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Abstract 
 

Environmental degradation induced by buyers' unsustainable buying habits strains ecosystems and 

impedes economically viable development. A possible approach for mitigating this effect and promoting a 

more sustainable economy is to minimize or transfer consumption from ordinary to sustainable items. To 

rationalize the significance of green consumption; the core purpose of the study is to identify the 

relationship between Environmental motivation (EM) and green purchase intentions (GPI) with the role of 

Price Sensitivity (PS) as moderating variable. AMOS was recruited to scrutinize the structural nexus 

between EM and GPI; with the role of PS as a moderating variable. The findings of the study revealed a 

significant and positive relationship between EM and GPI. Moreover, the PS positively moderated the 

connection between EM and GPI. The current research relied on the footings of the theory of planned 

behavior; which serves as a guiding mechanism in realizing the significance of consumers' motivations and 

cognitive antecedents in consumption habits. PS as a moderating variable regressed considerable impact 

that can shape their motivational concerns in buying green products. This research adds to the knowledge 

of sustainable green marketing literature by indulging into factors that trigger the consumer's attitudinal 

responses toward ecologically sound products. The policy consequence of this research lies in the fact that 

policymakers will become more aware of sustainable consumption, allowing them to create price systems 

compatible with consumers' sustainability views. 

 

Keywords: Environmental Motivation, AMOS, Structural Equation Modeling. 

  
 

Introduction 
 

With emerging efficiencies and technologies; consumers are concerned about their well-being and also 

their green buying intention (GPI), which frequently reflects receptive sensibility and enthusiasm for 
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environmental issues (Akbar, Takreem, & Akbar, 2023; Nguyen-Viet, 2022). Furthermore, consumers' 

current inclination to acquire and utilize environmentally friendly items has altered several types of 

spending habits (Akbar & Ahmad, 2022). In the past decade, there has been an increasing consciousness 

about sustainable consumption and green companies "that ingest a negligible quantity of renewable energy 

and neglect biological input" that safeguard customer satisfaction concerns about health and safety over 

conventional items "that meet the needs of the current society without compromising the integrity of nature 

(Akbar, Ahmad, & Yousafzai, 2022). The human connection with bio-sphere preservations has transformed 

their modes of preferences for sustainable offerings in their lifestyles (N. Akbar, Zeb, & Ahmad, 2017). 

According to the study conducted by Zeb, Akbar, and Ahmad (2016); the warnings issued by global 

warming, deforestation, and its hazardous impact on human life paved the way for adopting sustainable 

consumption habits. In a similar nature study carried out by N. Akbar, Yousafzai, and Akbar (2023) the 

notion of green offerings is adapted by global firms as a competitive advantage for their long term survival. 

Profitability concerns in the corporate goals are followed by the social responsibility objectives in the form 

of green promotional campaigns that can uplift the company’s brand image (Hong, Hu, Chen, & Tang, 

2023). In the backdrops of preceding discussions; it is assessed that monetary and sustainable benefits are 

the core factors for the firm’s success which stimulates them to embed the notion of renewable energies and 

green marketing campaigns in their corporate statues (Wijekoon & Sabri, 2021). 

 

Green goods are generated organically with no use of chemical substances, radiation from ions, or synthetic 

ingredients; biotic objects have predetermined life span owing to their excellent character and durability 

over time (Akbar, Rafiq, Takrim, Tauqeer, & Sajjad, 2023). The phenomenon of going green needs an 

understanding of consumer behavior; the cognitive mechanism that trigger their attitudinal responses 

towards green consumptions, and motives behind their buying habits (Groening, Sarkis, & Zhu, 2018). The 

complex nature of human motivation lies in rationalizing the intrinsic and extrinsic motives that stimulates 

their green actions (Ali, Ashfaq, Begum, & Ali, 2020). As revealed by N. Akbar, Rafiq, Hussain, and 

Perveen (2022) consumers values, believes, and attitude system works together to shape their internal 

motivations that spark their responses in buying green products. Bio-spheric motives reflects the consumers 

self-image that follows their identity in participating in green environmental campaigns (Panda et al., 

2020). Organizations are reacting to human transformational preferences towards environmental friendly 

solutions in the form of green marketing offerings (S. Akbar, Akbar, & Yosuf, 2023). The primary concern 

of the firms is to embed the concept of sustainability into their strategic planning process along with the 

revenue generating goals. As suggested by Bhardwaj, Nair, Tariq, Ahmad, and Chitnis (2023) Pro-

environmental considerations has gained profound significance in preserving the bio-spheric motives of the 

consumers. In addition, S. U. Rahman and Nguyen‐Viet (2023) revealed the importance of United Nations 

goals for sustainable development which impart considerable emphasis of safe consumption and production 

procedures. In the light of foregoing debate; it is analyzed that green consumption patterns have gained 

popularity where consumers showed a lot of significance to ecologically sound habits of buying (Shah, 

Yousafzai, & Akbar, 2023). 

 

Every community and marketplace in the modern era have to tackle the quandary of ecology. Based on the 

standpoint of marketing research, building and cultivating an ecological attitude towards green buy intents 

is fundamental; it aids in molding customer motivations towards prudent consumption. Customers' 

motivations towards picking a given course of action determine their proclivity to react in a specific way to 

changes in both favorable and negative qualities (Waleed Akbar Marwat, 2023). Worthless policies for pro-

environmental production and consumption pose weighty threats to the lives of general consumers and 

these ecological problems prevails due to improper behaviour of consumers towards environment 

(Mamoon, 2019). Pakistan is ranked as seventh in the list of top ten most vulnerable country to climate 

change associated with heavy dust, drying up of wetland and rivers (Eckstein, Künzel, Schäfer, & Winges, 

2019). Pakistan is ranked as seventh most polluted country in the world which experiences severe heat 

waves, floods and climate change issues (Nizam et al., 2020).  The same research elucidates that 

developing countries like Pakistan, Bangladesh and Sri Lanka are facing environmental risks from last 

twenty years in terms of public health issues, environmental disasters, water scarcity, air pollution, 
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recycling and climate change problems. Pakistan stands on 176
th

 position in the list of 180
th

 country 

stipulating endangered ecological health worldwide (Shao, Mahmood, & Han, 2021). According to Nevitt 

(2022) The effects of global warming is seriously harming Pakistan in terms of disasters; hazards caused by 

wealthy states in the form of greenhouse gases are unequally dispersed; and Pakistan pays the cost in the 

form of life loss and destruction. As a result, the primary goal of this study is to establish the relationship 

between Environmental motives (EM) and green purchasing intentions (GPI), with the function of price 

sensitivity (PS) as a moderating variable.  

 

Literature Review 
 

Environmental motivation encompasses all facets of engagement and intention, as well as the motives and 

stimuli that lead to participation in environmentally responsible actions. The Self-Determination model 

presented by Deci and Ryan (2013) is frequently employed to shed light on ecologically favorable intents 

and behaviors which include recycling Chao, Yu, and Yu (2023); the adoption of environmentally friendly 

green computer technology Villalobos-Zúñiga and Cherubini (2020); and the reduction of disposable 

plastics (H. V. Nguyen, Le, & Do, 2022).Individuals ought to become self-determined in their behaviors, 

according to the SDT, to meet three key cognitive needs: independence, connection, and expertise 

(Vansteenkiste, Ryan, & Soenens, 2020). The SDT theory provides a logical background for consumer 

motivations that stems from their autonomy, engagements, and interactions with respect to their societal 

and cultural settings (N. Akbar, Rafiq, Uddin, & Bilal, 2021; Ntoumanis et al., 2021).  STD exhibits solid 

grounds  for describing human motivation that can be classified into intrinsic and extrinsic motivations  

(Panda et al., 2020). Intrinsic motivation comes from the internal thirst for ecological peace and serenity. 

However, the extrinsic motivations guides human behavior in a specific order (Chekima, Syed Khalid 

Wafa, Igau, Chekima, & Sondoh, 2016).  in accordant with the SDT view; consumer is a mixture of 

internal and external motives tied to reasonable justifications through which they communicate with the 

world around them. Intrinsic motives encourage human to perform certain course of actions in accordance 

with their ease and comfort zones. However, extrinsic motivations strengthen their behavior through perks 

and benefits (Murtagh, Roberts, & Hind, 2016). In the light of foregoing discussions, it is evaluated that 

environmental motivations descriptions rests upon the antecedents of self-determinations theory that assist 

in understanding green purchase intentions (Lavergne, Sharp, Pelletier, & Holtby, 2010).  

 

Do Paço, Shiel, and Alves (2019) exhibited that any components, procedures, and interruptions that lowers 

the level of motivations have a greater tendency in generating negative environmental motivations. In 

addition Junsheng, Masud, Akhtar, and Rana (2020) identified fully mediated role of green motivations in 

connecting ecological ethics, institutional environment, and managerial support for green products. 

Consumers are biologically inclined towards appealing market offerings; similarly, customers who are 

motivated towards ecologically safe consumption practices prefers green products and services (Akbar, 

Ahmad, & Yousafzai, 2023; Chekima et al., 2016). The concept of environmental motivations has close 

connectivity with the Maslow hierarchy of needs theory developed by Maslow and Lewis (1987) which 

highlighted the five levels of human needs ranging from innate biological needs to the top of the ladder 

self-actualization needs. The Maslow hierarchy theory described that one bottom level needs lead to the 

struggle for another level of needs (Groening et al., 2018). The accomplishment of basic needs impart 

considerable pressure to strive towards the next social needs and self-esteemed needs that predicted 

positive impact on environmental related goals of the society (Deci & Ryan, 2013). Furthermore, the 

individuals who are indulged into the basic level needs have less emphasis on environmentally safe 

consumption habits as they try to satisfy their innate needs (N. T. Nguyen, Nguyen, & Tran, 2021). As the 

customers moved to the next level in the pyramid of five needs; they exhibited strong connection with the 

bio-sphere preservations. (X. Li, Du, & Long, 2019). Thus, societal motivations stem from the satisfaction 

of the five levels of needs in the hierarchy of Maslow’s theory.  
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Green motivation has two components; internal and external. Internal motives are attached to the 

consumers self-choices. However, the external motives trigger the consumer responses in buying green 

products (M. s. Dr. Neelam Akbar, Muhammad Tariq Yousafzai, Dr. Shabir Ahmad, 2023; Schunk & 

DiBenedetto, 2020). As scrutinized by Ali et al. (2020); intrinsic green motives has mediation effects on the 

relationship between green thinking and altruism with green buying behavior. green motivations have been 

explored with green marketing in advanced economies. However, rare work has been conducted on green 

motivations bond with green purchase intentions in emerging economies. Thus, the current research aims to 

examine the relationship between EM and GPI with the role of PS as a moderating variable. Prior research 

has been carried out on the connection between environmental motivations and green purchase intentions 

on diverse cultural settings such as Panda et al. (2020) revealed positive connection between environmental 

sustainability and consumers motivation in buying green products. Motivation has positive impact on 

sustainable solutions; it is termed as biotic tendencies to act in an ecologically safe consumption patterns 

(Wang, Wang, & Gao, 2020). Therefore, preference toward sustainable offerings is mediated by 

consumers’ willingness to behave in a ecologically safe manner (Junsheng et al., 2020). In a similar nature 

study conducted by Kim, Woo, and Ramkumar (2021) utilitarian and hedonic motives were positively 

regressed with green purchase intentions. Similarly, consumers plan to buy green products and services for 

the satisfaction of socio-cultural motivations (X. Li et al., 2019). Moreover, environmental motivations are 

stimulated by the host of factors that range from the happy sensation in taking care of the environmental 

hazards (Yang, Sun, Zhang, Wang, & Cao, 2017). Environmental motivations help the firm to understand 

the inner motives behind their purchase intentions. Additionally, sustainable motives improves the human 

concerns about environment by acquaint, use, and disposition of goods and services that are ecologically 

safe and sound (W. Li et al., 2020). Green purchase intentions improve the level of consumers motivations 

towards green goods. However, negative attitudinal responses stem from the lack of their concerns about 

the surroundings (Abdullah Kaid, Gelaidan, & Saleh, 2021). Moreover, consumers heightened involvement 

in green environmental campaigns leads to green purchase consumption behaviors (Yang et al., 2017).  

 

Price considerations has gained profound significance in environmental studies as it is presented as an 

additional support in the theory of planned behavior by Ajzen (1991) in sustainability research. According 

to the Ogiemwonyi (2022) goods that are manufactured and promoted as sustainable; are more expensive 

than regular goods. Consumers who rationalizes the essence of safe consumption pay high prices for 

sustainable products (Bhutto et al., 2020; G. G. Dr. Neelam Akbar, Dr MT Yousafzai, Dr. Shabir Ahmad, 

2023). Substantial research has been carried out in advance countries on the role of price sensitivity in 

sustainable offerings such as Erdil (2018) identified the positive moderation role of price sensitivity 

between environmental concern, attitude, motivation, and green purchase intentions. Similarly, Mohd Suki 

(2016) identified that high preference towards sustainable offerings shows less concerns towards variations 

in prices. Additionally, organizational strategies of promoting green products relies heavily on advertising 

bio-degradable materials (Salve, Pabalkar, & Roy, 2021). Likewise, Yue, Sheng, She, and Xu (2020) 

discussed that price sensitivity imparts positive moderation effects on the relationship between 

environmental responsibility and green consumption behavior. A similar nature study conducted in 

Pakistan by Bhutto et al. (2022) examined the prime importance of price sensitivity as moderator between 

attitude, subjective norms, and perceived behavioural control. Moreover, Ghali-Zinoubi (2020) described 

the significance of price in green products purchase decisions; as it creates cognitive dissonance because of 

the premium prices attached to the green products. Furthermore, Joshi and Rahman (2015) identified that 

elevated prices extends the consumer-attitude-behavior regarding sustainable offerings. Therefore, low 

income families were less inclined to purchase green products as compare to high income families. (Salve 

et al., 2021). Based on prior studies following hypotheses were developed: 

 

H1: EM has significant positive impact on GPI 

 

H2: PS moderates the relationship between EM and GPI purchase intentions 

 

 

file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_26
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_60
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_60
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_13
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_55
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_66
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_36
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_38
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_43
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_67
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_42
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_1
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_67
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_2
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_54
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_17
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_25
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_25
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_28
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_46
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_59
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_68
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_18
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_30
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_35
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_59
file:///D:/ACADEMY%20OF%20IRMBR/IRBAS/IRBAS%20ISSUES/Volume%2011/4%20October/Research%20paper%20Motivation%20(1).docx%23_ENREF_59


 

 

 

 

 

ISSN: 2308-7056                   Akbar, Ghutai, Yousafzai & Ahmad (2023) 

 

 

104 

I 

 

  www.irbas.academyirmbr.com                                                                              October 2023                                                                                             

 International Review of Basic and Applied Sciences                                     Vol. 11 Issue.4 
 

R 
B  
A  
S  

Methodology  
 

The current research is quantitative in nature, which followed positivism approach; the data was collected 

via adapted survey instrument through Multistage sampling method from the youth of Khyber-

Pakhtunkhwa (KP) Pakistan. As discussed by Basti and Madadizadeh (2021) the multistage sampling 

classifies the population that follows a series of procedures based on uniform portrayal from all the areas 

for the purpose of equitable abstraction of the findings of the study; it solves the issues connected with 

random sampling as it divides the huge population into portable and compact bunches that makes it more 

efficacious and productive (Beaumont & Émond, 2022). University students were selected from each 

district of KP; youth were selected as a population of the study as they are actively engaged in solving 

environmental problems; the KP province was classified into clusters of regions; total number of 

population, districts and universities. As shown in table 1 of the study the KP province has been divided 

into southern, northern, and central regions; further division were based on the total number of population 

and the number of districts; the population of southern region was ascertained as 25%; northern region 

35%, and central region population was determined as 45% (A. Rahman, Hayat, Habib, & Iqbal, 2011). 

Furthermore, KP province was divided on the basis of number of districts; south region has seven districts; 

north region has one district, and central region has two districts. One university was chosen from the south 

region, two universities were selected from north and central regions. Sample size selection was carried out 

with evidence from prior research scholars (Lakens, 2022; G. Li, Wei, Chi, Gu, & Chen, 2020; Purwanto & 

Sudargini, 2021). Simple model data analysis can be adequately assessed with the sample size of two 

hundred. However, moderately complex model can be assessed with three to four hundred (Boomsma, 

1983; Kelloway, 1998). The current research moves towards moderately complex theoretical farmwork. 

Therefore, three hundred and fifty respondents were chosen for the analysis of the structural bonding 

among variables of the study. The items related to EM were taken from previously adapted survey 

instrument by Lavergne et al., 2010; the items covering PS were extacted from prious research done by 

(Huang, Nguyen, Natarajan, Nguyen, & Kuzyk, 2018); the questions covering GPI were taken and 

modified from the previous study done by (Huang et al., 2018). Data were analyzed via AMOS and SPSS. 

Structural equation modelling were carried out for assessing the connection between variables of the study. 

 

Table 1: Multistage Sampling Procedure 

Khyber pakhtunkhwa 

Regions  SOUTH NORTH CENTRAL 

Total population 25% 35% 45% 

Total number of districts  7 10 7 

Number of districts selected 2 1 2 

Selected universities 1 2 2 

Public sector Universities  Gomal 

university 

Dikhan 

Swat University 

Malakand University 

Bach Khan University 

IMS Peshawar 

Number of respondents 

selected from each university 

70 60 Swat University 

65 Malakand University 

Bacha Khan University 

65 IMS Peshawar 

Total number of respondents  320 

 

Results  
 

Descriptive Statistics 

 

The descriptives of the current research describes the total number of observations, mean score, and 

standard deviation value coupled with skewness and kurtosis values. The Mean and standard deviation 

score for EM was ascertained as 4 and 0.7 respectively; the Mean and standard deviation score for PS was 

found as 3.90 and 0.71 respectively; the Mean and standard deviation for GPI was ascertained as 4.05 and 

0.70 respectively. The value of skewness and kurtosis for EM was regressed as -1.59 and 2.08 respectively. 
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The value of skewness and kurtosis for PS was identified as -1.77 and 2.51 respectively. The value of 

skewness and kurtosis for GPI was ascertained as -1.76 and 2.77 respectively.  The KMO test was carried 

out to examine the sample adequacy for factor analysis that is identified to be 0.60 or above (Huck, 2012). 

The findings of KMO test value for EM was identified as 0.841; PS value was determined as 0.839; GPI 

value was identified as 0.890. 

 

Hypotheses Testing 

 

Confirmatory factor analysis yielded standard loadings for EM as 0.82 for EM1, 0.85 for EM2. 0.86 for 

EM3, and 0.84 for EM4 respectively. The standard loadings for GPI were found as 0.84, 0.83. 0.82, and 

0.84 for G-PI1, G-PI2, G-PI3, and G-PI4 respectively. The standard loadings for P-Sensitivity were 

ascertained as 0.86, 0.83, 0.85, and 0.80 for items 1,2,3, and 4. The model fit values for χ² / DF was 

revealed as 1.960; CFI=0.98; GFI=0.93; AGFI=0.91; TLI=0.97; SRMR value= 0.08. All the values of 

model fit indicated adequate fit as the values were found within acceptable range. Environmental 

motivation and green purchase intentions was positively and significantly connected to each other as the 

value of direct relationship between EM and GPI was determined as (β =0.33, Critical ratio= 4.119, a p-

value of 0.000) that supports the first hypoheis of the study. The positive direct connection allows for 

checking the PS as moderator between EM and GPI. The second part of the study yielded (β =0.38, Critical 

ration= 3.924, p-value of 0.000) positive bond between PS and GPI. In third step the PS and EM were 

multiplied with compsite of third variable (EM x PS); the findings were determined as (β = -.28, Critical 

ratio= -4.305) which supports the second hypothesis of the study. EM has significant and positive impact of 

GPI; PS moderated the connection between GPI as revealed in figure 1 of the study.  

 

 
 

 
Figure 1: Structural connection between EM and GPI; PS as moderator 
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Figure 2: PS as Moderator between EM and GPI 

 

Discussion 
 

The first hypothesis of the study predicted significant and positive relationship between EM and GPI; 

which was accepted as the p-value of the beta coefficient was identified in significant zone. Therefore, EM 

imparts significant impact on GPI. The results of the first hypothesis were found consistent with previous 

research conducted by Faraz, Ahmed, Ying, and Mehmood (2021) which revealed positive mediation 

effects of green intrinsic motivation and green servant leadership and environmental behavior in the realm 

of Pakistan energy market. Similarly, Choi and Johnson (2019) identified that motivation is significantly 

and positively connected to green purchase intentions. The second hypothesis of the study which predicted 

positive moderation role of price sensitivity was accepted as the p-value of the interaction terms between 

PS and EM was identified as positive. Environmental motives, both internal (hidden) and external (overt) 

drivers, rest on the academic debate that motivation to live a harmonious life expedites the purchase of 

ecologically sound products and services (Groening et al., 2018). 

 

Conclusions 
 

The core aim of this research is to examine the relationship between E-Motivation and green purchase 

intentions with the role of P-Sensitivity as potential moderator. This research utilized AMOS; SPSS for 

examining the structural bond between EM and GPI; PS as moderator. The results of the research have 

supported both hypotheses of the study. EM has significant impact on GPI; PS moderated the connection 

between EM and GPI. The results have described the importance of environmental motivation in green 

marketing phenomenon. Pricing is the prime content in making rationale decision making regarding 

sustainable products. Organizations can set their pricing in accordant with the level of consumer motivation 

towards green products. Policy makers can manage their promotional plans in motivating the youth to take 

active role in settling the environmental plans. This research contributes to the literature of green marketing 

by broadening the vision about environmental policies that can motivate the behavior of the masses towards 

sustainable consumption styles. The Likert scale has been employed for gathering date from the 

respondents. Other techniques of observational and experimentational studies are recommended for future 

researchers as it can assist in gaining deep insights into the consumer mind.   
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