
Annals of the „Constantin Brâncuşi” University of Târgu Jiu, Economy Series, Issue  1/2016 

 

„ACADEMICA BRÂNCUŞI” PUBLISHER, ISSN 2344  – 3685/ISSN-L 1844 - 7007 

 

 

 

DETERMINANTS OF ROMANIAN CONSUMERS’ GREEN PURCHASE INTENTION- A 

PSYCHOGRAPHIC PERSPECTIVE 

  

SANDU RALUCA-MIHAELA 

PH.D STUDENT, ALEXANDRU IOAN CUZA UNIVERSITY OF IAŞI  

e-mail:ralucamihaelasandu@yahoo.com 

 

ABĂLĂESEI MIHAELA  

PH.D STUDENT, ALEXANDRU IOAN CUZA UNIVERSITY OF IAŞI  

e-mail: abalaesei.mihaela@gmail.com 

 

 
Abstract  

 

If demographics refers to external characteristics, including age, gender, annual income or educational 

attainment, psychographics manages to break the external barrier and provides insight of consumers’ lifestyles, values, 

attitudes, interests or opinions. In comparison, demographics has the benefit of understanding “who” buys the product 

or the service, while psychographics is responsible for understanding “why” they buy it. The purpose of this paper is to 

investigate the psychographic factors that influence the consumer’s green purchase intention. In order to achieve this, 

the questionnaire proposed by Sandu (2015), based on the study of relevant and recent literature and adapted to the 

Romanian environment, was applied online to potential consumers and effective consumers of ecological products of 

Iaşi city. A number of 98 answers were collected and analyzed with the help of SPSS 20.0 software. Results show that, 

from the four selected psychographic factors, perceived consumer effectiveness and health consciousness have an 

influence on consumer’s green purchase intention. The significance of the study consists in a better understanding of 

the green consumer’s behavior and a starting point for marketing people in targeting consumers and building 

strategies to increase the market share of ecological products. 
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1. Introduction 
 

The necessity to increase consumers’ awareness of corporate efforts to meet sustainable standards, the need to 

identify consumers’ preferences for green products, the possibility of charging a premium price gave rise to a new trend 

in the marketing field, the so-called green marketing (Ali, Khan, Ahmed, 2011, p.218). Nowadays there is a need of 

green policies that should be found at all levels of the marketing mix: in product features, pricing, promotion, and 

distribution channel. Globalization can be considered an engine for green marketing and in this sense, the consumption 

of ecological products register an increased demand. People who behave in an environmental way are having a positive 

attitude towards buying ecological products, recycling and taking part in activities that seek environmental protection 

(Suki, 2013, p.237). Although media promotes the awareness of environmental problems, the number of consumers 

who take this into consideration is still scant. The purpose of this paper is to investigate the psychographic factors that 

influence the consumer’s green purchase intention. In order to achieve this, the questionnaire proposed by Sandu 

(2015), based on the study of relevant and recent literature and adapted to the Romanian environment, was applied 

online to potential consumers and effective consumers of ecological products of Iaşi city. If demographics explains 

“who” buys the product or the service, psychographics is responsible for understanding “why” they buy it. But what do 

psychographic factors include? They refer to: attitudes, values, personality traits, lifestyle, activities, interests, opinions, 

motivations. Although less applied in research than socio-demographic segmentation, psychographic segmentation 

offers an in-depth understanding of consumer’s behavior. Also, its target is achieving a better distribution of products 

to the right people as today’s marketing is based on identifying the customers’ needs and wants and secondly on the 

market sales. The green purchase behavior remains an area that was not completely explored by the existing literature 

and leaves open doors to the researchers. 
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2. Brief description of the theoretical constructs used in the model proposed by Sandu (2015) 
 

Environmental attitude refers to the general level of concern of a consumer towards the wellbeing and importance of 

the environment (Sandu, 2015, p. 33). 

Environmental Values. There is a strong relationship between a person’s values and his pro-environmental actions 

(Sandu, 2015, p. 34). 

Perceived Consumer Effectiveness reflects the belief of people that their actions will make a difference in helping to 

solve environmental problems (Sandu, 2015, p. 34). 

Health Consciousness is the degree to which health concerns takes part of a person’s daily activities (Sandu, 2015, p. 

34). 

Green Purchase Intention is the likelihood that a consumer would buy a specific product derived from his or her 

environmental needs (Sandu, 2015, p. 34). 

 

3. Methodology 
 

The questionnaire proposed by Sandu (2015), to which were added five more questions to identify the demographic 

characteristics of the respondents, was applied in the digital environment. There were targeted both potential consumers 

and effective consumers of ecological products of Iaşi city, in Romania. A number of 98 answers were collected and 

analyzed with the help of the informatic programme SPSS version 20.0. The questionnaire was created with the help of 

Google Forms and was sent online through the social media Facebook taking into consideration the accessibility and 

the fact that the respondents’ identity remains anonymous, so in this way respondents tend to be more sincere in their 

answers.  In the Google Form, all the statements and questions were marked as required. This was done for the purpose 

of not needing to exclude the incomplete surveys from the final analysis. Ethics should be taken into consideration by 

the researcher from the business and management domain (Bryman and Bell, 2011) and this research respects ethics’ 

principles. Pretesting is considered a credible method for preaparing the effective collection of data (Yin, 2009). Its aim 

is to examine if the questions are understandable and relevant. It is recommended that the pretesting is done by an 

expert to ensure that the questions reflect the purpose of the research (Yin, 2009).  In this study, the questionnaire was 

pretested by two students from the terminal year, which belong to the ”Doctoral School of Economy and Business 

Administration” in Iasi city. More than that, this survey was sent online to three persons from the target population to 

see if the questions are understandable and appropriate translated from English into Romanian. Through pretesting, the 

ambiguous questions were revised, ensuring in this manner the research’s credibility. There weren’t identified any 

major mistakes. The target population of this study were Romanian consumers and potential consumers aged from 15 

to 64 years old. The collection process lasted one month, more specifically, August 2015. Convenience sampling and 

the snow ball technique were used for data gathering. These marketing helpers have the advantage of saving time and 

money resources (Goodman, 2011). From a total of 400 questionnaires sent, a number of 98 answers were registered on 

Google Drive.  

   

4. Data analysis and results 

4.1. Demographic profile of the respondents 
 

Sample’s demographic characteristics (N =89) are presented in Table1. According to the results, from a total of 98 

respondents, the number of females was of 57, covering a percentage of 58.2% and the number of males was of 

41(41.8%). In what concerns the demographic variable ”Age”, the most frequent category is the one between 26 and 39 

years old (86.7%). The majority of the interviewees have a monthly income between 1001 and 2000 Ron (55.1%). 

After this, 22.4% have a monthly income between 2001-3000 Ron. The majority of the respondents are employees 

(83.7%). The level of study most frequent is the university one, with a procentage of 57.1%, the post-university level 

following it (37.8%). 

 

 

 

 

 

 

 

 

 

 

 

 

Table1. Sample’s demographic characteristics 
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Respondents’ Demographic 

Profile 

Frequency (%) 

Gender 

Female 

Male  

 

57 

41 

 

58.2 

41.8 

Age  

18-25 years 

26-39 years 

40-59 years  

over 59 years 

 

8 

85 

5 

- 

 

8.16 

86.7 

5.1 

- 

Monthly income 

<1000 Ron 

1001-2000 Ron 

2001-3000 Ron 

3001-4000 Ron 

> 4000 Ron 

 

10 

54 

22 

8 

4 

 

10.2 

55.1 

22.4 

8.1 

4.08 

Occupation 

Student 

Employee 

Retired 

Other 

 

13 

82 

- 

3 

 

13.3 

83.7 

- 

3.06 

Studies 

high-school 

after high-school studies 

university 

post-university 

 

2 

3 

56 

37 

 

2.04 

3.06 

57.1 

37.8 

 

 

4.2. Descriptive statistics  
 

For each item in the questionnaire the average and the standard deviation were calculated (Table 2). An average close 

to 5 reflects the agreement of the respondents with the statement formulated in the quationnaire, while an average close 

to 1 reflects the disagreement. The low values of standard deviation indicate the homogenity of the answers for a 

certain item, while high values of standard deviation reflect a greater dispersion of the responses. The mean scores for 

the five scales shows the positive high mean values which ranged from 1.18 to 4.84. The highest averages are 

registered for the items that define health consciousness. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 2. Descriptive Statistics of the items under study 
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Items Mean 

score 

Std. 

Deviation 

N 

Environmental Attitude 

EA1: It is essential to promote green living in Romania. 

 

4.57 

 

.609 

 

98 

EA2: I strongly agree that more environmental protection 

works are needed in Romania. 

4.78 .466 98 

EA3: It is very important to raise environmental awareness 

among Romanian people.  

4.68 .529 98 

EA4: Environmental protection issues are none of my 

business.  

1.40 .654 98 

EA5: It is unwise for Romania to spend a vast amount of 

money on promoting environmental protection. 

 

Environmental Values 

1.77 1.003 98 

EV1: I feel upset when companies emissions large 

quantities of CO2.  

4.47 .735 98 

EV2: Future generations should have access to a healthy 

environment when they grow up. 

4.84 .398 98 

EV3: The environment is worth preserving. 4.76 .432 98 

EV4: Environmental issues are greatly exaggerated.  2.14 1.094 98 

EV5: I feel upset when companies or governments exploit 

the planets natural resources for short- term profits. 

4.59 .758 98 

EV6: I do not care for the environment.  

 

Perceived Consumer Effectiveness 

1.18 .598 98 

PCE1: The individual consumer can do a lot to help the 

environment.  

4.48 .578 98 

PCE2: When I buy products, I try to consider how my use 

of them will affect the environment and other consumers.  

3.18 .648 98 

PCE3: I disagree with people who say: “Since one person 

cannot have any effect upon pollution and natural resource 

problems, it doesn’t make any difference what I do”.  

3.90 1,188 98 

PCE4: I feel I can help solve natural resource problems by 

conserving energy.  

4.09 .788 98 

PCE5: Each consumer can have a positive effect on 

society by purchasing products sold by socially 

responsible companies. 

 

Health Consciousness 

4.31 .649 98 

HC1: Living life in the best possible health is very 

important to me. 

4.50 .613 98 

HC2: Eating right, exercising, and taking preventive 

measures will keep me healthy for life.  

4.59 .553 98 

HC3: My health depends on how well I take care of 

myself.  

4.73 .529 98 

HC4: I actively try to prevent disease and illness. 

 

Green Purchase Intention 

4.34 .608 98 

GPI1: I consider buying products because they are less 

polluting. 

3.69 .792 98 

GPI2: I intend to buy products because they are less 

polluting.  

3.83 .850 98 

GPI3: I consider switching to other brands for ecological 

reasons.  

3.67 .809 98 

GPI4: I intend to switch to other brand for ecological 

reasons. 

3.60 .770 98 
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Figure 1 shows the dispersion of the answers given by the respondents. It can be noticed that the greatest dispersion of 

the answers can be found at the green purchase intention variable.  

  

 

 

 

Figure 1. Dispersion of the respondents’ answers 

 

 

 

4.3. Correlations results 
 

The correlation analysis measures how well two sets of data were related. This can be observed using the Pearson 

correlation coefficient value. The value of the Pearson correlation coefficient between Environmental Attitude and 

Green Purchase Intention is close to 0 (ryx=0.087) (Table 3). The results of the correlation analysis lead to the rejection 

of the hypothesis: 

 

 H1:  Environmental Attitude has a significant positive effect on the green purchase intention.   

 

 

Table 3. Correlation between Environmental Attitude and Green Purchase Intention 

 

 Environmental 

Attitude 

Green Purchase 

Intention 

 

Environmental 

Attitude 

Pearson Correlation 

Sig. (2-tailed) 

N 

1 

 

98 

.087 

.395 

98 

Green Purchase 

Intention 

Pearson Correlation 

Sig. (2-tailed) 

N 

.087 

.395 

98 

1 

 

98 

 

 

The correlation matrix between for Environmental Values and Green Purchase Intention has a value close to 0 (ryx = 

0.052) (Table 4), thus Environmental Values does not significantly influence the Green Purchase Intention. The results 

of correlation analysis lead to the rejection of the hypothesis: 

 

H2: Environmental Values has a significant positive effect on the green purchase intention. 
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Table 4. Correlation between Environmental Values and Green Purchase Intention 

 

 Environmental Values Green Purchase 

Intention 

 

Environmental Values 

Pearson Correlation 

Sig. (2-tailed) 

N 

1 

 

98 

.052 

.610 

98 

Green Purchase 

Intention 

Pearson Correlation 

Sig. (2-tailed) 

N 

.052 

.610 

98 

1 

 

98 

 

 

The correlation between the variable Perceived Consumer Effectiveness and the Green Purchase Intention is positive 

and significant (ryx=0.375) (Table 5) and the level of significant statistic level is Sig.=0.000 and inferior the limit of 

5%. Thus, hypothesis 3 is accepted: 

 

H3: Perceived Consumer Effectiveness has a significant positive effect on the green purchase intention. 

 

 

Table 5. Correlation between Health Consciousness and Green Purchase Intention 

 

 Perceived Consumer 

Effectiveness 

Green Purchase 

Intention 

 

Perceived Consumer 

Effectiveness 

Pearson Correlation 

Sig. (2-tailed) 

N 

1 

 

98 

.375 ** 

.000 

98 

Green Purchase 

Intention 

Pearson Correlation 

Sig. (2-tailed) 

N 

.375 ** 

.000 

98 

1 

 

98 

 

 

The correlation between the variable Health Consciousness and the Green Purchase Intention is positive and significant 

(ryx=0.375) (Table 6) and the level of significant statistic level is Sig.=0.000 and inferior the limit of 5%. Thus, 

hypothesis 4 is accepted: 

 

H4: Health Consciousness has a significant positive effect on the green purchase intention. 

 

 

Table 6. Correlation between Health Consciousness and Green Purchase Intention 

 

 Health Consciousness Green Purchase 

Intention 

 

Health Consciousness 

Pearson Correlation 

Sig. (2-tailed) 

N 

1 

 

98 

.298 ** 

.003 

98 

Green Purchase 

Intention 

Pearson Correlation 

Sig. (2-tailed) 

N 

.298 ** 

.003 

98 

1 

 

98 

 

 

In conclusion, there were identified two dominant factors: perceived consumer effectiveness and health consciousness. 

They have positive and significant influence on the green purchase intention.  
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4.4. Reliability Analysis 
 

Table 7.  Reliability Statistics 

 

  

Variable Cronbach's Alpha Cronbach's Alpha 

Based on 

Standardized 

Items 

N of Items 

Environmental Attitude -.399 -.308 5 

Environmental Values .168 .307 6 

Perceived Consumer Effectiveness .584 .624 5 

Health Consciousness .694 .698 4 

Purchase Intention .820 .820 4 

The whole instrument .670 .725 24 

 

 

The verification of the internal consistency of the questionnaire was done with the help of the reliability analysis in the 

SPSS program by calculating Cronbach's Alpha coefficient. Its value reached 0.670, which is superior to 0.600. In 

consequence, the scale included in the questionnaire presents internal consistency.  

 

 

4.5. Linear Regression 

 
To measure the effect of the variables perceived consumer effectiveness and health consciousness on the green 

purchase intention, it was estimated a model of multiple linear regression. The regression model ecuation is:  

 

   

 
 

where: 

 

GPI –  dependent variable (Y), Green Purchase Intention 

PCE – explanatory variable (X1), Perceived Consumer Effectiveness 

HC  – explanatory variable(X2), Health Consciousness 

 –     residual  

 

 

Table 8. Model Summary 

 

Model Summary 

R Square Adjusted R Square Std. Error of the Estimate 

.187 .170 .59130 

a. Predictors: (Constant), Health Consciousness (HC), Perceived Consumer Efectiveness (PCE) 

 

 

From Table 8 it can be observed that the simultaneous variation of the two factors, perceived consumer effectiveness 

and health consciousness explain 18.7% from the green purchase intention’s variation. The difference until 100% is 

because of the influence of other factors which were not included explicitly in the model. The estimated ecuation of the 

green purchase intention is the following:  
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Table 9. Coefficients 

 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. 

Error 

Beta 

1 

(Constant) .240 .742 
 

.324 .747 

Perceived Consumer 

Effectiveness 
.503 .148 .323 3.392 .001 

 Health Consciousness .295 .126 .223 2.341 .021 

a. Dependent Variable: Green Purchase Intention  

 

 

From the table of the regression model coefficients (Table 9) there were obtained the estimates of the explanatory 

variables and the equivalent level of signification of the Student test. It can be observed that, at one point increase of 

the PCE values, the HC value increases on average by 0.503, while the HC remains constant. At one point increase of 

the HC value, the GPI value increases on average by 0.295, while the PCE is constant. For both variables, the Student 

test has a lower level of significance inferior to the assumed risk (α=0.05), thus the influence of both factors on GPI is 

significant from a statistic angle. The results of the regression and correlation analysis between PCE, HC and GPI lead 

to the validation of the hypothesis:  

 

H3:  Perceived consumer effectiveness has a significant positive effect on green purchase behavior. 

H4:  Health consciousness has a significant positive effect on green purchase behavior. 

 

Table 10. Results of hypotheses 

 

                                  Hypotheses                     Accepted/Rejected 

H1: Environmental attitude has a significant 

positive effect on the green purchase intention.   

                                               Rejected 

 

H2: Environmental values has a significant positive 

effect on the green purchase intention. 

                                               Rejected 

H3: Perceived consumer effectiveness has a 

significant positive effect on green purchase 

behavior. 

                                               Accepted 

H4: Health consciousness has a significant positive 

effect on green purchase behavior. 
                                               Accepted 

 

 

 

5. Conclusion, limits and future research 
 

Two from the four hypothesis were accepted, meaning that the variables environmental attitude and environmental 

values do not influence the green purchase intention of the consumers. The accepted hypothesis are: 

 

H3:  Perceived consumer effectiveness has a significant positive effect on green purchase behavior. 

H4:  Health consciousness has a significant positive effect on green purchase behavior. 

 

The hypothesis H3 confirms the research of Peixeira Marques and Almeida (2013) and of Zuraidah and others (2012) 

which says that perceived consumer effectiveness has a high predictive degree of the ecological behavior.  
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Also the hypothesis H4 was accepted, so the variable health consciousness has an influence on green purchase 

intention.  This confirms the study of Magnusson and others (2003) which consider that health conciousness is 

responsible for anticipating the attitudes, the intentions and the effective acquisition of the ecological products.  

The study contributes to the existing literature in a practical manner by the results obtained. A semnificative 

contribution is the focus on psychographic determinats, taking into consideration that past research concentrated 

especially on demographic factors. With the help of this type of research, marketing people interested in targeting the 

Romanian market of ecological products can improve their marketing strategies. Also, the results show clearly which 

psychographic factors influence the green purchase intention. Factors like perceived consumer efectiveness and health 

conciousness need to be analyzed better to create efficient marketing strategies for ecological products. The study has 

limits, which can be overpassed in future research. First of all, the convenience sampling method and the snow ball 

technique could influence the generalization of the results. The research was done only on a part of the consumers and 

potential consumers of eco products in Iasi city. Applying a probabilistic sampling could lead to more trustful results. 

Also, another limit of the study is choosing only some psychographic factors in building the theoretical model and the 

questionnaire. This study concentrated on ecological products in general and focusing on a certain category could of led 

to more specific results. The questionnaire can be applied in other cultural environments and obtain significant results. 

Taking into account the quantitative nature of the study, future research could focus on the qualitative part for an in-

depth understanding of the psychographic factors: environmental attitude and environmental values. 
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Appendix 1 
 

Questionnaire –final form applied to the selected sample (Sandu, 2015) 
 

Good afternoon! I’m a PhD student and I’m doing a research on factors that influence the intention of buying 

ecological products. Your opinion is very important! To complete this questionnaire it takes maximum 5 minutes. Data 

provided remain confidential and will be used only for academic research purpose.  

 

Thank you in advance for your answers!  

 

On a scale from 1-5 please express the agreement/disagreement on the following statements (1 = Total Disagree 2= 

Disagree 3= Neutral 4= Agree 5= Total Agree). 

 

 

1: It is essential to promote green living in Romania. 

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

2: I strongly agree that more environmental protection works are needed in Romania.  

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

3: It is very important to raise environmental awareness among Romanian people.  

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

4: Environmental protection issues are none of my business.  

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

5: It is unwise for Romania to spend a vast amount of money on promoting environmental protection.  

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

6: I feel upset when companies emissions large quantities of CO2.  

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

7: Future generations should have access to a healthy environment when they grow up. 

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

8: The environment is worth preserving. 

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

9: Environmental issues are greatly exaggerated. 

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5  

10: I feel upset when companies or governments exploit the planets natural resources for short- term profits.  

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

11: I do not care for the environment.  

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5  

12: The individual consumer can do a lot to help the environment.  

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

13: When I buy products, I try to consider how my use of them will affect the environment and other consumers. 

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5  

14: I disagree with people who say: “Since one person cannot have any effect upon pollution and natural resource 

problems, it doesn’t make any difference what I do”. 

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5  

15: I feel I can help solve natural resource problems by conserving energy. 

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

16: Each consumer can have a positive effect on society by purchasing products sold by socially responsible 

companies. 

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

17: Living life in the best possible health is very important to me.  

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

18: Eating right, exercising, and taking preventive measures will keep me healthy for life.  

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

19: My health depends on how well I take care of myself.  

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

20: I actively try to prevent disease and illness. 

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

21: I consider buying products because they are less polluting.  

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 
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22: I intend to buy products because they are less polluting.  

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

23: I consider switching to other brands for ecological reasons.  

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

24: I intend to switch to other brand for ecological reasons. 

[ ] 1              [ ] 2               [ ] 3                 [ ] 4             [ ] 5 

 

Gender: 

[ ] F 

[ ] M 

 

Age: 

[ ] 18-25 years 

[ ] 26-39 years 

[ ] 40-59 years  

[ ] over 59 years 

 

Monthly income: 

[ ] less than1000 Ron 

[ ] 1001-2000 Ron 

[ ] 2001-3000 Ron 

[ ] 3001-4000 Ron 

[ ] more than 4000 Ron 

 

Occupation: 

[ ] Student 

[ ] Employee 

[ ] Retired 

[ ] Other:..................... 

 

Studies: 

[ ] high-school 

[ ] after high-school studies 

[ ] university 

[ ] post-university 
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