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ABSTRACT

Purpose- The aim of this paper is to examine the impact of environmental values on green purchase behaviour through environmental
attitude and green skepticism.

Methodology- The data have been collected through a survey on a sample consisting of 306 consumers. To analyse the data, Structural
equation modelling (SEM) using AMOS 20.0 was applied.

Findings- The research results revealed that the environmental values namely; altruistic and biospheric values affect green purchase
behaviour. However, there is no effect of environmental values on environmental attitude and green skepticism. The results also showed
that there is no significant effect of green skepticism and environmental attitude on green purchase behaviour.

Conclusion- Based on the findings, environmental values have effects on green purchase behaviours but green skepticism has no effect on
green purchase behaviour. Yet, because of limited participations, the results cannot be generalizable.

Keywords: Environmental attitude, biospheric and altruistic values, green skepticism, green purchase behaviour.
JEL Codes: M30, M31

1. INTRODUCTION

The environmental challenges we face today, including rising sea levels, increasing global temperature, deforestation, and
the declining availability of natural resources, are the result of human consumption. It is therefore widely accepted that
environmental problems are sprig up by some kinds of human behaviours. Thus, these environmental problems could be
reduced by means of changing such behaviours (Groot et al. 2012; Nicker son 2003; Gardner and Stern 2002), as
environmental behaviour includes those behaviours which lead to change the structure of ecosystems (Groot et al. 2012;
Stern 2000). There are many different kinds of environmental behaviours that are not only harmful like using car, but also
pro-environmental like recycling for the environment. Hence, factors which affect environmental behaviours are important
to improve environmental behaviours by means of pro-environmental behaviour (Groot et al. 2012).

The effects of values on behaviours at this point should not be overlooked. This is because values are often regarded when
doing a research about environmental behaviour (Groot et al. 2012; Naess 1989; Dunlap, Grieneeks and Rokeach 1983). It
was highlighted that “values, such as respect, equality, and unity with nature, are desirable trans-situational goals that vary
in importance and serve as guiding principles in the life of a person or other social entity” (Schwartz 1992). In addition,
some research explained that “the common attribute is the environmental values of the consumer” (Gilg, Barr, & Ford,
2005; Garcia and Manon 2016). The decision of consumers to care about environmental issues is affected by environmental
values namely altruistic values (Garcia and Manon 2016). Thus, marketing research has focused on green marketing in the
recent past. As a result of these green initiatives, there has been many developments of green products in many different
industries such as food, energy, automobiles and so on (Goh and Balaji, 2016). Since, “green product” or services are called
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organic, eco-friendly or ecological and all green products are produced through eco-friendly process (Lee, 2011; Garcia and
Manon 2016).

In spite rising in academic work on green marketing, consumers concern about misleading environmental information that
are disseminated by firms in order to improve their sales and reputation (Goh and Balaji, 2016). A research revealed that 48
per cent of consumer do not trust the claims about the environmental issues (Eurobarometer, 2009), and consumers do not
believe about environmental claims which made by the firms and this phenomenon is called “green skepticism” is led by
skepticism.

Despite rising consumer skepticism towards green products, studies on this issue are insufficient and limited. Beyond that,
it is necessary to understand the effects of consumer values on green purchase behaviours in order to understand
consumer skepticism. Thus, this article aims to examine which environmental values are associated with environmental
attitude, green skepticism and green purchase behaviour. This article will also try to examine the effects of environmental
values and green skepticism on green purchase behaviour. In line with the scope of work, first we will discuss how values
are associated with environmental behaviours. Then, we will discuss how green skepticism affects consumer behaviours in
marketing context. After that, we will examine and discuss the results based on the proposed model.

2. LITERATURE REVIEW
2.1. Environmental Values

Researchers have revealed that environmental beliefs and behaviour are affected by three different value orientations,
namely, “an egoistic (i.e., values focusing on maximizing individual outcomes), a social-altruistic (i.e., values reflecting
concern for the welfare of others), and a biospheric value orientation (i.e., values emphasizing the environment and the
biosphere)” (Groot and Steg, 2007; Stern, 2000; Stern & Dietz, 1994; Stern, Dietz, & Kalof, 1993; Stern et al., 1998). Thus,
within the scope of the research these three environmental values will be discussed in this section. Beyond that,
environmental attitude and green skepticism will also be discussed based on the proposed model of the research.

2.2. Egoistic, Altruistic, Biospheric Values

Based on the previous researches, egoistic, altruistic and biospheric values are related to pro-environmental behaviour.
However, researches also explained that people act based on their egoistic values rather than their altruistic or biospheric
values. Thus, it need to be explained the question; why people do not act based on their altruistic and biospheric values
(Groot, and Steg, 2008). In related studies, on the one hand, it has been explained that “egoistic concern is negatively
correlated with self-transcendence (transcending an individual’s selfish concerns and contributing to the well-being of
others) and positively correlated with self-enhancement (enhancing an individual’s own personal interest)” (Swami V et al.,
2010; Schultz et al., 2005; Schultz, 2001). Moreover, self-transcendence (ST) and self-enhancement (SE) are in conflict and
the location of self-transcendence (ST) and self-enhancement (SE) are opposite poles in a circumplex value structure
(Hansla, 2011; Schwartz,1992) Moreover, self-enhancement (SE) is negatively related to the environmental concerns but,
self-transcendence (ST) is positively related to environmental concerns (Hansla, 2011; Schwartz,1992) On the other hand,
biospheric concern showed opposite pattern of correlations however, altruistic concerns demonstrated mixed correlations
(positive and negative) in terms of both; self-transcendence and self-enhancement (Swami V et al., 2010; Hansla, Gamble,
Juliusson & Garvill, 2008; Nordlund & Garvill, 2002, 2003; Schultz & Zelezny, 1999).

It is thus, the egoistic values were not considered in this research and two dimensions of environmental values namely;
altruistic and biospheric values will be examined in order to reply the question that why consumers act based on altruistic
and biospheric values? Moreover, most of these researches done is relevant to the environment, but consumption has not
been considered in these studies adequately and it has not been examined whether environmental concerns and
environmental values are influential when people consume. It is thus, in this research, not only the impact of environmental
values on the attitude of people towards the environment and green skepticism but also the relationship between
environmental values and the consumption of environmentally sensitive products will be examined. This is because today's
people are faced with the following problems. One of them is the destruction of the environment as a result of over-
consumption of environmentally harmful products and as mentioned the other is that the consumers think that the main
purpose of the social responsibility projects of the companies is to sell more and that they are not related to the
environment and they are skeptical (Goh and Balaji, 2016). Therefore, the following hypotheses were developed in the
direction of the aim of this research;

H1a: Altruistic value is positively associated with environmental attitude.

H1b: Altruistic value is positively associated with green purchase behaviours.
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H1lc: Altruistic value is negatively associated with green skepticism behaviours.
H2a: Biospheric value is positively associated with environmental attitude.

H2b: Biospheric value is positively associated with green purchase behaviours.
H2c: Biospheric value is negatively associated with green skepticism behaviours.
2.3. Environmental Attitude

Attitude is explained and considered one of the most important factors that impacts on behaviour. Environmental attitude,
in this sense, might be taken into considered positive or negative feeling toward environmental objects or issues (Chan
1996). Moreover, according to Kim (2011) environmental attitudes lead to a large variety of environmental behaviours. In
spite of some weak relationships between environmental attitudes and environmental action, many researches supported
that there is e link between (Kim, 2011; Lee and Holden 1999; Vining and Ebreo 1990; Hines, Hungerford, and Tomera 1987;
Karp 1996; Milbrath 1984). Other researches, on the other hand, failed to support the link between environmental
attitudes and environmental behaviours (Kim, 2011; Oskamp et al. 1991; Gill, Crosby, and Taylor 1986; Weigel 1985). It is
might be claimed that environmental attitude is important but not sufficient for environmental action to take place (Kim,
2011). Because of these reasons, the environmental attitude should be examined in order to understand how
environmental values affects environmental attitude and to determine whether there is a relationships between
environmental attitudes and green purchase behaviours. Therefore, it is hypothesised that;

H3a: Environmental attitude is positively associated with green purchase behaviours.
2.4. Green Skepticism

“Skepticism is the overall tendency or inclination of an individual to distrust or doubt others” (Goh and Balaji, 2016;
Obermiller and Spangenberg, 1998). It was also claimed that skepticism, which is not a kind of mood, appears under some
certain circumstances (Albayrak et al., 2013). Skepticism has been examined in many disciplines like psychology, sociology
and politics by previous researches (Goh and Balaji, 2016; Taber and Lodge, 2006; Rosen, 2004). Skepticism was also studied
in business management in many different context like advertising, corporate social responsibility, organic products, cause-
related marketing and environmental claims (Goh and Balaji, 2016; Vlachos et al., 2016; Skarmeas et al., 2014; Kim and Lee,
2009).

Green skepticism is defined as a situation that the tendency in order to be doubtful about the environmental claims or
performance for a green products. It is thus skepticism is not considered as a stable costumers’ disbelief towards green
products (Goh and Balaji, 2016). However, it is claimed that if costumer who are skeptical about the claims of a company,
then the advertisements’ effects decrease. (Albayrak et al., 2013). Thus, it can be claimed that customers who are skeptical
cannot believe the claims about the environmental issues such as global warming, rising sea levels, disappearance some of
plant and animal species. For that reasons, it is important to examine the green skepticism in order to protect the not only
the environment but also human life now and future. Even though there has been an increasing in research about
skepticism in recent past (Goh and Balaji, 2016; Nyilasy et al., 2014; Matthes and Wonneberger, 2014; Raska and Shaw,
2012), it is not enough to understand the role of skepticism in green purchase behaviours (Goh and Balaji, 2016). Previous
researches note that “Skepticism is a cognitive reaction that varies in accordance with the occasion and content of the
communication” (Albayrak et al., 2013; Mohr et al., 1998). Thus, it is important point to examine the relationship between
value and skepticism. This is because environmental values affect customers’ environmental attitude as mentioned. Thus, it
is proposed that;

H3b: Green skepticism is negatively associated with green purchase behaviours.
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3. DATA AND METHODOLOGY
3.1. Sample and Data Collection

The data were collected in the city of Bursa. The city was chosen because it is one of the biggest city in Turkey. It is thus
people who live in Bursa have more opportunities in terms of education, job, than others but, they are witnessing some
harmful applications at the same time because there are many factories doing business in Bursa. Simple random sampling
(SRS) is a basic sampling method that every possible sample of size n (from a population of size N) has the same possibility
to be chosen (Meng, 2013). Therefore, Simple Random Sampling (SRS) has been used in order to collect the data. In total,
306 respondents have participated in this survey. However, 3 of the questionnaires were eliminated because of most of
data were missing and the remaining 303 were analysed. Of the respondents, 62.1 % were female and 37.9% male. The age
range of participants between 18 and 50+ years old and the average income range of participants between less than 3000
Turkish Liras to more than 9000 Turkish Liras for per month. While 69.2% of respondents were holding a university degree,
2.6% were holding primary degree. So, a majority of the respondents were well-educated.

Figure 1: The Proposed Model
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3.2. Analyses

Environmental values scale was adopted from Groot et al. (2012), which uses to examine three dimensions namely;
egoistic, altruistic and biospheric of environmental values. However, in this research 8 item-scale of environmental values
were used in order to examine the altruistic and biospheric values except egoistic value. The green purchse scale is adopted
from Kim (2011) and used 4 items. To measure environmental attitude, 14 items of Dunlap et al., (2000) were used.
However, 2 items were deleted because of the low values of communalities and poor loadings. 5 items of Mohr et al. (1998)
were also used to measure green skepticism. In total, 31 items were used in this research. The Likert-scale was used in
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order to measure all items. However, for environmental values (altruistic and biospheric) format ranged from “1=Not
Important” to “5=Very Important” and for environmental attitude, green skepticism and green purchase behaviour format
ranged “1=Strongly Disagree” to “5=Strongly Agree”.

4. FINDINGS AND DISCUSSIONS

In order to analyse the data for the objectives of this research, AMOS 20.0 pocket program was used. Confirmatory factor
analysis (CFA) was performed firstly to examine the model fit. Moreover, to test the hypotheses of research, Structural
equation model (SEM) performed. The result of CFA explained that x2 (df = 363) = 1.957, P < 0.001, Goodness of fit statistic
(GFI) = 0.864, Adjusted goodness of fit (AGFI) = .837, The Normed fit index (NFI) = .833, Comparative-fit-index (CFl) = 909
and Root mean square error of approximation (RMSEA) = 0.056. According to Vinijcharoensri (2016) “The scores of baseline
comparison fit indices ranged from between 0.812 and 0.905, which are close to and exceed 0.9 (recommended point).”

Hence, it is implied that all measurement items are reliability and validity. After that the proposed model for the research
was tested as shown below.

Figure 2: Assessment of Structural Model
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Table 3: Summary of Hypotheses Test Results

Standardized

:zpothesns Structural Path Regression :2:;;3(|c R.) Result

i Weight (B) o
Hla Altruistic value »Environmental attitude .080 1.153 Not Supported
H1ib Altruistic value »Green skepticism .024 .349 Not Supported
Hic Altruistic value -»Green purchase behaviour ~ .252** 3.721** Supported
H2a Biosferic value > Environmental attitude .084 1.238 Not Supported
H2b Biosferic value > Green skepticism .040 .589 Not Supported
H2c Biosferic value > Green purchase behaviour  -.132** -2.061* Supported
H3a Enwro.nmental attitude ->Green puchase 126 1.699 e S

behaviour

H3b Green  skepticism  ->Green  puchase

behaviour 032 457 Not Supported

**p<0.001, * p<0.05, Supported=Significant and Not Supported = Not Significant.
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5. CONCLUSION

Even though previous researches revealed that the influence of environmental values on green purchase behaviour was not
significant (Tan et al., 2015)., the results of this research explained that there is a significant relationships between
environmental values and green purchase behaviour. In that point, this result explained that strong environmental values
can influence consumer behaviour in terms of green purchase behaviour. The results also explained that there is no
significant effect of environmental values on not only environmental attitude but also green skepticism. Moreover, the
environmental attitude was positively and significantly associated with green purchase behaviours according to previous
research (Tan et al.,, 2015). However, the results of this research showed that there is no significant effects between
environmental attitude and green purchase behaviour.

The present study found out that there is no direct effects of green skepticism on green purchase intentions (Goh and
Balaji, 2016; Matthes and Wonneberger, 2014) on the one hand. Morel and Pruyn (2003) point out that there is a direct
effects of green skepticism on green purchase intentions on the other hand. However, previous researches have not
examined the effects of green skepticism on green purchase behaviour. Thus, in this research, the effects of green
skepticism on green purchase behaviour have been discussed rather than green purchase intentions. The result pointed out
that there is no significant effects of green skepticism on green purchase behaviour. It is also showed that there is no
relationships between environmental values and green skepticism. As a result of these findings it can be claimed that
environmental values are important for consumers and consumers’ behaviour can be affected by environmental values
rather than green skepticism. It hence can be claimed that consumers can be more selfless than skeptics because
environmental issues are crucial and they concern about the environment. Thus, environmental values have effects on
consumer green purchase behaviour rather than green skepticism and consumers behave based on their environmental
values.

Yet, research findings should be interpreted based on the limitations. Since, because of limited participation and limited
time, the results cannot be generalizable. For the future research, consumers in developed countries have more educated
and wealthier than consumers in developing countries. Thus, future research can build a research to explore how green
skepticism and environmental values affect consumer decision making in terms of developed and developing countries.
Quantitative method was used for this research and the data was obtained via questionnaire, future research can use
qualitative method and face-to-face interview can be used to obtain data in order to understand what kinds of skepticism
affect consumer decision making.

REFERENCES

Albayrak, T., Aksoy, S., Caber, M. (2013). The effect of environmental concern and scepticism on green purchase behaviour. Marketing
Intelligence & Planning, 31(1), 27 - 39

Chan, K, K. W. (1996). Environmental attitudes and behaviours of secondary school students in Hong Kong. Published in The
Environmentalist, 16, 297-306.

Dunlap, R. E., Grieneeks, J. K., Rokeach, M. (2000). Human values and pro-environmental behaviour. pp. 145-168 in Energy and Material
Resources: Attitudes, Values, and Public Policy, Eds. by W. David Conn. Boulder, CO: Westview Press.

Garcia, M. H. Manon, A. (2016). Relationship between green marketing strategies and green marketing credibility among Generation Y,
Unpublished Thesis. Jonkdping University.

Gardner, G. T., Stern, P. C. (2002). Environmental problems and human behavior. 2nd ed. Boston, MA: Pearson Custom Publishing.

Gilg, A., Barr, S., Ford, N. (2005). Green consumption or sustainable lifestyles? Identifying the sustainable consumer. Futures 37, 481-504,
https://ac.els-cdn.com/S0016328704001569/1-s2.0-50016328704001569-main.pdf?_tid=d3cdb4a7-127a-4a4c-beba-
7b3c31e70355&acdnat=1534168130_5b11b3ba4fec37696f6d1d1509662aca

Gill, J. D., Crosby, L. A., Taylor, J. R. (1986). Ecological concern, attitudes, and social norms in voting behaviour. Public Opinion Quarterly, 50,
537-554.

Goh S. K, and Balaji M.S. (2016). Linking green skepticism to green purchase behaviour. Journal of Cleaner Production, 131, 629-638.

Groot, Steg. (2008) Mean or green: which values can promote stable pro-environmental behavior? Policy Perspective, 2, 61-66.
https://onlinelibrary.wiley.com/doi/epdf/10.1111/j.1755-263X.2009.00048.x

Hansla, A. (2011). Value orientation, awareness of consequences, and environmental concern. (Doctoral Dissertation). Department of
Psychology, University of Gothenburg, Sweden.

DOI: 10.17261/Pressacademia.2018.993 337


https://ac.els-cdn.com/S0016328704001569/1-s2.0-S0016328704001569-main.pdf?_tid=d3cdb4a7-127a-4a4c-beba-7b3c31e70355&acdnat=1534168130_5b11b3ba4fec37696f6d1d1509662aca
https://ac.els-cdn.com/S0016328704001569/1-s2.0-S0016328704001569-main.pdf?_tid=d3cdb4a7-127a-4a4c-beba-7b3c31e70355&acdnat=1534168130_5b11b3ba4fec37696f6d1d1509662aca
https://onlinelibrary.wiley.com/doi/epdf/10.1111/j.1755-263X.2009.00048.x

Journal of Business, Economics and Finance -JBEF (2018), Vol.7(4). p.332-339 Ercis, Celik

Hansla, A., Gamble, A., Juliusson, A., Garling, T. (2008). The relationships between awareness of consequences, environmental concern, and
value orientations. Journal of Environmental Psychology, 28, 1-9.

Hines, J. M., Hungerford, H. R., Tomera, A. N. (1987). Analysis and synthesis of research on responsible environmental behavior: a meta-
analysis. Journal of Environmental Education, 18, 1-8.

Karp, D. G. (1996). Values and their effect on pro-environmental behaviour. Environment and Behavior, 28, 111-133.

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), 66-92.

Kim, Y. J., Lee, W. N. (2009). Overcoming consumer skepticism in cause-related marketing: the effects of corporate social responsibility and
donation size claim objectivity. Journal of. Promot. Manag, 15 (4), 465-483.

Lee, J. A, Holden, S. J. S. (1999). Understanding the determinants of environmentally conscious behaviour. Psychology & Marketing, 16,
373-392.

Lee, K. (2011). The green purchase behavior of Hong Kong young consumers: the role of peer influence, local environmental involvement,
and concrete environmental knowledge. Journal of International Consumer Marketing, 23, 21-44

Matthes, J., Wonneberger, A. (2014). The sceptical green consumer revisited: testing the relationship between green consumerism and
skepticism toward advertising. J. Advert. 43, 115-127.

Meng, X. (2013). Scalable simple random sampling and stratified sampling. Proceedings of the 30 th. International Conference on Machine
Learning, Atlanta, Georgia, USA, 2013. JMLR: W&CP volume 28. Copyright 2013 by the author(s).

Milbrath, L. W. (1984). Environmentalists: vanguard for a new society. Albany: State University of New York Press.

Mohr, L. A, Ellen, P. S., Eroglu, D. (1998). The development and testing of a measure of skepticism toward environmental claims in
marketers’ communications. The Journal of Consumer Affairs, 32(1), 30-55.

Kaj, P. N. M., Pruyn, A. T. H. (2003). Consumer skepticism toward new products. In E - European Advances in Consumer Research Volume 6,
eds. Darach Turley and Stephen Brown, Provo, UT: Association for Consumer Research, Pages: 351-358.

Naess, A. (1989). Ecology, community, and lifestyle. Cambridge: Cambridge University Press.
Nickerson, R. S. (2003). Psychology and environmental change. London: Lawrence Erlbaum Associates.
Nordlund, A. M., Garvill, J. (2002). Value structures behind pro-environmental behavior. Environment and Behavior, 34, 740-756.

Nordlund, A. M., Garvill, J. (2003). Effects of values, problem awareness and personal norm on willingness to reduce personal car use.
Journal of Environmental Psychology, 23, 339-347.

Nyilasy, G., Gangadharbatla, H., Paladino, A. (2014). Perceived green washing: the interactive effects of green advertising and corporate
environmental performance on consumer reactions. J. Bus. Ethics 125 (4), 693-707.

Obermiller, C., Spangenberg, E.R. (1998). Development of a scale to measure consumer skepticism toward advertising. J. Consumer
Psychol. 7 (2), 159-186.

Oskamp, S., Harrington, M. J., Edwards, T. C., Sherwood, D. L., Okuda, S. M., Swanson, D. C. (1991). Factors influencing household recycling
behaviour. Environment and Behavior, 23, 494-519.

Raska, D., Shaw, D. (2012). When is going green good for company image? Manag. Res. Rev. 35 (3/4), 326-347.
Rosen, G. (2004). Skepticism about moral responsibility. Philosophical Perspectives.18 (1), 295-313.

Schultz, P. W., Zelezny, L. (1999). Values as predictors of environmental attitudes: evidence for consistency across 14 countries. Journal of
Environmental Psychology, 19, 255-265.

Schultz, P. W. (2001). The structure of environmental concern: concern for self, other people, and the biosphere. Journal of Environmental
Psychology, 21, 327-339.

Schultz, P. W., Gouveia, V. V., Cameron, L. D., Tankhur, G., Schmuck, P., Franek, M. (2005). Values and their relationship to environmental
concern and conservation behaviour. Journal of Cross-Cultural Psychology, 36, 457-475.

Schwartz, S. H. (1992). Universals in the content and structure of values: theoretical advances and empirical tests in 20 countries. Advances
in experimental social psychology, 25, 1-65.

Schwartz, S. H. (1992). Universals in the content and structure of values: theoretical advances and empirical tests in 20 countries. Advances
in Experimental Social Psychology, 25, 1-65.

Skarmeas, D., Leonidou, C. N., Saridakis, C. (2014). Examining the role of CSR skepticism using fuzzy-set qualitative comparative analysis. J.
Bus. Res. 67 (9), 1796-1805.

DOI: 10.17261/Pressacademia.2018.993 338



Journal of Business, Economics and Finance -JBEF (2018), Vol.7(4). p.332-339 Ercis, Celik

Stern, P. C. (2000). Toward a coherent theory of environmentally significant behavior. Journal of Social Issues 56 (3), 407-424.

Swami, V., Chamorro-Premuzic, T., Snelgar, R., Furnham, A. (2010). Egoistic, altruistic, and biospheric environmental concerns: a path
analytic investigation of their determinants. Scandinavian Journal of Psychology, 51 (2), 139-145.

Taber, C. S., Lodge, M. (2006). Motivated skepticism in the evaluation of political beliefs. Am. J. Political Sci. 50 (3), 755-769.

Tan, B. C.,, Khan, N., Hong, Y. H., Lam, W. H. (2015). The influence of environmental values on green purchase behaviour: direct, indirect, or
both? International Journal of Business and Management; Vol. 10, No. 12, 234-248.

Vinijcharoensri, K. (2016). Value perceptions, big five personality and attitude: a study on Thai consumers' purchase intention toward
luxury cars, Dissertation (Ph.D. BA)-Assumption University.

Vining, J., Ebreo, A. (1990). What makes a recycler? A comparison of recyclers and nonrecyclers. Environment and Behavior, 22, 55-73.

Vlachos, P. A., Koritos, C. D., Krepapa, A., Tasoulis, K., Theodorakis, I. G. (2016). Containing cause-related marketing skepticism: a
comparison across donation frame types. Corp. Reput. Rev. 19 (1), 4-21.

DOI: 10.17261/Pressacademia.2018.993 339



