UNIVERSITY OF KWAZULU-NATAL

Consumer understanding of green symbols on beverage packaging and its
influence on green behaviour

By
Sinegugu Samukelile Dumakude
212536376

A dissertation submitted in fulfilment of the requirements for the degree of
Master of Commerce (Marketing)

School of Management, IT and Governance
College of Law and Management Studies

Supervisor: Prof Deborah Ann Ellis

2020



DECLARATION

I, Sinegugu Samukelile Dumakude, declare that

() The research reported in this dissertation/thesis, except where otherwise indicated,
is my original research.

(i) This dissertation/thesis has not been submitted for any degree or examination at
any other university.

(i) This dissertation/thesis does not contain other persons’ data, pictures, graphs or
other information, unless specifically acknowledged as being sourced from other
persons.

(iv)  This dissertation/thesis does not contain other persons’ writing, unless specifically
acknowledged as being sourced from other researchers. Where other written
sources have been quoted, then:

a) their words have been re-written but the general information
attributed to them has been referenced,;

b) where their exact words have been used, their writing has been
placed inside quotation marks, and referenced.

V) Where | have reproduced a publication of which I am an author, co-author or
editor, | have indicated in detail which part of the publication was actually written
by myself alone and have fully referenced such publications.

(vi)  This dissertation/thesis does not contain text, graphics or tables copied and pasted

from the Internet, unless specifically acknowledged, and the source being detailed
in the dissertation/thesis and in the References sections.

Signature: -

Date: 19/11/2020



ACKNOWLEDGEMENTS

First and foremost, | thank my Lord and Saviour Jesus Christ for his unconditional love that
has poured endless blessings unto my life. Father Masango le Mme Anna, Ntate le Mme

maMatsoso, Bishop and Lady Bishop Mbanjwa, thank you for your conquering prayers.

| am deeply grateful to my supervisor, Professor Debbie Ellis, who has guided me through the
completion of this dissertation. Your supervision was indispensable and gave me the courage
to aim for the best. I wouldn’t have done it without your exceptional skills and continuous

guidance.

My heart-felt thanks, to my colleagues who have contributed admirable support in both the
collection and analysis of the data. My gratitude to the National Research Foundation (NRF)
and the Moses Kotane Institute (MKI) for their financial contribution to this research. My dear
friend, Phiwokuhle, thank you for your continuous support throughout this journey, even in my

stormy days.

Lastly, I thank my Family for their endless prayers and support throughout this journey, ngithi

Dumakude, Nzimase, Mngcobo, Magagula, Mpuz’ edl” emini ngob’ ebsuk’ isab’ amazolo.



ABSTRACT

Climate change is no longer an idealistic but rather a critical reality faced by people worldwide
with severe and urgent forecasts for the future. It is all very well for marketers to go greenand
implement green marketing initiatives such as the placement of green symbols on packaging;
however, for sustainability to be achieved, consumers need to behave in a green manner. The
purpose of this research was to evaluate consumer understanding of green symbols on beverage

packaging and determine the implications for green behaviour.

The study makes a practical contribution as it will assist marketers to understand what aspects
of their green labelling communication influences consumers’ buying behaviour Theory
contributions of this study are in understanding the role that knowledge plays in terms of
behaviour and understanding the content of that knowledge. The study applied a cross-sectional
descriptive research design and adopted a quantitative approach. Data was collected through
an online questionnaire sent through Facebook, applying snowball mom-probability sampling

resulting in 325 participants.

Findings reveal that although about half of the respondents buy non-alcoholic beverage
products that can be reused or recycled, behaviour to purchase products with green symbols is
low. While non-alcoholic beverages are frequently bought, only about a third of respondents
look for green symbols when making this purchase. Consumer knowledge of green symbols,
attitudes toward green symbols, and the level of confidence consumers have in green symbols,
has a positive impact on green behaviour. Moreover, consumer demographic factors affect
attitudes and behaviour relating to green symbols on beverage packaging. Recommendations
for marketers and government are to try and increase consumers’ level of knowledge of green
symbols by establishing educational programs. Recommendations for future research are to use
a probability sampling technique for better generalization of findings, and research how

environmental studies are incorporated in educational institutions at all educational levels.

Key words: Green symbols, green behaviour, green marketing, knowledge, confidence
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CHAPTER 1: INTRODUCTION

1.1. Introduction

Climate change is no longer a fantasy but rather a critical reality faced by people worldwide
with severe and urgent forecasts for the future (Eckstein, Kiinzel, Schafer, & Winges, 2019, p.
5; Hayes, Blashki, Wiseman, Burke, & Reifels, 2018, p. 1). The Global Climate Risk Index
2020 by Eckstein et al. (2019) reports that approximately 495 000 people globally died between
1999 and 2018, resulting from 12 000 dangerous weather events and losses of US$ 3.54
trillion. Society engages in socioeconomic activities daily, which harm the environment, but
never notice the effects (Bhatia & Jain, 2013, p. 1). Therefore, consumers must play an essential
role in promoting sustainability through their actions and consumption behaviours (Ng & Chan,
2020, p. 1). Zhang and Zhao (2012, p. 901) argue that packaging is one of the contributors to

environmental issues since there is waste and air pollution in its production.

In a strategic response, businesses are introducing new brands and products that promote
positive social and environmental results (Yang, Lu, Zhu, & Su, 2015, p. 2663). Businesses
from different sectors are implementing initiatives to combat the issue of climate change
through green marketing (Finisterra do Paco & Raposo, 2010, p. 287). Green marketing,
explained by Groening, Sarkis, and Zhu (2018, p. 1850), is the marketing of products with less
harm to the environment to persuade consumers to buy green products and services while
reducing adverse environmental impacts. Green marketing includes modifying products,
advertising, and even changes in the packaging (Mahmoud, 2018, p. 127). Lihhavtshuk (2015,
p. 35) classifies numerous activities involved in green marketing that many companies in the
beverage industry undertake, namely, green labelling using green symbols, green packaging

and altering the production process.

However, green products often cost more so they can cover all the costs associated with the
manufacturing of these green symbols when the engagement of environmental practices takes
place (Delmas & Grant, 2008, p. 2). In addition, Razzaque (2003, p. 1) states that eco-labelling
can lead to high costs as a result of altering processes in order to get certification and place
eco-labels on packaging, which might not have a good financial impact on developing

countries.



There is concern as the costs of producing green products are 20% higher than that of general
commodities (Lin & Niu, 2018, p. 1680). Nevertheless, 30% of consumers were willing to pay

a higher price for green products and green energy (Lin & Niu, 2018, p. 1680).

A study by Rokka and Uusitalo (2008, p. 520) in Finland reported that one-third of consumers
support and prioritize environmentally friendly labelled products as the top attribute that
determines the products that they purchase as their way of contributing to environmental
preservation. A directly similar study could not be found in a South African sample. However,
Marx-Pienaar and Erasmus (2013) conducted a study to provide experiential evidence of South
African consumers’ awareness Of the consequences associated with excessive consumption of
fresh produce to determine measures that can be taken to promote more sustainable behaviour.
Respondents were found to have only moderate awareness and knowledge of climate change
and the environment (Marx-Pienaar & Erasmus, 2013). A study by Scott and Vigar-Ellis
(2014, p. 642) examined the knowledge and perceptions of South African respondents
concerning environmentally friendly packaging and found that respondents had only some
understanding of the meaning of environmentally friendly packaging or how it was different to
traditional packaging. Thus, South African consumer knowledge of green symbols may also
be found to be limited and thus limited green behaviour (Issock, Mpinganjira, & Roberts-
Lombard, 2019, p. 412).

It is all very well for marketers to go green and implement green marketing initiatives, but for
sustainability to be achieved, consumers need to behave in a green manner. They need to buy
the products with green packaging and need to respond positively to the green eco-labels
(Horne, 2009, p. 179; Pedersen & Neergaard, 2006, p. 17). For consumers to respond
positively, not only requires that they care about the environment but that they understand the
symbols and that they use them to make product choices (Rokka & Uusitalo, 2008, p. 517).This
research aims to explore South African consumers’ understanding of green symbols on

beverage packaging and the effect this has on green behaviour.

1.2. Background of the study

Fighting climate change and providing environmental protection is a vital topic amongst
political leaders and general citizens in the world who are worried about this issue (Currie &
Choma, 2018, p. 247; Peskett, Grist, Hedger, Lennartz-Walker, & Scholz, 2020, p. 5).



In recent decades, the environmental crisis caused by socioeconomic factors has been one of
the biggest issues in the world (Dunlap & Jorgenson, 2012, p. 1; EBADI, Toughani, Najafi, &
Babaee, 2020, p. 1). Moreover, ozone layer depletion, the effects of greenhouse gases and
global warming are world issues and have adverse effects on people, with related high costs
(Eckstein et al., 2019, p. 5; Papadimitriou, 2004, p. 299).

The consequences of climate change includes a rise in life-threatening weather conditions,
including floods, droughts, and intense storms (Evans, 2019, p. 449). Climate change effects
threatens human health, such as risks to psychological health (Hayes et al., 2018, p. 1), as an
increase in high temperature leads to possible mental suffering (Evans, 2019, p. 449). As
pointed out by Hayes et al. (2018, p. 1), the World Health Organization (WHQO) forecast
250,000 deaths per year for the period 2030 to 2050 caused by disregarded impacts of climate
change, which include break bone fever, malaria, and respiratory illnesses. Climate change
impacts the economy negatively, mainly in developing countries, while abnormal rainfall has
a considerable impact on economic growth in sub-Saharan Africa (Tol, 2018, p. 12). Climate
change is a danger to smallholder farmers as most of them depend on rain-fed agriculture,
which leads to food insecurity, weakens poverty alleviation and sustainable development
globally (Harvey et al., 2018, p. 2).

According to Lee, Markowitz, Howe, Ko, and Leiserowitz (2015, p. 1014), climate change is
a danger not only to humans but also to the natural environment. Nevertheless, peoples’
awareness of environmental problems is increasing, and they are changing their actions that
harm the environment as their response to the issue. However, their responsiveness differs
significantly (Bhatia & Jain, 2013, p. 1; Yates, 2009, p. 9). In a report by Joshi and Rahman
(2015, p. 128) they identified household purchases to be contributing 40% towards
environmental damage, and through the purchase of green products, consumers can prevent
damage to the environment. Research by Tobler (2011) indicated that private and public
demand from housing and energy, and nutrition generates 62% of total emissions, of which

households directly emit 26% with 74% being as a result of the manufacturing of goods.

Concerns about the production waste which negatively affect the environment have been raised
by consumers and manufactures (Bhatia & Jain, 2013, p. 1). It is argued by Zhang and Zhao
(2012, p. 901) that packaging is a major contributor to environmental issues. The world
generated 242 million tonnes of plastic waste in 2016 and Sub-Saharan Africa is expected to

triple the waste it generates by 2050 from present levels (The World Bank, 2018, p.3).



Due to the costs and inconveniences involved, consumers may not be willing to alter their
behaviours, although they are mindful of their impact on the environment Tobler (2011, p. 3).
Research to determine if people are eager to behave differently because of green symbols is

necessary to determine if Tobler’s belief holds true for South African consumers.

1.3. Research problem

Companies from different sectors, which are market-driven, are taking the initiative to develop
new products and processes that have minimal adverse effects on the environment (Finisterra
do Paco & Raposo, 2010, p. 287; Mukonza & Swarts, 2020, p. 838). They may have identified
the marketing opportunity of green initiatives or activities and are working to position
themselves as businesses that take responsibility for the environment for environmentally
concerned consumers (Finisterra do Paco & Raposo, 2010, p. 278; Khan, Royhan, Rahman,
Rahman, & Mostafa, 2020, p. 17; Mukonza & Swarts, 2020, p. 838).

Lihhavtshuk (2015, p. 37) states that green marketing, through the placement of green symbols,
is one of the actions taken by marketers to increase general sales of any product. Moreover,
Rokka and Uusitalo (2008, p. 516) argue that consumers end up having a positive image about
the company as a result of movements developed to preserve the environment, hence the
willingness of the consumers to buy more of the company’s products improves as they hold
the belief that the corporation makes the environment a priority. Therefore, it is important to
conduct research to determine whether consumers make green choices and that they don’t just

hold a positive attitude about the company.

There have been some studies on consumer understanding of green symbols on food packaging
and its influence on green behaviour in different countries. Examples of studies include one by
Grunert, Hieke, and Wills (2014, p. 177), which was an online survey of six countries in
Europe, namely; Poland , Germany, Sweden, France, the UK, and Spain, with 4408 consumers
who participated. The authors found the level of understanding of green symbols to be low,
even for those consumers who are concerned about sustainable issues, also showing significant

effects of demographic factors (Grunert et al., 2014, p. 184).

Other studies related to the impacts of green symbols have been conducted in Malaysia, such
as those by Kong, Harun, Sulong, and Lily (2014) and Rashid (2009). Kong et al. (2014, p.
933) study focused on consumers in Sabah and discovered that eco-labels had a significant
favourable influence on green purchase intention. The survey by Rashid (2009, p. 135) also

revealed purchase intention and eco-labels to be positively correlated.
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However, the authors report that respondents still needed more exposure and knowledge of

environmental experiences for them to make green choices (Rashid (2009, p. 136).

It was revealed that consumers’ understanding of green symbols in China had a positive
influence on green behaviour, however, respondents were also reported to still want more
knowledge of green symbols (Zhao, Gao, Wu, Wang, & Zhu, 2014, p. 143). Another study
conducted in China by Cai, Xie, and Aguilar (2017, p. 207) found eco-labels to have a positive
and significant impact on purchase intentions of consumers. In Italy, a study by Testa, Iraldo,
Vaccari, and Ferrari (2015, p. 258) on Italian consumers found that eco-labels significantly
increased consumers green purchasing and behaviour. Thus, knowledge and understanding of
green symbols has been found to positively affect purchase intentions.

In South Africa, Anvar and Venter (2014) and Scott and Vigar-Ellis (2014) conducted research
about green products but not specifically related to green symbols. In addition, no other studies
could be found that determine the level of understanding of green symbols and the effect this
has on green consumption. Thus, little is known about this relationship in the South African
context. Although green symbols are displayed to influence green choices of consumers (Kong
et al., 2014, p. 197), more information is needed to determine if the existence of green symbols
has any influence on how people behave within the South African context. The study focused
on hand-held water and energy drinks as consumers usually carry these with them for their
convenience, and consumption of these products is high (Ronquest-Ross, Vink, & Sigge, 2015,
p. 10).

Companies are going green and one way they do that is through green symbols; however, green
symbols rely on consumers to understand what the symbols mean. It is not known whether
South African consumers understand the meaning of the green symbols that are being used to
communicate the environmental sustainability of products. The marketing problem is that if
marketing communication is not understood by consumers it will not have the positive effect
that it should to influence green behaviour. Symbols can affect behaviour, but if they are not

understood by consumers, there will be no effect.

There are lots of green symbols used in South Africa and therefore, it is possible that consumers
do not necessarily understand all the symbols. Therefore, there is a need to know which ones
they understand and do not understand and the effects of knowledge relative to other factors

found to influence behaviour.



1.4. Research purpose and objectives

The purpose of this research was to evaluate consumer understanding of green symbols on

beverage packaging and determine the implications for green behaviour.
The objectives of the research were thus, to determine:

Consumers’ green behaviour with regards to beverages with green symbols;
Consumers’ knowledge of green symbols, and its impact on green behaviour;
Consumers’ attitude toward green symbols, and its impact on green behaviour;

Consumers’ confidence in green symbols and its impact on green behaviour

o &~ L Do

The effect of demographic factors on knowledge, attitudes, confidence and behaviour

relating to green symbols on beverage packaging.

1.5. Overview of the literature review

Green behaviour is behaviour that has a minimum impact on the environment (Mishal, Dubey,
Gupta, & Luo, 2017, p. 686). The literature review defines green behaviour and discusses its
role in sustainability. Different theories, and models of green behaviour are discussed to better
understand what is known in terms of the consumer behavioural factors affecting green

behaviour but also to highlight the gap that exists as a motivation for the study.

Theory of Planned Behaviour (TPB) and other frameworks of green behaviour contribute to
the development of the conceptual framework of this study. TPB proposes important constructs
such as attitude towards the behaviour, which contributes to a consumer’s intention and
eventually leads to behaviour. The model of green behaviour by Liobikiené, Mandravickaité,
and Bernatoniené (2016) contributes the knowledge of green products which affects the
confidence consumers have in green products and affect their green purchase behaviour. Lastly,
the demographics and green consumer behaviour variables come from the framework of green
behaviour by Zhao et al. (2014).

All this contributes to the development of the conceptual framework of this study to understand
the dependent and independent variables of the study better to address the objectives. The
dependent variables of the study are the knowledge of green issues and symbols, confidence in
green symbols, attitude towards green symbols and green behaviour, while the demographics

are the independent variables.



The types of green symbols that are found on beverage packages in South Africa are also
described to understand which symbols South African consumers are exposed to. These were

important in the development of the research instrument.

1.6. Overview of the methodology

As the purpose of the research was to obtain consumer understanding and perceptions of green
symbols and their impact on green behaviour, a cross-sectional descriptive research design was
used along with a quantitative approach. Data was collected through an online questionnaire
that was sent through Facebook and a snowball non-probability sampling technique was
applied resulting in 325 participants. The research philosophy underlying this study is
positivist. To ensure ethics, the researcher received ethical clearance from the University of
KwaZulu-Natal’s Research Office to conduct this study and responses received from the
participants were kept confidential. Prior to analyses of a questionnaire the reliability and
validity were established. Cronbach Alpha was used to evaluate the reliability of the resultsof
the questionnaire and research had high reliability. There was high validity as well as content
validity, face validity, criterion validity and discriminant validity were tested. The relationships
between constructs was analyzed using multiple regression analysis and the effects of

demographics on the constructs, using ANOVAs and t-tests.

1.7. Delimitation

This study is limited to adults, 18 years and above, in South Africa who are active users of
Facebook. Facebook is well used by adults in South Africa and a useful tool for building a
snowball sample (Hausmann et al., 2018, p. 2; Nyoni & Velempini, 2018, p. 1). In terms of
scope, the study only focuses on consumer behaviour as a result of knowledge and

understanding of green symbols on non-alcohol beverage packaging.

1.8. Contribution

The study is significant in the sense that it will benefit marketers by helping them understand
what consumers understand by and about green symbols and how this affects their behaviour.
It helps them in their symbol design and placement as well as marketing communication with
consumers to better appeal to them. If the study was not conducted, then marketers might end
up wasting money by placing symbols that are not understood by customers and have no
influence on their buying behaviour, hence the issue of global warming and environmental

degradation will not be resolved or minimized.
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There are theory contributions of this study in terms of understanding the role that knowledge
plays in terms of behaviour and understanding the content of that knowledge. Many studies
look at the relationship between attitude, knowledge and behaviours but not looking at the

content of that knowledge which is what the study is looking at.

1.9. Overview of the dissertation

As the study aims to explore consumer understanding of green symbols and impact on green
behavioural intention, a review of literature showing past research and models helps develop
the concept to better understand the constructs to be measured and tested. Analysis and findings
provide what was discovered in line with the hypothesis. This leads to a discussion of the results
bringing in the conceptual framework of the study in order to test all the constructs of this study
and give conclusions on all the objectives which will allow the recommendations for marketers

and future research as well.

1.10. Conclusion

This chapter has introduced the study in terms of its importance, its background and what
problem currently exists that the society is facing which needs be addressed. Research
objectives and hypotheses have been clearly stated to understand the main focus of this study.
It then covered the limits to the scale and scope of the research. After that, an overview of the
literature review was given as well as that of the methodology. The contribution of the current
study was explained to outline its significance not only to South Africa, but to the rest of the
world as well who will benefit from this research. The following chapter gives a review of

literature and further develops the conceptual model of the study.



CHAPTER 2: GREEN BEHAVIOUR & THE DEVELOPMENT OF
THE CONCEPTUAL FRAMEWORK FOR THE STUDY

2.1 Introduction

While some effort has been made in transforming the structure of the production cycle of
industries to make it cleaner and more efficient, the impact of product consumption by
consumers on the environment has not been addressed (Wang, Liu, & Qi, 2014, p. 152).
Therefore, while social initiatives, economic policies and ecological technologies are critical
to the sustainability of the economy (Zhao et al., 2014, p. 143), the influence of these factors
depends on implementing changes in consumption and behaviour patterns. This chapter begins
with a discussion on green behaviour and how it addresses the environmental crisis and
sustainability. After that, models of green behaviour as well as literature on the effects of these
and other factors affecting green consumption behaviour are critically discussed as the basis
for the development of the study’s conceptual framework. The key factors included are
knowledge, attitudes and confidence in green symbols. As the study looks specifically at the
role of green symbols in green behaviour, consumer’s green knowledge, knowledge of green
symbols, and factors affecting the influence of green symbols are addressed in more detail. The

role of demographic factors in green behaviour are also explored.

2.2 Green behaviour

Environmentalism has shown consumers’ embracing sustainable consumption behaviour,
which is shown by the fact that as consumers’ awareness of environmental issues associated
with consumption increase, they become more interested in buying products that are
environmentally friendly in order to protect the environment for future generations (Paul,
Modi, & Patel, 2016, p. 123). Satisfying personal needs remain essential but conserving the
environmental has become the key concern for consumers (Paul et al.,, 2016, p. 123).
Minimizing the environmental impact of products and achieving sustainability may be obtained
by encouraging green behaviour (Liobikiené¢ & Bernatoniené, 2017, p. 109; Paul et al., 2016,

p. 123).Green consumption, as defined by Yang et al. (2015, p. 2664) is a consumption activity
that is satisfactory to human wants and needs but with minimal environmental impact. Tan,
Johnstone, and Yang (2016, p. 289) add that green consumption is associated with protecting,

being responsible, and caring for the environment.



Green consumption is where consumers consider how consumption and disposal of green
products and services will affect the environment (Joshi & Rahman, 2015, p. 128), while green
purchasing is precisely the purchasing of green products and services and not purchasing
environmentally unfriendly products or products that can be destructive to the environment
(Jalali & Khalid, 2019, p. 51; Joshi & Rahman, 2015, p. 129). In addition, green purchase
behaviour and green purchase intention are generally used to measure green purchasing (Joshi
& Rahman, 2015, p. 129). Green purchase intention refers to how ready an individual is to buy
green products, which triggers factors that affect their green purchase behaviour (Jalali &
Khalid, 2019, p. 128).

Several definitions of green behaviour were found in the literature. Mishal et al. (2017, p. 686)
define green behaviour, also known as pro-environmental behaviour, as a collection of
behaviours that have minimal harm toward the environment through things such as waste
reduction, reducing the usage of energy, preserving water and abstaining from buying goods
that are known to be toxic to the environment. Green behaviour is also defined by Li, Du, and
Long (2019, p. 4) as an environmentally friendly behaviour such as energy-saving behaviour,
clean production that does not harm the environment, green purchasing and consumption,
recycling, removal of household waste, and voting for green political parties. The authors
further state that green behaviour is closely linked to people’s houses, food and clothes, which

they can re-use and it all involves production.

Another definition by Tan et al. (2016, p. 289) explains green behaviour as the consumers'
behaviour that includes recycling, conserving water and all its channels, carrying own shopping
bags to shops, and behaviours such as recycling and reusing, as well as purchasing and
consuming economically friendly products. Viviers, Botha, and Marumo (2019, p. 3) define
green behaviour as actions that benefit the environment in different fields including energy-
efficiency, reducing waste, water-efficiency, green transportation substitutions, green
marketing alternatives, recycling, re-using, purchasing environmentally friendly products and
contributing financially to projects that aim at conserving the environment. The last definition
by Grant, Dabija, and Bejan (2018, p. 181) describes green behaviour as practices or actions
such as recycling, purchasing and using green products which not only contribute to

environmental protection but to people’s health as well.
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From these definitions 3 elements of green behaviour were chosen to represent the green
behaviour construct in the study, namely; Purchasing, Recycling, and Reusing. These are
common green behaviours, but which are particularly relevant to beverage products which can

be reused or recycled easily.

Green behaviour helps address the environmental crises as it is the consumption of goods with
little to no pollution or disturbance to the environment, which means it ensures the safety and
health of a society while sustaining the resources for future generations to come (He, Cai, Deng,
& Li, 2016, p. 346). To ensure that future generations can meet their needs, the depletion of
natural resources should be avoided (Nair & Little, 2016, p. 171).

The green marketing and consumption debate has been on the rise in academic and policy
discussions (Liobikiené & Bernatoniené, 2017, p. 109; Zhao et al., 2014, p. 143). While the
existence and promotion of green products encourages green consumption, green consumption

can also promote green production.

The needs of the end-users are the most important as they are the motivation behind the supply
chain and taking an initiative to preserve the environment (Lin & Niu, 2018, p. 1680).
Therefore, there is a need to promote green purchasing to influence industries to produce
products that are eco-friendly to reduce environmental impacts. This means that greater
awareness of sustainable consumption are expected to affect consumers’ purchase decisions
and thereby influence industrial production methods to be eco-friendlier and more durable

(Paul et al., 2016, p. 124). A positive sustainability cycle can thus be achieved.

The rapid increase of environmental concerns has led to many studies on environmentally
sustainable consumption being carried out in different countries on different product groupings
such as electricity, textiles, apparel, food, and other grocery products (e.g. Govindan, 2018;
Jansson, Nordlund, & Westin, 2017; Kang, Liu, & Kim, 2013). Nevertheless, research on
environmentally sustainable consumption of beverages in South Africa could not be found, and
yet beverages are a major contributor to the global pollution problem, hence there is a need for

this study to understand consumers’ views on green consumption related to beverages.
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Studies by Liobikiené and Bernatoniené (2017), Paul et al. (2016), M. Sharma and Trivedi
(2016) and Wang et al. (2014) have indicated that various factors affect or influence green
consumer behaviour, which include demographics (age, income, employment, gender,
education), environmental awareness, knowledge of green consumption items, environmental
concerns or attitudes towards green consumption and perceived consumer effectiveness. Green
symbols not only increase consumers’ awareness of green products, they also influence
behaviour following the purchase (Barbarossa & Pastore, 2015, p. 204; Hahnel et al., 2015, p.
3; Liu, Segev, & Villar, 2017, p. 451).

The following sections provide a discussion of the theories and models explaining green
behaviour as well as existing literature on the factors in these models that affect green
consumption behaviour. The chapter ends with the development of a conceptual model for the

study.
2.3 Theories and models of green behaviour

Research on green consumption has involved applying various established theories and models.

2.3.1 Theory of planned behaviour

The most commonly used theory and model is the Theory of Planned Behaviour (TPB) (Figure
1) which was intended for the prediction and explanation of human behaviour in a particular
setting (Ajzen, 2011, p. 1113).

Attitude towards

the behaviour \

Subjective norm  ——p Intention —> Behaviour

Perceived
behavioural
control

Figure 1: The planned behaviour theoretical framework of (Ajzen (2011, p. 1113)
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The theory implies that consumers behave in a ‘green” manner if they believe that their actions
will save the environment (attitude) (Kim & Han, 2010, p. 999). In addition, they will adopt
green behaviour if they believe their relatives or people they trust will find the behaviour
valuable (social norm), and if they are equipped enough with the required resources and
capabilities to perform the specific behaviour (perceived behaviour) (Kim & Han, 2010, p.
999). Han, Hsu, and Sheu (2010, p. 326) have used the theory to find how consumers behave
concerning green hotels. These authors used the theory to predict customers’ intentions to
choose a green hotel, which allowed them to determine the influence of personal and social

aspects on intention.

Yadav and Pathak (2017) applied the TPB in their study that looked at the determinants of
consumers' green purchase behaviour in a developing nation. Paul et al. (2016) also used the
TPB in their study to predict green product consumption of Indian consumers. TPB has been
well used for these green behaviour studies and the current study is a green behaviour study,
as factors affecting green behaviour are being looked at. This theory covers the variables that

are of interest for this study although the only construct that is looked at is attitudes.

While TPB is well used in research on green behaviour, it does not explicitly address the role
played by knowledge in green behaviour. However, the study by Liobikien¢ et al. (2016)

develops a conceptual model based on TPB which includes the knowledge construct.

2.3.2 The model of green behaviour
These authors add two constructs related to knowledge: knowledge of green symbols which
they postulate affects confidence in green products and in turn affects green purchasing. Refer

to Figure 2.

13



Knowledge of Confidencein

green products green products
Subjective ’
norms Green purchase
behavior
Perceived

behavioural control
Convenience level

The importance of price

Figure 2: Green behaviour conceptual model (Liobikiené et al. (2016, p. 41).

The four factors in the framework; knowledge of green symbols, confidence in green products,
perceived behavioural control and subjective norms are believed to affect green purchasing

behaviour.

Knowledge of green products refers to how much a person knows about the environmental
impact of the products they buy and use. In contrast, confidence in green products looks at how
confident a person is that the environmentally friendly labelled products that they purchase will
certainly have less of an environmental impact than other products and that the claims by

producers on their environmental performance are accurate (Liobikiené et al., 2016, p. 41).

Liobikiené et al. (2016, p. 43) state that other authors have long-established that confidence
and knowledge of green products influences green purchase behaviour positively. Moreover,
the integration of both confidence and knowledge of green products substantially regulates

purchase behaviour, although less than subjective norms (Liobikiené et al., 2016, p. 42).

According to the TPB, perceived behavioural control designates whether the consumption of a
particular product is easy or hard and problematic to the consumer. In place of perceived
behavioural control, the authors covered the importance of price and convenience level. The
convenience level tells if the green product has a decent amount of value for money and can be

consumed easily due to its full availability (Liobikiené et al., 2016, p. 40).
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The authors further argue that the availability of green products and their prices determine if
the products can be purchased with no complications, which affect people’s green behaviour
and the significance of price level was found to determine the green purchase behaviour
negatively (Liobikiené et al., 2016, p. 42).

While Liobikiene et al.’s (2016) model introduces the impact of knowledge on green purchase
behaviour by building confidence in green products, it fails to address the issue of how
demographics influence green purchase behaviour. To fully cover the objectives of this study,
the framework of Zhao et al. (2014) is also considered as well as other models.

2.3.3. Zhao et al.’s (2014) framework of green behaviour

Zhao et al. (2014, p. 144) developed their framework (Figure 3) in which they fragment green
consumer behaviour into three actions of the consumption process, namely purchasing, using,
and recycling, which is influenced by the four factors, personal influence, attitudes toward

green behaviour and internal and external moderators.

Internal moderators
= Environmental concern

= Perceived consumer effectiveness

Attitudes toward green Green Consumer Behavior

Personal influence . ;
consumption = Purchasing
* Demographics :> s s A
grap = Cognition = Using

= Knowledge

= Affection = Recycling

External moderators

= Promotion of government and enterprise

= Availability of green products

Figure 3: Green behaviour conceptual framework (Zhao et al. (2014, p. 144)

The framework reflects demographics and knowledge variables as aspects that form individual
attitudes to environmental-friendly behaviour which in turn affect behaviour. The results of the
study by Zhao et al. (2014, p. 147) conducted in Qingdao, China, using the above framework,
showed that while people have heard of green consumption, they still lack sufficient knowledge

on the basic content of green consumption.
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This model not only adds to the inclusion of the knowledge variable in studies on green
behaviour but supports that demographic variables should be included in a model investigating

green behaviour. It also proposes that knowledge affects behaviour by affecting attitudes.

As stated by Samarasinghe (2015, p. 1461), the process of green consumption behaviour is
heavily influenced by attitudes. Attitudes are the most significant aspect in predicting purchase
behaviour (Zhao et al., 2014, p. 147). This means consumers’ purchasing decisions are
generally based on their environmental attitudes, and that those consumers holding positive
attitudes toward green products are more likely to purchase green products (Suki, 2016, p.
2895).

Nevertheless, Joshi and Rahman (2015, p. 129) argue that a positive attitude that consumers
have towards green products does not always lead to action and does not directly influence
behaviour, and that it is therefore of importance to observe and understand the reasons why
attitudes of the environment have a weaker influence on green consumer behaviour. Zhao et
al. (2014, p. 145) state that the effect of attitude on green consumer behaviour is weakened by
numerous internal factors such as environmental concern and perceived consumer
effectiveness, external factors such as promotion by government and enterprises, and the

availability of green products.

Environmental concern as an internal factor is the consumer’s sensitivity to climate change-
related issues and being conscious of clean energy sources and conserving the environment
(Hartmann & Apaolaza-lbafiez, 2012, p. 1255). Consumers’ environmental concerns affect
their attitudes toward green consumption, which determines their green behaviour (Gifford &
Nilsson, 2014, p. 144; Hartmann & Apaolaza-lbafez, 2012, p. 1255). It is argued that
consumers are more likely to behave in an environmentally friendly way if they are firmly
concerned about the environment and society at large (Hartmann & Apaolaza-1bafiez, 2012, p.
1255; Zhao et al., 2014, p. 144). However, Zhao et al. (2014, p. 144) from their review of
literature, state that the relationship between concern and behaviour have been found to be low

and environmental concern explained only 1.1% of the variance in green purchasing behaviour.
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Zhao et al. (2014) include perceived consumer effectiveness as another internal moderator in
the framework. Perceived consumer effectiveness is the assessment of the extent that
consumers’ consumption has a significant impact on the general problem or affects
environmental resource issues (Joshi & Rahman, 2015, p. 133; Kang et al., 2013, p. 444).
Gleim, Smith, Andrews, and Cronin Jr (2013, p. 57) concluded that there is a positive
association between purchase intention and perceived consumer effectiveness. High perceived
consumer effectiveness leads to greater levels of green consumption (Zhao et al., 2014, p. 144).
In addition, perceived consumer effectiveness affects consumer attitudes which then determine
consumer purchase intention, thus consumer effectiveness acts as mediator (Kang et al., 2013,
p. 450). Zhao et al. (2014) include the availability of green products as an external moderator.
As explained by Jaiswal (2012, p. 21), the availability of green products refers to the
availability of marketing distributors or channels of green products, looking at the supply of
these products in the market.

If there is a shortage of available green products in the market for consumers to purchase, then
that may affect and weaken their attitudes toward green consumption and consequently obstruct
green consumer behaviour (Wang et al., 2014, p. 161; Zhao et al., 2014, p. 144). In addition to
the external moderators, the authors argue that if governments and companies encourage a
sustainable lifestyle, then there is a high possibility for green consumer behaviour to occur
(Zhao et al., 2014, p. 144). Biswas and Roy (2015, p. 469) state that governments should assist
and boost companies in the promotion of their green products by offering grants which affect
the availability of their green products for the consumers. Government involvement ensures
fairness and high standards involved which creates public trust and eventually affects attitudes

toward green consumption (Lorenzen, 2014, p. 1065).

According to Yang and Zhang (2020, p. 152), the government, as an external moderator, must
introduce economic policies and reinforce environmental awareness that will encourage
consumers to consume green products. Additionally, the government should lead by
committing to green consumption using its public institutions and controlling public opinion
to promote a green society, and this will affect a society’s attitudes toward green consumption
and behaviour (Yang & Zhang, 2020, p. 152).
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As the primary focus of this study is to understand the impact of knowledge of eco-labels either
directly or indirectly on green behaviours, these variables were not included in the conceptual
model of the current study. Zhao et al. (2014, p. 144) include demographics in their model and
argue that knowledge and demographics both affect personal preference, which determines the
attitude a person will have towards green consumption, which will eventually predict their
green purchasing behaviour.

Thus, the above theories, models, and frameworks introduce several factors that may affect
green behaviour. The TPB introduced knowledge, the model by Liobikiené et al. (2016)
introduced confidence and knowledge variables, while demographics and green consumer
behaviour came from Zhao et al. (2014) green behaviour conceptual framework. The following
section discusses the variables introduced in the above models and presents research indicating

the impact of these factors on green behaviour.
2.4. Factors affecting green behaviour and the development of the

conceptual model

As the focus of this study is on green symbols which communicate the ‘greenness’ of a product
or its packaging to the consumer (Beatson, Gottlieb, & Pleming, 2020, p. 8), only the variables
of knowledge, attitude, confidence and demographics from the above models are included in

this study.

The other variables are not believed to be relevant to a study specifically related to eco-
labelling. They might be relevant in terms of green behaviour, but they are not relevant for a
study that focuses specifically on the impact of knowledge of green symbols. For example,
availability of green products might affect green behaviour, but it does not affect perceptions
and behaviours in relation to symbols, which is the focus of the study. The following section
discusses and justifies the inclusion of these variables and develops the conceptual model for

the study.

2.4.1 Demographics and green behaviour and the influence of eco-labels

Zhao et al. (2014, p. 144) introduce demographics as a variable, under the personal influence,
which influence consumers’ attitudes toward green consumption, which determines their green

consumer behaviour.
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Demographics is defined as the consumers’ profile or characteristics (Chekima, Wafa, lgau,
Chekima, & Sondoh Jr, 2016, p. 3440). According to Pagiaslis and Krontalis (2014, p. 345)
undoubtedly, demographic factors should not be overlooked when observing the principles of

green behaviour.

Researchers strongly believe that people are more likely to choose a certain behaviour if they
believe it will be of benefit because of outcomes they value based on their demographic
characteristics (Burton, 2014, p. 19; Rawat & Garga, 2014, p. 58). Sharma and Trivedi (2016,
p. 2) identified eight variables that affect what consumers need and want, including
demographics, which the authors argue to be equally important to the green marketer. This
implies that people may behave differently in terms of green consumption based on their
demographic characteristics.

This then suggests that there is a need for research that will look at different demographics and
the impact on green behaviour.

Demographics like gender, age, education, employment, and geographic location are reported
to influence green consumer behaviour (Sharma & Trivedi, 2016, p. 2; Zhao et al., 2014, p.
147). While Boztepe (2012, p. 12) found that demographic variables are not adequate to
determine the green consumer behaviour, Sharma and Trivedi (2016, p. 2) state that numerous
studies indicate that the effects of green marketing activities radically vary with disparities in

demographic variables.

2.4.1.1 Gender and green behaviour

Past literature shows that women and men hold different views about environmental problems
and they behave differently because of what they inherited in terms of genetics, gender-based
propensities and the different approaches the two genders take when absorbing and evaluating
information about a variety of issues they face, and how it affect them and their communities
(Pagiaslis & Krontalis, 2014, p. 345). Patel, Modi, and Paul (2017, p. 194) from their literature
argue that males and females live different lifestyles, from the time at home to the time they

spend outside their homes, which shape their pro-environmental behaviour.

Suki (2013, p. 52) stated that previous research has shown that women are found to hold more
concerns about the environment when compared to men, and eventually translate these
concerns to green purchasing. These results are aligned with findings by Chekima, Wafa, et al.
(2016, p. 3446) where the relationship between purchase intention and eco-labels was found

to be stronger for female consumers than that of male consumers.
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Similarly, Boztepe (2012, p. 12) found that women associate themselves more with the
environment and exhibit ecological behaviours or environment-friendly behaviour more so
than men. However, research by Ali and Ahmad (2016, p. 103) in Pakistan, indicated
contrasting results and showed males to be more motivated to purchase environmentally

friendly products than females.

The study by Boztepe (2012, p. 14) made a direct comparison between male and female
consumers when investigating what affects their green consumption. The results from that
comparison showed that green consumption for males is different to that of females as males’
green purchasing is affected by several factors such as environmental awareness, green
promotion, green product features, and price, whereas females’ green purchasing is affected by
green promotion only (Boztepe, 2012, p. 17). This author explains that these results imply that
marketers should consider gender in their marketing approach. This might mean that gender is
expected to influence green behaviour in this study.

The research by Ali and Ahmad (2016, p. 103) in Pakistan further indicated advertisements
aimed at women should focus on emphasising green promotion, communicated through eco-
labels while for men, eco-labels won’t have much of an effect alone on green behaviour since
there are other factors such as price and product features affecting their green purchasing
(Boztepe, 2012, p. 18). Gleim, Smith, Andrews, and Cronin Jr (2013, p. 15) found that young
men are not really interested in green products, hence campaigns on green marketing ar