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Abstract 

Environmentaliawareness isigrowing, as is consumers’ interestiin ecologically 

friendlyiproducts. As a result, businesses have adopted greenimarketing methods to 

fullyiuse resources by decreasingiwaste, accomplishing organizationaligoals, and 

adheringito environmentaliregulations. This studyiaims to look at howigreen 

marketingiand the marketingimix have evolved throughitime. Furthermore, this study 

focusesion consumers purchasing habitsiregarding greeniproducts. The primary goal 

of thisiquestionnaire is to determineithe impact of greenimarketing oniconsumers’ 

awarenessiof the greeniproduct in Yemen. It’s a descriptive-analyticaliapproach to 

achieveithe research objectivesiand the study tool is a questionnaire. The 

questionnaireiis made up of twenty items. Within theiparticipants it is foundithat the 

actualityiof green marketing mixielements was high, with the greeniproduct element 

coming top, followed by green promotion, green pricing, green place, and finally 

greeniproduct. Furthermore, it’s found thaticonsumers’ knowledge ofigreen products 

is quiteistrong and that there is a statisticallyisignificant influence of greenimarketing 

mix elements on environmental consumer awareness, culture, directions, and 

behavior. The study is made iniYemen and this makes theistudy unique. It is offered 

a series ofisuggestions as a highlight of the studyiresults, including the need for 

enterprisesito provide numerousigreen options and satisfyiconsumers in Yemen. 

 
Keywords: Greenimarketing, Greenimarketing Mix, Greenienvironment, 

Consumeribehavior 
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Özet 

Müşterilerin çevre dostu ürünlere ilgisi arttıkça çevre bilinci de artmaktadır. Sonuç 

olarak işletmeler, atıkları azaltarak, organizasyonel hedeflere ulaşarak ve çevresel 

düzenlemelere bağlı kalarak kaynakları tam olarak kullanmak için yeşil pazarlama 

yöntemlerini benimsemiştir. Gerçek başarı, yalnızca toplumun çevre bilincine sahip 

olma ve nihayetinde küresel iklim değişikliğinin yol açtığı endişelere son verecek 

uygun çevre koruma önlemlerine uyma ihtiyacına ilişkin farkındalığı ile ölçülebilir. 

Bu çalışma, yeşil pazarlamanın ve pazarlama karmasının zaman içinde nasıl 

geliştiğini incelemeyi amaçlamaktadır. Ayrıca bu çalışma, tüketicilerin yeşil 

ürünlerle ilgili satın alma alışkanlıklarına odaklanmaktadır. Bu anketin birincil 

amacı, yeşil pazarlamanın Yemen'deki yeşil ürün hakkında tüketici farkındalığı 

üzerindeki etkisini belirlemektir. Araştırmacı, araştırmanın amaçlarına ulaşmak için 

betimsel-analitik bir yaklaşım benimsemiştir ve çalışma aracı bir ankettir. Anket, 

yirmi maddeden oluşmaktadır. Araştırmacı, yeşil pazarlama karması öğelerinin 

gerçekliğinin yüksek olduğunu, yeşil ürün öğesinin en üstte olduğunu, ardından yeşil 

promosyon, yeşil fiyatlandırma, yeşil dağıtım ve son olarak yeşil ürünün geldiğini 

bulmuştur. Ayrıca araştırmacı, yeşil ürünler hakkında tüketici bilgisinin oldukça 

güçlü olduğunu ve yeşil pazarlama karması unsurlarının çevresel tüketici bilinci, 

kültürü, yönleri ve davranışı üzerinde istatistiksel olarak anlamlı bir etkisi olduğunu 

da  bulmuştur.  Bu çalışmanın özgünlüğü araştırmanın Yemen’e yönelik olmasıdır. 

Araştırmacı, şirketlere yeşil ürün fiyatı ve talep büyüklüğü arasındaki ilişkiyi 

incelemelerini ve yeşil ürünler için uygun fiyatlar geliştirmelerini ve ayrıca yeşil 

ürünlerin önemini açıklığa kavuşturmak için programlar, forumlar ve konferanslar 

hazırlamanın önemini önermektedir. 

Anahtar Kelimeler: Yeşil Pazarlama, Yeşil Pazarlama Karması, Yeşil Çevre, 

Tüketici Davranışı 
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CHAPTER 1 

INTRODUCTION 

Consumersiare more aware that their purchasingidecisions have aisubstantial 

environmentaliimpact. Accordingito Philip Kotler (2011), 5% of buyersiprefer to 

purchaseiproducts and servicesifrom businesses that have cleverienvironmental 

names. The technique of exchangingiproducts or services basedion their 

environmentaliadvantages is known as greenimarketing. Some ofithese items or 

services mayibe ecologically friendly or manufacturediand/or packagediresponsibly. 

Greenimarketing is the promotioniof items that are said to beienvironmentally 

friendly. Phosphate-freeiand recyclable are twoiexamples. Someiof the terms 

consumersiassociate with greenimarketing are refillable, Ozone-friendly, and 

ecologicallyifriendly (Mishra & Sharma, 2014). 

Environmentalifactors should beiconsidered in every step ofimarketing, including 

newiproduct creation, communication, andieverything in between. 

Ecological/environmentalimarketing is anotheriterm for greenimarketing. Although 

consumerihabits have gotten the greatestiattention, research in this field hasigrown. 

Non-consumer and post-consumeriactions such as energy-saving, effectiveiwaste 

disposal, andirecycling are commonlyilinked with theseiconsumers. Overall, it is 

acknowledgedithat consumers may have a substantialienvironmental influence. 

Theseibehaviors are seldom cost-effective, needirepeated effort, and canicause 

discomfortito green goods attemptingito accomplish theirijobs (Kotler & Gertner, 

2002). 

Consumers' abilitiesiand resources, which includeithe requisite skills, knowledge, 

and time, have a bigirole in whether or not theyican engage in certain actsisuch as 

ecologicalibehavior. Beliefs andinorms are importantibehavioral determinantsithat 

encompass a wideirange of values andiattitudes, as well as thoseiparticular to green 

consumeribehavior. Studiesihave indicated that the mainihypothesis about these 

aspectsiis significant forihousehold energy usage, conservationibehavior, and the 

adoptioniof greeniproducts (Armstrong & Kotler, 2005). 



2	
	

Despiteiits advantages, greenmarketing has severalidrawbacks that require additional 

researchiand improvement. One of the mostiserious concerns in greenimarketing, 

accordingito experts, is the useiof deceptive promotions andifalse promises by some 

firmsiand organizations toigain consumers' trust. As a result, someiconsumers are 

hesitantito purchase greeniproducts. As a result, the study's purpose isito see how 

greenimarketing mix elements influenceiconsumers' environmental behavioriand 

direction (Hasan & Ali, 2015). 
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CHAPTER 2 

LITERATURE REVIEW  

Green marketing is becoming a popular research topic, and several theories 

concerning green marketing and buyer behavior have been offered. The researcher 

will discuss numerous aspects of green marketing in this section, including the 

evolutioniof greenimarketing and the greenimarketing mixifrom various customer 

perspectives. 

   2.1.   Evaluation of green marketing 

Theiidea of greenimarketing has been around at a minimumistarting around 1970. In 

the lastipart of the 1980s, greenimarketing arose. During the 1990s, advertising 

researchidemonstrated that numerousiconsumers were worried aboutithe climate. 

Manyifirms reacted to thisiworry by changing their specialimissions. There is 

presently aideveloping revenue in greenipromoting and maintainableiimpetuses using 

greeningitechniques andienvironmental namingipractices, particularly iniEurope. 

Characterizingigreen marketing isicertainly not a basiciassignment. A greater part of 

individualsiaccepts that greenidisplaying alludesionly to the advancement or 

publicizingiof items with ecologicaliqualities. Manyiterms that areifrequently 

connectediwith greenimarketing are recyclable, Ozoneifriendly, and harmlessito the 

ecosystem (Peattie, 1999). 

Greenimarketing is most ofteniconnected with the greeningiof the various partsiof 

customaryipromotion. This largelyiincludes the creation of "green" itemsiavailable to 

beipurchased by greeniconsumers who areikeen on reusing theiloss from their 

utilization. Research inigreen purchaser conductiproposes that concerningithe natural 

correspondenceiprocedures to arrive aticonsumers, they shoulditarget defeating 

mentalihindrances that keepithe planned consumersifrom the genuineiacquisition of 

greeniitems. It is suggested thatigreen advertising correspondencesiought to be based 

on and redoneito the various necessitiesiof the consumer's change oficonduct ( Kotler 

& Gertner, 2002). 

Accordingito Peattie (1999), collaborationipropensities all the moreiintimately with 

consumersipractices and stayiuncertain about theirieffect on the acquisition ofihigh-
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inclusionigreen items. Whether or notiindividuals can participateiin explicit activities 

likeigreen conductirelies significantlyiupon their abilities andiassets. Among these 

squares, measure theinecessary abilities andiinformation time accessibleistatus cash, 

andiproficiency. Qualities, convictions, and itandards are key attitudinalielements 

that incorporateimore broad qualitiesiand perspectivesiclose to those particular to 

specificigreen consumeripractices. 

A keyihypothesis connecting theseivariables has been used iniinvestigations and is 

seen asicritical for family energyiutilization protection conductiand green itemiuse. 

Nonetheless, greenimarketing has progressedithrough a variety ofiperiods. According 

to Peter Kangis (1992), thereiare three stages toithe developmentiof greenimarketing: 

The firstistage was dubbed " Ecological" greeniadvertising, and at thisitime, all 

marketingiactivities were focused on assistinginatural difficulties andiproviding 

answers to environmentaliproblems. The next level was "Environmental" green 

showcasing, with the focusishifting to cleaniinnovation, which includedidetailed 

preparationiof innovativeinew things that addressipollution and waste concerns. 

Greeniadvertising that was "Sustainable" was theithird level. In the late 1990s and 

early 2000s, it became a force to beireckoned with. 

   2.2.    Green marketing mix 

Traditionalimarketing is used to createia green marketingimix. It usually hasifour P's 

in it. On the other hand, each icompany adapts its preferredimarketingimix. As a 

result, the greenimarketing mix is notirestricted to only fouriingredients, but may 

also includeiadditional successfulivariables. Bradley (2007), has introduced the 

notioniof a greenimarketing mix. He initiallyipresented this notion inithe late 1980s, 

but heihas changed it regularlyisince then. Accordingito the author'siknowledge, few 

studiesihave been undertaken on howiorganizations gather their marketingimix. 

Bradleyihas establishedihimself as a key figure inithis field. However, because 

Bradley'sistudy is limited and is noticonsidered a high-qualityiacademic publication, 

moreiresearch into theigreen marketingimix is required. Accordingito the authors, 

manyiacademics feel that a thoroughiexamination of theigreen marketingimix is 

necessary. Theiestablishment of a strongimarketing mix isiseen as a significant 

problemifor every business, and it isialways important to aicompany's future growth. 



5	
	

As a result of theseifacts, this is an essentialitopic to research andiinvestigate 

(Polonsky, 2001). 

Severaliviewpoints on how to integrateigreen marketingihave been identified by 

other greenimarketing mixispecialists. Prakash (2002), discussesihow the product 

and price areigreened, and shows how someiresearchers only address someitopics 

and focusion other elements of theiriresearch. This is thoughtito be one of the most 

likelyistudies on the gap theory's existence. There isn't a singleiresearcher who has 

figurediout how to bring theigreen marketing mixitogether. Researchersiprovide an 

abstractito what other researchersihave mentionediwhile examiningidifferent areas. 

Anotherireason for the theoreticaligap is that expertsialways do and propose the 

greeningiof the marketingimix since consultantsido not publish theiriwork as 

academicistudies (Prakash, 2002). Greeniproduct marketers, likeitraditional 

marketers, musticontend with the followingifour marketingimodes: 

1. Product: 

Greeniproduct characteristics may be dividediinto two groups. To beginiwith, the 

socialiand environmentaliconsequences of product and serviceiexperiences are 

obvious. Severaliorganizations employ the conceptiof the "five Rs" in their plans to 

make iafe post-use recyclingiof items easier. Repair, reconditioning, reuse, recycling, 

andire-manufacture are some of theseioptions. The second set oficharacteristics is 

concernediwith productidevelopment and the traits of airesponsible business. (Tiwari 

& Jaya, 2004). 

Accordingito Mahmoud (2017), the product is at theiheart of the greenimarketing 

mix, and greeniproducts encompassiall aspects ofithe product, including the 

materialsiutilized, the productioniprocess, the productipackaging, and so now. A 

greeniproduct is an ecologicallyisustainable product that promotes theiprotection of 

the naturaliecosystem whileireducing negative environmentaliconsequences. 

Eco-friendlyiitems have grown inipopularity in Yemen as greeniconsciousness has 

grown, and Yemenisihave worked to eliminateisingle-use plasticimaterials. Bamboo, 

glass, andisteel have all beeniemployed as sustainableimaterials. To reduce 
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environmentalistrain, several beverageibusinesses and restaurantsihave begun to 

employibagasse boxes instead ofidisposable and plasticiitems. 

 
2. Price: 

In theigreen marketingimix, price is a criticalicomponent. Greeniitems are generally 

moreiexpensive than traditionaliproducts. The phrase "premiumipricing" in the green 

contextirefers to the extraicost that buyersiare ready toipay for ecologicallyifriendly 

items. The greenimarketing strategy's pricingistrategy is a blend ofibrevity and 

sensitivity. The most importantifactor influencing a consumer'sidecision to purchase 

a greeniproduct is theiprice (Fan & Zhang, 2011). 

Iniindustrialized nations, particularlyiin Europe, where three-quarters oficonsumers 

claimito be able to spend moreifor ecologically friendlyiitems, the desire toipay more 

forigreen products is increasing. Consumersibear the environmentalicost associated 

with lessidamaging items. Greenigoods at a fair and competitiveiprice, so that 

existingigreen criteria may be met andienterprises can adopt moreiefficient 

productionitechniques (Tiwari & Jaya, 2004). 

3. Promotion: 

Accordingito Mahmoud (2017), statedithat by deliveringiadvertising, marketing 

materials, salesipromotions, directimarketing, on-site promotions, films, and other 

promotionalitactics, green promotion, which is a marketingiconcept does not harm 

the materialisticiconsumer interests. Greenipromotion is an effectiveipromotion 

approachithat piques consumers' attention while alsoisatisfying them. The major goal 

of greeniadvertising is to influenceiconsumers purchasingibehavior by raising 

awarenessiof the product'sienvironmental benefitsiand encouragingithem to utilize it. 

Greeniitem advertisersiutilize different advancementidevices to sharpenitheir likely 

customersion the advantagesiof their items. Dealsiadvancements, directipromoting, 

advertising, and publicizingiare a portion of theimethod for passingion to the 

consumerithe center messageiof greenness. The pointiof such missionsiought to be to 

convinceipurchasers to alter theiriimpression of greeniproducts. An essentialiissue in 

such aimanner is the utilization ofirelated terms that might be befuddling to shoppers. 
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Organizationsimeaning to make their itemsiengaging ought to fosterimethodologies 

that williassist expected consumersiwith appreciating the terms (Nandini , 2016). 

4. Place: 

A product'silocation determines whetherior not it isiavailable for purchase. The term 

"green place" refersito the process of managingilogistics to decreaseitransportation 

emissionsiand hence lower one's carbonifootprint. Furthermore, the greeniplace is an 

essentialipart of the greenimarketing mixisince it focuses onigiving consumers 

greeneriaccess to their productsialong the distributioniprocess. Thoseiparticipating in 

the distributionichain, including those who shipiproducts from theimanufacturer to 

the market, as well as those whoidistribute andiconvey productsifrom stores to 

customers (Fan & Zeng, 2011).  

Environmentalifactors influence the fueliutilized and materialsigenerated for 

transportationibecause of the massiveienvironmental implicationsiof manufactured 

products. Carbonitaxes will have a significantiimpact on how profits areidistributed. 

It will striveito help firms replaceiproduction and distributioninetworks. (Nandini , 

2016). 

    2.3.    Green marketing concept 

Greenimarketing means making, advancing, decidingicosts, and circulatingigoods 

that makeinegligible or no damage to the regularibiological system. Procedures 

incorporateichanging the creationiinteraction, itemialteration, or developing 

advancementistrategies. The beginning of theiidea traces back to the 1970s with the 

developmentiof greenimarketing, whichizeroed in on industrialifacilities that 

seriouslyiaffected the climate. It wasiadditionally during thisitime thatiexpanding 

accentuationiwas put on corporateisocial obligation (CSR). Theiperiod starting in the 

mid-1990s wasidescribed by the risingimindfulness andiinterest in eco-

accommodatingiitems, prompting the developmentiof the ideas of theigreen buyer. 

From that pointiforward, greenimarketing has drawn the consideration of researchers, 

earthyipeople, firms, and the generalipopulation (Zaharia & Zaharia, 2015). 

As of now, greenimarketing keeps on gettingiexpanding consideration asicompanies 

plan to improveitheir endurance, the elements that haveiprompted this example to 
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incorporateithe developing numberiof eco-touchy buyers, risingigovernment 

pressures, andiexpanding hippie crusadesitoward a greenieconomy (McClendon, 

2010). In any case, theireception of greenimethods by firmsistays low as they battle 

to offsetiecological necessities with theirimonetaryiobligation.  McClendon (2010), 

conducted a studyiassociated with greenimarketing, they found thatienterprises that 

fuseigreen methodsiof reasoning enjoy aifew serious upperihands over their non-

greenicounterparts. Investigatorsibunch these advantagesiinto five classifications: 

opportunitiesior competitive advantage, corporateisocial responsibilities, those 

connectediwith governmentipressures, cost/benefit issues, and thoseirelated to 

competitiveipressure. 

    2.4.    Green marketing importance 

Greenimarketing is viewed as a criticalientry point for consumer andienvironmental 

protectioniin the communitiesiwhere consumers reside. The significanceiof green 

marketingimay be divided into twoicategories: the first is relatedito the institution's 

reputationiand abilities, and the second isiassociated with what greenimarketing 

achieves, which is associatediwith human and environmentaliprotection. One of the 

mostiessential aspects ofigreen marketing isimeeting consumeriwants and providing 

alternativesithat do not damageior hurt the environmentidue to a lack ofiresources, 

which isibased on the economicidefinition. A studyiof how humansiuse their limited 

resourcesito meet their seeminglyiendless desires (McTaggart, Findlay, & 

Parkin,1992). As a result, solutionsiwith limited resourcesimust be found toimeet 

these infiniteidemands for each sectoriand individual while beingicompatible with 

businessiaims. 

Firmsiare currently concentratingion product developmentiand strategies toilink it 

withisustainability. The methodsifor manufacturing, distribution, usage, and 

recyclingimust have a minimalidetrimental impact on theienvironment. It's crucial to 

lookiat the resourcesiutilized in each step, as well as what resourcesiare necessary 

throughoutithe productilife cycle and whetherithe methods employed areiethical 

(Ottman, 2011). Firms inisociety have increasingiresponsibilities, and as a result, 

theiriactive role is growing moreisignificant. Firms must believeithat their policies 

andiactivities are ethicallyicommitted to having a beneficialiimpact on the 
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environment (Azzone, Giovanni, & Manzini,1994). As a result, companies that 

employigreen marketing techniquesihave a competitiveiedge over companiesithat do 

not engage iniresponsible activities. This presentitrend is increasing to betterimeet 

the demands oficonsumers (Polonsky,2001). 

Onithe other hand, increased pollutioniand the detrimental effectsiof globaliwarming, 

areiexamples ofihuman damage that devastate the ecosystem. As a result, we can see 

how social responsibility has grown in importance in today's society. As a result, 

marketers must not only undertake operations that are more interesting to them, but 

customers must also do so and modify their behavior patterns. This notion uncovers 

the consumer’s thoughts and how to cope with environmental challenges, allowing it 

to become a "primary core value" rather than something that is too obvious and has 

an impact on consumption and marketing decisions. Other advantages of being green 

include technological advancements that favor recycled materials and the utilization 

of novel products. The widespread usage of technology has shaken our everyday 

lives, and this issue is constantly blending technology and nature. As a result, itiis 

critical to creating productsiand services thaticause little harm to our ecosystem and 

climate (Winner,1986). 

Initerms of formulationistrategy, planning, reengineeringiin manufacturing, and 

dealing withicustomers, a greenimarketing approach in the productisector encourages 

environmentalisensitivity iniall aspects of the firm activity. Thus, to remain 

competitive in the challengeiframework proposed by environmentaliprotection 

experts, businesses mustifind solutions throughimarketing strategies, product and 

service redesign, consumer treatment, and other means. In this regard, businesses 

may invest in newitechnologies toideal with waste, sewageiwaters, and airipollution. 

Itiis possibleito measure items to ensure that they are ecologically safe. In this 

regard, concerned businesses must be informed of what happens to their products 

during and after this period. Firms can assess the harm by experimenting with 

reevaluation and rethinking productilife cycleitechniques. Revaluationiof the life 

cycleifocuses on environmentalifactors in product development and design, such as 

energy, inputs, and outputs in manufacturing, consuming, and disposing of goods. It 

isifeasible to manage the life cycle of a product in an environmentallyiacceptable 

manner using ecologically efficient technologies. Environmentaliadequacy refersito 
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usingior consuminginatural resourcesiin a way that allows nature to regenerate itself. 

Theiproduct lifeicycle is explainediin Table 1. 

Table 1: Theiproduct Lifeicycle 

Stage-I Developmentistage: Traditionallyicharacterized as theiacquisition of 

rawimaterials, parts, andisubassemblies. the alternativeiapproach 

advocatedihere encourages manufacturersito check theienvironmental 

programsiof suppliers toirequire minimal packagingiof inputs and to 

considerisources of materialsithat could beieasily replenishediare 

recycled. 

Stage-II Productionistage: Companies in the manufacturing industry are 

encouragedito decreaseiemissions, toxicity, andiwaste, as well as 

preserveiwater andienergy. They're also encouraged to look for and 

discover new applications for waste products, as well as adjust the 

production process to reduce waste and energy consumption or try to 

locate alternate energy sources. 

Stage-III Consumption stage: Packaging reduction, energy-saving, and waste 

reduction fromiproduct maintenanceiand servicing are allistrongly 

recommended. 

Stage-IV Theifinal stageiof a productiis its disposal: In addition toithe notion 

of waste reduction, greenimarketing introducesithe concepts ofireuse 

and recycling. 

 

Table 1: The Product Life Cycle (Saaksvuori & Immonen, 2008). 

As a result, green marketing has a significant difficulty in meeting customers' infinite 

wants within the constraints of limitediresources byiincorporating current 

managementistrategies suchias TQM, 6-Sigma, and thei4Rs (Reduce, Reuse, 

Recycle, andiRecovery) into manufacturing processes. At the moment, the primary 

concern isithe complete productifor marketingiand production activities, which 

includes pollutioniand waste. 
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    2.5.    Greeniconsumer purchasingimodel 

Theigreen customer-buyingimodel sums upithe buying cycle ofigreen buyer 

innovationiitems. Theimodel comprisesifiveicomponents: generaligreen values and 

knowledge, greenicriteria for purchase, barriers andifacilitators, Product purchase, 

and feedback (Young, Hwang, McDonald, & Oates, 2010). 

 

Figure 1: Greeniconsumer Purchasingimodel:(Young, Hwang, McDonald & Oates, 2010). 

1. Generaligreen values andiknowledge: Whenithe buyer chooses toiexplore 

theiitem, essential andioptional green measuresiare shaped fromiexploration to 

theimorals of an itemior maker. Thisiincludes conversing withia family, or 

companionsior looking foriother data. No matter what theicustomers esteem 

theimost widelyirecognized basis for theishoppers is the naturaliexecution of 

theiitem. 

2. Green criteria for purchase: During the buy, various boundaries and 

facilitators influence interaction purchasers. Assuming thatione boundary is 

tooisolid this might influenceithe purchaser's greenirules. 

3. Barriers and facilitators: green marksion theiitems, accessibility, and 

assumingitheicustomerifeelsia feelingiof responsibility. Theireferenced 
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obstructions couldibe the absenceiof time costiof the item andithe absenceiof 

data. 

4. Product purchase & feedback: The buy insight and information acquired 

from each buying cycle are criticism of the buyer's qualities and information, 

which affects the purchaser's next buy (Young et. al, 2010). 

 

Correlation of green versus non-green buy process: There exist a few distinctions and 

similitudes when contrasting the two kinds of procurement processes. A few 

distinctions exist concerning theineed acknowledgmentistage; it is accepted that a 

neediacknowledgment of some sort is fundamental for aiwide range ofiessential buy 

processes. Fromithe beginning, getting or having the right information/dataiis 

influencingithe first stagesiin quite aiwhile.  

Thereiexist variousiobstructions andifacilitators in theibuy interaction when 

contrastingithem and one another, influencing the buy choice, like monetary 

elements. It is likewise a fact that individualsiare getting criticismifrom others like 

lovediones when settlingion theiribuy decisionsiin the two cycles. The lastistage 

criticism/post-buyiconduct is significantifor future buysiin both buy processes and 

affects future buys and other possible purchasers. In the two cycles. The choice relies 

uponithe singular shopper as interiorifactors like qualities. 

    2.6.   Consumer behavior 

In modern marketing, the consumer is the cornerstone. Organizational success is 

determined by how well consumers' wants and desires are met. It is well known that 

the one thing that all humans have in common is that they are all consumers, 

regardless of theiripositions, cultures, educationalilevels, or purchasing abilities. 

Theyiall utilizeifood, clothing, communicationiequipment, andiother essential and 

complementaryirequirements regularly. 

Mostibusinesses attempt to research customer behavior, starting with their 

motivations and demands, and then analyzing their actions by understanding the 

influencing elements and requirements. Consumer behavior research has become one 

of the most essential elements relied on product marketing authorities, and effective 
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marketing programs creators attempt to contact consumers and meet their needs. 

Marketers have concluded that theiriactivity begins and finishes with theiconsumer. 

    2.7.    Consumeribehavioriconcept 

People engage in environmental behavior, according to Hallin, McCarty and Shrum 

(2001), as a consequence ofitheir desire toisolve environmentaliproblems, become a 

roleimodels, and believeithat theyican assist protect theienvironment. Nonetheless, 

consumer indications of a better situation on environmental concerns may not 

necessitate actual purchases or environmentally beneficialibehavior (Laroche et al., 

2002). The majority of customers doinot buy things just for environmental reasons, 

and they doinot examine otheriproduct qualities to get aibetter deal (Yam Tang & 

Chan, 1998). 

According toiliterature analysis, product attributes and green purchasing behavior 

have received minimal attention. Product features are important in product creation 

because they influence product consumption possibilities and assist marketing 

authorities in meeting customers' demands, desires, and aspirations. for example, 

Roozeniand Pelsmacker (1998)investigated theirelative value of several green 

product qualities to customers. Their research focuses on how consumers identify 

green products. While some authors focus on green characteristics, they overlook 

other product attributes that may influence a consumer's buying choice.  According 

toiWessells et al. (1999), statedithat environmentalielements of products areimore 

difficultifor consumers to assess than other qualities of items thatimay be 

immediately alerted. According to a report issued by the Massachusetts Department 

of Environmental Protection in 2002, one of the barriers to green product acquisition 

is the difficulty of identifying green items. One way to address this issue is to use 

eco-labeling (or green labeling) initiatives to offer customers information whileialso 

addressingienvironmentaliconcerns. An environmental sign is an optionaliassertion 

thatia productihas fewer negative impacts on the environment as a result of its use or 

consumption. In light of the preceding facts, consumer behavior may be defined as a 

collection of beliefs and preferences that morphed into real demand for a certain 

commodity or service. Various elements, such as economic, social, psychological, 

and environmental factors, influence this behavior. 
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    2.8.    Greeniconsumericoncept 

The term "greeniconsumer" refers to customers who are concerned about the 

environment when making purchases. Furthermore, it highlights actions associated 

with the market and consumer habits, as well as their impact on the natural 

environment. However, these fears are not limited to products; they may also affect 

how green customers travel, work, or vacation. In general, any customer who 

exhibits environmentally beneficial behavior is referred to as a "green consumer." 

Stern defines behavior as "any action that affects the quantity of energy or natural 

resources available, as well as the structureiand dynamicsiof aniecosystem or 

environmentispace." Consumer greenibehavior may be split intoitwo groups. The 

first group includes truncationibehaviors, which are associated with minimizing 

energy resource usage. Green buying behavior is the second category, which includes 

purchase decisions and actions. Truncationibehaviors suchias minimizing the usage 

ofispecial automobiles, lowering theitemperature of heating equipment, or lowering 

wateriand power use alwaysiresult in the expenditure of greater funds. It is also 

necessary to adjust personal behaviors on a regular basis. Nonetheless, the majority 

of green purchasing behaviors in the near term are accompanied by increased 

expenditures. Purchases of green items, new equipment for separate residences, CFL 

automobiles, or environmentally friendly and energy-efficient autos are all examples 

of green behavior purchases. Iniorder to effectively sell greeniproducts, it is vital to 

discover several available sectors for customers in the green market. To separate 

distinct characteristics of customers, researchers employed geographical, 

demographical, psychological, and behavioral data and they categorizes green 

customers into five groups depending on their environmental activity (Shabani et al., 

2013). 

As a result, a green consumer is someone who, while making a purchasing decision, 

considers the environment and looks for things that are environmentally friendly. He 

also has a good understanding of how to choose those things. Furthermore, a 

consumer's orientation may be green, but he lacks the ability to pick greener items, or 

heimay have a greeniorientation, butihis cultureiand educationidegree prevent him 

from distinguishing betweenigreen and traditionaliproducts. Furthermore, the 
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researcher believe that green consumers have good attitudes about green products, 

but that their comparatively high pricing may be a barrier to purchase. 

    2.9.    Factors effect in green marketing mix 

Green marketing process consists of external and internal Ps. After integrating 

external and internal Ps, green success will automatically come through four Ss. Here 

external 7 Ps consists of Paying customers, Providers, Politicians, Pressure groups, 

Problems, Prediction and Partners; internal 7Ps contains of Products, Promotion, 

Price, Place, Providing information, Processes and Policies. After integrating 

external and internal 7Ps, we can find out the green successes through seven Ps such 

as Satisfaction of stakeholder needs, Safety of products and processes, Social 

acceptability –of the company and Sustainability of its activities. 

 

 

Figure 2: The Green Marketing Process Source: (Peattie, 1992) 
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    2.10.    Implications of practicing green marketing mix 

Firms that brag by the new products, services and procedures that highlight on their 

interest in environmental and social benefits achieve some positive advantages. 

Kumar and Bhimasingu, (2015) described the advantages achieved by green 

marketing as follow: 

1. Easy to reach new markets: Consumer who may not interest previously 

with your products may present good interest when they see your sustainable 

or recycling products. 

2. Become moneymaking: Due to your ability to reach into new markets, it is 

probable to see increase in your selling where smart consumers may 

exchange their traditional brand to one who boasting more environmental 

consciousness. 

3. You can overcome your competitors: If you want to stand between seas of 

competitors, you are not anymore only marketing the price of your product. 

Instead, you can only focus on its environmental and social advantages. 

4. It is easy to save money (at the end): Matter may require more investment 

to obtain friendly environment industrialization operations or change your 

marketing modes but on the long-term, it is easy to save money by your 

friendly environment practices. For instance, money may require you to 

install solar panels at the beginning but decreasing energy consumption will 

provide high amounts of money in future. 

5.  Raise awareness around significant issues: Coca-Cola Company focused 

at more of its marketing on lack of drinking water in underdeveloped 

countries. This led to establish partnerships between Coca-Cola and other 

authorities on an attempt to provide clean drinking waters for those 

communities. 

6. Encourage each of environmental and corporate social responsibility: 

Social responsibility says that we have to behave in a way that benefit the 

society at all. Green marketing can encourage individuals inside and outside 

your organization to think more in its effect. 

7. Gain goodwill in public eye: you do not have to decrease the importance of 

your green marketing initiative when the matter associates with public. Many 
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people became more focus on purchasing interest in environment. In addition, 

it is possible to establish the loyalty of brand. 

 

The literature refers environmental development will provide many benefits for 

business such as increasing sales, develop customers opinions, being close from 

customers, increase competitive capability and develop business image (Keleş 2007). 

In addition, firms prefer green marketing for many reasons such as evaluate green 

marketing as an opportunity supported by the government, obeying sanctions, 

increase competiveness capability, decrease wastes and costs through reusing. 

Moreover, according to study conducted by Mathur and Mathur (2000) on 73 

companies, investors agree green marketing activities as advance condition. As well 

as, in terms of companies that have better financial situation, green marketing create 

positive perspective and make investors feel better at this condition 

    2.11.    Consumeribehavior decisionimaking 

Theidecision-making processiis a selection ofian optional baseifor hand problems.  

Apart from making smart judgments, there are positive and bad outcomes for such an 

option. People frequently contrast the advantages and disadvantages of various 

options with their alternatives (Business Dictionary, 2017). There must be a hand 

difficulty in the decision-making process, and it must be addressed or overcome. As 

a result, while making a purchase decision, people pretend to be well-informed about 

their options. The behavioraliinfluence and theiexperimental perspectiveiare the two 

sorts ofidecisions. Individual instinct drives behavioral influence decisions, which 

may be made with or without advertising and selling efforts. From an experimental 

standpoint, all decisions must be made in such a way that customers may 

successfully participate (Solomon, 2010). When buying, the customer always walks 

inside the store or compares two stores before making a purchase since comparing 

items takes time (Mokhlis, 2009). 
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  2.12.    Consumer responsiveness and eco--labelling 

Eco-labelling encroaches on the buying examples of green items. An eco-name 

perceives the total ecological inclination of an item or administration inside an item 

arrangement concerning its life cycle. Associations could utilize Eco-names as 

evidence to represent to their purchasers that they have involved ecologically 

significant creation just as conveyance techniques. Eco-naming is upheld by "point 

of view measures just as normalization of standards" for eco-accommodating items, 

consequently separating the item from others to guarantee shoppers of its principles 

(Rust and Oliver 1994). The makers of eco-naming plans are probably going to be 

authorized through free outsiders state or private office who assess whether or not the 

makers are consenting to the naming guidelines. Rust and Oliver (1994), express that 

there are north of 30 eco-marking strategies right now and Germany was the primary 

country to present an eco-naming plan called Blue Anger and revealed that 

purchasers need trust when eco-marks are concerned. As well, recommend that the 

explanation for this shopper doubt is not perceived to its maximum capacity. The 

discernment that is perceived recommends that eco-marks draw in buyers by 

clarifying the item's natural effect. As a result, Eco-naming may be a significant 

variable in persuading customers to purchase green items. Eco-marking can impact 

purchasers to address an exceptional cost by showing extra advantages of the items 

like quality, naturally protected, non-risky, more productive, etc. 

    2.13.   Green branding 

Greenipositioning, which may beicharacterized as functionalior emotional, isione of 

theimost importantiaspects of greenibrandingiinitiatives. Emotionalicomponents of 

brandingiand productigreen positioningiare seen ai moreisignificant thanifunctional 

partsiof brandingiand productigreenipositioning (Meffert & Kirchgeorg, 

1993).Accordingito Sarkar (2012), Wheniit comes to business strategy, green 

positioning may be based on a variety of emotionalibrand advantages, such as 

selflessnessilinked with theisense of well-being, benefitsisuch as auto-expressionithat 

come with employingisocially recognized greenibrands, andinature-relatedibenefits 

(Sarkar, 2012, p. 47). Greenipositioning hasia beneficial impact onibrand attitudes, 

implying thatigreen productipurchases are the consequence of good branding 

communicationiwith theimarket. 
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Brands can affect shopper conductitowards naturaliitem utilization. Oneiof the 

significantielements foria firmito acquire theiupper handiin its commercialicenter is 

bundlingiof shopperiitems. Aicalm interestiin bundlingican promptispeeding up 

brandideals inicontrast withipublicizing andiadvancement ofiitems. For instance, 

Dell utilizes green marking of their eco-accommodating items utilizing "Practice 

environmental safety with Dell" as their marking technique. They likewise use 

bundling that is eco-accommodating. Aside from this, Dell centers on effective and 

green advancements. Theniagain, certainiorganizations utilizeigreen advertising as 

theiriapparatus forinotoriety, which incites an absenceiof confidence inishoppers as 

farias greenidrives. This raises questionsiin buyers aboutithe validity ofifirms' green 

exercises (Raska & Shaw, 2012). 

    2.14.    Similaristudies 

Leire and Thidell, (2005), providedia studyiabout green buys andigreen advertising 

In Malaysian examination including 526 respondents, pointed out that customers 

have an uplifting perspective and response to green buys and green advertising 

because of their familiarity with eco-marks. As indicated by, the portion of the 

overall industry of an organization that utilizes natural assembling techniques and 

maintainable showcasing methodologies can be improved by advancing their eco-

accommodating exercises utilizing eco-names. In actuality, distinguished that 

shoppers' green buys are not driven by their eco-mark mindfulness. They utilized a 

system created by the US-EPA to gauge the adequacy of eco-naming. Thus, it was 

observed that customers recognize eco-names yet they do not really purchase those 

items or that they do not follow the data they determine in the overview. 

Kinner and Taylor, (1973) explored greenibrand issuesiutilizing quantitative 

investigationiwith 500irespondents. Theiridiscoveries showedithat purchasers' 

biological worries affected their impression of the brand. On the use of the trial plan 

technique, they found a constructive outcome on the brand because of shoppers' view 

of green brand situating. Comparative exploration was completediin different 

countriesiand itiwas observed thatibuyers haveia negativeiview ofieco-

accommodatingiitems. Theyiaccept thereiis a stamped compromise between 

utilitarian brandiexecution andinatural impacts. Itiwas additionally observed that 
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passionate brandibenefits goiabout asian indispensable empoweringifactor forigreen 

buysiby affectingibuyer conduct.  

Awaniand Raza (2010), providedia studyiabout roleiof greenimarketing in 

developmenticonsumer behavioritowards greenienergy. Theistudy aimedito identify 

theimore greenimarketing strategiesieffect inidevelopment consumeribehavior 

towardsithe useiof greenienergy. Iniorder toiachieve the studyigoals, theidescriptive 

andianalytical curriculum isiused and the itudy tooliwas a questionnaireiapplied on a 

sampleiof peopleiamounted 400 personsiin a trainistation iniSweden. 

According to the findings, consumer utilization of green energy is minimal. Itiis 

clarifiedithat only (27%) ofirespondents use greenienergy. Iniaddition, it isiillustrated 

thatigreen marketingihas a significantirole in developingiconsumer behavioritowards 

greenienergy. Theiresearchers recommendediby the necessity ofiformulate marketing 

strategiesidepend on greenimarketing and itsielements iniconsumer awarenessito the 

greenienergy andiimportance ofiits use andimotivation towardsiit. 

Cherian & Jacob (2012) stated that consumers' attitudes toward environmental issues 

have shifted as a result of increased awareness. They underlined that consumer 

behavior is shifting toward a green lifestyle. People are actively attempting to lessen 

their environmental effects. However, there is a little shift that has been recognized 

by businesses and organizations whoiare attemptingito get a competitiveiedge by 

utilizing theigreen marketing sector. The study presented the notion of green 

marketing from many perspectives, with different customers associating different 

attributes with green marketing. A framework is supplied, and data is examined 

using it. The goal of the study was to determine the link between several aspects of 

customers' attitudes toward green marketing. The study used analytical 

methodologies to examine aisample of customers anditheir use of environmentally 

friendlyiproducts in severaliSoutheast Asian enterprises. Theiresearch came up with 

a few recommendations, including raising consumer knowledge of different 

environmental issues and reducing these issues by purchasing environmentally 

friendly foods and leading a green lifestyle 
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CHAPTER 3 

RESEARCH METHODOLOGY 

 

Inithis chapter, the researcher willianalyze theiresearch methodologyiof the 

studyiand theimost importantiprocedures thatihave been implementedito performithe 

study. The researcheriwill addressiand explainieach prefecture thatiisiimplemented 

separately. 

    3.1. ResearchiImportance 

The study has theoreticaliand practical importanceias follow: 

1) Theoreticaliimportance: The theoreticaliimportanceiof theistudy can 

summarizedias follow: 

 

• Theistudy is importantias it associates with greenimarketing and consumer 

awarenessiand directions towardsigreen products especiallyithat they are 

optimaliway to preserveihuman healthiand environmentiwhere he lives.  

• Theiimportance of ouristudy lies as it helps initreating many challengesiface 

Yemeniicommunity where suitableidirection towardsienvironment and green 

productsipreserve environmentibecame an importantiissue.  

• Adoptigreen marketingiand depend onifriendly environmentiproducts 

increaseicustomer trust byicompanies and organizations. Thus, studyigreen 

marketingiand marketing mixielement are importantiissues.  

• Theistudy isiconsidered the firstiattempts on localilevel thatiassociate 

betweenigreen marketing elementsiand consumer behavioriin green products. 

• Resultsiof current studyiprovide advantage forisome researchers and 

interestediin the field ofimanagement andimarketing. 
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2) PracticaliImportance 

• To buyers, this study will build attention to the advantages that might be 

gotten from green marketing and the standards of maintainable monetary 

practices. 

• To advertising specialists, this study will give advertisers devices for 

assessing the accomplishment of green promoting. Just as strategies for 

deciding purchasers' ecological mentalities, aims, and practices. 

• To business and government pioneers, the discoveries of the review will 

allow to organizations just as open arrangement producers a reasonable 

comprehension of buyer inclinations of different green promoting 

approaches. 

• This study is significant in deciding the significant variables that would affect 

respondents who are partaking or not taking an interest in ecological related 

exercises (as if saving water, saving nature, including in reusing, establishing 

trees and giving ecological related instruction). Their exercises and 

association in ecological insurance works may significantly affect 

administrative green strategies. 

• This study is critical to get a handle on their green conduct and make them 

the representative in empowering others (overall population) towards green 

utilization. 

    3.2.  Problem of Study 

Mid-twenty-firsticentury, the social andinatural results of theiunquestioning quest for 

financialidevelopment have becomeiprogressively clear. Expandingilevels of nursery 

gassesiin the climate, an opening inithe ozone layer, inescapableiobliteration of the 

rainforests, and a developingirundown of jeopardizedispecies and environments are 

onlyia couple of the pointersithat everything isn't well. Foripromotion, the test is 

two-crease. For theitime being, natural and social issuesibecame fundamental outer 

impactsion partnershipsiand subsequently theibusiness sectors amongithose they 

workiwith. Organizations areiresponding to changing consumers' needs, new 

guidelines, andianother social soul, which reflectsiexpanding worry aboutithe socio-

naturalieffects ofibusiness (Mullekyal & Akhil, 2016). 
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Mosticurrent company platformsibelieve greenimarketing to be a need since it 

representsithe ideal path towarditackling rising environmentaliconcerns and 

appropriateiways for preserving a pollution-freeienvironment. In addition, rising 

effortsion environmental impactsihave resulted in a rise in theidimensions and 

activitiesiof their repercussions. Significantiissues arose in theiphilosophical 

orientationiof marketingitheory, and the phrase "green marketing" wasicoined 

(Banyte et al., 2010). 

Eco-friendly, safe, andiclean things thatido not pollute the environmentiare becoming 

increasinglyipopular amongicustomers. Greenimarketing has an impact on two 

fronts, according toiYazdanifard and Mercy (2011), consumerisatisfaction and 

environmentaliconservation. The importance of the study lies as it helps in treating 

many challenges facing the Yemeni community where suitable direction towards the 

environment and green products preserve the environment became an important 

issue. As a consequence, the researchiproblem is simplified to a singleimain 

question: What impactidoes green marketing haveion consumer attitudesiregarding 

greeniproducts? 

       3.3. Aim of the Study  

• Toidiscover the consciousnessiof shoppers in regards toigreen items. 

• Toiinvestigate the conduct and demeanoriof buyers towards greeniitems. 

• Toiconcentrate on the significanceiof green marketing in theiadvancement of 

futureibrands. 

• Toievaluate assumingiconsumers' support of ecologicaliworries, familiarity 

with eco-accommodatingiitems, and informationion natural issues influence 

theiripurchasing of eco-accommodatingiitems. 

• Toidistinguish assuming thatishoppers will payisomething else for eco-

accommodatingiitems. 
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   3.4. Research Hypotheses 

This study includes foure hypotheses as follow:  

First hypothesis: There is statistical difference at (α ≤ 0.05) for marketing mix 

elements on consumer awareness in green products. 

Second hypothesis: There is statistical difference at (α ≤ 0.05 ) for marketing mix 

elements on consumer environmental behavior. 

     3.5. Research Methodology 

In this study the descriptive analytical curriculum where the descriptive analytical 

curriculum is defined as analytical method to the phenomenon in an organized way 

to reach into solution to the problem by describing the study phenomenon. The 

phenomenon of the study is the effect of green marketing on behavior of consumer 

towards the green product: a case study the academics and students in University of 

SANA’A and analyze the study results and the relationship between its components 

and operations included. The descriptive curriculum has not stopped in data 

collection to describe the phenomenon but it exceeds to include the clarification of 

the relationship and the reason behind specific behavior. 

     3.6. Data Collection Instruments 

Theiquantitative method is used in thisistudy since it is the mosticommon approach 

to this sort ofiresearch. The researchiis based on a primary data analysis in which the 

questionnaireidistributed to Universityiof Sana'a academicsiand students 

byicollecting the dataifrom the study sampleiby using questionnaireiof  20 items.  

The questionnaire is formed by 2 parts. In first part, questions from 1 to 12 are cited 

from Laddha, D. S., & Malviya, P. M. (2015). The topic is related with Green 

Marketing and its impact on consumer buying behavior (NBR E-JOURNAL, 1(1), 1–

7). And in the second part the questions from 13 to 20 are cited from Bukhari , S. S. 

(2011). The topic is related with Green Marketing and its impact on consumer 

behavior (European Journal of Business and Management, 3, No.4, 375–383).  
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The gathered data will be evaluated, and theifindings will be acquirediusing the 

StatisticaliPackage for the SocialiSciences (SPSS 22.0). Furthermore, the 

theoreticalipart of the researchiis basedion green marketingijournal, articles, theses, 

universityipublications, and books, which are named as secondary data analysis. The 

study's participantsiare students and academicsifrom the University of Sana'a 

whoiwere contacted via a paperiquestionnaire deliveredibetween February 20th 

andiMarch 10th, 2022. The researchericirculated 250 papers, and 200 

acceptableianswers wereireceived. Theistudy sampleiis selectedirandomly 

includingistudents and academicsiand the conditionsiof the sampleihave been 

takeniinto account initerms of describingithe jobinature. 

    3.7. DataiAnalysis 

Theistudy tool consistediof 20 items thatifollow fiveirankings “Likert” and theidata 

isisymbolized andientered by usingithe computeriby the useiof StatisticaliPackage 

for SocialiScience (22) as clarifiediin Table 2. 

Table 2: Methodiof Enteringiand SymbolizingiData 

Degree Strongly 
Agree 

Agree Neutral Disagree Strongly 
Disagree 

Symbol by 
the computer 

1 2 3 4 5 

 

Theiinformation was gathered by a questionnaireiusing the Likert Scale, which 

rangesifrom 1 to 5, with 1 indicatingistrong agree and 5 indicating stronglyidisagree. 

Greenimarketing was used to askiquestions like: would youilike greeniproducts, 

wouldiyou pay more forithem, is your purchaseichoice influencediby green 

marketing, and so on. Theiacquired data were analyzed usingithe 

StatisticaliProgramifor SocialiSciences (SPSS).  

Toiassess the results, theiresearcher utilized a varietyiof statisticalimethods to 

examine the studyiiquestions, such as the mean and standard deviationiof 

Cronbach'sialpha coefficients. "mean and standard deviation" is the value given by 

the participants in answering questions about a particular construct. For the present 

study, to test the main hypotheses, Pearson correlation coefficient, and regression 

model as productive approaches, correlation analysis is used to test the relationship 
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between the two variables, whether it is solid or weak. AlliCronbach's 

Alphaicoefficients areimore than (0.9), withithe overall Cronbach'siAlpha 

coefficientiof (0.96). This average is deemediquite high andirelates to the 

stabilityiand reliability of the questionnaire answers. 

3.8 DemographiciInformation ofiStudy 

Theidemographic informationiof the study includesigender, age, andieducational 

level. Table 3 explainithe demographiciinformation of the studyisample. 

Table 3: DemographiciInformation ofiStudy 

Gender Frequency Percentage 
Female 37 18.5% 

Male 163 81.5% 

Age category  
Lessithan 25 yearsiold 100 50% 

25 toiless than 35 yearsiold 53 26.5% 
35 toiless than 45 yearsiold 35 17.5% 

45 yearsiold andimore 12 6% 
Educational level  
Bacheloridegree 108 54% 
Masteridegree 75 37.5% 

Doctorateidegree 17 8.5% 
 

Table 3 showsithat the studyigender is maleiand femaleiwhere theipercentage ofithe 

femaleiis 18.5 percentifollowed byithe maleiwith a percentageiof 81.5. Itiis 

clearifrom Table 3 thatithe largestipercentage of survey participantsiin the 

ageicategory lessithan 25 yearsiold with a percentageiof 50 percentifollowed byithe 

ageicategory of 25 to lessithan 35 yearsiold with 26.5 percent. Initerms 

ofieducationalilevel, Table 3 showsithat the largestipercentage ofi participantsiare 

with bachelor'sidegree and theiripercentage is 54 percentifollowed by theiparticipants 

whoihold a master's degreeiwith 37.5 percentiand the lastipercentage areithose 

whoihold a doctorateiwith 8.5 percent. 

Theimain reasonibehind the selectioniof this slice ofiparticipants is thatimost of them 

areistudents and academicsiat theiUniversity ofiSana'a and theyican understandithe 

questionnaireistatements andigive opinionsiabout greenimarketing and itsiimpact on 
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theiconsumer buyingibehavior andithey caniexpress carefullyiabout the realityiof 

greenimarketing in Yemen andiespecially in Sana'a. 

 

3.9.   Reliabilityiof iQuestionnaire 

Reliabilityimeans theiaccuracy ofithe surveyior its consistencyiwhere the 

questionnaireiis consideredireliable if the same individualiobtains the sameidegree or 

closeidegree at the sameimeasure or a set of qualifiediitems when it is appliedimore 

thanionce. Reliabilityimeans stabilityiand non-highichange of results if it isireapplied 

manyitimes under the sameiconditions andicircumstances. Toicheck the reliabilityiof 

a questionnaire, theiresearcher implementediCronbach's Alphaicoefficient. Thisitest 

is basedion calculatingiCronbach's Alphaicoefficient for eachiitem ofithe 

questionnaire. Table 4 illustratesithe results ofiCronbach's Alphaicoefficient forieach 

itemiof  the questionnaire. 

Table 4: Cronbach's Alpha Coefficient Test 

Item-Total Statistics 
Items Scale Mean 

if Item 
Deleted 

Scale 
Variance if 

Item Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if 

Item Deleted 
I desire green products. 32.6170 291.502 .607 .966 
pay extra for green 
products. 

32.5319 287.167 .605 .966 

My purchasing decision 
affected by green 
marketing. 

32.4681 282.341 .797 .964 

I'm concerned about 
organizations polluting 
environment. 

32.3830 278.024 .720 .965 

Organizations should 
practice green 
marketing. 

32.3617 274.236 .829 .964 

Companies should abide 
by environmental laws. 

32.3404 272.577 .833 .964 

customersiaffected by 
greenimarketing while 
makingipurchasing 

32.1277 271.027 .780 .964 
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decisions.  
Buyersiprefer to 
repurchaseisuch 
productsiwhich are 
green. 

32.3617 277.105 .870 .964 

Iiwould describeimyself 
asienvironmentally 
responsible. 

32.3191 275.700 .777 .964 

Increaseiin greenhouse 
gasesiwill affectithe 
futureiof next 
generation. 

32.4255 278.380 .803 .964 

Iihave convinced 
membersiof myifamily 
or friendsinot to buy 
productsiwhich are 
harmfulito the 
environment. 

32.3830 276.502 .810 .964 

Thereiis no truth inito 
environmentaliproblem 
issue. 

32.1277 272.505 .778 .964 

Globaliwarming is 
biggestithreat for the 
degradationiof 
environment. 

32.2979 278.127 .641 .966 

Rapid industrialization 
is harming environment. 

32.2128 273.867 .750 .965 

Iiam fullyiaware about 
theiproduct promoting 
green areiusing 
environmentifriendly 
process. 

32.1064 270.141 .754 .965 

Companiesiusing green 
processiare incurring 
extraicost for the 
productioniprocess. 

32.0426 270.955 .747 .965 

Iiwould notibuy a 
productiif the company 
whichisells itiis 
environmentally 
irresponsible. 

32.1064 270.575 .859 .963 

Companiesido notiuse 32.1064 273.880 .759 .965 
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eco-friendlyiprocesses 
inimanufacturing and 
packagingiof their 
products 
Iiwould buy aitoilet 
soapiif it wrappediin 
recycle paper. 

32.2340 276.401 .742 .965 

Iiwould buy productsiof 
thoseicompanies which 
areifulfilling their 
electricityineed through 
renewableisources. 

32.4468 282.079 .783 .965 

 

Table 4 refersithat alliCronbach's Alphaicoefficients areigreater than (0.9) and 

Cronbach's Alphaicoefficient foriwhole questionnaireiresults amountedito (0.96) this 

averageiis consideredirelatively highiand refersito the stabilityiand reliabilityiof the 

questionnaireiresults. 
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CHAPTER 4 

RESULT OF THE STUDY 

 

Thisiis the axis of theiquestionnaire andiincludes 20 questions. Theiobjective ofithis 

sectioniis to collectithe opinions ofithe participantsiabout green marketingiand its 

impaction consumer buyingibehavior. The questionnaire includes two axes and each 

axis includes many fields that can be described as follow: 

First axis: Consumer awareness in green products (twelve items) (Laddha & 

Malviya, 2015). 

Second axis: Consumer environmental directions (eight items) (Bukhari , 2011). 

Q1. I desire green products 

Thisiquestion aimsito discoverithe knowledgeiof the participants who desireigreen 

products. Whereithe answeriof the participantsiis shown in Table 5. 

Table 5: I Desire GreeniProducts  

I desire green products Frequency Valid Percent 

Strongly Agree 94 47% 

Agree 59 29.5% 

Neutral 28 14% 

Disagree 13 6.5% 

Strongly Disagree 6 3% 

Total 200 100% 

 

Table 5 showsithat the largestipercentage ofithe participantsistrongly agree andiagree 

thatithey desire greeniproducts with percentages of 47 percent and 29.5ipercent 

respectively. The meaniad standardideviation valuesiare 1.89 and 1.064 respectively. 

Itiis clear fromithe valuesiof mean andistandard deviationithat participantsidesire 

greeniproducts. 
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Q2. I pay extra for green products 

Theipurpose ofithis question isito findiout the knowledgeiof the participantsiwho pay 

extra for greeniproducts whereithe answer andifrequencies of answersiare shown in 

Table 6. 

Table 6: IiPay Extraifor Green Products 

I pay extra for green products  Frequency Valid Percent 

Strongly Agree 85 42.5% 

Agree 48 24% 

Neutral 44 22% 

Disagree 14 7% 

Strongly Disagree 9 4.5% 

Total 200 100% 

 

Table 6 showsithat the largestipercentage of theiparticipants stronglyiagree and agree 

thatithey payiextra for greeniproducts withipercentages of 42.5 percent and 24 

percentirespectively. Theimean adistandard deviationivalues are 2.07 and 1.154 

respectively. It isiclear from the valuesiof mean and standardideviation that 

participantsipay extraifor greeniproducts. 

Q3. My purchasingidecision affected by greenimarketing 

Theipurpose of thisiquestion is to findiout the knowledgeiof the participantsiwhose 

purchasingidecisions are affected by green marketing whereithe answeriand 

frequenciesiof answersiare showniin Table 7. 

Table 7: My Purchasing Decision Affected by Green Marketing 

My purchasing decision affected by green 

marketing 

Frequency Valid Percent 

Strongly Agree 89 44.5% 

Agree 50 25% 

Neutral 39 19.5% 

Disagree 12 6% 

Strongly Disagree 10 5% 
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Total 200 100% 

 

Table 7 shows thatithe largestipercentage ofitheiparticipants stronglyiagree and agree 

that their purchasing decision is affected by green marketing with percentages of 

44.5 percentiand 25 percentirespectively. The meaniad standard deviationivalues are 

2.02 and 1.155 respectively. Itiis clear from theivalues ofimean andistandard 

deviationithat participantsipurchasing decisionsiare affected byigreenimarketing. 

Q4. I am concerned about organizations polluting environment 

Thisiquestion aimsito discover theiknowledge ofithe participantsiwho are concerned 

about organizations polluting the environment. where the answeriof the participants 

isishown iniTable 8. 

Table 8: I Am Concerned about Organizations Polluting Environment 

I am concerned about organizations polluting 

environment 

Frequency Valid Percent 

Strongly Agree 100 50% 

Agree 45 22.5% 

Neutral 34 17% 

Disagree 16 8% 

Strongly Disagree 5 2.5% 

Total 200 100% 

 

Table 8 showsithat the largestipercentage of theiparticipants stronglyiagree and 

agreeithat they areiconcerned aboutiorganizations polluting theienvironment with 

percentagesiof 50 percent and 25.5 percentirespectively. Theimean adistandard 

deviationivalues are 1.90 and 1.10 respectively. It isiclear from the valuesiof mean 

andistandard deviation thatiparticipants areiconcerned about organizations polluting 

the environment. 
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Q5. Organizations should practice greenimarketing 

Thisiquestion aimsito discover theiknowledge of theiparticipants who said that 

Organizations shouldipractice greenimarketing whereithe answeriof theiparticipants 

is showniin Table 9. 

Table 9: Organizations Should Practice Green Marketing 

Organizations should practice green 

marketing 

Frequency Valid Percent 

Strongly Agree 89 44.5% 

Agree 56 28% 

Neutral 35 17.5% 

Disagree 14 7% 

Strongly Disagree 6 3% 

Total 200 100% 

 

Table 9 showsithat the largestipercentage ofithe participantsistrongly agreeiand 

agreeisaid that organizations should practice greenimarketing with percentages of 

44.5 percent and 28 percentirespectively. Theimean ad standardideviation valuesiare 

1.96 and 1.083 respectively. Itiis clearifrom the valuesiof mean andistandard 

deviationithat participantsisaid that organizationsishould practiceigreen marketing. 

Q6. Companies should abide by environmental laws 

Thisiquestion aimsito discoverithe knowledgeiof the participantsiwho saidithat 

companiesishould abide byienvironmental lawsiwhere theianswer of theiparticipants 

isishown in Table 10. 

Table 10 : Companies Should Abide by Environmental Laws 

Companies should abide by environmental 

laws 

Frequency Valid Percent 

Strongly Agree 100 50% 

Agree 47 23.5% 

Neutral 36 18% 

Disagree 12 6% 
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Strongly Disagree 5 2.5% 

Total 200 100% 

 

Table 10 showsithat the largestipercentage ofithe participantsistrongly agreeiand 

agreeisaid thaticompanies should abide by environmental laws with percentages of 

50 percent and 23.5 percentirespectively. Theimean ad standardideviation valuesiare 

1.87 and 1.065 respectively. Itiis clear fromithe valuesiof meaniand standard 

deviationithat the participantsisaid that companiesishould abideiby environmental 

laws. 

Q7. Customersiaffected byigreen marketingiwhile making purchasingidecisions 

Atithisiquestion, it isiaimed to discoverithe knowledgeiof the participantsiwho said 

that icustomers affectediby greenimarketing while makingipurchasing decisions 

whereithe answeriof the participantsiis showniin Table 11. 

Table 11: CustomersiAffected by GreeniMarketing While MakingiPurchasing 
Decisions 

Customersiaffected byigreen marketingiwhile 

makingipurchasingidecisions 

Frequency Valid Percent 

Strongly Agree 81 40.5% 

Agree 46 23% 

Neutral 43 21.5% 

Disagree 21 10.5% 

Strongly Disagree 9 4.5% 

Total 200 100% 

 

Table 11 showsithat the largestipercentage ofithe participantsistrongly agreeiand 

agreeisaid that customersiare affectediby greenimarketing whileimaking purchasing 

decisionsiwith percentages of 40.5 percentiand 23 percentirespectively. The meaniad 

standardideviation valuesiare 2.155 and 1.195 respectively. It isiclear from theivalues 

of meaniand standardideviation that theiparticipants said thatiCustomers areiaffected 

byigreen marketingiwhile makingipurchasing decisions. 
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Q8. Buyers prefer to repurchase such products, which are green 

This question aims to investigate if the participants responded that buyersiprefer to 

repurchaseisuch products, whichiare green. Theianswer to thisisection isishown in 

Table 12. 

 

Table 12: Buyers Prefer to Repurchase Such Products, Which are Green 

Buyers prefer to repurchase such products, 

which are green 

Frequency Valid Percent 

Strongly Agree 81 42% 

Agree 55 27.5% 

Neutral 39 19.5% 

Disagree 13 6.5% 

Strongly Disagree 12 6% 

Total 200 100% 

 

Table 12 showsithat the largestipercentage ofithe participantsistrongly agreeiand 

agreeithat buyers prefer to repurchase such products, which are green with 

percentages of 42 percent and 27.5 percentirespectively. The meaniad standard 

deviationivalues are 2.10 and 1.181 respectively. Itiis clear from theivalues ofimean 

andistandard deviationithat the participantsiprefer to repurchaseisuch greeniproducts. 

Q9. Iiwould describeimyself as environmentallyiresponsible 

This question aims to investigate if the participants described themselves as 

environmentally responsible. The answer to this section is shown in Table 13. 

Table 13: IiWould Describe Myselfias EnvironmentallyiResponsible 

I would describe myself as environmentally 

responsible 

Frequency Valid Percent 

Strongly Agree 84 42% 

Agree 49 24.5% 

Neutral 40 20% 

Disagree 22 11% 
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Strongly Disagree 5 2.5% 

Total 200 100% 

 

Table 13 showsithat the largestipercentage ofithe participants stronglyiagree and 

agreeithat they wouldidescribe themselves as environmentally responsible with 

percentages of 42 percent and 24.5 percentirespectively. Theimean adistandard 

deviationivalues are 2.075 and 1.133 respectively. It isiclear from theivalues ofimean 

andistandard deviationithat participantsiwould describeithemselves as 

environmentallyiresponsible. 

Q10. Increaseiin greenhouse gasesiwill affect theifuture of nextigeneration 

Theipurpose of thisiquestion is toiinvestigate if the sampleihas read previouslyithat 

an increaseiin greenhouseigases williaffect the futureiof the nextigeneration. The 

answerito this questioniis illustratediin Table 14. 

Table 14: IncreaseiIn GreenhouseiGases Will AffectiThe Futureiof NextiGeneration 

Increase in greenhouse gases will affect the 

future of next generation 

Frequency Valid Percent 

Strongly Agree 97 48.5% 

Agree 50 25% 

Neutral 35 17.5% 

Disagree 15 7.5% 

Strongly Disagree 3 1.5% 

Total 200 100% 

 

Table 14 showsithat the largestipercentage of theiparticipants stronglyiagree and 

agreeisaid that the increase in greenhouse gasesiwill affect theifuture of next-

generationiwith percentages of 48.5percent and 25 percentirespectively. Theimean ad 

standardideviation valuesiare 1.885 and 1.042 respectively. Itiis clear from theivalues 

ofimean andistandard deviationithat participantsisaid that increase in greenhouse 

gasesiwill affectithe futureiof the nextigeneration. 
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Q11. Iihave convincedimembers ofimy family or friendsinot to buyiproducts, 

whichiare harmful toitheienvironment 

Theipurpose of thisiquestion is to takeiparticipants' opinions whoiconvinced 

membersiof their familyior friends not to buyiproducts, whichiare harmfulito the 

environment,  Theianswer to hisiquestions isiclarified in Table 15. 

 

Table 15: IiHave ConvincediMembers of MyiFamily or Friendsinot to Buy 
Products, Whichiare Harmful toithe Environment  

Iihave convincedimembers of myifamily or 

friendsinot to buyiproducts, which are 

harmfulito the environment 

Frequency Valid Percent 

Strongly Agree 79 39.5% 

Agree 55 27.5% 

Neutral 34 17% 

Disagree 27 13.5% 

Strongly Disagree 5 2.5% 

Total 200 100% 

 

Table 15 showsithat the largestipercentage of theiparticipants stronglyiagree and 

agreeithat they haveiconvinced membersiof their familyior friendsinot to buy 

products, whichiare harmful toithe environment withipercentages of 39.5 percentiand 

27.5 percentirespectively. The meaniad standardideviation valuesiare 2.120 and 

1.149 respectively. It isiclear from theivalues of meaniand standardideviation that 

participantsihave convincedimembers of their familyior friends notito buy products, 

whichiare harmful to theienvironment. 

Q12. Thereiis no truthiin to environmentaliproblem issue 

Theipurpose of thisiquestion is to findiout the knowledgeiof the participantsiwho 

saidithere is no truth inienvironmental problemiissues whereithe answer and 

frequenciesiof answersiare shown iniTable 16. 
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Table 16 : There Is no Truth in Environmental Problem Issues 

Thereiis no truth in toienvironmental 

problemiissue 

Frequency Valid Percent 

Strongly Agree 82 41% 

Agree 43 21.5% 

Neutral 37 18.5% 

Disagree 28 14% 

Strongly Disagree 10 5% 

Total 200 100% 

 

Table 16 showsithat the largestipercentage of theiparticipants stronglyiagree and 

agree said that there is no truth about environmental problem issue with percentages 

of 41 percent and 21.5 percentirespectively. The meaniad standardideviation values 

are 2.205 and 1.253 respectively. It is clearifrom the valuesiof mean andistandard 

deviationithat participantsisaid that there is noitruth about theienvironmental problem 

issue. 

Q13 Globaliwarming isibiggest threatifor the degradationiof environment 

Atithis question, participantsigive their opinionsiif they noticeithat global warming is 

theibiggest threat to theidegradation of theienvironment. The answerito this question 

isishown iniTable 17. 

Table 17: GlobaliWarming Is BiggestiThreat For The Degradationiof Environment 

Globaliwarming isibiggest threatifor the 

degradationiof environment 

Frequency Valid Percent 

Strongly Agree 90 45% 

Agree 52 26% 

Neutral 29 14.5% 

Disagree 17 8.5% 

Strongly Disagree 12 6% 

Total 200 100% 
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Table 17 showsithat the largestipercentage of theiparticipants stronglyiagree and 

agreeisaid that globaliwarming is the biggestithreat to the degradationiof the 

environmentiwith percentages of 45 percentiand 26 percentirespectively. Theimean 

ad standardideviation values are 2.045 and 1.216 respectively. It isiclear from the 

valuesiof mean and standardideviation that participantsisaid that globaliwarming is 

theibiggest threatito the degradationiof theienvironment. 

Q14. Rapidiindustrializationiis harmingienvironment 

Atithis question, participantsiare askediabout their feelingiif rapidiindustrialization is 

harmingienvironment . The answeriof this question isishown in Table 18. 

Table 18: Rapid Industrialization Is Harming Environment 

Rapid industrialization is harming 

environment 

Frequency Valid Percent 

Strongly Agree 87 43.5% 

Agree 59 29.5% 

Neutral 33 16.5% 

Disagree 12 6% 

Strongly Disagree 9 4% 

Total 200 100% 

 

Table 18 shows thatithe largestipercentage of the participantsistrongly agreeiand 

agree said that rapid industrialization is harming the environment with percentages of 

43.5 percent and 29.5 percentirespectively. The meaniad standard deviationivalues 

are 1.985 and 1.118 respectively. It isiclear from theivalues ofimean andistandard 

deviationithat participantsisaid that rapidiindustrialization isiharming the 

environment. 

Q15. Iiam fully awareiabout the productipromoting greeniare using 

environmentifriendly process 

Atithis question, participantsigive theiriopinions if they areifully awareiof the 

productipromoting greeniare using environment-friendlyiprocess Theianswer to this 

questioniis shown iniTable 19. 
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Table 19: IiAm FullyiAware aboutithe ProductiPromoting Greeniare Using 
EnvironmentiFriendly Process 

I amifully aware aboutithe product 

promotingigreen are usingienvironment 

friendlyiprocess 

Frequency Valid Percent 

Strongly Agree 78 39% 

Agree 57 28.5% 

Neutral 42 21% 

Disagree 15 7.5% 

Strongly Disagree 8 4% 

Total 200 100% 

 

Table 19 showsithat the largestipercentage ofithe participantsistrongly agreeiand 

agreeithat they are fullyiaware of the productsipromoting greeniare using 

environment-friendlyiprocesses with percentages of 39 percent and 28.5 percent 

respectively. Theimean adistandard deviationivalues are 2.090 and 1.121 

respectively. It isiclear fromithe valuesiof mean andistandardideviationithat 

participantsiare fully aware iof the productsipromoting green areiusing environment-

friendlyiprocesses. 

Q16. Companiesiusing greeniprocess are incurringiextra cost forithe production 

process 

Atithis question, participantsigive theiriopinions if theyinotice that companiesiusing 

the greeniprocess are incurring extraicosts for theiproduction process. Theianswer to 

thisiquestion is shown in Table 20. 

Table 20: CompaniesiUsing GreeniProcess AreiIncurring ExtraiCost for The 
ProductioniProcess 

Companiesiusing green processiare incurring 

extraicost for the productioniprocess 

Frequency Valid Percent 

Strongly Agree 87 43.5% 

Agree 53 26.5% 

Neutral 37 18.5% 
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Disagree 15 7.5% 

Strongly Disagree 8 4% 

Total 200 100% 

 

Table 20 showsithat the largestipercentage of the participantsistrongly agree and 

agreeithat they noticeithat companiesiusing the greeniprocess are incurringiextra 

costs forithe production processiwith percentages of 43.5 percent and 26.5 percent 

respectively. Theimean ad standardideviation values are 2.020 and 1.134 

respectively. It isiclear from the valuesiof mean and standardideviation that 

participantsinotice that companiesiusing the green process areiincurring extraicosts 

forithe productioniprocess. 

Q17. Iiwould not buy aiproduct if theicompany whichisells it is environmentally 

irresponsible 

Theipurpose of thisiquestion is to takeiparticipants' opinions whoisaid that they 

wouldinot buy a productiif the company whichisells it is environmentally 

irresponsible. Theianswer to this questioniis shown in Table 21. 

Table 21: IiWould notiBuy A Product IfiThe Company WhichiSells It Is 
EnvironmentallyiIrresponsible 

I would not buyia product if theicompany 

which sells it is environmentally irresponsible 

Frequency Valid Percent 

Strongly Agree 75 37.5% 

Agree 62 31% 

Neutral 34 17% 

Disagree 19 9.5% 

Strongly Disagree 10 5% 

Total 200 100% 

 

Table 21 showsithat the largestipercentage of theiparticipants stronglyiagree and 

agreeithat they wouldinot buy a productiif the companyiwhich sells it is 

environmentallyiirresponsible withipercentages of 37.5 percentiand 31 percent 

respectively. Theimean adistandardideviation values are 2.135 and 1.167 
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respectively. It isiclear from the values ofimean and standardideviation that 

participantsiwould not buyia product if theicompanyiwhich sells it is 

environmentallyiirresponsible. 

Q18. Companiesido notiuse eco-friendlyiprocesses in manufacturingiand 

packagingiof theiriproducts 

Atithis question, participantsiare asked aboutitheir feelingiif companiesido not use 

eco-friendlyiprocesses in theimanufacturing andipackaging ofitheir products. The 

answerito this questioniis shown iniTable 22. 

 

Table 22: CompaniesiDo not Use Eco-FriendlyiProcesses in Manufacturingiand 
Packagingiof Their Products 

companiesido not use eco-friendlyiprocesses 

inimanufacturing andipackaging of their 

products 

Frequency Valid Percent 

Strongly Agree 81 40.5% 

Agree 48 24% 

Neutral 48 24% 

Disagree 12 6% 

Strongly Disagree 11 5.5% 

Total 200 100% 

 

Table 22 showsithat the largestipercentage of theiparticipants stronglyiagreeiand 

agree said thaticompanies do not use eco-friendlyiprocesses in theimanufacturing and 

packagingiof their productsiwith percentagesiof 40.5 percentiand 24 percent 

respectively. Theimean adistandard deviationivalues are 2.120 and 1.171 

respectively. It isiclear from the valuesiof mean andistandard deviationithat 

participantsisaid that companiesido not useieco-friendly processesiin the 

manufacturingiand packagingiof theiriproducts. 
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Q19. Iiwould buy a toiletisoap if it wrapped in recycleipaper 

The purposeiof this question isito take participants' opinionsiwho said that they 

wouldibuy a toilet soap if it wasiwrapped in recycledipaper. The answer to this 

questioniis shown iniTable 23. 

Table 23: IiWould Buyia ToiletiSoap If It Wrapped iniRecycle Paper 

I wouldibuy a toiletisoap if it wrappediin 
recycleipaper 

Frequency Valid Percent 

Strongly Agree 81 40.5% 

Agree 43 21.5% 

Neutral 42 21% 

Disagree 20 10% 

Strongly Disagree 14 7% 

Total 200 100% 

 

Table 23 showsithat the largestipercentage of theiparticipantsistrongly agreeiand 

agreeithat they wouldibuy a toiletisoap if it wasiwrapped inirecycled paperiwith 

percentages of 40.5 percent and 21.5 percentirespectively. Theimean adistandard 

deviationivalues are 2.215 and 1.267 respectively. It isiclear from the valuesiof mean 

andistandard deviationithat participantsiwould buyitoilet soap if it wasiwrapped in 

recycledipaper. 

Q20. Iiwould buyiproducts ofithose companiesiwhich areifulfilling their 

electricityineed throughirenewableisources 

The purposeiof this questioniis to takeiparticipants' opinionsiwho said that they 

wouldibuy productsiof those companiesiwhich are fulfillingitheir electricityineed 

throughirenewable sources. Theianswer toithis question is showniin Table 24. 

Table 24: IiWould BuyiProducts of ThoseiCompanies Whichiare FulfillingiTheir 
ElectricityiNeed ThroughiRenewable Sources 

Iiwould buy productsiof those iwhich are 
fulfillingitheir electricityineed through 
renewableisources 

Frequency Valid Percent 
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Strongly Agree 79 39.5% 

Agree 56 28% 

Neutral 43 21.5% 

Disagree 14 7% 

Strongly Disagree 8 4% 

Total 200 100% 

 

Table 24 showsithat theilargest percentageiof the participantsistrongly agreeiand 

agreeithat they wouldibuy productsiof those companiesiwhich are fulfillingitheir 

electricityineed throughirenewable sourcesiwith percentages of 39.5 percent and 28 

percentirespectively. The meaniad standardideviation valuesiare 2.080 and 1.117 

respectively. It isiclear from theivalues of meaniand standard deviationithat 

participantsiwould buyiproducts ofithose companiesiwhich are fulfillingitheir 

electricityineeds throughirenewableisources. 

4.2.  Hypotheses Test 
 

• First hypothesis: Thereiis a statisticalidifference at (α ≤ 0.05) forimarketing 

mixielements on consumeriawareness ofigreen products. 

Table 25 illustratesiPearson correlationicoefficient, R square andisignificance value 

forithe regressioniof (greenimarketing mixielements with consumeriawareness of 

greeniproducts).  

Table 25: PearsoniCorrelationiCoefficient, R Squareiand SignificanceiBetween 

GreeniMarketing MixiElements WithiConsumer Awarenessiof Green Products 

Variables Pearson 
correlation 

R Square Sig. value 

Greenimarketingimix 0.510 0.260 0.000 
Consumer awareness by green 
products 
 

Itiis clear fromiTable 25 thatithe Pearson correlationicoefficient betweenigreen 

marketingimix elementsiand consumeriawareness by greeniproducts is (0.510) and 

the R square is (0.260) whichimeans that thisichange in greenimarketing mix 
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elementsiexplains (26.%) fromithe change iniconsumer awarenessiwith green 

products. Therefore, companiesiworking in thisifield mustibe interested inigreen 

marketingifields in orderito increaseiconsumer awarenessiof greeniproducts. The 

regressionimodel betweenigreen marketingimix elementsiand consumeriawareness 

by greeniproducts isishown in Table 26. 

Table 26: RegressioniModel BetweeniGreen MarketingiMix Elementsiand 

ConsumeriAwareness ofiGreen Products 

Model Coefficient (t) value Sig. value 
Constant 1.178 6.406 0.000 

Green product 0.022 0.299 0.766 
Green price 0.460 4.789 0.000 

Green promotion -0.148 -1.366 0.174 
Green place 0.220 2.763 0.007 

 

Itiis clear fromiTable 26 thatimost of sig. values (significanceivalues) areiless than 

(0.05). Thisirefers thatiregression modeliis significantlyiaffected andithere is effect 

withistatistical degreeifor greenimarketing mixion consumeriawareness towards 

greeniproducts. 

• Second hypothesis: There is statistical difference at (α ≤ 0.05) for marketing 

mix elements on consumer environmental behavior. 

Table 27 illustrates Pearson correlation coefficient, R square and significance value 

for the regression of green marketing mix elements with consumer environmental 

behavior).  

Table 27: Pearson Correlation Coefficient, R Square and Significance Between 

Green Marketing Mix Elements With Consumer Environmental Behavior. 

Variables Pearson 
correlation 

R Square Sig. value 

Greenimarketingimix 0.406 0.164 0.000 
Consumer environmental 

behavior 
  

It is shown in Table 27 that Pearson correlation coefficient between green marketing 

mix elements and consumer environmental behavior is (0.406) and R square is 
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(0.164). This clarifies that change in green marketing mix elements explain (16.4%) 

from the change in consumer environmental behavior and thus, companies must 

interest in green marketing fields in order to increase the level of consumer 

environmental behavior. The results of regression model is shown in Table 28. 

Table 28: Regression Model Between Green Marketing Mix Elements and 

Consumer Environmental Behavior 

Model Coefficient (t) value Sig. value 
Constant 0.907 4.155 0.000 

Green product 0.520 5.934 0.000 
Green price -0.092 -0.803 0.423 

Green promotion 0.227 1.765 0.080 
Green place -0.098 -1.036 0.302 

 

Table 28 refers that most of the significance values are less than (0.05), this denotes 

that regression model is significantly affected, and there is effect with statistical 

degree for green marketing mix elements with consumer environmental behavior. 
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CHAPTER 5 

Conclusion and Recommendations 

Becauseiof its important roleiin environmental preservationiand the capacity of 

businessesito maintain their social and financialistatus by minimizingiwaste and raw 

materials, greenimarketing is one of the mostiimportant concerns foribusiness 

platforms. Companiesinowadays work in a fast-paced, changingienvironment. As a 

result, it is criticalito stay up with thisitransformation by continuouslyienhancing 

theiriperformance via theidevelopment of goodsiand services thatisatisfy the 

changingiwants of consumers. Furthermore, businessesiaim to use greenimarketing 

elementsito get a competitiveiadvantage over theiricompetitors, as well as to enhance 

manufacturingicapabilities and improveimarketing effectiveness. 

The researcher arrived at a set of outcomes and conclusions after studying and 

interpreting the data. The findings revealed thatithe actuality of marketingimix 

elementsiranked first. The greeniproduct aspect cameifirst, followediby green 

advertising, greeniprice, and finally green location. Furthermore, the survey found 

that customer knowledgeiof greeniproducts is rather strong. According to the 

findings, consumer environmental culture is medium. According to the findings, 

there is a strong environmental trend toward green products and the environment. 

According to the findings, thereiis a statisticallyisignificantiinfluence for green 

marketingimix ingredients on consumer environmentaliculture. Green marketing mix 

ingredients have a statistically significant influence on consumer awareness. In 

addition, there is a statistically significant influence on consumer environmental 

orientations. Furthermore, thereiis a statisticallyisignificantiinfluence for green 

marketingimix items on customer environmentalibehavior. 

Greenimarketing research isivery new andisignificant, and moreishould be done in 

this field, particularlyistudies on the impactiof green products oniconsumer loyalty. 

As well as studies on greeniculture amongiacademics and studentsiin Yemeni 

universitiesiand how it relatesito their environmentaliattitudes. The researcherialso 

wantsito undertake researchion the parts of the greenimarketing mix anditheir link 

withicustomer loyalty. The researcherialso examines theiimportance of enterprises in 

Yemeniadopting greenigoods and their impaction consumers, as well as theilevel of 
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environmentaliknowledge amongistudents in Yemeniicolleges and its link withigreen 

productiloyalty. Furthermore, researchilinks the impactiof green marketingimix 

elementsion consumer behavioriin various groups, such as schooliteachers and 

personneliin healthiinstitutions. 

Adopt green marketing term is considered a necessity on most modern business 

platforms as it represents the correct direction towards solving the increased 

environmental problems and good methods in how to preserve a free environment 

from pollution. The study is made in Yemen and this makes the study unique because 

this study lies as it helps in treating many challenges facing the Yemeni community 

where suitable direction towards the environment and green products preserve the 

environment became an important issue and It is offered a series of suggestions a 

highlight the study results, including the need for enterprises to provide numerous 

green options and satisfy consumers in Yemen. 

    5.1.  Limitations and recommendations for future studies 

Thisiresearch has two limitationsithat will be discussed. To begin, thisiresearch 

looked at greenimarketing and its impact oniconsumer's purchasingibehavior. It was 

distributediamong 250 selectedistudents and professors at theiUniversity of Sana'a, 

makingiit impossible toireach all studentsiand academics. Furthermore, the sample 

groupimust be larger toiget a more scientificallyirepresentative result. More study is 

neededito evaluate consumerihabits and lifestyle features to analyze moreideliberate 

and behavioraliaspects so that Yemeniiconsumers may engage inisustainable 

behavior. Second, theiquestionnaire's variables wereilimited and focused solely on 

theiinfluence of greenimarketing, leavingithe resultsiambiguous. Moreistudy is 

needediin the future toifully comprehendigreen marketingiand its impact on 

consumer'sipurchasing behavior, particularlyiin Yemen. However, future studies can 

learn the relationship of green marketing with other consumer theories such as 

consumer loyalty, consumer trust, or consumers` consumer awareness. Finally, in the 

research green marketing elements such as products, price, place, and promotion are 

studied; however, other terms related to sustainability such as knowledge, 

environmental awareness people can be related to purchase behavior. 
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       5.2   Recommendations 

• IniYemen and other nations, commercialiorganizations andicorporations must 

implementivarious and satisfactoryigreen alternativesito meet consumers 

demands. 

• Theiimportance of price-to-demandicompatibility for greeniproducts, and so 

enterprisesishould research thisirelationship and implementiappropriate 

pricing for greeniproducts. 

• Place a high value on greeniproducts since they help toirealize the notion of 

landidevelopment. 

• Organizingiprograms, seminars, and conferencesito emphasize theirelevance 

of greenigoods in the context ofienvironmental issues and naturaliresource 

concerns. 

• The need foribusinesses and organizationsito make an effort toipublicize 

environmentaliculture. Through pricingiprocesses, companies andibusiness 

organizations mustievaluate the predictedibenefits of greeniproducts. 

• Adoptioniis required oficommercial groupsiand corporations. 

•  Companiesiand commercialigroups must conductimagazines in order to 

promoteigreen products. 

• National firms must establishiplans to create environmentallyifriendly areas, 

often known as greeniplaces. 

• The governmentimust keep track of greenispaces and explainitheir value to 

customers. 

• RaiseiYemeni people's understandingiof green culture, particularlyiamong 

studentsiin schools andiuniversities. 
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APENDIX A 

QUESTIONNAIRE 

Green Marketing and its Impact on Consumer Buying Behavior: A Case Study the 

Academics and Students in University of SANA'A. 

First Section: Demographic Information 

•  Gender 

( ) male                      ( ) Female 

•  Age: 

( ) less than 25 years old                            ( ) from 25 to less than 35 years old 

( ) from 35 to less than 45 years old         ( ) from 45 to less than 55 years old 

( ) Older than 55 years old 

•  Educational level 

( ) Bachelor Degree       ( ) Master Degree       ( ) Doctorate Degree 
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Resource for Questions 1-12 

Laddha, D. S., & Malviya, P. M. (2015). Green Marketing and its Impact on Consumer Buying Behavior. 
NBR E-JOURNAL, 1(1), 1–7. 

 

1 I desire green products.      

2 Pay extra for green products      

3 My purchasing decision affected by green 

marketing 

     

4 I'm concerned about organizations polluting 

environment. 

     

5 Organizations should practice green 

marketing. 

     

6 Companies should abide by environmental 

laws. 

     

7 Customers affected by green marketing while 

making purchasing decisions. 

     

8 Buyers prefer to repurchase such products 

which are green. 

     

9 I would describe myself as environmentally 

responsible. 

     

10 Increase in greenhouse gases will affect the 

future of next generation. 

     

11 I have convinced members of my family or 

friends not to buy products which are harmful 

to the environment. 

     

12 There is no truth in to environmental problem 

issue. 
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Resource for Questions 13-20 

Bukhari , S. S. (2011). Green Marketing and its impact on consumer behavior. European Journal of 
Business and Management, 3, No.4, 375–383.  

 
13 Global warming is biggest threat for the 

degradation of environment. 

     

14 Rapid industrialization is harming 

environment. 

     

15 I am fully aware about the product promoting 

green are using environment friendly process. 

     

16 Companies using green process are incurring 

extra cost for the production process. 

     

17 I would not buy a product if the company 

which sells it is environmentally irresponsible 

     

18 Companies do not use eco-friendly processes in 

manufacturing and packaging of their 

products 

     

19 I would buy a toilet soap if it wrapped in 

recycle paper 

     

20 I would buy products of those companies, 

which are fulfilling their electricity need 

through renewable sources. 

     

 


