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The paper discusses the impact of the conscious consumer on environmental 
friendliness by examining the relationships between determinants of 
conscious consumer behavior (environmental knowledge, environmental 
concern, individual's social responsibility, and environmentally conscious 
behavior) and their effects on environmental friendliness. The proposed 
theoretical model was tested empirically in the Saudi Arabia environment. 
They are expending both mixed methods, quantitative analysis of 
questionnaire data distributed to a sample of 248 students in the University 
of Bisha in Saudi Arabia using Structural Equation Modeling. Besides, a 
qualitative analysis of data collected using a semi-structured interview. The 
results confirm sufficient support for behavior theory and the proposed 
theoretical model that eco-conscious consumer behavior influences 
consumer environmental knowledge, environmental concern, individual 
social responsibility, and environmentally conscious consumer-related 
mainly to the desire for eco-friendliness. Consumers' actions should be 
geared towards integrating the factors found for environmentally conscious 
consumer behavior towards environmental friendliness. Also, we discuss the 
results and guidelines for further study. 
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1. Introduction 

*The study of consumer behavior is a starting 
point in the marketing process, understanding its 
behavior and knowing its purchasing motivations, 
and achieving the institutions' objectives and success 
in marketing their goods and services. The 
marketing process begins and ends with the 
consumer by identifying consumers' needs and 
desires and knowing their tendencies, tastes, and 
potential. The embodiment of these needs and wants 
and trends to goods (Wu et al., 2018). Consumption 
has become a decisive factor in the development and 
aggravation of environmental problems. Therefore, 
it is necessary to influence consumer behavior and 
preferences by directing consumers towards 
changing their habits Consumerism about products 
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and services (Cherian and Jacob, 2012; Solomon and 
Panda, 2004). 

Green-oriented institutions can influence 
consumers and promote green behavior. Green 
consumers are one of the driving factors behind 
green marketing. Marketers are motivated to boost 
their environmental efficiency by delivering goods 
that match consumers' expectations and 
recommendations with their environmental trends. 

Green consumer and green conduct identify by 
many designations, the aware consumer of social 
problems, the consumer of environmental issues, the 
green consumer, and the consumer aware of 
environmental problems. Green-oriented 
institutions can influence consumers and promote 
green behavior. Consumers are one of the driving 
factors behind green marketing; marketers are 
motivated to boost their environmental efficiency by 
delivering goods that match consumers' expectations 
and recommendations, with their environmental 
trends. 

The green consumer identifies by many 
designations, the aware consumer of social 
problems, the consumer of environmental problems, 
the green consumer, and the consumer aware of 
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environmental problems. We deal with influencing 
consumer behavior through green marketing, 
consumer readiness for green approach, green 
behaviors, and environmental protection models. 

According to Maniatis (2016) and Young et al. 
(2010), 30% of consumers agree that green goods 
should be energy-efficient, help preserve water 
supplies, and environmentally friendly during 
processing, usage, or discharge processes. The 
product may affect consumer purchasing decisions, 
so manufacturers tend to produce environmentally-
friendly products (Chan, 2001; Green et al., 1998) to 
meet green consumers' wishes. 

2. Literature review 

Green consumption has become a recurring 
theme in marketing literature, especially the 
consumer behavior gap in green consumption 
intention and action. We are taking the cognitive 
viewpoint in consumer behaviors, namely green 
product availability and perceived consumer 
efficacy. 

Environmental marketing and consumer 
behavior refer to universal marketing principles 
under which goods and services were manufacturing 
and sold less environmentally damaging . Wu et al. 
(2018) suggested that environmental awareness 
would contribute to positive environmental behavior 
changes and increase the effect on green 
consumption and eco-friendly. The person was also 
strongly identified with environmental concern, 
green conduct, green consumer, and environmental 
awareness to cultivate real consumers. Consumers 
with more robust knowledge, understanding, and 
environmental issues will deliver more supportive 
attitudes towards environmental friendliness (Wu et 
al., 2018). 

2.1. Environmental knowledge 

Environmental knowledge is a closely connected 
mechanism that determines how consumers gather, 
organize, and use the information to make decisions. 
Therefore, consumers perceive environmentally 
friendly goods and green businesses (Kautish and 
Sharma, 2020). 

Knowledge, in this case, reveals the person's 
understanding and interpretation of the universe. 
Environmental knowledge requires information that 
must be identified and verified by a person to turn 
this knowledge into influential behavior. 
Environmental knowledge is concerned with 
assessing individual behavior towards consumer 
behavior and its impact on environmental 
preservation and demand for various green products 
(Lin and Niu, 2018). Environmental awareness 
contributes to environmental behavior (Kullmuss 
and Agyeman, 2002). 

Environmental knowledge characterizes as an 
individual's information about the interrelationship 
between individuals and the environment. 
Environmental understanding shows how a person 

perceives his environmental duty, contributing to his 
environmental behavior. We also recognize how 
their environmental activity leads to sustainability—
another study enabling an individual to identify 
positive environmental behavior. 

Recent work has shown significant associations 
between participant awareness and attitude and 
between environmental knowledge and 
environmental attitude (Haryanto and Budiman, 
2014; Lin and Niu, 2018). The research also found a 
correlation between green product usage and 
positive emotions (Paul et al., 2016). Since applying 
impersonal information leads to positive emotional 
interactions, these theories were suggesting. 

Environmental knowledge, therefore, includes 
community environmental knowledge, and critical 
relationships lead to environmentally friendly 
impacts (Safari et al., 2018; Turnhout, 2018). 
Nevertheless, the importance of environmental 
knowledge in environmentally friendly marketing 
and more work has shown significant associations 
between participant knowledge and attitude, and 
environmental knowledge and attitude towards the 
environment. 

The authors examine the fundamental 
relationship between environmental knowledge and 
consumer behavior in environmental protection 
based on the above statements. Therefore, perceived 
environmental awareness focused on individual 
phenomenon interpretation to classify actions is the 
pattern of green products and environmental 
conservation to validate the sense in the Kingdom of 
Saudi Arabia. This research suggests the following 
hypotheses: 
 
H1a: Environmental knowledge impacts 
environmental friendliness positively and 
significantly.  

2.2. Environmental concern 

Most environmental studies have focused on 
environmental challenges while now focusing on 
environmental consumer concerns. Environmental 
concern as a one-dimensional structure ranges from 
those who are not interested in the environment to 
those engaging in the environment (Fransson and 
Gärling, 1999; Steg and Vlek, 2009). This 
environmental concern has a significant impact on 
individuals' motivation to change behavior to 
alleviate the environmental problem. Positively, 
concern for the environment mediates the 
relationship between personal and disinterested 
behavior in the environment, consumer concern in 
environmental concern, and the desire to pay for 
sustainable products. 

Environmental concern was linkage to 
environmental concerns, including individual 
behavior paths and environmental friendliness. The 
use of green products by consumers leads to values 
that foster environmental consciousness. 
Environmental concern is an individual conviction 
aspect that leads consumers to environmentally 
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friendly practices (Dembkowski and Hanmer‐Lloyd, 
1994; Karp, 1996). People with environmental 
concerns also exhibit consumer behavior, a strong 
sense of commitment, and environmental protection. 

Environmental concern is one of the main 
predictors of environmentally friendly actions (Han 
et al., 2010). Environmental concern reflects the 
degree of knowledge of potential environmental 
concerns by citizens, their desire to fix and reduce 
environmental problems; this means a sense of 
responsibility for environmental friendliness, 
expressed in the individual's environmental 
obligation, reflected in environmental conservation 
(Gigliotti, 1994; Jaiswal and Kant, 2018; Jaiswal and 
Singh, 2018). Studies have shown increasing 
consumer interest and willingness to pay for 
sustainable goods (Didier and Lucie, 2008; Kang et 
al., 2012; Doorn and Verhoef, 2011). 

We use the recycling of goods or green 
procurement actions (De-Magistris and Gracia, 
2016) to pay attention and address the 
environmental issue at an individual level instead of 
collective patterns. The cuts consumers into the 
environment directly with their positive attitude 
towards green behavior. That suggests that 
individuals have a strong desire to buy such goods 
and eventually increase consumer buying patterns. 
Such attitudes do not contribute to their mutual 
desire to publicly address environmental problems, 
which has a clear and vital effect on consumer 
attitudes (Jaiswal and Kant, 2018; Prakash and 
Pathak, 2017). 

Hackett suggested a systematic model for 
addressing environmental problems, proposing that 
individuals look at various environmental issues 
differently, using multiple overlapping 
environmental evaluation dimensions. Assume the 
effect of green consumer products, predictable, 
competitive advantages, consumer behavior, and 
perceived balance on green behavior, depending on 
the degree of environmental issues, which may be 
high or low (Hackett, 1995; 1993). When the public 
is more interested in climate (Ghorbani and Xuan, 
2018), it highlights the importance of associating 
this work with conscious behavior. Consumers' 
question is: To what extent can environmental 
concerns predict environmental friendliness? The 
research suggests the following hypothesis: 
 
H1b: Environmental concern impacts environmental 
friendliness positively and significantly.  

2.3. Environmental individual's social 
responsibility 

Environmental changes have changed 
dramatically in consumer attitudes and behavior. 
Consumers demonstrate collective power through 
individual decisions and actions and voluntary 
engagement in environmental activities. This activity 
extends to several environmental behaviors, 
including membership of environment-conscious 
committees and environmental organizations 

participation, to influence management decisions to 
adopt environment-conscious behavior. The goal is 
to raise awareness and awareness of individuals' 
role in mitigating environmental degradation and 
increase their willingness to be part of potential 
solutions. High levels of environmental 
responsibility and a person's role in promoting 
behaviors, which improve environmental efficiency, 
will result. 

Responsibility for solving the environmental 
problem at the individual level ranges from waste 
recycling behavior to green consumer behaviors 
(Barr, 2003). The focus of these people is not 
connected to their collective attitudes to overall 
environmental solutions but has a direct impact on 
the environment. It increases purchasing these 
goods and environmental friendliness (Pickett‐Baker 
and Ozaki, 2008). The viewpoint is consumers' 
actions are directly related to their constructive 
attitudes towards green goods and environmental 
conservation. 

Consumers engage in environmental issues and 
are encouraged to contribute to environmental 
sustainability through more environmentally 
friendly behaviors. Sustainable consumption 
concerns turn into a best-in-class ethical standard; 
the ultimate goal is to reduce environmental 
impacts, the statement question due to the 
probability of coordination. Consequently, individual 
consumption activity is increasingly seen, and thus 
demonstrating environmental friendship involves 
rational reasons to shift business towards more 
sustainable lifestyles. 

Understanding the causes of addressing 
environmental situations is critical to developing 
frameworks and fair business practices approach. 
The environmental effects of the daily activities of 
individuals should be understood and maintained. 
We point out that the increasing significance of 
environmental trends has increased consumer-
friendly behavior as consumers show their intensity 
and efficacy through their actions through individual 
buying decisions (Scott and Vigar‐Ellis, 2014) and 
their participation in various environmental 
activities. The following theory suggests for stud 
 
H1c: Environmental social responsibility has a 
positive impact on environmental friendliness. 

2.4. Environmental conscious behavior 

Environmental behavior or aware environmental 
behavior is essential for addressing environmental 
issues. The basis for delegating environmentally 
conscious actions consists of several trends, socially 
conscious consumers, and socially responsible 
consumer behavior (Cleveland et al., 2005; Krishan, 
2001). Environmentally appropriate behavior, 
environmentally conscious. An environmentally 
aware consumer should have specific demographic 
characteristics (Kautish and Sharma, 2020; Kim, 
2011; Muposhi, 2015). Numerous studies have been 
conducted on various demographic trends to 
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understand environmental behavior (D’Souza et al., 
2007; Kautish and Sharma, 2020; Roberts, 1995; 
Roberts and Bacon, 1997; Sudbury et al., 2012). He 
claims that consumers can develop into 
environmentally friendly through all situations. 

Determining optimistic or pessimistic attitudes 
about issues like eco-friendly goods (Carrete et al., 
2012) and buying environmentally friendly 
products, and thus taking a very significant role in 
purchasing decisions (Fraj and Martinez, 2007; 
Kautish and Sharma, 2020; Rahbar and Wahid, 2011; 
Straughan and Roberts, 1999). Consumers are 
presumed to follow permanent behaviors based on 
knowledge, understanding, facts, and consequential 
decisions about products and services in the normal 
progression of attitudes towards products, and 
emotional sense of use, which keeps consumers 
purchasing products and services. The research 
suggests the following hypothesis: 
 
H1d: Environmental conscious behavior has a 
positive impact on environmental friendliness.  

2.5. Environmental friendliness 

Consumer-conscious conduct refers to buying 
environmentally friendly or safe goods that are 
recyclable and environmentally efficient, and 
consumer avoids products that affect the 
environment and community (Davis, 1992; Jaiswal 
and Kant, 2018; Lee, 2009; Leonidou et al., 2010). 
Consumer behavior for green buying measuring in 
terms of consumer desire to purchase green goods 
and this deliberate action decides to buy such 
friendly products for environmental protection 
(Borin et al., 2011; Carlson et al., 1996; Jaiswal and 
Kant, 2018). 

Behaviors influence consumer conduct. Many 
environmental researchers commonly use classical 
models with some variations to validate the 
intention to purchase and sell green product actions 
in environmental, behavioral research. A variety of 
environmental-friendly goods have also introduced 
updated behavioral approaches. (Scott and Jobber, 
2000; Steg and Vlek, 2009), organic goods, and 
vegetables (Paul et al., 2016; Kim and Chung, 2011), 
environmentally sustainable materials, green 
products, and green purchasing actions (Jansson et 
al., 2010; Leonidou et al., 2013; Maineri, 1997; Mazar 
and Zhong, 2010; Nguyen et al., 2019; Prakash and 
Pathak, 2017; Sertyesilisik, 2019). Also, consumer-
conscious conduct helps the environment, and 
society typically includes recycled papers, herbal 
goods, carrying bags, energy-saving lamps, 
household items. Such products were focusing on 
eco-sustainable manufacturing, recyclable, and low 
waste production. 

Such arguments suggest that consumer behavior 
was not only conditioned by actions but incorporates 
individual cognitive influences, such as caring, 
empathy, and an individual's conscious social 
responsibility towards the environment (Gadenne et 
al., 2011) to deal with consumer intention to buy and 

sell gene activity. Environmentally aware behavior 
has prolonged stress as an unavoidable precedent 
for behavioral actions and real behavior in studies of 
green consumer psychology (Koo, 2018). Conscious 
environmental behavior requires a willingness to 
participate in consciousness-related actions. 

Environmentally aware behavior is also generally 
seen in environmental studies as an attitude towards 
green goods or buying, which converts the person's 
feelings about buying environmentally friendly items 
(Cleveland et al., 2005). The effect of such particular 
actions on environmental impacts and 
environmental sustainability (Jaiswal and Kant, 
2018; Scott and Vigar‐Ellis, 2014; Zhao et al., 2014) 
and a real desire to actively contribute to 
environmental friendliness in every way. Ultimately, 
the environment's consumer-conscious actions can 
classify behavior patterns, while identifying 
behavioral intentions was difficult. Suggested the 
following hypothesis: 
 
H1: Environmental friendliness has a positive impact 
on conscious consumer behavior. 

3. Problem statement 

With the growing value of the climate, 
conscientious consumer behavior, and the need to 
protect the environment and achieve environmental 
friendliness, it has become essential to change 
consumer behavior towards the environment 
through environmental awareness, environmental 
interest, and individuals' social responsibility and 
environmentally conscious behavior. Hence, the 
problem focuses on the effect of environmentally 
conscious consumer actions to achieve 
environmental friendliness?  

The present work investigates the relationship 
between eco-conscious consumer behavior and 
environmental friendliness. Fig. 1 shows the 
conceptual research model built to explain the 
relationship between environmentally conscious 
consumer behavior and environmental friendliness. 

4. Materials and methods 

The research used quantitative and qualitative 
data collection approaches, the two methods used in 
combination with each cross-validation, and the 
other's findings. The quantitative analysis tool used 
was closed-questionnaire. The qualitative approach 
used was semi-structured interviews and 
observations. The survey tools were initially 
developed based on a comprehensive literature 
review and finalized in September 2019 after a pre-
test by a group of 30 responses. Professors and 
educational experts have reviewed the 
questionnaires for validity. The statistical population 
consisted of Saudi Arabia university students, while 
the study linked to Bisha University students, where 
the number of surveys eligible for review is: 
(n=248). Besides, semi-structured interviews 
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arrange with people working in the Province of Bisha (n=20). 
 

 
Fig. 1: Theoretical framework 

 

The questionnaire data were analyzed using 
descriptive statistics (mean, standard deviation, 
coefficient of variation) to determine individual 
sample patterns around conscientious consumer 
behavior and eco-friendliness. Confirmatory factor 
analysis or structural equation modelling using 
AMOS (CB-SEM) to test research hypotheses and 
structure. Content research using to interpret and 
evaluate data from interviews. Specifically, the 
method of summarizing content analysis' was 
introduced. The text reduces step by step to produce 
information that shows similar concepts and ideas: 
these specific ideas are then classified and 
summarize. 

According to Neuendorf (2002), work applied, 
and its approach is a simulation of the structural 
equation. Data were collected using a 47-point 
questionnaire. The goal is to determine the 
environmental friendliness effect of consumer-
conscious behavior, and the reliability of the 
Cronbach's Alpha coefficient is 0,949. Experts have 
confirmed their validity. 

Those interviewed were asked to discuss real 
issues influencing their perceptions of Bisha 's 
overwhelming friendliness climate. Every 
interviewer conducted an independent review of the 
interview content, identifying themes and structures 
related to "Environmental Consciousness, 
Environmental Concern, Environmental Social 
Responsibility, Environmental Conscious Behavior" 
in KSA and "Environmental Compatibility". Next, the 
researchers organized their results, hitting 22 
frameworks for consumer-conscious behavior and 
eight environmental friendliness. The systems 
selected earn at least more than 75% support from 
interviewees, who also served as content analysts 
(Aiken, 2009). 

The nature of the effects of consumer behavior 
and eco-friendliness, consumer views, consumers 
asked, 'What approaches can be developing to boost 
the effect between conscious consumer behavior and 
environmental friendliness?', the results in Table 1. 
The most significant views described were: 
Knowledge, concern, individual's social 
responsibility, conscious behavior, friendliness. 

Table 1: Consumer perceptions on how to enhance 
conscious consumer behavior to the environmental 

friendliness 
Common ideas Number Percentage 

Consumer' views on environmental 
knowledge 

5 22.10 

Consumer' views on environmental 
concern 

6 27.20 

Consumer' views on environmental 
individual's social  responsibility 

5 19.70 

Consumer' views on environment-
conscious behavior 

6 17.50 

Consumer’ views on environmental 
friendliness 

8 15.50 

Total 30 100.00 

5. Results and discussion 

Improving Ecologically Conscious Consumer 
Behavior on Environmental Friendliness, 
Respondents View Respondents have been asking 
for their views on improving the environmental 
impact of environmentally conscious consumer 
behavior on environmental friendliness. They were 
given 46 factors that could affect the effect and asked 
to rank their importance on the Likert scale in which 
'1' represented 'strong agreement' and '5' 
represented 'strong disagreement'. To determine the 
validity and reliability of the questionnaire's data, 
we used the Cronbach alpha test, which measures 
the degree of reliability and validity of the research 
tool's Cronbach coefficient and the results of this test 
shown in Table 2. 

 

Table 2: Results of test reliability of the research variables 
Cronbach's 

Alpha 
Number of 

Items 
Variables 

.8280 10 Environmental knowledge 

.7960 09 Environmental concern 

.8690 08 
Environmental Individual's 

social responsibility. 

.7810 09 
Environmental conscious 

behavior 
.8310 08 Environmental friendliness 

 

From Table 2, we notice that all the proportions 
of the questionnaire's dimensions and axes are 
substantial and more significant than the 
statisticians' reference average estimated at 70% 
and that Alpha Cronbach's coefficient for all 

H1 

Environmental Friendliness 

 

H1a 

H1b 

H1c 

H1d 

Environmental knowledge 

Environmental concern 

Environmental individual's social 

responsibility 

Environmental conscious behavior 

Conscious consumer behaviour 
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questionnaire items is equal to 0,849, indicating the 
validity and accuracy of the research method. 
Research survey characteristics can found in Saudi 
Arabia consumers' responses in the sample's 
Personal Information section. Table 3 shows 
frequencies and percentages for the demographic 
variables. 

Male users are marginally higher than females, 
although this is a coincidence. Many consumers have 
a university degree, reflecting the relatively high 
level of consumers questioned by the standard of 
answers, providing researchers with a positive 
response to the questionnaire, and the ability to 
grasp the questions' substance  .. From the Table 3 
results, the most significant proportion of consumer 
relationships with the environment are concentrated 
in the group 1-5 years by 26.6% and more than 21 

years by 23.4. The represents environmental 
friendliness. Table 4 shows descriptive statistics. 

 
Table 3: Frequencies and percentages for the 

demographic variables 
Percent Frequency Measure Item 

57.7 143 Male 

Gender 

42.3 105 Female 
1.2 3 Professional 

Education 

7.3 18 Secondary 
5.6 14 Diploma 

45.6 113 Graduate 
17.7 44 Postgraduate 
22.6 56 Doctorate 
26.6 66 1 to 5 years 

Experience 

21.4 53 6 to 10 years 
15.3 38 10 to 15 years 
13.3 33 15 to 20 years 
23.4 58 more than 21 years 

 
 

Table 4: Descriptive statistics 
Variables Mean Std. Deviation Coefficient of variation 

Environmental knowledge (EK) 1.8625 .97408 52.30 
Environmental concern (EC) 2.1402 1.14063 53.30 

Environmental individual's social responsibility (EIR) 1.8347 1.02005 55.60 
Environment  conscious behavior (ECB) 1.9323 .98788 51.12 

Environmentally Conscious consumer behavior (CCB) 1.9566 .99414 50.81 
Environmental friendliness (ER) 2.0131 1.13369 56.32 

Note: CCB (EK, EC, EIR and ECB) 

 

University of Bisha students showed they agree 
with all expressions of dimensions and variables; 
this demonstrates the importance of means, which 
verified the sample members' consciousness and 
interest in climate and environmental practices.  

The validity of these hypotheses, independent 
sub-variables (Environmental Awareness, 
Environmental Concern, Social Responsibility of 
Environmental Persons, Environmental Conscious 
Behavior) and dependent variable (Environmental 
Compatibility) using as shown in Fig. 2. 

 

 
Fig. 2: Structural model 

 

Fig. 2 indicates that Compatibility indices were 
obtaining by Structural Equation Modeling concepts 
and practice (Kline, 2005). Therefore, the proposed 
model (Fig. 1) is similar to fact and very reasonable, 
which pushes us to embrace the primary research 
hypothesis (H1: Environmentally conscious 
consumer behavior has a positive and significant 
impact on environmental friendliness). Fig. 3 shows 
the path analysis model. 

Fig. 3 shows that the path analysis model 
accomplished by fit indices (Kline, 2005), but 
excluding the path that links the social responsibility 

of Environment Person and environmental 
friendliness as it is not relevant, as shown in Table 5. 

 

Table 5: Regression weights of the path analysis model 

 
Path 

 
Estimate S.E. C.R. P Label 

EF <--- EC .545 .052 10.485 *** par_1 
EF <--- ECB .282 .070 4.050 *** par_2 
EF <--- EK .188 .079 2.379 .017 par_3 
EF <--- EIR -.108 .084 -1.277 .202 par_10 

 
Table 5 findings show that hypotheses (H1a, H1b, 

H1d) are satisfied because their paths are significant, 
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except for the H1c hypothesis, their path is not significant. 
 

 
Fig. 3: Path analysis model 

 

Continuous development and enhancement of 
environmentally conscious consumer behavior 
dimensions aspects contribute to environmental 
friendliness. Therefore, there is a statistically 
significant average positive effect between 
environmental conscious consumer behavior 
dimensions; environmental knowledge, 
environmental concern, environmental individual's 
social responsibility, conscious environmental 
behavior, and environmental friendliness at the level 
of Significant α=0.05, supporting the validity of the 
central hypothesis. This result, knowledge, and 
attitude as a factor have the largest influence on 
consumer behavior and similar results were 
confirmed in this study compared to that of Zhao et 
al. (2014). 

6. Conclusion 

The current study contributes in two ways to the 
literature on consumer behavior. First, the present 
study sets out a clear definition of the concept of 
environmentally conscious consumer behavior. In 
particular, the study of green consumption behavior 
contributes to understanding the moderate 
acceptance of environmental friendliness. Most 
defining factors in the frameworks, including 
environmental knowledge, environmental concerns, 
environmental, social responsibility, and 
environmentally-conscious behavior towards 
environmental friendliness, focus on 
environmentally-conscious consumer behavior to 
achieve environmental friendliness it is similar to 
results (Kautish and Sharma, 2020). This approach 
favors green behavior and fails to consider the 
environmentally-conscious consumer's behavior, 
that is, the green consumer, This result relatively 
different from what was found by Nguyen et al. 
(2019) in which he believes that "green attitude and 
intention are often found to influence actual 
behavior towards green consumption". Research 
into environmentally conscious consumer behavior 
may facilitate a direct comparison of conflicting 

consumer behaviors. Second, a conceptual model 
was suggested based on an extended consumer 
behavior model, including environmental literacy, 
environmental issues, social responsibility for the 
environment, and environmental consciousness. The 
conceptual model testing experiment used a sample 
in Saudi Arabia, which could provide a theoretical 
basis for future studies. 

The current study also has social ramifications, 
considering that the Kingdom's 2030 vision for 
sustainable development relies on certain 
established and emerging powers. The researchers 
have proposed ambitious steps that would reduce 
adverse effects and strengthen positive results. The 
environmental effects of individual consumer 
behaviors and environmentally aware actions have 
not been considered pleasant surroundings. 
Consumers' interests, environmental concerns, and 
capabilities can be identifying. Their expectations 
and directions converted into behavior, but 
consumption growth has become a critical factor in 
creating and exacerbating environmental problems. 
It has become essential to influence consumer 
behavior and preferences by encouraging them to 
change their consumption patterns (Kilbourne and 
Pickett, 2008). 

The analysis shows that the elements of 
responsibility and the ability to create 
environmental friendliness will change individuals' 
buying behavior and make them more likely to 
demand and protect environmental change. The 
relationship between conscious consumption 
behaviors has shown positive moderation. One 
might argue that the moderate effect on consumer 
behavior has been limited and is related to other 
factors; therefore, the environmental impact has 
been less critical. 

The results show that individuals represent only 
average environmental activity levels and 
environmental friendship despite the individual's 
perceived environmental responsibility. Further 
research on the individual psychoactive factors 
affecting the environment is therefore required. As 
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far as gender is concerned, females exposing to 
similar levels of environmental friendliness to the 
highest level of males. 

Acknowledgment 

The authors extend their thanks and appreciation 
to the Journal's supervisors and experts for all 
valuable notes and the tireless efforts made in light 
of COVID-19. 

Compliance with ethical standards 

Conflict of interest 

The author(s) declared no potential conflicts of 
interest with respect to the research, authorship, 
and/or publication of this article. 

References  

Aiken LR (2009). Psychological testing and assessment. Pearson 
Education India, Chennai, India. 

Barr S (2003). Strategies for sustainability: Citizens and 
responsible environmental behavior. Area, 35(3): 227-240.  
https://doi.org/10.1111/1475-4762.00172 

Borin N, Cerf DC, and Krishnan R (2011). Consumer effects of 
environmental impact in product labeling. Journal of 
Consumer Marketing, 28(1): 76-86.  
https://doi.org/10.1108/07363761111101976 

Carlson L, Grove SJ, Kangun N, and Polonsky MJ (1996). An 
international comparison of environmental advertising: 
Substantive versus associative claims. Journal of 
Macromarketing, 16(2): 57-68.  
https://doi.org/10.1177/027614679601600205 

Carrete L, Castaño R, Felix R, Centeno E, and González E (2012). 
Green consumer behavior in an emerging economy: 
Confusion, credibility, and compatibility. Journal of Consumer 
Marketing, 29(7): 470-481.  
https://doi.org/10.1108/07363761211274983 

Chan RY (2001). Determinants of Chinese consumers' green 
purchase behavior. Psychology and Marketing, 18(4): 389-
413. https://doi.org/10.1002/mar.1013 

Cherian J and Jacob J (2012). Green marketing: A study of 
consumers' attitude towards environment friendly products. 
Asian Social Science, 8(12): 117-126.  
https://doi.org/10.5539/ass.v8n12p117 

Cleveland M, Kalamas M, and Lorache M (2005). Consumer 
behavior: Green marketing; social responsibility. Journal of 
Consumer Marketing, 22: 198-212.  
https://doi.org/10.1108/07363760510605317 

D’Souza C, Taghian M, Lamb P, and Peretiatko R (2007). Green 
decisions: Demographics and consumer understanding of 
environmental labels. International Journal of Consumer 
Studies, 31(4): 371-376.                      
https://doi.org/10.1111/j.1470-6431.2006.00567.x 

Davis JJ (1992). Ethics and environmental marketing. Journal of 
Business Ethics, 11(2): 81-87.  
https://doi.org/10.1007/BF00872314 

De-Magistris T and Gracia A (2016). Consumers' willingness-to-
pay for sustainable food products: The case of organically and 
locally grown almonds in Spain. Journal of Cleaner Production, 
118: 97-104. https://doi.org/10.1016/j.jclepro.2016.01.050 

Dembkowski S and Hanmer‐Lloyd S (1994). The environmental 
value‐attitude‐system model: A framework to guide the 
understanding of environmentally‐conscious consumer 

behavior. Journal of Marketing Management, 10(7): 593-603. 
https://doi.org/10.1080/0267257X.1994.9964307 

Didier T and Lucie S (2008). Measuring consumer's willingness to 
pay for organic and fair trade products. International Journal 
of Consumer Studies, 32(5): 479-490.  
https://doi.org/10.1111/j.1470-6431.2008.00714.x 

Doorn VJ and Verhoef PC (2011). Willingness to pay for organic 
products: Differences between virtue and vice foods. 
International Journal of Research in Marketing, 28(3): 167-
180. https://doi.org/10.1016/j.ijresmar.2011.02.005 

Fraj E and Martinez E (2007). Ecological consumer behavior: An 
empirical analysis. International Journal of Consumer Studies, 
31(1): 26-33.                                      
https://doi.org/10.1111/j.1470-6431.2006.00565.x 

Fransson N and Gärling T (1999). Environmental concern: 
Conceptual definitions, measurement methods, and research 
findings. Journal of Environmental Psychology, 19(4): 369-
382. https://doi.org/10.1006/jevp.1999.0141 

Gadenne D, Sharma B, Kerr D, and Smith T (2011). The influence 
of consumers' environmental beliefs and attitudes on energy 
saving behaviors. Energy Policy, 39(12): 7684-7694.  
https://doi.org/10.1016/j.enpol.2011.09.002 

Ghorbani M and Xuan L (2018). Challenging ingrained thoughts? 
The joint effect of stereotypes and awareness of related 
information on pro-environmental behavior in China.  
Sustainability, 10(6): 1986.  
https://doi.org/10.3390/su10061986 

Gigliotti LM (1994). Environmental issues: Cornell students' 
willingness to take action, 1990. The Journal of Environmental 
Education, 26(1): 34-42.  
https://doi.org/10.1080/00958964.1994.9941431 

Green K, Morton B, and New S (1998). Green purchasing and 
supply policies: Do they improve companies’ environmental 
performance? Supply Chain Management: An International 
Journal, 3(2): 89-95.  
https://doi.org/10.1108/13598549810215405 

Hackett P (1995). Conservation and the consumer: Understanding 
environmental concern. Routledge, London, UK. 

Hackett PM (1993). Consumers' environmental concern values: 
Understanding the structure of contemporary green 
worldviews. In: Bamossy GJ and Van Raaij F (Eds.), European 
Advances in Consumer Research: 416-427. Association for 
Consumer Research, Duluth, USA. 

Han H, Hsu LTJ, and Sheu C (2010). Application of the theory of 
planned behavior to green hotel choice: Testing the effect of 
environmental friendly activities. Tourism Management, 
31(3): 325-334.  
https://doi.org/10.1016/j.tourman.2009.03.013 

Haryanto B and Budiman S (2014). The role of environmental 
knowledge in moderating the consumer behavioral processes 
toward the Green products (survey on the Green product-
mind in Indonesian). Review of Integrative Business and 
Economics Research, 4(1): 203-216. 

Jaiswal D and Kant R (2018). Green purchasing behavior: A 
conceptual framework and empirical investigation of Indian 
consumers. Journal of Retailing and Consumer Services, 41: 
60-69. https://doi.org/10.1016/j.jretconser.2017.11.008 

Jaiswal D and Singh B (2018). Toward sustainable consumption: 
Investigating the determinants of green buying behavior of 
Indian consumers. Business Strategy and Development, 1(1): 
64-73. https://doi.org/10.1002/bsd2.12 

Jansson J, Marell A, and Nordlund A (2010). Green consumer 
behavior: Determinants of curtailment and eco-innovation 
adoption. Journal of Consumer Marketing, 27(4): 358-370.  
https://doi.org/10.1108/07363761011052396 

Kang KH, Stein L, Heo CY, and Lee S (2012). Consumers’ 
willingness to pay for green initiatives of the hotel industry. 

https://doi.org/10.1111/1475-4762.00172
https://doi.org/10.1108/07363761111101976
https://doi.org/10.1177/027614679601600205
https://doi.org/10.1108/07363761211274983
https://doi.org/10.1002/mar.1013
https://doi.org/10.5539/ass.v8n12p117
https://doi.org/10.1108/07363760510605317
https://doi.org/10.1111/j.1470-6431.2006.00567.x
https://doi.org/10.1007/BF00872314
https://doi.org/10.1016/j.jclepro.2016.01.050
https://doi.org/10.1080/0267257X.1994.9964307
https://doi.org/10.1111/j.1470-6431.2008.00714.x
https://doi.org/10.1016/j.ijresmar.2011.02.005
https://doi.org/10.1111/j.1470-6431.2006.00565.x
https://doi.org/10.1006/jevp.1999.0141
https://doi.org/10.1016/j.enpol.2011.09.002
https://doi.org/10.3390/su10061986
https://doi.org/10.1080/00958964.1994.9941431
https://doi.org/10.1108/13598549810215405
https://doi.org/10.1016/j.tourman.2009.03.013
https://doi.org/10.1016/j.jretconser.2017.11.008
https://doi.org/10.1002/bsd2.12
https://doi.org/10.1108/07363761011052396


Musa et al/International Journal of Advanced and Applied Sciences, 8(7) 2021, Pages: 31-40 

39 
 

International Journal of Hospitality Management, 31(2): 564-
572. https://doi.org/10.1016/j.ijhm.2011.08.001 

Karp DG (1996). Values and their effect on pro-environmental 
behavior. Environment and Behavior, 28(1): 111-133.  
https://doi.org/10.1177/0013916596281006 

Kautish P and Sharma R (2020). Determinants of pro‐
environmental behavior and environmentally conscious 
consumer behavior: An empirical investigation from emerging 
market. Business Strategy and Development, 3(1): 112-127. 
https://doi.org/10.1002/bsd2.82 

Kilbourne W and Pickett G (2008). How materialism affects 
environmental beliefs, concern, and environmentally 
responsible behavior. Journal of Business Research, 61(9): 
885-893. https://doi.org/10.1016/j.jbusres.2007.09.016 

Kim HY and Chung JE (2011). Consumer purchase intention for 
organic personal care products. Journal of Consumer 
Marketing, 28(1): 40-47.  
https://doi.org/10.1108/07363761111101930 

Kim Y (2011). Understanding green purchase: The influence of 
collectivism, personal values and environmental attitudes, and 
the moderating effect of perceived consumer effectiveness. 
Seoul Journal of Business, 17(1): 65-92.  
https://doi.org/10.35152/snusjb.2011.17.1.003 

Kline RB (2005). Principles and practice of structural equation 
modeling. Guilford, New York, USA. 

Koo DW (2018). The impact of risk perceptions of food 
ingredients on the restaurant industry: Focused on the 
moderating role of corporate social responsibility. 
Sustainability, 10(9): 3132.  
https://doi.org/10.3390/su10093132 

Krishan A (2001). Climate responsive architecture: A design 
handbook for energy efficient buildings. Tata McGraw-Hill 
Education, New York, USA. 

Kullmuss A and Agyeman J (2002). Mind the Gap: Why do people 
act environmentally and what are the barriers to pro-
environmental behavior. Environmental Education Research, 
8(3): 239-260.  
https://doi.org/10.1080/13504620220145401 

Lee K (2009). Gender differences in Hong Kong adolescent 
consumers' green purchasing behavior. Journal of Consumer 
Marketing, 26(2): 87-96.  
https://doi.org/10.1108/07363760910940456 

Leonidou CN, Katsikeas CS, and Morgan NA (2013). “Greening” the 
marketing mix: Do firms do it and does it pay off? Journal of 
the Academy of Marketing Science, 41(2): 151-170.  
https://doi.org/10.1007/s11747-012-0317-2 

Leonidou LC, Leonidou CN, and Kvasova O (2010). Antecedents 
and outcomes of consumer environmentally friendly attitudes 
and behavior. Journal of Marketing Management, 26(13-14): 
1319-1344. https://doi.org/10.1080/0267257X.2010.523710 

Lin ST and Niu HJ (2018). Green consumption: Environmental 
knowledge, environmental consciousness, social norms, and 
purchasing behavior. Business Strategy and the Environment, 
27(8): 1679-1688. https://doi.org/10.1002/bse.2233 

Maineri T (1997). Green buying: The influence of environmental 
concern on consumer behavior. The Journal of Social 
Psychology, 137(2): 189-204.  
https://doi.org/10.1080/00224549709595430 

Maniatis P (2016). Investigating factors influencing consumer 
decision-making while choosing green products. Journal of 
Cleaner Production, 132: 215-228.  
https://doi.org/10.1016/j.jclepro.2015.02.067 

Mazar N and Zhong CB (2010). Do green products make us better 
people? Psychological Science, 21(4): 494-498.  
https://doi.org/10.1177/0956797610363538 
PMid:20424089 

Muposhi A (2015). Green consumer buying behavior: 
Antecedents, selection attributes of generation Y consumers 
and the relationship with future behavioral intentions. Ph.D. 
Dissertation, Vaal University of Technology, Vanderbijlpark, 
South Africa. 

Neuendorf K (2002). The content analysis guidebook. Sage 
Publications Inc., Thousand Oaks, USA.  

Nguyen HV, Nguyen CH, and Hoang TTB (2019). Green 
consumption: Closing the intention‐behavior gap. Sustainable 
Development, 27(1): 118-129.  
https://doi.org/10.1002/sd.1875 

Paul J, Modi A, and Patel J (2016). Predicting green product 
consumption using theory of planned behavior and reasoned 
action. Journal of Retailing and Consumer Services, 29: 123-
134. https://doi.org/10.1016/j.jretconser.2015.11.006 

Pickett‐Baker J and Ozaki R (2008). Pro‐environmental products: 
Marketing influence on consumer purchase decision. Journal 
of Consumer Marketing, 25(5): 281-29.  
https://doi.org/10.1108/07363760810890516 

Prakash G and Pathak P (2017). Intention to buy eco-friendly 
packaged products among young consumers of India: A study 
on developing nation. Journal of Cleaner Production, 141: 
385-393. https://doi.org/10.1016/j.jclepro.2016.09.116 

Rahbar E and Wahid NA (2011). Investigation of green marketing 
tools' effect on consumers' purchase behavior. Business 
Strategy Series, 12(2): 73-83.  
https://doi.org/10.1108/17515631111114877 

Roberts JA (1995). Profiling levels of socially responsible 
consumer behavior: A cluster analytic approach and its 
implications for marketing. Journal of Marketing Theory and 
Practice, 3(4): 97-117.  
https://doi.org/10.1080/10696679.1995.11501709 

Roberts JA and Bacon DR (1997). Exploring the subtle 
relationships between environmental concern and 
ecologically conscious consumer behavior. Journal of Business 
Research, 40(1): 79-89.                          
https://doi.org/10.1016/S0148-2963(96)00280-9 

Safari A, Salehzadeh R, Panahi R, and Abolghasemian S (2018). 
Multiple pathways linking environmental knowledge and 
awareness to employees’ green behavior. Corporate 
Governance: The International Journal of Business in Society, 
18(1): 81-103. https://doi.org/10.1108/CG-08-2016-0168 

Scott BF and Jobber D (2000). Environmentally responsible 
purchase behavior: A test of a consumer model. European 
Journal of Marketing, 34(5/6): 723-746.  
https://doi.org/10.1108/03090560010322009 

Scott L and Vigar‐Ellis D (2014). Consumer understanding, 
perceptions and behaviors with regard to environmentally 
friendly packaging in a developing nation. International 
Journal of Consumer Studies, 38(6): 642-649.  
https://doi.org/10.1111/ijcs.12136 

Sertyesilisik B (2019). Green marketing as a tool for reducing 
environmental footprint of the construction industry. In: 
Management Association, Information Resources (Ed.), Green 
business: Concepts, methodologies, tools, and applications: 
490-511. IGI Global, Pennsylvania, USA.  
https://doi.org/10.4018/978-1-5225-7915-1.ch025 

Solomon MR and Panda TK (2004). Consumer behavior, buying, 
having, and being. Pearson Education India, Chennai, India. 

Steg L and Vlek C (2009). Encouraging pro-environmental 
behavior: An integrative review and research agenda. Journal 
of Environmental Psychology, 29(3): 309-317.  
https://doi.org/10.1016/j.jenvp.2008.10.004 

Straughan RD and Roberts JA (1999). Environmental 
segmentation alternatives: A look at green consumer behavior 
in the new millennium. Journal of Consumer Marketing, 16(6): 
558-575. https://doi.org/10.1108/07363769910297506 

https://doi.org/10.1016/j.ijhm.2011.08.001
https://doi.org/10.1177/0013916596281006
https://doi.org/10.1002/bsd2.82
https://doi.org/10.1016/j.jbusres.2007.09.016
https://doi.org/10.1108/07363761111101930
https://doi.org/10.35152/snusjb.2011.17.1.003
https://doi.org/10.3390/su10093132
https://doi.org/10.1080/13504620220145401
https://doi.org/10.1108/07363760910940456
https://doi.org/10.1007/s11747-012-0317-2
https://doi.org/10.1080/0267257X.2010.523710
https://doi.org/10.1002/bse.2233
https://doi.org/10.1080/00224549709595430
https://doi.org/10.1016/j.jclepro.2015.02.067
https://doi.org/10.1177/0956797610363538
https://doi.org/10.1002/sd.1875
https://doi.org/10.1016/j.jretconser.2015.11.006
https://doi.org/10.1108/07363760810890516
https://doi.org/10.1016/j.jclepro.2016.09.116
https://doi.org/10.1108/17515631111114877
https://doi.org/10.1080/10696679.1995.11501709
https://doi.org/10.1016/S0148-2963(96)00280-9
https://doi.org/10.1108/CG-08-2016-0168
https://doi.org/10.1108/03090560010322009
https://doi.org/10.1111/ijcs.12136
https://doi.org/10.4018/978-1-5225-7915-1.ch025
https://doi.org/10.1016/j.jenvp.2008.10.004
https://doi.org/10.1108/07363769910297506


Musa et al/International Journal of Advanced and Applied Sciences, 8(7) 2021, Pages: 31-40 

40 
 

Sudbury RL, Kohlbacher F, and Hofmeister A (2012). A cross-
cultural analysis of pro-environmental consumer behavior 
among seniors. Journal of Marketing Management, 28(3-4): 
290-312. https://doi.org/10.1080/0267257X.2012.658841 

Turnhout E (2018). The politics of environmental knowledge. 
Conservation and Society, 16(3): 363-371.  
https://doi.org/10.4103/cs.cs_17_35 

Wu HC, Cheng CC, Chen YC, and Hong W (2018). Towards green 
experiential loyalty. International Journal of Contemporary 

Hospitality Management, 30(3): 1374-1397.  
https://doi.org/10.1108/IJCHM-10-2016-0596 

Young W, Hwang K, McDonald S, and Oates CJ (2010). Sustainable 
consumption: Green consumer behavior when purchasing 
products. Sustainable Development, 18(1): 20-31.  
https://doi.org/10.1002/sd.394 

Zhao HH, Gao Q, Wu YP, Wang Y, and Zhu XD (2014). What affects 
green consumer behavior in China? A case study from 
Qingdao. Journal of Cleaner Production, 63: 143-151.  
https://doi.org/10.1016/j.jclepro.2013.05.021 

 

https://doi.org/10.1080/0267257X.2012.658841
https://doi.org/10.4103/cs.cs_17_35
https://doi.org/10.1108/IJCHM-10-2016-0596
https://doi.org/10.1002/sd.394
https://doi.org/10.1016/j.jclepro.2013.05.021

	The impact of conscious consumer behavior on environmentalfriendliness: Saudi Arabia's sustainable vision 2030
	1. Introduction
	2. Literature review
	2.1. Environmental knowledge
	2.2. Environmental concern
	2.3. Environmental individual's social responsibility
	2.4. Environmental conscious behavior
	2.5. Environmental friendliness

	3. Problem statement
	4. Materials and methods
	5. Results and discussion
	6. Conclusion
	Acknowledgment
	Compliance with ethical standards
	Conflict of interest
	References


