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Abstract

To counteract the negative effects of environmental degradation and climate change, in the
European Union, a set of measures and policies has been developed under the name of the
Green Deal, which aims to develop a competitive and resource-efficient economy. For these
measures to be sustainable, it is important to have green marketing to promote green
consumption and an environmentally friendly attitude. The aim of this paper is to determine
the empirical relation between the instruments of green marketing and the ecological
behavior and attitude of consumers and the impact it has on the future intention to buy green
products. The results of a structural equation model show that although product and
communication policies are more closely associated with green marketing, digital tools have
the greatest impact on green behavior. Their easy way of use has side effects on ecological
behavior. A mediation model empirically demonstrates that the willingness to buy green
products, the environmentally oriented lifestyle, and the willingness to pay more for green
products mediate the relationship between the current ecological behavior and the intention
to buy green products in the future.
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Introduction

Our contemporary society faces various challenges related to accelerated urbanization and
industrialization. The health crisis and pollution are disruptive factors in ensuring the optimal
living conditions for current and future generations. In this context, ecological consumption,
defined as the preference for green services, pollution reduction by choosing green means of
transportation, and any other environmentally friendly measures taken at the individual level,
play a major role in maintaining the health of the population and ensuring a higher quality of
life. In other words, today’s generations need to be aware of the role they play in protecting
the environment through responsible behavior, supporting the consumption of
environmentally friendly products, and incorporating these goals into their daily lives.

To support environmental protection, a set of measures known as the Green Deal has been
proposed at the European Union level to decrease pollution by reducing greenhouse gas
emissions. These measures address several industrial sectors, but also the final consumers.
These measures include, among others, the development and marketing of healthy and
affordable food and the development of products with a longer shelf life, which can be
repaired, recycled, or reused (European Commission, 2021). Achieving the objectives
proposed by the Green Deal requires urgent action for the entire production and distribution
chain, including for food products. For these changes to be sustainable, it is equally important
to increase the awareness of the final consumers so that they are willing to change their
lifestyle, buy green products, and even be willing to pay more for environmentally friendly
products. In this sense, green marketing is crucial to developing and promoting green products.

In this paper, we will study the impact of green marketing on the ecological behavior and
attitude of consumers and on the intention to buy green products, as a prerequisite for the
sustainability of measures implemented by the Green Deal of the European Union. We will
study from an empirical point of view the role that green marketing instruments have
regarding ecological attitudes and behavior. We will also look at the extent to which
ecological behavior has an impact on the willingness to buy green products, to pay a higher
price for them, and on an environmentally oriented lifestyle. These constructs will be
correlated through a mediation model, with the future intention of buying green products.
The results contribute to the literature by empirically measuring the impact of the marketing-
mix policies on ecological behavior and on the future intention to buy green products.
Electronic marketing instruments have a special contribution, namely a reduction in the
amount of paper used for advertising materials.

The paper begins with the study of the literature on green marketing. Based on this, a
conceptual model is developed, which is then tested empirically. The methodology and
results are presented and based on this model, and the discussions are developed at the end.

1. Literature review

The concept of green marketing was introduced in 1975 by the American Marketing
Association and ,over time, it has had various names such as environmental marketing,
organic marketing, social marketing, or sustainable marketing (Zhu and Sarkis, 2016). The
literature does not provide a universal definition of green marketing. A common element
describing this term is the explicit inclusion of environmental awareness in all its tools and
actions (Dangelico and Vocalelli, 2017). Dibb et al. (2005) define green marketing as an
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implementation of the four policies of the marketing mix (product, price, place, promotion)
without doing any harm to the environment. Peattie (2001) believes that green marketing
manages all the processes of the marketing activity in a profitable and sustainable way
(Peattie, 2001). Mishra and Sharma (2012) suggest that the concept of green marketing refers
to sustainable marketing, promoting the use of products in a socially and responsible way,
and introducing products that are non-toxic and do not harm the environment. At the same
time, green marketing is seen as a commitment of companies to environmentally friendly
products and services (Kinoti, 2011).

According to Yang and Calhoun (2007), the trigger for green marketing can be considered
the “green revolution”, which emphasizes environmental protection and sustainable
economic development and promotes green consumption, reducing the environmental
pollution. Bai et al. (2015) believe that green marketing was triggered by three main factors,
namely governmental factors, competitive factors, and opportunities. From the perspective
of governmental factors, environmental and sustainable development legislation has been
amended (Zhang and Wen, 2008) to protect consumers (Chan, 2001; Chan and Lau, 2000),
giving them the right to know the components of products. Thus, eco-labeling programs have
emerged, such as the Green Watch program in China (Liu et al., 2012).

From a competitiveness perspective, many businesses have included green issues in their
marketing strategy due to pressure from NGOs, government institutions, and
environmentalists. Holslag (2015) states that environmental management measures have
been adopted due to pressures on the supply chain, which have had an impact on the market
share of companies (Marquis and Qian, 2014). An example in this sense is the adoption of
ISO 14001 environmental certification in the automotive industry, which attests to the
environmental concerns of companies (Qi et al., 2011). Pressures can also be felt at a
competitive level. Businesses that have competitors with sustainable attitudes will strive to
adopt environmental policies to manifest their social responsibility. These pressures
determine entities to adopt environmentally friendly behaviors, including green marketing.
The opportunities offered by the market are considered triggers of green marketing because
companies/organizations are willing to adopt environmentally friendly attitudes to increase
their market share (Forsman, 2013).

All the mechanisms mentioned above have the power to influence the marketing and
organizational communication of companies (Marquis and Qian, 2014). Marketing
communication refers to the actions of companies to make themselves known through
advertising. These marketing actions can have ecological values through ISO 14001
certification (and through an ecological surveillance program). Certifications are not
promotional activities, but are perceived by the market as a barometer of environmental
performance.

With the advent of the green revolution, the concept of green consumption has been developed.
It is seen as a green self-identity of consumers (Sparks and Shepherd, 1992) and involves the
use of products that do not endanger human health or the environment through pollution and
other means. Within it, green consumers are the main actors in ecological consumption. Zhu
and Sarkis (2016) believe that green consumers are the ones who prefer products that are not
harmful to life and the environment. Therefore, ecological trends are set by consumers. They
put their mark on greening the supply chain (Brindley and Oxborrow, 2014).
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In terms of demographic segmentation, global research on green consumers presents them as
young, married, with high education, and high income (Gilg et al., 2005). In 2012, Shields
and Zeng stated that men are greener consumers than women (Shields and Zeng, 2012).
Studies conducted in Romania show that, although the important role of consuming green
food and produce such as fruits and vegetables for maintaining personal health is known, this
is not a priority for young people at the onset of professional life (Pocol et al., 2021). One
explanation is that, although consumers are interested in sustainable development, their
desires are not always behaviorally transposed (Dabija, Bejan, and Dinu, 2019). In designing
offers and in the promotion of brands, producers need to know the preferences and
expectations of consumers, because the sale of products for young consumers is no longer
possible without the use of ecological strategies either in production processes or in
marketing (Dabija, Bejan, and Dinu, 2019).

Economic development comes with several environmental problems: resource depletion,
deforestation, coastal recovery, desertification, climate change, pollution, and excessive
energy use. These issues jeopardize economic sustainability, public health, and social
stability (Zhu and Sarkis, 2016; Feher et al., 2021). Therefore, global economic growth has
also led to environmental concerns that have produced significant social changes, embodied
in the emergence of green markets and green consumers. As sustainability norms evolve,
certain competitive advantages emerge from the development of green products and a green
economy (Zhu and Sarkis, 2016). Thus, concerns related to green marketing began to appear
at the level of government, organizations, and final consumers, with the aim of avoiding
environmental degradation and facilitating the process of transition to a green economy
(Gouveaetal., 2013). Industrial organizations play an important role in influencing consumer
choices through green marketing strategies. Globally, social change has occurred and
consumers have put pressure on organizations to green their products and processes, thus
influencing green markets and innovation (Zhu and Sarkis, 2016).

Food systems contribute significantly to the deterioration of the ecological balance. From
this perspective, producers are faced with a new paradigm. On the one hand, the continuous
growth of the population means an increase in food production and an improvement in
nutritional values, and on the other hand, the production of green food involves higher
financial costs while the quantities are smaller (Brinzan et al., 2012). The main challenge for
producers is to identify new efficient production methods that meet the market needs and that
are also affordable (Popa et al., 2019). As a result, new environmental regulations have
emerged, and consumer environmental attitudes have become manifest in several areas (Yu,
2014). Regulatory pressures have arisen in the supply chain (Grumbine, 2014). The
COVID-19 pandemic brought a new perspective on consumption patterns and highlighted a
continuous orientation of young people toward sustainability, beyond the central dynamic
context and disruptions (Dabija, Bejan, and Dinu, 2019).

Consequently, one of the current concerns of companies is the implementation of profitable
green marketing strategies (Papadas et al., 2017). Because the concept of green marketing is
in a permanent dynamic, green marketing strategies have not significantly contributed to
improving the consumers’ quality of life or the health of the ecosystem (Polonsky, 2011).
This is where the need for a holistic and integrated analysis of green marketing and concept
development arose (Papadas et al., 2017). The mid-1990s were dominated by the emphasis
on sustainable consumption and production, by addressing policies and studies in
environmental reports debated at the UN, the OECD (Organization for Economic
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Co-operation and Development), and the Council for Sustainable Development (Peattie and
Crane, 2005). The global financial crisis, together with a changing society (Porter and
Kramer, 2011; Stoeckl and Luedicke, 2015), put sustainable development at the forefront so
that managers are aware of the need to integrate green marketing at the organizational level
(Unruh and Ettenson, 2010). Companies are guided to fulfill their social and sustainable
responsibilities (Geels et al., 2015) and integrate green marketing strategies. Through them,
they show that they recognize and internalize the importance of ecological concerns (Lash
and Wellington, 2007) and that they can gain a competitive advantage by differentiating and
developing the business (Gordon et al., 2011; Kotler, 2011).

However, some environmental and sustainability issues are still considered a constraint and too
costly for the business. Few industries (mining, chemistry) link them to marketing, as a function
of the latter (Shrivastava, 1995). It should be remembered, however, that green marketing is not
just about energy consumption and the depletion of natural resources, but it addresses species
extinction, ecosystem destruction (Gowri, 2004; Tantau & Santa, 2021), or supply chain
problems (Charter and Polonsky, 2017). Therefore, environmental issues become a competitive
factor in the market (Belz and Peattie, 2009; McDonagh and Prothero, 2014).

Another relevant aspect of green marketing is the gradual change of consumer mentality and
attitude toward sustainability (Chang et al., 2019). Psychological factors of consumers
regarding environmental protection issues gradually affect consumer behavior (Huang et al.,
2018). This means that an increased interest in the environment can lead to conscious
consumption and can have a positive influence on green consumption behavior. Green
marketing is discussed in papers dealing with sustainable strategies, namely the management
of the ecological supply chain (Cheng, Lin, and Wong, 2016). Its strategies regarding all
instruments of the marketing mix will have an impact on the greening attitude of consumers
and will respond to the characteristics of green consumption.

2. Research methodology

The main objective of this paper is to determine, from an empirical perspective, the
relationship between green marketing and the ecological behavior of consumers, as well as
the implications these constructs have on the future intention to buy green products. At the
consumer level, the factors under consideration are the willingness to buy products with green
marketing, the environmentally friendly lifestyle, and the willingness to pay a higher price
for green products. As described above, green marketing currently includes a wide range of
tools and actions that cover the entire marketing mix, from products made using ecological
materials to a distribution system that aims to protect the environment, as well as the
development of advertising and communication tools based on recyclable materials (Zhu &
Sakris, 2016). A digital component is added to the marketing mix, which, besides its practical
value, has an ecological component by reducing the consumption of paper and energy
(Papadas et al., 2017; Pelau and Acatrinei, 2019). Thus, we formulated the first hypothesis
of the research, as follows:

H1: Green marketing tools have a significant positive impact on green behavior and the
attitude of consumers.

Starting from the current ecological behavior and attitude, we want to measure the effects
they have on the availability to buy green products, the desire to have an environmentally
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oriented lifestyle, and the willingness to pay a higher price for green products. We tried to
determine if the ecological behavior is only a statement or if it is transposed into action. We
also measured whether the consumer’s awareness of environmental issues has a contribution
to the future intention to buy green products. Therefore, the following hypotheses are
formulated:

H2: The willingness to buy green products has a mediating effect on the relationship between
the ecological consumer behavior and attitude and the future intention to buy green products.

H3: An environmentally oriented lifestyle has a mediating effect on the relationship between
ecological behavior and attitude and the future intention of consumers to buy green products.

H4: The willingness to pay a higher price for green products mediates the relationship
between the consumers’ ecological behavior and attitude, and the future intention to buy
green products.

To empirically validate the proposed hypotheses, quantitative methods were applied, and the
data were collected using an online questionnaire, administered in November 2021. We
obtained 689 valid answers from a population aged between 20 and 70 years (25.1% less than
20 years, 39.1% between 21 and 30 years, 13.7% between 31 and 40 years, 11.6% between
41 and 50 years, 7.6% between 51 and 60 years, 2.6% older than 60 years) and represented
by both genders (77.9% women and 22.1% men).

The questionnaire comprises 42 items, measured using a seven-point Likert scale, with 1 as
total disagreement and 7 as total agreement. In more detail, 16 items were used to measure
the identification of green marketing instruments. Of these items, 8 items have been adapted
from Zhu and Sakris (2016) for the product policy, 5 items have been adapted from Zhu and
Sakris (2016) for the communication policy, and 3 items have been adapted from Papadas et
al. (2017) for the digital instruments. To measure the ecological behavior and attitude of
consumers, 9 items have been adapted from Confente et al. (2020), Peterson et al. (2021),
and also self-determined items have been used. Some of the items developed by Peterson et
al. (2021) have been adapted to measure the future intention of having an ecological behavior.
The willingness to buy green products or products with green marketing is measured by using
three items adapted from Confente et al. (2020) and self-determined items. The
environmentally oriented lifestyle is assessed using five self-determined items. The
willingness to pay more for green products is measured using four items adapted from Hojnik
etal. (2021).

3. Research results
3.1. Results of the confirmatory factor analysis

To test the validity of the selected items and to determine the variables, a confirmatory factor
analysis was performed, based on the principal component method and with varimax rotation,
using the SPSS 20.0 program. The value of the Kaiser-Meyer-OlKkin test was 0.943 and the
significance of the value of the Bartlett sphericity test was p < 0.001, indicating a good fit of
the data for factor analysis. Considering the eigenvalues greater than 1, eight factors were
established, explaining 70.23% of the total variance of the model. Of the eight factors, three
relate to the characteristics of green marketing, while another five factors relate to the
ecological behavioral component of consumers.
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The first factor (F1) contains items related to the product policy of green marketing, referring
to the sale of green products (0.736), products with eco-label (0.473), ecological materials
from which the product is made (0.741), an environmentally oriented production system
(0.762), logistics (0.595) and research and development (0.725), as well as the packaging of
products made of ecological (0.716) or recyclable (0.699) materials. The validity of this
factor is given by the Cronbach-Alpha value of 0.878, and the average value of the factors is
M=5.62.

The second factor (F2) refers to the ecological communication policy and contains items on
promoting ecological claims (0.629) and supporting the recycling process (0.733), as well as
creating an environmentally oriented image (0.699) and promoting environmental knowledge
(0.732) and environmental standards and policies (0.570). The average value of this factor is
M=5.47, and the validity is confirmed by the Cronbach-Alpha value of 0.864.

The third factor (F3) contains three items on the role of e-commerce in protecting the
environment. It contains items on the role of online advertising in reducing paper
consumption (0.692), the greening of e-commerce (0.780), and the use of recycled materials
for advertising tools (0.718). The Cronbach-Alpha value for this factor is 0.804 and the
average value is M=4.89.

The fourth factor (F4) describes the ecological behavior of consumers. It contains five items
about one’s perception of the ecological attitude and four items about ecological actions. The
perception of the ecological attitude is measured by the concern for the environment (0.587),
the priority given to environmental protection (0.597), the importance given to ecological
materials (0.709), and energy use (0.724) in the manufacturing process of the purchased
products, as well as whether respondents consider themselves ecological consumers (0.678).
The actions relate to the current behavior of buying only green products (0.730), products
from environmentally friendly companies (0.741), or products with green marketing (0.695),
as well as the recommendation to buy green products (0.615). Although it combines attitude
elements with behavioral elements, this factor has a good validity with a Cronbach-Alpha
value of 0.925. The average value is M=4.33.

The fifth factor (F5) refers to the satisfaction that ecological behavior gives. It contains three
items on how the purchase of green products is associated with ecological behavior (0.662),
environmental responsibility (0.660), and the satisfaction it creates (0.609). This factor has a
Cronbach-Alpha value of 0.892 and an average value of items of M=5.14.

The sixth factor (F6) contains items related to the ecological lifestyle. It includes the
management of consumption (0.493) and the lifestyle (0.619) suited for ecological
consumption. It also refers to the perception of the impact that a clean environment has on
one’s and the family’s health (0.839), on society (0.864), and future generations (0.833). The
validity of this factor is given by the Cronbach-Alpha value of 0.867, and the average value
of the items is M=6.16.

The seventh factor (F7) describes the intention to behave ecologically in the future. It
contains an item on the availability to give up the non-ecological behavior (0.736) and four
items on the intentions of future actions. These items are similar to those in F5, but are
formulated in the future tense by measuring the intention to behave environmentally friendly.
This factor refers to the intention to buy green products (0.770), products with green
marketing (0.745), as well as the recommendation to buy green products (0.758), and
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products with green marketing (0.690). This factor has a Cronbach-Alpha value of 0.938 and

an average

item value of M=4.88.

The last factor (F8) is the willingness of consumers to pay a higher price for green products.
It contains four items on the willingness to pay a higher price for green products (0.713), and
for products that contribute to a cleaner environment (0.742), the pride of paying a higher
price for green products (0.779), and the contribution this additional price has for the planet
(0.765). The Cronbach-Alpha value for this factor is 0.887, and the average value of the items

is M=4.54.

Table no.1 presents the items grouped into the eight factors extracted using confirmatory
factor analysis, in addition to the mean score for each item and the respective loadings.

Table no. 1. Results of the confirmatory factor analysis

Variable | Description Mean ICFA
oading

F1. Green marketing based on product policy (items adapted from Zhu and Sakris, 2016)

M=5.62, Cronbach-Alpha=0.878, AVE=0.547, CR=0.906

Co 01 Green marketing refers to the sale of green / environmentally friendly | 5.83 0.736
products.

Co_02 Green products refer to the sale of eco-labeled products. 5.36 0.473

Co_03 Green marketing refers to the sales of products made out of ecological | 5.54 0.741
materials.

Co_04 Green marketing refers to products with an ecological / | 6.02 0.762
environmentally friendly production process.

Co_05 Green marketing refers to products made as a result of research and | 5.66 0.725
development processes focused on the environment.

Co_06 Green marketing refers to products with an ecological logistics system. | 5.27 0.595

Co_07 Green marketing refers to products with packaging made of ecological | 5.53 0.716
materials.

Co_08 Green marketing refers to products with recyclable packaging. 5.71 0.699

F2. Green marketing based on communication policy (items adapted after Zhu and Sakris, 2016)

M=5.47, Cronbach-Alpha=0.864, AVE=0.648, CR=0.902

Co 09 Green marketing refers to the promotion of ecological claims. 5.43 0.629

Co_10 Green marketing refers to companies with an environmentally focused | 5.17 0.699
corporate image.

Co 11 Green marketing refers to companies that promote recycling. 5.39 0.733

Co_12 Green marketing refers to companies that promote knowledge about | 5.47 0.732
ecology and environmental protection.

Co_13 Green marketing refers to the promotion of environmentally friendly | 5.86 0.570
standards and practices.

F3. Green marketing based on digitalization (items adapted from Papadas et al., 2017)

M=4.89, Cronbach-Alpha=0.804, AVE=0.719, CR=0.885

Co_14 Green marketing refers to the promotion of online advertising to | 5.10 0.692
reduce advertising materials made out of paper.

Co_15 Green marketing refers to the promotion of e-commerce because it is | 4.59 0.780
more environmentally friendly.

Co_16 Green marketing refers to the use of recycled materials for advertising | 4.97 0.718
tools.

F4. Ecological behavior and attitude (items adapted after Confente et al., 2020, Peterson et al., 2021)

M=4.33, Cronbach-Alpha=0.925, AVE=0.623, CR=0.937

Eco_17 | consider myself a person concerned with environmental issues. 5.40 0.587

Eco_18 Environmental protection is a constant priority for me. 5.23 0.597
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Variable | Description Mean ICFA
oading

Eco 19 | consider myself an ecological consumer. 4.61 0.678

Eco_23 1 am concerned about the use of ecological materials in the production | 4.59 0.709
process of the products that | buy.

Eco_24 I am concerned about the energy consumption in the production | 4.40 0.724
process of the products | buy.

Act 30 At the moment, | buy only green products. 3.50 0.730

Act_31 At present, | buy only products from companies that are committed to | 3.58 0.741
environmental protection practices.
Act_32 Currently, | only buy products from companies that have green | 3.47 0.695
marketing.
Act_33 At present, | recommend to acquaintances to buy green products. 4.16 0.615
F5. Willingness to buy green products (self-determined items)
M=5.14, Cronbach-Alpha=0.892, AVE=0.824, CR=0.934

Eco 20 Buying green products makes me feel like a green consumer. 4.94 0.662
Eco_21 Buying green products makes me feel responsible for the environment. | 5.36 0.660
Eco_22 Buying green products gives me some satisfaction. 5.12 0.609

F6. Environmentally oriented lifestyle (self-determined items)
M=6.16, Cronbach-Alpha=0.867, AVE=0.656, CR=0.905

Act_25 | want to manage my consumption in such a way that it does not harm | 5.57 0.493
the environment.

Act_26 | want to have a lifestyle that contributes to the protection of the | 5.88 0.619
environment.

Act_27 I believe that a healthy and clean environment has a major impact on | 6.44 0.839
the health of my family and myself.

Act_28 | believe that a healthy and clean environment has a major impact on | 6.42 0.864
the society | belong to.

Act_29 | believe that a healthy and clean environment has a major impact on | 6.46 0.833

future generations.
F7. Intention to buy products with green marketing (items adapted from Peterson et al., 2021)
M=4.88, Cronbach-Alpha=0.938, AVE=0.803, CR=0.953

Int_34 In the future, | am determined to give up products that are not green. 4.72 0.736

Int_35 In the future, | am determined to buy only green products. 4.72 0.770

Int_36 In the future, 1 am determined to buy products that have green | 4.72 0.745
marketing.

Int_37 In the future, | will recommend more green products. 5.23 0.758

Int_38 In the future, 1 will recommend more products that have green | 5.03 0.690
marketing.

F8. Willingness to pay more for green products (items adapted from Hojnik et al., 2021)
M=4.54, Cronbach-Alpha=0.887, AVE=0.749, CR=0.923
Price_39 | | am willing to pay more for green products. 4.76 0.713
Price_40 I always prefer products with a higher price if their production and sale | 4.77 0.742
lead to a cleaner environment.

Price_41 | | am proud to pay a higher price for green products. 4.01 0.779
Price_42 | By paying a higher price for green products, | contribute to saving the | 4.61 0.765
planet.

3.2. Results regarding the relation between green marketing, ecological behavior,
and the intention to buy green products in the future

To determine the relationship between green marketing, ecological behavior, and the
intention to buy green products in the future, a two-stage model was developed. In the first
stage, the impact of the green marketing instruments on ecological behavior has been
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measured empirically. In the second stage, a mediation model was tested, having the
ecological behavior as an independent variable, the intention to buy as a dependent variable,
and the willingness to buy green products, pursue an environmentally oriented lifestyle, and
the willingness to pay a higher price for green products as mediating variables.

In the first stage, the impact of green marketing on the ecological behavior of consumers was
measured. To determine this relationship, a structural equations model was created based on
the least-squares method, with ecological behavior as a dependent variable and the three
components of green marketing, determined in the factor analysis, namely product policy,
communication policy, and digitalization as independent variables. To test the validity of the
relationship, a bootstrapping having 5,000 distinct samples, was applied, using the Smart-
PLS 3 program.

The results show that all three components of green marketing have a significant positive
impact on the ecological behavior of consumers. Digitalization has the highest influence with
a coefficient p=0.272, (t=5.919, p=0.000, CI=[0.198; 0.349]). Although this component is
the least associated with green marketing, having the lowest average of items (M=4.89), the
use of e-commerce has other benefits for the consumer, leading to a greater impact on
ecological behavior. Product policy, which also includes certain elements of logistics and
distribution, also has a significant positive impact on environmental behavior, with a
coefficient p=0.171 (t=3.234, p=0.001, CI=[0.088; 0.263]). The smallest influence pertains
to the communication policy, which has a positive impact of acceptable significance, having
=0.090 (t=1.716, p=0.086 <0.10, CI=[0.004; 0.175]). The results of this model can be seen
in Table 2. These results show that green marketing, through its components, has an impact
on ecological behavior and thus confirms hypothesis H1.

Table no. 2. Relation between green marketing
and the ecological behavior and attitude

Dependent varlaple. Ecological behavior B sD t cl
Independent variables

Green marketing based on product policy 0.171 |0.053 |3.234*** |[0.088;0.263]
Green marketing based on communication policy |[0.090 [0.052 |1.716* [0.004; 0.175]
Green marketing based on digitalization 0.272 |0.046 |5.919*** |[0.198;0.349]

Note: *** p < 0,01, ** p < 0,05, * p < 0,10.

In the second stage of the model, we tested the relationship between ecological behavior and
the intention to buy green products in the future, introducing the willingness to buy green
products and to pay a higher price for them, in addition to an environmentally oriented
lifestyle, as mediating variables. To test the validity of this mediation model with three
mediating variables, a model of structural equations was created and was tested using the
bootstrapping method based on 5000 distinct samples, in the Smart-PLS 3.0 program.

The results of the mediation model indicate that the independent variable “ecological
behavior” has a significant positive influence on the mediating variables (a-path) with the
following coefficients f=0.680 (t=29.251, p=0.000, CI=[0.641; 0.717]) for the willingness to
buy green products, $=0.483 (t=17.493, p=0.000, CI=[0.438; 0.529]) for an environmentally
oriented lifestyle and $=0.610 (t=22.110, p=0.000, CI=[0.563; 0.654]) for the ecological
price. It can be seen that the ecological behavior and attitudes have the greatest influence on
the willingness to buy green products and pay a higher price for them. All three mediating
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variables positively influence (b-path) the dependent variable “intention to buy green
products in the future” with the following coefficients B=0.160 (=3.937, p=0.000,
CI=[0.093; 0.228]) for the willingness to buy green products, p=0.178 (t=6.464, p=0.000,
CI=[0.133; 0.223]) for the ecological lifestyle and p=0.315 (t=8.527, p=0.000, CI=[0.256 ;
0.377]) for the willingness to pay a higher price for green products.

The biggest influence on future intention comes from the willingness to pay a higher price
for green products. The direct effect of the independent variable “behavior and ecological
attitude” on the dependent variable “future intention to buy green products” is also positive
and significant, having p=0.316 (t=8.292, p=0.000, CI=[0.252; 0.378]). The total effect of
the model is also positive and significant, and the higher value of the coefficient f=0.703
(t=33.393, p=0.000, CI=[0.668, 0.737]) confirms the existence of a mediation. This is also
confirmed by the significant value of the indirect effect having =0.387, (t=12.660, p=0.000,
Cl1=[0.338; 0.439]).

The results can be seen in Table 3. Therefore, hypotheses H2, H3, and H4 are confirmed, and
the willingness to buy green products, the environmentally oriented lifestyle, and the
willingness to pay a higher price mediate the relationship between the current behavior and
attitude towards green products and the intention to buy green products in the future.

Table no. 3. Mediation model between the current ecological behavior
and attitude and the future intention to buy products with a green marketing

Relation B SD t Cl

Eco >Eco-buy (a-pathl) 0.680 0.023 29.251*** | [0.641; 0.717]
Eco - Eco-life (a-path2) 0.483 0.028 17.493*** | [0.438; 0.529]
Eco = Eco-price (a-path3) 0.610 0.028 22.110*** | [0.563; 0.654]
Eco-buy > Eco-intention (b-pathl) 0.160 0.041 3.937*** | [0.093; 0.228]
Eco-life >Eco-intention (b-path2) 0.178 0.027 6.464*** | [0.133; 0.223]
Eco-price > Eco-intention (b-path3) 0.315 0.037 8.527*** | [0.256; 0.377]
Eco >Eco-intention (direct effect) 0.316 0.038 8.292*** | [0.252; 0.378]
Eco 2> Eco-intention (total effect) 0.703 0.021 33.393*** | [0.668, 0.737]
Eco 2> Eco-intention (indirect effect) 0.387 0.031 12.660*** | [0.338; 0.439]

Note: *** p < 0,01, ** p < 0,05, * p < 0,10.

The complete model with the influence of the three components of green marketing, as well
as the mediation model, can be seen in Figure 1.
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Figure no. 1. The model describing the relation between green marketing, ecological
behavior and attitude, and the intention to buy green products

4. Discussions

The results of the research highlight the importance of green marketing on the ecological
behavior and attitude of consumers. The paper also measures the impact of the willingness
to buy and pay a higher price for green products and pursue an ecological lifestyle on the
future intention to buy green products.

In the first stage of the proposed model, although respondents mostly associate the ecological
elements of production, distribution, or communication with green marketing, digitalization
has the biggest influence on the ecological behavior and attitude. Although not directly
related to green marketing, most consumers adopt e-commerce or online communication,
which has a positive impact on the environment. It should also be noted that this type of
behavior is not necessarily determined by an ecological attitude, but can be determined by
the benefits that digitalization has on consumers’ activity. In this case, the influence on the
environment is a side effect of digitalization and it is not necessarily associated with
ecological behavior. This is confirmed by other research that revealed that digital behavior
reduces energy consumption (Pelau & Acatrinei, 2019).

The ecological elements implemented in the marketing mix, such as green products,
distribution, or communication, are prominently associated with the ecological behavior and
attitude. Although in the short term, it may have a lower effect on the environmental behavior
and attitudes, companies need to pursue environmentally oriented policies, considering the
policies developed in the European Union through the Green Deal, to develop a green
environment and a conscious attitude to protect the environment. From the point of view of
environmental protection, it is important to implement any kind of policies that lead to a
green economy. At the same time, it is important to increase consumer awareness of
environmental protection. Therefore, it is recommended to continue the environmental
policies supported by the European Green Deal.

Vol. 24 + No. 60 » May 2022 34



q 8 The Impact of Green Marketing on the Consumers’ Intention
to Buy Green Products in the Context of the Green Deal

The second stage of the analysis tested whether the ecological attitude was also transposed
into practical measures. First, the independent variable of the mediation model underscores
the correlations between items about the ecological attitude (“I feel like an ecological
consumer”) and items that describe actions associated with the purchase of green products.
The impact of the current ecological behavior on the future intention to buy green products
is tested through a mediation model. The mediating variables propose three types of attitude
associated with ecological behavior. The first attitude refers to the association between being
a green consumer and the buying of green products. Thus, the current ecological behavior
has a positive impact on this relationship, which subsequently influences the future intention
to buy ecological products. The second attitude refers to a healthy lifestyle and responsibility
for society. This mediation relationship is also confirmed, proving that the ecological attitude
and behavior determine changes in the lifestyle of consumers through a stronger orientation
toward the environment and a stronger responsibility toward peers and future generations.
The latter attitude refers to the willingness to pay a higher price for green products. This is
the most sensitive mediating variable, having the highest coefficient, and also has a positive
impact on the future intention to buy green products.

Conclusions

The empirically tested model presented in this paper confirms the complexity of the
ecological behavior and its significance. Understanding this behavior with all the associated
attitudes is essential for the development and promotion of green products. For
environmentally friendly companies, it is important to know the attitude of consumers to
include it in future research related to the development, production, and distribution of green
products, but also to create communication messages designed to attract the consumers’
attention. The success of a green marketing approach depends largely on the individual’s
ability to adapt to an environment where respect for nature is above all else. These values of
environmental behavior are also crucial for policies and measures adopted under the
European Union’s Green Deal. These policies aim to raise consumer awareness of the
importance of protecting the environment, promoting a balanced lifestyle in harmony with
nature, and acknowledging the responsibility for future generations.

The results of this research have important theoretical and practical implications. From a
theoretical perspective, this model explains the impact of the marketing mix instruments on
the ecological lifestyle and the willingness of consumers to buy and pay more for green
products. It complements existing research by explaining how marketing instruments
determine the intention of consumers to buy green products in the future. The results also
have important managerial implications for companies that use green marketing, highlighting
the impact of the marketing mix on ecological behavior. An important result in this regard is
the use of electronic marketing instruments to reduce pollution and energy consumption. One
of the limitations of the research refers to the way in which marketing instruments have been
selected for the used items. Future research may further develop these instruments to verify
their impact on ecological consumer behavior. In the context of the European Green Deal,
green marketing continues to be of great importance for ecological consumer behavior.
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