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ABSTRACT 
 
Aims: Growing concerns on environmental friendly products, due to increased environmental 
issues. Although Green Electronic Product is one of the solutions to save the environment and 
reduce the pollution in the present world.  This study is to contribute to the body of knowledge in this 
area of Consumer Decision Making towards Green Electronic Products. This study specially 
investigates the influence of Green Purchase Intention on Consumer Decision Making towards 
Green Electronic Products.  
Study Design: It is a descriptive research. The study considers Green Purchase Intention as 
independent variable with two appropriate dimensions as Behavioural Attitude and Subjective Norm 
and Consumer Decision Making as dependent variable with three suitable dimensions as Product 
Characteristics, Consumer Individual Characteristics and Environmental Characteristics  
Place and Duration of Study: It was conducted in Manmunai North Divisional Secretariat Area, 
Batticaloa District in Sri Lanka during the period between June 2016 and December 2016. 
Methodology: 200 respondents who resides at Manmunai North Divisional Secretariat Area, 
Batticaloa District in Sri Lanka were taken for this study. The convenience sampling method was 
applied. Respondents who are aware and purchase green electronic products was only taken to 
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administer questionnaires regarding green purchase intention and consumer decision making. Data 
was collected through closed ended questionnaires and the analysis was conducted by SPSS 
Statistics, which are Univariate, Bivariate analysis. 
Results: Green Purchase Intention as an independent variable has High Level attribute of the 
Consumer Decision Making (Mean X1 =4.22 and SD = 0.356). With individual analysis, the 
consumers have high level of attribute towards Green Electronic Products buying decision on both 
Behavioral Attitude (Mean = 4.33) and, Subjective Norm (Mean = 4.11). Consumer Decision Making 
towards Green Electronic Product has High Level attribute of the Consumer Decision Making (Mean 
X4 =4.19 and SD= 0.32). And the consumers have High Level of attribute on Product Characteristics 
(Mean =4.18), Consumers’ Individual Characteristics (Mean = 4.18) and Environmental 
Characteristics (Mean = 4.21). Results indicate that there is statistically linear significant and 
positive relationship (r = .532, p <0.01) between Green Purchase Intention and Consumer Decision 
Making. Co-efficient of Determination (R2) is 0.343 and Adjusted R- Square is 0.337 indicate a 
Lower relationship between Green Purchase Intention’s dimensions and Consumer Decision Making 
towards Green Electronic Products. 
Conclusion: The study found that this independent variable dimensions indicate high level in 
Consumer Decision Making towards Green Electronic Products. The findings of the present study 
suggest that the Green Purchase Intention is having the strong positive relationship with Consumer 
Decision Making towards Green Electronic Products. Eventually, this report recommends some 
actions for improving the role of Green Purchase Intention in influencing the Consumer Decision 
Making towards Green Electronic Product market. 
 

 
Keywords: Green purchase intention; consumer decision making; green electronic products. 
 

1. INTRODUCTION  
 
Today, society is cluttered with marketing 
activities, and these activities surrounded us 
constantly. The main issue behind the successful 
marketing activity is that the environmental 
pollution and for the remedy all marketers have 
focused and adopted the concept of “Green 
Environment” [1]. Today we can see a growing 
concern on environmental friendly products due 
to increased environmental issues faced by in the 
world. Industries, factories, vehicles, household 
appliances, heaps of garbage and extreme 
pollution have altered environmental conditions 
and distributed our biome. The domain of eco-
friendly product is very wide so this study 
concerns on Green Electronic Products. Green 
Electronic Product is one of the solutions to save 
the environment and reduce the pollution in the 
present the world [2]. 
 
Yam-Tang and Chan [3] found the strong positive 
relationship between Green Purchase Intention 
and Consumer Decision Making towards Green 
Electronic Products. Green Purchase Intention is 
simply defined as an Intention to buy a service or 
product which is less or not harmful for the 
society and environment. It can also be defined 
as an internal wish, desire and willingness of the 

people to buy a less harmful and environmental 
friendly product. The study fundamentally 
purposes that the Green Purchase Intention can 
have impacts on Consumer Decision Making 
towards Green Electronic Products, since the 
marketing perspectives endorse that these Green 
Purchase Intention influence Consumer Decision 
Making on purchasing Green Electronic Products 
[4]. Therefore this study attempts to investigate 
the relationship between Green Purchase 
Intention and Consumer Decision Making 
Manmunai North Divisional Secretariat area in 
Batticaloa District. 
 
In Sri Lankan context, there were a few 
researches have been undertaken regarding this 
issue, so to fill this empirical gap and get to know 
how significantly the Green Purchase Intention 
can play role in Consumer Decision Making of 
Green Electronic Products specially the people 
who resides in the Manmunai North Divisional 
Secretariat, the specific research question of this 
study is,  
 

‘’Does Green Purchase Intention can 
influences on Consumer Decision Making 
towards Green Electronic Products special 
reference to Manmunai North Divisional 
Secretariat area    in Batticaola District?’’ 
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Fig. 1. Conceptualization framework 
Source: Yasmin Hassan & Marjan Nor Amalina Mohd Nor (2013) 

 
Table 1. Sampling framework 

 

Study setting Customers in Batticaloa district 
Unit of analysis  Customers in Manmunai North Divisional Secretariat 

Division   
Sample size  Two Hundred (200) Customers 
Sample method Convenient Sampling Technique  

Source: Survey Data, 2016 

 
2. MATERIALS AND METHODS  
 
In this study, the Consumer Decision Making 
towards Green Electronic Products are examined 
with the help of independent variable of Green 
Purchase Intention. The diagram shows 
conceptualization frame work to determine the 
Consumer Decision Making towards Green 
Electronic Products and its combined variable 
(see above Fig. 1). 
 
Primary data are collected through structured 
questionnaires with closed statements measured 
with Likert’s scale (1= strongly disagree and 5= 
strongly agree. Two hundred (200) respondents 
who are consuming Green Electronic Product. 
These numbers of respondents are  selected by 
convenience sampling technique (see above 
Table 1). 
 

3. RESULTS AND DISCUSSION 
 
3.1 Independent Variable: Green 

Purchase Intention and Its 
Dimensions 

 
Green Purchase Intention is evaluated by two 
dimensions, such as, Behavioral Attitude and 
Subjective Norm. Green Purchase Intention as 
an independent variable has High Level attribute 
of the Consumer Decision Making (Mean X1 
=4.2216 and see Table 2). In addition, most of 
the consumers expressed generally a common 
opinion regarding the variable of Green Purchase 
Intention (Standard Deviation = .35515). With 

individual analysis, the consumers have high 
level of attribute towards Green Electronic 
Products buying decision on both Behavioral 
Attitude (Mean = 4.3325) and, Subjective Norm 
(Mean = 4.1106). 
 

3.2 Dependent Variable: Consumer 
Decision Making and Its Dimensions 

 

Consumer Decision Making towards Green 
Electronic Product is evaluated by three 
dimensions such as, Product Characteristics, 
Consumers’ Individual Characteristics and 
Environmental Characteristics. Consumer 
Decision Making towards Green Electronic 
Product has High Level attribute of the Consumer 
Decision Making (Mean X4 =4.1898 and see Table 
3). 
 

In addition, most of the consumers expressed 
generally a common opinion regarding the 
variable of Consumer Decision Making (SD = 
.31924) and with the individual analysis, the 
consumers have High Level of attribute on 
Product Characteristics (Mean =4.1825), 
Consumers’ Individual Characteristics (Mean = 
4.1818) and Environmental  Characteristics 
(Mean = 4.2050). 
 

3.3 Relationship between Green Purchase 
Intention and Consumer Decision 
Making Towards Green Electronic 
Products 

 

The correlation analysis is taken to explain the 
correlation between Green Purchase Intention

Green Purchase Intention 

 Behavioral Attitude  

  Subjective Norm. 

Consumer Decision Making towards 

Green Electronic Products 

 Product Characteristics 
 Consumers’ Individual 

Characteristics 
 Environmental Characteristics 
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Table 2. Overall measures of independent variable 
 

Description  Green purchase 
intention x1  

Behavioral attitude x2 Subjective norm x3 

Mean  4.2216 4.3325 4.1106 
SD .35515 .43329 .43540 
Decision attribute  High Level High Level High Level 

Source: Survey Data, 2016 
 

Table 3. Overall measures of dependent variable 
 

Description Consumer decision 
making towards 
green electronic 
products x4 

Product 
characteristics 
x5 

Consumers’ 
individual 
characteristics x6  

Environmental 
characteristics 
x7  

Mean 4.1898 4.1825 4.1818 4.2050 
SD .31924 .53352 .34938 .43497 
Decision 
Attribute 

High Level High Level High Level High Level 

Source: Survey Data, 2016 
 

and Consumer Decision Making towards Green 
Electronic Products. Results indicate that there is 
statistically linear significant and positive 
relationship (r = .532, p <0.01) between them. 
Thereby, accept the Hypothesis H1- i.e., Green 
Purchase Intention has a significant influence on 
Consumer Decision Making. There was a strong 
positive correlation between the Green Purchase 
Intention and Consumer Decision Making 
towards Green Electronic Products. It is reflect of 
the role of Green Purchase Intention positively 
influencing the Consumer Decision Making in a 
stronger manner. It is stated in the following 
Table 4. 
 
Behavioral Attitude and Consumer Decision 
Making towards Green Electronic Products, the 
correlation of coefficient (r) for Behavioral Attitude 
and Consumer Decision Making was 0.293**, 
significant at 0.000 level, then the correlation was 
significant and the two variables were linear 
related. There was a positive correlation   
between the Behavioral Attitude and Consumer 
Decision Making towards Green Electronic 
Products. 
 
Subjective Norm and Consumer Decision Making 
towards Green Electronic Products, the 
correlation of coefficient (r) for Subjective Norm 
and Consumer Decision Making was 0.577**, 
significant at 0.000 level, then the correlation was 
significant and the two variables were linear 
related. There was a strong positive correlation 
between the Subjective Norm and Consumer 
Decision Making towards Green Electronic 
Products. 

Both dimension having the positive relationship 
with the consumption decision of Green 
Electronic Products but however Subjective Norm 
is having a strong positive relationship with its 
Green Electronic Products consumption 
decisions .577 respectively. To further know the 
impact of each dimension under Green Purchase 
Intention on Consumer Decision Making the 
simple linear regression analysis was undertaken 
and it’s shown in the Table 6. 
 

According to the Table 6 the significance is at F 
Change (0.000) the Co-efficient of Determination 
(R

2
) is 0.283 and Adjusted R- Square is 0.279 

indicates an Lower relationship between Green 
Purchase Intention and Consumer Decision 
Making towards Green Electronic Products. The 
linear combination of the two independent 
dimensions such Behavioral Attitude and 
Subjective Norm strongly predicts the actual 
dependent variable of Consumer Decision 
Making. 
 
The B coefficient for Green Purchase Intention is 
0.478. This mean that on average, if go up one 
point on the Green Purchase Intention improves 
by 0.478 units, and it has the positive relationship 
with Green Purchase Intention and Consumer 
Decision Making. 
 

Hence, the equation for Consumer Decision 
Making can be written as follows: 
 

Y = 2.172+0.478(Green Purchase Intention) 
 

Multiple Linear Regression Analysis to further 
know the impact of each dimension under Green 
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Purchase Intention on Consumer Decision 
Making, the Multiple Linear Regression                
analysis was undertaken and it’s shown in Table 
8. 
 
The non-standardized constant Statistic 2.214 
show that the model would predict if all of the two 
dimension variables were Zero. The B coefficient 
for Behavioral Attitude is 0.080. This means that 
on average, if go up one point on, the Consumer 
Decision Making will change by 8%. The B for 
Subjective Norm is 0.396. This means that on 
average, if go up one point on Subjective Norm 
the Consumer Decision Making will change by 
39.6%. 
 
Therefore, the study can conclude that, each unit 
increase in Behavioral Attitude (X1) and 
Subjective Norm (X2), the Consumer Decision 
Making towards Green Electronic Product            
while increase by 0.08 and 0.396 units 
respectively. 
 
Hence, the equation for Consumer Decision 
Making can be written as follows: 
 

Y = 2.214 +0.080(Behavioral Attitude) + 
0.396(Subjective Norm) 

Hypothesis test and ANOVA test analysis is 
performed to find out the results for the following 
research question of, Does Green Purchase 
Intention can influences on Consumer Decision 
Making towards Green Electronic Products 
special reference to Manmunai North Divisional 
Secretariat in Batticaloa District?’’ 
 
Therefore in order to ensure, whether Green 
Purchase Intention is significantly having an 
influence on Consumer Decision Making, the 
following hypothesis has formulated. 
 
H1: the Green Purchase Intention  is significantly 
influence on Consumer Decision Making towards 
Green Electronic Products. 
 
According to the Table 4 specifies, ANOVA test 
p-value is .000, hence it is less than 0.05. 
Therefore, the decision is reject the H0. Also the 
Table 3 indicating that correlation between Green 
Purchase Intention Consumer Decision Making 
towards Green Electronic Product is .532, Strong 
positive relationships at the significant level of 
0.000. Therefore there is enough evidence to 
conclude that there is a significant influence on 
Consumer Decision Making towards Green 
Electronic Products by Green Purchase Intention. 
 

Table 4. Correlation between green purchase intention and consumer decision making 
 

Pearson correlation 

Consumer decision making 
Green purchase intention (Pearson correlation) .532** 

Sig. (2-tailed) .000 
 

**. Correlation is significant at the 0.01 level (2-tailed). List wise N=200 
Source: Survey Data, 2016 

 

Table 5. Partial correlation between each green purchase intention’s dimensions and consumer 
decision making towards green electronic products 

 
Green purchase intention’s dimensions                                         Consumer decision making 
Behavioral attitude                                                                     Correlation                     .293** 
                                                                                           Significance (2-tailed)            .000 
Subjective norm                                                                         Correlation                     .577** 

                                                                                             Significance (2-tailed)            .000           
Source: Survey Data, 2016 

 
Table 6. Simple linear regression analysis 

  
R square Adjusted R square Change statistics 

R Square change F change Sig.F change 
.283 .279 .283 78.061 .000 

a. Predictors: Green Purchase Intention (Constant) 
 b. Dependent Variable: Consumers Buying Decision Making 

(Source: Survey Data, 2016) 
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Table 7. Linear regression analysis for green purchase intention and consumers decision 
making towards green electronic products 

 

 Non-standardized Coefficients Sig. 
Model B Std. Error 
Constant 2.172 .229 .000 
Green Purchase Intention .478 .054 .000 
Dependent Variable: Consumer Decision Making  

(Source: Survey Data, 2016) 
 

Table 8. Multiple regression analysis 
 

R R square Adjusted R 
square 

Std error of 
the estimate 

Change statistics 
R Square 
Change 

F change Sig.F.change 

0586 .343 .337 026000 .343 51.510 0.000 
a. Predictors: (Constant), Behavioral Attitude, Subjective Norm 

b. Dependent Variable: Consumers Decision Making 
(Source: Survey Data) 

 

Table 9. Regression model 
 

Model Non-standardized 
coefficients 

Sig. 

B Std.error 
Constant 2.214 .220 0.000 
Behavioral Attitude 0.080 .045 .078 
Subjective Norm 0.396 .045  .000 

a. Dependent Variable: Consumer Decision Making 
(Source: Survey Data) 

 

Table 10. ANOVA test 
 

Model Sum of quares Df Mean Square F Sig. 
Regression 
Residual 
Total  

5.735 
14.546 
20.281 

1 
198 
199 

5.735 
0.073 

78.061 .000a 

a. Predictors: (Constant), Green Purchase Intention 
b. Dependent Variable: Consumer Decision Making 

(Source: Survey Data, 2016) 

4. CONCLUSION 
 
This study considers Green Purchase Intention 
as an independent variable and as the Consumer 
Decision Making towards Green Electronic 
Products is dependent variable. The both 
variables individually have high level attributes of 
the customers and further it is illustrated by the 
Pearson’s Correlation analysis, indicates that 
positive significant linear relationship between 
these two variables. The correlation coefficient (r) 
was 0.337 at the 1% level. This implies that 
Consumer Decision Making can be predicted with 
Green Purchase Intention. Based on the 
research findings Green Purchase Intention is 
where influencing more on the Consumer 
Decision Making towards Green Electronic 
Products. The most noteworthy findings were the 

predictive model for buying decision of green 
electronic products explained almost 33.7% of 
the variance, thus clearly influenced by the Green 
Purchase Intention. The study is, particularly 
surveyed the Green Electronic Product 
consumers from the Manmunai North Divisional 
Secretariat area in Batticaloa District. A buyer’s 
decisions can be influenced by Green Purchase 
Intention such it includes Behavioral Attitude and 
Subjective Norm. These dimensions having the 
positive influence on Consumer Decision Making 
towards Green Electronic Products. Yasmin and 
Marjan [5] have proven in their research paper of  
“Understanding Consumer Decision Making 
Towards Green Electronic Products”, that Green 
Purchase Intension of Consumers has 
significantly influencing in their Decision  Making 
towards Green Electronic Products at the 
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significant level of 0.000. This study also has the 
same positive effect of Green Purchase Intention 
on Green Electronic Products Buying Decision 
Making. The importance of knowledge and the 
impact of lack of knowledge in the decision-
making process have been demonstrated in 
numerous studies [6]. Their studies also support 
this research finding. The consumption is 
beginning with the consumer decision making of 
each individuals and the buying decision of the 
consumers can influence by Green Purchase 
Intention. According to Chen [6] and Beckford et 
al. [7] research studies, GPI is a significant 
predictor of GPB, which means that purchase 
intention is positively affect the probability of a 
customer decision that he will buy Green 
Electronic Products. 
 

Marketers and government will increase the 
visibility of Green Electronic Product in order to 
have a higher environmental awareness among 
consumers [8]. Marketers should motivate 
consumers to purchase green electronic product 
by posting some relevant environmental 
awareness advertisement in order to arouse the 
morality of human. In future Electronic Products 
manufactured must focused to introduce new 
effective Green Electronic Products, because it 
will be help to reduce environment issues and 
increase consumer health and usage. This study 
focuses on independent variable Green Purchase 
Intention to explain Consumer Decision Making 
towards Green Electronic Products and to 
explore the relationship between them. However, 
it is explicit that there may be other variable to be 
considered to explain this variation. Future 
studies can be devised to identify those 
additional variable for explaining the Consumer 
Decision Making. 
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