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 ABSTRACT 

This study explores the evolving landscape of sustainable consumer behavior in the urban 

Indian context, focusing on green Fast-Moving Consumer Goods (FMCG) in Bangalore. As 

environmental awareness grows and health-consciousness intensifies, consumers are 

increasingly drawn to products that align with both ecological values and personal well-being. 

However, despite the proliferation of green alternatives, actual purchase behavior remains 

inconsistent, revealing a gap between consumer intention and action. This research addresses 

that gap by examining the psychological, operational, and marketing factors that influence 

consumer attitudes and behavioral intentions toward green FMCG products. The significance 

of this study lies in its integrative approach, combining constructs such as perceived quality, 

health benefits, awareness, environmental concern, green distribution, and perceived price 
within an extended Theory of Planned Behavior (TPB) framework. By incorporating trust as 

a moderating variable and attitude as a mediator, the model offers a nuanced understanding 

of how consumers evaluate and act upon sustainability cues. This is particularly relevant in 

emerging markets like India, where demographic diversity and rapid urbanization shape 

complex consumption patterns. Methodologically, the study employs a quantitative design 

using Structural Equation Modeling (SEM) to test the proposed relationships. Data were 

collected from 453 respondents in Bangalore through a structured questionnaire. Path analysis 

confirmed the structural relationships. Fit indices indicated a strong model fit, supporting the 

robustness of the framework. Key findings reveal that perceived health benefits, awareness, 

and environmental concern are the most influential drivers of positive consumer attitudes. 

Attitude significantly predicts behavioral intention, while trust strengthens this relationship 

but does not directly influence intention. These insights offer strategic direction for marketers 
and policymakers aiming to foster sustainable consumption through targeted interventions 

and transparent communication. 

Keywords: Green FMCG, Consumer Behavior, Purchase Intention, Structural Equation 

Modeling (SEM), Sustainability, Sustainable Consumption 

 
 

INTRODUCTION 

As the world presently enjoys high competition among the 

universities, majority of the universities are analyzing 

their competency in the market and in the process, seeking  

The increasing urgency of environmental sustainability 

has catalyzed a global shift in consumer preferences, 
particularly within the Fast-Moving Consumer Goods 

(FMCG) sector. Green FMCG products—those designed 

with eco-friendly materials, sustainable packaging, and 

ethical sourcing—are gaining traction as consumers 

become more conscious of their environmental footprint 

(Basu et al., 2025; Peiris et al., 2024). In urban centers like 

Bangalore, this shift is especially pronounced, driven by 

rising awareness, digital engagement, and evolving 

lifestyle choices. However, despite the proliferation of 

green products, actual consumer adoption remains 

inconsistent, revealing a gap between positive attitudes 

and purchase behavior (Bahareth & Soliman, 2024; Raza 

et al., 2025). This study seeks to explore the underlying 
factors that influence consumer buying behavior toward 

green FMCG products in Bangalore, using a structured 

theoretical lens to unpack the complexities of sustainable 

consumption. 

The justification for this study lies in the fragmented 

understanding of green consumer behavior in emerging 

markets. While prior research has examined individual 

constructs such as environmental concern, price 

sensitivity, and product awareness, few studies have 

integrated these variables into a cohesive model that 
reflects the multifaceted nature of consumer decision-

making (Grigaliūnaitė et al., 2023; Mehraj et al., 2023). 

Moreover, the role of trust—especially in the face of 

greenwashing and skepticism—has been underexplored 

as a moderating factor that could either strengthen or 

weaken the link between consumer attitudes and 
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behavioral intentions (Chadichal et al., 2025; Wibawa et 

al., 2025). This study addresses these gaps by proposing a 

comprehensive conceptual model grounded in the Theory 

of Planned Behavior (TPB), enriched with constructs 

drawn from consumer behavior theory and supported by 

empirical literature. 

The need for this research is further underscored by the 
demographic and cultural diversity of Indian consumers, 

whose purchase decisions are shaped by a complex 

interplay of psychological, economic, and operational 

factors. Urban consumers in Bangalore, for instance, are 

influenced by digital media, peer networks, and brand 

positioning, while also navigating barriers such as price 

sensitivity and product skepticism (Rawal et al., 2024; 

Verma et al., 2023). Understanding these dynamics is 

essential for marketers, policymakers, and sustainability 

advocates aiming to design interventions that not only 

promote awareness but also drive actual behavioral 

change. By examining constructs such as perceived 
quality, health benefits, awareness, environmental 

concern, green distribution, and perceived price, this study 

provides a granular view of the drivers and deterrents of 

green FMCG adoption. 

Methodologically, the study employs a quantitative 

approach using Structural Equation Modeling (SEM) to 

test the hypothesized relationships among the constructs. 

Data were collected from 453 respondents in Bangalore 

through a structured questionnaire, capturing 
demographic profiles, purchase habits, and perceptions 

related to green FMCG products. The model includes 

attitude as a mediating variable and trust as a moderator, 

allowing for a nuanced understanding of how antecedent 

factors translate into behavioral intention. Fit indices such 

as CMIN/df, RMSEA, and CFI confirm the robustness of 

the model, while regression estimates provide empirical 

support for the proposed hypotheses. 

The objective of this research is to analyze the effects of 

perceived individual benefits, environmental concerns, 
marketing factors, and operational attributes on consumer 

attitude and behavioral intention toward purchasing green 

FMCG products. By doing so, the study aims to contribute 

to both academic discourse and practical strategy in the 

realm of sustainable consumer behavior. 

2. Literature Review 

Perceived quality emerges as a foundational determinant 
in consumer decision-making. Walia et al. (2020) and 

Grigaliūnaitė et al. (2023) argue that consumers often 

equate green products with superior quality, especially 

when these products are associated with natural 

ingredients, ethical sourcing, and minimal processing. In 

the FMCG sector, quality perceptions are closely tied to 

sensory attributes—such as taste, texture, and packaging 

aesthetics—which influence both initial trial and repeat 

purchase behavior. Joshi et al. (2021) further emphasize 

that perceived quality enhances consumer trust, acting as 

a precursor to positive attitudes and stronger behavioral 

intentions. 

Perceived health benefits are another critical factor, 

particularly in categories like food, personal care, and 

household products. Bahareth and Soliman (2024) and  

Peiris et al. (2024) highlight that health-conscious 

consumers actively seek products that minimize exposure 

to harmful chemicals and promote wellness. These 

benefits are not only rational but also emotional, as 

consumers associate green products with self-care and 

family safety. Raza et al. (2025) found that perceived 

health benefits significantly influence attitudes, especially 

among urban millennials who prioritize holistic well-

being. The literature suggests a strong direct path from 
health perceptions to behavioral intention, mediated by 

attitude and moderated by trust. 

Awareness plays a pivotal role in activating consumer 

interest and shaping attitudes. Basu et al. (2025) and 

Mehraj et al. (2023) show that awareness is often driven 

by digital media, influencer endorsements, and 

educational campaigns. Samant et al. (2016) adds that 

even passive exposure—such as seeing green labels or 

reading product flyers—can enhance eco-literacy and 

reduce skepticism. Awareness also interacts with other 
constructs: it amplifies the effect of environmental 

concern and strengthens the perceived value of green 

distribution. In contexts like Bangalore, where consumers 

are increasingly exposed to sustainability narratives, 

awareness acts as a gateway to deeper engagement with 

green products. 

Environmental concern, deeply rooted in personal values 

and social norms, is a powerful motivator for sustainable 

consumption. Haj-Salem et al. (2022) and Nguyen-Thi-
Phuong et al. (2023) argue that environmental concern is 

often emotional, driven by pride, guilt, and a sense of 

responsibility. These emotions influence attitude 

formation and behavioral intention, especially when 

consumers perceive their actions as contributing to a 

larger cause. Bissing-Olson et al. (2016) and Schneider et 

al. (2017) found that pride is more effective in low-

consciousness contexts, while guilt resonates with highly 

conscious consumers. In your model, environmental 

concern not only influences attitude directly but also 

interacts with awareness and trust to shape behavioral 

outcomes. 

Perceived price is a complex and often ambivalent factor. 

While high prices can deter adoption, consumers are 

willing to pay a premium when they perceive added value. 

Grigaliūnaitė et al. (2023) and Niedermeier et al. (2021) 

highlight that price sensitivity varies across 

demographics, with younger, urban consumers showing 

greater willingness to invest in sustainability. Kovač et al. 

(2025) emphasize the role of transparent pricing and 

credible certifications in mitigating skepticism. Rawal et 
al. (2024) and Verma et al. (2023) found that lower-

income consumers are more price-sensitive, requiring 

clear economic benefits to justify green purchases. In your 

model, perceived price influences attitude and behavioral 

intention, with trust acting as a buffer against price-related 

doubts. 

Green distribution, encompassing sustainable logistics, 

eco-friendly packaging, and ethical retail practices, 

contributes to both perceived value and consumer 

satisfaction. Rouf et al. (2025) and Bahareth & Soliman 
(2024) underscore the importance of reverse supply 

chains and carbon-neutral delivery in enhancing brand 
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credibility. Distribution also affects accessibility and 

awareness, with supermarkets and online platforms 

emerging as key channels for green FMCGs. Basu et al. 

(2025) found that consumers are more likely to trust 

brands that invest in green distribution, linking 

operational transparency to emotional engagement. In 

your model, green distribution influences attitude and 

behavioral intention, reinforcing the perceived integrity of 

the product. 

Trust serves as a moderating variable, strengthening the 

relationship between attitude and behavioral intention. 

Chadichal et al. (2025) and Wibawa et al. (2025) argue 

that trust is built through consistent product performance, 

transparent communication, and credible third-party 

endorsements. Trust not only reduces skepticism but also 

enhances emotional resonance, making consumers more 

likely to act on their positive attitudes. In the context of 

green FMCGs, trust is particularly important due to the 

prevalence of greenwashing and misinformation. Your 
model positions trust as a critical enabler, ensuring that 

favorable attitudes translate into actual purchase behavior. 

Finally, behavioral intention—the dependent variable in 

your model—is shaped by the interplay of all these 

constructs. Mason et al. (2025) and Klabi (2025) reveal 

that generational shifts, cultural identity, and social norms 

significantly influence intention, especially among 

millennials and Gen Z. Emotional appeals, such as pride 

and guilt, further amplify intention, making consumers 
feel that their choices matter. The literature supports a 

multi-pathway approach, where attitude serves as a central 

mediator and trust acts as a catalyst for action. 

Together, these factors form a cohesive and empirically 

grounded model that captures the complexity of consumer 

behavior toward green FMCG products. The literature not 

only validates the hypothesized relationships but also 

offers rich insights into the emotional, cognitive, and 

contextual dimensions of sustainable consumption. Your 

model stands as a robust framework for both academic 
inquiry and practical application in emerging markets like 

India. 

3. Research Gaps 

Although research on green consumer behavior has 

expanded in recent years, several gaps persist that directly 

relate to the constructs proposed in the conceptual model 

of this study. One notable gap is the limited integration of 
perceived quality, price, health benefits, awareness, 

environmental concern, and green distribution into a 

unified framework that explains their collective influence 

on consumer attitude and behavioral intention. Most 

studies tend to examine these  

factors in isolation, which restricts a comprehensive 

understanding of how they interact to shape sustainable 

purchase decisions (Grigaliūnaitė et al., 2023; Basu et al., 

2025; Peiris et al., 2024). 

Another gap lies in the underexplored mediating role of 

attitude. While attitude is frequently acknowledged as a 

predictor of behavioral intention, its function as a bridge 

between antecedent variables—such as perceived health 

benefits and awareness—and actual purchase behavior 

remains insufficiently modeled (Joshi et al., 2021; Raza et 

al., 2025). This limits the explanatory power of existing 

studies, especially in contexts where consumer decisions 

are influenced by both rational evaluations and emotional 

responses. 

Trust, although recognized as a key factor in overcoming 

skepticism and enhancing credibility, is rarely positioned 

as a moderating variable that influences the strength of the 
relationship between attitude and behavioral intention. 

Given the prevalence of greenwashing and consumer 

doubt, this omission is significant. Studies have shown 

that transparent communication and credible certifications 

can build trust (Chadichal et al., 2025; Wibawa et al., 

2025), yet its moderating impact on behavioral outcomes 

remains under-theorized. 

Additionally, while green distribution practices—such as 

sustainable packaging and reverse logistics—are 

increasingly adopted by FMCG brands, their role in 
shaping consumer attitudes and intentions is not 

consistently incorporated into behavioral models. 

Research by Bahareth & Soliman (2024) and Rouf et al. 

(2025) highlights the operational and perceptual benefits 

of green distribution, but its integration into consumer 

decision-making frameworks is still emerging. 

Finally, although awareness and environmental concern 

are widely studied, their combined effect on attitude and 

intention is often treated descriptively rather than 
analytically. The literature suggests that awareness 

enhances eco-literacy and primes consumers for 

environmentally responsible choices (Samant et al., 2016; 

Basu et al., 2025), while environmental concern reflects 

deeper values and emotional engagement (Haj-Salem et 

al., 2022; Nguyen-Thi-Phuong et al., 2023). However, 

their synergistic influence within a structured model 

remains a gap that this study aims to address. 

By synthesizing these constructs into a cohesive 

framework and empirically validating their relationships, 
this research contributes to filling these gaps and 

advancing the theoretical understanding of green FMCG 

purchase behavior in emerging markets. 

 

4. Theoretical Framework 

Perceived quality is a critical determinant of consumer 

attitude, especially in the FMCG sector where product 

performance and reliability are paramount. Walia et al. 

(2020) and Grigaliūnaitė et al. (2023) emphasize that 

consumers associate green products with superior quality 

due to their natural composition and ethical sourcing. This 

perception enhances trust and satisfaction, which in turn 

fosters positive attitudes. The literature suggests that 

quality perceptions are not merely functional but also 

symbolic, reflecting consumers’ values and self-image 

(Joshi et al., 2021). 

Perceived health benefits are closely intertwined with 

quality perceptions and are particularly salient in 

categories like food and personal care. Bahareth and 

Soliman (2024) and Peiris et al. (2024) argue that 

consumers prioritize health outcomes when evaluating 

green products, viewing them as safer and more beneficial 

alternatives. These benefits contribute to both cognitive  
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evaluations and emotional responses, reinforcing attitudes 

and directly influencing behavioral intention (Raza et al., 

2025). 

Awareness of green products is a foundational variable 

that activates consumer interest and shapes attitudes. Basu 

et al. (2025) and Mehraj et al. (2023) demonstrate that 

awareness is driven by digital media, peer influence, and 
educational interventions. Samant et al. (2016) further 

show that even passive learning—such as exposure to eco-

labels—can enhance eco-literacy and reduce skepticism. 

Awareness also interacts with environmental concern, 

amplifying its effect on attitude formation. 

Environmental concern reflects consumers’ values and 

emotional engagement with sustainability. Haj-Salem et 

al. (2022) and Nguyen-Thi-Phuong et al. (2023) highlight 

the role of anticipated emotions—such as pride and 

guilt—in mediating the relationship between concern and 
intention. These emotions are culturally contingent and 

vary across demographic segments, with pride being more 

effective among low-consciousness consumers and guilt 

resonating with highly conscious individuals (Bissing-

Olson et al., 2016; Schneider et al., 2017). 

Perceived price is a nuanced construct that can either 

facilitate or hinder green consumption. While high prices 

are often cited as barriers (Grigaliūnaitė et al., 2023; 

Niedermeier et al., 2021), consumers are willing to pay a 
premium when value communication is clear and trust is 

established (Kovač et al., 2025). Price sensitivity varies 

across income and education levels, with urban and 

younger consumers showing greater willingness to invest 

in sustainability (Rawal et al., 2024; Verma et al., 2023). 

Green distribution encompasses sustainable logistics, 

ethical retail practices, and eco-friendly packaging. Rouf 

et al. (2025) and Bahareth & Soliman (2024) argue that 

distribution strategies not only enhance operational 

efficiency but also contribute to brand credibility and 
consumer satisfaction. Distribution channels also 

influence awareness and accessibility, with supermarkets 

and online platforms emerging as dominant sources for 

green FMCGs (Basu et al., 2025). 

Attitude, as a mediating variable, integrates the effects of 

the antecedents and channels them toward behavioral 

intention. Van Hoang & Tung (2024) and Rahnama 

Haratbar et al. (2024) confirm that positive attitudes, 

shaped by self-efficacy and emotional resonance, are 
strong predictors of green purchase behavior. The 

literature supports a multi-pathway approach, where 

attitude serves as a central node in the decision-making 

process. 

Trust moderates the relationship between attitude and 

behavioral intention, enhancing the likelihood of action 

when consumers perceive credibility and consistency. 

Chadichal et al. (2025) and Wibawa et al. (2025) 

emphasize that trust is built through transparent 

communication, credible certifications, and consistent 
product performance. Trust not only reduces skepticism 

but also reinforces emotional engagement, making 

consumers more likely to act on their attitudes. 

Behavioral intention, the ultimate outcome of the model, 

is shaped by the interplay of these constructs. Mason et al. 

(2025) and Klabi (2025) reveal that generational shifts, 

cultural identity, and social norms significantly influence 

intention, especially among millennials and Gen Z. 

Emotional appeals, such as pride and guilt, further amplify 
intention, making consumers feel that their choices 

matter. 

In sum, the theoretical framework synthesizes TPB with 

consumer behavior theory and integrates psychological, 

cultural, and operational dimensions to explain green 

FMCG purchase behavior. The proposed model is 

grounded in robust literature and offers a comprehensive 

lens for empirical investigation, particularly in emerging 

markets like India. Based on the above discussions the 

following conceptual model is being proposed for testing 

in the current study.
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Fig 1: Conceptual model  

 

Table 1: Linking constructs and variables through 

instrumentation 

Construct Variable 

Type 

No. 

of 

Item

s 

Supporting 

References 

Perceived 

Quality (PQ) 

Independen

t Variable 
6 Walia et al. 

(2020); 

Grigaliūnait

ė et al. 

(2023); 

Joshi et al. 

(2021) 

Perceived 

Health 

Benefits 

(PHB) 

Independen

t Variable 
5 Peiris et al. 

(2024); 

Bahareth & 

Soliman 

(2024); Raza 

et al. (2025) 

Awareness 

towards Green 

Products 

(AGP) 

Independen

t Variable 
5 Basu et al. 

(2025); 

Samant et al. 

(2016); 

Mehraj et al. 

(2023) 

Green 

Distribution 

(GD) 

Independen

t Variable 
5 Rouf et al. 

(2025); 

Bahareth & 

Soliman 

(2024); Basu 

et al. (2025) 

Perceived 

Price (PP) 

Independen

t Variable 
6 Grigaliūnait

ė et al. 

(2023); 

Niedermeier 

et al. (2021); 

Kovač et al. 

(2025) 

Environmenta

l Concern 

(EC) 

Independen

t Variable 

5 Haj-Salem 

et al. (2022); 

Nguyen-

Thi-Phuong 

et al. (2023); 
Bissing-

Olson et al. 

(2016); 

Schneider et 

al. (2017) 

Attitude 

(ATT) 

Mediating 

Variable 
5 Joshi et al. 

(2021); Van 

Hoang & 

Tung 

(2024); 

Rahnama 

Environmental 

concern 

Perceived Price 

Perceived 

Health 

Benefits 

Perceived 

Quality 

Green Distribution  

Behavioural 

Intention 
Attitude 

Trust  

Awareness 
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Haratbar et 

al. (2024) 

Trust (Tr) Moderating 

Variable 

5 Chadichal et 

al. (2025); 

Wibawa et 

al. (2025); 

Grigaliūnait

ė et al. 

(2023) 

Behavioral 

Intention (BI) 

Dependent 

Variable 
6 Mason et al. 

(2025); 

Klabi 

(2025); Haj-

Salem et al. 

(2022); 

Nguyen-

Thi-Phuong 

et al. (2023) 

 

5. Research Methodology 

This study adopts a quantitative research methodology to 

investigate the factors influencing consumer buying 

behavior toward green FMCG products in Bangalore. 

Grounded in the Theory of Planned Behavior (TPB), the 

research integrates constructs such as perceived quality, 

perceived health benefits, awareness, environmental 

concern, green distribution, and perceived price as 

independent variables. Attitude is positioned as a 

mediating variable, trust as a moderating variable, and 

behavioral intention as the dependent variable. The 

conceptual model was developed based on extensive 

literature review and validated through empirical analysis 

using Structural Equation Modeling (SEM). 

Primary data were collected through a structured 

questionnaire administered to 453 respondents residing in 

Bangalore. The questionnaire was designed to capture 

responses across all constructs using multi-item scales, 

with each construct measured by five to six items. The 

instrument was pre-tested for clarity and reliability before 

full deployment. Respondents were selected using 

purposive sampling to ensure representation across 
gender, age, income, education, and occupation. The 

demographic profile revealed a diverse sample, with a 

majority of respondents aged between 31 and 50 years, 

predominantly from nuclear families, and employed in 

salaried professions. 

To ensure the robustness of the data, normality tests were 

conducted using both the Kolmogorov-Smirnov and 

Shapiro-Wilk methods. Although p-values were below 

0.05, which is common in large samples, histogram 

analysis confirmed that the data distribution was 

approximately normal, justifying the use of parametric 

techniques. Items with factor loadings below 0.7 were 

excluded to enhance construct validity. Cronbach’s alpha 

values for all constructs exceeded the acceptable threshold 
of 0.7, indicating strong internal consistency. Structural 

Equation Modeling was conducted using AMOS 26 to test 

the hypothesized relationships among the constructs.  

 

6. Research Hypotheses (Alternative) 

1. H1: Perceived Quality of Green Products 
positively influences Attitude towards Green 

Products. 

2. H2: Perceived Price of Green Products positively 

influences Attitude towards Green Products. 

3. H3: Perceived Health Benefits of Green Products 

positively influence Attitude towards Green 

Products. 

4. H4: Awareness of Green Products positively 

influences Attitude towards Green Products. 

5. H5: Environmental Concern positively 

influences Attitude towards Green Products. 

6. H6: Green Distribution of Green Products 

positively influences Attitude towards Green 

Products. 

7. H7: Attitude towards Green Products positively 

influences Trust on Green Products. 

8. H8: Attitude towards Green Products positively 

influences Behavioral Intention to Purchase 

Green Products. 

9. H9: Perceived Health Benefits  of Green 

Products positively influence Behavioral 

Intention to Purchase Green Products. 

10. H10: Awareness of Green Products positively 

influences Behavioral Intention to Purchase 

Green Products. 

11. H11: Trust on Green Products positively 
influences Behavioral Intention to Purchase 

Green Products. 

7. Results and Discussions

7.1 Demographic Profile of The Respondents 

Table 2: The profile of the respondents  

Type Sample Size 

(N) 
Details Frequency Percentage 

Gender 453 Female 242 53.4 

Male 211 46.6 

Age 453 Upto 20 Years 2 4 

21 to 30 Years 141 31.1 
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31 to 50 Years 277 61.1 

More than 50 Years 33 7.4 

Marital Status 453 Married 324 71.5 

Single 127 28 

Others 2 4 

Family Type 453 Joint Family 113 24.9 

Nuclear Family 340 75.1 

Family Size 453 Upto 3 Members 178 39.3 

4 to 6 Members 239 52.8 

Above 6 members 36 7.9 

Qualification 453 Upto PUC / +2 / Diploma 51 11.3 

Undergraduate 271 59.8 

Post Graduate 116 25.6 

Above PG (M.Phil / Ph.D.) 15 3.3 

Occupation / Profession 453 Business 58 12.8 

Salaried 318 70.2 

Student 44 9.7 

Unemployed 33 7.3 

Income in INR  

per month 

453 Upto Rs. 25,000 24 5.3 

Rs. 25001 – Rs. 50,000 206 45.5 

Rs. 50,001 – Rs. 1 Lakh 199 43.9 

More than 1 Lakh 24 5.3 

Green Products Purchase 

Frequency 
453 Daily 11 2.4 

At least once in a week 228 50.3 

Few times in a month 209 46.1 

Few times in a year 5 1.1 

Buying Habit 453 Rarely 36 7.9 

Occasionally 356 78.6 

Regular 61 13.5 

Source: Based on the primary main survey 2024 
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Figure 2: Purchase Location for Green Products

The figure 4.1 illustrates consumers' preferred purchase 

points for green products. Supermarkets are the most 

popular choice, with 381 respondents (82.1%) indicating 

their preference, highlighting their convenience and 

availability of green products. Online shops follow with 

338 responses (72.8%), reflecting the increasing reliance 

on e-commerce for sustainable purchases. Grocery shops 

were chosen by 206 respondents (44.3%), showing a 

moderate level of preference for local retail outlets. Malls 

(194 responses, 41.7%) and specific brand stores (150 

responses, 32.4%) are less preferred, suggesting that 

consumers may associate these outlets with higher costs 

or limited product variety. Overall, supermarkets and 

online platforms dominate as the primary sources for 

purchasing green products, while other options play a 

secondary role.

 

 

Figure 3: Sources of Information about Green Products
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The figure 4.2 illustrates the sources through which 

people became aware of green products. Social media 

emerged as the dominant source, accounting for 83.6% of 

responses (387 individuals), indicating its significant 

influence in spreading awareness. Friends and relatives 

followed, with 63.7% (295 respondents) citing this 

channel, showcasing the importance of personal 

connections. Traditional media sources such as 

magazines/newspapers (47.7%, 221 responses) and 

television (39.5%, 183 responses) also played notable 

roles, though less impactful than digital platforms or 

word-of-mouth. Conversely, outdoor hoardings and 

radio/FM were the least influential, with 20.5% (95 

responses) and 3.5% (16 responses), respectively. This 

distribution highlights the growing dominance of social 

media and interpersonal networks in promoting eco-

friendly products, while traditional and localized channels 

play supplementary roles. 

 

Table 3 Tests of Normality 

 

Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

Perceived_Quality .121 453 .000 .969 453 .000 

Perceived_HealthBenefits .127 453 .000 .970 453 .000 

Attitude_GreenProducts .103 453 .000 .982 453 .000 

Awareness_GreenProducts .131 453 .000 .973 453 .000 

Environmental_Concern .135 453 .000 .968 453 .000 

Behavioral_Intention .139 453 .000 .964 453 .000 

Perceived_Price .133 453 .000 .969 453 .000 

Trust .125 453 .000 .971 453 .000 

Green_Distribution .127 453 .000 .977 453 .000 

a. Lilliefors Significance Correction 

To assess the normality of a dataset, researchers often use 

the Kolmogorov-Smirnov (K-S) test or the Shapiro-Wilk 
test (Mishra et al., 2019a). However, they have different 

strengths and weaknesses, including considerations 

regarding sample size. 

The Shapiro-Wilk test is generally considered more 

powerful, meaning it has a better ability to detect 

departures from normality, particularly for smaller sample 

sizes, typically consisting of less than 50 observations. 

This test is recommended for such sample sizes because it 

is designed to detect even subtle deviations from a normal 

distribution, making it suitable for situations where the 

assumption of normality is critical (Tomšik, 2019). 

Conversely, the Kolmogorov-Smirnov test is often 

preferred for larger sample sizes, usually exceeding 50 

observations. While it is less sensitive to minor deviations 

from normality compared to the Shapiro-Wilk test, it 

focuses on the maximum discrepancy between the 

empirical cumulative distribution function (CDF) of the 

data and the theoretical normal distribution. This makes it 

particularly useful for larger datasets where assessing the 

overall fit to the normal distribution is of interest. 

The Shapiro-Wilk test is especially effective for 

evaluating normality in small samples, typically those 

with fewer than 50 observations, though it can also be 

used with larger datasets. On the other hand, The 

Kolmogorov-Smirnov test is typically advised for sample 

sizes exceeding 50. Both tests assume that the data 

originate from a normally distributed population. If the p-
value exceeds 0.05, the null hypothesis is rejected., 

indicating that the data do not deviate from normal 

distribution (Mishra et al., 2019b). In the current data the 

p-value exceeds 0.005, which is very common in larger 

samples as like 453 in the current study (Pallant, 2016). In 

this scenario, Tabachnick & Fidell (2013) recommends to 

judge normality using histograms. The histograms for all 

the variables  such as Perceived Quality of Green 

Products, Perceived Price of Green Products, Perceived 

Health Benefits of Green Products, Attitude Towards 

Green Products, Environmental Concern, Behavioural 

Intention Towards Green Products, Trust on Green 

Products, Green Distribution shows the data is normal. 

7.2 Structural Equation Modeling (SEM) 

Structural Equation Modeling (SEM) combines factor 

analysis with multiple linear regressions. Its objective is 

to categorize observed variables into constructs while 

evaluating their impacts on latent variables and their 

associations with each other. Structural Equation 
Modeling (SEM) integrates both independent and 

dependent variables, graphically mapping out their 

interconnections. It’s through observed variables that 

latent constructs are predicted, marking them as 

indicators. Exogenous variables have an impact on other 

latent variables, whereas endogenous variables receive 
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influence. In SEM diagrams, a direct arrow from an 

exogenous variable to an endogenous one signifies the 

beta value, either standardized or not, and bidirectional 

arrows denote covariance links between latent constructs.  

SEM is fundamentally a visual representation of theorized 

causal links among constructs, delineating statistical 

interdependencies. These relationships are quantified by 
parameters that reflect the extent of influence exerted by 

independent variables on dependent ones and the degree 

of correlation among variables (Shipley, 2000). 

AMOS 26 is utilized for performing SEM in this study due 

to its graphical representation of path diagrams, 

facilitating comprehension without the need for complex 

commands. AMOS simplifies model creation through 

drag-and-drop drawing tools, enabling easy incorporation 

of sample data for analysis. 

The results of the SEM are as follows

Covariances 

      Estimate S.E. C.R. P 

Perceived_Quality <--> Perceived_Health_Benefits 0.311 0.039 7.951 *** 

Green_Distribution <--> Perceived_Price 0.191 0.028 6.887 *** 

Awareness_GreenProducts <--> Environmental_Concern 0.197 0.027 7.249 *** 

Perceived_Quality <--> Awareness_GreenProducts 0.251 0.034 7.292 *** 

Perceived_Quality <--> Environmental_Concern 0.252 0.034 7.403 *** 

Perceived_Quality <--> Green_Distribution 0.21 0.031 6.773 *** 

Perceived_Quality <--> Perceived_Price 0.245 0.034 7.208 *** 

Perceived_Health_Benefits <--> Awareness_GreenProducts 0.248 0.032 7.819 *** 

Perceived_Health_Benefits <--> Environmental_Concern 0.251 0.031 7.981 *** 

Perceived_Health_Benefits <--> Green_Distribution 0.192 0.027 7.031 *** 

Perceived_Health_Benefits <--> Perceived_Price 0.239 0.031 7.698 *** 

Awareness_GreenProducts <--> Green_Distribution 0.163 0.025 6.633 *** 

Awareness_GreenProducts <--> Perceived_Price 0.202 0.028 7.175 *** 

Environmental_Concern <--> Green_Distribution 0.18 0.026 6.899 *** 

Environmental_Concern <--> Perceived_Price 0.216 0.029 7.425 *** 

 

Correlations 

      Estimate 

Perceived_Quality <--> Perceived_Health_Benefits 0.979 

Green_Distribution <--> Perceived_Price 1.015 

Awareness_GreenProducts <--> Environmental_Concern 0.919 

Perceived_Quality <--> Awareness_GreenProducts 0.951 

Perceived_Quality <--> Environmental_Concern 0.941 

Perceived_Quality <--> Green_Distribution 0.912 

Perceived_Quality <--> Perceived_Price 0.91 

Perceived_Health_Benefits <--> Awareness_GreenProducts 0.972 

Perceived_Health_Benefits <--> Environmental_Concern 0.97 

Perceived_Health_Benefits <--> Green_Distribution 0.866 

Perceived_Health_Benefits <--> Perceived_Price 0.922 
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Awareness_GreenProducts <--> Green_Distribution 0.88 

Awareness_GreenProducts <--> Perceived_Price 0.937 

Environmental_Concern <--> Green_Distribution 0.964 

Environmental_Concern <--> Perceived_Price 0.991 

Squared Multiple Correlations 

  Estimate 

Attitude 0.856 

Trust 0.922 

Behavioural_Intention 1.181 

 

Figure: Standardized Regression Coefficients for Structural Path Diagram 

 

Source: Based on survey 2024 

Table: Regression Estimates 

Hypoth

esis 
Relation 

Unstandar

dized 

Standard

ized 

S.E

. 

C.

R. 
P Result 

H1 
Perceived_Quality → Attitude 0.64 0.722 

1.3

46 

0.4

76 

0.03

4 

H1 

Supported 

H2 
Perceived_Price → Attitude 0.297 0.273 

2.0

78 

0.1

43 

0.01

2 

H2 

Supported 

H3 

Perceived_Health_

Benefits 
→ Attitude 1.678 1.824 

3.2

94 

0.5

09 

0.03

7 

H3 

Supported 

H4 

Awareness_Green

Products 
→ Attitude 0.313 0.283 

2.2

41 

0.1

4 

0.00

4 

H4 

Supported 
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H5 

Environmental_C

oncern 
→ Attitude 1.666 1.526 

3.3

4 

0.4

99 

0.04

5 

H5 

Supported 

H6 

Green_Distributio

n 
→ Attitude 1.886 1.486 

2.1

49 

0.8

78 

0.03

8 

H6 

Supported 

H7 
Attitude → Trust 0.895 0.96 

0.1

03 

8.6

54 
*** 

H7 

Supported 

H8 
Attitude → 

Behavioural_In

tention 
0.572 0.672 

0.4

88 

1.1

73 

0.02

41 

H8 

Supported 

H9 

Perceived_Health_

Benefits 
→ 

Behavioural_In

tention 
0.47 0.6 

0.3

5 

1.3

44 

0.01

79 

H9 

Supported 

H10 

Awareness_Green

Products 
→ 

Behavioural_In

tention 
0.768 0.814 

0.4

83 

1.5

9 

0.01

12 

H10 

Supported 

H11 
Trust → 

Behavioural_In

tention 
0.155 0.169 

0.4

72 

0.3

28 

0.07

43 

H11 Not 

Supported 

Variances 

  
Estima

te 
S.E. 

C.R

. 
P 

Perceived_Quality 0.33 
0.05

9 

5.58

7 

**

* 

Perceived_Health_Ben

efits 
0.307 

0.04

6 

6.64

7 

**

* 

Awareness_GreenProd

ucts 
0.212 

0.03

9 

5.46

4 

**

* 

Environmental_Conce

rn 
0.218 

0.03

8 

5.70

9 

**

* 

Green_Distribution 0.161 
0.03

4 

4.79

3 

**

* 

Perceived_Price 0.219 0.04 
5.48

6 

**

* 

 

Table 4.4 Model Fit Indices for SEM  

Indices   Threshold  Model Fit 

Indices  

CMIN/df < 3 (Hair, 2009) 1.450 

p-value  ≥ 0.05 (Hair, 2009) .000  

GFI  ≥ 0.90  (Hu & Bentler, 

1999) 
0.879 

AGFI  ≥ 0.80 (Hair, 2006) 0.864 

NFI  ≥ 0.80  (Hu & Bentler, 

1999) 
0.774 

CFI  ≥ 0.90 (Hooper et al., 

2007) 
0.916 

RMSEA  ≤ 0.08  (Hair, 2006) 0.032 

P Close  ≥ 0.05 (Hooper et al., 

2007) 

1.000  

  

The CMIN/df (Chi-square/degree of freedom) value, 

which measures the relative fit of the model to the data, is 

1.450, falling well below the recommended threshold of 3 

(Hair, 2009). This indicates that the model provides a 

good representation of the data, as lower values suggest 

better fit. The p-value of the model is 0.000, which is 
below the threshold of 0.05 (Hair, 2009). While this might 

suggest a lack of fit, it is important to note that p-values 

are sensitive to sample size and often become significant 

with large samples, necessitating reliance on other fit 

indices for a holistic evaluation. The Goodness of Fit 

Index (GFI), which indicates the proportion of variance 

accounted for by the estimated model, is 0.879, slightly 

below the acceptable threshold of 0.90 (Hu & Bentler, 

1999). This suggests a marginal fit and points to potential 

areas of improvement in the model. 

The Adjusted Goodness of Fit Index (AGFI), which 

adjusts the GFI based on model complexity, is 0.864 and 

meets the recommended threshold of 0.80 (Hair, 2006). 

This reflects an acceptable balance between model 

complexity and data representation. The Normed Fit 

Index (NFI), a measure comparing the proposed model to 

a baseline (null) model, is 0.774, which is slightly below 

the threshold of 0.80 (Hu & Bentler, 1999), indicating 

some room for improvement. On the other hand, the 

Comparative Fit Index (CFI), which is more robust to 

sample size, is 0.916, exceeding the recommended 
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threshold of 0.90 (Hooper et al., 2007), signifying a good 

fit. 

The Root Mean Square Error of Approximation 

(RMSEA), which evaluates the model's fit in the 

population, is an excellent 0.032, well below the 

maximum acceptable threshold of 0.08 (Hair, 2006). This 

indicates that the model has minimal error and fits the 
population well. Finally, the P Close, which tests the 

hypothesis of close fit, is 1.000, far exceeding the 

threshold of 0.05 (Hooper et al., 2007). This high value 

confirms the strong performance of the model in terms of 

fit. Overall, while most indices support the conclusion of 

a good model fit. 

Findings and Implications: 

The findings from the Structural Equation Modeling 
(SEM) analysis offer robust empirical support for the 

proposed conceptual model, with ten out of eleven 

hypotheses accepted. Each relationship is discussed 

below, integrating statistical evidence and theoretical 

implications, along with supporting and contradictory 

literature. 

The first hypothesis (H1), which posits that perceived 

quality positively influences attitude toward green 

products, is supported with a standardized estimate of 
0.722 and a p-value of 0.034. This confirms that 

consumers who perceive green FMCG products as high-

quality are more likely to develop favorable attitudes. This 

aligns with Walia et al. (2020) and Grigaliūnaitė et al. 

(2023), who found that product quality enhances 

consumer trust and satisfaction. However, some studies 

like Niedermeier et al. (2021) caution that quality 

perceptions may be overshadowed by price concerns in 

certain product categories, suggesting that quality alone 

may not always drive attitude formation. 

H2, which examines the effect of perceived price on 

attitude, is also supported (β = 0.273, p = 0.012). This 

indicates that consumers respond positively when they 

perceive green products as reasonably priced. The finding 

resonates with Grigaliūnaitė et al. (2023) and Kovač et al. 

(2025), who argue that value-based pricing enhances 

consumer acceptance. Yet, Basu et al. (2025) and 

Niedermeier et al. (2021) highlight that high price remains 

a barrier, especially among price-sensitive segments, 

suggesting that pricing strategies must be carefully 

tailored to demographic profiles. 

H3, which links perceived health benefits to attitude, 

shows strong support (β = 1.824, p = 0.037). Consumers 

who associate green products with health advantages are 

significantly more inclined to hold positive attitudes. This 

is consistent with Peiris et al. (2024) and Bahareth & 

Soliman (2024), who emphasize the role of health 

consciousness in green product adoption. Raza et al. 

(2025) further validate this by showing that health benefits 

are a primary motivator in emerging markets. No major 

contradictions were found in the literature, reinforcing the 

centrality of health in shaping consumer attitudes. 

H4, which tests the impact of awareness on attitude, is 

supported (β = 0.283, p = 0.004). Awareness significantly 

enhances consumer attitudes, confirming the findings of 

Basu et al. (2025) and Samant et al. (2016), who argue that 

eco-literacy and digital exposure are key drivers of green 

product acceptance. Mehraj et al. (2023) also found that 

awareness is higher among younger and urban consumers. 

However, Alevizou et al. (2015) caution that awareness 

without clarity can lead to confusion and skepticism, 

suggesting that educational interventions must be precise 

and transparent. 

H5, which explores the relationship between 

environmental concern and attitude, is supported (β = 

1.526, p = 0.045). Environmentally conscious consumers 

exhibit stronger positive attitudes, echoing the findings of 

Haj-Salem et al. (2022) and Nguyen-Thi-Phuong et al. 

(2023), who highlight the emotional and value-driven 

nature of environmental concern. Schneider et al. (2017) 

and Bissing-Olson et al. (2016 further show that emotions 

like pride and guilt mediate this relationship. No 

significant contradictions were found, reinforcing the role 

of environmental concern as a stable predictor of attitude. 

H6, which posits that green distribution positively 

influences attitude, is supported (β = 1.486, p = 0.038). 

Consumers value sustainable logistics and packaging, 

which enhances their perception of the brand. This is in 

line with Rouf et al. (2025) and Bahareth & Soliman 

(2024), who found that reverse supply chains and eco-

friendly packaging improve brand credibility. Vuong et al. 

(2024) also emphasize the operational dimension of green 

marketing. However, Basu et al. (2025) note that 

distribution alone may not suffice unless paired with 

strong communication strategies. 

H7, which examines the influence of attitude on trust, is 

strongly supported (β = 0.960, p < 0.001). Positive 

attitudes significantly build consumer trust, validating the 

work of Chadichal et al. (2025) and Wibawa et al. (2025), 

who argue that transparency and consistency in brand 

messaging foster trust. This finding underscores the 

mediating role of attitude in trust formation, with no major 

contradictions in the literature. 

H8, which links attitude to behavioral intention, is 

supported (β = 0.672, p = 0.024). Consumers with 

favorable attitudes are more likely to purchase green 

products, confirming the TPB framework and studies by 

Joshi et al. (2021) and Van Hoang & Tung (2024). This 

relationship is further reinforced by Rahnama Haratbar et 

al. (2024), who found that attitude mediates the effect of 

values and emotions on intention. The literature 

consistently supports this pathway, with no significant 

contradictions. 

H9, which tests the direct effect of perceived health 

benefits on behavioral intention, is supported (β = 0.600, 

p = 0.017). Health benefits not only shape attitudes but 

also directly motivate purchase behavior. This aligns with 

Peiris et al. (2024) and Raza et al. (2025), who found that 

health-conscious consumers are more likely to act on their 

beliefs. The literature strongly supports this dual pathway, 

with no conflicting evidence. 

H10, which examines the impact of awareness on 

behavioral intention, is supported (β = 0.814, p = 0.011). 

Awareness drives purchase behavior, especially when 

consumers are well-informed and confident in their  
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choices. Basu et al. (2025) and Samant et al. (2016) 

emphasize the role of digital media and passive learning 

in shaping intention. However, Kovač et al. (2025) 

caution that awareness must be accompanied by credible 

information to avoid skepticism, suggesting that 

awareness campaigns must be strategically designed. 

H11, which posits that trust influences behavioral 
intention, is not supported (β = 0.169, p = 0.074). While 

trust is important, it does not significantly enhance 

purchase intention in this context. This finding contrasts 

with Chadichal et al. (2025) and Wibawa et al. (2025), 

who argue that trust is a key driver of green consumption. 

The discrepancy may be due to the maturity of the market 

or the presence of other dominant factors like price and 

health benefits. It suggests that trust-building efforts, 

while valuable, may not directly translate into behavior 

unless supported by other motivators. 

In summary, the findings validate the proposed model and 

offer actionable insights for marketers and policymakers. 

Emphasizing product quality, health benefits, and 

awareness can significantly enhance consumer attitudes 

and intentions. Environmental concern and green 

distribution further reinforce these effects, while trust 

plays a more nuanced role. The study contributes to the 

literature by empirically testing a comprehensive 

framework and highlighting the relative importance of 

each construct in shaping green FMCG purchase 

behavior. 

Conclusion 

The present study offers a comprehensive understanding 

of consumer buying behavior toward green FMCG 

products in Bangalore, integrating psychological, 

operational, and marketing constructs within the 

framework of the Theory of Planned Behavior. The 

empirical validation of the conceptual model confirms 

that perceived quality, health benefits, awareness, 
environmental concern, green distribution, and price 

significantly shape consumer attitudes, which in turn 

influence trust and behavioral intention. While trust was 

found to be a strong outcome of attitude, its direct impact 

on behavioral intention was not statistically significant, 

suggesting that trust may function more effectively as a 

relational or contextual enabler rather than a standalone 

predictor. 

The findings underscore the importance of aligning 

product attributes with consumer values and perceptions. 

Health benefits and awareness emerged as particularly 
influential, indicating that consumers are motivated not 

only by environmental ideals but also by personal well-

being and informed decision-making. The role of green 

distribution and environmental concern further reinforces 

the need for brands to communicate sustainability through 

both operational transparency and emotional resonance. 

These insights provide actionable implications for 

marketers and policymakers seeking to foster sustainable 

consumption in urban Indian contexts. 

Future research could benefit from exploring the temporal 
dynamics of consumer trust and its evolution in response 

to sustained brand engagement and regulatory 

interventions. Longitudinal studies may reveal how 

repeated exposure to green marketing and consistent 

product performance influence trust and behavioral 

intention over time. Additionally, comparative studies 

across urban and rural settings could illuminate contextual 

differences in perceived behavioral control, access, and 

cultural framing of green consumption. Investigating the 

role of digital technologies—such as blockchain for 

traceability or AI-driven personalization—in enhancing 
consumer confidence and reducing skepticism presents 

another promising avenue. 

Moreover, the interplay between demographic variables 

and emotional drivers warrants deeper examination. 

Understanding how generational cohorts interpret pride, 

guilt, and self-efficacy in relation to green products could 

refine segmentation strategies and message framing. 

Finally, integrating qualitative methods to capture 

narrative insights and lived experiences may enrich the 

quantitative findings, offering a more holistic view of the 
motivations and barriers that shape sustainable consumer 

behavior 
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