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Abstract \

ustainable development can be attained through innovative educat;

; and beliefs in tandem with knowledge and <k s
that mo“ld.ﬂ.w i"divid;‘,als wih ey vﬂll:ez/d:z:f;f;isn is the n{zd of the hour for addressfng t},es,-,:slishi:: ing
gn?e.n prodigies throl_‘g : tions. Fostering Green Consumer Behaviour arong fed
environmental t{etenora to who are adorned with action competence for exﬂ"‘fﬂfs
:I:xrvoil:fr}:nri:l:ft:;:w::':sship. t analysing the effect of Environmental Valyes g, gsrng

The present study aims 4a : i o
Consumer Behaviour of Higher Education students. A represen tative sample consisting of 2?0 undergradyae i
under the University of Calicut in the State of Kerala were selected. Data was collected using standardizeq Hool gng
analysed using statis

tical technique ANOVA using SPSS 20. Th.e findings of the study revealed thy there i
significant effect of Environmental Values on Green Consumer Behal'm')ur of ur.1dergraduat.e studer-zts. This implies fh;
the Environmental Values of students influences the consumer decisions which are.mamfested in:the form of Gragy
Consumer Behaviour. The findings shed light on the essentiality for a value oriented environmental consciong

I Value Education in tandem with Consumer Education in colleges and universities for

through Environmenta L ; .
evolving virtuous green conSUmers who are proactive towards maintaining the quality of environment by sustainahls

lifestyles. _
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Introduction
Human values are the key to accurate decisions and virtuous actions. Values may be defined as

“concepts or beliefs” about desirable end states or behaviours which transcend specific situations and guide
selection or evaluation of behaviours and events, and are ordered by relative importance (Schwartz &
Bilsky, 1994). Among several decisions, the one that closely relates to day to day life of an individual is that
of consumer decisions that is common irrespective of age, status and gender. Ethical consumer values are
the corner stone of healthy and harmonious environment of a contemporary society. The engraved
traditions, norms and beliefs formulate the consumer values of an individual and s:ocial cla'ss. In this regard.
education, specifically, the Higher Education has a prominent role in nurturing a progressive generation
adorned with ethical consumer values that forms part of a superior human qualitc),/ since youth forma major
P::Vi(’;iio“i”"_“f;.POPU'lation' around the g.lobe. Education catalyses character formation in individuals bY
o) : g enriching life ‘orlented educational experiences that instill strong beliefs convictions and
attitudes that aggregately functions to form and inculcate soci: i : . jons. Or
ate socially desirable strong values and actior

pivotal ethical value that rel -
ates to consumers i 1 ' 5 i
s < ; s In particular and lif nance in generd l
Environmental Values which drives human s s genVironment
(&

which is the life line of human existence
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Developing ethical consumer values specifically the Environmental Values through education
among the young generation is imperative to transform social behaviours of consumers, specifically in the
form of Green Consumer Behaviour so as to empower a population towards growth and sustainable
development. Green Consumer Behaviour is an ethical form of consumer behaviour directed towards
satisfying the needs and wants without causing any detrimental impact on the environment. The virtuous
ethical consumer actions can be developed among the young generation through the potential medium of
education. Consumer Education that is Environmental Value oriented could pave way for nurturing young
green prodigies who are capacitated with knowledge, values, skills and acumen for making rational
decisions and consumer choices.

Educators and institutions must be aware of the essentiality of imparting value oriented education
right from the primary, secondary, higher secondary and the higher education strata thereby traversing
every point of life of an individual for a holistic development. The desirable materials pertaining to
Environmental Values and Green Consumer Behaviour are to be implemented in teaching and learning
environment. This is a major step to develop in the learners the habit of valuing things pertaining to life,
exclusively the environment that acts as a life sustaining aspect that surrounds them. For this, the higher
educational endeavours must be reoriented to give importance to affective domain learning that
encompasses the development of values, attitudes and beliefs equal to that of cognitive and conative
domains. By doing so, the learners transforms themselves from an ordinary citizen to an intelligent green
consumer adorned with acumen essential for environmental stewardship. Founding an individual’s values,
an environmental friendly affective domain gives a pathway in developing self motivated naturalists. This

can transcend the beliefs and thoughts to sustain environment through well educated environmentalists
even among a commoner.

Need and Significance

The human quest for sustainability through education has been rapid and evolving during the past
few decades. The alarming environmental crisis is a wake-up call for humanity to pursue sustainable
pathways of living and development which is very crucial for the sustenance of life on the Planet Earth. A
human dimension model of sustainable development can be attained through innovative educational efforts
that mould the individuals with excellent values, morals and beliefs in tandem with knowledge and skills.
Values are considered as important aspect to be studied while comprehending environment related
behaviours (Kim, 2011; De Groot & Steg, 2008). Several researchers have found that the congruence between
values and behaviour often leaded to readiness to take actions (Allen ef al., 2008). This in turn heeds
educational institutions to nurture environmentally sensitized generation capacitated with adequate values,
skills and acumen for sustainable living. Higher Educational Institutions (HEISs) have a specific and unique
role and commitment in addressing the issues prevailing in the society. The institutions of higher learning
therefore need to function in a highly proactive manner upholding and nurturing environmental values
amongst its stakeholders specifically the learners who-are the prospective decision makers of the society.

The aim of HEIs must be upbringing of a whole new generation enlightened with Environmental
Values and cognizance for manifesting Green Consumer Behaviour. For this the institutions need to
formulate clear cut goals, policies, plans and procedures for invigorating environment related initiatives at
individual as well as institutional levels. So as to attain this, the educational pursuits should focus on the
human dimension model of sustainable development wherein, the attributes and acumen of human element
are nurtured, refined and utilized for developing virtuous green consumers capacitated with a value
oriented conscience. Fostering Green Consumer Behaviour among students through education must
develop a cadre of learners who are adorned with action competence for exercising environmental
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Objectives )
1. To examine the effect of Environmental Values on Green Consumer Behaviour of unde

students for the total sample.
2. To examine the effect of Environmental values on Green Consume Behaviour of under
students for the subsamples based on gender.
Hypotheses
1. There is no significant effect of Environmental Values on Green Consumer Beha
undergraduate students for the total sample.
2. There is no significant effect of Environmental Values on Green Consumer Behaviouyr of
undergraduate students for the male student sample.
- 3. There is no significant effect of Environmental Values on Green Consumer Behaviour of
undergraduate students for the female student sample.
Methodology
Survey method has been utilised for the present study. Undergraduate students were surveyed

using standardized instruments. The data collected was subject to statistical analysis for arriving a
conclusions that could be generalised.
Sample

stew
equipped to tran
implementation 0
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green values and eth le
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: The population for the study included undergraduate students attending B. Com Degree in colleges
in the Kerala State. A representative sample of 250 undergraduate students pursuing B. Com Degree cours

in colleges under University of Calj {
e ty of Calicut were selected randomly for the study.

Val ich i
ues, which is a scale developed by Stern, Dietz and Guagnano (1998). The responses of students wer®

lated on a 7 p()l“t leEIt SCale rangin flOlll I y ; y Dlsa ree 1
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ratings ranging from Always (5

items.

Statistical Techniques Used
The dat

) to Never (1) for positive scale items and reverse scoring for negative scale

T 1 collected from the sample was analysed using appropriate statistical techniques. The
statistical techr.nques employed for the study are as follows.

1. Basic descriptive Statistics (Mean, Median, Mode, SD, Skewness and Kurtosis).

2. One-Way Analysis of variance (ANOVA).

3. Scheffe’s Test of Post-hoc Comparison of Mean Scores.
4. Cohen’sd

Data Analysis and Results

‘ For the present study, data analysis was carried out in two stages. In the first stage, the preliminary
anal.ysxs was conducted which was followed by the major analysis in the second stage. The following
section provides the details of data analysis and the results obtained for the study.

Preliminary Analysis

Preliminary analysis involved the computation of the statistical constants like mean, median, mode,
standard deviation, skewness and kurtosis of the variables. The details regarding the basic descriptive
statistics of the independent and dependent variables are presented in Table 1.

Table - 1
Statistical Constants of Environmental Values and Green Consumer Behaviour for the Total Sample
Variable Mean | Median | Mode | Standard Deviation | Skewness | Kurtosis
Environmental Values 58.36 58 52 6.09 478 -.739
Green Consumer Behaviour | 62.10 61 60 6 .707 459

From Table 1 it is evident that the mean (58.36), median (58) and mode (52) obtained for
Environmental Values are almost equal. The standard deviation (6.09) of the scores of Environmental
Values show that the scores do not deviate much from the mean score. The skewness (.478) of the
distribution shows that the distribution is positively skewed. The value of kurtosis (-.739) shows that the
distribution is leptokurtic. By evaluating these statistical constants, it can be inferred that the distribution of
scores of Environmental Values is approximately normal.

The statistical constants obtained for the distribution of scores of Green Consumer Behaviour shows
that the mean (62.10), median (61) and mode (60) are almost equal. The standard deviation (6) shows that
the scores. do not.deviate much. from the mean. value. The skewness (.707) shows that the distribution is
positively skewed. The kurtosis value (.459) shows that the distribution of scores is platykurtic in nature.
The overall evaluation of the statistical constants shows that the distribution of scores of Green Consumer
Behaviour is approximately normal.

Major Analysis

" ““The" major analysis of the ‘study comprises of One-Way ANOVA to determine the effect of
Environmental Values on green Consumer Behaviour of undergraduate students. The details of ANOVA
are presented in the following section.
Effect of Environmental Values on Green Consumer Behaviour for the Total Sample

One-Way ANOVA was carried out to find the effect of Environmental Values on Green Consumer
Behaviour for the total sample. The analysis yielded sum of squares and its corresponding degrees of
freedom, mean of squares of variation and F value. The significance of F value was ascertained by
comparing it with the table value of F. On obtaining a significant F value, Scheffe’s Test of Post-hoc
comparison was also carried out to determine which among the three groups of the independent variable

ST T — S————ia
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A SIS nnov"’fcn
ence that resulted in a significant main effect %
etails of ANOVA are presented in Table 2,

Table - 2
r Behaviour by Environmental Values for the Tot 1
a

Environmental values caused the differ s
the 4

variable Green Consumer Variable. The d

epen dem

One-Way ANOVA of Green Consume g
Source of variation | Sum of squares df | Mean square | F-value | Leve] of S amp)
Between groups 2939.453 2 1469.727 60,324 F Cange
Within groups 6017.843 247 24.364 p<.01
Total 8957.296 | 249

“Significant at .01 level 28
From Table 2 it is clear that the between groups and the within groups of Environmerltal Val
Alugg

Gree;\ Consumer Behaviour has yielded F(2, 247) = 60.324, “p<.01 which is significant at 01 v on
greater than the table value of F(2, 247) = 4.71 for significance at .01 level. This implies that Enviro:ce Itig
Values have significant effect on Green Consumer Behaviour among undergraduate students il thmenta

€ tota)

sample.
Scheffe’s Test of Post-hoc Comparison of Mean Scores
The Scheffe’s Post-hoc Test enables to compare the means of groups of the independen; Vaiah
aole

showing the significant effect on the dependent variable. This will give insights on which among the g
groups of the independent variable Environmental Values caused the difference that resulteq in:;e
significant effect on the dependent variable Green Consumer Behaviour. The results of Scheffe’s Tegt a,:

presented in Table 3.

Table-3
Scheffe’s Test of Post-hoc comparison between Means of Environmental Values for the Total Sample
| Mean . Value of F Level of

1. No. d F ’
BLNOI| SGroups Compared. |y M2 05 | 01 | Significance | Cohemsd

1 H.EV-M.E.V 67.71 61.41 33.52 3.04 471 “p<.01 1.19

2 H.EV-LEV 67.71 57.80 57.41 3.04 471 “p<.01 1.66

3 M.E.V-L.EV 61.41 57.80 10.47 3.04 4.71 “p<.01 0.97

“Significant at .01 level
From Table 3 it is evident that the comparison of high Environmental Values and moderate

Environmental Values have yielded F(2, 247) = 33.52, “p<.01 that is significant at .01 level since it is greater
than the table value of F(2, 247) = 4.71 for significance at .01 level. Similarly, the comparison of high
Environmental Values and low Environmental Values have yielded F(2, 247) = 57.41, “p<0l that is
significant at .01 level since it is greater than the table value of F(2, 247) = 4.71 for significance at .01 level. In
the case of comparison of medium Environmental Values and low Environmental Values have yielded (2
247) = 10.47, "p<.01 that is significant at .01 level since it is greater than the table value of F(2, 247) =471 for
significance at .01 level.

From Scheffe’s Post-hoc comparison it can be inferred that the comparisons between the groups ar¢
all significant at .01 level which implies that the three groups caused the difference that resulted in @
significant effect of Environmental Values on green Consumer behaviour for the total student sample. The
effect size obtained from Cohen’s d shows that all the three groups have larger effect on Green Consumer
Behaviour since all the values are above 0.8.

e 262
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E .
ffect of Environmental Values on Green Consumer Behaviour for the Male Student Sample

AR, This part of analysis enables to determine the effect of Environmental Values on Green Consumer
aviour of the male student sample. The details of ANOVA are presented in Table 4,

One-Way ANOVA of Green Consumer Behaviour by Environmental Values for the Male Students

Source of variation | Sum of s uares | df | Mean square F-value | Level of Significanm
Between groy S 664.781 2 332.391
Within groups 2301.306 112 20.547 o =
Total 2966.087 114

“Significant at .01 lepel

2 From Table 4 shows that the between groups and the within groups of Environmental Values on
reen Consumer Behaviour has yielded F(2, 112) = 16.177, “p<.01 which is significant at .01 level since it is

student sample.
Scheffe’s Test of Post-hoc Comparison of Mean Scores
The Post-hoc test enables to find out which among the three groups of the independent variable
caused the difference that resulted in a significant main effect of Environmental Values on Green Consumer
Behaviour for the male student sample. The results of Scheffe’s Test are presented in Table 5.
Table -5
Scheffe’s Test of Post-hoc comparison between Means of Environmental Values for the Male Students

[— Mean Value of F Level of 7
S.No. | Groups Compared Y N2 F 5 ol Sipnifee Cohen’s d

1 HEV-MEV 63.38 61.59 1.02 3.09 4.82 NS 0.37

2 HEV-LEV 63.38 | 56.35 11.91 3.09 4.82 “p<.01 1.22

3 M.E.V-LE.V 6159 | 56.35 12.81 3.09 4.82 “p<.01 145

“Significant at .01 level

From Table 5 it is evident that for the two groups high Environmental Values and medium
Environmental Valuavﬁ\e'obtaimd;-}.?(z,ulm)w--l,;oz, p>.05 is not significant since it is less than the table value
of F(2, 112) = 3.09 for significance at .05 level. For the groups high Environmental Values and low
Environmental Values, the F(2, 112) = 11.91, “p<.01 is significant at .01 level since it is greater than the table
value of F(2, 112) = 4.82 for significance at .01 level. In the case of the groups moderate Environmental
values and low Environmental Values, the obtained F(2,112) =12.81, “p<.01 is significant at .01 level since it
is greater than the table value of F(2, T12) = 4.82 for significance at .01 level.

From the Scheffe’s Post-hoc comparison, it is evident that the comparison between the means of high
Environmental Values - low Environmental values and moderate Environmental Values — low
Environmental Values are significant at .01 level which implies that these groups caused the difference that
resulted in a significant main effect of Environmental Values on Green Consumer Behaviour for the male
student sample. The effect size obtained from Cohen’s d shows that H.E.V - M.E.V and M.EV - LEV
groups have larger effect on Green Consumer Behaviour since the values are above .8 and in the case of
H.E.V-M.E.V groups, the effect on Green Consumer Behaviour is small since it is below 5.

%
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Effect of Environmental Values on Green Consumer Behaviour for the Female Student Sample
: bnc-an ANOVA was carried out to determine the effect of Environmenta] Valyes 5
J y b P PO P > Dresentad i e
Consumer behaviour of the female student sample. The details of ANOVA are Presented in lableg,
Table - 6

One-Way ANOVA of Green Consumer Behaviour by Environmental Values for the Female g

udents
Source of variation | Sum of squares | df | Meansquare | F-value Level of Si&ni\ﬁc;,;e\
Between groups 1418.996 2 709.498 22713 B —
Within groups 4123.330 132 31.237
Total 5542.326 134

“Significant at .01 level O '
X Table 6 reveals that the between groups and the within groups of Environment;
Consumer Behaviour has yielded F (2, 132) = 22.713, “p<.01 which is significant at .01 leye] since it js grea
than the table value of F (2, 132) = 4.78 for significance at .01 level. This means that E"Vironmental Valy
have significant effect on Green Consumer Behaviour of undergraduate students for the female sty de:
sample.
Scheffe’s Test of Post-hoc Comparison of Mean Scores
The Post-hoc test carried out enabled to determine which among the three 8rOUps of

| Values on Gf

presented in Table 7.

Table - 7
Scheffe’s Test of Post-hoc comparison between Means of Environmental Valuyes f

Mean Value of F
S. No. Groups Compared M1 M2 F 05 W
1 HEV-MEV 68.42 | 63.66 7.03 3.07 4.78
2 HEV-LEV 6842 | 5861 22.40 3.07 4.78
—= |
3 MEV-LEV 63.66 | 58.61 9.39 3.07 4.78

“Significant at .01 leel

From Scheffe’s Post-hoc comparison it can be inferred that the comparisons between the groups are

all significant at .01 level which implies that the three groups caused the difference that resulted in a
significant effect of Environmental Valyes on green Consumer behaviour for the female student sample.
The effect size obtained from Cohen’s d shows that H.E v . L.E.V and the ME.V - LE.V groups have larger

effect on Green Consumer Behaviour since the values are above .8 and in the case of H.E.V-M.E.V groups,
the effect on Green Consumer Behaviour is medium since j

tis below .8,
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Conclusion and Educational Implications
Environmental V

alues were found to have a significant effect on the Green Consumer behaviour of
undergradu

e th:ttei Ifh::l::\ts. This implies that Environmental Values forms the basis of ethical consumer
gets transcended in the form of Green Consumer Behaviour. The findings of the
pres§nt study are in line with the findings of other studies in this area. Researchers have found a positive
(relatxf)n between consumers’ values and Green Consumer Behaviour (Chen et al., 2012; Young et al., 2010).
The.fmdings of the study reaffirms the facts that have already been established by modern theorists about
the inter-link between values and behaviours such as the Value-Belief-Norm theory (Stern, 1999) and the
Norm Activation Model (Schwartz, 1977). The present study spot lights the significance of a value oriented
education for developing environmental conscience that act as guiding principle for adopting Green
Consumer behaviour among undergraduate students. Such an education should enable students to take up
self-motivated actions not only in the academic context but also in future life. The Environmental Value
oriented enriched higher education experiences must create self-actualised and integrated personalities for
global citizenship. To materialise this institutional level initiatives and action oriented approaches are to be
implemented in Higher Education for sustainability. The institution should abode professional teachers
who are proficient in imparting relevant education through utilising innovative strategies, methods and
programmes for holistic learning. The teachers must focus on multidimensional learning in a way that the
learners learn about themselves, others and the specific context for manifesting specific behaviours. The
teachers should also aim the behaviour modification of learners through adopting appropriate
reinforcement strategies. Above all, the HEIs as centres of excellence should uphold values education at its
heart of all teaching — learning processes elevating the intellects of learners that enhance the quality of life.
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