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Abstract - The report as decorated in the literature, In the 

contemporary setting, green products that are produced in an 

ecologically responsible manner are getting greater attention. 

The cause of the concentration of people around these items 

because of environmental interests such as conserving water; 

protecting natural resources and health consciousness. The 

present study aims to investigate the electronic word of mouth 

(e-wom) and green products purchasing connection, the study 

also looks into the relationship that is not direct through the 

attitude towards environmental concern, environmental 

knowledge, and environmental consciousness. The think 

comprises of 235 customers as respondents. The female 

respondents are a larger part of this inquiry. The ages of those 

overviewed were underneath 25 a long time to over 55 a long 

time. Headed To gauge e-wom influence, five indicators and to 

assess attitude towards environmental concern, environmental 

knowledge, and environmental consciousness eight indicators 

have been used. Respondents were asked to consider and 

provide details about the green items they had purchased in the 

previous months to gauge the regularity of their purchases. 

Additionally, the possibility of buying green items is indicated 

by the assessment of purchasing willingness for green products. 

According to the study, e-wom has a direct impact on Green 

product Purchasing, and also indirectly through environmental 

concern, environmental knowledge, and environmental 

consciousness. 

Keywords: Purchasing Regularity, Purchasing Willingness,               

E-Word of Mouth, Green Products, Environmental Concern, 

Environmental Knowledge and Environmental Consciousness 

I. INTRODUCTION 

In the current situation, various examinations have managed 

the rising consumer prominence for green products. The 

board because of environmental interests is one of the causes 

why these products are looked at. A green product has the 

qualities that will protect the environment. The number of 

people using green products worldwide is rising. By 

preferring green products to safeguard from pollution, and to 

protect the diversity of plant and animal life. In this regard, 

there is a shared responsibility to find and implement new 

eco-friendly technologies or goods to avoid environmental 

problems such as global warming, air, water, land, space, and 

sound pollution, as well as the effects on health and other 

natural disasters. Green products are those that do not affect 

the environment in their manufacture, usage, or disposal. 

When used, some of these green items help conserve energy, 

minimize carbon footprint or greenhouse gas emissions, and 

do not cause significant toxicity or damage to the 

environment. Green items may be readily biodegraded, 

recycled, refilled, or composted (Rajalakshmi et al., 2024). 

Hence, they do not damage the environment. Concerning the 

purchase of green products concepts be pointed out inside the 

written works purchasing reasons for green products: on the 

one hand, environmental concern, environmental knowledge, 

and environmental consciousness, (identified with products); 

and, on the other hand, e-word of mouth (related to consumer 

preference). The public's capacity, willingness, and 

involvement in environmental concerns is referred to as their 

first environmental concern (Abduljaleel et al., 2024). A 

green buyer is someone who avoids products that have the 

potential to harm the environment. Individual environmental 

care increases both intention and purchase behavior, hence 

individual environmental worry is a fantastic incentive to 

buy. Similarly, environmental concern had a significant 

influence on the design of green packaged commodities, and 

rising individual environmental awareness prompted 

customers to purchase environmentally friendly goods, apps, 

and cars. Previous research has shown that people who are 
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mailto:jkani.sms@velsuniv.ac.in
mailto:rnrhari@gmail.com
mailto:dean.sms@velsuniv.ac.in
https://orcid.org/0000-0002-6685-8785
https://orcid.org/0000-0001-5873-9295


A.R. Rajalakshmi, Dr.S. Jayakani, Dr. Harihara Shanmugam and Dr.P.R. Ramakrishnan 

IJISS Vol.14 No.4 October-December 2024                                        80 

aware of environmental issues typically adopt ecologically 

favorable practices (Kothari, 2004). The amount of 

information about a product influences consumers' choice of 

product, and a large number of consumers demonstrate their 

increased knowledge of various environmental problems, 

preference for green products, and willingness to pay a 

premium for them. This indicates that people with high 

environmental knowledge have positive attitudes toward 

purchasing environmentally friendly products (Pokric et al., 

2015). Additionally, people who use digital media more 

frequently are more concerned with environmental issues and 

possess sufficient knowledge of eco-friendly products. Many 

literatures have highlighted that environmental consciousness 

refers to an individual's views and attitudes about their 

consumption habits. People who are environmentally 

concerned have similar ideals. People who care about the 

environment and employ renewable resources. Humans who 

can act in the interests of nature and prioritize others above 

themselves. Growing environmental consciousness displays 

one's concerns about environmental issues, which has a 

significant impact on purchasing decisions. Lastly, 

interactions between digital media influence purchasing 

decisions both directly (by encouraging buyers to respond to 

peers) and implicitly (by the amount of time spent 

contemplating and studying a product). Electronic word-of-

mouth (e-WOM) generally refers to any positive or negative 

statement made by potential, actual, or former customers 

about a product or company that is made available to a large 

number of people and institutions via the Internet. 

Furthermore, digital media experiences are linked positively 

to raising the growing environmental issues and product 

attitudes. In this study, the examiner for attitude towards 

environmental concern, knowledge, and consciousness by the 

buyers when they buy green products, is posed. Because these 

items are meant to have the qualities that the "seekers" of 

green products desire, this reality causes them to have a 

stronger propensity towards eco-friendly products 

(Radmanović et al., 2018). To the best of our insight, this 

relationship has not been investigated yet in the literature 

(Llopiz-Guerra et al., 2024). 

Objectives 

1) To examine the relationship between the e-wom and 

the purchase of green products. 

2) To examine the attitude of consumers towards 

environmental concern, environmental knowledge, 

and environmental consciousness in the purchase of 

green products. 

3) To examine the relationship between these variables 

(environmental concern, knowledge, and 

consciousness). 

4) The mediating effect of environmental concern, 

knowledge, and consciousness in the relationship 

between e-wom and the purchase of green products.  

 

 

 

II. REVIEWS OF LITERATURE 

Buttle (1998) customer decisions are influenced more by 

word-of-mouth than by other information sources within the 

control of marketers. Consumer awareness, expectations, 

perceptions, attitudes, behavioral intentions, and conduct are 

all influenced by word-of-mouth. 

Hennig-Thurau et al., (2004) "Positive or negative views 

expressed by potential, actual, or former customers about a 

product or company, which is accessible to people and 

institutions via the Internet" is the definition of electronic 

word-of-mouth (WOM). It may be disseminated in several 

ways, including through emails from customers, posts on 

social media, and blog or business review websites. 

Godes & Mayzlin, (2004) examined the use of online chats 

to research word-of-mouth communication by examining 

discussions on Usenet, a collection of many newsgroups 

covering a wide range of topics. It was discovered that online 

talks can provide a practical way to gauge word-of-mouth. 

Litvin et al., (2008) studied eWOM in the hospitality and 

tourism industry and think that eWOM or user-generated 

content is the new form of dissemination of messages on the 

internet that can serve informational needs by offering 

experiential information that is detailed and without any 

commercial interests. 

Minazzi & Minazzi, (2015) the two types of word-of-mouth 

(WOM) have been contrasted by the author of "Social Media 

Marketing in Tourism and Hospitality." The message's nature 

was taken into consideration initially. Because most 

consumers post their thoughts on the web 23 without 

targeting a single known individual, eWOM is indirect and 

often a written message that is visual, whereas the old idea of 

WOM is understood to be spoken and targeted to a certain 

person (Malhotra, 2010). 

Porter & Van Der Linde, (1995) environmental standards 

can be appropriately developed via innovation, lowering the 

overall cost of a product or increasing the value of a company, 

making it more competitive. Reducing environmental effects 

comes at the cost of enabling businesses to make better use 

of their labor, energy, and raw resources. 

Zhang & Xie, (2022) The impact of customer environmental 

concerns on manufacturing companies' profit margins 

Consumers who care about the environment could have a 

high demand for green products and be willing to pay more 

for them. The findings indicate that while customer worries 

about the environment have a positive effect on low-energy 

businesses' profit margins, they hurt high-energy businesses' 

profit margins.  

Göçer & Sevil Oflaç, (2017) In Turkey, younger customers 

purchased eco-labeled things. The findings indicated that 

there had been agreements on environmental issues. Younger 

customers participated in green marketing and were familiar 

with environmentally friendly items. Furthermore, there were 
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no improvements in the degree of knowledge of 

environmentally friendly products and Green marketing 

strategies in terms of demographics. 

Hojnik et al., (2019) the purpose of this study was to 

examine the relationship between environmental concerns 

and consumer purchasing intentions by examining how 

customers' familiarity with and awareness of eco-products, 

along with their perceived sense of environmental 

responsibility, mediate the relationship between the two. To 

evaluate the suggested conceptual model, the authors used 

structural equation modeling on a sample of 705 Slovenian 

consumers. 

Gambro & Switzky, (1996) argued that gender plays a role 

in acquiring environmental knowledge in this survey, 29.2% 

of female high school students had a good understanding of 

energy and pollution issues, compared to nearly 44% of male 

students. 

Kang et al., (2013) assessed a customer's knowledge about 

ecologically friendly products even though customers could 

acquire all the information on eco-products, it was revealed 

that many businesses did not adopt or update their green 

marketing strategy plan. When gender, age, and wealth were 

all taken into account, the study found no influence on 

awareness.  

Dunlap & Jones, (2002) although they can be characterized 

and organized similarly to other forms of attitudes, 

environmental attitudes are not essentially distinct from them. 

Put another way, although opinions on different 

environmental topics may vary in certain ways, they all 

eventually contribute to a common, broad environmental 

mindset known as environmental concern. 

Zehra et al., (2012) environmental challenges related to the 

Knowledge Industry, from conceptualization through 

transmission of knowledge to end users from accessible 

sources. Although the scale of the business and its impact on 

the environment is relatively significant, precise and reliable 

statistics about environmental concerns linked with the 

Knowledge Industry are accessible. 

Eagly (1993) "A psychological inclination manifested by 

appraising a certain entity with some degree of favor or 

dislike" is how attitude is defined (p. 1). We consider an 

attitude to be a mental state that encompasses an individual's 

level of acceptance or rejection of the object of attitude. Put 

differently, an individual's attitude signifies their inclination 

to behave either positively or negatively towards the object 

of their attitude. 

Dash (2000) found a favorable and substantial association 

between environmental attitude and environmental 

awareness among rural and urban women at the 1% level. It 

was also noticed that the relationship was significantly 

favorable for aspects such as nature balance, pollution, and 

environmental sanitation for urban women, and conservation 

and nature balance for rural women. 

Lee (2011) research looks at the links between environmental 

consciousness, willingness to pay extra for environmentally 

friendly fashion goods, and college students' purchasing 

behavior. It also investigates the consequences of 

participation, which is regarded as one of the most essential 

qualities in clothing purchase behavior. Customers who care 

about the environment and are ready to pay more for green 

products cherish them. 

The Present Study 

It is suggested in this literature-based research that e-wom is 

related to the purchasing of green products, both directly and 

indirectly through a greater concern for the development of 

these products in the minimizing of environmental impacts, 

through reducing waste and maximizing resource efficiency, 

being recycled, reused and is biodegradable. We therefore 

propose that environmental concern, knowledge, and 

consciousness mediate the relationship between e-wom and 

the frequency and willingness to purchase green products 

(Fig. 1).  

 

Fig. 1 Conceptual Framework 

III. METHODOLOGY  

Non-probability sampling was utilized in the investigation. 

The sample is chosen using the convenience sampling 

approach. In the Tamil Nadu district of Chengalpattu, 300 

responders received an electronic questionnaire. 

Nevertheless, only 235 filled responses were received. Thus, 
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235 customers make up the sample for this study. The 

participants in this study ranged in age from under 25 to over 

55. Women made up the bulk of those who responded (Etikan 

et al., 2016). 

Measurement 

The scale used for e-wom, which contains five indicators, is 

used to measure e-word of mouth with a five-point Likert 

scale, with 5 (strongly agree) to 1 (strongly disagree). Eight 

variables were chosen, and they were rated on a five-point 

Likert scale from (strongly disagree) to (strongly agree) to 

gauge environmental concern, knowledge, and consciousness 

(Table I).  

The question, "How often had you purchased them in the 

prior months?" asks respondents to consider and rate their 

regularity of purchasing green goods on a scale from 1 

(rarely) to 5 (very often). Additionally, respondents were 

asked to rate their likelihood of purchasing green items on a 

scale from 1 (extremely low) to 5 (very high), to quantify 

their purchasing willingness for green products. The 

correlation analysis shown in Table II of this research, the 

analysis shows a positive and significant relationship among 

the indicators (Schober et al., 2018). Descriptive Statistics for 

e-WoM and Green Product Purchasing Behavior, Showing 

Median, Mode, Mean, and Standard Deviation for each 

Variable shown in Fig. 2. Testing paths table shown in               

Table III, IV. 

Result Analysis 
 

TABLE I DESCRIPTIVE STATISTICS FOR EACH VARIABLE 

Descriptive Statistics for Electronic Word of Mouth 

Variables Median Mode Mean S. D 

I frequently peruse internet product reviews from other customers to find out which goods people find appealing. 4.00 4 4.03 .627 

I constantly check internet product reviews left by other customers to make sure I'm purchasing the correct item. 4.00 4 4.21 .556 

Before making a purchase, I usually research products online and read reviews from previous customers. 3.00 3 3.46 .947 

I worry about my choice when I purchase a product or brand if I don't check customer evaluations online. 4.00 4 3.61 .803 

I'll talk favorably about the items in digital media. 4.00 4 4.28 .653 

Descriptive Statistics for Factors related to environmental concern, environmental knowledge, and environmental consciousness 

Concerning the condition of the global environment and its implications for coming generations, I am very 

concerned. 

4.00 4 3.59 .854 

The environment is being gravely abused by humans. 4.00 4 3.65 .968 

To survive, humans need to coexist peacefully with the natural world. 4.00 4 3.36 1.159 

I believe the environmental situation is deteriorating. 4.00 4 3.96 .931 

I believe we must preserve the environment. 4.00 4 3.96 .777 

I contribute to environmental conservation by purchasing eco-friendly items. 4.00 4 3.77 .993 

Significant societal transformations are required to safeguard the ecosystem. 4.00 4 3.69 .950 

My family and I have requested to recycle some of our used items. 4.00 4 3.93 .769 

Descriptive Statistics for Purchase of Green Products 

Regularity of purchasing green products 2.00 2 2.81 1.143 

Willingness to purchase green products 4.00 5 3.74 1.177 

 

 

Fig. 2 Descriptive Statistics for e-WoM and Green Product Purchasing Behavior, Showing Median, Mode, Mean, and Standard Deviation for each Variable 
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TABLE II CORRELATION ANALYSIS FOR E-WORD OF MOUTH, ENVIRONMENTAL CONCERN, ENVIRONMENTAL KNOWLEDGE, 

ENVIRONMENTAL CONSCIOUSNESS, AND PURCHASE OF GREEN PRODUCTS 

Correlation Matrix 

 e-wom v1 v2 v3 v4 v5 v6 v7 v8 RoP WtP 

Correlation e-
wom 

1.000 .505** .485** .578** .478** .493** .356** .299** .399** .377** 513** 

v1 .505** 1.000 .741** .661** .411** .386** .293** .489** .294** .426** .385** 

v2 .485** .741** 1.000 .744** .377** .478** .399** .529** .388** .450** .469** 

V3 .578** .661** .744** 1.000** .416** .487** .441** .607** .425** .403** .617** 

V4 .478** .411** .377** .416** 1.000 .388** .405** .214* .377** .221** .442** 

V5 .493** .386** .478** .487** .388** 1.000 .276** .229** .637** .366** 452** 

V6 .356** .293** .399** .441** .405** .279** 1.000 .330** .217* .183* .372** 

V7 .299** .489** .529** .607** .214* .229** .330** 1.000 .219** .289** 370** 

V8 .399** .294** .388** .425** .377** .637** .217* .219** 1.000 .307** .314** 

RoP .377** .426** .450** .403** .221** .366** .183* .289** .307** 1.000 .361** 

WtP .513** .385** .469** .617** .442** .452** .372** .370** 314** .361** 1.000 

*p<0.05, **p<0.01 

 

TABLE III COEFFICIENTS FOR THE MEDIATING EFFECT OF E-WOM ON THE REGULARITY OF PURCHASE OF GREEN PRODUCTS 

Y1 - e-wom environmental concern, environmental knowledge, and environmental consciousness Regularity of purchasing 

green products 

Testing paths B SE(B) 95% β Sr2 

(Path - c) DV is Regularity of purchasing green products 

R2 =.14; F= 16.27 p <.01 

e-wom .097 0.24 .049,.145 0.377 14% 

(Path - a) DV is an environmental concern, environmental knowledge, and environmental consciousness 

R2 =.41; F= 66.58 p <.01 

e-wom .405 0.92 .569,.934 .636 40% 

(Path - b and c) DV is (Y2) e-wom environmental concern, environmental knowledge and environmental consciousness Regularity of purchasing green 

products 

R2 =.23; F= 14.34 p <.01 

e-wom .035 .030 .024,.14 .136 1.2% 

M .083 .025 .033,.132 .380 9.3% 

Total a*b    .251  

 

TABLE IV COEFFICIENTS FOR THE MEDIATING EFFECT OF E-WOM ON THE REGULARITY OF WILLINGNESS TO PURCHASE GREEN 

PRODUCTS 

Y2- e-wom environmental concern, environmental knowledge and environmental consciousness Willingness to purchase 

green products 
Testing paths B SE(B) 95% β Sr2 

(Path – c) DV is willing to purchase green products 

R2 =.26; F= 34.97 p <.01 

e-wom .136 0.23 .090,.181 0.513 26% 

(Path - a) DV is an environmental concern, environmental knowledge, and environmental consciousness 

R2 =.41; F= 66.58 p <.01 

e-wom .405 0.92 .569,.934 .636 40% 

(Path - b and c) DV is (Y2) e-wom environmental concern, environmental knowledge, and environmental consciousness Willingness to purchase green 
products 

R2 =.40; F= 32.49 p <.01 

e-wom .055 .027 .001,.108 .206 3.2% 

M .108 .023 .063,.153 .482 16% 

Total a*b    .306  

DV= Dependent Variable. 

e-wom = Electronic Word of Mouth 

M environmental concern, environmental knowledge, and environmental consciousness 

 

IV. RESULTS AND DISCUSSION 

They take a look at examining the effect of Electronic Word 

of Mouth (e-WoM) on patron attitudes and behaviors in the 

direction of inexperienced merchandise. Table I presents the 

common ratings for key variables. The highest-rated e-WoM 

assertion, "I'll communicate favorably about objects in virtual 

media" (M = four.28, SD = 0.653), shows a strong 

willingness to share high-quality product evaluations. 

However, the simplest moderate engagement becomes visible 

with online studies before purchasing (M = 3.46, SD = 0.947), 

suggesting room for growth in client attention via e-WoM. 
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Participants validated widespread environmental issues, with 

statements like "I accept as true that the environmental 

situation is deteriorating" (M = 3.96, SD = 0.931) and "We 

must keep the surroundings" (M = 3.96, SD = zero.777) 

receiving excessive ratings. However, the regularity of 

purchasing inexperienced merchandise (M = 2.81,                          

SD = 1.143) changed to relatively low, indicating a gap 

between recognition and movement. Nevertheless, 

participants showed a greater willingness to purchase green 

merchandise (M =3.74, SD = 1.177), highlighting the 

potential for destiny marketplace increase. 

Mediation analysis discovered that e-WoM positively 

stimulated customer attitudes toward environmental 

awareness (a = 0.64, p < 0.01), which, in flip, turned into 

connected to each the regularity of purchasing green 

merchandise (b1 = 0.25, p < 0.01) and the willingness to 

purchase green products (b2 = 0.31, p < 0.01). Additionally, 

e-WoM had an instantaneous effect on the regularity of 

inexperienced product purchases (c1 = 0.377, p < 0.01) and 

willingness to buy (c2 = 0.513, p < 0.01). These findings 

emphasize the significance of leveraging e-WoM in selling 

green merchandise, as it significantly impacts each patron's 

attitudes and purchasing behavior (Memon et al., 2018). 

Descriptive Statistics for e-WoM and Green Product 

Purchasing Behavior, Showing Mean and Standard Deviation 

for Each Variable shown in Fig. 3. Descriptive statistics for 

e-wom and green product purchasing behaviour shown in 

Table V. 

TABLE V DESCRIPTIVE STATISTICS FOR E-WOM AND GREEN 

PRODUCT PURCHASING BEHAVIOUR 

Variable Mean Standard 

Deviation 

I'll talk favorably about items in digital 

media 

4.28 0.65 

Before purchasing, I research products 

online 

3.46 0.94 

The environmental situation is 

deteriorating 

3.96 0.93 

We have to preserve the environment 3.96 0.78 

Regularity of purchasing green products 2.81 1.14 

Willingness to purchase green products 3.74 1.18 

 

Fig. 3 Descriptive Statistics for e-WoM and Green Product Purchasing 

Behavior, Showing Mean and Standard Deviation for Each Variable 

 

V. CONCLUSIONS  

The result shows positive values and the p-value indicates the 

significant relationship among the variables, Therefore the 

result shows the independent variable e-wom is directly 

affected by the variable which is the dependent Regularity of 

purchasing eco-friendly goods and Purchasing Willingness of 

green products. Additionally, the outcome indicated that 

there would be an indirect impact on the dependent variable 

from the independent variable e-wom, and the mediating 

variables environmental concern, environmental knowledge, 

and environmental awareness. Purchase frequency of                  

eco-friendly goods and willingness to buy eco-friendly 

goods. At the point when a consumer shows the influence of 

e-wom, they likewise show a higher interest in aspects 

identified with environmental concern, knowledge, and 

consciousness of the product. Simultaneously, this is 

identified with regularity and Purchasing Willingness of 

green products. The outcome demonstrates that e-wom 

directly affects the purchase behavior of green products yet 

in addition an indirect one through a positive attitude towards 

the environmental concern, knowledge, and consciousness. 

In this research we used mediating variables of environmental 

concern, knowledge, and consciousness, future research 

might dissect other mediating variables such as 

environmental behavior and environmental attitude in the 

liaison involving e-wom after that other ecological auxiliary 

products in different places or regions. 
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