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Abstract

Green purchase behavior in Pakistan faces challenges due to lack of awareness, limited availability, and greenwashing
by companies that demand use of online environmental platforms. The study aims to examine the effect of Online
Environmental Platforms Service on green purchase behaviors of customers who intend to buy green energy prod-
ucts. Moreover, the indirect effects of environmental attitude, price sensitivity and impulsiveness are examined

as mediators. The relationships are examined in light of theory of planned behavior. The data from a sample of 301
customers were gathered using a closed-ended questionnaire. The customers aged between 30 and 50 years were
considered for the study. The findings unequivocally reveal that the provision of online environmental platforms

has a profound effect on the ecological shopping inclinations of customers. The green purchase behavior of con-
sumers is amplified, as is their green purchase attitude and consumer impulsiveness. However, an alert emerges—
price sensitivity, despite its noteworthy impact on consumer behavior, curiously, impedes actual green purchasing.
Investigating deeper, it becomes apparent that the remarkable impact of online environmental platforms is medi-
ated by two factors: the green consumer attitude and consumer impulsiveness. These two factors act as conduits

for the transmission of the influence of the online platforms, empowering consumers to make eco-conscious deci-
sions. The marketers can enhance green purchase behaviors among customers by making effective use of the online
environmental platform services. The Online Environmental Platforms Services can enhance sales and can be an effec-
tive strategy for high profits.

Keywords Sustainability, Online Environmental Platforms Service, Green consumer behavior, Environmental attitude,
Price sensitivity, Impulsiveness, Green energy products

Introduction

Sustainability is threatened due to the rapid environmen-
tal degradation, which can be addressed through green
purchase behavior. Green purchase behavior (GPB) is the
collection of actions directed toward purchasing environ-
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products in local markets and limited options makes
it difficult for consumers to make sustainable choices
[38]. Finally, there is a lack of trust and transparency in
the market, as many companies engage in greenwash-
ing, which is the practice of making false or exaggerated
claims about the environmental benefits of their products
[10]. This creates confusion and distrust among consum-
ers, making it difficult for them to make informed deci-
sions about their purchases. The lack of information
about sustainable consumption can be a barrier for con-
sumers. However, online environmental platform service
(OEPS) can bridge this gap by providing clear and con-
cise information [84]. Online Environmental Platforms
Services are source of information about sustainable con-
sumption practices, helping to increase awareness and
understanding of green behavior [42]. Online environ-
mental platforms are becoming crucial for consumers to
make more environmental-friendly decisions. The studies
have examined the direct relationship between OEPS and
GCB [53]; however, the mediating role of environmental
attitude remained unexamined and needs further inves-
tigation to understand how it mediates the relationship
between OEPS and GCB [23]. As per theory of planned
behavior the attitudes provide foundations to get into
the actual behavior. Moreover, insufficient exploration of
price sensitivity as a mediator between OEPS and GCB
helps understanding how price sensitivity influences
online environmental practices and consumers’ green
behaviors that can provide valuable insights for busi-
nesses and policymakers [35]. Simultaneously, limited
insight into consumer impulsiveness as a mediator in the
relationship between OEPS and GCB in Pakistan remains
understudied. Generally, it is noted that higher levels of
impulsiveness tend to prioritize immediate gratification
over long-term environmental concerns, and however,
impulsive people with desire to promote sustainable
products can lead to positive green purchase behavior
to align with personal values and make a positive envi-
ronmental impact. It can contribute to a comprehensive
understanding of the underlying mechanisms [20].
Online platforms can increase trust in the market by
providing consumers with information about the envi-
ronmental practices of companies [85]. Consumers who
use online environmental platforms are more likely to
engage in green behavior, such as recycling and using
reusable products [84]. Online platforms can help to cre-
ate a sense of community among environmentally con-
scious consumers, which can further encourage green
behavior [74]. Conversely, it is noted that online envi-
ronmental platforms can have negative effects on green
purchase intentions. These negative effects include infor-
mation overload, conflicting messages, and skepticism
about the credibility of the information provided [29].
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Online environmental platforms may also create a sense
of "green fatigue" among consumers, making them less
likely to engage in environmentally conscious behavior
[5]. These contradictory findings show that online envi-
ronmental platforms not entirely shape consumers’ green
behavior but certain other factors too. Online Environ-
mental Platforms Service may have positive or negative
effects on green consumer behavior [42], that is why
it is necessary to conduct mediation analysis helps in
understanding the underlying mechanisms or processes
through which the OEPS effects GCB. Moreover, we can
examine how these variables mediate the relationship and
shed light on the specific psychological and behavioral
pathways involved. Further, we can evaluate the validity
and robustness of the theoretical model and gain insights
into the complex interplay between these variables.

Environmental attitude is the individual’s overall
beliefs, feelings, and values toward the natural environ-
ment. It encompasses attitudes toward specific environ-
mental issues, such as climate change, pollution, and
conservation efforts. Environmental attitude plays a sig-
nificant role in influencing consumer green behavior.
Individuals with a more positive environmental attitude
are more likely to engage in green behavior, such as recy-
cling, using eco-friendly products, and reducing energy
consumption [29]. The price sensitivity is the degree
to which consumers’ purchasing behavior changes in
response to changes in the price of a product or service.
Highly price-sensitive consumers are likely to switch to
alternative, cheaper products or delay their purchases
until prices drop [66]. It significantly impacts consumer
green behavior. Price sensitive consumers have weaker
tendency to purchase the environmental friendly prod-
ucts with higher price tag than their traditional counter-
parts. [25]. However, this effect can be mitigated by the
availability of information about the benefits of environ-
mentally friendly products and the availability of cheaper,
eco-friendly alternatives [85]. Further, the impulsiveness
is a tendency to act without thinking, making decisions
based on immediate desires rather than long-term conse-
quences. Generally, it is negatively linked to environmen-
tal behaviors by producing decreased pro-environmental
attitudes and behaviors. This effect may be due to impul-
sive consumers placing a higher value on immediate grat-
ification than on future environmental outcomes [66].
However, it is likely that with limited income, and a
strong emphasis on interpersonal relationships people
in Pakistan make impulsive decisions to buy the green
energy products and use them for long. Impulsiveness
can lead consumers to make poor choices when it comes
to making final purchase decision.

This study aims to explore how the utilization of online
environmental platforms influences consumers’ attitudes
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toward the environment, their sensitivity to price factors,
and their impulsive buying tendencies, and how these
factors mediate the relationship between OEPS and GCB.
By investigating these mediators, we can gain insights
into the underlying mechanisms that drive green con-
sumer behavior in the context of online environmental
platforms in Pakistan.

This study offers several unique contributions com-
pared to available literature. Firstly, this study explores
the impact of online environmental platforms on con-
sumer behavior in a developing country like Pakistan,
a collectivist country with people generally have their
opinion leaders and try to follow them, where the impact
of such platforms on green purchase behavior is less
researched [44]. Secondly, this study takes into account
the mediating role of environmental attitude, price sen-
sitivity, and impulsiveness, which is not commonly
explored in previous research studies [5, 84, 85]. Finally,
this study offers important implications for policy makers
and businesses in Pakistan, as it sheds light on the poten-
tial of online environmental platforms in promoting
green purchase behavior and the factors that influence
it. Moreover, these relationships are examined in light
of theory of planned behavior-TPB [61], which proposes
that individuals’ attitudes, norms, and control can be
influenced by various factors. These factors may not be
explicitly or consciously evaluated during decision-mak-
ing, but they provide a framework for the decision-mak-
ing process and motivate individuals to adopt preferred
purchasing behaviors.

Examining the impact of online environmental plat-
forms on green consumer behavior in Pakistan has
implications for businesses and marketers. It enables
the development of effective strategies to promote sus-
tainable products and services through online channels.
Insights from the study can guide the creation of persua-
sive messaging, targeted campaigns, and online engage-
ment tactics to influence consumers’ intentions to engage
in environmentally friendly behaviors. This understand-
ing empowers organizations to drive positive change and
encourage sustainable consumption patterns through
digital platforms.

Moreover, the impact of online environmental plat-
forms on green consumer behavior holds great impor-
tance, particularly in the context of Pakistan. This
research is significant both theoretically and practically.
Theoretical implications stem from the utilization of the
Theory of Planned Behavior (TPB) as the base theory.
Investigating how online platforms influence consum-
ers’ attitudes, subjective norms, and perceived behavioral
control toward green consumption can contribute to the
advancement and validation of the TPB in the context of
environmental behavior.

Page 30f 18

The novelty of this study lies in its exploration of the
relationship between online environmental platforms
and green consumer behavior in Pakistan, with a focus
on three key mediators: environmental attitude, price
sensitivity, and impulsiveness. While previous research
has examined the impact of environmental attitudes on
green consumer behavior, this study goes further by con-
sidering the influence of these additional mediators. The
study highlights the potential for online platforms to pro-
mote pro-environmental behavior among consumers in
Pakistan and suggests that environmental attitude, price
sensitivity, and impulsiveness can all play a role in shap-
ing this behavior.

Theoretical background, research model

and hypotheses development

Theory of planned behavior—TPB

The theory of planned behavior [2] provides the foun-
dation to develop the following framework. The theory
states that there are certain factors that shape consumer
intentions to purchase that further leads to actual adop-
tion of the purchase behavior. The factors that shape the
consumer intentions include the consumers attitude,
subjective norms and perceived behavioral control. The
framework developed for this study posits that there are
certain factors that help shape attitude and perceived
behavioral control such as the Online Environmental
Platforms Services. The online environmental platforms
have the power to influence the attitudes and can have an
important toll to control the behaviors of customers by
providing them the knowledge, information about pro-
cess, availability, persuasion and so forth. As knowledge
and persuasion are meaningful sources of shaping con-
sumers attitudes [87]. Such forums have a strong influ-
ence on the adoption of the consumer impulsive behavior
[35]. These mechanisms further motivate customers to
adopt the actual purchase behavior.

Green strategies can be employed to safeguard the
physical environment comprising air, water, and soil, as
per the studies conducted by Zeynalova & Namazova
[87] and Choi & Lee [16]. By instilling green attitudes and
behaviors among energy consumers, the environment
can be further nurtured. The study formulates hypoth-
eses based on the available literature.

OEPS and GPB

Green consumers are individuals who prioritize the
protection of both themselves and the environment by
making environmentally conscious decisions. These
consumers display various environmentally friendly
behaviors, such as ecological behavior [32], responsi-
ble consumer behavior [72], and sustainable consumer
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behavior [52]. They strive to minimize harm to the envi-
ronment while fulfilling their needs and are aware of the
scarcity of resources. However, this mindset is not devel-
oped in isolation, as certain factors such as marketing
persuasion and online forums contribute to the forma-
tion of these attitudes.

To increase the number of green consumers, it is
important to promote green thinking through vari-
ous promotional techniques, with online forums and
social media being particularly effective [18]. Consumers
require adequate information on green energy products
that meet their needs to make informed environmentally
friendly purchases.

It is noted that a lack of information may prevent con-
sumers from making their purchasing decisions toward
green consumption [87]. The theory of planned behav-
ior posits that the behavioral control is influenced by the
environmental services providers and can lead to devel-
opment of green purchase intentions and actual behavior.
In light of the arguments provided above the hypotheses
developed is given below,

HI  Online Environmental Platforms Service(s) has a
positive impact on green purchase behavior among Paki-
stani green energy consumers.

Environmental attitude as a mediator

The attitude formation depends upon several factors.
The depleting energy sources on one side and the cost
of availing the traditional energy sources, on the other,
motivate consumers to look for the alternatives (green
energy sources) available [51]. The positive attitudes lead
to the actual green behaviors [1]. The people with higher
environmental concerns have greater tendency to adopt
the same behavior [73]. However, there an evidence that
it is not necessary that the consumers positive attitudes
toward environmental issues lead to actual purchase
behavior [42]. The attitude formation depends upon the
information coming from different forums such as online
forums. As knowledge sharing has seen to have positive
relationship with attitude formation [21]. The informa-
tion received, the positive reviews and the information
about the prices tend to develop attitude toward buying
such products.

The online forums have resulted in exponential growth
in the development of purchase attitudes of customers
in recent years [48], making online shopping the most
common modes of consumption. During online shop-
ping, consumers cannot contact real goods and can only
make purchase decisions through the product informa-
tion displayed online [46]. This is because of the conveni-
ence that these forums provide to the customers and help
them make decisions without wasting time.
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The producers of the green energy products and the
Online Environmental Platforms Service providers col-
lectively promote videos that have become the most
loved part of the online shopping for the customers [3].
Brown and Fiorella [9] conducted a study regarding influ-
ence marketing and analyzed how to enhance the impact
through Instagram, TikTok, and Co. TikTok improved
user satisfaction and forms enable users to participate in
such forums to make viable purchase decisions.

Online comments [15], online reviews [78], and elec-
tronic word of mouth [8] are simultaneously used to
describe the content that consumers express through
their subjective feelings about buying and selling of goods
or services by using a specific online shopping platform.
The environmental service platforms are similar to these
platforms. Most of the people provide interesting online
reviews that comprise of the comments on products or
services. Such comments include post-purchase experi-
ences, personal thoughts about the improvements, or
feelings presented in a written form. The e-commerce has
provoked the influence of online reviews on consumer
purchase decision making [37]. Atchariyakarn and Zhang
[6] believed that the purchase decisions without enough
information can lead to decreased sales of the companies
that is why it is recommended to get to the online forums
to disseminate information for developing customer pur-
chase attitude, to increase sales and enhanced customer
satisfaction [45]. Therefore, the availability of the expert
opinion and the online comments/reviews of the people
who already have purchased the green energy products
are very important for other consumers.

Further, in this regard, the online forums that provide
information and advice about the purchase play impor-
tant role. The online platforms provide information about
not only the availability of the product rather its location,
uses, benefits, and user reviews [35] that help the cus-
tomers develop positive purchase attitudes. The rating
by the other users supports the development of purchase
attitude that further leads to purchase behavior.

The online can influence customer perceptions [42]
and continuously motivate people to follow their opinion
leaders [13], Moreover, OEPS is useful to address barri-
ers to green purchase behavior by providing information,
resources, and support [22]. Therefore, environmental
attitudes can mediate the relationship between OEPS
and GPB by influencing individuals’ perceptions of the
effectiveness and convenience of OEPS in facilitating
green purchases, thereby reducing barriers and facilitat-
ing behavior change. The above arguments helped in the
development of the following hypotheses,

H2  OEPS has a positive effect on the development of
environmental attitude.
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H5 Environmental attitude has a positive effect on
green purchase behavior

H8  Environmental attitude mediates the relationship
between Online Environmental Platforms Service and
Green Purchase Behavior

Price sensitivity as a mediator

The price sensitivity is the change in purchase behavior
of customers with the change in the prices of the prod-
ucts [86]. The people with high price sensitivity effects
their behavior in a way that a slight price change can
substantially affect their purchase behavior [34]. The
customers generally perceive that the products with
higher prices are good in quality and vice versa. Low
product quality is associated with low price [28]. The
information available at the environmental forums can
influence one’s price sensitivity, and thus, the purchase
behavior is affected.

The complexity of consumer environmental behavior
pertains to financial inability, such as a lack of affordable
green products available in the market [87]. It is noted
that people are reluctant to pay a penny more for any
additional benefit they get in a product [50]. The con-
sumers generally prefer to buy non-ecological products
to fulfill their needs to avoid higher prices of the ecologi-
cal goods. However, this relationship is not clear in its
explanation. Some consumers are willing to pay more for
organic products because they are of better quality [16].
However, it is evident that in the developing countries the
lower prices can attract customers more than any other
feature of the product. It is posed that the lower prices of
the green energy products can attract customer attention
more and they likely can adopt the purchase behavior.

In this regard, the theory of planned behavior posits
that the information flowing from the environmental
forums gets hold of one’s control of thinking processes,
and thus, the behavior adopted is influenced by such
information by developing a price sensitivity.

The online forums influence consumers’ perception of
the value they receive from eco-friendly products [39].
Similarly, the cost-saving opportunities can enhance the
perceived value of green purchases. This, in turn, reduces
price sensitivity as consumers perceive that the benefits
of purchasing green products outweigh the costs. OEPS
also facilitates price comparisons and provides trans-
parent information about the pricing of eco-friendly
products. By presenting competitive pricing or offer-
ing discounts and promotions, OEPS can alleviate price
sensitivity and encourage consumers to make green
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purchases. The following hypotheses are developed on
the basis of the arguments stated above;

H3 OEPS has a positive effect on the price sensitivity.

H6 Price sensitivity has a positive effect on green pur-
chase behavior

HY9 Price sensitivity mediates the relationship between
Online Environmental Platforms Service and green pur-
chase behavior

Consumer impulsiveness as a mediator

Rook [57] looked impulse buying as an instantaneous,
overwhelming, and continuous purchase desire experi-
enced by consumers without purchase plan and purchase
consciousness. Beatty and Ferrell [7] understood this
as an immediate purchase without any shopping goal,
whether it is to buy a specific product category or meet a
specific demand. Impulsive purchase occurs as a result of
sudden factors acting at that point in time. Impulse buy-
ing behavior or impulsiveness in this paper refers to the
purchase behavior of green energy products without any
plan when consumers use mobile short video applica-
tions to watch live broadcast, stimulated by online com-
ments, hosts, and other factors. Impulse buying is a very
important factor in marketing. Nayak et al. [47] studied
the influence of available pursuit on purchase decision
and impulse purchase and analyzed Amazon shopping
experience. The results showed that any hidden need
leads to make impulse purchase decision, and thus, the
customer adopts the purchase behavior. Wiranata and
Hananto [80] believed that online shopping leads to irra-
tional behaviors such as impulse buying and analyzed the
influencing factors of impulse buying and it explores the
impact of website quality on impulse buying. The results
showed that website quality has no positive impact on
impulse buying, whereas the promotional messages and
consciousness had a positive impact on impulse buy-
ing. Chen, Yeh and Lee [14] investigated the impact of
Internet celebrities/experts on brand impulse purchase.
Through the survey of 585 Internet celebrity fans in
China, they found that trust is an important factor affect-
ing impulse buying. The sense of identity and perceived
fit, that can come from the advises and opinions available
on the online environmental forums, significantly pro-
mote impulsiveness leading to actual purchases. OEPS
provides an opportunity to make impulsive decisions.
The convenience, accessibility, and attractive presenta-
tion of eco-friendly products and promotions on OEPS
can trigger impulsive buying tendencies among consum-
ers [36]. CI mediates this relationship by influencing
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consumers’ susceptibility to impulsive buying behav-
jors in the context of green products and services. The
visually appealing presentation of eco-friendly products,
gamification elements, and personalized recommenda-
tions on OEPS can stimulate consumers’ impulsive desire
for immediate satisfaction and enjoyment [48]. CI medi-
ates this relationship by influencing the extent to which
consumers are driven by the pleasurable and emotional
aspects of green products, leading to impulsive green
consumer behavior. The above arguments are used to
develop the following hypotheses,

H4 OEPS has a positive effect on the consumer
impulsiveness.

H7  Customer impulsiveness has a positive effect on
green purchase behavior

HI10 Consumer impulsiveness mediates the relation-
ship between Online Environmental Platforms Service
and green purchase behavior.

Figure 1 shows the relationship of the proposed
hypothesis.

Methodology

The respondents were selected from two major cities of
Pakistan named as Rawalpindi and Islamabad. Rawal-
pindi and Islamabad have been selected as target cities
because these cities are highly urbanized with a signifi-
cant population, representing diverse socioeconomic
backgrounds and consumer behaviors. Moreover, these
cities have a growing internet penetration rate, making

HS8
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online platforms accessible to a large portion of the pop-
ulation, thereby facilitating the examination of the role
of online environmental platforms on green consumer
behavior. Further, these cities offer a blend of urban and
suburban settings, allowing for a comprehensive under-
standing of the research objectives in different environ-
mental contexts. Islamabad is the capital of Pakistan and
both these cities are known as a hub of education and
employment. Majority of people prefer to reside in these
cities to acquire knowledge and work. They generally are
better informed with greater environmental conscious-
ness. Straughan and Roberts [68] argued that environ-
mentally sensitive consumers are relatively younger,
better educated, have stable incomes and mostly consist
of women. For the present examination a sample of 301
customers was selected using purposive sampling. It is a
non-random selection of participants to target a specific
group of individuals who possess characteristics or expe-
riences relevant to the study [19]. In our research study,
we were interested to examine the relationships based on
the responses form the customers who have made at least
one purchase of a green product. Their responses were
recorded using closed-ended questionnaire. Accord-
ing to Ruangkanjanases et al. [58], the most appropriate
sample range lies from 30 to 500. The sample size of 301
was determined based on considerations such as avail-
able resources, time constraints, and the anticipated
effect size. Although the sample size may not represent
the entire population of Pakistan, it allows for a reason-
able level of statistical power and precision in analyzing
the relationship. The sample comprised of the people in
the 30-50 years of age group. This age group represents
individuals in their prime years of decision-making and
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purchasing power, making their behaviors and attitudes
toward green consumerism particularly relevant. Indi-
viduals in this age range often have higher levels of envi-
ronmental consciousness and are more likely to engage in
sustainable practices, making them an appropriate target
for studying the relationship between online environ-
mental platforms and green consumer behavior. Women
employees, graduates, and male employees were consid-
ered for the study as they can make their independent
purchase decisions while considering the environmen-
tal protection into account. The sample was selected to
cover the different socio-economic and different demo-
graphic characteristics. Further, only the customers who
used to buy or at-least they have bought once any green
energy product using online sources were included for
data analysis. The data were gathered during the four
months of summer (May—August, 2022).

The measures used

The data were collected by self-administered question-
naires. The questionnaire was adopted from previous
studies for each variable. Online environmental plat-
form service was measured using Ma, and Liu [42] scale
and included six items. The sample item includes “The
online environmental platform has complete functions to
meet my green environmental needs” Green consumer
behavior was also assessed using the scale from Ma, and
Liu [42] using four items. Environmental attitude was
measured from two aspects that were the sensitivity of
environmental problems and the importance of envi-
ronmental protection. Six items were used to measure
the construct. The sample item included was “waste of
resources and environmental pollution are serious envi-
ronmental problems” The questionnaire was adopted
from [17]. Further, the price sensitivity was based on
two dimensions price importance and price search pro-
pensity. There were four items in total. The items were
adopted from Sinha and Batra [67]. Lastly, consumer
impulsiveness was measured using five items. The scale
was adopted from Verhagen, and Van Dolen [76]. The
items were measured on five points Likert scale. A sam-
ple item used was, “my purchase was spontaneous.

The statistical tests used

Structural equation modeling (SEM) using Smart PLS 3.0
was employed to examine the hypothesized relationships.
SEM as a robust statistical technique allows for testing
complex relationships and assessing the direct and indi-
rect effects of variables and it has suitability for small
sample sizes (Yuan, & Bentler, 2006).
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Common method variance

The procedural remedies were adopted while collect-
ing the data from the respondents to minimize potential
common method biases. Respondents’ anonymity was
ensured using a randomized response order for question-
naire items. Moreover, clear instructions to encourage
honest responses were employed. This helped in avoiding
the common method bias.

Results

Demographics information of the customers

The demographics information about the total number
of respondents, gender distribution, employment sector
represented, age, education, and employment is provided
in Table 1.

More than half of the green energy consumers repre-
sented the age group between 41 and 50 years (69.4%)
and were having Masters qualification (66.1%). Majority
of the consumers were earning more than 200,000 Paki-
stani Rupees (37.2%), that is, around 902 USD a month.
Majority of the consumers were male (66.7%) and all the
consumers were employed. Either they had their own
business or were doing job in some organization. They
used the internet for searching information and prod-
ucts for more than five hours a day. All the respondents
regularly used the online forums for seeking advice and
read the reviews of other users. Moreover, the consum-
ers represented healthy combination of employment sec-
tors such as education (23.9%), information technology
(20.9%), manufacturing (11.6%), healthcare (7.6%), agri-
culture (10.9%) and construction (24.9%). The customers
were interested to seek information using online forums
about solar panels (29.5%) followed by energy saving
air-conditioners (23.9%) and energy saving LED bulbs
(21.5%).

The measurement model
The measurement model includes the information about
the factor loadings, reliability and average variance
extracted (AVE). The reliability was used examine the
internal consistency, and AVE was used to assess the con-
vergent validity [24]. The details are provided in Table 2.
The reliability and validity were tested to satisfy the
requirements of the measurement model [24]. Cron-
bach’s alpha values more than 0.7 are acceptable. Conver-
gent validity of the items was examined through factor
loadings and average variance extracted measures. All
the factors loadings were above the threshold value of
0.7, while AVE values were above the recommended
threshold level of 0.5 [24]. The values of the measure-
ment model satisfactorily allowed to further examine the
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Table 1 Demographics information of customers. Source: Customer’s responses, n =301
Variables Category Frequency Percentage
Age (Years) 31-40 66 219
41-50 209 69.4
Above 50 26 8.6
Education Bachelors 79 26.2
Masters 199 66.1
Above Masters 23 76
Income (PKR) 51,000-100,000 33 109
101,000-150,000 57 189
151,000-200,000 99 328
Above 200,000 112 372
Employment Yes 301 100
Daily use of internet 1-3h 44 14.6
3-5h 67 222
Above 5 h 190 63.1
Use of online forums Yes 301 100
Gender Male 201 66.7
Female 100 332
Employment sector Education 72 239
Information Technology 63 209
Manufacturing 35 11.6
Healthcare 23 7.64
Agriculture 33 10.9
Construction 75 24.9
Products Energy-saving refrigerator 32 10.6
Energy-saving Washer 43 14.2
Energy-saving Air-conditioner72 239
Energy-saving LED light bulb65 215
Solar panel 89 29.5
Total participants 301 100

structural model. The Cronbach’s alpha and AVE values
for Online Environmental Platform Service were 0.821,
0.536, respectively. Similarly, the values for green pur-
chase behavior were 0.734, 0.556, environmental attitude
0.812, 0.516; Consumer impulsiveness 0.919, 0.756 and
price sensitivity 0.816, 0.645.

The structural model
Further, to examine the distinctive nature of the con-
structs the HTMT ratio was calculated. It is the mean
value of the item correlations across constructs relative
to the (geometric) mean of the average correlations for
the items measuring the same construct [27]. Table 3
indicates that all the values are far lower to a traditional
benchmark of 0.85 [27], and hence, model’s constructs
are distinctive from one another.

Table 3 shows the results of the discriminant validity
and the values reported in the diagonal with bold fonts

are the square root of the AVE values. For discrimi-
nant validity it is necessary that the values in diagonal
must be greater than the other values reported under
these values. This shows that there exists enough discri-
minant validity that allows further examination of the
developed framework.

Further, the relationships are shown in Fig. 2.
The results how a positive and significant impact of
Online Environmental Platforms Service (beta=0.235,
p=0.001). Further the Online Environmental Platforms
Service, positively and significantly effects the envi-
ronmental attitude (beta=0.347, p=0.000), consumer
price sensitivity (beta=0.341, p=0.000), and consumer
impulsiveness (beta=0.490, p=0.000). Moreover, the
environmental attitude (beta=0.683, p=0.000) and
consumer impulsiveness (beta=0.104, p=0.046) posi-
tively affected the green consumer behavior, whereas
price sensitivity (beta=— 0.248, p=0.037) negatively
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Table 2 Loadings, reliability and AVE and VIF. ~ Source: PLS-
Measurement model results
Constructs/Items Factor loadings Reliability AVE VIF
Environmental attitude 0.812 0516 1523
EA1 0.741
EA2 0.700
EA3 0.708
EA4 0.785
EAS 0.725
EA6 0.644
Green purchase behavior 0.734 0.556 2356
GPB1 0.748
GPB2 0.802
GPB3 0.718
GPB4 0711
Consumer impulsiveness 0.919 0.756 2.655
cn 0.893
cl2 0.898
ci3 0.858
Cl4 0.825
cl5 0.872
Online environmental 0.821 0.536 1.987
Platform service
OEPS1 0.760
OEPS2 0.766
OEPS3 0.717
OEPS4 0.834
OEPS5 0.756
OEPS6 0512
Price sensitivity 0.816 0.645
PS1 0817
pS2 0.790
PS3 0.773
PS4 0.831

Table 3 Heterotrait-Monotrait ratio. Source: Smart PLS Output

Constructs EA GPB cl OEPS PS
Env. attitude 0617

Green PB 0.392 0.271

Impulsiveness 0.340 0479 0.704

Online EPS 0.347 0.638 0.490 0.722

Price sensitivity 0615 0.488 0.294 0.341

OEPS Online Environmental Platforms Service, GPB Green purchase behavior, EA
Environmental attitude, PS Price sensitivity, C/ Consumer impulsiveness

and significantly affected the green consumer behav-
ior in terms of purchasing the green energy products.
The mediation analysis shows that the environmen-
tal attitude (beta=0.237, p=0.000) and consumer
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impulsiveness (beta=0.051, p=0.047) mediate the
relationship between OEPS and GPB, whereas the price
sensitivity remained negative to the relationship.

The effect of environmental attitude partially mediates
the basic relation between OEPS and GPB. While there
is a significant direct effect of Online Environmental
Platforms Service on green purchase behavior, the intro-
duction of price sensitivity as a mediator did not yield a
significant mediation effect. However, the total effect
still suggests a positive relationship between the two, but
additional research may be required to validate this rela-
tionship further.

Moreover, the relationship of OEPS and GPB is par-
tially mediated by consumer impulsiveness. The total
effect indicates that the combined influence of both the
direct effect and mediation effect is highly significant.
This suggests that there may be other factors beyond
consumer impulsiveness that also contribute to the rela-
tionship between Online Environmental Platforms Ser-
vice and green purchase behavior.

Further, the coefficient of determination was examined
through R-square to evaluate the predictive power of the
variables. The value of R? for the OEPS (0.413). The val-
ues for R? for the environmental attitude (0.325), price
sensitivity (0.452), and consumer impulsiveness (0.411)
can also be found in Table 4.

Indicator multicollinearity through VIF

Utilizing the variance inflation factor (VIF) measurement
the indicators’ multicollinearity was assessed. Hair et al.
[24] suggested that multicollinearity does not remain a
significant problem if the VIF value is less than 5. How-
ever, values close to 3 are recommended. The VIF scores
for the indicators are indicated in Table 2 showing an
acceptable range of values. Full collinearity test was done
on the recommendations of Kock [33]. The values of
variance inflation factor (VIF) ranged within 1.5 to 2.6,
Table 2. The values were below the threshold value of 3,
recommended by [24]. It also shows weak CMV.

The effect size ()

The effect size is examined using f-square. The effect
size (f2) scores for the current study adhered to
Cohen’s (1988) suggestions “(effect sizes: small=0.02,
medium=0.15, and large=0.35)" The results revealed
the effect sizes for various variables, shown in Table 4,
i.e., f2 values for OEPS=0.067, EA=0.125, CI=0.013,
and PS=0.017 which varied from small to medium effect
sizes.
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Fig. 2 Tested model

Table 4 Path Coefficients Direct Effects. Source: PLS-SEM Results

0.235

0.756 \
o 0.490
o —@

0.104 GPB

0825 0872

Cl4 CI5

Relationship Coefficient Bias-corrected Cl 95% p value Hypothesis/Result
OEPS—->GPB 0.235 [0.304:0.548] 0.001 H1/Accept
OEPS->EA 0.347 [0.246:0.404] 0.000 H2/Accept
OEPS->PS 0.341 [0.232:0.332] 0.000 H3/Accept
OEPS->Cl 0490 [0.241:0.311] 0.000 H4/Accept
EA->GPB 0.683 [0.311:0421] 0.000 H5/Accept
PS—>GPB -0.248 [0.441:0.311] 0.037 H6/Accept
Cl->GPB 0.104 [0.341:0431] 0.036 H7/Accept
R’ OEPS 0413

R’ EA 0325

R*PS 0452

R Cl 0411

Q*GPB 0410

£ GPB OEPS=0.067 EA=0.125 Cl=0013 PS=0.017

OEPS Online Environmental Platforms Service, GPB Green purchase behavior, EA Environmental attitude, PS Price sensitivity, C/ Consumer impulsiveness

Predictive relevance using Q2

The Q square is used to measure the predictive rele-
vance of the model. The value of Q square greater than
0 is desired [24]. The blindfolding procedure was used to
examine the predictive relevance and the results found a
value of 0.410 for the green purchase behavior that shows
adequate predictive relevance, see Table 4.

Discussion

The study examined the relationship between Online
Environmental Platforms Service and green purchase
behavior with the mediating roles of environmental

attitude, price sensitivity, and impulsiveness. Online
Environmental Platforms Service has become increas-
ingly popular in Pakistan, allowing consumers to access
information and resources that promote environmen-
tally conscious decision-making [1, 4, 43, 89]. The
present study examined the impact of Online Environ-
mental Platforms Service(s) on green purchase behavior
(hypothesis 1), as well as a few indirect relationships, and
found that OEPS had a positive effect on GPB. Online
environmental platforms provide extensive informa-
tion about green products and serve as a valuable source
for making environmentally friendly purchases [89]. As
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traditional energy sources continue to deplete, there is
a growing need to explore alternative energy sources,
such as solar energy [1, 59, 62]. Online forums are ben-
eficial in shaping consumer attitudes, leading to positive
decision-making [43]. While individuals may initially join
these forums for personal fulfillment, they often receive
persuasive messages that encourage them to make actual
purchases [35]. The findings of the current study support
findings of Sarah et al. [63], who argued that online envi-
ronmental platforms have a significant positive impact on
green consumer behavior in Pakistan. People who regu-
larly use online platforms to learn about environmental
issues are more likely to make environmentally friendly
choices, such as purchasing eco-friendly products and
reducing their energy consumption [1, 89] (Table 5).

At times, people join such forums for their own need
fulfillment, but as they get persuasions about the envi-
ronmental protection, they adopt actual green purchase
decisions [35]. The persuasion they get pertain to the
information related to the environmental problems and
their possible solutions, others’ purchase decisions, cus-
tomers’ reviews and feedback. All these helps develop
attitude toward green energy purchases [18]. The devel-
oped attitude further leads them to adopt the actual
green behavior. Besides a developing country the studies
have categorized Pakistan as a collectivist country [4].
The people generally do not like to buy products unless
they consult their opinion leaders.

There exist contradictory results in literature regard-
ing the relationship between OEPS and GCB. Few stud-
ies found a positive relationship, indicating that online
platforms promoting environmental practices lead to
increased green consumer behavior [65]. However, few
others presented contradictory findings, highlighting fac-
tors such as perceived credibility and trustworthiness of
online platforms that may hinder the influence on GCB
[35]. Therefore, it is a food for thought that underlying
mechanisms may differ in different contexts.

Consumers with a positive attitude toward green prod-
ucts also have higher green purchase intention, which
reinforces previous findings [58]. The people try their
best to gather as much information as they can before
making any purchase decision for which the online

Table 5 Mediation. Source PLS-SEM Results

Indirect effect Total effect
Coefficient pvalue Coefficient Pvalue
OEPS —>EA ->GPB 0237 0.012 0472 0.000
OEPS->PS->GPB  —0.085 0.081 0.150 0.071
OEPS ->Cl->GPB 0.051 0.047 0.286 0.001

OEPS Online Environmental Platforms Service, GPB Green purchase behavior, EA
Environmental attitude, PS Price sensitivity, C/ Consumer impulsiveness
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environmental platforms are the effective source to build
their attitude and effect their consumption patterns
(Zhuang, et al., 2021). The results are in line with the ear-
lier studies [38] that show online platforms as an effec-
tive means of building consumer attitudes and behaviors.
The information in the online forums assist them to find
the relevant product at the relevant avenue available,
its price information, variety and so forth. Contradic-
tory results have been observed in the literature regard-
ing the relationship between green consumer attitudes
and green consumer behavior (GCB). Some studies sug-
gested a positive association, indicating that favorable
attitudes toward environmentally friendly products and
practices are likely to drive green consumer behavior
[35, 75]. However, other studies present conflicting find-
ings, suggesting that the relationship between attitudes
and behavior may be weak because of the attitudes being
influenced by other factors like situational constraints
[31]. Moreover, the literature has seen the environmen-
tally conscious customers tend to have lower price sen-
sitivity. Protecting environment is their priority while
making a green purchase.

The study also examined the impact of OEPS on the
price sensitivity of consumers (Hypothesis 2). It was
noted that the OEPS has a positive impact on price
sensitivity. But at the same time the price sensitivity
has a negative impact on GPB. It has been established
in this study that consumers are willing to buy green
products although this will somehow does not trans-
late into actual purchases. It shows the OEPS promotes
price sensitivity that restricts them to make purchases
(Zhuang, et al., 2021; [28] from online shops. They
get aware of the prices and alternate places where the
product is available, and they try to avoid purchasing
through online means. There exists another phenom-
enon of deficient trust in while purchasing online [37].
That is why the customers get the information from
such online forums and buy the products by physically
visiting the markets. This is the reason that the results
of the study are showing a positive impact of OEPS
with PS and negative impact of PS on GPB. The find-
ing that is the OEPS is a healthy source of influencing
consumers’ price sensitivity is supported by the earlier
studies [76] and consumers avoid making online pur-
chase decisions. The inconsistencies in the literature
show mixed findings on the relationship between price
sensitivity and consumer green purchases. Few studies
suggested that price sensitivity negatively influences
GCB, indicating that consumers prioritize lower prices
over environmentally friendly products [12]. However,
others presented conflicting findings, indicating that
price sensitivity does not necessarily impede GCB, and
consumers are willing to pay a premium for sustainable
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products [66]. These contradictory findings highlight
the complexity of the relationship and for sustainabil-
ity, the companies must understand the mechanisms
underlying the interplay between price sensitivity and
GCB. This study found a negative relationship between
price sensitivity and green behaviors. When consum-
ers prioritize lower prices and cost savings, they may be
less inclined to consider the environmental impact of
their purchase decisions.

Online forums add to the impulsiveness of the con-
sumers [41, 76]. The attractive comments, pictures and
the videos available enhance their attitude and influence
them to adopt impulsive behaviors [48]. The availability
of the information in colorful texts and the attractive for-
mats trigger consumers’ switching behaviors they make
impulsive decisions [70]. Inconsistencies exist in the lit-
erature for the relationship between impulsiveness and
Green Consumer Behavior (GCB). Few researchers saw
higher levels of impulsiveness lead to reduced engage-
ment in green behaviors due to a focus on immediate
gratification rather than long-term environmental con-
cerns [49]. However, others presented conflicting find-
ings, indicating that impulsiveness can drive positive
green purchase behavior by prompting spontaneous
decisions aligned with personal values and environmen-
tal consciousness [13, 53].

The results of the study are partially supported by the
theory of planned behavior. Although it is clear that the
OEPS does influence the green energy purchase attitudes
of consumers and their impulsiveness but the price sensi-
tivity is not much effected rather it is negatively affected
by the OEPS. The strength of need and the difficulty to
acquire other energy alternatives lead them to buy the
energy products at higher prices even.

Additionally, this study examined the role of environ-
mental attitude as a mediator (Hypothesis 8). Research
has shown that online environmental platforms can posi-
tively influence green consumer behavior, but the rela-
tionship between the two is significantly mediated by
the individual’s environmental attitude. In other words,
a positive attitude toward the environment can lead to a
greater likelihood of engaging in green consumer behav-
ior through the use of online environmental platforms
[53]. One study found that the use of online environ-
mental platforms, such as eco-friendly shopping apps,
led to a significant increase in green consumer behavior
among individuals with a strong environmental attitude
[78]. Another study found that individuals with a posi-
tive environmental attitude were more likely to engage in
pro-environmental behavior after interacting with online
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environmental platforms, compared to those with a less
positive attitude [82].

Further, the price sensitivity (Hypothesis 9) was exam-
ined a mediator. Price sensitivity plays a significant role
in the relationship between online environmental plat-
form services and green consumer behavior. According
to research, consumers who are price-sensitive are more
likely to be motivated by discounts and other cost-sav-
ing incentives when it comes to making environmental-
friendly purchases [81]. Online environmental platforms,
such as e-commerce sites, offer various environmental-
friendly products and services. However, the cost of these
products may be higher than their non-environmental-
friendly counterparts. Therefore, consumers who are
price-sensitive may hesitate to purchase such products,
even if they have an interest in being environmental-con-
scious [81]. This is where the importance of pricing strat-
egies comes into play. Research has shown that providing
discounts and other cost-saving incentives can moti-
vate price-sensitive consumers to make environmental-
friendly purchases [56].

Lastly, the impulsiveness (Hypothesis 10) was exam-
ined as a mediator. Research suggests that impulsive-
ness plays a significant role in mediating the relationship
between online environmental platforms and green con-
sumer behavior. Firstly, online environmental platforms
offer consumers easy access to information about sustain-
able products and practices, which can lead to increased
awareness and interest in environmental issues. How-
ever, this information overload can also lead to decision
fatigue and impulsive purchases [60]. Secondly, online
shopping offers consumers the convenience of making
purchases without leaving their homes. This convenience
can lead to impulsive buying behaviors, especially when
coupled with the immediate gratification of online shop-
ping [14]. Finally, consumers who engage with online
environmental platforms may experience social pressure
to conform to environmentally friendly behaviors. This
social pressure can lead to impulsive purchases in order
to signal one’s environmental values to others [39].

The theory of planned behavior (TPB) is a widely used
framework in the study of consumer behavior and its
relationship to environmental concerns. TPB suggests
that individual attitudes, subjective norms, and perceived
behavioral control are the primary determinants of an
individual’s intentions to engage in a particular behav-
ior, which in turn affects their actual behavior [2]. Stud-
ies have shown that online environmental platforms can
have a positive impact on green purchase behavior of
customers, consumer green purchase attitude, price sen-
sitivity and consumer impulsiveness [53, 83]. This finding
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supports the TPB, as online environmental platforms can
influence an individual’s attitudes and perceived behav-
ioral control toward green consumption. By providing
information and resources related to environmentally
friendly products and services, online environmental
platforms can increase an individual’s knowledge and
awareness of the impact of their consumption behavior
on the environment, leading to a more positive attitude
toward green consumption.

However, the price sensitivity has a negative impact
on actual green purchase behavior [53, 70]. This finding
suggests that although an individual may have a positive
attitude toward green consumption, their actual behavior
may be limited by the price of environmentally friendly
products. This finding is consistent with TPB, as per-
ceived behavioral control can be affected by external fac-
tors such as cost. Furthermore, studies have shown that
consumer attitude and impulsiveness contributed posi-
tively toward green consumer behavior, and that green
consumer attitude and consumer impulsiveness mediated
the relationship between online environmental platforms
and green consumer behavior [70, 83]. This finding sup-
ports TPB, as attitudes and impulsiveness are two com-
ponents of the model that can influence an individual’s
intention to engage in a particular behavior.

The research identified the factors that enhance con-
sumers’ inclination to buy green energy products. The
online environmental platforms serve as a valuable tool
in fostering green energy attitudes, price sensitivity, and
impulsive buying behavior among consumers. However,
when consumers become more cost-conscious, they tend
to avoid making online purchase decisions. Furthermore,
consumer attitudes and impulsivity have a direct and
indirect impact on their green consumption behavior.

Conclusion

The study findings are based on important insights into
the relationship between Online Environmental Plat-
forms Service and green purchase behavior. The positive
relationship between these variables suggests that online
platforms play a significant role in influencing custom-
ers’ green purchase behavior. Furthermore, the mediating
effects of environmental attitude indicate that customers’
positive attitudes toward the environment play a crucial
role in driving their green purchase intentions through
online platforms. Conversely, the negative mediation
of price sensitivity implies that customers’ sensitivity to
prices may hinder their willingness to engage in green
purchases. However, the positive mediation of consumer
impulsiveness highlights the potential for impulsive cus-
tomers to be positively influenced by online environmen-
tal platforms in adopting green purchase behavior. These
findings provide valuable insights for businesses and
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policymakers to design effective strategies that leverage
the power of online platforms to encourage sustainable
consumer choices.

Theoretical implications

The results indicate a positive relationship between OEPS
and GPB align with the theory of planned behavior,
which suggests that attitudes and subjective norms influ-
ence behavioral intentions and subsequently affect actual
behavior. The findings also support the mediating role of
environmental attitude, indicating that customers’ posi-
tive environmental attitudes contribute to their adoption
of green purchase behavior. On the other hand, the nega-
tive mediation of price sensitivity suggests that custom-
ers’ sensitivity to prices may hinder their green purchase
behavior. The positive mediation of consumer impulsive-
ness suggests that impulsive customers are more likely
to engage in green purchase behavior through online
environmental platforms. These theoretical implications
highlight the importance of addressing environmental
attitudes, price concerns, and impulsive tendencies when
designing interventions and strategies to promote green
purchase behavior.

The theory of planned behavior considers three main
factors such as attitude, subjective norm, and perceived
behavioral control to predict behavioral intention. In this
study, we have introduced the concept of multiple media-
tors that serve as intermediary variables to explain how
and why online environmental platforms influence green
consumer behavior. This addition of mediators provides a
comprehensive understanding of the underlying mecha-
nisms at play.

Moreover, the TPB focuses on individual beliefs and
perceptions to shape up behavioral intentions. The cur-
rent framework extends the TPB by specifically examin-
ing the role of online environmental platforms that helps
develop individual’ beliefs and perceptions about green
purchases. It acknowledges the impact of external fac-
tors and technological platforms in influencing individual
intentions and behavior.

Practical implications

Although the customers and green manufacturers go
hand in hand can benefit from these implications, how-
ever, the data were collected from the customers and the
implications focus on promoting green purchase behav-
ior among customers,

Online environmental platforms provide customers
with valuable information about sustainable products,
practices, and services. Customers benefit from accessing
reliable and up-to-date information about environment
friendly options, enabling them to make informed pur-
chasing decisions and adopt green consumer behavior.
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These platforms facilitate collective action by providing
customers with opportunities to participate in environ-
mental initiatives, join green communities, and share
their experiences and knowledge. Engaging in collective
efforts through these platforms can strengthen custom-
ers’ commitment to green behaviors.

Online environmental platforms play a crucial role in
educating and raising awareness about environmental
issues among customers. By providing informative con-
tent, articles, and resources on the platform, companies
can help shape and reinforce positive environmental atti-
tudes among customers, thereby increasing the likelihood
of green consumer behavior. Online platforms allow peo-
ple to share personalized recommendations that shape
customers’ environmental attitudes. By tailoring the
platform experience to individual preferences and values,
companies can create a sense of resonance and relevance,
increasing customer engagement and encouraging them
to make environmentally conscious choices. Building a
sense of community and fostering social support within
online environmental platforms can strengthen custom-
ers’ environmental attitudes and encourage green con-
sumer behavior. Companies can facilitate discussions,
provide forums for sharing experiences and knowledge,
and connect customers with like-minded individuals to
create a supportive network that reinforces positive envi-
ronmental attitudes and encourages sustainable actions.

Price sensitivity as a mediator suggests that custom-
ers who are price-sensitive may be more likely to engage
in green consumer behavior when they perceive online
environmental platform services as offering affordable
and cost-saving options. Companies can leverage this
by highlighting the cost-effectiveness of eco-friendly
products and services, emphasizing long-term savings
and benefits, to encourage price-sensitive customers to
adopt green behaviors. Companies can emphasize the
value proposition of green products and services through
online environmental platforms to address price sensitiv-
ity. By showcasing the environmental benefits, durability,
and superior quality of sustainable options, customers
can perceive them as valuable investments, reducing con-
cerns about price and justifying the higher upfront costs
associated with eco-friendly alternatives. Online envi-
ronmental platforms can encourage companies to offer
competitive pricing strategies for green products and
services. By leveraging economies of scale, streamlining
operations, and optimizing supply chains, companies can
reduce costs and pass on the savings to customers. This
approach can help mitigate price sensitivity and make
green options more accessible and attractive to a wider
customer base.
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Consumer impulsiveness as a mediator suggests that
customers who are more impulsive may benefit from
strategies that promote self-control and reflection before
making purchasing decisions on online environmental
platforms. Companies can provide tools and prompts
on the platforms that encourage customers to pause
and consider the environmental implications of their
choices, fostering mindful decision-making and reduc-
ing impulsive purchases. Online environmental platforms
can leverage gamification techniques and rewards sys-
tems to engage impulsive customers in green consumer
behavior. By incorporating elements such as challenges,
achievements, and incentives, companies can encourage
impulsive customers to actively participate in sustain-
able actions, making the process enjoyable and reward-
ing, while positively influencing their green consumer
behavior. Online platforms can employ subtle nudges to
guide impulsive customers toward green choices. This
can include highlighting eco-friendly options, providing
environmental impact ratings or certifications, and show-
casing positive social proof and testimonials to influence
impulsive decision-making in favor of sustainable prod-
ucts and services.

Limitations and future directions

This research study has few limitations. A limited data
set of 301 customers was used. Future research should
employ a more diverse and representative sample and
sampling method to enhance the generalizability of the
findings. Moreover, combining quantitative data from
closed-ended questionnaires with qualitative methods
could provide a more comprehensive understanding of
consumers’ green purchase behavior. Future research
could explore the influence of contextual factors, such
as rate of unemployment, knowledge acquisition meth-
ods/sources, culture or socio-economic status, on the
relationship between Online Environmental Platforms
Service and green purchase behavior [26, 66]. There-
fore, incorporating these contextual factors into future
research allows for a more holistic understanding of the
dynamics influencing green purchase behavior through
online environmental platforms. It can inform the devel-
opment of more effective strategies for promoting sus-
tainability and green consumer behavior in different
environments and demographics.

Appendix
See Table 6.
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