the expectations of the customers and it also helps companies to earn sustainable profits. The main thought in adoption of green procedures is cost factor because it affects the product cost and firm’s profitability (Bhatia, Mayank, Jain, Anil; 2013).A study by (Chen and Chang, 2022) examined the connection among consumers’ environmental values and their buying intentions towards green products. The study found that consumers who placed a higher importance on environmental values were more likely to purchase green products. Another study by (Jang and Namkung, 2022) explored the effect of green marketing on consumer purchase intention. The study found that green marketing positively influenced consumers’ purchase intentions, particularly for environmentally friendly products. Customers are more mindful of the market, which means that goods are more reasonably priced and perform better (bornin, lindsey and krishnan, 2013).According to previous studies, GP decisions have been explained and GP decision has supported the green companies and environmental issues were also addressed so that customers can purchase green products and social conformity (Albayrak et al., 2013). Moreover, several studies have examined the impact of green marketing communication on consumers' purchase intentions (Jung & Lee, 2023; Wang et al., 2023). (Jung and Lee, 2023) establish that customers are more likely to purchase green products when the message emphasizes the environmental benefits of the product. (Wang et al. 2023) found that consumers' purchase intentions for green products are influenced by the credibility and trustworthiness of the source of the green marketing message.
According to the article, there was not a specific time at which the discussion about environmental concern was done in the world until (Chan, Yung, and Burns 2000) issues regarding environment had become serious and many people thought it important to discuss it openly(Gills 2010; Roberts 2003). Principle research points about the environmental concern can be consolidated under three gatherings: (1) to characterize the idea and to empower the analysts to dissect this idea in different exploration regions; (2) to comprehend the factors which structure to natural concern; (3)to demonstrate the connections between ecological concern what's more, disposition (Bamberg, 2003). Over the most recent thirty years, research endeavors have given a superior comprehension of EC's hypothetical side (Bamberg, 2003). For instance, ecological concern has been, from the outset, seen as a one-dimensional develop going from uninterested about the climate at the low finish to exceptionally concerntop of the heap, according to the new ecological worldview (Milfont and Duckitt, 2004).
These days, numerous specialists (Schultz, 2000; Stern and Dietz, 1994; Snelgar; Roberts and Bacon, 1997) expect that ecological distress is an idea for certain sub-measurements. For instance, Schultz (2000) recommended that environmental distress has three related variables; worry for oneself (selfish), for other individuals (charitable), and for the biosphere (biospheric). Nonetheless, research outcomes because of EC on natural conduct, which is the main part of this subject, has been disillusioning. 
Numerous empirical studies examining the direct experimental connections among Environmental concern and conduct showed that this connection was low to direct (Bamberg, 2003). Specialists have endeavored to disclose to the irregularity among disposition and conduct by crediting them to various variables: low connections among natural practices, various degrees of particularity in the mentality conduct measures, impacts of outside factors and lack of presence of estimation dependability and authenticity (Mainieri et al., 1997). This powerless mentality conduct linkage drove a few analysts to consider extra factors like feeling, money saving advantage, seen buyer adequacy, trust and socioeconomics (Lee and Holden, 1999). 
Some researchers like Dunlap and Jones (2002) say that as much information people have about the environmental issues and they are well informed about the problem this shows that they actually want to do something productive for the society as a whole on very small personal levels (p 484). So therefore, it actually summarizes one’s understanding of what is actually environmental concern which is called cognitive and then ones feeling of willingness to save the environment which is called co native (Bhatia, Mayank, Jain, Anil; 2013). According to Ingle hart’s, there is a post-materialist values theory that claims that environmental concerns are the root of the poverty reduction that occurs as a result of sustainable economic growth. Coming to Maslow’s hierarchy, he enlightens that first we need to fulfill the needs which are at the lowest level of hierarchy such as economic security and then should fulfill the needs at the top of the hierarchy such as the standard of living(which involves preserving the natural world) (Inglehart &Welzel, 2005; Welzel, 2013). This tells that the lower needs are easy to get in less developed economies and the higher need such as only developed countries can be concerned about the environment. Apart from Inglehart’s study, Franzen also introduced another argument in which he clearly stated that concern for environment is only related positively to power and wealth but the impact of wealth is not influenced by environmental concerns in the least (Franzen, 2003; Franzen and Meyer, 2010).Therefore,
H1: Environment concerns have a significant influence on Green Purchase Decision.
2.2Green purchase decision and Exposure to green marketing
People now are worried about the future of the world and consumers have started showing concerns for environment. This has opened the doors for marketers and has led to exposure to green marketing. Green marketing can be defined as the steps that are taken by an organization or company to introduce a product, work on its design, distribution and promote it in a way which is according to the protection of environment (Polonsky, 2011). Consumer activism is also taken under consideration by companies and it can be seen that the safety of environment is the most vital factor nowadays (Dono et al., 2010). Green purchase decision is also affected by values, information, attitude, needs, stimulus and beliefs (Kumar &godeswar, 2015).In this study, there are two aspects of GP decision. First is internal, in which eco-friendly behavior, environmental responsibilities, environmental knowledge and green experience are included. Second is an external factor, which includes features of products (material, price, quality etc.) and social status (Vermeir&Verbose, 2004).The development of green marketing is labeled as a huge opportunity for marketers and inventors(Ankur Kumar Rastogi, Laut Kumar Pant; Oct 2018).
(Pooley and O'Connor, 2000) argue that providing data on environmental issues doesn't essentially support favorable to ecological mentalities. Their research suggests that the emotional area is the best route to ecological training. It is reasonable to believe that publicizing green products with passionate content would be more fruitful. When attempting to speak to the qualities that drive purchaser choice cycles, marketing works admirable (WFA et al., 2002). As buyers frequently start from an unaware base on economical consumption, their inside search may overlook to provide the data important for dynamic. In the event that an outside search is important, these consist of high exertion (Hoyer and MacInnis, 2004).  
Every day, consumers are becoming more worried about the environment and are showing great support to green sustainable products and activities (Bose & Luo, 2011; Dunphy, Griffiths, & Benn, 2007). A company which is serving green products for environment cause must be able to identify the green demand by potential consumers (Danciu, 2012). 
Companies are making efforts to attract and motivate customers to purchase green products. This has made the companies to study on different green issues and gather information about safety of environment. Companies have started advertising green campaigns, which helps in increase in green awareness and exposure (Cherian and Jacob 2012). There are number of factors that influence consumers for purchasing green products and it includes personal, psychological and social factors. Therefore,
H2: Exposure to Green Marketing has a significant influence on Green Purchase Decision.  
2.3Green purchase decision and Green Skepticism
The market, not the company, is the most fundamental aspect of a sector in accordance with Kottler and Keller (2012). To compete with the existing competition in the market the businesses needs to set up their mission and vision according to the needs and wants of the consumer. Today, consumer is more conscious about the environment they are more inclined towards the purchase of environmental friendly services and products (Roberts, 1996; Kalafatis et al., 1999). Green Skepticism or green washing is referred to the consumer deception about eco-friendly actions or ecological benefits of the products or services. Skepticism refers to a customer's general tendency to doubt or disbelieve others (Obermiller and Spangenberg, 2000) The non-green customers are defined as group who are not concerned about the ecological issues and do not think it necessary to look after the surroundings and tends not to act pro-environmentally (Park & Lee, 2014; Wulandari et al., 2012). Early studies of green marketing and ecology are explored by many researchers. The beliefs of individuals are very sensitive towards the environmental issues. Huge number of theories were offered to support this belief of young individuals but the important argument in this study is about the environmental concerns which has increased and has been a salient issue at some level which are very sensitive issues (Mostafa, M.M. (2007)).
Skepticism has been viewed as a personality trait by most experts (Skarmeas and Leonidou, 2013), the vast majority of experts refer it as a condition induced by long-term environmental factors and it does not depends on trait attributes (Vanhamme and Grobben, 2009; Patel, Gadhavi, and Shukla, 2016). The advanced perspective of green skepticism is defined as a state that is the tendency of disbelief or distrust the environmental dues and execution or performance of green products (Pomering and Johnson, 2009; do Paço and Reis, 2012).
Profoundly skeptical customers would be bound to react less well to publicizing [Anuar, et al., 2013]. Distrust is one expected intellectual reaction to promoting openness [Pomering and Johnson, 2009]. Intellectual reactions are message-pertinent contemplations that emerge during consultation because of one's linking message material to other message content or to earlier information and to mentalities put away in the mind, with influence reflecting net positivity of one's psychological reactions [Meyers-Levy and Malaviya, 1999; Pomering and Johnson, 2009]. Distrust may likewise be characterized as the skepticism of expressed cases [Darley what's more, Smith, 1993; Ford et al., 1990; Pomering and Johnson, 2009]. To the degree that one is distrustful, one is bound to inspect the cases made in notices in a basic manner and not acknowledge them at face esteem [Mangleburg what's more, Bristol, 1998; Pomering and Johnson, 2009]. In this specific situation, we theorized that green washing has an optimistic and positive connection with saw purchaser wariness. 
Skepticism towards environmental case alludes to the doubt or mistrust a shopper shows towards a green case made in a notice (Mohr et al., 1998). Calfee and Ringold (1988) underlined that people having doubtful nature doesn't accept any ecological cases except if proof repudiating to their conviction is illustrated. Subsequently the wary nature of a buyer assumes a significant part in bringing the aim down to buy a green item. Then again, a bogus or overstated green guarantee additionally makes a reaction for natural showcasing (Carlson, Grove, and Kangun, 1993). How customer could fall into incredulity, could be clarified through influence information hypothesis. Influence information hypothesis expresses that shoppers have their own view of how advertiser is attempting to impact their choice they then, at that point attempt to break down, decipher and perceive every influence endeavor with the influence information they have and foster a mentality and goal as per their assessment (Friestad and Wright, 1994).
While in the recent past there has been a lot of increasing educational and media interest or concern about green skepticism (Raksa and Shaw, 2012; Nyilasy, Gangadharbatla, and Paladino, 2014; Matthes and Wonneberger, 2014). However, its contribution to green purchasing has a very limited effect. Skeptical consumers were found not as much of positive towards advertising and were least influenced or convinced by green advertisement (Wang FuiYeng and Rashad Yazdanifard; 2015).Therefore,
H3: Green Skepticism has a significant influence on Green Purchase Decision.











CHAPTER III
METHODLOGY
3.1 Research Design
This research is focused on previous research views and theories, from which three hypotheses have been formulated using quantitative research. Data was collected from consumers through online surveys using a cross-sectional design tool. Deductive approach was used to gather the information from theories (Hair, Celsi, Money, Samouel& Page, 2015). The variables which were investigated are exposure to green marketing, environmental concern, green skepticism and GP decision (Bryman & Bell, 2011). Quantitative methodology approach was selected through questionnaires, so that unlimited data can be collected (Ozaki &Sevastyanova, 2011). 
3.1.1 Unit of Analysis:
Each of the consumers of green products in Lahore, Pakistan makes the unit of analysis. 
3.1.2 Time Horizon:
This research work has been planned, evaluated, gathered and analyzed within 8 to 9 months. The data has been collected through survey within 3 to 4 weeks. SPSS software has been used for data analysis and for its interpretations. 
3.2 Dependent variable
3.2.1 Green Purchase Decision:
The convolution of consumer behavior is basically the acknowledgment and reason for buying products that are perceived as green because they are in a variety of range. People who are actually concerned about the environment may actually have a disagreement with overall motives and then the person could be instigated by constructive possibilities (Govender & Govender, 2016).
3.3 Independent Variables
Following are the independent variables in our study: 
3.3.1 Environmental concern:-
A person who is perturbed about the environment that means he is doing something for the betterment of it. They are supporting or contributing to solve the environmental problems (Danciu, 2012). There are some consumers who are in support of environmental concern, yet their actions do not justify their thinking because they do not buy much of environmental friendly products (Bryman & Bell, 2011).
3.3.2 Exposure to green marketing:-
There is a favorable increase in the trend of green marketing but according to the research there might be a decrease on the effect it has, on it. The information which is approved through green marketing can lead to the miss-interpretation regarding the environmental concern for the consumers (Mostafa, M.M. (2007).
3.3.3 Green skepticism:-
Green marketing has increased which has led to its real specified motive turn into an act of social responsibility and because of it the creation of green washing has been introduced. There is a certain kind of ambiguity while understandings about the phraseology of environmental claims and because of these consumers have become suspicious towards the green marketing (Kottler and Keller, 2012).
3.4 Sample and Population
3.4.1 Target Population:
All the consumers of green products in Lahore, Pakistan are target population of the study.
3.4.2 Sampling Size:
The sample size consisted of 300 respondents from Lahore, Pakistan, using web intercept. The sample selection was done using item response theory (IRT) using the following methods. 
Total items x 15
20 x 15 = 300
3.4.3 Sampling Technique:
The sampling technique deployed was non-probability sampling i.e. convenience sampling. Convenience sampling is used as per ease. Confidence sampling is a statistical sampling technique that aims to select representative samples from a population with a predetermined level of confidence. The samples are chosen to minimize bias and increase the accuracy of estimates or inferences. This method involves random sampling and determining appropriate sample sizes based on statistical principles (Smith, 2022).
3.5 Pilot Study
Prior to collecting the actual information, a pilot survey was done in which the survey was sent to twenty people who differ in age, gender and education. In pilot study, multiple questions were asked to those limited people and after their response and results, adoptions were made to actual version. Likert scale was used in the survey and after receiving the result some wordings were changed in pilot study. 
3.6Data Collection
The data was composed from different consumers through online survey. Online survey was distributed through different mediums so that consumers can easily reach. This data collection was done in 3 weeks related to our study. 
3.6.1 Instrument:
Survey was conducted in simple English Language consisting of close ended questions having options to choose within a range from strongly disagree to strongly agree termed as Likert Scale, used for examining relationship among independent variables and dependent variable. The selected questions for each variable were chosen from different past research papers. After that, all questions were combined in a single survey then it was distributed to all consumers of green consumption. In the survey, no personal questions (phone number, address etc.) were asked. There were 20 questions that were asked in the survey. 4 questions were related to demographics variables and 16 questions were related to the study variables. In the survey, first section was related to demographics variables in which name, age, gender and education were asked. Second, third and fourth section was related to independent variables which were exposure to green marketing, environmental concern, and green skepticism. Last section was related to dependent variable that is green purchase decision. 
3.7Measurements and Skills
Green purchase decision, exposure to green marketing, environmental concern and green skepticism are the study variables that are measured in this study. 
[bookmark: _Toc135052072]3.7.1 Green Purchase Decision:
Green Purchase decision consists of 2 items which were adopted by (Bryman & Bell, 2011). The sample item is “I buy green products over non-green products when their product qualities are similar”
[bookmark: _Toc135052073]3.7.2 Environmental concern:
        Environmental concern consists of 6 items which were adopted by (Rosendo &Perez, 2016). The sample item is “Mankind is severely abusing the environment”.

[bookmark: _Toc135052074]3.7.3 Exposure to Green Marketing:
Exposure to green marking consists of 3 items adopted by (Hair, P& Page, 2015). The sample item is “I believe the amount of information about green products provided through advertisements is”.
[bookmark: _Toc135052075]3.7.4 Green Skepticism:
Green skepticism consists of 4 items adopted by (Weems & Onwuegbuzie, 2001). The sample item is “I do not believe most environmental claims presented in advertising”.
[bookmark: _Toc135052076]3.8 Statistical tools and Technique
[bookmark: _Toc135052077]3.8.1 Statistical Tools:
         In study, descriptive analysis is the statistical tool which is review and the data set is compiled. Second tool is descriptive statistics which measures the central tendency of sample and variability of target population. Another statistical technique used in the analysis to assess the internal accuracy of variables is Cronbach's Alpha. Cronbach’s Alpha is also known as reliability analysis because it signifies the reliability of the items. By using Correlation and Multiple regressions, data in the study was analyzed. Interpretations of these tools were also done regarding the relatively of the variables. 
[bookmark: _Toc135052078]3.8.2 Statistical Technique:
        After the collection of data through surveys which were gathered and received, IBM’s SPSS version 2.1 was used for the study's data analysis. The SPSS Software is well known computer software which is used for data analysis interactively and statistically.
3.9 Theoretical Frameworks

Independent variables                                   Dependent variable

                                    H1Environmental Concern


Green 
Purchase Decision
Exposure to Green Marketing

H2	H2

	  H3Green Skepticism



Figure 3.1 Theoretical Frameworks






[bookmark: _Toc135052079]CHAPTER IV
DATA ANALYSIS
[bookmark: _Toc135052080]4.1 Descriptive Analysis
Table 4.1
Demographics of Sample
	Variables
	Category
	Frequency
	Percentage

	Gender
	
	
	

	
	Female
	154
	51.3%

	
	Male
	146
	48.7%

	
	Total
	300
	100%

	Age
	15-19
	29
	9.7%

	
	20-24
	173
	57.7%

	
	25-30
	57
	19%

	
	31 onwards
	41
	13.7%

	
	Total
	300
	100%

	Education
	Bachelors
	222
	74%

	
	Masters
	69
	23%

	
	PHD
	9
	3%

	
	Total
	300
	100%



We have taken a total of 300 responses. The data set represents gender, age and education respectively. 154 responses to our online survey were given by females and 146 responses were given by males. The majority of responses were given by the ages that are from 20-24 leading 173percent of the entire sample. The other major responses were given by the people who are done with their bachelor’s degree or are undergoing bachelors’ students leading to 74 percent of the entire sample.


















Table 4.2
 Descriptive Statistics
	Variables
	Mean
	Standard Deviation

	Gender
	1.4867
	0.50066

	Age
	2.3667
	0.83739



In this table, the results of the values of mean for demographic variable “Gender” is “1.4867” and standard deviation of “0.50066”. The second demographic variable is “Age” and has value of mean as “2.3667” and standard deviation of “0.83739”.The value of standard deviation for the demographics of these two variables shows that there is a low dissemination of the data because all values are less than 1 which indicates that the data is more prone to be close to the mean and this represents the verified results.









[bookmark: _Toc135052081]4.2Reliability Analysis
Table 4.3
Reliability Analysis:
	Variables
	No. of items
	Cronbach’s Alpha
	Level of Reliability

	Environmental Concern(ES)
	6
	0.736
	Good

	Exposure to Green marketing(EGM)
	3
	0.771
	Good

	Green Skepticism(GS)
	4
	0.834
	Very good

	Green Purchase Decision(GPD)
	2
	0.727
	Good



Reliability analysis is implemented for checking scale’s reliability which has been used to collect the data. In this analysis, value of cronbach’s alpha plays the most important role as itverifies whether the variable is reliable or not. When the significance of cronbach’s alpha lies between 0.7-0.8 the item scale is termed as “acceptable” or “good”. Ifcronbach's alpha lies between 0.8-0.9, then it is termed as “very good.” If cronbach’s alpha is more than 0.9 then it is termed as “excellent”. Ifcronbach’s alpha lies between 0.5-0.6 then it is termed as “poor”. If cronbach’s Alpha is less than 0.5 then it termed as “not acceptable”.
According to the given table, Environmental concern scale contains 6 numbers of items and it said to be good as the value of Cronbach’s Alpha lies amid 0.7-0.8.Exposure to green marketing scale contains 3 numbers of items and it is said to be good as the value lies between 0.7-0.8. Green skepticism contains 4 numbers of items and it said to be very good as value of Cronbach’s alpha lies between 0.8-0.9. Green purchase decision contains 2 numbers of items and it said be good as value lies between 0.7-0.8.














[bookmark: _Toc135052082]4.3Correlation
Table 4.4
Pearson Correlation:
	Correlations

	
	Green Purchase Decision
	Environmental Concern
	Exposure to Green Marketing
	Green Skepticism

	Green Purchase Decision
	Pearson Correlation
	1
	
	
	

	
	Sig. (2-tailed)
	
	
	
	

	
	N
	300
	
	
	

	Environmental Concern
	Pearson Correlation
	.389**
	1
	
	

	
	Sig. (2-tailed)
	.000
	
	
	

	
	N
	300
	300
	
	

	Exposure to Green Marketing
	Pearson Correlation
	-.057
	-.107
	1
	

	
	Sig. (2-tailed)
	.325
	.064
	
	

	
	N
	300
	300
	300
	

	Green Skepticism
	Pearson Correlation
	-.089
	-.101
	-.067
	1

	
	Sig. (2-tailed)
	.122
	.080
	.251
	

	
	N
	300
	300
	300
	300

	**. Correlation is significant at the 0.01 level (2-tailed).



Any statistical association, causal or not, between two random variables or bi-variate data in statistics, this is known as correlation or dependency. The degree to which two variables are linearly connected is referred to as correlation in the wider definition. The value of correlation is denoted by “r.” The value of significance tells whether the variable is significant or not. Furthermore, N denotes the overall population of the study that is 300. 
The above table shows one correlation to be significant and two correlations to be insignificant. The strongest statistically significant correlation coefficient was discovered between environmental concern (EC) and green purchase decision (GPD) with statistical value of (0.389**). This demonstrates for when the EC of the customer raises, their GPD also increases. The correlation among exposure to green marketing (EGM) and GPD was insignificant and negative with statistical value (-0.057), presenting for when one would increase, the other would decrease. Green skepticism (GS) was found to have a negative correlation with GPD with statistical value (-0.089), concluding that when GS increases, the GPD decreases. 








[bookmark: _Toc135052083]4.4 Assumptions of Multiple Regressions
Several main assumptions are made by using multiple linear regressions: The outcome variable must have a linear relationship with the independent variables. Following are the assumptions of multiple regressions:
[bookmark: _Toc135052084]4.4.1 Normality of Errors:
In statistics, a normality test is usually carried out when a normal distribution constructs a data set perfectly so that it can check that how random variable that is under the data set will be normally distributed. There are three types of normality tests. One is simple, descriptive and the last one is exploratory.
[image: ]
[image: ]Figure 4.1: Histogram
Figure 4.2: P-P Plot
In this figure, shape of histogram is bell shape and in figure 4.2, there is a straight curve in P-P Plot, so the errors are normally distributed, and this assumption is satisfied in the study. 











[bookmark: _Toc135052085]4.4.2 Little or no Multi co linearity:
This states that all values of the predictor variable have the same variance along the regression axis (X). The points on the X-axis with lower values are all very close to the regression line. There is a lot of uncertainty along the regression line for the higher values on the X-axis. When independent variables are correlated and if there is error in the present data then multi co-linearity may exist. So, there should be little or no multi co-linearity which means that dependent variable is correlated with the independent variables. If the value of Tolerance and VIF is equal to 1 then there will be no multi co-linearity. And if T<1 and VIF>1 then there is little multi co-linearity and if VIF>10, then there is multi co-linearity. 
Table 4.5
 Co-efficient
	

	Model
	Collinearity Statistics

	
	Tolerance
	VIF

	
	Environmental Concern
	0.977
	1.024

	
	Exposure to Green Marketing
	0.982
	1.018

	
	Green Skepticism
	0.984
	1.017

	
a. Dependent Variable: Green Purchase Decision



The variance inflation factor (VIF) and tolerance are two statistics used in multiple regression to diagnose collinearity. They are measured by regressing a predictor on all of the other predictors in the analysis to obtain the r squared value. The reciprocal of VIF is tolerance. Multi-collinearity can be problematic if the tolerance value is less than 0.2 or 0.1 when the VIF value is 10 or higher.
Tolerance:
       In the table 4.5, Tolerance level of environmental concern is 0.997 which is not equal to 1 but is close to 1, which means that there is little multi co-linearity between environmental concern and GP decision. Tolerance level of exposure to green marketing is 0.982 which is not equal to 1 but close to 1. It means that there is little multi co-linearity between exposure to green marketing and green product decision. Lastly, the Tolerance level of green skepticism is 0.984 which is close to 1. It means that there is little multi co-linearity among GP decision and green skepticism.
VIF:
From same table, VIF of environmental concern is 1.024 which is greater than then 1. It means that there is little multi co-linearity between environmental concern and GP decision. VIF of exposure to green marketing is 1.018 which is greater than 1. It means that there is little multi co-linearity between exposure to green marketing and green purchase decision. Lastly, VIF of green skepticism is 1.017 which is greater than 1. It means that there is little multi co-linearity between green skepticism and GP decision. 
[bookmark: _Toc135052086]4.4.3 No Auto Correlation:
When residuals are not independent with each other than auto correlation occurs. Durbin Watson is checked to avoid the auto correlation. If the Durbin Watson’s value is 1.5 < d < 2.5 then there is no autocorrelation. In the study, the Durbin Watson’s value is 1.705 that means that the study found no evidence of autocorrelation.



Table 4.6
 Durbin Watson
	Durbin Watson
	1.705



[bookmark: _Toc135052087][bookmark: _Hlk69051489]4.4.4 Homoscedasticity:
The phenomenon known as "homoscedasticity" occurs when the error term is the same for all independent variable values. The best way to check is data homoscedastic or not, through the scatter plot of residual values against the predicted value. 
[image: ]
Figure 4.3: Scatter plot
 This assumption is satisfied because there is no trend shown in figure 4.3, so homoscedasticity occurs.

[bookmark: _Toc135052088]4.5 Multiple Regressions
The extension of simple linear regression is multiple regressions. It's used in the estimation a value of the dependent variable based on the values of two or more other variables. Researchers use multiple regressions to assess the strength of the relationship between the dependent variable and several predictor variables, as well as the contribution of each predictor to the relationship, frequently with the influence of other predictors statistically eliminated.
Table 4.7
Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.393a
	.155
	.146
	.76387





When regression is performed, a model summary is generated automatically. The name of the model, its type, and its formula are all shown in the model description. The model overview table summarizes the model's and dependent variable's relationship efficiency. The linear correlation within the experiential and model-predicted values of the dependent variable is expressed by R which is the multiple correlation coefficients. For auto co linearity, we take the value of Durbin Watson, which is 1.705, which lies between 1.5>d>2.5 which is acceptable range. As, the value of d lies between acceptable range so, there is no linear correlation in data. 


Table 4.8
 ANOVA TABLE
	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	31.566
	3
	10.522
	18.033
	.000b

	
	Residual
	172.714
	296
	.583
	
	

	
	Total
	204.280
	299
	
	
	

	a. Dependent Variable: MEAN.GDP

	b. Predictors: (Constant), MEAN.GS, MEAN.EGM, MEAN.EC



      ANOVA table is used to verify the goodness of model fit. In order to check the goodness of model fit, the p-value should be smaller than the significance level (0.05). The total variance is divided into variables that are explained and those that are not. The explained variation explained by the independent variables is represented by the regression value, while the unexplained variance undefined by the independent variables is explained by the residual value.

H0: Model is not good fitted.
H1: Model is good fitted.	
In the above table, p-value is .000 which is less than α (0.05). So, H1 will be accepted and H0 will be rejected because the p-value is smaller than the alpha value. This helps in drawing a conclusion that the model is good fitted for the study.



4.5.1 Regression Co-efficient
A regression coefficient's sign indicates whether each independent variable and the dependent variable have a positive or negative relationship. A positive coefficient means that when value of independent variable increases then, the value of dependent variable also increases. In the regression equation, the Regression coefficient is the constant “b” that indicates the difference in the value of the dependent variable when the independent variable is changed by unit.
Table 4.9
Regression Co-efficient

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	2.473
	.941
	
	2.629
	.009

	
	Environmental Concern
	.563
	.080
	.382
	7.064
	.000

	
	Exposure to Green Marketing
	-.017
	.046
	-.020
	-.364
	.716

	
	Green Skepticism
	-.205
	.212
	-.052
	-.967
	.335


Equation: Y= α + βX1 + βX2 + βX3+ e
Where,
Y = Green Purchase Decision
α = Constant/ 	y-intercept
β = Regression Coefficient
X1 = Environmental Concern
X2 = Exposure to Green Marketing
X3 = Green Skepticism
After putting the respective values,
Green Purchase Decision = (2.473) + (0.563) (environmental concern) + (-0.017) (exposure to green marketing) + (0.205) (green skepticism). 
Additionally, linear regression was performed between each of the independent variables (EC, EGM, and GS) and the dependent variable (GPD) to demonstrate the effects of the variables on GPD. The regression analysis results are shown in Table 4.9 above. In the analysis, all independent variables were significant.









[bookmark: _Toc135052089]4.6 Hypotheses Testing
        P-value should be less than the value of alpha which 0.05 (5%) for accepting the alternative hypothesis H1 and to reject the null hypothesis H0
[bookmark: _Toc135052090]4.6.1 Environmental concern and green purchase decision:
H0: Environmental concern has insignificant influence on green purchase decision
H1: Environmental concern has significant influence on green purchase decision
      From table 4.9, P-value of environmental concern we can see is 0.000 means below0.05, therefore, null hypothesis is rejected, and alternative hypothesis is accepted. Hence, environmental concern has significant influence on green purchase decision and is positively related as the value of beta is 0.382. 
[bookmark: _Toc135052091]4.6.2 Exposure to green marketing and green purchase decision:
H0: Exposure to green marketing has insignificant influence on green purchase decision
H1: Exposure to green marketing has significant influence on green purchase decision
According to table 4.9, P-value of exposure to green marketing is 0.716 that is more than 0.05, so null hypothesis is accepted, and alternative hypothesis will be rejected. Hence, exposure to green marketing has insignificant effect on green purchase decision and is negatively related as the value of beta is -0.020. 
[bookmark: _Toc135052092]4.6.3 Green Skepticism and green purchase decision:
H0: Green Skepticism has insignificant influence on green purchase decision
H1: Green Skepticism has significant influence on green purchase decision
    From table 4.9, the P-value of green skepticism is 0.335that is more than0.05, so null hypothesis is accepted, and alternative hypothesis will be rejected. Hence, green skepticism has significant effect on green purchase decision and is negatively related as the value of beta is (-0.052). 
Table 4.10
Hypotheses Status
	Sr.#
	Hypotheses Statement
	Status

	H1
	Environmental concern has significant influence on green purchase decision. 
	Supported

	H2
	Exposure to green marketing has significant influence on green purchase decision. 
	Not supported

	H3
	Green Skepticism has significant influence on green purchase decision. 
	Not supported













CHAPTER V
MANAGERIAL ANALYSIS
[bookmark: _Toc135052094]5.1 PESTLE Analysis
PESTLE analysis involves six factors that are economic, social, technological, political, and legal and environment.  These factors are external factors and they can affect our activities. This effect can be negative or positive. It can create opportunities and create barriers as well for the individuals who are involved in green purchase decision making.
[bookmark: _Toc135052095]5.1.1 Political Factors:
Political concerns play a significant role in the acceptance of green marketing. There are import aspects because green products may be manufactured in different countries or those goods that may be used in making a specific green product. There are export aspects as well, so the government makes policies for both aspects and makes rules for trade. Legislation is implemented by the government regarding green marketing and it also makes laws and punishments for the organizations who are involved in any fraud or green skepticism. Government of developed countries has started implementing policies to reduce the environmental harm and to protect the environment. Government must take the responsibility to improve the environment by promoting green and take measures against the companies who are involved in activities that are hazardous to the environment.
[bookmark: _Toc135052096]5.1.2 Economic Factors: 
There are many economic factors that affect the overall consumer behavior regarding GP. The growing awareness among people has led to a huge demand regarding safety of environment. Eventually companies have started realizing about the concerns of consumers and it has led to industrial competitiveness. For this purpose, companies have to use different resources to increase their productivity. Some companies have started raising their costs without increasing their competitiveness.
[bookmark: _Toc135052097]5.1.3 Social Factors:
The primary goal over the past decades of people and companies were to maximize their profits without any concern about the environment. Due to high awareness among people, now people are more concerned about the environment and they feel it as their social responsibility to avoid all the hazardous products and activities that lead to environmental issues. On the other hand, social attributes, family, friends and workplace fellows play a vital role in influencing consumers. Consumers have their own perceptions and believe. They might have concern for environment or might not. But these perceptions can be changed by the social circle a person has.
[bookmark: _Toc135052098]5.1.4 Technological Factors: 
Green issues have become a source of strategic change in different companies. This trend has marked changes in technological strategies of a company including the innovative side of company. Companies have changed their consumption and production styles according to the green concepts. As technology is advancing day by day, consumers are more attracted towards the true green nature of products and they are more concerned about the green labeling and packaging. Technology can be used for recycling pattern as well.
[bookmark: _Toc135052099]5.1.5 Legal Factors:
Legal factors also play an important role in the green marketing by having different legislations in areas such as employment, completion, health and safety. Changes in the future legislation can certainly affect the green marketing of a business. Also changing the laws or trading policies or any future change in regulatory bodies has an essential impact on the green marketing for example we can talk about the recent ban on the plastic bag in Pakistan. So, the companies have to consider all the legal aspects that can affect their product and marketing
[bookmark: _Toc135052100]5.1.6 Environmental Factors:
The environmental factors have a huge impact on the green marketing; companies must consider the level of pollution created while making of the product or service. Companies now days are more inclined towards recycling the wastes or using recycled products for the further production keeping in view the environmental concerns. Companies also must consider the attitudes of government, media and customers towards environment. Plus, companies have to consider the urgent and future environmental legislative changes
[bookmark: _Toc135052101]5.2 SWOT Analysis
SWOT analysis involves opportunities, threats, strength, and weakness. By recognizing what one may lack and removing the threats that would otherwise catch them off guard, one can also reduce the likelihood of failure. And by using the SWOT analysis we can start building a strategy that separates us from your competitors, and then successfully compete in our market.
[bookmark: _Toc135052102]5.2.1 Strengths: 
· Green Marketing creates brand equity and wins brand loyalty amongst customers.
· It encourages social cooperate Responsibility.
· Marketers can get a chance to enter new market and achieve a competitive edge over rivals who do not value environmental protection.
· Marketers can charge a higher price for environmentally friendly goods.
· It increases the good image of the Organization as these organizations are preserved as more socially responsible.
[bookmark: _Toc135052103]5.2.2 Weakness:
· Over stressing greenness than what customer needs can cause failure of the product.
· Most customers care about their own needs first rather than environment.
· Many customers avoid the green labeled products considering it a marketing trick. 
· It is much time and effort taking process.
[bookmark: _Toc135052104]5.2.3 Opportunities:
· Green marketing is seen as a strategic advantage by most businesses.
· Marketing to those parts of the population that are becoming increasingly environmentally conscious and concerned. Demand is increased of the products that cater these new attitudes. 
· As many organizations use it to gain the competitive advantage it is raising awareness in the customer and many customers are switching towards greenness that’s opportunity for many firms.
[bookmark: _Toc135052105]5.2.4 Threats:
· There is a lot of uncertainty that about what activities would be acceptable from a government perspective and what would be intolerable. 
· Customers are becoming more conscious of the benefits of green goods as they become more educated and urbanized.
· Marketing threat For example, competitors gain market share by inducing green goods and marketing, and environmental regulations are tightened.
· Green marketing must work hard to persuade stakeholders, and they may struggle to convince them of the long-term benefits of green marketing rather than the short-term costs.

CHAPTER VI
DISCUSSION AND CONCLUSION
[bookmark: _Toc135052107]6.1 Discussion
The research was conducted to see that what factors are influencing the GP decision and how the GP decision made by consumers can be improved. The independent variables are exposure to green marketing, environmental concern and green skepticism. These variables were studied to observe that how they influence the dependent variable i.e. green purchase decision. Green purchase decision is a behavioral pattern of consumers that is whether they prefer green products over non green products or not. Moreover, if they do, what makes them to make such decision and what makes them to go against this decision.GP decisions have been clarified in previous studies and it has aided green businesses, as well as environmental concerns, so that consumers can buy green goods and adhere to social norms.
In both the correlation and regression tests, significant and positive values can be observed (r=0.0389**, p= 0.000), indicating that environmental concern has a positive impact on green purchase decisions. Therefore, H1 is supported. This is also according to Elina Nurmi, Julia DarnéusEkeroth, & Natasha Milner (2020) who also discovered a positive influence of environmental concern on GP decisions. From the three independent variables examined in this study, environmental concern was the most significant. The positive impact of environmental issues on GP decisions could be clarified further by results from Rahbar & Wahid (2011) and Maheshwari (2014), who claims that as consumers gain more ecological awareness, they can make better well-versed purchase decisions. Another explanation could be that consumers' future-oriented mindsets influence their green consumption conduct in a positive way. It is highly related and in line with prior research that focused exclusively on young customers and discovered that they were more concerned about environment (Suki & Suki, 2015; Suki, 2013; Heo &Muralidharan, 2019; Muposhi et al., 2015).
The second hypothesis that was examined was effect of exposure to green marketing on green purchase decision. The results drawn from correlation and regression analysis, indicated that exposure to green marketing has potential negative and insignificant influence on green purchase decision. The final regression model revealed that green marketing exposure has insignificant influence on green buying decision (r = -0.057, p= 0.596). The correlation between exposure to green marketing and green purchase decision is weak. Hence, H2 is not supported. This is because; there is no potential exposure of green marketing in Pakistan. 
Consumers are concerned about the environment but they do not have any direction. Nowadays, people look for original green products that are made up of green ingredients. But they need guidance and right information that leads them to purchase the exact green product that they want. They can work for betterment of the environment and are equally interested and worried about future consequences that will occur by damaging the environment today. Companies in Pakistan have not started green advertisements on a level that will attract consumers or provide right directions to the consumers who are environmentally concerned. It is also relevant with the case of Sweden; their findings didn't show any indication of possible exposure. Despite their low exposure to green marketing, young Swedish consumers claim to buy green goods (Elina Nurmi, Julia DarnéusEkeroth, & Natasha Milner, 2020)
The third and last hypothesis was to see if green skepticism has influence on green buying decisions or not. This relationship had substantial negative outcomes in both the correlation and regression analysis. The correlation value was weak, and it indicated that green skepticism has insignificant and negative influence on green purchase decision (r = -0.089, p=0.312). Hence, H3 is also not supported. This shows that if a consumer's level of green skepticism rises, they would be less likely to buy green products. It can be due to green washing has been shown to raise skepticism of a brand's environmental activities, that leads to lowering customers' green buying decisions also harming the green behavior of consumers (Raska& Shaw 2012).
[bookmark: _Toc135052108]6.2 Conclusion
This study has been an applied research that concentrates on different independent variables that influence one dependent variable. Independent variables were environmental concern, green skepticism, and exposure to green marketing whereas; dependent variable was green purchase decision. We provided online surveys to our targeted sample and got 300 responses. Our sample included the responses of both male and females.
The study proposes that environmental concern and GP decisions are linked. It has been tested through different statistical tests that include reliability analysis, correlation analysis, descriptive analysis, and regression analysis. Results have drawn from the findings show us that environmental concerns have significant impact on green purchase decision and are positively related. However, Green skepticism has a negative impact on Green purchase decision. Lastly, Exposure to green marketing has shown some doubtful results as from the results it can be concluded that it has a negative impact because currently there is no green marketing being done in Pakistan and most of the green consumers are unaware of the green products that can help them in saving the environment.
6.3 Managerial Implications and Future Research
With the finding that customers are not fully subjected to green marketing they are not dubious about it which allows the influencers and firms to carry on with their green marketing plans without any restriction. In this research, the weakest variable is Green Skepticism because there is not enough awareness amongst consumers as they do not know anything related to Green Marketing and how it can affect our society as a whole.
Findings in this study can be further investigated and used by influencers who have keen interest in the research. Further composition would be useful from resuming studying the relations among our variables such as environmental concern, exposure to green marketing, green skepticism and green purchase decision. It should also be kept in mind that when will the consumers be resistant to ecological messages because of the extended and growing exposure to Green Marketing. This part of the research becomes even more relatable with moment in time as there is ever long exposure and growing green marketing efforts done by firms. Future Research could also mean to concentrate that how will it affect and cause green skepticism amongst consumers and especially discover the most important variable found in this research which is environmental concern. The research departments of green consumer behavior are complicated and so entail more favorable findings to justify the research.










6.4 LIMITATIONS
Environmental barriers, in particular the Covid-19 pandemic that occurred during the study, were regarded as a limitation because the authors had to work very far apart and for their educational resources. Because of the varying demographic changes in Pakistan, the study's findings cannot be generalized to other cities. The study's sample is not a true representation of Pakistan's overall population, so more research in other cities is desired.
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APPENDIX-QUESTIONNAIRE
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2. Age:  
5-19
20-24
25-30
31 onwards
3. Gender:   
Female
Male
4. [image: ][image: ][image: ]Education 
	Bachelors
	Masters
		  PHD








Environmental Concern:
Please choose one option that best reflects your opinion.
	Sr. no
	
	Strongly disagree
1
	Disagree
2
	Neutral
3
	Agree
4
	Strongly agree
5

	1.
	Mankind is severely abusing the environment
	
	
	
	
	

	2.
	Plants and animals exist primarily to be used by humans
	
	
	
	
	

	3.
	The earth is like a spaceship with only limited room and resources
	
	
	
	
	

	4.
	We are approaching the limit of the number of people that the earth can support
	
	
	
	
	

	5.
	The balance of nature is delicate and easily upset
	
	
	
	
	

	6.
	When humans interfere with nature, it often produces disastrous consequences
	
	
	
	
	



Exposure to Green Marketing:
Please choose one option that best reflects your opinion.
	Sr. no
	
	Too little
1
	Little
2
	Neutral
3
	Much
4
	Too Much
5

	1.
	I believe the amount of information about green products provided through advertisements is
	
	
	
	
	

	2.
	I believe the amount of green marketing done by companies is
	
	
	
	
	

	3.
	I believe the amount of environmental messages I come across in advertisements is
	
	
	
	
	

	4.
	To what extent have you been exposed to green marketing practices in your daily life?
	
	
	
	
	




Green Skepticism
Please choose one option that best reflects your opinion.
	Sr. no
	
	Strongly disagree
1
	Disagree
2
	Neutral
3
	Agree
4
	Strongly agree
5

	1.
	Because environmental claims are overstated, consumers would be better off if such claims in advertising were eliminated
	
	
	
	
	

	2.
	Most environmental claims in advertising are meant to mislead rather than inform consumers
	
	
	
	
	

	3.
	I do not believe most environmental claims presented in advertising
	
	
	
	
	

	4.
	Information from green advertising helps me to make better green buying decisions
	
	
	
	
	





Green Purchase Decision:
Please choose one option that best reflects your opinion.
	Sr. no
	
	Strongly disagree
1
	Disagree
2
	Neutral
3
	Agree
4
	Strongly agree
5

	1.
	I buy green products over non-green products when their product qualities are similar
	
	
	
	
	

	2.
	I buy products that claim to be environmentally friendly
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