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ABSTRACT

This study seeks to investigate the association of consumer consumption values (i.e., functional value, social value, and epistemic value) with
consumer environmental concern regarding green products among light users, average users, and heavy users. This study applies a quantitative
method based on the development of a structured self-administered questionnaire. Data was analyzed via correlation analysis and one-way
analysis of variance utilizing Statistical Package for Social Sciences computer programme version 21. Results revealed that statistically significant
differences were observed among the light users, average users and heavy users in terms of functional value, social value, and epistemic value that
affect consumer environmental concern regarding green products. The results of this study furnish new momentum for the preceding discoveries
on consumer environmental concern regarding green products, which are inadequately covered in the Malaysian context. The results provide
important information and encourage companies to put more emphasis on functional value, social value, and epistemic value in order to boost
consumer environmental concern regarding green products, which could assist the manufacturers in producing green products that will be readily
liked by consumers.
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1. INTRODUCTION

could contribute to the development of environmental quality
(Tsay, 2010; Qureshi et al., 2014).
Consumer environmental concern regarding green products appear

when they using products that do not detrimentally affect human
health or natural environmental wellbeing, include recycled
components. Earlier research on green product purchase was
examined in various geographical domains. In Korea, Oliver and
Lee (2010) found that the purchase decision of Korean drivers’
in buying hybrid cars is influenced by factors such as perceived
information quality, perceived social value, and self-image
congruence. Another green product purchase research study
investigated among Taiwanese noted that older buyers recognize
green products to have high quality, and green consumption

Significant number of studies on environmental issues were
examined in Western countries, not including Malaysia market
(Lee, 2008; Nazir et al., 2014). Hence, it is vital for this study
to investigate the association of consumer consumption values
(i.e., functional value, social value, and epistemic value) with
consumer environmental concern regarding green products among
light users, average users, and heavy users. This research offers
empirical findings which could help businesses and organizations
to increase the number of eco-friendly users by increasing their
knowledge and awareness of green products, promoting the
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benefits of using the green products, and encouraging them to
choose green products in preference to non-green products in their
daily lifestyle (Rasli et al., 2014).

This paper is prepared as follows: The ensuing section reviews
related literature with proposed hypotheses. Methodology and data
analysis are claborated in sections three and four, respectively.
This is followed by discussion of findings. The conclusion and
directions for future research are presented in the final section.

2. LITERATURE REVIEW

2.1. Theory of Consumption Values

The theory of consumption values clarifies that consumer choice
is a function of various consumption values i.e., functional
value, social value, and epistemic value, which offer diverse
influences in their decision making. Prior research by Sweeney and
Soutar (2001) used functional value, and social value to develop
a perceived value scale to measure consumer perceived value of
a durable product brand.

2.2. Functional Value

Functional value is allied to the “perceived utility acquired from
an alternative’s capacity for functional, utilitarian or physical
performance and was thought to be generated by a product’s
salient attributes” (Sheth et al., 1991. p. 162). Functional value
of the green product is influenced by physical performance and
functional benefits of the product gained by the consumers.
Environmentally conscious consumers prefer to purchase
ecological products that use no animal testing, and natural
ingredient (Norazah, 2013c). From this, consumers consider
quality to influence their decision in purchasing green products
as opposed to non-green products. Based on this discussion, the
hypotheses are developed as follows:

H1: Functional value positively correlated with consumer
environmental concern regarding green products.

2.3. Social Value

Social value: “Perceived utility acquired from an alternative’s
association with one or more specific social groups was defined
as social value and it was measured through the product
association with various reference groups of customers” (Sheth
et al., 1991. p. 162). Customer ability to participate in making
decisions towards purchasing green products influences their
choice behaviour. Consumers who choose to purchase green
products are helping to preserve the environment and motivate
others to do the same. However, inconvenience and no time are
the obstruction to recycling among consumer as noted by Perrin
and Barton (2001). Peer opinion plays a role in influencing ones
decision to get involved in activities concern on environmentally
friendly nature (Straughan and Roberts, 1999) and environmental
protection (Kahle, 1996). Thus, this study proposes the following
hypothesis:

H2: Social value positively correlated with consumer environmental
concern regarding green products.
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2.4. Epistemic Value

Epistemic value refers to the “perceived utility acquired from an
alternative’s capacity to arouse curiosity, provide novelty, or satisfy
a desire for knowledge” (Sheth et al., 1991. p. 162). Consumers
purchase a product due to familiarity of the current brand, high
curiosity about a new product or willingness to learn about the new
product. Knowledge is the main trait that affects the consumers’
decision making process in identifying new product adoption. For
instance, consumer actual recycling behaviour is influenced by
their knowledge of recycling process (Hanyu et al., 2000). They
tend to match the perceived situational characteristics and product
features when they choose to purchase products. This improves
their problem-solving skills. Therefore, it is posited that:

H3: Epistemic value positively correlated with consumer
environmental concern regarding green products.

H4: There were significant differences among the light users,
average users and heavy users on the association between
consumer consumption values (i.e., functional value, social
value, and epistemic value) and consumer environmental concern
regarding green products.

Based on the above mentioned literature, Figure 1 models the
relationships between functional value, social value, and epistemic
value and consumer environmental concern regarding green
products.

3. MATERIALS AND METHODS

Respondents were pre-screened and recruited from members of the
public in the Federal Territory of Labuan, Malaysia who applied
green lifestyle. They were approached at the Labuan Airport
Terminal, Labuan Bus Terminal, and Labuan Ferry Terminal
during the time of data collection utilizing a purposive sampling
method in November 2013 over a period of 2 weeks. After data
screening of the responses from the 250 selected respondents, 200
were found to be usable and used in the data analysis, yielding a
valid return rate of 83%.

A structured self-administered questionnaire which encompassed
two parts is developed to test the proposed hypotheses. Section A
contained socio-demographic questions such as gender, age, level
of education, frequency of purchasing green product in a month,
and source of obtaining green product information. Section B
covered questions on the consumers’ perception of green products
of which there were 22 items for measuring the instruments:
Four-items for functional value, and four-items for social value
which were all adapted from Sweeney and Soutar (2001). Next,
four items were designed for epistemic value adapted from

Figure 1: Proposed theoretical framework




Suki and Suki: Impact of Consumption Values on Consumer Environmental Concern Regarding Green Products: Comparing Light, Average, and Heavy Users

Hirschman (1980), and ten items for consumer environmental
concern adapted from Tarrant and Cordell (1997). All items were
measured on a five-point Likert scale ranging from strongly
disagree to strongly agree. Data was analyzed using correlation
analysis, and one-way analysis of variance (ANOVA) utilizing
Statistical Package for Social Sciences computer programme
version 21.

4. RESULTS

The socio-demographic characteristics of respondents is presented
in Table 1 of which 39.5% of the sample is male and 60.5% is
female. More than half of the respondents are in the younger age
group from 18 to 24, inferring younger age groups are influenced
by choice behaviour and environmental concern regarding
purchasing and using green products.

Close to half of the respondents are degree holders. In terms of
frequency of purchasing green products in a month, 49.5% of the
respondents have purchased green products 1 or 2 times which
shows the highest percentage. Meanwhile, 25% of respondents
have purchased green products 3 or 4 times. It is clearly shown
that 12.5% of respondents have purchased green products 5
to 6 times while 13% of respondents have purchased green
products more than 7 times. Regarding source of obtaining green
product information, about 34% of the respondents obtaining
information regarding green product from friend and family
members followed by internet (24%). When compared between
television and radio, respondents prefer to rely to television (24%)
in obtaining information regarding green product through effective
advertisements with convincing message content.

Table 1: Socio-demographic profile of respondents

Characteristics Frequency Percentage
Gender
Male 79 39.5
Female 121 60.5
Age
18-24 122 61.0
25-34 27 13.5
35-44 20 10.0
>45 31 15.5
Education level
SPM 39 19.5
STPM/Matriculation 43 21.5
Degree 88 44.0
Masters 30 15.0
Frequency of purchasing
green product in a month
1-2 times 99 49.5
3-4 times 50 25.0
5-6 times 25 12.5
>7 times 26 13.0
Source of obtaining green
product information
Friend and family 68 34.0
Television 55 27.5
Radio 14 7.0
Magazine 15 7.5
Internet 48 24.0

4.1. Reliability Analysis

The reliability of the items was verified using Cronbach’s alpha to
evaluate the internal consistency of the constructs. Table 2 presents
the results of Cronbach’s alpha whereby all values exceed the
starting point of 0.70 in relation to the expected factors (Hair et al.,
2010; Nunnally and Bernstein, 1994), denoting strong reliability
among the measures.

4.2. Correlations with Consumer Environmental
Concern Regarding Green Products

Empirical results as shown in Table 3 specified that functional
value, as posited in H1, has significant and positive association
with consumer environmental concern regarding green products
(r =0.161, P < 0.01) thus supporting HI, as expected. Next,
social value (» = 0.330, P < 0.01) as conjectured in H2 is
maintained and had significant and positive correlation with
consumer environmental concern regarding green products.
Finally, epistemic value revealed a significantly positive link
with consumer environmental concern regarding green products
(r =0.401, P < 0.01), inferring H3 is supported. In order of
importance, epistemic value is the strongest significant determinant
of the consumer environmental concern regarding green products,
followed by social value, and functional value.

The skewness of all the items ranged from 0.184 to 1.145,
below +2, while the kurtosis values ranged from 0.105 to 1.548,
well below the threshold of £10. Hence the results signify that the
scores approximate a “normal distribution” or “bell-shaped curve.”
Means for all constructs ranged from 3.793 to 3.873 on a five-point
Likert scale, establishing that the majority of the respondents had
a positive perception of environmental concern.

4.3. Impact of Usage Groups on Consumer
Environmental Concern Regarding Green Products
ANOVA was performed to investigate the differences among
the light users, average users and heavy users on the association
between consumer consumption values (i.e., functional value,
social value, and epistemic value) and consumer environmental
concern regarding green products. Consumer frequency of
purchasing green products is categorized into three usage groups
i.e., light users (purchases green products <2 times), average users
(purchases green products 3-6 times), and heavy users (purchases
green products >7 times). Turkey’s honestly significant difference
(HSD) post-hoc multiple comparisons test statistic was embark on
to provide further insights into the differences of the ANOVA. The
findings are shown in Table 4 where there were significant mean
differences among the light users, average users and heavy users in
terms of association between consumption values (i.e. functional
value, social value, and epistemic value) and environmental concern
regarding green products (P < 0.05), implying H4 is strengthened.

Table 2: Reliability analysis

Variables Number Number of Cronbach’s
of items  items deleted alpha
Functional value 4 2 0.746
Social value 4 - 0.824
Epistemic value 4 - 0.805
Environmental concern 10 - 0.828
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5. DISCUSSION

This study investigated the association of consumer consumption
values (i.e., functional value, social value, and epistemic value)
with consumer environmental concern regarding green products
among light users, average users, and heavy users. Empirical
results revealed that functional value was significantly correlated
with consumer environmental concern regarding green products,
thus maintaining H1 (Figure 2). This finding coincides with
prior studies such as in Norazah (2013c); Sheth et al. (1991).
Significant differences occurred across the three usage groups for
this construct. The Tukey HSD post-hoc multiple comparisons test
showed that differences existed between light users and average
users for the item, “FVQI: The green product has an acceptable
standard of quality,” and “FVQ2: The green product would perform
consistently.” The mean of average users was greater than light
users for these items (Table 4).

Next, Hypothesis 2 tested the association between social value
and consumer environmental concern regarding green products.
Findings indicate that social value was a significant determinant
of consumer environmental concern regarding green products,

Figure 2: Summaries of correlations
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Table 3: Inter-construct correlations

Variables Mean SD Skewness
Functional value 3.818 0.707 3.818
Social value 3.851 0.691 3.851
Epistemic value 3.873 0.675 3.873
Environmental concern 3.793 0.911 3.793

confirming H2 (Figure 2). These findings corroborates Straughan
and Roberts (1999)’s study. Out of four items in social value factor,
heavy users rated highly on item “SV3: Buying the green product
would make a good impression on other people” (mean =4.231),
while light users prefer “SV4: Buying the green product would
give its owner social approval” (mean = 3.748). Statistically
significant differences emerged when comparing the light users
with average users, and with heavy users (P < 0.05) for item “SV3:
Buying the green product would make a good impression on
other people,” as derived from the Tukey HSD post-hoc multiple
comparisons test.

Hypothesis 3 tested the link between epistemic value and consumer
environmental concern regarding green products. The strength
of the association between the two constructs provided evidence
for this relationship (Figure 2). Hence H3 is sustained. Table 4
presented that this construct comprised four items. The results of
the ANOVA specified that there were significant dissimilarities
between the three usage groups (i.e., light users, average users,
and heavy users) perception on epistemic value. Further analysis
of the items specified that two of the four items had significant
differences between the three usage groups, including: “EPIS2:
I would acquire a great deal of information about the different
makes and models before buying the product,” and “EPIS3: I am
willing to seek out novel information,” where the mean of average
users was higher than light users. Consumer show concern on
the environmental issues when they change their consumption
behavior toward going greener and be more environmentally
sensitive (Kilbourne and Pickett, 2008). Their knowledge of the
eco-labeling of green products influences their decision process
in all phases (Laroche et al., 2001; Norazah, 2013a; 2013b; Rex

Kurtosis 1 2 3 4
0.36 1.000
0.265 0.582%* 1.000
1.234 0.460** 0.522%* 1.000
1.548 0.161* 0.330%* 0.401** 1.000

**Correlation is significant at the 0.01 level (two-tailed); *Correlation is significant at the 0.05 level (two-tailed). SD: Standard deviation

Table 4: Mean comparisons between groups based on frequency of purchasing green products

Label Statements Light Average  Heavy Total
(n=99) (n=175) (n=26) (n=200)
Functional value
FVQl The green product has an acceptable standard of quality®"* 3.576 4.053 4.077 3.820
FVQ2 The green product would perform consistently*® 3.677 4.013 3.769 3.815
Social value
SV1 Buying the green product would help me to feel acceptable®® 3.556 3.973 3.962 3.765
SV2 Buying the green product would improve the way that T am perceived*® 3.717 4.013 3.923 3.855
SV3 Buying the green product would make a good impression on other people®®* 3.737 4.120 4.231 3.945
Sv4 Buying the green product would give its owner social approval 3.748 3.920 3.962 3.840
Epistemic value
EPIS1 Before buying the product, I would obtain substantial information about 3.737 3.920 3.846 3.820
the different makes and models of products
EPIS2 I would acquire a great deal of information about the different makes and 3.697 4.093 4.039 3.890
models before buying the product*®
EPIS3 I am willing to seek out novel information®® 3.657 4.013 3.808 3.810
EPIS4 I like to search for the new and different 3.939 3.893 4.308 3.970

*ANOVA significant <0.05. *Turkey’s post-hoc analysis light-average significant <0.05. “Turkey’s post-hoc analysis light-heavy significant <0.05
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and Baumann, 2007). Recycling education upsurges the rate of
recycling among consumers (Sidique et al., 2010a; 2010b).

6. CONCLUSION AND RECOMMENDATIONS

Empirical results in this study confirmed that functional value,
social value, and epistemic value, jointly and significantly
impacted consumer environmental concern regarding the green
products. Significant mean differences appeared among three
usage groups i.e. light users (purchases green products <2 times),
average users (purchases green products 3-6 times), and heavy
users (purchases green products >7 times). Functional value
focuses on consumer insight about green products, their prices and
product quality. Social value concerns the influence of peer opinion
that includes acceptance and impression in purchasing green
products, while epistemic value touches consumer preferences
to crave knowledge and hunt for detail information regarding the
green products before making purchases.

In regards to the practical standpoint, it is essential for businesses
and organizations to incorporate social values, epistemic values,
and functional values in their business activities such as creating
attractive and informative advertising campaigns towards boosting
consumer environmental concern regarding the importance of
using green products. This would facilitate their dynamism efficient
purchases (Geyer-Allely and Zacarias-Farah, 2003). Indeed, they
should not disregard the significance of forming positive awareness
about consuming green products among consumers through
offering discounts or promotions for purchasing green products.
Accountable businesses and organizations should highly value
nature by presenting the product in an environmentally friendly
manner in terms of producing, promoting, and packaging the
products.

From the theoretical viewpoint, results do contribute to the extant
literature in the sense that the proposed model helps to identify
the specific consumption values that have significant effects on
consumer environmental concern regarding green products. Next,
this study employed quantitative research design whereby results
support previous research in the field of environmental behaviour.
Encouragingly, the results of this study furnish a new momentum
to the preceding discoveries on consumer environmental concern
regarding green products, which is inadequately concealed in the
literature in the Malaysia setting by investigating the influences
of consumption values (i.e., functional value, social value, and
epistemic value) on consumer environmental concern regarding
green products, beside differences across the three usage groups
i.e., light users, average users and heavy users, within the
Malaysian context. Additional study is very much encouraged to
extend this study by selecting consumers who purchase and use
specific types of green products. Future research into purchasing
green products should consider extending the current research by
inputting mediating variables such as knowledge and enjoyment,
and moderating variable like demographics in the research model
in order to investigate consumer acceptance of green products and
the green environment.
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