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Abstract: As worldwide awareness of environmental concerns grows, customers are looking 

for more sustainable choices, with a focus on environmentally friendly items. The rise of e-

commerce has accelerated this trend, giving customers easy access to a wide range of items, 

including those with environmentally friendly features. However, online purchases of green 

products might decline due to a variety of circumstances. Thus, the article examines crucial 

aspects influencing customer behaviour while purchasing green items online. Drawing on an 

integrated analysis of current research, the study identifies and analyses five critical aspects 

that influence customers' decisions to purchase environmentally friendly items in the online 

marketplace. These components include environmental awareness, eco-labelling, green 

advertising, attitudes, and trust. The study demonstrates that these characteristics not only have 

an individual influence on green product purchases, but also define the distinct landscape of 

online green product buying. The intricate interaction of these factors is investigated, 

emphasising their importance in the larger context of sustainable consumption, and offering 

insight on developing patterns in consumer behaviour online. The findings offer useful 

information for companies, legislators, and academics looking to improve sustainable practices 

in the digital marketplace and further our knowledge of the complex dynamics underlying the 

online purchase of green products. 
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Introduction  

Malaysia is a bright focal point for inquiry in the dynamic terrain of consumer behaviour and 

sustainable consumption. This conceptual paper takes a nuanced journey to unravel the 

complexities underlying green product acceptability and the factors affecting online shopping 

behaviours in the Malaysian setting. Natural resources are depleting rapidly due to activities 

such as tree cutting and fishing. Hence choosing sustainable or green items is critical to prevent 

further harm to our planet. This is consistent with our country's goal of minimising adverse and 

environmental and health impacts while assuring the achievement of the Sustainable 

Development Goals (SDGs) through the promotion of an eco-friendly way of life (Noor et al., 

n.d.). However, the problem of online fraud in green agricultural products substantially 

damages customer trust and is damaging to the long-term use of green agricultural products (Fu 

et al. 2023). In the contemporary landscape of consumerism, the digital era has brought about 

a radical shift in consumer behaviour, particularly in the field of online purchase (Ma, Li, and 

Zheng 2022). Simultaneously, a global consciousness of environmental sustainability has 

increased, prompting a growing interest in green products—those designed to have the least 

impact on the environment (Kirana, Qastharin, and Anggahegari 2022). The merging of online 

commerce and environmental responsibility has raised significant issues concerning the factors 

influencing consumer behavior in the field of online environmentally conscious purchasing 

(Aziz et al. 2023). 

 

According to an analysis of the millennial generation's internet shopping behaviour, the 

millennial generation understands the necessity of environmental protection. They are not 

interested in shopping for environmentally friendly products or "green products" in online 

shopping due to the potentially high price of eco-friendly products for some people, the 

availability or lack of desired eco-friendly products on the online market, ignorance about 

where and how to buy these products, and the possibility that millennials prefer to shop online 

because it is easier and more convenient, even if the products purchased are environmentally 

friendly (Aziz et al. 2023). Online purchase of green products may experience a decline 

attributable to various factors. A contributing factor is the absence of trust in online vendors, 

which has the potential to erode consumer faith in the calibre of green agricultural commodities 

(Kirana, Qastharin, and Anggahegari 2022). 

Therefore, the main aims of this conceptual paper are to address the following objectives: 

RO1. To explore the factors lead to green products purchasing in Malaysia 

RO2. To investigate factors related to online purchasing in Malaysia 

RO3. To investigate factors related to green products online purchasing 

The discussions from this conceptual paper will contribute to literature on the factors that are 

salient in green products online purchasing.  

 

Definition of Green Product 

Green products are not only those that are produced using components that are safe for the 

environment but they include services that encompasses the production and usage of the 

products as well. They distinguish themselves with an improved sustainability feature that 

makes use of pollution-free and resource-saving methods. Recycling methods could be used to 

produce green products at both the manufacturing and consumption stages. They may be 

disposed of or used again without harming the environment because they are specifically 

designed to require less water and energy when in use (Marcon et al. 2022; Hema and 

RENUKADEVI 2021). 
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In terms of health, Hema & RENUKADEVI (2021) asserts that a green product is one that has 

a lower environmental impact or is less harmful to human health because they are grown 

without the use of herbicides, insecticides, inorganic fertilizers, or harmful substances. In 

addition, it is also observed that green products provide physiological and emotional benefits 

to the consumers due to the low to no pesticides used in their production (Manunggal, 2022).  

In essence, it is suggested that Green products are healthier for the environment and safer to 

use. A co-benefit is a value that a recipient obtains in addition to the beneficial environmental 

impact of a product. Efforts in providing certifications and trademarks can help assure 

customers that the benefits offered by a green product are genuine (Hema and RENUKADEVI 

2021). 

  

Scenario of Green Product in Malaysia  

Green products are intended to solve environmental problems, promote sustainability, and 

contribute to the general well-being of the world. Therefore, there are many studies conducted 

relate to green products purchasing and the researchers will explain about the situation in 

Malaysia.  

 

Numerous inquiries have sought to unravel the determinants that impact the acquisition of 

environmentally friendly products. In the specific context of green product procurement in 

Malaysia, a frequently discussed element is the role of attitude. According to Basah and Basri 

(2022), consumer attitudes toward green products are intricately intertwined with the perceived 

qualities inherent in these products. In a similar vein, Ogiemwonyi and Harun (2020) contend 

that green behaviour is predominantly shaped by both attitude and adherence to a culture 

emphasizing environmental responsibility. Existing scholarly literature consistently 

underscores the central role of attitudes in influencing consumers' inclination toward the 

acquisition of green products (Saleki, Quoquab, and Mohammad 2020; Lestari, Hanifa, and 

Hartawan 2020; Al Mamun et al. 2020; Zaremohzzabieh et al. 2021; Siyal et al. 2021; Uddin 

and Khan 2016). Contributing to this discourse, Wong, Wong, and Wong (2020) assert that, 

beyond health consciousness and social influence, consumer attitudes toward green purchases 

and a broader environmental ethos significantly contribute to the decision-making process. 

However, a departure from this consensus is noted in the research conducted by (Tan, Ojo, and 

Thurasamy 2019), where attitude did not emerge as a statistically significant factor influencing 

the acquisition of green products. A parallel sentiment is echoed in the study by Joshi and 

Rahman (2015) which suggests that consumers, despite exhibiting positive sentiments toward 

green products, may refrain from selecting such items, particularly when alternative choices are 

available, due to a lack of robust personal commitment to environmental and societal 

betterment. 

 

Besides attitude, environmental consciousness, eco labelling, and green advertising also were 

being stated as factors that influenced green products purchasing (Yahya et al. 2021). Eco-

labels are symbols or logos on goods that indicate that they are ecologically safe and can be 

considered green (Sharma and Kushwaha 2019). According to the findings of Sharma and 

Kushwaha (2019), customers are willing to make any green buying decision based on three 

crucial factors: information, consumer knowledge, and trust in the eco-labelled goods. There 

are several sorts of ecolabels available based on their environmental criteria. Eco-labelling is 

becoming popular among most product makers as it allows consumers to learn more about the 

benefits of green products. However, a study conducted by (Sharaf, Md Isa, and Al-Qasa 2015) 

found that eco-label has no influence on intention of future green products purchasing among 

young Malaysian. Nevertheless, eco-labelling is advocated in Malaysia to shift client 
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preferences towards green products (Ghazali et al. 2021) and it is found that eco-label positively 

and significantly influence consumer to buy green product in recent years (Nguyen-Viet 2022; 

Choshaly 2019; Tan, Ojo, and Thurasamy 2019). The results in a study by Song, Qin, and Yuan 

(2019) statistically demonstrated the impact of eco-label mediated via product features on 

environmental attitude and concern, as well as how green buying behaviour was considerably 

impacted by this process.  

 

Green advertising includes promotional actions that communicate the link between green 

products and the environment, promote green lifestyles, or portray a corporate image of 

environmental concern. In previous study by Soon and Kong (2012), green advertising has been 

found had no sigficant impact on green product purchasing. Yet, several studies have found that 

green advertising do influence green products purchasing (Leong and Mariadass 2019; C. Tan, 

Ojo, and Thurasamy 2019; Nguyen-Viet 2022) and could increase green purchase behaviour 

(Hussain, Haq, and Soomro 2020).  

 

Other than that, environmental consciousness also has been explored as a variable that influence 

green product purchasing. Environmental consciousness indicates a person's understanding of 

environmental challenges and the significance of environmentally friendly actions in 

addressing such issues. Environmentally conscientious customers are more inclined to feel 

protective of the environment. As a result, they are prepared to alter their purchasing habits to 

reduce the negative impact of their activities on the environment. Studies have found that 

environmental consciousness has a significant influence on consumers intention to buy green 

products (Ayub, Naziman, and Samat 2020; Al-Kumaim, Mohammed, et al. 2021; Tan, Ojo, 

and Thurasamy 2019; Saleki, Quoquab, and Mohammad 2020; Uddin and Khan 2016) but did 

not influence consumers to eat green (organic food) (Tan et al. 2022). 

 

Besides that, trust or green trust also has been found play an important role in influencing 

consumer intention to purchase green product (Asif et al. 2023). Green trust is a readiness to 

rely on a product or service based on the assumption or anticipation that it will perform well in 

terms of the environment (Chen and Chang 2013). The term "trust" refers to a consumer's 

willingness to purchase green food products as an outcome of his belief in its environmental 

trustworthiness, benevolence and ability (Leong and Mariadass 2019). Trust or green trust has 

been found positively influence green product purchasing (Alamsyah et al. 2020; Lian and 

Rajadurai 2020; Leong and Mariadass 2019). 

 

Previous Studies of Online Purchase in Malaysia 

The escalating shift observed among Malaysian consumers, transitioning from conventional in-

person retail transactions to online purchases, has been instigated by the enforcement of 

lockdown measures and the imperative implementation of social distancing protocols. A 

discernible upward trajectory is evident in consumers' inclination toward digital transactions, 

attributable to the aforementioned imposed lockdowns and social distancing measures (Abd 

Rashid et al. 2023). 

 

The research conducted by Adedoja, Hussin, and Yee (2022) has discerned a significant and 

affirmative correlation between key determinants such as website usability, expediency, 

aesthetics, and safety, and consumers' proclivity to engage in online purchases. Insights derived 

from the study by Ramli et al. (2022) elucidate the substantial impact of variables such as 

perceived simplicity of utilization, perceived value, and adherence to Islamic moral principles 

on the online purchasing inclination of Muslim internet users in Malaysia. 
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Moreover, the inquiry carried out by Chelvarayan et al. (2022) has exhibited the significant 

impact of trust, customer contentment, and punctuality of delivery on the intention to participate 

in online purchases, specifically among respondents who belong to the Generation X 

demographic in Malaysia. The scholarly contribution of Zahari, Bilu, and Said (2019) 

thoroughly explores various factors that contribute to the phenomenon of online transactions in 

Malaysia, encompassing dimensions such as trust, familiarity, and awareness. The article 

hypothesizes that individuals with higher levels of familiarity, confidence, and dependence tend 

to demonstrate increased levels of legitimacy within the realm of online commerce. 

 

The examination conducted by Shariff and Abd Hamid (2021) has concluded that factors such 

as convenience, product variety, trust, and promotional efforts wield a noteworthy influence on 

the purchasing patterns of Malaysian consumers, particularly amid the COVID-19 crisis. 

Nuzulan et al. (2023) findings unequivocally demonstrate that perceived utility, 

trustworthiness, and perceived vulnerability significantly impact the intention to make online 

purchases within the cohort of Commerce students. 

 

Moreover, Zhao (2023) study establishes that the perception of usefulness and ease of use 

markedly influences buyers' readiness to engage in online shopping. The findings by Francis et 

al. (2023) highlight that autonomous factors, including trust, attitude, perceived relevance, and 

quantity of information, exert a profoundly affirmative and meaningful impact on the dependent 

variable of purchase intention, as evidenced by the accumulation of 387 reactions.  

 

Conclusively, insights garnered from Sarangapani et al. (2023) investigation reveal that 

perceived benefits, perceived risks, hedonic motivation, and the structural aspects of the website 

bear substantial importance in shaping the online buying behaviour of consumers. 

 

Previous Studies of Green Product Online Purchase 

Online shopping has currently opened up alternatives and variations to distribution channels, 

resulting in more flexible and better chances for customers to access digital materials and 

acquire from suppliers all over the world. Online purchasing has narrowed the distance and 

brought the buyer and vendor closer together than ever before. The Internet's rapid adoption as 

a distribution method has affected many traditional retail operations. Indeed, with the fast 

expansion of online platforms and rising consumer acceptance of green products, many green 

product manufacturers are creating online stores to market their goods (Lian and Rajadurai 

2020). Furthermore, the online selling of green products can assist producers in gaining the 

benefits associated with increased demand for their products. 

 

However, there are small number of studies have been conducted regarding green products 

online purchasing. According to the findings of this study, societal influence, willingness to pay 

higher costs for green items, and government activities all have a positive and significant impact 

on Gen Y online green purchase decisions (Lian and Rajadurai 2020). In a study conducted by 

(Ramesh and Samudhra Rajakumar 2019), several variables includes green advertising and eco-

label have been found positively influence consumers online purchase decision. Another 

research by (Irawan et al. 2023) have found that attitude and environmental consciousness are 

positively influence online purchasing of green products. In a research by Tariq et al. (2019), it 

stated that social media discussion boards, rankings, and reviews impact Chinese customers' 

attitudes about organic food and favourably influence their online impulsive purchases in this 

market. Nutritional content, production and processing processes, and environmental 
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friendliness are all information signals that impact customers' views and, as a result, their 

purchasing decisions. 

 

Trust has also been found being investigated as a variable that play an important role in online 

purchasing of green products. Chakranarayan (2023) and Hisam, Sanyal, and Singh (2022) have 

stated that perceived trust has influence consumers’ intention to make an online purchase of 

green products. In contrast, Khan, Hashim, and WeiYing (2023) stated that among Gen Y 

respondents, product trust was determined to be insignificant but web-vendor trust is significant 

influencing green product online. 

 

Critical Elements of Green Products Online Purchasing 

Considering the extensive exploration conducted in previous studies, five pivotal elements have 

emerged as crucial determinants influencing the online purchase of green products. These 

elements, namely environmental consciousness, eco-label, green advertising, attitudes, and 

trust, have been identified as essential factors with significant impact not only on green products 

purchasing in a broader sense but also specifically on online purchasing and the nuanced 

domain of green products online purchasing. The recognition of these elements as influential 

across varied contexts underscores their pervasive significance in shaping consumer behaviour, 

affirming their collective importance in the complex landscape of sustainable and online 

shopping practices. 

 

Environmental Consciousness 

Environmental consciousness stands out as a critical factor influencing both the purchase of 

green products (Al-Kumaim, Shabbir, et al. 2021; Saleki, Quoquab, and Mohammad 2020) (and 

the online purchase of green products (Az-Zahra 2021; Irawan et al. 2023). This construct 

denotes an individual's awareness of environmental challenges and the perceived significance 

of engaging in environmentally friendly actions to address such challenges. Conceptually, 

environmental consciousness is a multidimensional construct, encompassing an individual's 

mental state ranging from a basic level of broad concern for the environment to a more specific 

level manifesting in product-specific behaviours. It is characterized as a complex system 

comprising cognitive, attitudinal, and behavioural components. At the cognitive level, 

environmental consciousness pertains to the consumer's subjective understanding of the 

environmental repercussions of their activities. The attitudinal level encompasses 

environmental perceptions and value perspectives, while the behavioural level involves 

environmentally friendly actions and intentions. This intricate interplay of cognitive, attitudinal, 

and behavioural aspects within the construct of environmental consciousness underscores its 

multifaceted nature and its profound influence on consumer behaviour in the context of both 

general and online green product purchases. 

 

Eco-Label 

In addition to environmental consciousness, the presence of an eco-label emerges as a 

significant influencer in the realm of green products online purchases, akin to its impact on 

conventional green product purchasing behaviour (Kumar and Basu 2023; Nyremo and 

Widerberg 2020; Panopoulos et al. 2022). Eco-labels, in the form of labels or certificates, serve 

to communicate a product's environmental attributes or sustainability credentials. These labels 

play a crucial role in educating consumers about various aspects of a product's environmental 

impact, including energy efficiency, carbon footprint, or the utilization of recycled materials. 

The strategic placement of eco-labels on products enhances consumers' perceptions of their 

environmental friendliness and their efficacy in promoting sustainability. Importantly, eco-
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labels serve as indicators to customers that a product aligns with specific environmental criteria, 

empowering them to make informed choices that align with their environmental values and 

concerns. This underscores the pivotal role of eco-labels in influencing consumer decision-

making in the context of online green product purchases. 

 

Green Advertising 

Green advertising stands out as a pivotal determinant influencing the online purchase of green 

products, as evidenced by findings in previous studies (Alamsyah et al. 2020; Luo et al. 2020; 

Hussain, Haq, and Soomro 2020). Firms employ green advertising strategies through product 

campaigns that highlight environmentally friendly components. The primary objective of such 

green advertising endeavours is to educate consumers about the inherent value of products, 

aligning with the criteria of environmental sustainability. In its essence, green advertising 

encompasses promotional efforts asserting that the advertised products are environmentally 

friendly or that their manufacturing processes contribute to resource or energy conservation. 

Information disseminated through green advertising may take two distinct forms: the "acquire 

frame," emphasizing the positive attributes of purchasing or consuming a product, and the "loss 

frame," underscoring the adverse consequences of not engaging in the specified consumption 

or behaviour. This nuanced communication approach in green advertising contributes to 

shaping consumer perceptions and preferences in the realm of online green product purchases. 

 

Attitude 

The investigation conducted by Hoang Yen and Hoang (2023) establishes that the 

consciousness of individuals regarding health and their concern for the environment play 

crucial roles in shaping their attitudes as consumers towards the acquisition of environmentally 

friendly products, ultimately exerting an influence on their intention to make a purchase. In a 

complementary manner, Durmaz (2023) research emphasizes the direct impact that attitudes 

towards green advertising have on the intention to obtain products that are environmentally 

friendly. Expanding the domain of inquiry to encompass products related to green personal 

care, the findings indicate the existence of a positive correlation between the consciousness 

individuals have regarding environmental matters, their awareness of body image, and their 

favourable attitudes towards such products. Furthermore, the work carried out by Kaur and 

Gupta (2022) introduces a nuanced perspective by revealing that the relationship between 

attitudes and intentions is influenced by perceived behavioural control, thus adding depth to our 

comprehension of the decision-making processes followed by consumers. This comprehensive 

examination of the multifaceted factors that contribute to the attitudes of consumers in the 

context of green products and online purchases. 

 

Trust 

The significance of trust in green products during online purchases is a crucial factor in 

promoting sustainable consumption and fostering the growth of the green agricultural sector. 

The inquiries made by Fu et al. in 2023 and 2022 accentuate the importance of trust in this 

particular context. In their article published in 2020, Ahmad and Zhang delve into the impact 

of trust in green products on consumers' intention to purchase eco-friendly items online, 

revealing a notable and favourable influence on consumers' inclination towards engaging in 

sustainable online shopping. Additionally, the research conducted by Hidayatullah and Sutarso 

in 2023 sheds light on the intricate aspects of consumer trust in online sellers. Their study 

identifies competence trust and benevolence trust as pivotal factors that influence consumer 

trust, providing valuable insights into the complex dynamics that contribute to the establishment 
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of trust in the online marketplace. Trust, particularly in sustainable products, plays a crucial 

part in motivating the intention to purchase eco-friendly items online.  

 

Methodology 

This article utilises document analysis to examine green product online shopping by 

investigating key elements such as environmental consciousness, eco-labelling, green 

advertising, attitude, and trust. This analysis draws on reputable research papers from Google 

Scholar, Scopus, Elsevier, SAGE Journal, and other sources. Keywords included in the article 

search include 'green items', 'online purchase', and 'sustainable consumption'. 

 

Discussion 

This conceptual research delves into the fundamental factors that drive the online purchasing 

of green products. Initial investigation encompassed factors potentially influencing both green 

product and online product purchases, subsequently identifying common ground in the form of 

attitude and trust (Elshaer et al. 2024). Furthermore, a comprehensive exploration of existing 

studies on green products online purchasing unveiled pertinent factors such as environmental 

consciousness, eco-labelling, and green advertising. Consequently, five pivotal elements have 

emerged as significant influencers in the realm of green products online purchasing: 

environmental consciousness, eco-labelling, green advertising, attitude, and trust. The 

consolidation of these factors contributes to a nuanced understanding of the intricate dynamics 

shaping consumer behaviour in the context of sustainable online shopping. 

 

Consumers who care about the environment are more likely to buy green products online. They 

understand the impact of products on the environment. People with environmental 

consciousness also look for eco-labels on the products they buy. Eco-labels are important 

because they help consumers make informed choices about eco-friendly items. These labels 

make it easier for customers to tell if a product is environmentally friendly. Green advertising 

by companies can also influence consumers to buy green products online, as highlighted in a 

study by B. Kaur, Gangwar, and Dash (2022). Companies can use green advertising to talk to 

consumers about why it is important to buy green products online and how it can benefit them. 

This shows that environmental awareness, eco-labels, and green advertising all play a role in 

shaping what consumers choose when shopping for green products online. 

 

Attitude has long been acknowledged as a significant variable influencing consumer buying 

intentions (Teixeira et al. 2021) and shaping online shopping behavior (Sutisna and Handra 

2022; Misaridin, Mokhtar, and Wan Abu 2021). Pro-environmental attitudes, specifically, have 

demonstrated a substantial association with consumers' willingness to pay more for 

environmentally friendly products. In addition to attitude, trust emerges as a critical factor 

influencing the online purchase of green products (Hisam, Sanyal, and Singh 2022). 

Establishing trust is of utmost importance for companies seeking to encourage consumers to 

buy green products online, and this can be achieved through mechanisms such as eco-labelling 

and green advertising. Companies may further cultivate trust through engagement on social 

media platforms and collaboration with influencers. This underscores the interconnected roles 

of attitude and trust in shaping consumer behaviour in the context of online green product 

purchases. 
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Conclusion 

In conclusion, the process of green products online purchasing is influenced by a multitude of 

factors, with the ones delineated in this article which are environmental consciousness, eco-

label, green advertising, attitudes, and trust, representing only a subset of the broader array. 

Numerous other elements likely play a role in influencing consumers to opt for sustainable 

products in the online domain. While the global green movement, including the procurement 

of green products, has been extensively investigated on a worldwide scale, studies specifically 

delving into the intricacies of green products online purchasing remain relatively 

underexplored, not only in the context of Malaysia but also on a global scale. Although the 

adoption of green products through online channels may present challenges in the short term, 

its long-term benefits for the sector are substantial. Consequently, there is a pressing need for 

future research endeavours to delve deeper into the myriad factors associated with green 

products online purchasing, thus contributing to a more comprehensive understanding of 

consumer behaviour in this evolving landscape. 
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