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Abstract 
Marketers’ use of eco-labels—verifying the environmental friendliness of products—has steadily grown. Earlier 
studies have focused on the direct influence of eco-labels on consumer purchase intention for these products. 
Findings from that empirical work revealed that eco-labels can have a positive impact on purchase intention. 
Other investigations disclosed a positive relationship between consumer attitude toward the brand and purchase 
intention. Based on the foregoing research efforts, the purpose of the present work was to examine selected 
factors that may influence consumer attitude toward eco-labeled products. The following constructs were 
discerned to have that impact: recognition/awareness of eco-labels, perceived credibility of the eco-label, and 
current purchase behavior of eco-labeled products. Environmental attitude, though, was found to be unrelated to 
consumer attitude toward eco-labeled products. Implications and suggestions for future research are provided. 

Keywords: eco-labels, environmental attitude, recognition/awareness of eco-labels, perceived credibility, 
purchase behavior, purchase intention 

1. Introduction 
Consumers have a cornucopia of products from which to choose. Concomitantly, marketers’ promotion 
options—from traditional marketing tools to social media—afford them opportunity to barrage buyers with 
unremitting blandishments to purchase their offerings. The plethora of products combined with potentially 
intrusive marketing messages may well conduce to consumer confusion. After all, individuals’ ability to process 
information is constrained (e.g., Tversky, 1972; Tversky & Kahneman, 1992). To facilitate information gathering 
and shopping, though, efficacious product labels can play a prominent role in reducing consumer confusion, as 
well as differentiating products and marketers (e.g., International Institute for Sustainable Development, 2013; 
Leek, Szmigin, & Baker, 2015). In addition to providing information, they also can attend to environmental-, 
social-, economic-, product attribute-, and health-related aspects (Zepeda et al., 2013).  

Environmental consciousness and concerns of consumers have increased dramatically over the past sixty years 
(Gallastegui, 2002). Furthermore, consumers are becoming increasingly aware of the environmental impact of 
production processes throughout a product’s life, which also includes consumption and disposition phases (e.g., 
Lai, Cheng, & Tang, 2010). Many consumers want to reduce their personal impact on the environment caused by 
their consumption of products (Thøgersen, 2000). Indeed, “sustainable consumption” has become a juggernaut 
and watchword for many consumers. Such consumption has been defined as “the use of goods and services that 
respond to basic needs and bring a better quality of life, while minimizing the use of natural resources, toxic 
materials and emissions of waste and pollutants over the life cycle, so as not to jeopardize the needs of future 
generations” (Oslo Roundtable on Sustainable Production and Consumption, 1994).  

One way for companies to assist consumers to be sustainable consumers is to provide eco-labels on products to 
verify environmental claims. Eco-labels have been defined “…as synonymous descriptors that refer to 
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information on a product that provide the environmental impacts associated with the production or use of the 
product” (Mei, Ling, & Piew, 2012, p. 254). Eco-labels identify products that harm the environment less than 
other products (Gallastegui, 2002). They do this by proffering information to a customer “…about the 
environmental quality of products, at the point of purchase, to enable them to choose products that are acceptable 
from an environmental point of view…[and] promote sustainability without compromising consumer freedom of 
choice…and reduce search costs” (Thorgersen, Haugaard, & Olsen, 2010, p. 1787).  

Eco-labels are not a recent phenomenon. Their use became popular in the 1980s and early 1990s (Horne, 2009). 
For instance, the German Blue Angel and the Scandinavian Nordic Swan eco-labels were introduced in this time 
period and still belong to the best known labels today (OECD, 2008). More recently, eco-labels are again gaining 
augmented attention owing to such environmental developments as the increased scarcity of various fossil fuels 
and inimical climate change in general (Horne, 2009). Furthermore, governments are seeking to support and 
encourage sustainable lifestyles and consumption, thus enhancing consumers’ growing consciousness of their 
individual impact on the environment; such efforts abet the rising importance of eco-labels (OECD, 2008). 

Eco-labeling can facilitate “green marketing,” which is “…an organization’s efforts at designing, promoting, 
pricing, and distributing products that will not harm the environment” (Singh & Bansal, 2012, p. 273). They 
foster product differentiation predicated on product characteristics (Orsato, 2009). Furthermore, among other 
things, they can assist consumers to make informed decisions, promote economic efficiency, pique development 
of markets, abet an organization’s continuous improvement (International Institute for Sustainable Development, 
2013), as well as have a salutary financial impact on supply chains (Brecard et al., 2012; Chkanikova & Lehner, 
2015).  

As green marketing has evolved, some firms have engaged in “greenwashing”—a firm’s claim that its product is 
environmentally friendly but in reality it is not (Brecard et al., 2012). As such, Sonderskov and Daugbjerg (2011) 
aver that three conditions are requisite for green consumerism to be endemic. Individuals (1) possess a high 
degree of environmental awareness, (2) are inclined to purchase environmentally-friendly products despite their 
cost, and (3) have adequate information to discern whether a claim of environmental friendliness is valid. 
Eco-labels have the capacity to satisfy these foregoing requisites. 

A pharaonic amount of extant literature (subsequently discussed) has reconnoitered factors that influence 
consumer use of eco-labels, as well as the impact of those variables and eco-labels on purchase intention and 
actual purchase behavior. To date, however, minimal published empirical work has examined—in an 
eco-labeling context—antecedents that affect consumers’ attitude toward a product that is eco-labeled. 
Individuals’ attitudes, though, have a major impact on their purchase intention and behavior (e.g., Fishbein & 
Ajzen, 1975). Given the import of the attitudebehavior intention (and behavior) nexus—as well as the role 
marketers can play in affecting consumer attitude (e.g., Hawkins & Mothersbaugh, 2012)— the paucity of such 
research is surprising.  

Therefore, the purpose of the present study was to examine selected factors that may be related to consumer 
attitude toward eco-labeled products. Independent variables of interest include consumers’ (1) 
recognition/awareness of eco-labels, (2) perceived source credibility of the eco-label, (3) purchase behavior of 
eco-labeled products, and (4) environmental attitude. Thus, the investigation considered the three major 
components of consumer behavior vis-à-vis eco-labels: cognitive (recognition/ awareness of eco-labels), 
affective (perceived source credibility of the eco-label), and conative (purchase behavior of eco-labeled products) 
(e.g., Hawkins & Mothersbaugh, 2012). Additionally, consumer environmental attitude—a variable found to be 
important in previous research (subsequently discussed)—was also explored. Although extant empiricism has 
reconnoitered the impact of the foregoing factors on either product attitude and/or purchase intention, the 
concatenation of these factors has yet to be investigated. Doing so should provide evidence regarding their 
collective influence on consumer product attitude.  

2. Literature Review 
As noted above, consumers are increasingly opting to purchase green products. Doing so is redolent of 
“sustainable consumption”: “the use of goods and services that respond to basic needs and bring a better quality 
of life, while minimizing the use of natural resources, toxic materials and emissions of waste and pollutants over 
the life cycle, so as not to jeopardize the needs of future generations” (Oslo Roundtable on Sustainable 
Production and Consumption, 1994). Nguyen et al. (2015) propound that it is the antipode of conspicuous 
consumption.  

The cynosure of this study is on four factors that may influence consumer attitude toward an eco-labeled 
product— (1) consumer recognition/ awareness of eco-labels, (2) perceived source credibility of eco-labels, (3) 
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prior purchase behavior of eco-labeled products, and (4) overall environmental attitude. Extant work has found 
that consumers indicate that eco-labels influence their purchase decision (e.g., BMU, 2010; European 
Commission, 2009).  

According to MacKenzie et al. (1986), one’s attitude toward an advertisement (i.e., a marketing tool) has a 
positive, direct influence on his/her attitude toward the brand (i.e., product), which positively influences the 
intention to buy the particular product. Therefore, attitude toward eco-labeled products was chosen as the 
dependent variable because, as a marketing tool, eco-labels (à la advertising) may conceivably evoke a favorable 
attitude on the part of the consumer toward his/her attitude toward eco-labeled products. 

2.1 Recognition/Awareness of Eco-Labels 

Eco-labels can assist customers to identify green products, as well as have an impact on their purchase decision 
(Gallastegui, 2002). As such, attending to eco-labels is a means of motivating consumers to buy 
environmentally-friendly products. Thøgersen (2002) suggests that the difference between the number of 
consumers who want to buy eco-labeled products and the number of consumers who purchase such products is 
traceable to the dramatic variation in recognition among eco-labels. With sufficient promotion of these labels, 
augmented awareness (or recognition) of eco-labels is likely.  

According to Thøgersen (2000), eco-labels can be involved in the decision process if they are available and 
consumers pay attention to them. Familiarity of eco-labels is likely to be a sine qua non if consumers are to use 
eco-labels to acquire product information (Hanss & Bohm, 2012; Thøgersen, 2002). Indeed, Thorgersen, 
Haugaard, and Olesen (2010) observed that knowledge of and exposure to a new eco-label affects consumer 
adoption of the product. Similarly, Testa et al. (2015) found that consumers’ awareness and knowledge of 
eco-labels influence their purchase decision. Being cognizant of eco-labels may well sensitize consumers to the 
significant impact green products, green marketing, and sustainable consumption might have on the 
environment—and concomitantly on long-run individual and societal welfare. Such awareness may induce 
consumers to develop a positive attitude toward offerings possessing eco-labels. 

The foregoing disquisition leads to the following hypothesis: 

H1: The greater an individual’s recognition/awareness of eco-labels, the more favorable will be his/her attitude 
toward eco-labeled products. 

2.2 Perceived Source Credibility of Eco-Labels 

Companies generally use eco-labels to verify their environmental claims and show that they are producing 
“sustainable products.” Most studies dealing with voluntary eco-labels are based on label categories introduced 
by the International Standards Organization (Horne, 2009). They differentiate across three types of labels. Type I 
labels are certified by third-party organizations, such as non-governmental organizations (NGOs) (e.g., Forest 
Stewardship Council), but also include labels introduced or certified by the government. Type II labels are 
self-declared labels of producers, industries, or retailers and are usually not certified by an independent 
organization. Type III describes quantitative product life cycle reports and, therefore, includes no literal 
eco-labels (Horne, 2009).  

Eco-labels can have an impact on label source credibility owing to information asymmetry that exists between 
companies and consumers (e.g., Testa et al., 2015). As Atkinson and Rosenthal (2014, p. 34) aver: “Consumers 
face an information deficit in which they must assess products…based on incomplete, misleading, or otherwise 
imperfect information.” The information incongruence emerges because organizations tend to have complete or 
better information than do its customers. Hoek, Roling, and Holdsworth (2012) and Sachdev (2011) found that 
consumers tend to be skeptical of and confused by information on labels. Depending on the source of the 
eco-label (e.g., government, NGO), the label may foster or reduce source credibility (e.g., Gertz, 2005; Horne, 
2009; Langer et al., 2008; Sonderskov & Daugbjerg, 2011; Thøgersen, 2002).  

Previous investigations have shown that perceived credibility of eco-labels is usually higher when the label was 
issued by the government or by third party organizations (e.g., AMR, 2014; Gertz, 2005; Horne, 2009; Langer et 
al., 2008; Thøgersen, 2002). Consumers may not trust self-declared labels of companies or industries, as buyers 
could have general mistrust toward these organizations because many consumers believe that “corporations have 
no morals or ethics at all” (Horne, 2009, p. 5). Even if the labeling scheme has not been introduced by the state 
(but by a third-party organization), citizens’ trust in governmental institutions also increases confidence in a 
labeling scheme (Sønderskov & Daugbjerg, 2011). Koos (2010) concurs that a “generalized trust”—trusting in 
people and governmental institutions—can have a strong influence on consumer purchase decisions. Perhaps 
differences in organizations’ perceived eco-label credibility could be partly a function of consumers’ efforts to 
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divine rationales for an organization’s introducing such labels (Starobin & Weinthal, 2010). 

To ascertain the influence of different types of eco-labels on consumer purchase intention, Bybee (2010) 
examined believability of the information provided by the label, its persuasiveness, trust in companies’ 
environmental claims, and effect of these factors on consumer functional and affective assessments. High 
perceptions pertained to those thinking that the company is able to produce environmentally-friendly products 
without sacrificing quality; low perceptions, with those thinking that producing environmentally-friendly 
products is associated with lower quality. In terms of trust and believability of the information provided by the 
eco-label, results revealed that trust is an important prerequisite for considering labels in the purchase decision. 
Additionally, the study showed that consumers with high perceptions of environmentally-friendly products 
showed positive affective and functional responses toward use of Type I eco-labels. Interestingly, Bybee (2010) 
also found that use of credible third-party certified labels was persuasive for consumers with high or low 
perceptions. Because the results showed that trust in the companies, as well as believability of the labels, elicits 
no emotional response by consumers with low perceptions, apparently existence of eco-labels increases the 
perceived functionality of the product. Credible labels are often seen as a sign of better functionality or quality of 
a product (Bybee, 2010). 

Based on the preceding dialectic, the following hypothesis is offered: 

H2: The greater an individual’s perceived credibility of the source issuing the eco-labels, the more favorable will 
be his/her attitude toward eco-labeled products. 

2.3 Prior Purchase Behavior of Eco-Labeled Products 

According to Thøgersen (2002), purchasing eco-labeled products is a behavioral category which is influenced by 
several independent factors. One of them could be consumers’ creating “mental categories based on eco-labels, 
as they have been known to do based on (some) other product categories” in case environmental friendliness is 
perceived as an important product characteristic (Thøgersen, 2002, p. 85). Given that eco-labels usually are not 
restricted to particular product groups, “cross-boundary eco-categories” could emerge, which eventually might 
lead to more repeat purchases of eco-labeled products and to the transfer of positive experiences with those 
products to other products carrying the same label (Thøgersen, 2002). 

Consumers inured to purchasing eco-labeled products are likely to be sensitized to potential sustainability of 
such products. Prior work has found that previous experience with eco-labels can facilitate learning and reduce 
perceived risk (Thøgersen, Haugaard, & Olesen, 2010). Also, Zepeda et al. (2013) discerned that past experience 
with eco-labels influences consumer response to eco-labeled products. Furthermore, one’s loyalty to a product 
(ineluctably based on prior experience) can affect his/her reaction to green marketing (Testa et al., 2013).  
Use of eco-labels as a marketing tool could be meaningful to evoke a positive attitude toward the eco-label. This, 
in turn, could lead to a more positive perception of the eco-labeled product or brand (e.g., Biehal et al. 1992; 
MacKenzie et al., 1986; Miniard et al., 1990). Seemingly, then, use of eco-labels as a marketing tool might lead 
to favorable attitude toward the label and eventually toward the eco-labeled product. Thus, if the purchase 
behavior of consumers already includes buying eco-labeled products, their attitude toward other products or 
brands carrying such labels may be positively affected:  

H3: The more often an individual purchases eco-labeled products, the more favorable will be his/her attitude 
toward eco-labeled products. 

2.4 Environmental Attitude/Concern 

Scholars have identified two types of sustainable consumers: simplifiers and global impact consumers. 
Simplifiers eschew a culture of consumption and do not derive happiness through ownership of possessions 
(Cherrier, 2009). They believe in sustainable, simplified, and reduced consumption-based lifestyles (e.g., green 
living). Global impact consumers focus on benefiting humanity at large. They are concerned about 
environmental waste, material inequality across nations, and societal issues (Iyer & Muncy, 2009). Global 
impact consumers oppose a hyper-consumption culture (Albinsson, Wolf, & Kopf, 2010).  
Thøgersen (2000) argues that, sustainable consumers pay attention to eco-labels and consider them in their 
purchase decisions if protecting the environment is one of their personal goals, which can be achieved by buying 
eco-labeled products. Bybee (2010) found that consumers with high perceptions of environmentally friendly 
products showed positive emotional responses to use of credible (Type I) eco-labels that were issued by a 
third-party organization or government. Such personal values of consumers imply a “pro-environmental attitude” 
(Thøgersen, 2000), or concern for the environment (Aman et al., 2012). 
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Conflicting findings have been found between one’s environmental attitude and one’s environmental (green) 
deportment (see succinct review by Testa et al., 2015). Nonetheless, a cogent argument can be made that the two 
are positively related. Per Hartmann and Apaolaza-Ibanez (2012, p. 1255).  

Behavioral effects of consumer’s…general environmental attitudes suggest that values and environmental 
concern are principal determinants of environmentally sound consumption….Consumers engage in conservation 
behavior because they are intrinsically concerned about the environment and society [à la global impact 
sustainable consumers]. 

Also, consumers’ environmental awareness is likely to foster pro-environmental behavior on the part of 
consumers (Brecard et al., 2012; Mei, Ling, & Piew, 2012; Singh & Bansal, 2012). The foregoing argument 
infers that environmental concerns of consumers could increase the attitude toward the brand or product carrying 
an eco-label: 

H4: The stronger an individual’s environmental concerns, the more favorable will be his/her attitude toward 
eco-labeled products. 

3. Methodology 
3.1 Sample 

A survey was completed by business students enrolled in a medium-sized public university in the United States. 
Questionnaires were disseminated to respondents in the spring of 2012 in selected classes; respondents 
completed the surveys during class time. Virtually all respondents were traditional-aged students (18-22 years 
old) working at least part-time. Admittedly, students are not necessarily especially desirable respondents in some 
venues of consumer research. They can be apposite, however, in at least two contexts. First, a student sample is 
appropriate when testing theory (Calder, Philips, & Tybout, 1981; Peterson, 2001). The current investigation 
explored variable linkages predicated on underlying theoretical principles. Second, it is appropriate when there is 
a good fit between the research questions asked and the research method used (Cooper & Pullig, 2013; Henry, 
2008). Students participating in the study were professionally oriented and somewhat cosmopolitan, thus 
affording them potential opportunity to have been exposed to an elephantine array of products in various product 
categories. Additionally, some research has found that younger, more educated, and more urban individuals tend 
to view eco-labels more favorably than their counterparts (Sonderskov & Daugbjerg, 2010)—attributes 
possessed by study participants.  

3.2 Survey Instrument 

In order to test study hypotheses, a questionnaire was developed and pretested. Items were taken or adapted from 
extant scales. Most measures were assessed using a 7-point, Likert-type of scale, anchored by 1 (e.g., “strongly 
disagree”) and 7 (e.g., “strongly agree”). To facilitate respondents’ experiencing a germane context during 
questionnaire completion, they were initially presented with an aided and an unaided question about their 
awareness of the existence of eco-labels. These were utilized to prime subjects apropos of the study.  

Principal components factor analysis was conducted to reveal interrelationships among items used for measuring 
the constructs. Only factors with an eigenvalue greater than 1.0 were used, as essentially only those factors “can 
be considered as stable” (Diekhoff, 1992, p. 337). Furthermore, varimax rotation was employed to maximize 
“the variance of the squared factor loadings associated with each factor” (Diekhoff, 1992, p. 348). 

3.3 Attitude toward Eco-Labeled Products 

To assess the dependent variable—attitude toward products having an eco-label—items from MacKenzie et al. 
(1986), the BMU (2010) survey, and the eurobarometer survey (European Commission, 2009) were adapted. Six 
items tapped consumers’ attitude toward eco-labeled products vis-à-vis products without the label. Per 
MacKenzie et al. (1986), the attitude could be favorable or unfavorable. Factor analysis reduced the number of 
germane items to four. The factor explained 72.6% of item variation; scale reliability (Cronbach’s α) was 0.87. 

3.4 Recognition/Awareness of Eco-Labels 

Recognition/awareness of eco-labels referred to consumer recognition/awareness of such labels noted in 
advertisements, in general, and through promotions at the point of sale. Six questions were derived from the 
eurobarometer survey (European Commission, 2009). Factor analysis reduced the number of germane items to 
four. The factor explained 70.7% of the variance; scale reliability was 0.86. 

3.5 Perceived Source Credibility of Eco-Labels 

Perceived source credibility is comprised of trust in and perceived expertise of those organizations (Hawkins & 
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Mothersbaugh, 2012). In the present study, interest was on assessing consumers’ perceived credibility of the 
different organizations issuing eco-labels. Items focused on non-governmental environmental organizations, 
other independent bodies, governmental eco-labeling organizations, and producers/retailers developing veridical 
eco-labels. These four kinds of organizations were chosen because scholars have observed that perceived trust in 
and perceived expertise of these organizations differs (Eisend, 2004; Horne, 2009; Langer et al., 2008; Starobin 
& Weinthal, 2010; Thøgersen, 2002). Eight items tapped the construct (Hawkins & Mothersbaugh, 2012). Factor 
analysis led to five germane items being subsumed under one factor. That factor explained 63.2% of the variation, 
and scale reliability was 0.85. 

3.6 Purchase Behavior of Eco-Labeled Products 

Items from previous work (BMU, 2010; European Commission, 2009; Soyez et al., 2012) were adapted that 
assayed current purchases of eco-labeled products. Factor analysis of nine items reduced the number to four. The 
factor explained 59.7% of the variance; scale reliability was 0.77.  

3.7 Environmental Attitude 

Environmental attitude of consumers was operationalized with items addressing their attitude toward 
environmental issues in general (Thøgersen, 2000), as well as beliefs about effectiveness of consumer actions 
taken to protect the environment (Thøgersen, 2000; European Commission, 2009; BMU, 2010). Twelve items 
were factor analyzed, reducing the number of germane items to nine. The factor explained 60.7% of the variance; 
scale reliability was 0.91.  

4. Results 
Multiple regression analysis was conducted for hypothesis testing. Prior to doing so, factor scores for each case 
were computed. In order to test the four hypotheses, factor scores for the four independent variables were 
regressed on the factor scores representing the dependent variable. Using factor scores can reduce 
multicollinearity among independent variables. As Rummel (1970) states: “…factor analysis can be employed to 
reduce…[the correlated predictor variables]…to a set of uncorrelated variables” and then used as input into 
subsequent analyses. 
When the four independent variables were regressed on attitude toward eco-labeled products, three of the four 
were found to be significantly (p< .05) related to the dependent variable. Specifically, recognition/awareness of 
eco-labeled products (.237), perceived source credibility (.205), and purchase behavior of eco-labeled products 
(.278) were positively associated with consumer attitude toward eco-labeled products. These findings confirmed 
H1, H2, and H3, respectively. Unexpectedly, environmental attitude was ascertained to be unrelated (p>.05) to 
attitude toward eco-labeled products; therefore, H4 was rejected. The regression model explained 36.2% of the 
variance in attitude toward eco-labeled products (Tables 1 and 2). 

 

Table 1. ANOVA 

Model Sum of Squares df Mean Square F Sig. 
Regression 94.278 4 23.570 35.600 .000 

Residual 166.181 251 .662   

Total 260.459 255    

 

Table 2. Coefficients of multiple regression I 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 
(Constant) -.008 .051  -.149 .882 

Recognition of eco-labels .239 .061 .237 3.920 .000 

Perceived Source Credibility .205 .060 .205 3.393 .001 

Purchase Behavior .284 .056 .278 5.059 .000 

Environmental Attitude .112 .066 .112 1.698 .091 

 

Because the first regression analysis revealed that there was no significant relationship between environmental 
attitude and attitude toward eco-labeled products, a more parsimonious regression analysis was performed. It 
replicated the initial analysis, save for the omission of environmental attitude. Findings of that undertaking 
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further corroborated results from the earlier regression and thus provided additional support for H1, H2, and H3; 
the model explained 35.1% of the variance in attitude toward eco-labeled products (Tables 3 and 4). Accordingly, 
consumers’ attitude toward eco-labeled products was positively associated with recognition/awareness of 
eco-labeled products, perceived source credibility of eco-labels, and purchase behavior of eco-labeled products. 

 

Table 3. ANOVA II 

Model Sum of Squares df Mean Square F Sig. 
Regression 91.960 3 30.653 46.785 .000 

Residual 169.696 259 .655   

Total 261.655 262    

 

Table 4. Coefficients of multiple regression II 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 
(Constant) -.003 .050  -.053 .958 

Recognition of eco-labels .283 .053 .285 5.367 .000 

Perceived Source Credibility .251 .055 .251 4.538 .000 

Purchase Behavior .276 .054 .276 5.082 .000 

 
5. Discussion and Implications 
The results of this study support Thøgersen’s (2002) work that recognition of eco-labels is an important 
prerequisite for considering them in the purchase decision. As such, high recognition of eco-labels leads to a 
more favorable attitude toward eco-labeled products. Given the positive relationship between consumer attitude 
toward the brand and consumer intention to purchase the brand (e.g., MacKenzie et al., 1986), study findings 
support Thøgersen (2002). Therefore, manufacturers, as well as retailers, could invest in enhanced and more 
frequent promotions of eco-labels in order to increase consumers’ recognition of them, which conceivably might 
lead to augmented purchase intention.  

Several studies state that credibility and trustworthiness of eco-labels are especially crucial in the purchase 
decision of eco-labeled offerings (e.g., Moussa & Touzani, 2008; Sønderskov & Daugbjerg, 2011; Soyez et al., 
2012; Thøgersen, 2002; Thøgersen, 2000). Furthermore, credibility of eco-labels seemingly is dependent on the 
motives and environmental claims of the sources involved in the labeling scheme (Eisend, 2004; Horne, 2009; 
Langer et al., 2008; Starobin & Weinthal, 2010; Thøgersen, 2002). Therefore, perceived credibility of the sources 
issuing eco-labels might not only influence credibility of the label itself, but it may also have a direct influence 
on consumer attitude toward eco-labeled products. Study results support this conjecture. Because perceived 
source credibility of an eco-label is a function of the trust in and the expertise of the organizations issuing 
eco-labels (Hawkins et al., 2001), such organizations should essay to verify and promote their expertise in 
developing meaningful eco-labels and eco-labeled offerings for consumers. Organizations may even wish to 
develop labeling schemes that emulate those used for kosher labels (Starobin & Weinthal, 2010).  

The analysis revealed a positive relationship between current purchase behavior of eco-labeled products and 
attitude toward eco-labeled products. This finding could be an indication of the existence of “cross-boundary 
eco-categories,” which could emerge because eco-labels are usually not restricted to one product group 
(Thøgersen, 2002). These categories can lead to increased repeat purchases and transfer of positive experiences 
with one group of products carrying a particular eco-label to other product groups carrying the same label 
(Thøgersen, 2002). Thus, companies within the same industry, as well as from other industries, may consider 
developing eco-labels with credibly perceived, eco-label issuing organizations. Doing so may foster sharing 
costs among partners, which eventually could conduce to cost savings for all firms involved. Also, the mutual 
eco-label could lead to a win-win situation for the parties involved,  because satisfied customers in one industry 
might transfer their positive experiences to products of the other label partners and vice versa. 

Environmental attitude in this research was descried to have no significant effect on attitude toward eco-labeled 
products. Hence, this result is not compatible with that of Thøgersen (2000) who espied that “pro-environmental 
attitude” is a decisive factor for involving eco-labels in the purchase decision. A possible explanation for the 
absence of a relationship in the present investigation between consumer environmental attitude and attitude 
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toward eco-labeled products may be found in the nature of the sample. According to Thøgersen (2002), 
eco-labels are considered in the purchase decision if the consumer perceives environmental friendliness is an 
important product characteristic. In the present study, respondents were students who most likely had lower 
incomes relative to the general population. Because many eco-labeled products are more expensive than 
conventional products, restricted budgets might be a reason for respondents’ not regarding environmental 
friendliness to be an important product characteristic in the purchase decision. Indeed, more than 60% of 
respondents indicated that price and quality were very important in their purchase decision. In contrast, only 17% 
reported that environmental friendliness of a product was very important in their purchase decision. 

6. Limitations and Future Research 
This study has some limitations which could provide avenues for future research in the area. Survey data were 
gathered solely from business students. Therefore, findings may not be generalizable to the entire population. If 
subjects in future research also include persons already having significant purchasing power, the impact of 
environmental attitude on attitude toward eco-labeled products might be different from that observed here. After 
all, such individuals are less likely to be as chary about their expenditures as a traditional-aged university student 
who most likely possesses a lower budget. Furthermore, this study did not focus on demographic differences of 
respondents. Knowledge of these differences (if they exist) could enable marketers to distinguish better across 
those target groups seeking environmentally-friendly products. 

Survey results concerning consumer awareness of and familiarity with particular eco-labels disclosed that 90% 
of respondents recognized the Energy Star label when presented to them. However, analysis revealed a 
considerable gap between recognition of the Energy Star label and labels that had the second highest (Rainforest 
Alliance Certified label, 25.3%) and third highest (Green Seal, 22%) respondent recognition. Hence, future 
research could examine factors that affect consumer awareness of eco-labels, as well as the influence of a 
particular label on attitude toward eco-labeled products. 

Moreover, research has revealed a significant, positive influence of a consumer’s current purchase behavior of 
eco-labeled products on attitude toward eco-labeled products. A possible reason that this relationship was found 
may well be existence of a “cross-boundary eco-category” (Thøgersen, 2002). So, future research that considers 
such purchase behavior as the dependent variable may offer enhanced clarity about consumer attitude toward 
eco-labeled products. 
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