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ABSTRACT

Existing research conducted on the purchase behaviour of consumers purchasing eco-friendly
products has up until now been contradictory and presented mixed results. Studies conducted
in the US, Europe, and Asia has shown widely varying patterns of behaviour amongst
consumers of eco-friendly products. Therefore, generalisations about consumer behaviour for
these products remains elusive. The ever changing demographics of customers who purchase
eco-friendly products has also contributed to the complexity associated with identifying the
consumers who are more likely to purchase these products. Consequently, Australian
companies have not been able to effectively develop targeted strategies to market eco-
friendly fast moving consumer goods (FMCGs) that cater specifically to the diverse
consumer population of Australia. The aim of the thesis was firstly, to develop a profile of the
consumer segment that is more likely to purchase eco-friendly FMCGs in the Australian
context. Secondly, to identify the factors that influence the green product purchase intentions
of those consumers. Addressing these objectives will allow marketing managers to develop
more effective segmentation strategies that accordingly target the segment, and also to
develop marketing strategies that take into account the influencing factors of consumer

purchase intentions.

27 qualitative focused interviews were conducted to identify the factors that influence
Australian customers’ green product purchase intentions when they buy eco-friendly FMCGs.
A survey instrument was then developed on the basis of the findings of the qualitative
focused interviews and a review of past literature. Once the scales were purified, a final
survey of 310 respondents was conducted to confirm the various factors that influence
customers’ purchase intentions, and also to develop a profile of the green customer on their

various demographic and behavioural characteristics.

The results of the first phase of the survey showed that seven factors influenced Australian
customers’ green product purchase intentions. These factors were: green product perceived
value, green products’ environmental concern and commitment, green advertising,
availability, green trust, subjective norms, and personal beliefs and values. The second phase
of the survey showed that other than the two factors of ‘green advertising’ and ‘subjective
norms’, all the other factors significantly influenced the purchase intentions of the customers.
It was found that the typical customer most likely to purchase eco-friendly FMCGs was a

woman, married or in a de-facto relationship, of Anglo-Australian descent, in the 41-50 age



bracket, who has attained a post-graduate level of education and engages in various eco-

friendly activities.

From a managerial standpoint, the findings highlight the need for eco-friendly products to
both deliver the core benefit of the product, and have little or no detrimental impact on the
natural environment. The implications of the results indicate that marketers of such products
need to align their pricing strategies with the benefits provided by these products.
Furthermore, the importance of the easy availability of eco-friendly products was paramount
to consumers. Therefore, making eco-friendly FMCGs readily available would further
enhance customers’ purchase intentions. Most importantly, the findings showed how critical
it is for marketers of such products to gain the trust of the customers. Gaining the trust of
consumers needs to be done by substantiating claims made in advertisements and messages
about eco-friendly products. Raising the level of trust about these products, will go a long
way to expanding the customer base of eco-friendly products. The findings that present the
demographic and behavioural characteristics of the customers who are more likely to
purchase such products, will allow marketers to identify their target market more effectively
and develop strategies to cater to this segment. Due to the fact that the study was conducted
solely in the city of Sydney using a non-probability sampling method, future research could
explore whether these results can be generalised to other cities, countries, and cultural

contexts.
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