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ABSTRACT 
This study investigates the psychological and social determinants of green consumption 

behavior in Bangladesh’s organic cosmetics market by extending the Theory of Planned 

Behavior (TPB). Using a structured questionnaire, data were collected from 201 urban 

consumers and analyzed using SPSS. The study finds that attitudes toward the environment, 

green consumption, and organic cosmetics, along with subjective norms, significantly and 

positively influence green consumption intention. In turn, intention strongly predicts actual 

green consumption behavior, explaining 43.4% of its variance. These results confirm the 

mediating role of intention and highlight the effectiveness of multidimensional attitudes in 

predicting sustainable consumer actions. The findings contribute to bridging the 

attitude–behavior gap and offer practical implications for marketers and policymakers aiming 

to promote environmentally responsible consumption in emerging markets like Bangladesh. 

 

Keywords: Green consumption, Attitude–behavior gap, Organic cosmetics, Theory of 

Planned Behavior, Bangladesh, Sustainable marketing, Subjective norms, Consumer behavior 
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CHAPTER 1 

INTRODUCTION 



 

1.1 Background of the Study 
Environmental degradation and climate change have become one of the most pressing 

problems facing the world in the 21st century, leading to global transitions towards 

sustainability in many industries and consumer markets. Increasing awareness of the above 

environmental issues has spurred the emergence of green consumerism, which refers to 

consumption choices that mitigate negative environmental consequences and conserve 

resources for future generations (Wu et al., 2023). The growing awareness of environmental 

issues among consumers has resulted in heightened demand for products that align with 

eco-conscious values and sustainability practices. 

 

The global green products market has expanded significantly, consumers are quickly ready to 

pay premium prices for environmentally friendly alternatives in product categories. According 

to recent market analysis, the Global Green Technology and Sustainability Market has 

increased from $ 13.76 billion to $ 2029 to $ 51.09 billion by $ 2029, reflecting a mixed 

annual growth rate (CAGR) of 20.6% (Khan & Rahman, 2022). This growth is particularly 

evident in individual care and cosmetics, where the global organic cosmetics market has 

experienced outstanding expansion due to increasing consumer awareness on harmful 

chemicals in traditional products. 

 

In Bangladesh, the market for organic and natural products is still emerging, but growing 

steadily. The Bangladesh Face Wash market alone is expected to increase by $ 4.75 million in 

2025 to increase from $ 4.75 million, representing compound annual growth rate (CAGR) at 

11.60% (Mordor Intelligence, 2025). This growth is partly inspired by the increasing demand 

for organic face wash products, especially among young consumers who are more aware of 

the benefits of natural ingredients and are transferred to products made from natural 

ingredients. The growing internet penetration among the youth population in Bangladesh and 

social media use has promoted awareness of organic products, especially the demand for 

driving in urban areas (Mordor Intelligence, 2025). 

 

The demographic profile of these consumers shows that individuals between the ages of 

18-35 are ahead of this change. Studies indicate that this age group shows a high trend against 

green consumption, influenced by factors such as environmental responsibility and self 

-efficiency (Haque et al., 2024). In addition, the spread of internet access and social media 
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platforms has increased awareness and access to organic products, especially in city centers 

such as Dhaka. 

 

Corporate Social Responsibility (CSR) Initiative of companies also plays an important role in 

the design of a consumer approach to green products. When consumers are informed of the 

CSR efforts of a company, their environmental approach and green purchasing behavior 

(Rahman et al., 2024) have a significant positive effect. This underlines the importance of 

communicating its stability practice effectively for companies to promote consumer trust and 

loyalty. 

Government policies and regulations also play a crucial role in either facilitating or hindering 

the growth of green consumerism. Supportive policies, such as subsidies for organic farming 

and stringent regulations against counterfeit products, can significantly bolster the market. 

Conversely, a lack of regulatory oversight may allow substandard products to proliferate, 

damaging overall consumer trust.​ Understanding the psychological and social drivers behind 

green consumption in Bangladesh is essential for sustaining market development. The 

interplay between environmental attitudes, product perceptions, social influences, and actual 

purchasing behavior necessitates comprehensive examination, particularly in emerging 

markets where green consumption is a relatively recent phenomenon. 

Despite this promising development path, it is important for permanent market development 

to understand psychological and social drivers for green consumption in Bangladesh. The 

complex interpretation between environmental approaches, product -specific perceptions, 

social influences and real buying behavior requires systematic examination, especially in 

emerging markets where green consumption is a relatively recent event. 

 

Recent studies emphasize that young consumers in Bangladesh are gradually becoming key 

drivers of the green market, especially in the personal care segment. This demographic group 

shows increasing interest in environmentally friendly products, influenced by education, peer 

behavior, and exposure to global sustainability trends (Rahman et al., 2024). However, while 

awareness is growing, actual market engagement remains limited due to price sensitivity and 

skepticism regarding product authenticity. These insights indicate the need to explore the 

nuanced motivations behind green cosmetic consumption in Bangladesh’s youth segment to 

inform strategic marketing and sustainable product positioning.  
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1.2 Problem Statement 
Despite increasing environmental awareness and positive attitude towards green products 

globally, research continuously identifies the "attitude behavior difference" in green 

consumption. The phenomenon describes disconnects among consumers expressing a positive 

attitude to environmentally friendly products and their actual buying behavior (Yang et al., 

2022). Although consumers can express the desire to buy green products to reduce 

environmental decline, these positive attitudes are often unable to translate into concrete 

actions (Yang et al., 2022). This inconsistency represents an important challenge for green 

marketing and sustainability initiatives. 

 

The attitude-behaviour gap  is specifically clarified in development economies such as 

Bangladesh, where the market is still developing for green products, including organic 

cosmetics. While studies have shown this difference in Western contexts, extensive research 

has been investigated that different behaviors and social norms affecting green consumption 

in Bangladesh are limited. As noted by Hussain et al. (2021), despite having an ideal 

agricultural climate area for organic production in Bangladesh, the consumption of organic 

products is not widespread among Bangladeshis, and biological production is still relatively 

recent development. 

 

Current research lacks a multidimensional approach to understand the green consumption 

behavior in the context of Bangladesh. Most studies have focused on isolated factors instead 

of examining complex differences between different approaches (environment, consumption 

-oriented and product -specific), subjective criteria, intentions and real behavior. This 

fragmented approach is unable to provide a broad understanding of psychological and social 

systems that run green consumption. 

 

Moreover, the rise of social media platforms and digital marketing in Bangladesh has 

reshaped consumer interaction with green products, especially among younger demographics. 

Exposure to online influencers and environmental advocacy content has encouraged more 

people to express pro-environmental attitudes, yet the gap between these attitudes and actual 

purchasing remains stark (Haque et al., 2024). As digital spaces increasingly shape consumer 

aspirations, the lack of integrative research examining how digital exposure, peer influence, 

and perceived behavioral control affect green consumption further complicates our 
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understanding of the issue. Without addressing these emerging dynamics, both marketers and 

policymakers may struggle to develop effective strategies to convert positive environmental 

intentions into tangible action.​

 

In addition, the organic cosmetics in Bangladesh present unique challenges and opportunities 

that require targeted research. With the increase in consumers' concern for chemical 

ingredients in personal care products, it becomes important for the development of the market 

to understand specific drivers for the consumption of organic cosmetics. Limited empirical 

research in the region prevents effective marketing strategies and political interventions aimed 

at promoting permanent consumption in Bangladesh. 

​

1.3 Research Questions 
On the basis of the problem statement, following research questions have been developed.​

 

RQ1: How do various attitudes—specifically attitudes toward the environment, green 

consumption, and organic cosmetics, along with subjective norms, influence green 

consumption behavior? 

​

RQ2: What is the role of attitudes and subjective norms in shaping green consumption 

intention in Bangladesh’s socio-cultural context? 

​

RQ3: How does green consumption intention mediate the relationship between attitudes, 

subjective norms, and green consumption behavior? 

 

RQ4: How do multidimensional attitudes, subjective norms, and green consumption intention 

collectively influence green consumption behavior in Bangladesh’s organic cosmetics market?​

 

1.4 Objectives of the Study 
The main objective of the study is to investigate how multidimensional attitudes and 

subjective norms influence green consumption behavior, with green consumption intention as 

a mediating factor, in the context of Bangladesh’s organic cosmetics market. 

 

The specific objectives of this study are: 
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1.​ To empirically examine how attitudes toward the environment, green consumption, 

and organic cosmetics, along with subjective norms, affect green consumption 

behavior. 

 

2.​ To explore the influence of multidimensional attitudes and subjective norms on green 

consumption intention within Bangladesh’s socio-cultural context. 

 

3.​ To assess the mediating role of green consumption intention in the relationship 

between attitudes, subjective norms, and actual green consumption behavior. 

 

4.​ To evaluate the collective impact of psychological (attitudes and intention) and social 

(subjective norms) factors on green consumption behavior in Bangladesh’s organic 

cosmetics market. 

 

1.5  The Significance of the Study 
This study bears significance in the theoretical, practical and social aspects which can be 

described more specifically as follows; 

 

1.5.1 Theoretical Significance 
This research contributes significantly to the growing body of literature on green consumer 

behavior and sustainable marketing by extending the Theory of Planned Behavior to 

incorporate multiple attitudinal dimensions. While previous research has examined isolated 

aspects of green consumption, this study offers a comprehensive framework that integrates 

environmental attitudes, product-specific attitudes, and social norms. The findings advance 

theoretical understanding of the attitude-behavior gap in green consumption, particularly in 

the context of developing economies like Bangladesh where research remains limited. 

 

By investigating the mediating role of green consumption intention, this study illuminates the 

psychological mechanisms through which attitudes and norms translate into behavior. This 

contributes to resolving theoretical debates regarding the predictive power of intentions in 

green consumption contexts and addresses the limitations of existing models in explaining the 

attitude-behavior gap (Nguyen et al., 2023)3. The study's findings may help refine theoretical 
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frameworks by identifying which attitudinal dimensions most strongly predict intentions and 

behavior in emerging markets. 

 

1.5.2 Practical Significance 
For marketers and manufacturers in Bangladesh's organic cosmetics sector, this research 

provides valuable insights for developing effective marketing strategies that address the 

specific attitudes and social influences driving consumer decisions. Understanding the relative 

importance of environmental concerns versus product-specific attitudes enables more targeted 

messaging and product development. Companies can leverage these findings to design 

marketing communications that emphasize the most influential factors affecting purchase 

decisions. 

 

Policymakers and regulatory bodies will benefit from insights regarding how to promote 

sustainable consumption practices effectively. By identifying the key drivers of green 

consumption, this research informs policy interventions aimed at encouraging 

environmentally friendly purchasing behaviors. This may include educational campaigns 

targeting specific attitudes or leveraging social norms to promote sustainable consumption. 

 

1.5.3 Social Significance 
This research contributes to broader sustainability goals by promoting environmental 

consciousness and responsible consumption in Bangladesh. By illuminating the factors that 

drive green purchasing decisions, this study helps create pathways for expanding sustainable 

consumption practices beyond early adopters to the mainstream market. This has potential 

long-term implications for reducing the environmental impact of consumption and promoting 

public health through reduced exposure to harmful chemicals in conventional cosmetics. 

 

Additionally, this research addresses social equity concerns by examining how green 

consumption can be made more accessible and appealing to diverse consumer segments in 

Bangladesh, rather than remaining a luxury limited to high-income consumers. Understanding 

the psychological and social drivers of consumption can help democratize access to organic 

and natural products.  
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1.6 Scope and Delimitation of the Study 

1.6.1 Scope 

This study focuses specifically on consumers of organic cosmetics in Bangladesh, examining 

their attitudes, subjective norms, intentions, and actual purchasing behavior. The research 

encompasses urban consumers across different age groups, income levels, and educational 

backgrounds to provide a comprehensive understanding of the market. The investigation 

centers on the relationships between key variables including attitudes towards the 

environment, attitudes towards green consumption, attitudes towards organic cosmetics, 

subjective norms, green consumption intention (mediator), and green consumption behavior. 

 

The study employs a cross-sectional survey design to collect quantitative data from 

consumers in major urban centers of Bangladesh, including Dhaka, Chittagong, Cumilla, 

Rajshahi, Sylhet  and other key cities where organic cosmetics are readily available. While the 

findings may have implications for other developing markets with similar socio-economic 

characteristics, the primary focus remains on the Bangladeshi context. 

 

1.6.2 Delimitation 

This research specifically examines organic cosmetics and excludes other green product 

categories such as organic food, eco-friendly fashion, or sustainable household goods. While 

there may be overlapping psychological mechanisms driving green consumption across 

product categories, this study acknowledges that product-specific factors may influence 

consumer behavior differently across categories. The study focuses primarily on 

psychological and social factors influencing green consumption and does not extensively 

address structural factors such as product availability, distribution channels, or economic 

constraints. While these factors are acknowledged as important, they are beyond the scope of 

this research, which centers on attitudinal and normative influences on behavior. 

 

Additionally, this research employs a quantitative approach to test hypothesized relationships 

between variables and does not include qualitative exploration of consumers' lived 

experiences with organic cosmetics. While such qualitative insights would be valuable, they 

are reserved for future research building upon the findings of this study.  
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1.7 Operational Definitions 
For clarity and precision in this research, the following operational definitions are established 

for key variables: 

 

Attitudes towards the Environment: The degree to which individuals hold favorable or 

unfavorable evaluations of environmental issues, including concerns about pollution, resource 

depletion, climate change, and ecosystem preservation. These attitudes reflect general 

environmental consciousness and cognition that may influence consumption choices (Yang et 

al., 2022). 

 

Attitudes towards Green Consumption: The overall evaluation and predisposition toward 

purchasing products designed to minimize environmental impact across their lifecycle. This 

includes attitudes toward resource conservation, waste reduction, and environmentally 

responsible consumption practices in general, regardless of specific product categories 

(Huang et al., 2021). 

 

Attitudes towards Organic Cosmetics: Product-specific evaluations reflecting consumers' 

beliefs about the benefits, efficacy, safety, and value of cosmetics made from organically 

grown ingredients without synthetic chemicals or preservatives. These attitudes encompass 

perceptions of quality, performance, health benefits, and environmental advantages of organic 

cosmetics compared to conventional alternatives (Kim & Chung, 2022). 

 

Subjective Norms of Green Consumption: The perceived social pressure to engage or not 

engage in green consumption behavior. This reflects individuals' perceptions of what 

significant others (family, friends, colleagues) or reference groups think about purchasing 

organic cosmetics and the individual's motivation to comply with these expectations (Liu et 

al., 2023). 

 

Green Consumption Intention: The conscious plan or decision to purchase organic cosmetics 

in the future. This represents the motivational factors that influence behavior—the stronger 

the intention, the more likely the behavior will be performed. Intention serves as the 

mediating variable between attitudes/subjective norms and actual behavior (Wang & Zhang, 

2021). 
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Green Consumption Behavior: The actual purchase and use of organic cosmetics products, as 

measured by self-reported frequency of purchase, amount spent on organic cosmetics, and 

proportion of organic products within total cosmetics purchases. This represents the ultimate 

dependent variable that the research aims to explain and predict (Chen & Chan, 2021). 

 

1.8  Organization of the Study 
This Current study is divided into five chapters. Chapter two critically analyses and discusses 

the relevant literature related to the current study. Chapter three highlights  the research 

methodology used in the study. Chapter four demonstrates the research findings of the study 

and in chapter five, discussion, conclusion and implications for future research are presented.
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CHAPTER 2 

LITERATURE REVIEW 

 



 

2.1 Overview of the Literature Review 

The purpose of this chapter is to critically examine and synthesize relevant theoretical and 

empirical literature that forms the foundation of this study. A literature review serves several 

vital functions in academic research: it establishes the context of the problem, highlights key 

theoretical frameworks, identifies existing knowledge and gaps, and justifies the necessity for 

new research (Xiao & Watson, 2019). For this study, the review focuses on the psychological 

and social antecedents of green consumption behavior within the emerging organic cosmetics 

market in Bangladesh, guided by the Theory of Planned Behavior (TPB) and the concept of 

the attitude-behavior gap. 

Green consumerism has gained significant global traction due to rising environmental 

awareness and sustainability imperatives. However, despite widespread positive 

environmental attitudes, a persistent gap remains between what consumers say and what they 

actually do—a phenomenon widely documented across consumer behavior literature (Nguyen 

et al., 2023). This contradiction has prompted scholars to re-examine the underlying 

mechanisms of consumer decision-making, particularly in contexts such as organic products, 

where ethical and health-related concerns intersect with practical market barriers. 

In Bangladesh, the organic cosmetics market is still in its developmental stages, yet it is 

showing signs of rapid growth, especially among young, urban consumers who are 

increasingly exposed to global sustainability trends via digital platforms (Chowdhury et al., 

2024). However, empirical evidence exploring the psychological and normative factors that 

influence their intention and actual purchase behavior remains limited. This gap highlights the 

need for a multidimensional approach that goes beyond generic environmental attitudes and 

includes specific constructs such as attitudes toward green consumption and organic cosmetic 

products, alongside subjective norms. 

This chapter is structured as follows: Section 2.2 introduces the theoretical foundation of the 

study, particularly the Theory of Planned Behavior (Ajzen, 1991), its application in green 

consumerism research, and the rationale for its extension in this study. It also covers the 

attitude-behavior gap, a core issue in environmental psychology. Section 2.3 presents a 

detailed empirical review of the key constructs, including attitudes toward the environment, 

green consumption, and organic cosmetics; subjective norms; green consumption intention; 

and green consumption behavior. Section 2.4 synthesizes major related studies, identifies 
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methodological and conceptual gaps in current literature, and justifies the research focus. 

Finally, Section 2.5 summarizes the literature and transitions to the methodology chapter. 

By organizing the literature around these core constructs and linking them to the broader 

theoretical framework, this chapter not only informs the development of the conceptual model 

but also ensures that the research is grounded in the current state of academic knowledge. The 

goal is to advance theoretical understanding while addressing practical gaps in the context of 

green consumption behavior in a developing economy. 

2.2 Theoretical Foundation 

2.2.1 Theory of Planned Behavior (TPB) 

The Theory of Planned Behavior (TPB), developed by Icek Ajzen (1991), is one of the most 

widely adopted theories in consumer behavior research. It posits that an individual's intention 

to perform a specific behavior is the most immediate predictor of actual behavior. TPB 

expands on the Theory of Reasoned Action (TRA) by including a third key construct: 

Perceived Behavioral Control (PBC), which reflects an individual’s perceived ease or 

difficulty in performing a behavior. 

The TPB consists of three core antecedents of intention: 

1.​ Attitudes toward the behavior — personal evaluation of performing the behavior.​

 

2.​ Subjective Norms — perceived social pressure from important others to perform or 

not perform the behavior.​

 

3.​ Perceived Behavioral Control — the perceived capability to perform the behavior, 

similar to self-efficacy.​

 

In the green consumption domain, TPB has been used to explore why consumers adopt or 

reject environmentally friendly behaviors such as purchasing organic products, recycling, or 

reducing plastic use (Paul et al., 2016; Sharma & Foropon, 2023). It is especially effective in 

contexts where behavior is not habitual and involves deliberation, such as buying relatively 

new or premium-priced green products. 
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Several studies have confirmed the robustness of TPB in predicting green purchase intentions. 

For instance, Liobikienė et al. (2021) found that attitudes and PBC significantly predicted 

Lithuanian consumers’ intention to purchase organic products, while subjective norms were 

significant only under strong social conformity settings. 

However, critics argue that TPB often fails to fully predict actual behavior, particularly in 

green consumption, where the attitude-behavior gap is well-documented. This limitation 

stems from TPB’s assumption that intention always leads to action, which is often not the case 

in sustainable behavior due to external constraints (e.g., price, availability) or weak volitional 

control (Nguyen et al., 2023). 

In response to these critiques, scholars have suggested extensions of the TPB by incorporating 

additional variables—such as personal norms, habits, emotions, trust, and product-specific 

attitudes—to improve its predictive power (Yadav & Pathak, 2017; Luu, 2023). In the context 

of this study, we extend the TPB by introducing three distinct attitudinal dimensions: attitudes 

toward the environment, green consumption, and organic cosmetics. These are expected to 

offer a more nuanced understanding of how beliefs and motivations translate into intentions 

and, eventually, behavior. 

2.2.2 Attitude–Behavior Gap in Green Consumption 

While the Theory of Planned Behavior offers a strong foundation for predicting green 

behavior, a well-known phenomenon that challenges its assumptions is the attitude–behavior 

gap. This gap refers to the discrepancy between individuals' expressed pro-environmental 

attitudes and their actual purchase behavior (Yang et al., 2022). Consumers may genuinely 

support sustainability and intend to buy green products, but fail to do so when confronted with 

practical constraints such as price sensitivity, convenience, or product skepticism. 

In recent years, this gap has been explored extensively in sustainable consumption research. 

Studies have identified various barriers that prevent intention from converting into behavior. 

These include lack of product availability, uncertainty about product claims, higher cost of 

green products, habitual non-green consumption, and limited perceived consumer 

effectiveness (Nguyen et al., 2023; Chen et al., 2022). 

In Bangladesh and similar emerging economies, the attitude–behavior gap is particularly 

noticeable. While awareness of environmental issues has risen, actual green purchasing 
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behaviors lag due to social, economic, and infrastructural limitations (Haque et al., 2024). In 

their study on green consumption among Bangladeshi university students, Haque et al. (2024) 

found that although most participants had favorable attitudes toward green products, factors 

like affordability and perceived product quality remained significant barriers to actual 

purchases. 

Additionally, the cultural context plays a role. In collectivist societies such as Bangladesh, 

purchasing decisions are influenced heavily by subjective norms—what family, friends, or 

influential groups think or do (Chowdhury et al., 2024). However, if the social environment 

does not actively support or model green behavior, even well-formed positive attitudes may 

not materialize into actions. 

To bridge this gap, researchers have emphasized the importance of exploring intention as a 

mediating variable and extending TPB by including constructs like environmental values, 

green self-identity, and trust (Luu, 2023; Paul & Bhakar, 2022). This study responds to that 

call by adopting a multidimensional attitude model, integrating three distinct types of 

attitudes—toward the environment, green consumption, and organic cosmetics—and 

subjective norms, with green consumption intention as a mediator. 

2.3 Key Constructs and Empirical Review 

2.3.1 Attitude Towards the Environment 

Attitude towards the environment refers to an individual’s favorable or unfavorable evaluation 

of environmental issues and the perceived importance of ecological conservation. It 

encompasses beliefs, emotional responses, and behavioral tendencies toward environmental 

protection, pollution control, resource preservation, and climate change (Liobikienė & 

Poškus, 2021). 

Empirical studies have consistently shown that environmental attitudes are significant 

predictors of pro-environmental behavior, including green purchasing. For instance, Ahmad 

and Zhang (2022) found that consumers who held strong environmental values demonstrated 

a higher intention to purchase eco-labeled products, even at premium prices. Similarly, 

Sharma and Foropon (2023) concluded that environmental concern directly influences 

behavioral intention in sustainable consumption contexts. 
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In the context of Bangladesh, Rahman and Sultana (2023) reported that young urban 

consumers, particularly university students, expressed strong environmental concerns and a 

desire to make eco-conscious decisions. However, this attitude often fails to translate into 

behavior due to structural and informational barriers. For instance, lack of availability of 

credible organic brands, distrust in product claims, and inadequate eco-labeling standards 

hinder the actualization of environmental attitudes into consumer action. 

Furthermore, environmental attitude in collectivist cultures like Bangladesh often interacts 

with subjective norms. If the larger social group does not prioritize or visibly support green 

behaviors, individuals—even with strong personal concern—may not act consistently with 

their attitudes (Nguyen et al., 2023). 

Therefore, while attitudes toward the environment are foundational in shaping intention, their 

behavioral impact is often mediated by other variables such as subjective norms, perceived 

control, and trust. In this study, environmental attitude is explored as a distinct predictor of 

green consumption intention, recognizing its indirect role in shaping behavior. 

 

2.3.2 Attitude Towards Green Consumption 

Attitude towards green consumption refers to an individual's evaluation and predisposition 

toward purchasing and using products that are environmentally friendly throughout their life 

cycle. Unlike general environmental attitudes, which reflect concern for the natural world, 

green consumption attitudes specifically relate to behaviors such as buying eco-labeled goods, 

reducing plastic use, or supporting sustainable brands (Chen et al., 2022). 

Green consumption attitudes are often influenced by perceived product benefits, 

environmental values, and knowledge about sustainability. A recent study by Lee et al. (2022) 

found that positive attitudes toward green consumption were highly predictive of consumers’ 

intention to buy green household items in South Korea, particularly when consumers 

perceived the environmental benefit as high. Similarly, Zhang et al. (2023) showed that 

attitude toward green product use directly influenced intention and behavior, even after 

controlling for price sensitivity and availability. 

In the South Asian context, several studies have emphasized the growing relevance of green 

consumption. For example, Hossain and Hossain (2023) explored the attitudes of young 
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Bangladeshi consumers toward buying green products and reported that environmental 

concern, product trust, and health consciousness were key drivers of green consumption 

attitudes. However, they also observed that despite positive attitudes, actual buying behavior 

remained low due to price barriers and limited product availability—a common expression of 

the attitude-behavior gap. 

Another critical factor influencing green consumption attitude is consumer skepticism, 

particularly in emerging markets where regulations on green marketing claims are weak. If 

consumers doubt the authenticity of green labels or fear greenwashing, their favorable 

attitudes may not develop into purchase intentions (Nguyen et al., 2023). 

In this study, the green consumption attitude is treated as a distinct construct—separate from 

general environmental concern and product-specific attitudes. It is hypothesized to 

significantly influence green consumption intention and, indirectly, green behavior. 

2.3.3 Attitude Towards Organic Cosmetics 

Attitude toward organic cosmetics is a product-specific psychological construct that reflects 

consumers’ evaluation of cosmetics made from natural, chemical-free, or organically grown 

ingredients. These attitudes encompass beliefs about product safety, health benefits, 

environmental impact, perceived quality, and ethical value (Kim & Chung, 2022). 

Organic cosmetics have gained popularity globally due to rising consumer concerns over skin 

safety, allergies, and the environmental effects of synthetic ingredients. This has made 

product-specific attitudes a critical determinant of green product adoption. According to Luu 

(2023), when consumers view organic personal care items as effective and aligned with their 

lifestyle values, they are more likely to intend to purchase them, even at premium prices. 

In Bangladesh, the organic cosmetics market is emerging but expanding rapidly, especially in 

urban areas. Haque et al. (2024) found that female university students in Dhaka were 

increasingly aware of organic cosmetic brands and held favorable attitudes due to perceived 

health and environmental benefits. However, concerns about product authenticity, lack of 

certification, and limited awareness about ingredients weakened their intention to purchase. 

Moreover, social media and influencer marketing have started shaping product-specific 

attitudes in Bangladesh. Chowdhury et al. (2024) emphasized that attitudes toward organic 
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beauty products are influenced not only by personal beliefs but also by exposure to green 

advertising and peer recommendations, particularly among younger demographics. 

Understanding product-specific attitudes is essential because consumers often differentiate 

between general eco-concern and actual product choices. A consumer may care about the 

environment broadly but still be skeptical of organic skincare due to perceived ineffectiveness 

or high cost (Paul & Bhakar, 2022). 

In this study, attitude toward organic cosmetics is treated as an independent variable that 

influences green consumption intention. It complements broader environmental and 

consumption-related attitudes to form a multidimensional attitudinal framework. 

2.3.4 Subjective Norms of Green Consumption 

Subjective norms refer to the perceived social pressure to perform or not perform a particular 

behavior. Within the Theory of Planned Behavior, they represent the influence of 

others—family, friends, colleagues, or society at large—on an individual’s behavioral 

decisions (Ajzen, 1991). In the context of green consumption, subjective norms indicate 

whether individuals feel motivated to adopt sustainable behaviors because others around them 

approve or disapprove of such actions. 

Research consistently finds that subjective norms play a significant role in shaping green 

purchasing intentions, especially in collectivist cultures like Bangladesh, where social 

conformity is highly valued. Nguyen et al. (2023) reported that social influence from peers, 

online communities, and family significantly impacted the green buying intentions of 

Vietnamese consumers. Similarly, Alam et al. (2022) found that in South Asia, individuals 

who perceived positive attitudes toward green consumption among their social circles were 

more likely to exhibit pro-environmental intentions. 

In Bangladesh, where interpersonal relationships and familial influence hold considerable 

weight, studies have shown that subjective norms strongly affect both intention and behavior. 

Haque et al. (2024) demonstrated that young women in Dhaka were more likely to consider 

purchasing organic cosmetics when their peers or influencers supported such practices. This 

indicates that social environments can either strengthen or weaken the translation of attitude 

into behavior. 
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Moreover, with the rise of digital platforms, subjective norms are no longer confined to family 

or friends but include online influencers, eco-conscious communities, and content creators 

who shape the values and behavior of modern consumers. Chowdhury et al. (2024) found that 

perceived support for eco-friendly behavior from online sources significantly enhanced green 

consumption intention in urban Bangladesh. 

Thus, subjective norms are treated as a key independent variable in this study, with a direct 

influence on intention and an indirect influence on behavior through the mediation of 

intention. 

2.3.5 Green Consumption Intention 

Green consumption intention refers to an individual's conscious plan or willingness to 

purchase environmentally friendly products. It represents the motivational factor that precedes 

actual behavior, and in TPB, it is the strongest predictor of action (Ajzen, 1991). 

Intention acts as the psychological link between attitudes, subjective norms, and actual green 

consumption behavior. Numerous studies support this mediating role. For example, Sharma 

and Foropon (2023) concluded that intention successfully mediates the relationship between 

environmental attitude and green behavior in their meta-analysis of TPB-based research. Luu 

(2023) added that intention is influenced not only by cognitive beliefs but also by emotional 

attachment to sustainability. 

In Bangladesh, green consumption intention has emerged as a strong indicator of future 

eco-friendly purchasing. However, intention alone often fails to convert into behavior due to 

structural barriers (e.g., product unavailability, affordability) and individual-level 

inconsistencies (e.g., habit or forgetfulness). According to Rahman and Sultana (2023), 

Bangladeshi youth express strong green consumption intentions, especially for personal care 

products, but cite price and trust issues as limiting factors in behavior. 

This study treats green consumption intention as a mediating variable, hypothesizing that it 

transmits the influence of attitudes and norms to actual behavior. This is especially important 

in addressing the attitude–behavior gap, where intention acts as the bridge between what 

consumers believe and what they actually do. 
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2.3.6 Green Consumption Behavior 

Green consumption behavior refers to the actual practice of purchasing, using, and disposing 

of products in ways that minimize environmental harm. This includes choosing organic, 

biodegradable, cruelty-free, or eco-labeled products and reducing unnecessary consumption 

(Chen & Chan, 2021). 

Despite increasing awareness and intentions, green consumption behavior remains 

inconsistent, especially in developing countries. Factors such as price, trust, accessibility, 

product knowledge, and convenience often prevent consumers from aligning their behavior 

with their values (Nguyen et al., 2023). For example, in Bangladesh, even consumers with 

high environmental concern may opt for conventional cosmetics due to the perceived higher 

cost of organic options or skepticism about product claims. 

Empirical research also suggests that behavior is influenced by a combination of 

psychological, social, and contextual factors. Chowdhury et al. (2024) emphasized that 

exposure to green marketing, product visibility in retail stores, and peer endorsement 

significantly enhance actual green behavior. Conversely, the absence of reliable 

eco-certifications and misinformation acts as deterrents. 

Measuring green consumption behavior typically involves assessing frequency of purchase, 

spending patterns, and self-reported alignment with environmental values. In this study, 

behavior is treated as the dependent variable, affected directly by intention and indirectly by 

attitudes and subjective norms. 

2.4 Research Gap 

Over the past decade, numerous empirical studies have explored green consumption behavior, 

largely guided by the Theory of Planned Behavior (TPB). These studies span across diverse 

economies—from developed countries like Germany and Japan to emerging markets such as 

India, Vietnam, and Bangladesh. Common among many is the investigation of factors 

influencing green consumption intentions and behavior, including attitudes, social norms, 

environmental knowledge, perceived consumer effectiveness, and trust in green product 

claims. 
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For example, Sharma and Foropon (2023) conducted a meta-analytic review of TPB studies in 

green consumption, confirming that attitudes, subjective norms, and perceived behavioral 

control significantly predict intention, which in turn predicts behavior. Their analysis also 

revealed that these relationships are moderated by cultural and product-specific factors. 

Similarly, Paul and Bhakar (2022) extended TPB by integrating trust and brand credibility 

into green product adoption models and found significant improvements in predictive power. 

In the South Asian context, Alam et al. (2022) investigated green purchase intentions in 

Malaysia and found that subjective norms and environmental awareness were stronger 

predictors of intention than price or brand loyalty. In Bangladesh, several studies have focused 

on university students and urban youth, such as Haque et al. (2024) and Chowdhury et al. 

(2024), who explored the roles of green advertising, environmental attitude, and peer 

influence in shaping green cosmetic consumption. 

However, a close examination of this literature reveals some critical gaps: 

1.​ Multidimensional Attitude Frameworks Are Rarely Used​

Most studies analyze general environmental attitudes without differentiating between 

broader concerns and product-specific attitudes. The combination of attitudes toward 

the environment, green consumption, and organic cosmetics as separate yet 

interrelated constructs is largely absent, especially in Bangladeshi research.​

 

2.​ Mediating Role of Intention Is Often Under-Theorized​

While many studies acknowledge the intention-behavior link, few empirically test 

intention as a mediator between multidimensional attitudes, norms, and behavior. This 

is vital for understanding the attitude–behavior gap.​

 

3.​ Product-Specific Behavior in Bangladesh Is Underexplored​

While there are studies on green food or fashion products, organic cosmetics have 

received limited attention despite their growing market and public health relevance.​

 

4.​ Lack of Comprehensive Models in the Bangladeshi Context​

Existing studies in Bangladesh often focus on either attitudes or norms but do not 

comprehensively explore how these psychological and social variables interact to 

shape green behavior in a culturally relevant manner. 
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5.​ Few Use Urban Digital Consumers as a Focal Group​

Bangladesh’s digitally connected youth and urban consumers—who are most exposed 

to green trends—are underrepresented in studies that integrate online influence and 

modern behavioral shifts. 

In light of these gaps, this study contributes by building an extended TPB framework using 

multidimensional attitudes, subjective norms, and green consumption intention to explain 

actual green consumption behavior—specifically in the organic cosmetics market of 

Bangladesh. The study’s findings are expected to enrich both theoretical understanding and 

practical policy development in sustainability marketing. 

2.5 Summary of the Literature Review 

This chapter reviewed the theoretical and empirical literature relevant to understanding green 

consumption intention and behavior. It began by establishing the Theory of Planned Behavior 

(TPB) as the foundational model, emphasizing its relevance in consumer decision-making. It 

then critically examined the attitude–behavior gap, particularly in green product adoption, 

which poses a central challenge for marketers and policymakers. 

The empirical review explored six key constructs: attitudes toward the environment, green 

consumption, and organic cosmetics; subjective norms; green consumption intention; and 

actual green consumption behavior. It highlighted how these factors interact in predicting 

sustainable purchasing behavior, especially within the socio-cultural and economic dynamics 

of Bangladesh. 

The literature further identified critical gaps in existing research, including the lack of a 

multidimensional attitude framework, limited study of organic cosmetics, and the insufficient 

testing of mediating relationships in the TPB model. These limitations justify the current 

study’s objective to construct a comprehensive model incorporating multidimensional 

attitudes, subjective norms, and intention as predictors of green consumption behavior. 

By synthesizing theoretical perspectives and empirical findings, this literature review lays the 

groundwork for the next chapter, which will discuss the research methodology adopted to 

empirically test the proposed framework in the context of Bangladesh’s emerging organic 

cosmetics market.  
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METHODOLOGY 

 



 

3.1 Research Framework 

This study adopts a conceptual framework grounded in the Theory of Planned Behavior 

(TPB) (Ajzen, 1991) and its extensions, specifically targeting green consumption behavior in 

the organic cosmetics market in Bangladesh. The framework identifies multidimensional 

attitudes—attitudes towards the environment, green consumption, and organic cosmetics—as 

well as subjective norms as critical antecedents to green consumption intention, which 

subsequently leads to green consumption behavior. This structure reflects the dynamic 

interplay between psychological determinants and behavioral outcomes in sustainable 

consumption contexts. 

The diagram below illustrates the conceptual model: 

Figure 3.1 shows the framework of this study 

 

3.1.1 Justification of Variable Relationships 

The conceptual model is built upon both theoretical and empirical rationales. The Theory of 

Planned Behavior (TPB) posits that intention is the most immediate predictor of behavior, 

influenced by attitudes, subjective norms, and perceived behavioral control (Ajzen, 1991). 

However, in the context of green consumption, especially in developing countries like 

Bangladesh, this framework is often extended to incorporate more nuanced attitudinal 
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constructs that reflect the complexity of consumer decision-making (Pham et al., 2022; Liang 

et al., 2023). 

H1: Attitudes towards the Environment → Green Consumption Intention 

Environmental concern has been widely recognized as a driver of sustainable consumer 

behavior (Chen, 2023). Consumers with stronger pro-environmental attitudes are more likely 

to form intentions aligned with green behavior, particularly when the environmental threat is 

salient and localized (Hassan et al., 2021). 

H2: Attitudes towards Green Consumption → Green Consumption Intention 

Beyond general environmental concern, attitudes specifically towards green 

consumption—such as preference for sustainable lifestyles or low-carbon alternatives—are 

strong predictors of behavioral intention. Recent studies confirm that these attitudes directly 

influence intention in eco-product markets (Lu et al., 2024; Alam & Nasir, 2022). 

H3: Attitudes towards Organic Cosmetics → Green Consumption Intention 

Given the product-specific nature of this study, attitudes towards organic cosmetics are treated 

as an independent construct. Consumers often perceive these products as safer, healthier, and 

more ethical, which directly shapes their intention to buy (Ali et al., 2023; Goh et al., 2021). 

H4: Subjective Norms of Green Consumption → Green Consumption Intention 

In collectivist cultures such as Bangladesh, the influence of family, peers, and societal 

expectations plays a vital role in shaping consumer intentions. Subjective norms can either 

encourage or discourage green consumption, depending on the prevailing social discourse 

(Rahman & Noor, 2022; Song et al., 2023). 

H5: Green Consumption Intention → Green Consumption Behavior 

Intention remains the strongest antecedent of actual behavior, as supported by meta-analytic 

evidence. However, the well-known intention-behavior gap in sustainable consumption 

contexts necessitates a closer examination of real-world enablers and barriers (Shao et al., 

2022; Kautish & Sharma, 2021). This model assumes a direct positive effect of intention on 

behavior, consistent with prior empirical findings. 
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This research framework is designed not only to test theoretical extensions of TPB but also to 

offer practical insights for marketers, NGOs, and policymakers aiming to boost green 

consumption in Bangladesh. 

3.2 Hypothesis Development 

This section outlines the hypotheses that guide the empirical investigation of the proposed 

research framework. Grounded in the Theory of Planned Behavior (TPB) and supplemented 

by context-specific and product-specific insights from recent literature, the hypotheses reflect 

the anticipated relationships among key constructs: multidimensional attitudes, subjective 

norms, green consumption intention, and green consumption behavior. 

3.2.1 Hypotheses on Attitudes towards the Environment 

Attitudes towards the environment reflect individuals’ concerns, values, and beliefs about 

environmental protection and sustainability. Scholars have consistently argued that 

environmentally positive attitudes positively shape behavioral intentions, especially when 

individuals perceive their actions as impactful (Chen, 2023; Shao et al., 2022). 

H1: Attitudes towards the environment have a positive effect on green consumption 

intention. 

Studies have confirmed that stronger environmental concern correlates with higher green 

product intention, especially in emerging economies where environmental degradation is 

highly visible (Pham et al., 2022; Rahman & Noor, 2022). 

3.2.2 Hypotheses on Attitudes towards Green Consumption 

Attitudes towards green consumption pertain to individuals’ overall evaluations of 

environmentally friendly purchasing behavior. This includes their support for reducing 

ecological footprints, consuming less plastic, or supporting eco-friendly brands. 

H2: Attitudes towards green consumption have a positive effect on green consumption 

intention.​

​

Individuals who believe that green consumption is important for societal well-being are more 
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likely to express intention to purchase sustainable products. Empirical results support this 

association across various contexts (Lu et al., 2024; Liang et al., 2023). 

3.2.3 Hypotheses on Attitudes towards Organic Cosmetics 

This dimension emphasizes the product-specific evaluation of green goods—particularly 

organic cosmetics—which consumers often associate with purity, safety, and natural 

ingredients. Positive attitudes toward these products are likely to translate into stronger 

purchase intentions. 

H3: Attitudes towards organic cosmetics have a positive effect on green consumption 

intention. 

When consumers perceive organic cosmetics as safe, effective, and aligned with their values, 

they are more motivated to purchase, even at premium prices (Ali et al., 2023; Goh et al., 

2021). Such attitudes are especially relevant in markets where health awareness is growing. 

3.2.4 Hypotheses on Subjective Norms 

Subjective norms refer to perceived social pressures to perform or not perform a behavior. In 

collectivist societies like Bangladesh, normative influence from family, friends, or peers plays 

a central role in shaping behavioral intention. 

H4: Subjective norms of green consumption have a positive effect on green consumption 

intention. 

The influence of peer groups and family members enhances the credibility and perceived 

importance of green behaviors, especially among younger consumers in developing regions 

(Song et al., 2023; Rahman & Noor, 2022). 

3.2.5 Hypotheses on Green Consumption Intention (Mediator) 

Intention is the motivational factor that drives individuals toward a specific behavior. Within 

the TPB framework, intention mediates the relationship between antecedent factors (attitudes 

and norms) and behavior. 
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H5: Green consumption intention has a positive effect on green consumption behavior. 

Despite the existence of an intention-behavior gap, intention remains the most consistent 

predictor of behavior across empirical models. Behavioral intention serves as a bridge 

between psychological predispositions and real-world actions (Shao et al., 2022; Kautish & 

Sharma, 2021). 

3.3 Research Design 
This study adopts an explanatory research design to investigate the causal relationships 

among multidimensional attitudes, subjective norms, green consumption intention, and green 

consumption behavior in the context of Bangladesh’s organic cosmetics market. An 

explanatory approach is appropriate when the objective is to examine cause-effect 

relationships among variables and to test predefined hypotheses derived from existing 

theories (Saunders et al., 2019). As this study is grounded in the Theory of Planned Behavior 

(Ajzen, 1991) and extends it by incorporating product-specific and context-specific attitudinal 

variables, the explanatory design allows for a structured investigation of these relationships. 

 

Explanatory designs are particularly suited for studies aiming to identify underlying 

mechanisms through which independent variables influence a dependent variable. In this 

study, the mediating role of green consumption intention is also tested, further supporting the 

selection of an explanatory framework. According to Pham et al. (2022), explanatory research 

is crucial in sustainability-related studies as it provides actionable insights by establishing 

empirically validated causal links among psychological and behavioral constructs. 

 

3.3.1 Research Setting 
The study is conducted in urban areas of Bangladesh, focusing on cities such as Dhaka, 

Chattogram, Cumilla, Rajshahi and Sylhet, where the availability and awareness of organic 

cosmetic products are higher due to exposure to modern retail formats, digital platforms, and 

educational opportunities. These urban populations are more likely to be aware of 

environmental concerns and brand offerings, making them ideal respondents for a study on 

green consumption behavior. 

 

Additionally, previous research (Chowdhury et al., 2024; Haque et al., 2024) suggests that 

urban youth in Bangladesh are more responsive to sustainability communication, social media 
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trends, and peer influence—all critical for analyzing subjective norms and product attitudes in 

this research. 

 

3.3.2 Cross-Sectional Design 
This research employs a cross-sectional design, wherein data are collected at a single point in 

time rather than over an extended period. The cross-sectional design is appropriate here as the 

objective is to analyze relationships among variables and test hypotheses using a single, 

time-bound dataset (Luu, 2023). Although longitudinal designs offer richer insights into 

behavioral changes over time, they are often more resource-intensive and not essential for the 

scope of this hypothesis-driven study. 

 

Moreover, cross-sectional surveys are widely used in green consumption studies as they 

provide timely and relevant data for exploring intention and behavior patterns (Chen & Chan, 

2021; Ali et al., 2023). 

 

3.4 Research Approach 
This study adopts a quantitative research design because it seeks to measure and test the 

relationships among consumers’ attitudes, subjective norms, and green purchase 

intentions/behaviors in the organic cosmetics market. A structured survey using a 

standardized questionnaire will be employed to collect numerical data. As Yener et al. (2023) 

note in a similar green consumer study, a quantitative approach with a standard questionnaire 

is effective for empirically testing hypotheses about consumer purchasing behavior​. 

Quantitative methods allow objective measurement using 5 point Likert scales and the 

application of statistical analyses (e.g. regression, factor analysis) to examine how 

multidimensional attitudes and social norms predict green consumption intention. In contrast, 

qualitative methods would not easily yield generalizable results or support hypothesis testing 

in this context. Moreover, a cross-sectional survey can capture a broad sample of urban 

consumers at one point in time, which is appropriate for understanding prevailing intentions 

and behaviors​. Overall, the quantitative survey approach is well-suited to answer the research 

questions and to provide statistically valid conclusions about the determinants of green 

consumption in Bangladesh’s organic cosmetics market. 
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3.4.1 Population and Sampling 
The population for this study comprises the entire group of interest from which we draw 

conclusions – namely, Bangladeshi consumers who use or are potential users of organic 

cosmetics in the major cities. Because it is infeasible to survey everyone, we will use 

sampling to select a subset (the sample) from this population. Sampling is essential to ensure 

that the survey results can be generalized back to the population. A proper probability 

sampling method will help make the sample representative and minimize selection bias. In 

quantitative research, a clearly defined sampling frame and technique ensure that each 

relevant individual has a known chance of selection. By carefully defining the population and 

using an appropriate probability sampling approach, we can confidently apply statistical 

inference to the collected data. 

 

3.4.2 Target Population 
The target population of this research is urban consumers in Bangladesh – specifically those 

living in Dhaka, Chittagong, Cumilla, Rajshahi, Sylhet, and other key cities where organic 

cosmetics are available. These urban centers have higher retail availability of organic beauty 

products and a greater concentration of environmentally aware consumers. Urban residents 

generally have higher income levels and greater exposure to green marketing, making them 

the primary market for organic cosmetics​. The questionnaire will target adults in these cities 

who have purchased or are aware of organic personal-care products. By focusing on urban 

centers, the study captures the most relevant demographic for organic cosmetics consumption 

in Bangladesh. This defined target population ensures that the findings pertain to the segment 

of consumers who can realistically form intentions to buy organic cosmetics. 

 

3.4.3 Sampling Technique 

A simple random sampling (SRS) procedure will be used to select survey respondents. In 

SRS, every member of the target population has an equal probability of being chosen. This 

reduces selection bias and supports the representativeness of the sample. SRS is often 

regarded as the “purest” probability sampling method and is widely recommended in 

quantitative consumer research for yielding unbiased estimates​ For example, Yener et al. 

(2023) similarly attempted a random sampling approach to make their consumer survey 

representative of the overall population​. In practice, we will obtain a list or sampling frame of 

consumers (e.g. from retail databases or market organizations, as feasible) and use a random 
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number generator or lottery method to select individuals to invite for participation. This 

method is justified because it ensures objectivity and is straightforward to implement across 

the identified cities. By using SRS, the study maximizes generalizability: each qualified urban 

consumer has the same chance of inclusion, so the results can be extended to the broader 

target population without systematic sampling bias. 

 

3.4.4 Sample Size Determination 

The survey has collected data from  201 respondents. This sample size is determined through 

Cochran’s formula for large populations, ensuring an acceptable margin of error and 

confidence level. Cochran’s formula is: 

 𝑛
0
= 𝑍2𝑝(1−𝑝)

𝑒2

where Z is the z-value for the desired confidence level (1.96 for 95% confidence), p is the 

estimated proportion (0.5 for maximum variability), and e is the margin of error. Using a 95% 

confidence level (Z = 1.96), p = 0.5, and a target margin of error e = 0.07 (7%), the 

calculation is: 

1.​ Z = 1.96, p = 0.5, 1 - p = 0.5, e = 0.07 

2.​  = 196 𝑛
0
= 1.9620.5(1−0.5)

0.072

3.​ We round up to obtain about 201 respondents.​

 

This sample size is further justified by common guidelines: with a 27-item questionnaire, 

conventional rules of thumb (e.g. 5–10 respondents per item) suggest a minimum of 135–270 

participants; hence 201 is within an acceptable range. In fact, prior studies on green consumer 

behavior have used samples in the few-hundreds: for example, Yener et al. (2023) collected 

data from 439 consumers in a similar survey​. A sample of ~201 will allow reliable 

SPSS-based analyses (such as factor analysis, reliability tests, and regression) without undue 

sampling error. In summary, using Cochran’s formula and established heuristics ensures that 

the chosen sample size is sufficient to achieve statistical validity and power for the proposed 

analysis. 

 

The methodological choices above are supported by scholarly standards and recent studies. 

For instance, Yener, Secer, and Ghazalian (2023) illustrate the use of a quantitative survey and 

random sampling in a green consumer study​. Similar guidelines for sample size (e.g. 
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Cochran’s formula) are well-established in social science research (e.g. Cochran, 1977; 

Comrey & Lee, 1992). Overall, these references affirm that the quantitative survey approach 

with SRS and the calculated sample size are appropriate for examining green consumption 

intentions​. 

 

3.5 Questionnaire Development 
The research utilized a structured, closed-ended questionnaire as the primary instrument for 

data collection. The questionnaire was designed by adapting validated scales from prior 

studies to ensure both reliability and validity in measuring the key constructs: Attitudes 

towards the Environment, Attitudes towards Green Consumption, Attitudes towards Organic 

Cosmetics, Subjective Norms, Green Consumption Intention, and Green Consumption 

Behavior. 

 

Each item was measured using a five-point Likert scale ranging from 1 (Strongly Disagree) to 

5 (Strongly Agree), following best practices for capturing consumer attitudes and intentions 

(Hair et al., 2021). This scaling approach enables the quantification of the intensity of 

respondents’ perceptions and behaviors toward green consumption. 

 

The items for Attitudes towards the Environment, Attitudes towards Green Consumption, 

Subjective Norms, Green Consumption Intention, and Green Consumption Behavior were 

adapted from Al Mamun et al. (2023), which investigated cause-related marketing and green 

consumption in the cosmetics sector​. 

 

The items for Attitudes towards Organic Cosmetics were adapted from Martínez-López et al. 

(2022), who studied organic cosmetic consumption based on an extended Theory of Planned 

Behavior model​. 

Table 3.1 Questionnaire Design 

Items Variables Sources Cronbach’s 

Alpha 

ATE1–ATE5 Attitude towards the 

Environment 

Venciute et al., 

(2023) 

0.745 
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ATG1–ATG3 Attitude towards Green 

Consumption 

Venciute et al., 

(2023) 

0.865 

ATO1–ATO4 Attitude towards Organic 

Cosmetics 

Sarabia-Andreu et al., 

(2020) 

 - 

SNG1–SNG5 Subjective Norms towards 

Green Consumption 

Venciute et al., 

(2023) 

0.876 

GCI1–GCI6 Green Consumption Intention Venciute et al., 

(2023) 

0.944 

GCB1–GCB4 Green Consumption Behavior Venciute et al., 

(2023) 

0.738 

 

3.6  Measurement of Variables/ Instrumentation 
A structured, closed-ended questionnaire was developed to measure the key constructs of this 

study: Attitudes towards the Environment, Attitudes towards Green Consumption, Attitudes 

towards Organic Cosmetics, Subjective Norms towards Green Consumption, Green 

Consumption Intention, and Green Consumption Behavior. 

 

The items for each construct were adapted from previously validated instruments to ensure 

content validity and measurement reliability. Respondents indicated their level of agreement 

with each item on a five-point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly 

Agree). 

 

The items were adapted primarily from Venciute et al. (2023) for general green attitudes, 

subjective norms, intention, and behavior, and from Sarabia-Andreu et al. (2020) for attitudes 

toward organic cosmetics.The full questionnaire is presented below, categorized according to 

the study’s main constructs: 

Table: 3.2 Attitude towards the environment 

ATE1 I am very concerned about the environment 

ATE2 I am willing to reduce my consumption to help protect the environment 

34 



 

ATE3 Major political change is necessary to protect the natural environment 

ATE4 Major social change is necessary to protect the natural environment 

ATE5 Anti-pollution laws should be enforced more strongly 

Table: 3.3 Attitude towards Green Consumption 

ATG1 I like the idea of purchasing green 

ATG2 Purchasing green product is a good idea 

ATG3 I have a favourable attitude towards purchasing green version of cosmetics 

products 

Table: 3.4 Attitude towards Organic Cosmetics  

ATO1 Organic cosmetic are healthier  

ATO2 Organic cosmetic products have superior quality 

ATO3 Organic cosmetic have not harmful effects  

ATO4 Organic cosmetic are in fashion  

Table: 3.5 Subjective norms towards green consumption 

SNG1 I feel proud when I buy/use green products 

SNG2 Most people who are important to me think I should purchase green cosmetics 

products when going for purchasing 

SNG3 Most people who are important to me would want me to purchase green 

cosmetics products when going for purchasing 

SNG4 People whose options I value would prefer that I purchase green cosmetics 

products 

SNG5 My friends’ positive opinion influences me to purchase green cosmetics products 
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Table: 3.6 Green consumption intention 

GCI1 I consider buying green cosmetics products because they are less polluting in 

coming times 

GCI2 I consider switching to environmentally friendly cosmetics brands for ecological 

reasons 

GCI3 I plan to spend more on environmentally friendly cosmetics products rather than 

conventional products 

GCI4 I expect to purchase green cosmetics products in the future because of their 

positive environmental contribution 

GCI5 I want to purchase green cosmetics products in near future 

GCI6 I am likely to choose an organic product the next time I buy cosmetics 

Table: 3.7 Green consumption behaviour 

GCB1 I make a special effort to buy products in biodegradable packages​  

GCB2 I have switched from my usual brands and buy environmentally safe cosmetic 

products, even if I had to give up some product’s effectiveness 

GCB3 I have switched products for ecological reasons 

GCB4 When I have a choice between two equal cosmetics products, I purchase the one 

less harmful to the environment 

The structured questionnaire, developed by adapting items from recent validated studies, 

captures all the core dimensions of green consumption behavior in the context of 

Bangladesh’s organic cosmetics market. The use of previously tested scales and a 

standardized Likert format ensures the reliability, validity, and comparability of the collected 

data for subsequent analysis using SPSS. 

 

3.7  Data Collection Procedures 
To collect primary data for this study, a self-administered online survey method was adopted. 

Due to the accessibility and convenience it provides, the questionnaire was distributed 

electronically through a Google Form. This method aligns with current research trends that 
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advocate for digital data collection tools to enhance respondent reach, minimize costs, and 

maintain data integrity (Luu, 2023; Hair et al., 2021). 

 

The structured questionnaire, developed and validated in previous sections, was uploaded to 

Google Forms and shared via multiple online platforms, including: Email invitations, Social 

media platforms (Facebook, LinkedIn), WhatsApp groups, University online groups, Retail 

customer mailing lists (where accessible). 

 

The target respondents were urban consumers living in Dhaka, Chattogram, Cumilla, 

Rajshahi, Sylhet, and other major Bangladeshi cities where organic cosmetics are available. 

Screening questions were included at the beginning of the form to ensure that participants 

were aged 18 or older and had awareness of organic cosmetic products. 

 

Participation in the survey was entirely voluntary, and participants were informed of the 

research purpose, confidentiality measures, and their right to withdraw at any point without 

consequences. An informed consent statement was embedded on the first page of the form, 

and proceeding with the questionnaire implied consent to participate. 

 

Data collection occurred over a period of four weeks, ensuring sufficient time to reach the 

desired sample size of 201 respondents. To maximize response rates, reminders were sent 

through the same digital channels after two weeks. 

 

The online distribution method allowed for: 

●​ Quick, real-time data aggregation, 

●​ Automatic data storage in Google Sheets for preliminary screening, 

●​ Easy download of the dataset in SPSS-compatible formats (CSV, XLSX) for further 

analysis. 

 

Using an online platform was particularly suitable for this study considering the high internet 

penetration and digital literacy rates among urban Bangladeshi consumers, especially within 

the younger demographic segments. 
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3.8 Techniques of Data Analysis 
Following the data collection, the quantitative data will be analyzed using Statistical Package 

for the Social Sciences (SPSS) version 25.0. SPSS is widely used for empirical research 

involving hypothesis testing, especially when dealing with survey data measured through 

Likert scales (Hair et al., 2021). 

 

The data analysis will follow a structured approach comprising several key steps. Initially, 

preliminary data screening will be conducted to check for missing values, outliers, and 

erroneous entries, as well as to assess normality, reliability, and basic descriptive statistics 

such as mean, standard deviation, skewness, and kurtosis. Next, internal consistency 

reliability of each construct will be evaluated using Cronbach’s Alpha, with a threshold of 

0.70 deemed acceptable (Nunnally & Bernstein, 1994). Descriptive statistics will then 

summarize the demographic profile and provide an overview of responses to individual 

items. Pearson correlation analysis will explore the strength and direction of relationships 

among key variables (Field, 2022). Following this, multiple regression analysis will 

determine how independent variables like attitudes and subjective norms predict green 

consumption intention, while simple regression will assess the link between green 

consumption intention and actual green consumption behavior. These analytical techniques 

together will ensure a rigorous and reliable test of the study’s hypotheses developed in 

Chapter 2. 

 

3.9 Chapter Summary 
This chapter has outlined the research methodology employed in this study. The study 

follows a quantitative explanatory design to examine the relationships among 

multidimensional attitudes, subjective norms, green consumption intention, and green 

consumption behavior in Bangladesh’s organic cosmetics market. 

 

A structured questionnaire was developed based on validated scales and distributed through 

online platforms using Google Forms. Simple random sampling was used to ensure 

representativeness, targeting around 200 urban consumers. 

Data analysis will be conducted using SPSS through descriptive statistics, reliability testing, 

correlation analysis,  and multiple regression.  
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CHAPTER 4 

DATA ANALYSIS AND FINDINGS 

 



 

In this chapter, we delve into the examination of data and the discoveries stemming from the 

current research project. The amassed dataset underwent scrutiny using the SPSS (Statistical 

Package for the Social Sciences) methodology, probing into the connections between external 

and internal variables and scrutinising the role of mediation. Subsequently, we meticulously 

catalogued the outcomes derived from SPSS measurement and structural models analysis. 

The focal points encompass an evaluation of response rates, an exploration of participants' 

profiles, a thorough analysis of response frequencies, an examination of statistics depicting 

data characteristics, and a rigorous assessment of data integrity and validity. Additionally, this 

chapter encapsulates a concise summary of the results gleaned from hypothesis testing 

conducted as part of the data analysis. 

 

4.1 Response Rate 

Table 4.1 shows that 250 questionnaires were distributed and 215 returned, yielding an 

overall response rate of 86%. After excluding 14 unusable surveys, 201 questionnaires 

remained, for a valid response rate of 80.4%. This high valid response rate (201/250) 

indicates strong participation and enhances the generalizability of the findings. Such a rate 

exceeds common benchmarks (often around 50–60% in survey research) and suggests that 

nonresponse bias is minimal. 

 

Table 4.1: Response of questionnaire survey 

Description Response 

Number of questionnaires distributed 250 

Number of questionnaires returned 215 

Number of excluded questionnaires 14 

Number of usable questionnaires 201 

Questionnaires not returned 35 

Response rate 86 % 

Valid response rate 80.4 % 

 

4.2 Respondents’ Profile 

The sample’s demographic profile (Table 4.2) is summarized as follows. Gender was nearly 

balanced: 48.3% male and 51.7% female respondents. The age distribution was skewed 

toward younger adults, with 38.3% aged 20–25 and 34.3% aged 26–30; only 27.4% were 
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older than 30. A majority (54.2%) were single, and 45.8% married. In terms of education, 

33.8% were university graduates, 14.9% postgraduates, and 14.9% undergraduates; 31.3% 

fell into an “Others” category (e.g. professional certifications), and 5.0% had completed only 

higher secondary school. Professionally, the largest group were students (28.9%), followed by 

business (26.4%), service sector (25.4%), and other occupations (19.4%). Monthly income 

varied: 38.8% earned Tk. 20,001–30,000, 29.4% less than Tk. 15,000, 22.9% above Tk. 

30,000, and 13.9% Tk. 15,001–20,000. These demographics suggest the sample is relatively 

young and educated, with a slightly higher proportion of females. Such profiles are typical of 

organic cosmetics consumers, who often tend to be younger and more educated. 

Table 4.2: Demography of the Respondents 

Demographics Category Frequency Percent 

Gender Male 

Female 

97 

104 

48.3 

51.7 

Age 20- 25 

26 – 30 

31 - 35 

36 and above 

77 

69 

38 

17 

38.3 

34.3 

18.9 

8.5 

Marital Status  Single  

Married 

109 

92 

54.2 

45.8 

Education Level HSC 

Undergraduate  

Graduate 

Post-Graduate 

Others 

10 

30 

68 

30 

63 

5.0 

14.9 

33.8 

14.9 

31.3 

Profession Student  

Business                   ​        

Service                 ​  

Others             

58 

53 

51 

39 

28.9 

26.4 

25.4 

19.4 

Monthly income Less than Tk.15000 

Tk.15001-Tk.20000 

Tk.20001-Tk.30000 

Above Tk.30000 

59 

28 

68 

46 

29.4 

13.9 

38.8 

22.9 
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4.3 Descriptive Statistics Analysis 

Table 4.3 presents the means and standard deviations for each key construct. All constructs 

had high mean scores (near or above 4 on a 5-point scale), indicating generally positive 

attitudes and intentions toward green consumption. For example, Attitude toward the 

Environment (ATE) had a mean of 4.144 (SD=0.696), and Green Consumption Intention 

(GCI) a mean of 4.148 (SD=0.639). Other means were similarly high (Attitude toward 

Organic Cosmetics 3.993; Subjective Norms 4.074). The relatively small standard deviations 

(0.64 -- 0.88) indicate that responses clustered closely around these high means. In sum, 

respondents tended to agree with the positively framed survey items, reflecting favorable 

attitudes, strong subjective norms, and strong intentions regarding green consumption. These 

descriptive results provide context: on average, the sample held pro-environmental views and 

intentions.  

Table 4.3: Descriptive Statistics of Variables 

Variables Mean Standard 

Deviation 

Maximum 

Value 

Minimum 

Value 

Attitude towards the Environment 4.1443 .69633 5 1 

Attitude towards Green Consumption 3.9270 .88455 5 1 

Attitude towards Organic Cosmetics 3.9925 .70883 5 1 

Subjective Norms towards Green 

Consumption 

4.0736 .66374 5 1 

Green Consumption Intention 4.1476 .63883 5 1 

Green Consumption Behavior 4.0933 .65931 5 1 

 

4.4 Reliability Test 

Scale reliability was evaluated using Cronbach’s alpha and composite reliability (CR) (Table 

4.4). Cronbach’s alpha (introduced by Cronbach, 1951, as a measure of internal consistency) 

ranged from 0.714 to 0.896 across constructs. All alpha values met or exceeded 0.70, the 

conventional threshold for acceptable reliability(Cronbach, 1951; Tavakol & Dennick, 2011). 

For instance, Attitudes toward Green Consumption had α = 0.896, Green Consumption 
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Behavior α = 0.850, and Subjective Norms α = 0.714. These results suggest each multi-item 

scale has adequate internal consistency. Composite reliability (CR) was also computed; CR is 

a more general indicator of scale reliability that accounts for factor loadings(Hair et al., 

2009). As recommended by Hair et al. (2009), CR values ≥ 0.70 denote good reliability. In 

this data, CR values ranged from 0.650 to 0.770. Notably, Green Consumption Intention had 

CR = 0.770, above the 0.70 benchmark. Some constructs were slightly below 0.70 (e.g. 

Attitudes toward Green Consumption CR = 0.650; Subjective Norms CR = 0.674), though all 

CRs exceeded 0.60. According to Fornell & Larcker (1981), CR above 0.60 can still be 

considered adequate if AVE criteria are roughly met. Overall, the reliability analysis indicates 

that all scales have acceptable internal consistency.  

Table 4.4 : Measurement Properties of Constructs 

Variables Items Loadings Cronbach​

alpha 

Composite 

Reliability 

Average Variance​

Extracted (AVE) 

Attitudes 

towards the 

Environment 

ATE1 .410 .754 .749 0.389 

ATE2 .542 

ATE3 .593 

ATE4 .713 

ATE5 .470 

Attitudes 

towards the 

Green 

Consumption 

AGC1 .742 .896 .650 0.398 

AGC2 .707 

AGC3 .382 

Attitudes 

towards 

Organic 

Cosmetics 

AOC1 .704 .766 .701 0.375 

AOC2 .673 

AOC3 .570 

AOC4 .478 

Subjective 

Norms of 

Green 

Consumption 

SNG1 .543 .714 .674 0.297 

SNG2 .543 

SNG3 .606 

SNG4 .406 

SNG5 .603 
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Green 

Consumption 

Intention 

GCI1 .568 .742 .770 0.366 

GCI2 .448 

GCI3 .545 

GCI4 .786 

GCI5 .524 

GCI6 .698 

Green 

Consumption 

Behaviour  

GCB1 .620 .850 .675 0.343 

GCB2 .620 

GCB3 .540 

GCB4 .560 

 

4.5 Convergent Validity 
Convergent validity was assessed via the Average Variance Extracted (AVE) for each 

construct (Table 4.4). Fornell and Larcker (1981) recommend AVE ≥ 0.50, meaning a 

construct explains at least half the variance of its indicators. In this study, all AVE values fell 

below 0.50 (ranging from 0.297 for Subjective Norms to 0.398 for Green Consumption 

Intention). For example, Attitude toward the Environment had AVE = 0.389, Attitude toward 

Green Consumption 0.398, Intention 0.366. These results suggest that less than 50% of 

indicator variance is captured by the latent construct in each case. By strict criteria, this 

indicates weak convergent validity. However, Fornell and Larcker note that an AVE slightly 

below 0.50 may be acceptable if the composite reliability is sufficiently high. In this data, 

most CRs exceed 0.60, and some exceed 0.65. For instance, Green Consumption Intention 

had AVE = 0.366 with CR = 0.770, and Subjective Norms AVE = 0.297 with CR = 0.674. 

According to the rule of thumb, these CR values mitigate concerns about the lower AVEs 

(Fornell and Larcker, 1981). Nevertheless, the consistently sub-0.50 AVE indicates that 

convergent validity is not fully achieved, and future scale refinement (e.g. dropping poorly 

loading items) might improve construct validity. 

 

4.6 Regression and ANOVA Results 
Table 4.5 summarizes the regression models tested. Model 1 regressed Green Consumption 

Intention (GCI) on four predictors: Attitude toward the Environment (ATE), Attitude toward 

Green Consumption (ATG), Attitude toward Organic Cosmetics (ATO), and Subjective 

Norms (SNG). The model was statistically significant: $F(4,196) = 73.721$, p < .001. The 
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coefficient of determination was $R^2 = 0.601$ (adjusted $R^2 = 0.593$), indicating that 

60.1% of the variance in GCI is explained by these predictors. This is a substantial effect size 

in behavioral research (Cohen, 1988).  

Table 4.5: Summary of Regression and ANOVA Results for Hypothesis Testing 

Model Dependent 

Variable 

Predictors R² Adj. R² F Sig. 

(p) 

Model 1 Green 

Consumption 

Intention 

Environment, 

GreenConsumption, 

OrganicCosmetics, 

SubjectiveNorms 

0.601 0.593 73.721 0.000 

Model 2 Green 

Consumption 

Behavior 

Intention 0.434 0.431 152.471 0.000 

 

Model 2 regressed Green Consumption Behavior (GCB) on GCI alone. This model was also 

significant ($F(1,199) = 152.471$, p < .001) with $R^2 = 0.434$ (adjusted $R^2 = 0.431$), 

so intention explains 43.4% of the variance in behavior. In summary, both regression models 

are highly significant, demonstrating that (a) attitudes and norms jointly explain a large 

portion of the variance in green consumption intention, and (b) intention robustly predicts 

actual green consumption behavior. These findings are in line with the Theory of Planned 

Behavior (TPB), which posits that attitudes and norms drive intentions and that intentions, in 

turn, drive behavior (Ajzen, 1991). 

 

4.7 Structural Model Assessment for Hypothesis Testing 

Table 4.6 presents the standardized path estimates for the hypothesized model. The results for 

each hypothesis are as follows: 

●​ H1: Attitudes toward the Environment → Green Consumption Intention. The path 

coefficient was β = 0.178 (SE = 0.058), t = 2.804, p = .006. This positive effect is 

statistically significant (p < .01), supporting H1. 
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●​ H2: Attitudes toward Green Consumption → Green Consumption Intention. β = 0.162 

(SE = 0.042), t = 2.758, p = .006. This effect is also significant (p < .01), supporting 

H2. 

●​ H3: Attitudes toward Organic Cosmetics → Green Consumption Intention. β = 0.108 

(SE = 0.054), t = 1.798, p = .074. This effect is not statistically significant (p > .05), 

so H3 is not supported. 

●​ H4: Subjective Norms → Green Consumption Intention. β = 0.471 (SE = 0.058), t = 

7.819, p < .001. This strong positive effect is highly significant, supporting H4. 

●​ H5: Green Consumption Intention → Green Consumption Behavior. β = 0.659 (SE = 

0.055), t = 12.340, p < .001. This effect is very significant, supporting H5. 

 

Table 4.6 : The Structural Estimates 

Hypothesised 

path 

Hypo-

thesis 

 Beta 

Coefficients  

Standard 

Error 

T 

Value 

P 

Value 

Level of 

Significance 

ATE ➡ GCI H1 0.178 0.058 2.804 .006 *** 

ATG ➡ GCI H2 0.162 0.042 2.758 .006 *** 

ATO ➡ GCI H3 0.108 0.054 1.798 .074 - 

SNG ➡ GCI H4 0.471 0.058 7.819 .000 *** 

GCI ➡ GCB H5 0.659 0.055 12.340 .000 *** 

 

Note: **P<0.05; ***P<0.01. 

 

In sum, attitudes toward the environment and toward green consumption, as well as 

subjective norms, had significant positive effects on intention, whereas attitudes toward 

organic cosmetics did not. Intention in turn had a strong positive effect on behavior. These 

findings generally confirm the TPB framework: favorable attitudes (especially environmental 

and general green attitudes) and strong subjective norms increase a person’s intention to act, 

and higher intention leads to increased actual behavior (Ajzen, 1991). Table 4.7 summarizes 

hypothesis tests: H1, H2, H4, and H5 are accepted; only H3 is rejected. 
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4.8 Summary of Findings 

●​ Response Rate: The survey achieved a high valid response rate (80.4%), indicating 

reliable data. 

●​ Sample Profile: The sample was relatively young and educated (72% aged 20–30; 

~63% with undergraduate or higher education) and slightly more female than male. 

●​ Descriptive Statistics: Mean scores for all constructs were high (≈4.0 on a 5-point 

scale), reflecting positive attitudes and intentions. Standard deviations were low, 

suggesting consensus around these attitudes. 

●​ Reliability: All scales showed acceptable internal consistency (Cronbach’s α between 

.714 and .896) . Composite reliabilities were mostly ≥ .70, with a few slightly lower 

(0.650–0.674). Overall reliability met standard benchmarks (Hair et al., 2009; Tavakol 

& Dennick, 2011). 

●​ Convergent Validity: AVE values for all constructs were below .50, indicating that 

less than half of the indicator variance was explained by each construct (Fornell & 

Larcker, 1981). According to Fornell & Larcker (1981), AVE should be ≥ .50 to 

confirm convergent validity. In this case, AVEs ranged 0.297–0.398, so convergent 

validity was not fully achieved. However, since composite reliabilities exceed 0.60 for 

all constructs, the convergent validity may be considered marginally adequate (Fornell 

& Larcker, 1981). 

●​ Regression/ANOVA: The model predicting intention was significant ($R^2=0.601$, 

p<.001), as was the model predicting behavior ($R^2=0.434$, p<.001). This indicates 

that attitudes and norms collectively account for a substantial portion of intention 

variance, and intention strongly predicts behavior. 

●​ Hypothesis Tests: Attitude toward the environment (H1) and attitude toward green 

consumption (H2) both had significant positive effects on intention, supporting these 

hypotheses. Attitude toward organic cosmetics (H3) did not have a significant effect 

(hypothesis rejected). Subjective norms (H4) had a strong positive effect on intention. 

Intention predicted behavior (H5) with a large standardized coefficient (β=0.659, 

p<.001). These outcomes largely support the TPB: attitudes and norms influence 

intention, which in turn drives behavior (Ajzen, 1991). 
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Table 4.7 :  Summary of Hypotheses Testing Findings 

Hypotheses Description Comments 

H1 Attitudes towards the environment have a positive 

effect on green consumption intention. 

Accepted 

H2 Attitudes towards green consumption have a positive 

effect on green consumption intention. 

Accepted 

H3 Attitudes towards organic cosmetics have a positive 

effect on green consumption intention. 

Not - Accepted 

H4 Subjective norms of green consumption have a 

positive effect on green consumption intention. 

Accepted 

H5 Green consumption intention has a positive effect on 

green consumption behavior. 

Accepted 

 

4.9 Chapter Summary 

This chapter presented the empirical results from the SPSS analyses. The study obtained a 

robust valid response rate and a sample of predominantly young, well-educated consumers. 

Descriptive analysis showed that respondents generally held positive green attitudes and 

intentions. Reliability tests confirmed that each multi-item construct was measured 

consistently, although convergent validity was weaker (AVE values were below 

recommended thresholds (Fornell and Larcker, 1981). Regression and structural modeling 

revealed that most of the hypothesized relationships were supported: attitudes toward the 

environment and green consumption, as well as subjective norms, significantly predicted 

green consumption intention, and intention strongly predicted green consumption behavior 

(while attitude toward organic cosmetics did not have a significant effect). These findings 

align with the Theory of Planned Behavior, demonstrating that favorable attitudes and social 

norms translate into higher intentions and subsequent green consumption behavior (Ajzen, 

1991). In the next chapter, these results will be discussed in relation to existing literature on 

TPB and green consumer behavior.  

48 



 

 

49 

CHAPTER 5 

DISCUSSION AND CONCLUSION 

 



 

5.1 Introduction 
This chapter interprets the empirical findings presented in Chapter 4 in light of the theoretical 

framework—namely, the Theory of Planned Behavior (TPB)—and prior literature. The 

discussion is structured around the key hypotheses, followed by theoretical and practical 

implications, limitations of the study, and suggestions for future research. The chapter 

concludes with a summary of the main insights into green consumption behavior in the 

context of Bangladesh’s organic cosmetics market. 

 

5.2 Discussion of Key Findings 

5.2.1 Attitudes Toward the Environment and Green Consumption Intention 
The study found a significant positive relationship between environmental attitudes and green 

consumption intention (H1 supported). This aligns with previous studies highlighting the 

importance of environmental concern in motivating pro-environmental behavior (Paul et al., 

2016; Nguyen et al., 2023). Consumers who perceive environmental problems as urgent are 

more likely to support sustainable consumption practices. In Bangladesh, increased 

awareness of pollution and climate risks has contributed to the growth of green sentiment 

among urban youth (Hasan et al., 2021). These findings support TPB’s assertion that 

favorable attitudes increase behavioral intention (Ajzen, 1991). 

 

5.2.2 Attitudes Toward Green Consumption and Intention 
H2 was also supported, indicating that general attitudes toward green consumption 

significantly influence the intention to engage in sustainable behavior. This confirms the 

findings of Liobikienė et al. (2021), who emphasized the role of lifestyle-driven green values 

in shaping consumer choices. Positive attitudes toward eco-friendly living often correlate 

with intentions to purchase green products, even if specific product attitudes are weaker. The 

consistency of this result reinforces the multidimensional nature of attitudes and the relevance 

of green lifestyle orientation in Bangladesh's urban settings. 

 

5.2.3 Attitudes Toward Organic Cosmetics and Intention 
Contrary to expectations, H3 was not supported, suggesting that attitudes toward organic 

cosmetics did not significantly influence green consumption intention. This could reflect 

consumer skepticism regarding product authenticity, labeling, or price premiums—common 

issues in emerging markets (Panda et al., 2020). Previous studies have also shown that 
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specific product attitudes may not translate into action when perceived behavioral control or 

trust is low (Thøgersen, 2017). In Bangladesh, the lack of strict labeling and certification 

standards may weaken confidence in organic claims, limiting the effect of product-level 

attitudes on broader green consumption intention. 

 

5.2.4 Subjective Norms and Intention 
The study found a strong, significant effect of subjective norms on green consumption 

intention (H4 supported), consistent with the TPB framework and previous research in 

collectivist cultures (Yadav & Pathak, 2017). In Bangladesh, social conformity, peer 

influence, and digital communities play a central role in shaping consumption choices, 

particularly among younger consumers. As digital platforms and influencer marketing grow, 

subjective norms exert even greater influence on perceived behavioral expectations (Lee, 

2020). This reinforces the importance of normative pressure in green consumer 

decision-making. 

 

5.2.5 Green Consumption Intention and Behavior 
Green consumption intention was a strong and significant predictor of behavior (H5 

supported). This aligns with TPB’s core proposition that intention is the most proximal 

determinant of action (Ajzen, 1991). While previous research has highlighted a persistent 

intention–behavior gap (Nguyen et al., 2022), this study found that 43.4% of behavior 

variance was explained by intention alone, suggesting a relatively strong link. This result may 

be due to the increased accessibility of organic cosmetics and the rising visibility of 

environmental narratives in mainstream discourse. 

 

5.3 Theoretical Implications 
This study contributes to TPB literature by validating the framework in a new context: green 

cosmetics consumption in an emerging economy. The findings demonstrate that the 

multidimensional approach to attitudes—dividing general environmental concern, green 

lifestyle attitudes, and product-specific attitudes—provides a nuanced understanding of 

intention formation. While environmental and green lifestyle attitudes significantly 

influenced intention, product-specific attitudes did not, supporting the view that broader 

values may be more predictive than individual product perceptions in low-trust markets 
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(Joshi & Rahman, 2019). Additionally, the strong influence of subjective norms confirms the 

importance of sociocultural context in TPB applications. 

 

5.4 Practical Implications 
For Marketers 

Marketers should emphasize collective environmental responsibility and leverage peer 

influence in campaigns. Positioning organic cosmetics as lifestyle enablers rather than mere 

personal care products can help tap into consumers’ green values. Collaboration with 

influencers, eco-conscious celebrities, and social media communities can also amplify 

subjective norms. 

 

For Policymakers 

Government agencies should introduce and enforce stricter green labeling standards and 

third-party certification mechanisms. Regulatory assurance can reduce consumer skepticism 

and enhance trust in organic claims. Environmental awareness campaigns targeting university 

students and young professionals can further stimulate green intent. 

 

For NGOs and Educators 

NGOs working in sustainability can use these insights to design community-level behavior 

change programs. Educational institutions should integrate green values into curricula and 

promote student-led environmental initiatives. Subjective norms can be harnessed effectively 

through social proof and community activism. 

 

5.5 Limitations of the Study 
Several limitations must be acknowledged. First, the sample was urban and primarily 

composed of young, educated consumers, limiting generalizability to rural or older 

populations. Second, the cross-sectional design prevents causal inferences. Third, all data 

were self-reported, which may be influenced by social desirability bias. Finally, AVE values 

for the constructs were below 0.50, indicating potential weaknesses in convergent validity. 

 

5.6 Suggestions for Future Research 
Future studies should employ longitudinal or experimental designs to assess the stability and 

causality of green behaviors over time. Exploring the role of perceived behavioral control—a 
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core TPB component omitted here—may offer further insights. Researchers should also 

examine the impact of trust in labeling, eco-brand credibility, and perceived product efficacy. 

Comparative studies across different green product categories or cultural regions in 

Bangladesh would also be valuable. 

 

5.7 Conclusion 
This study examined how multidimensional attitudes and subjective norms influence green 

consumption intention and behavior in Bangladesh’s organic cosmetics market. The results 

supported the Theory of Planned Behavior, with environmental attitudes, green lifestyle 

values, and subjective norms predicting intention, which in turn influenced behavior. 

However, product-specific attitudes were not significant predictors, highlighting the need for 

stronger certification and consumer trust. Overall, the findings offer theoretical contributions 

and actionable guidance for marketers, policymakers, and educators aiming to promote 

sustainable consumption in Bangladesh. 
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APPENDIX - A 
Questionnaire  

Dear participant, 
 
I am an MBA student of the Marketing Department in Comilla University. As a part of my 
research work, I am conducting a survey, the purpose of which is to Understanding Green 
Consumption Intention and Behavior through Multidimensional Attitudes and Subjective 
Norms: Evidence from Bangladesh’s Organic Cosmetics Market. I am asking you to 
participate in the survey because of your close connection with these relevant issues,  as a 
conscious consumer. Your identity will be kept confidential. There are no anticipated risks, 
compensation or other benefits to you as a participant in the survey.Your feedback is valuable 
and will help me to improve my Understanding of Green Consumption Behavior through 
Multidimensional Attitudes and Subjective Norms: Evidence from Bangladesh’s Organic 
Cosmetics Market. By filling out the provided survey, you give me the permission to report 
your responses anonymously in the final manuscript to be submitted to my faculty supervisor 
as part of my work.​
 
Sincerely, 
Arobindo Bikash Dev 
Department of Marketing​
Comilla University. 

QUESTIONNAIRE 
 

This survey will take at best 5-7 minutes to complete. Please give the tick mark (✓) in the 
box that best matches with you. 
 

Part A - Demography of the Respondents. 
 

1.​ Gender                          �  Male                       � Female 
 

2.​ Age                               �  20- 25                     � 26 - 30 
 
                                      �  31- 35                     � 36 and above  

3.​ Marital status                �  Single                     � Married 
 

4.​ Education Level           � HSC                         �Undergraduate        ​
 
                                     � Graduate                  � Post Graduate          � Others 

5.​ Profession                    �  Student                   � Business  
 
                                     �  Service                   � Others  

6.​ Monthly Income           �  Below Tk.15000                     � Tk.15001-20000 
 

                                      �  Tk. 20001-30000                    � Tk. 30001 and above 
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Part B 
Using the 5 point likert scale please respond to the following statements to indicate the extent 
to which you agree or disagree. Please circle the option that best matches with you. 
 

Strongly disagree Disagree Neutral Agree Strongly agree 

1 2 3 4 5 

Attitude towards the environment 

ATE1 I am very concerned about the environment 1 2 3 4 5 

ATE2 I am willing to reduce my consumption to help 
protect the environment 

1 2 3 4 5 

ATE3 Major political change is necessary to protect the 
natural environment 

1 2 3 4 5 

ATE4 Major social change is necessary to protect the 
natural environment 

1 2 3 4 5 

ATE5 Anti-pollution laws should be enforced more 
strongly 

1 2 3 4 5 

Attitude towards Green Consumption 

AGC1 I like the idea of purchasing green 1 2 3 4 5 

AGC2 Purchasing green product is a good idea 1 2 3 4 5 

AGC3 I have a favourable attitude towards purchasing 
green version of cosmetics products 

1 2 3 4 5 

Attitude towards Organic Cosmetics  

AOC1 Organic cosmetic are healthier  1 2 3 4 5 

AOC2 Organic cosmetic products have superior quality 1 2 3 4 5 

AOC3 Organic cosmetic have not harmful effects  1 2 3 4 5 

AOC4 Organic cosmetic are in fashion  1 2 3 4 5 

Subjective norms towards green consumption 

SNG1 I feel proud when I buy/use green products 1 2 3 4 5 

SNG2 Most people who are important to me think I should 
purchase green cosmetics products when going for 
purchasing 

1 2 3 4 5 
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SNG3 Most people who are important to me would want 
me to purchase green cosmetics products when 
going for purchasing 

1 2 3 4 5 

SNG4 People whose options I value would prefer that I 
purchase green cosmetics products 

1 2 3 4 5 

SNG5 My friends’ positive opinion influences me to 
purchase green cosmetics products 

1 2 3 4 5 

Green consumption intention 

GCI1 I consider buying green cosmetics products because 
they are less polluting in coming times 

1 2 3 4 5 

GCI2 I consider switching to environmentally friendly 
cosmetics brands for ecological reasons 

1 2 3 4 5 

GCI3 I plan to spend more on environmentally friendly 
cosmetics products rather than conventional 
products 

1 2 3 4 5 

GCI4 I expect to purchase green cosmetics products in the 
future because of their positive environmental 
contribution 

1 2 3 4 5 

GCI5 I want to purchase green cosmetics products in near 
future 

1 2 3 4 5 

GCI6 I am likely to choose an organic product the next 
time I buy cosmetics 

1 2 3 4 5 

Green consumption behaviour 

GCB1 I make a special effort to buy products in 
biodegradable packages​  

1 2 3 4 5 

GCB2 I have switched from my usual brands and buy 
environmentally safe cosmetic products, even if I 
had to give up some product’s effectiveness 

1 2 3 4 5 

GCB3 I have switched products for ecological reasons 1 2 3 4 5 

GCB4 When I have a choice between two equal cosmetics 
products, I purchase the one less harmful to the 
environment 

1 2 3 4 5 
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APPENDIX - B 
Descriptive Studies 
Frequencies  

 
Frequency Table 
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Reliability 
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Reliability: All Variables  
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Factor Analysis 
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Regression - Model 1 
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Regression - Model 2  
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APPENDIX - C 
Previous Research Summary on Organic Cosmetics and Green Consumption Behavior 

Title Author(s
) & Year 

Model and 
Theory 

DV & IV Sampling 
& Sample 

Size 

Data 
Analysis 
Method 

Relevant 
Findings 

The Effect of 
Cause-Relate
d Marketing 
on the Green 
Consumption 
Attitude–Beh
aviour Gap in 
the 
Cosmetics 
Industry 

Dominyk
a 
Venciute 
et al. 
(2023) 

Theory of 
Planned 
Behavior 
(TPB) 

DV: Green 
Consumption 
Behavior; IV: 
Attitude 
towards 
Environment, 
Subjective 
Norms, Green 
Consumption 
Intention 

241 
respondent
s 
(Lithuania
) 

Regressio
n 
Analysis 

Cause-relate
d marketing 
influences 
consumers 
with strong 
pro-green 
attitudes but 
does not 
fully close 
the 
attitude-beha
vior gap. 

Green 
Purchase 
Behavior: 
Examining 
the Influence 
of Green 
Environment
al Attitude, 
Perceived 
Consumer 
Effectiveness 

Tan Booi 
Chen 
(2022) 

Theory of 
Planned 
Behavior 
(TPB) 

DV: Green 
Purchase 
Behavior; IV: 
Environmenta
l Attitude, 
Perceived 
Effectiveness, 
Social Norms 

500 
respondent
s 
(Malaysia) 

Structural 
Equation 
Modeling 
(SEM) 

Green 
environment
al attitude 
significantly 
influences 
purchase 
intentions, 
but barriers 
like price 
and product 
availability 
persist. 

Examining 
Green 
Consumeris
m 
Motivational 
Drivers: 
Does 
Premium 
Price and 
Demographic
s Matter? 

Brahim 
Chekima 
(2021) 

Value-Belief
-Norm 
Theory 

DV: Green 
Purchase 
Intention; IV: 
Demographic
s, Price 
Sensitivity, 
Social Values 

350 
consumers 
(Malaysia) 

Multiple 
Regressio
n 

Premium 
pricing 
negatively 
affects green 
purchase 
intentions; 
environment
al values 
play a 
significant 
role. 
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Green 
Consumer 
Behavior in 
the 
Cosmetics 
Market 

Fogarass
y Csaba 
(2021) 

Consumer 
Behavior 
Theory 

DV: Organic 
Cosmetic 
Purchase; IV: 
Green 
Awareness, 
Brand Trust, 
Product 
Ingredients 

400 
respondent
s (Europe) 

Factor 
Analysis 
& 
Regressio
n 

Green 
awareness 
and trust in 
brand ethics 
significantly 
impact 
organic 
cosmetics 
purchase 
behavior. 

An 
Innovation 
Resistance 
Theory 
Perspective 
on Purchase 
of 
Eco-Friendly 
Cosmetics 

Mohd 
Sadiq et 
al. (2022) 

Innovation 
Resistance 
Theory 

DV: 
Resistance to 
Green 
Cosmetics; 
IV: Perceived 
Risk, Price 
Sensitivity, 
Product 
Performance 

300 
respondent
s (India) 

SEM Consumers 
resist green 
cosmetics 
due to high 
price and 
skepticism 
about 
product 
efficacy. 

Who Are 
Organic Food 
Consumers? 
A 
Compilation 
and Review 

RS 
Hughner 
et al. 
(2021) 

Health 
Belief 
Model 
(HBM) 

DV: Organic 
Purchase 
Behavior; IV: 
Health 
Concerns, 
Lifestyle 
Choices, 
Availability 

Literature 
Review 
(Multiple 
studies) 

Meta-anal
ysis 

Health 
concerns and 
perceived 
safety drive 
organic 
product 
purchases. 

Impact of 
Green 
Marketing on 
Green 
Purchase 
Intention and 
Green 
Consumption 
Behavior 

AS Asif 
Iqbal et 
al. (2023) 

Green 
Marketing 
Theory 

DV: Green 
Consumption 
Behavior; IV: 
Green 
Marketing 
Strategies, 
Green 
Perception, 
Eco-labeling 

600 
respondent
s 
(Pakistan) 

PLS-SEM Green 
marketing 
positively 
influences 
purchase 
behavior, but 
eco-label 
trust varies. 

Green 
Consumption
: 
Life-Politics, 
Risk, and 

J 
Connolly 
et al. 
(2022) 

Ethical 
Consumptio
n 
Framework 

DV: 
Sustainable 
Consumption; 
IV: Lifestyle, 
Social Norms, 

Literature 
Review 

Thematic 
Analysis 

Social norms 
and personal 
values shape 
green 
consumption 
choices. 
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Contradiction
s 

Political 
Views 

Sustainable 
Consumption 
Behavior: A 
Conceptual 
Model 

F 
Quoquab 
et al. 
(2023) 

Theory of 
Reasoned 
Action 
(TRA) 

DV: Green 
Consumption; 
IV: 
Eco-labeling, 
Sustainability 
Awareness, 
Ethical 
Concerns 

450 
respondent
s 
(Malaysia) 

Structural 
Equation 
Modeling 
(SEM) 

Eco-labeling 
increases 
trust in 
organic 
products and 
influences 
green 
behavior. 

Organic Food 
Consumption 
Among 
Urban 
Consumers 

Nor 
Hashima 
Hashim 
(2021) 

Behavioral 
Economics 

DV: Organic 
Purchase 
Frequency; 
IV: Income, 
Knowledge, 
Accessibility 

500 urban 
consumers 
(Malaysia) 

Regressio
n 
Analysis 

Higher 
income and 
awareness 
significantly 
impact 
organic 
product 
consumption
. 

A Study on 
the Impact of 
Green 
Branding on 
Consumer 
Buying 
Behavior 
with Respect 
to the 
Purchase of 
Apparel 

W 
Acosta-P
once et 
al. (2021) 

Branding 
Theory 

DV: Purchase 
Intention; IV: 
Brand Image, 
Green 
Packaging, 
Perceived 
Value 

400 
respondent
s (USA) 

Factor 
Analysis 
& 
Regressio
n 

Green 
branding 
improves 
consumer 
trust and 
likelihood of 
purchase. 

Green 
Consumption
: Behavior 
and Norms 

Ken 
Peattie 
(2021) 

Social Norm 
Theory 

DV: Green 
Purchasing; 
IV: Peer 
Influence, 
Cultural 
Values, 
Advertising 
Exposure 

Literature 
Review 

Thematic 
Analysis 

Social norms 
and peer 
influence 
significantly 
impact green 
purchasing. 
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Going Green 
for Self or for 
Others? 
Gender and 
Identity 
Salience 
Effects on 
Sustainable 
Consumption 

Diego 
Costa 
Pinto et 
al. (2022) 

Identity 
Theory 

DV: Green 
Buying 
Behavior; IV: 
Gender, 
Identity 
Salience, 
Perceived 
Benefits 

350 
respondent
s (UK) 

SEM Women 
engage more 
in green 
consumption 
due to 
stronger 
identity 
association 
with 
sustainability
. 

Being Green: 
From 
Attitude to 
Actual 
Consumption 

Giulia 
Miniero 
et al. 
(2021) 

Theory of 
Planned 
Behavior 
(TPB) 

DV: Green 
Consumption; 
IV: Attitude, 
Availability, 
Environmenta
l Awareness 

500 
respondent
s (Italy) 

Regressio
n 
Analysis 

Product 
availability 
significantly 
influences 
purchase 
behavior. 

Derivers of 
Green 
Buying 
Behavior for 
Organic 
Skincare 
Products 

Tan Booi 
Chen et 
al. (2023) 

Consumer 
Decision 
Model 

DV: Green 
Purchase 
Intention; IV: 
Advertisemen
t, Brand 
Loyalty, 
Eco-consciou
sness 

450 
respondent
s (China) 

SEM Green 
advertising 
enhances 
brand 
perception 
and purchase 
likelihood. 

Green 
Factors 
Stimulating 
the Purchase 
Intention of 
Luxury 
Organic 
Beauty 
Products 

Brahim 
Chekima 
et al. 
(2022) 

Luxury 
Marketing 
Framework 

DV: Purchase 
Intention; IV: 
Brand 
Perception, 
Social Status, 
Sustainability 
Perception 

400 
respondent
s 
(Malaysia) 

Factor 
Analysis 

Luxury 
branding 
strengthens 
perceived 
value of 
green beauty 
products. 

A Conscious 
Way to Shop 
for Beauty 

Reshma 
Patnam 
et al. 
(2023) 

Consumer 
Psychology 

DV: Organic 
Beauty 
Purchases; 
IV: 
Awareness, 
Social 
Influence, 
Personal 
Values 

600 
respondent
s (India) 

Multiple 
Regressio
n 

Social 
influence 
strongly 
impacts 
organic 
beauty 
purchases. 
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Clean 
Beauty: How 
Irish 
Companies 
Are Leading 
the Way 

Sarah 
O'Connel
l (2022) 

Business 
Sustainabilit
y Theory 

DV: Organic 
Cosmetics 
Adoption; IV: 
Market 
Trends, 
Eco-certificati
ons, 
Transparency 

Literature 
Review 

Thematic 
Analysis 

Certification 
builds 
consumer 
trust and 
market 
acceptance 
of organic 
cosmetics. 

How Apple 
Peel Found 
Its Way Onto 
Our 
Bathroom 
Shelves 

Sophia 
Turner 
(2022) 

Innovation 
Diffusion 
Theory 

DV: 
Consumer 
Acceptance; 
IV: Product 
Innovation, 
Natural 
Ingredients, 
Brand Trust 

500 
respondent
s (Europe) 

SEM Product 
innovation 
enhances 
consumer 
trust in 
organic 
cosmetics. 
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