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Abstract  

The unsustainable use of certain products has worsened environmental degradation. 
Natural calamities such as pollution, resource depletion, growing greenhouse gas emissions and 
global warming are a result of these menaces. The main purpose of this study was to assess the 
effect of university lecturers’ intention to purchase green products. The study specifically 
investigates the relationships among attitude, green experiences, eco-labelling, social influence, 
and environmental concern and intention among lecturers to purchase green products. Regression 
analysis was used to collect data from two hundred (200) Lecturers from one University in Ghana.  

The results of the study concluded that eco- labelling and green product experience 
influence Lecturers' intention to purchase green products. However, environmental concern, social 

influence, and attitudes towards green products are not critical factors influencing the green 
purchase intentions of university lecturers in Ghana. Practical implications of these results are 
discussed. 
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1.0 INTRODUCTION 

The current level of consumer environmental awareness has considerably increased the 
purchase of eco-friendly products, as such people are mindful of the effect of their behaviour on 

the environment. Rapid economic development and technological advancement have enabled 

humans to live more comfortably, yet they have negatively affected ecosystem health (Shirsavar 

& Fashkhamy, 2013; Yu et al., 2018). For instance, environmental issues such as land 

degradation, air pollution, global warming, and climate change, among other activities, have 

certainly become global concerns. These problems seem to have a direct impact on the 
sustainability of economic development, the environment, and society as a whole. In light of the 

Sustainable Development Goals (SDGs), every nation must work to reduce the rapid depletion of 

the ozone layer, which contributes to climate change (United Nations, 2015). Thus, all countries 

seek to participate in efforts to promote healthy living among their people through sustainable 

consumption (Zinkernagel et al., 2018; Briceño & Santos, 2019).  As aforementioned, people are 
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becoming conscious of the effect of their behaviour on the environment, which directly influences 

their way of life. This necessitates the current consumption of green products (Kong et al., 2014).  
According to Amoako et al. (2021), green products are designed to improve the 

environment by managing toxic waste, reducing pollution, and mitigating the emission of other 

toxic substances. Generally, green products are reusable, recyclable, and degradable, with 

minimal environmental impact (Patwary, Rasoolimanesh, Rabiul, Aziz and Hanafiah, 2022). 

Understanding that consumers are becoming increasingly aware of the environment suggests 

that they would purchase green products to protect it and improve their health. Notwithstanding, 
prior literature posits that consumers purchasing green products are not common in the 

emerging market, such as Ghana. They emphasised that customers tend not to be aware of the 

difference between the green product and the traditional product (Bingenheimer et al., 2015).  

Accordingly, Narula and Desore (2016) opined that in Ghana, green products are not 

marketed based on their environmental benefits but on their cost-efficiency. A green product is 
considered an affluent product. This suggests that the Ghanaian market is not well acquainted 

with green products (Shittu, 2020). This means that Ghana's efforts to control and manage the 

ozone layer are minimal. Noting this phenomenon, it is critical to ascertain the factors that may 

influence these customers' intention to purchase green products after a thorough review of the 

literature.  

The review concluded that most studies assessed the purchase intentions of students, 
nurses, general consumers, bankers, and engineers. The study found that extensive research 

has been conducted to ascertain students' intention to purchase green products (Nimri, Patiar 

and Jin, 2020; Van Loo et al., 2013). Another study also examined the purchasing behaviour of 

nurses in hospitals (Schenk, 2015; Jisha et al., 2019; Fachryrazi, 2021; Leppanen et al., 2021). 

Other studies have also examined consumers' generalised purchasing behaviour of green 
products (Gil & Jacob, 2018; Hashim et al., 2020; Sun & Wang, 2019; Sreen et al., 2018), yet 

few studies have examined the intention of University Lecturers to purchase green products.  

University lecturers who are more educated may have an edge in protecting the environment by 

purchasing green products. In addition, university lecturers have the purchasing power to afford 

green products, which may be more expensive than traditional products. 

Consequently, this study examined the effects of environmental concern, eco-labelling, 
social influence, green product experience, and attitude on lecturers’ intention to purchase green 

products at a Ghanaian university in the eastern region of Ghana. Aside from other considerable 

issues, the findings of this study would provide hints on the green practices adopted by university 

lecturers to promote sustainability. In addition, the findings of this study provide insight into the 

key factors influencing Lecturers' purchase of green products. This could help marketers develop 
a strategic approach to promoting green products.  

Moreover, the awareness of these factors would promote environmental sustainability 

among university lecturers. This paper is organised as follows: the next section presents a 

literature review on the intention to purchase green products, reviews related work on norm 

activation theory, and examines the relationship between training and economic sustainability. 

The literature review aims to highlight some of the significant influences of green. The study 
further discusses the underpinning theory and applies the principles of self-activation theory. 

The methodology section follows this: the results of the study. The study concludes with a 

discussion, an empirical contribution, and suggestions for future research. 

 

2.0 INTENTION TO PURCHASE GREEN PRODUCT  
As highlighted earlier, the government of Ghana is making mammoth efforts to maintain 

and sustain the environment. Accordingly, the current government has scheduled a green day 

where about Twenty Thousand (20000) trees have been planted to provide Air and protect the 

ozone layer. Thus, the Government of Ghana aims to achieve the SDGs in Ghana. Green 

Purchase Intention (GPI), according to Rashid (2009), is “the probability and one’s inclination to 

prefer green products over traditional products in his purchase considerations”. Green purchase 
intention is the intention to buy an environmentally friendly product or service. Conversely, the 

intention to purchase a green product is a personal drive, desire, and willingness to patronise 

an environmentally friendly product or service. The desire to buy green products is not 

particularly common in the developing world. Accordingly, the government, as aforementioned, 
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is willing to reduce the effects of the ozone layer and other climate change impacts, yet 

individuals’ intention to purchase green products remains undersubscribed.  
A study conducted by Tsetse et al. (2022) found a new trend in Ghana: people are 

increasingly determined to purchase and use environmentally friendlier products. In addition, 

Awuni et al. (2016) concluded that governments, companies, and individuals in Africa have now 

joined the green wave. Interestingly, Ahlstrom et al. (2020) posit that people believe that green 

products are reserved for the rich and affluent. 

 
2.1 Theoretical Framework 
Theory of Reasoned Action and Norm Activation Theory 

Every research study has an underpinning theory that supports its veracity. Quite often, 

most previous studies use theories to provide support and a framework for discussions and 

propositions  
(Arif, Afshan, & Sharif, 2016; Muk, 2007 ; Yang & Zhou, 2011; Gao, Moe, & Krogstie, 2010 ; 

Roach, 2009; Hsu, Lu, and Hsu, 2007). The theory of reasoned action argues that an individual’s 

intention predicts his or her behaviour (Davies, 2000). Thus, individuals’ behaviour is based on 

their predisposition to act. This means that humans pre-plan behaviour (Ajzen and Fishbein). 

Accordingly, TRA uses attitude and subjective norm as predictors of human behaviour (Ajzen & 

Fishbein, 1997). Acknowledging TRA's capability to explain human intention towards behaviour, 
the study adopted TRA to account for attitude and social influences.  

In another, the study adopted Norm activation Theory to argue the green knowledge 

element of the study. Norm Activation Theory is used to describe individuals' altruistic intentions 

and behaviour towards the environment (Cordano et al., 2011; Schwartz, 1977). This theory 

explains an individual's pro-social behaviour. The Norm Activation Theory posits that prevailing 
effects, responsibility, and personal norms account for individuals’ social behaviours 

(Schwartz, 1977). Awareness of the effects or consequences of an act means acknowledgement 

of the harm that his or her action may cause to the environment (Tagkaloglou & Kasser, 2018). 

Responsibility depicts an individual's duty to engage in activities to protect the environment. 

(Stern et al., 1999). In addition, personal norm refers to an individual's moral obligation to act 

in an environmentally responsible manner (Song, Zhang, and Zhou, 2019). The premise of this 
theory is most often used to explain individuals' behaviour or intentions to protect the 

environment (Susanty et al., 2021; Han, 2015). Thus, this theory supports eco-friendly activities.  

 

2.2 Research Framework 
The norm Activation theory model focuses on individuals’ intention to prevent 

environmental destruction (Teng et al., 2018). The study aims to investigate the variables that 

may influence lecturers’ intention to purchase green products in Ghana. Thus, the model 

proposes that environmental concern, eco-labelling, social influence, green product experience, 

and attitude have a positive, significant influence on the intention to purchase a green product.  

In this study, these factors are postulated as predictors of lecturers’ intention to purchase green 

products. Figure 1 depicts the study's conceptual research model. 
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Figure 1: Research model 
 

2.3 Hypothesis Development 

Environmental Concern 
According to Franzen and Meyer (2010), environmental concern is the act of becoming 

conscious of the need to protect the environment from destruction (Auliandri, Thoyib, Rohman, 

Rofiq, 2018). Thus, environmental concern can be inferred as people’s pro-environmental 

concern towards their purchasing behaviour. Ideally, individuals would want to purchase a 

product or service to protect the environment. They may purchase a product with the view of 

solving environmental problems. Studies by Islam et al. (2021) and Kamarudin et al. (2021) found 

that environmental concerns significantly influence individuals' purchase intention. Suhartanto, 
Suki, Najib, Suhaeni, and Kania (2023) found a direct influence of environmental concern on 

green purchase behaviour.  Thus, the first hypothesis is stated as: 

 

H1: Environmental Concern has a significant and positive influence on intention to purchase green 
products. 
 
Eco-Labelling 

According to Panopoulos, Poulis, Theodoridis and Gallastegui (2022), eco-labels are a tool 

used to signal consumers of the environmental effect of a product.  Borin (2011) argued that 

portraying a product as environmentally friendly conveys the consumer's contribution to 

environmental safety. Thogersen (2002) rightly defines eco-labels as tools that will impact 
consumer decision-making and influence their product considerations. This suggests that Eco-

labels provide some level of discipline and transparency, which promotes trust when consumers 

make purchasing decisions (Panopoulos et al., 2022). As such, providing eco-libelling on a 

product provides credible information on environmental features to buyers (Nguyen-Viet, Hang 

Vo and Pham, 2023)  

A study conducted by Elham & Nabsiah (2011) concluded that environmental advertising, 
eco-labels, and eco-brands increased consumers' purchase intentions by enhancing their 

knowledge of environmentally friendly products. Previous studies examining purchase intentions 

have found a significant and positive effect of eco-labelling on consumers' attitudes towards 

purchasing (Wahid et al., 2011). Therefore, it is vital to provide more explicit information and 

awareness of green product labelling to help customers understand the benefits of green 
products and build their intention to purchase them. Joshi & Rahman (2016) also found a 

Green Product 

Experience 

Social Influence 

Attitude towards 

green purchase 

Intention to purchase 

green product 

Eco- Labelling 

H1

h 

H2

h 
H4

h 

H2 

Environmental 

Concern 

H5

h 

https://doi.org/10.4314/dasjr.v11i2.7
https://damaacademia.com/index.php/dasjr


 

128 

 

DASJR 2026, Volume 11, Issue 02, Page 124-136 

Open Access Articles Distributed in terms of the  

Creative Commons Attribution License [CC BY 4.0]  
Scientific Journal Impact Factor (SJIF): 6.316 

Copyright © 2026 DASSR Licensed under CC BY 4.0 
Internal Standard Serial Number (ISSN): 2343–6743 

DOI: Qhttps://doi.org/10.4314/dasjr.v11i2.7 

web: https://damaacademia.com/index.php/dasjr  

positive relationship between eco-labelling and consumers' intention to purchase green products.  

Thus, the next hypothesis is stated:  
 

H2: Eco-labels have a significant positive influence on lecturers' intention to purchase green 
products 

 

Attitude  
Attitude is defined as a person’s positive or negative feelings towards a behaviour or action 

(Ajzen, 1991; Ajzen & Fishbein, 2005).  Individuals’ attitudes towards the intention to purchase 

a green product can be positive or negative, depending on their perspective. Attitude is an 

individual’s preferred response towards a behaviour based on their beliefs (Majeed et al., 2022). 

In the context of green marketing, Ngozi et al. (2014) described Attitude as an important 

antecedent of green product consumption (Nguyen et al., 2019).  

Accordingly, Han et al. (2010) believed that people’s positive attitude influences their 
intention to consume certain products. Nguyen et al. (2019) concluded that consumers' attitudes 

are significantly related to their intention to purchase green products. People believed that the 

consumption of green products provides a certain level of health benefit (Dhir et al., 2021).  In a 

recent study, Harun (2020) and Dabija et al. (2018) found that a person’s attitude significantly 

influences their intention to consume green products. Hence, this study argues that lecturers’ 
favourable attitude towards green products will have a significant positive effect on their 

intention to purchase them. Therefore, the third hypothesis is stated as:  

 

H3: Attitude has a significantly positive influence on the lecturers' intention to purchase green 
products. 
 
 

Social Influence 
Individuals, groups, and society are greatly influenced by the dictates of culture, customs, 

norms, and expectations of superiors, colleagues, families, commercial media, and others. This 

phenomenon is termed Social Influence.  Social influence refers to the degree to which an 

individual exhibits a behaviour to meet the expectations of other people. In this study, social 
influence can be defined as the degree to which green product consumption is behaviorally 

intended. Accordingly, social influence can be described as pressure from others, submission, 

promotion, and other forms of influence. Contextually, an individual would purchase a green 

product when people he/she considers important are also consuming it. Hence, their intention 

to consume a green product was influenced by others. According to Wang (2014), social influence 
is critical in predicting individuals' attitudes toward purchasing green products (An et al., 2021; 

Mancini, 2021). Other studies have also found a positive relationship between social influence 

and individuals’ behaviour (Chen et al., 2021; Yılmaz & Anasori, 2021).  

According to Nugraha and Widyaningsih (2021), individuals’ actions are influenced 

primarily by their expectations of others. A recent study has found a similar result, 

acknowledging that consumers’ purchasing behaviour is influenced by their social group’s 
perceptions of the products (Koo & Chung, 2014; Bratu, 2019). Therefore, social influence would 

influence individuals' green product consumption. 

 

H4: Social Influence has a significantly positive influence on Lecturers' intention to purchase green 
products. 
 
Green product experience  

Consumers' experience with green products is another construct that influences green 

product purchase decisions. It is related to individuals’ inquisitiveness to gain insight into the 

environmental aspects of green products (Danso et al., 2019). It can be defined as the degree to 

which an individual's green product experience influences his or her attitude to purchase a green 
product. For instance, an individual who has consumed a green product would develop a 

favourable or unfavourable attitude towards purchasing it. Acknowledging the product's cause 

would influence them to consume it.  
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Conversely, using CFC-free refrigerators would influence an individual’s intention to 

purchase green products. This is because the CFC green refrigerator is considered to consume 
less energy than the others.  Amin et al. (2020) identified a significant relationship between green 

product orientation and environmental behaviour. Yu and Huo (2019) found a positive 

relationship between green product orientation and green management attitude. Danso et al. 

(2019) and Wickramasinghe (2019) found that green product orientation significantly influences 

consumers’ attitudes toward purchasing green products. Thus, green experience from using a 

green product would influence individuals’ attitudes toward purchasing green products. The last 
hypothesis is stated: 

 

H5: Green Product Experience has a significant and positive influence on Lecturers’ intention to 
purchase green products. 
 

3.0 METHODOLOGY 
3.1 Instrumentation 

A questionnaire was used to collect the data from the respondents. The questionnaire 

comprises two sections: Part A and Part B.  Part A describes the respondents' bio-data, including 

gender, age, tenure, education level, and rank. Part B consists of 27 Likert-scale items that 

measure the independent variables, including environmental concern, eco-labelling, green 
product experience, social influence, attitude, and intentions to purchase a green product. All 

the items were measured on a five-point Likert-type scale (ranging from 1 = strongly disagree to 

5 = strongly agree). This study employed demographic variables, including age, gender, 

educational level, and tenure, as control variables. It was envisaged that these variables could 

influence intention to purchase green products.  
 
Measures 

As highlighted, the intention to purchase green products is defined as the degree to which 

one inclines to prefer green products over traditional products in their purchase considerations. 

The items used to measure the dependent variable, intention to purchase, were adapted from 

Chang et al. (2019), with a sample item as: The green product contributes significant benefits to 
the consumer’. We further defined environmental concern as the degree to which an individual is 
aware that purchasing a product would protect the environment (Mohr et al., 1998), with a 

sample such as: ‘I plan to purchase green products to protect the environment’, and Cronbach’s 

alpha for this scale was noted as 0.76.  

Attitude towards green purchase is defined as Individuals’ positive or negative feelings 

towards the purchase of a green product. The items used to measure Attitude were also adopted 

and modified from Armitage et al. (1999), with a sample item as ‘‘Purchasing green product is 
beneficial’’ with a Cronbach's alpha of 0.77. Eco labelling was operationalised as the extent to 

which it influences someone to purchase a product. The items used to measure eco-labelling 

were adopted and modified from Panopoulos et al. (2023), with a sample item being 'Ecolabelling 

influences me to purchase a product'.  

The Cronbach Alpha for this scale is 0.72. Social influence was operationalised as the 
extent to which those around an individual influence their purchase of a green product. The 

items used to measure social influence, such as eco labelling, were adopted and modified from 

Panopoulos et al. (2023), with a sample item as ‘‘People around me influence me to purchase 

green products. The Cronbach Alpha for this scale is 0.67. Green Experience was operationalised 

as the degree to which a green product experience influences him/her to purchase a green 

product. The items used to measure green experience were adapted from Yurdakul & Kazan 
(2020), with a sample item such as 'Green product influences me to buy'. The Cronbach Alpha 

for this scale is 0.70.  

 

3.2 Data Collection 
The pre-test of the measures was conducted by administering the items to six senior 

Lecturers from the university. The items were then modified as suggested. To further validate the 

instrument, a random sample was selected for a pilot study. The Cronbach Alpha of the variables 

used in the study was adequate (i.e., greater than 0.8), as suggested by Hair et al. (2010). Based 
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on a simple random sampling technique, two hundred (200) questionnaires were distributed, 

and the same were collected from the lecturers from one University in Ghana.  
 

4.0 DATA ANALYSIS 

Two hundred questionnaires were collected, which amounts to an 80% return rate. 

Simple random sampling was used to sample the entire lecturer population. Respondents’ 

demographic profile (refer to Table 1) indicates that about 50 per cent were male. The majority 

of the respondents were aged between 20 years. The majority of the respondents were from the 
Faculty of Business, with 78.1 per cent; 3.8 per cent from the Faculty of Engineering; 15.2 per 

cent from the Faculty of Arts, Science and Technology; and the remaining 2.9 per cent from the 

other auxiliary directorate, such as the Institute of Open and Distance Learning (IODL). Finally, 

56.5 per cent of the respondents indicated that they have used the university’s e-library portal 

before.  
 

Table 1: Demographic profiles (N = 200) 

Category Freq. % 

 
GENDER 

Male 

 

 

100 

 

 

50.0 

Female 100 50.0 

 
AGE 

  

30-40 59 58.2 

41-50 28 26.7 

50-60 10 9.6 

   

Faculty   

Business 
Engineering 

82 
04 

78. 
3.8 

FAST 16 15.2 

Others 03 2.9 

   

Green product 

purchase 

  

Yes 115 56.5 

No 85 42.5 

   

 
 
4.1 Factor Analysis 

Factor analysis was conducted using principal component analysis (PCA) to identify 
patterns and reduce the dimensionality of the items in the research instrument. The use of the 

varimax method ensured that the dimensions were uncorrelated, improving the interpretation of 

the results.  To test the significance of the factor loadings, Hair et al. (1998) and Field (2000) 

have suggested that, in the interpretation of the factor matrix, factor loadings greater than + or 

-0.40 are significant predictors. Norusis (1993) also indicates that factor loadings greater than 

or equal to 0.50 are very significant predictors. This met the criteria for factor loadings, all factors 
having loadings above or below 0.60 (see Table 2). A correlation matrix from the factor analysis 

was used to check for the pattern of relationships.  

Variables were examined using significance values equal to or greater than 0.05. For this 

study, most correlation values were greater than 0.5. These loadings indicate that the underlying 

constructs are well correlated with one another. The factor analysis resulted in the extraction of 
four factors; the Kaiser-Meyer-Olkin value is higher than the recommended minimum of 0.6 

(Kaiser, 1974). Bartlett’s test of sphericity was significant, indicating good factorability of the 

correlation matrix. Table 2 indicates that all items loaded well on their respective factors, with 

Cronbach's Alpha values above 0.80 (see Table 2).  
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Table 2: Factor loadings 

Construct Items Loading 

 

Intention to purchase a green product 

IPG1 0.751 

IPG2 0.642 

IPG3 0.729 

IPG4 0.649 

Attitude 

ATT1 0.823 

ATT2 0.830 

ATT3 0.712 

ATT4 0.887 

Social influence 

SNI1 0.769 

SNI2 0.825 

SNI3 0.895 

SNI4 0.735 

Environmental Concern 

ECO1 0.892 

ECO2 0.866 

ECO3 0.766 

Eco- Labelling 

ECL1 0.794 

ELO2 0.864 

ECL3 0.668 

ECL4 0.679 

Green Product Experience 

GPE1 0.769 

GPE2 0.817 

GPE3 0.793 

GPE4 0.867 

GPE5 0.764 

                 
 

Table 3: Regression Results 
R = 0.830 
R square = 0.856 
Adjusted R square = 0.848 
Standard error = 0.810 

    

Variable Beta T Sig. 

Green Product Intention  12.828 0.000 

Social Influence 0.006 0.267 0.790 
Eco Labelling 0.061 2.828 0.005 
Attitude 0.027            1.037 0.301 
Green Product 
Experience   

 0.933          39.083                             0.000 

Environmental Concern 0.019 0.827         0.410 
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Table 4: Summary of the results 

Hypotheses Path Results 

H1 Attitude -> Intention to purchase Not Supported 

H2 
Eco Labelling -> Green Purchase 

Intention 
Supported 

H3 Social Influence –> Green Intention Not Supported 

H4 
Environmental Concern -> Green 
Intentions 

Not Supported 

H5 Green Experience -> Green Intention Supported 

 

 

5.0  DISCUSSION AND IMPLICATIONS  
The green concept, specifically purchasing green products, is now steadily gathering 

momentum as sustainability is being patronised among Ghanaian consumers. Currently, 

consumer awareness of green and environmental sustainability has increased, particularly 
among elites in Ghanaian society. Therefore, the results of this study indicate that eco-labelling 

significantly influences lecturers' intention to purchase green products. In addition, the study 

found that green purchase experience, i.e., experience gained from using green products, also 

has a significant positive influence on lecturers' intention to purchase green products. These 

results appear similar to those of prior researchers, although some investigated different 
technologies (see Jain, Singhal, Jain, and Bhaskar, 2020; Iwan & Poon, 2018). Contrastingly, 

the results show that Attitude, Social Influence, and Environment Concern do not influence 

lecturers’ intention to purchase green products. 

The direct association between eco-labelling and lecturers’ intention to purchase green 

products suggests that providing a green label inscription on a product significantly influences 

a lecturer’s decision to purchase. In a real sense, the green label gives the lecturer a sense of 
their contribution to environmental preservation. Therefore, this study suggests that the 

government should enforce the use of eco-labels for advertising. Specifically, producers of green 

products should conspicuously use eco-labelling. Consequently, this would increase the sales of 

eco- products. The study also found that green product experience exerts some influence on 

lecturers' intention to purchase green products. This implies that the lecturer would continue to 

purchase green products if they have a good experience with them. This relationship further 
suggests that producers of green products should enhance product quality to influence 

continued purchase.  

Contrastingly, as aforementioned, the study found that attitude does not influence 

Lecturers' intention to purchase green products. This result is surprising and conflicts with prior 

studies, such as Ansu-Mensah (2021), which found a significant effect of attitude on green 
purchase intention. Discussing the insignificant results may be because Lecturers are recognised 

as educated and highly knowledgeable on issues like green. Since they possess knowledge and 

understanding of green products, their intention to purchase may not be influenced by attitude, 

as they already know the product's importance. Secondly.  

Green marketing is not popular in Ghana; hence, purchasing green products may not 

necessarily be driven by attitudes or knowledge of their environmental importance. In addition, 
the results show that social influence also does not affect Lecturers' intention to purchase green 

products. This result differs from that of Opoku et al. (2020), who found a very weak relationship 

between social influence or social norms and the intention to purchase a green product. 

Contrasting the results with those of Opoku et al. (2020), also conducted in Ghana, shows that 

the relationship between these variables is minimal, even though Ghana is a collective culture.  
This could be because the prices of green products are considerably high, so purchasing 

them may depend on an individual’s purchasing power. Moreover, the study found that 

environmental concern is unrelated to green purchase intention. This means that having the 

edge in environmental protection does not influence people to purchase green products or 

services. Although this result is surprising, it is consistent with that of Qomariah and Prabawan 

(2020), who also found the relationship between environmental concern and green purchase 
intention to be insignificant. Explaining this insignificant Behaviour could be attributed to the 
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fact that the issue of green is not popular in Ghana. In support of this, a study conducted by 

Ansu Mensah (2021) concluded that green consumerism is not prominent in Ghana; perhaps 
there is a need for a vigorous campaign. A study conducted elsewhere by Bamberg (2003) 

established that environmental concern explained only about 8% of the variance in a person's 

decision to purchase or utilise a green product.  

 

6.0 CONCLUSION 

The study has achieved its main target of confirming the relationship between eco-
labelling and Lecturers' intention to purchase green products. Specifically, the study found that 

green product experience positively influences lecturers' intention to purchase green products.  

The results of the study imply that eco-labelling and green product experience are 

important enablers that promote Lecturers' purchase of green products. Hence, aside from 

producing quality green products, managers should consider making the eco-label more legible 
and attractive to influence customers' purchase intentions.   

 

6.1 Limitations and Future Research 
The study is not free from limitations, as with other studies. The study used only one 

university as its sample frame; thus, relying on its views to represent Ghanaian Lecturers does 

not accurately reflect the situation. Other researchers may consider collecting data from lecturers 
at other universities to expand the sample frame and achieve a larger sample size. This may 

provide a deeper understanding of the study. 
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