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Abstract

Given the due importance of environmentally conscious consumer behavior (ECCB)

and willingness to be environmentally friendly (WEF), the aim of this paper is to study

the relationships between the determinants of pro‐environmental behavior (e.g., per-

ceived behavioral control, environmental knowledge, environmental concern, and

perceived environmental consequences), with ECCB and WEF. The proposed theo-

retical model is grounded in marketing literature, extends the theory of planned

behavior, and empirically tested in the Indian market. A survey with questionnaire

was administered to gather data from 510 respondents from the state capital of

the country. Structural equation modeling was used to test the hypotheses; the

results confirm adequate support for the theory of planned behavior and proposed

theoretical model. In addition, ECCB found to be significantly influenced by the con-

sumers' environmental knowledge, and perceived environmental consequences, and

environmental concern was significantly related to WEF. The study implies that green

marketers should direct their marketing efforts towards integrating these four pro‐

environmental behavior determinants in order to facilitate the ECCB and WEF for

green products. For promoting the ECCB, green marketers should strengthen envi-

ronmental knowledge and perceived environmental consequences to target con-

sumers, and for augmenting the WEF, they should improve the environment

concern among consumers. This study contributes to the mainstream literature by

ascertaining the distinctive impact of the four noteworthy determinants of pro‐

environmental behavior on ECCB and WEF in emerging markets.
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1 | INTRODUCTION

Over the last few decades, the world witnessed unprecedented

and exponential growth in environmental deterioration (Ehrlich &

Ehrlich, 2012; Mishal, Dubey, Gupta, & Luo, 2017); thus, it is well

momentous to the rising consumer awareness about the devastating

effects of human activities on the natural environment of the planet

(Smart, 2010; Spangenberg, 2004). The beginning of 19th century,

the economic activities transformed human life in order to facilitate

industrial and corporate evolved strategically revolutionary environ-

mental marketing practices in order to grow in commercial markets

(Orsato, 2006; Ottman, Stafford, & Hartman, 2006; Straughan &

Roberts, 1999). Marketers envisaged innovative green practices that

increased the modern consumers' cognitive indulgence and intensified
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