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Green manufacturing also termed as sustainable manufacturing focuses on producing goods in 

a way that minimizes environmental impacts while maximizing resource efficiency and this 

practices influence purchase decision of the customers. This paper aims to examine the adoption 

of sustainable manufacturing practices by companies and its influence on consumer purchase 

decision. The study focuses on investigating the moderating effect of consumer inhibitors as well 

as how brand image mediates the relationship between independent and dependent variables. 

The research is basically descriptive and correlational covering 235 Nepalese consumers using 

purposive sampling method. Analysis was done using SPSS and Structural equation modeling 

(SEM) was used to examine the relationship among the variables. The findings indicated a 

significant positive influence of environmental and societal concern, authenticity of product on 

purchase decision however, no effect of quality of product on purchase decision was seen. 

Further, findings revealed no moderating effect on consumer inhibitors on within the 

relationship of environmental and societal concern, quality of product with purchase decision 

whereas, moderating effect of consumer inhibitor was found to exist in between authenticity of 

product and purchase decision. Partial mediating effect was found to be present of firm image in 

each established relationship between independent and dependent variable. Understanding of 

the mediating role of perceptual image of firm may allow the companies to tailor their marketing 

strategies to resonate with environmentally conscious consumers and ma involve market 

segmentation based on consumer beliefs and values related to sustainability. Researcher admits 

that the study has been carried out only on educated consumers residing in urban area limiting 

the generalization all over Nepal as well as in context of other countries. Use of purposive 

sampling procedure has been used limiting representativeness of the sample. Sample size could 

have been increased and conducted in rural areas too to facilitate comparison. Further, the study 

used self-reported behavior instead of actual behavior of the consumers which may change with 

time. 

Keywords: Green Purchase Decision, Manufacturing Company, Sustainable practices. 

 

1.Introduction 

Humanity has placed a greater emphasis on environmental responsibility as we struggle to understand the close 

relationship between our activities and the condition of the earth we live on. Concept of sustainability has emerged 

as a guiding principle that intertwines social fairness, environmental responsibility and economic viability in the 

human experience. Sustainability is a significant prerequisite for human activity that makes sustainable development 

a key objective in development of humans (Rosen & Kishawy, 2012) and following the activity of green manufacturing 

of the products is an useful way mitigating burdens in environment (Saufi et al., 2016). According to Ali et al. (2021) 

wide recognition has been gained by sustainability in manufacturing sector with more calls for manufacturers to 

make a surety on preserving the environment and social alleviation besides economic growth. 
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Since many countries entered in the era of industrialization society have made a great stride in economic growth 

however, industrial expansion and urbanization has caused a rise in depletion of resources and dispensation of 

disposal in environment. As stated by Ahmad, S. et al. (2023) as significant amount of energy, water, material and 

other resources are required in manufacturing industries it significantly influences environmental, economic and 

social dimensions of sustainability (triple bottom line). As stated by Chiou et al.(2011) cited as in Esmaeilpour and 

Bahmiary (2017) industrialization has added growth in environmental problems leading to the concerns of 

customers, communities as well as governments. So, this has led to realization and concern towards the environment 

and society providing emergence of sustainable development emphasizing need to promote sustainability with it 

sustainable development encourages eco innovation and green consumption (Joshi & Rahman, 2015). Sustainable 

manufacturing practices well known as green or eco-friendly manufacturing practices speak of the implementation 

of environmentally conscious approaches and principles in the manufacturing industry. Many fields as 

manufacturing, engineering and design has implemented sustainability and manufacturers are more concerned with 

the issue (Rosen & Kishaway, 2012 as cited in Nordin et al., 2014). Adoption of green manufacturing also helps with 

reduction in wastage and pollution (Hui, et al., 2001 cited as in (Saufi et al., 2016). Eco innovation has its focus in the 

incorporation of the environmental sustainability practices in every stage of creating goods and services (Veleva & 

Ellenbecker, 2001 cited as in Joshi & Rahman, 2015). Moreover, customers are more favorable to the products or 

services of the companies that can satisfy their environmental needs (Y. Chen, 2016) and consuming green by 

consumers refers to consideration of environmental influence of their purchase, usage and disposal of different 

products, or using various green services (Moisander, 2007 cited as in Joshi & Rahman, 2015). Furthermore, for a 

better image of organization in eyes of society and have a best relationship with customers implementation of 

customer relationships is efficiently needed in organization(Awan et al., 2022). So, if the companies are able provide 

an idea that their products and services are good enough it helps to build positive image about their brand in 

customers mind (Sallam, 2014). Many studies has been done in the sustainable manufacturing practices linking to 

purchase decisions(Joshi & Rahman, 2015)(Lee et al., 2010), further studies are linked with consumer 

inhibitors(Connell, 2010) (Gleim et al., 2013)(Suki, 2013), with product attributes and quality (J. Chen & Lobo, 

2012)(Cerjak et al., 2010)(Chan & Wong, 2012), with brand trust (Kang & Hur, 2012) and with company image and 

consumer perception (Nordin et al., 2014)(Y. Chen, 2016). 

Different manufacturing companies around the globe have now realized the importance of going green which is seen 

in their strategy of adopting sustainability for example Patagonia a retailer known for active wear have invested in 

repair centers around world to increase longevity of their products and lower carbon footprint, Unilever sets target 

for sustainable living plan  for sourcing supply chain and production on everything from energy and water use to 

treatment of suppliers and communities where they operate. Well known manufacturing brand like Philips focus on 

reducing consumption of energy, water, hazardous substances, waste, emission, Toyota focuses on measuring energy 

consumption of production equipment at different stages of production, Mercedes Benz implement recycling system 

(Rehman & Shrivastava, 2013). Market features of organic products in Nepal shows that it is still in the formative 

stage of the product life cycle (Bhatta et al., 2008 cited as in Shrestha, 2018). However, movement towards adoption 

of sustainable practices by companies has been seen for example, Industry as Nepali Paper has been planting of trees, 

Fujima Oil is expanding green areas in industry and NEEK, Khajurico, Hulas, Nepali Paper has been using less 

water(Chambers & Fncci, 2012).  New company, Kolpa is a Nepali brand focusing on using all natural materials and 

the items are bio degradable producing products as bowls, home décor, bags, wallets etc. Similarly, Eco-Sathi Nepal 

is involved in producing everyday needed items in eco-friendly way. Despite the efforts made by companies it seems 

that consumers are not purchasing green goods and services with the regularity expected (Gleim et al., 2013) which 

shows that customers think and show behavior otherwise. Unplanned purchasing instead of environmentally 

responsible purchasing can have a serious effect on the environment(Joshi & Rahman, 2015). As stated by Nogueira 

et al. (2023) consumers purchasing green products and brands consider environmental issues in their purchase 

decisions that can minimize damage to environment and society. Compliance with environmental pressures, 

obtaining competitive advantage, improving corporate images, seeking new market and enhancing product value as 

green marketing by companies makes consumers willing to pay higher price for green products (Chen, 2008b cited 

as in Y. Chen, 2016). Peattie (1999) as cited in William et al. (2009) implicates that the clearest way to understand 

green consumption is by viewing each individual’s consumption behavior as a series of purchase decisions which may 
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be inter-related and reinforced by common values or might be distinct and situational. Further, Chen ( 2016) also 

indicates that even though previous studies have paid great attention to explore the relevant issues of brand image, 

satisfaction, trust and brand equity non have explored about the green or environmental issue. Following the notion, 

this study aims to analyze the sustainable manufacturing practices that are adopted by entrepreneurs and its impact 

on the purchase decision among consumers in Nepal. This study contributes to the exploration green purchase 

decision that will provide an overview of Nepalese consumer attitude, perception, belief and culture towards the 

sustainable products. Findings of the study will help the manufactures to explore the preference of consumers in 

green products and managers will be able to form policies accordingly. 

2. Statement of Problem 

Sustainable consumption and its production is concerned about promoting resource and energy efficiency, 

sustainable infrastructure and providing with the access to basic services, green and decent jobs and a better quality 

of life for all. Further, its implementation helps to achieve the overall development plans, reduce future economic, 

environmental and social costs strengthen economic competitiveness and reduce poverty(Ülkü & Hsuan, 2017). 

Industries are considered to be the backbone of economic development of any country and provides employment 

opportunities for general public, revenue to the government and profit to shareholders. Contradictorily, industries 

with production activities are main cause of pollution to the surrounding environment that adversely affect public 

health of people in and around the industry(Chambers & Fncci, 2012). Further, study of Ijomah et al. (2007) also 

supports by stating that almost 60% of annual hazardous waste is generated by manufacturing industry and there is 

an increasing demand for the reduction of manufacturing processes and products in environment. This shows the 

importance of addressing the use of sustainable practices by manufacturing companies. However, much recent works 

have revealed that there is a lack of consensus among the researchers on the core understanding of sustainable 

manufacturing that rages from varied interpretations of sustainability concept to specific terms that is used to define 

and to set focus of domains for implementation of sustainable manufacturing (Alayón et al., 2022). As per Gupta and 

Ogden (2009) industry for green products has been estimated at over $ 200 billion in 2006 which particularly means 

that an increasing number of individuals are willing to purchase and consume products that are presented in an eco-

friendly manner (Hosseini and Ziaee Bideh, 2014 cited as in Esmaeilpour & Bahmiary, 2017).  However, research 

also revealed that despite the concerns for environment the consumers were unwilling to pay a higher price for 

environmentally friendly products (Jay, 1990; Ottman, 1992; Schlossberg, 1991 cited as in Gupta & Ogden, 2009). 

Similarly, even if it seems that individuals are willing to purchase green products market share of green products 

remained confined just to 1-3% (Bray et al., 2011). Moreover, the extent of consumers environment friendly behaviors 

can be facilitated or inhibited by acts of marketers or other contextual barriers(Tanner & Kast, 2003) and there has 

not been depth study on the different factors with its influence on environmentally responsible purchasing (Memery 

et al., 2005 cited as in Joshi & Rahman, 2015). 

Research till date has failed to answer the question as why despite of the concern towards the environment(attitude) 

consumers failed to purchase environmentally friendly or green products (behavior)(Gupta & Ogden, 2009). 

Difference are found to exist in the knowledge available, as per Tanner & Kast (2003) actual purchase in practices 

and consumers expressed attitudes are different and in contrast  as stated by Aryal et. al (2009) cited as in Shrestha 

(2018) consumers are willing to pay the premium price. Whereas, Nordin et al. (2014) states the discrepancy between 

consumers favorable attitude towards and actual purchase behavior of green products referring as green purchasing 

inconsistency or green attitude behavior gap signifying that consumer positive attitude towards green produces does 

not always translate into action. Lack of consumer acceptance of green products, is likely due to existence of many 

barriers to green consumption. However, in spite of consumers’ expressed concern for the environment, and the 

growing prevalence of green products on retail shelves, consumers’ are not purchasing green goods and services with 

the regularity expected. Further, Kotler and Gertner (2002) as cited in (Lee et al., 2010) states no research efforts 

have focused on examining the image of a green hotel from the perspective of customers. Similarly, Ukenna et al. 

(2019) also has highlighted paradox that in contrast of growing global concern for environment and behavior at 

individual and firm levels, sustainable consumption is clearly in its infancy stage which shows that lesser has been 

done in the context. Bray et al. (2011)  argues that  despite  of the increase in the number of persons willingness to 

purchase green products in last few years there is little evidence to support that purchase has increased. Similarly 
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Stern, Dietz, Rut- tan, Socolow, & Sweeney, 1997 as cited in Tanner & Kast (2003) states that environmentally 

significant activities such as the production, trade and consumption of food products are crucial contributors to 

numerous environmental problems.  

Sustainable manufacturing practices should address the integration of all indicators as environmental, social and 

economic that are known as triple bottom line of sustainability. Rise in industrial activities has led to global problem 

of adverse environmental impact and to protect world it is necessary to adopt preventive approach to environmental 

problems(Rehman & Shrivastava, 2013). Consumer household purchases were responsible for 40% of the 

environmental damage which further justifies that consumers have the ability to  decrease the environmental damage 

(Grunert, 1995 as cited in Joshi & Rahman 2015). This signifies that environmental friendly purchase from consumers 

can help in reduction in the environment damages that has been created by the manufacturing companies. Further, 

environmental friendly practices if adopted by the manufacturers consumer’s faith in their brand also increases. 

Environmental friendly practices increases market share as well as leads to customer loyalty (Chan, 2001 cited as in 

Jayaraman et al., 2012) and helps companies to achieve profit, increase market share by lowering environmental 

impact as well as enhance efficiency(Zhu et al., 2012). 

Environment concerns is growing among the consumers due to the awareness regarding it and as a result the firms 

are emphasizing more on manufacturing sustainable products and identify the factors that influences green purchase 

behavior of consumer. As stated by Firdaus (2023) environmental damage and pollution is caused by management 

and production of non-ecofriendly products have begun to threaten the human life. Use of fossils fuels and plastics 

as well as soil pollution, causes greenhouse emissions and groundwater deficits, as well as the use of hazardous 

chemicals in food and beverages, textiles, packaging and other matters widely used for household purposes. Major 

problems of the environment and depletion in natural resources has forced human civilization to focus on 

environmentally responsible consumption. Now most organizations are producing environmentally friendly products 

and consumers are also showing willingness to purchase such products(Joshi & Rahman, 2015).  

3. Literature Review 

Green production promotes sustainable practices that can minimize the harm to environment by reducing carbon 

emissions, conserving natural resources, minimizing waste generation. Further, most of the countries are also 

concerned with sustainability by adopting green production methods companies can ensure compliance with these 

regulations. Green products are defined as the industrial products that are produced through environmentally 

friendly technology and don’t cause harm to the environment. Environmentally friendly products are a new market 

potential that various companies in the world are intensifying (Rath, 2013 cited as in Firdaus, 2023). 

According to Chen (2016) environmental pressure is not negotiable because of which companies should develop 

models which can secure the commencement of green trends. In recent years green marketing is one of the emerging 

notions in the field of marketing and its concept has been widely accepted and applied in practice. Moreover, 

preserving the natural habitats in today’s scenario have become a serious issue and these critical environmental issues 

urge manufacturing firms to comply with environmentally friendly measures (Al-Hakimi, Mohammed A., et al 2023). 

A study conducted by  Isa and Yao (2013) to investigate consumer preference for green packaging in consumer’s 

product choices found product design to have effect on purchase decision but no effect was found by price and image. 

Handriana (2016)conducted a study to identify perception of public towards green purchase in Indonesia among 

professionals, young people and housewives showing that in general, young people have a great desire to behave 

green if they are earning enough to buy green products that are more expensive than the regular products. Inhibitors 

such for green technology products as high prices, lack of information, cognitive effort for each purchase as well 

habits and desires (brand appearance) was found as factors for green consumption (Young et al.(2009) as cited in 

(Ukenna et al., 2019).  

Moreover, preserving natural habitats has recently become a serious issue. These critical environmental issues urge 

manufacturing firms to comply with environmentally friendly measures. Specifically, manufacturing firms have been 

working so hard towards reducing waste and making their manufacturing processes cleaner and greener, which 

results in better organizational performance (Al-Swidi and Saleh, 2021) 
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Why sustainable manufacturing practices? 

Sustainable manufacturing is the method of creating products through economical means and using the components 

that minimizes the wastage and reduce negative environmental impact. To be sustainable, manufacturing must take 

into account of intangible metrics that are linked to basic human rights, societal issues and environment (Adel, 2022). 

As stated by Wu et al. (2017) sustainable manufacturing practices have a positive relationship on performance and 

those benefits can be analyzed in  a balance and systematic way through multiple factors. Sustainable manufacturing 

requires to make a balance integrating economic, environmental societal objectives, supportive policies and practices. 

Similarly, suitable trade-offs are more often a compulsion given the diverse interests of manufacturers and society. 

As stated by S. S. Ali et al. (2023) manufacturing strategies that are driven by environment concerns must focus on 

product, process and practices. 

Furthermore, relevant, meaningful, consistent and robust information on sustainable manufacturing must be 

available and used by the companies and their managers if sustainability is to be improved in manufacturing(Rosen 

& Kishawy, 2012). Greening of the industry is rapidly becoming a vibrant and a desirable trend among companies in 

emerging economies (Jayaraman et al., 2012). As stated by Sarkis (2001) relation between manufacturing and its 

operations with natural environment is steadily being recognized. Progress, profitability, productivity and 

environmental stewardship are now seen as needing consideration by manufacturing organizations. It is to be noted 

that cost advantages can result by adopting best practices that focus on firm’s production processes (Hart 1995, Stead 

and Stead 1995 cited as in Jayaraman et al., 2012). These practices includes redesigning production processes to 

reduce pollution, substituting less-polluting inputs, recycling by-products and incorporating less-polluting processes 

(Hart 1995, Porter and Van Der Linde 1995 cited as in Jayaraman et al., 2012). 

Environmental and Societal Concern and Purchase Decision 

Environmental concerns are associated with biophysical environment and its problems. Barr and Gilg (2006) cited 

as in Mohd Suki (2016) states that committed individuals or mainstream environmentalists skewed and put forward 

a significant impact on environmental issues where they develop a high level of concern and express a personal 

responsibility and moral obligation to play their role to help environment. Consumer’s purchasing behavior is 

influenced by environmental concerns and they are termed as green consumers (Shrum et al. 1995 cited as in (Suki, 

2013). As stated by Hosseini and Ziaee Bideh (2014) cited as in Esmaeilpour and Bahmiary (2017) many people tend 

to purchase and consume products which are presented in an environment friendly way. Social dimension is 

concerned with many range of issues as safety, equity, human health etc. and from manufacturing perspective social 

impacts may be thought of as direct or indirect effects felt by stakeholders because of manufacturing enterprises 

(Sutherland et al., 2016). So, a socially responsible customer avoids buying the products from companies that can 

harm society and actively seek out products from companies that helps society as well as their purchasing decision is 

based on these factors too(Jermsittiparsert et al., 2019). Further, to add C. C. Chen et al. (2021) cited as in Feil et al. 

(2020) states that consumers’ sustainable consumption behavior is positively influenced by motivation to  protect 

the environment stressing that manufacturing companies social concern impacts the purchase by consumer. To 

satisfy the customers and to increase satisfaction there is a need to meet customers social and environmental 

demand(Awan et al., 2022).  

H1: Environment and Societal Concern of manufacturers influences positively on the consumer purchase decision. 

Quality and Purchase Decision 

Perceived quality refers to the judgement of the overall product superiority compared to an alternative (Zeithaml, 

1988). Consumer green perceived quality positively influences the consumer’s decision making which makes them 

choose one brand over the other(Nekmahmud & Fekete-Farkas, 2020) and significant factor influencing consumers 

decision making to prefer one brand over others (Ng et al., 2014). This refers that quality of the product is a significant 

factor that consumers see to buy a product and makes choice. Further, Mahesh, N. (2013) cited as in Nekmahmud 

and Fekete-Farkas, (2020) refers that many customers have a belief of green products to have reliable quality, 

standards of quality and provides value for money. 
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H2: Quality of the product produced by manufacturing companies using sustainable practices influences the 

purchase decision of consumers. 

Authenticity of products and Purchase Decision 

Authenticity is believed to be a central factor for success for any brand as it signifies unique brand image (Beverland 

2005; Keller 1998 cited as in Becker et al., 2019). Authentic products are perceived as made using natural ingredients 

(Carroll, 2000), committed to quality(Napoli et al., 2014) and has significant impact on brand trust increasing firms 

growth(Eggers et al., 2013). Further, Starr, (2011) describes authenticity as having string direct effect on purchase 

intent as well as stated that it is linked to greater liking, value perceptions, quality perceptions and likelihood to 

purchase. This shows that authentic products also influence the green purchase decision. 

H3: Authenticity of product has significant positive influence on the purchase decision of consumers. 

Moderating effect of Consumer Inhibitor 

Consumer inhibitors are something that prevents or inhibits consumer purchase decision and factors as price 

sensitivity, trust, availability of products (Tandon et al., 2021) are among the major influencer. As stated by (Ukenna 

et al., 2019) inhibitors as usage, risk, value barriers, insufficient product information, exposure to consumer 

temptations, lack of time for searchers, high prices, lack of information, habit, desires inhibits the purchase decision 

of green products. Similarly, price has been one of the important factor in the adoption of green products (Yadav & 

Pathak, 2017) and consumers that are sensitive to price perceive that product price is most prominent factor 

influencing the purchase decision (Eze & Ndubisi, 2013).  

H4a: Consumer inhibitors moderates the relationship between environmental concern and consumer purchase 

decision such that higher consumer inhibitors weaken the relationship between environment and societal concern 

and purchase decision. 

H4b: Consumer inhibitors moderates the relationship between quality of product and purchase decision such that 

higher consumer inhibitors weaken the relationship between quality of product and purchase decision. 

H4c: Consumer inhibitors moderates the relationship between the authenticity of product and purchase decision of 

consumers such that higher consumer inhibitors weaken the relationship between authenticity of product and 

purchase decision. 

Mediating Effect of Perceptual Image of Firm  

Consumers today are increasingly conscious of environmental impact of the products and services they are using and 

by embracing the green production, companies can differentiate themselves from competitors, attract 

environmentally-minded consumers and build a positive brand image associated with sustainability and social 

responsibility(Ukenna et al., 2019). Consumers are less likely to purchase green products if they are unfamiliar to the 

brand(Glegg, 2005) and brand image which becomes common to a consumer’s eye can help a company to introduce 

new brands and improve sales of existing brands (Markwick and Fill 1997 cited in as (Suki, 2013). So the companies 

that focuses more on eco-friendly image can influence customers purchasing decisions. Moreover as stated by Mohd 

Suki (2016) users like to associate themselves with the companies that have a brand image that is associated with 

environment. 

H5a: Perceptual image of firm mediates the relationship between environmental societal concern and purchase 

decision. 

 H5b: Perceptual Image of firm mediates the relationship between quality of products and purchase decision 

among consumers. 

H5c: Perceptual Image of firm intervenes between the authenticity of products and purchase decision of consumers 
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4. Research Methodology 

4.1 Sample and Data Collection 

The study used quantitative approach using structured questionnaire survey to test hypothesized relationship and 

research framework. To achieve the objective of the study descriptive and correlational research design was used. 

Descriptive study design are useful for describing the desired characteristics of the sampled that is being studied 

(Omair, 2015). Correlational research design has a conception in which the direction and strength of the relationship 

between two or more variables with no influence from any extraneous factor is intended to be found ( Creswell, 

Christensen, 2010 2012; Johnson and as cited in Şentürk & Zeybek, 2019). The study concentrates on Nepalese 

consumers residing in urban area particularly in Kathmandu and Chitwan and the reason behind it is high literacy 

rate, knowledge regarding sustainability as well as experience in use of green purchase. Self-administered 

questionnaire survey was used to collect the data using purposive sampling method. Purposive sampling involves 

deliberate choice of the informants as they possess the qualities as knowledge or experience (Sekaran, 2006). A pilot 

study was conducted to check for the understandability and validity of questionnaire beforehand considering the 

suggestions and some of the wordings and construction of sentences were changed to make it simple and 

understandable to the respondent. During survey with self-administered questionnaire a valid response of only 235 

respondents were recorded. Respondents consisted of male (55.7%), female (44.3 %), age group up to 25 years 

(39.6%), age group of 26 to 35 years (46.4%), 11.1% from 36 to 45 years (11.1%) and least (3%) were within the age 

group of 46 and older. Masters level education (60%), bachelor’s degree (31.1%), high school level (5.1%) and lowest 

was respondents having education of MPhil or PhD (3.8%). Annual income level of respondents below 100000 

(30.2%), 100000 to 500000 (43.4%) and above 500000 (26.4 %). 

4.2 Measures 

The measures used for the constructs in the study: environment and societal concern, quality of the product, 

authenticity of the product, consumer inhibitors, perceived image of the firm and purchase decision were based on 

the previous literature available in the field of sustainable practices. The measures used for the constructs used in 

study: quality of product, authenticity of product, environmental and societal concern, consumer inhibitors, 

perceptual image of firm and purchase decision were based on the validated measure of previous literature available 

in the field (Mishal et al., 2017)(Cerjak et al., 2010)(Smith & Paladino, 2010)(Gaur et al., 2015)(Tandon et al., 

2021)(Zhu et al., 2012)(Y. S. Chen, 2013). All responses on items were recorded on a five pointed rating Likert scale 

ranging from 1(strongly agree) to 5(strongly disagree) and responses on demographic variables were recorded using 

closed ended questions. 

4.3 Data Analysis 

The data were analyzed using SPSS 23 and AMOS 23 following the guidelines of Anderson and Ginberg (1988) two 

step model was used: measurement model (to perform confirmatory factor analysis and for reliability and validity 

checking among items and constructs) and structural model (for assessing the model fit and hypothesis testing. 

Different indicators such as chi-square (x2), chi-square to degree of freedom ratio (x2/df), Tucker–Lewis index (TLI), 

comparative fit index (CFI), goodness-of-fit index (GFI) and root mean square error of approximation (RMSEA) and 

standardized root mean squared residual (SRMR) were used to measure model fit. An EFA was performed using a 

principal component analysis and varimax rotation. The minimum factor loading criteria was set to 0.50. The 

communality of the scale, which specifies the amount of change in each aspect, were also calculated to ensure 

acceptable levels of clarification. The results showed that all the communalities were over 0.50. An important step 

involved weighing the overall significance of the correlation matrix is through Barlett’s Test of Sphericity, which 

provides a measure of the statistical probability that the correlation matric has substantial correlations among some 

of its components. The results were significant, x2 (n=235) =5073.334(p<0.000), which indicates its suitability for 

factor analysis.  The Kaiser-Meyer-Olkin measure of sampling adequacy (MSA), which indicates the appropriateness 

of the data for factor analysis was 0.886 as the data with MSA values above 0.80 are considered appropriate for the 

factor analysis. Finally, the factor solution derived from this yielded factors for the scale, which accounted for 62.61% 

of variation in the data. Nonetheless, in this initial EFA some items were removed due to low factor loading and not 

fall on same construct. Further, 62.61% variance was explained by the factors, Bartlett’s Test of sphericity proved to 
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be significant for all communalities were over the required value of 0.50. Assessment of the standardized loading 

showed factor loading and its value between 0.501 to 0.806 which are beyond the suggested value of 0.5 (Hair Jr. et 

al., 2014). (Table 1, Table 2). 

Table 1 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .886 

Bartlett'3s Test of Sphericity Approx. Chi-Square 5073.334 

df 820 

Sig. .000 

KMO assesses sampling adequacy for determining whether the data is suitable for factor analysis or not whereas, 

Barlett’s test checks for correlation among variables. 

Table 2 

Rotated Component Matrix 

 Component 

1  2  3  4 5   6 

ESC3 .501 QOP1 .600 AOP1 .674 CI4 .697 PI1 .736 PD1 .711 

ESC4 .733 QOP2 .665 AOP2 .667 CI5 .641 PI2 .733 PD2 .700 

ESC5 .786 QOP3 .787 AOP3 .732 CI6 .738 PI3 .703 PD3 .700 

ESC6 .639 QOP5 .681 AOP4 .706 CI7 .802 PI4 .806 PD4 .635 

ESC7 .722 QOP6 .545 AOP5 .726 CI8 .650 PI5 .692 PD5 .603 

ESC8 .666   AOP6 .633   PI6 .773 PD6 .584 

ESC9 .784       PI7 .793   

ESC10 .768       PI8 .690   

        PI9 .678   

        PI10 .529   

 

Internal reliability was assessed by using Cronbach alpha value which ranged from 0.807 to 0.923, that exceeded the 

threshold of 0.7. Construct Reliability was assessed using Composite reliability, and values ranged from 0.766 to 

0.919 of 0.70 to 0.90 representing high reliability (Sideridis et al., 2018), values of composite reliability/Cronbach 

alpha between 0.60 to 0.70 are acceptable (Ab Hamid et al., 2017). Hence, construct reliability was established for 

each construct. Convergent validity of scale items was estimated using Average Variance Extracted (Fornell-Larcker 

criterion) which shows in an average how much variations in the items can be explained by the construct. AVE greater 

than 0.50 provides empirical evidence for convergent validity (Bagozzi & Yi, 1988). The average variance extracted 

only for two constructs perceived image and purchase decision meet the threshold of 0.50 explaining variance of 

53.5% by perceived image and 50.1 % by purchase decision. Other constructs as environmental societal concern, 

quality of product, authenticity of product and consumer inhibitors showed the lack of convergent (Table 3). 

Table 3 

Internal Reliability and Convergent Validity 

Construct Item 

Numbe

r(34) 

Factor Loading 

Range 

Average Variance 

Extracted(AVE) 

Composite 

Reliability(CR) 

Internal 

Reliability 

Cronbach 

Alpha 

Environmental and Societal 

Concern (ESC) 

8 0.501 – 0.784 0.456 0.869 0.456 

Quality of Product(QOP) 5 0.545– 0.787 0.398 0.766 0.398 
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Authenticity of Product(AOP) 6 0.633 – 0.732 0.490 0.851 0.490 

Consumer Inhibitor(CI) 5 0.641 – 0.802 0.476 0.818 0.476 

Perceived Image of Firm(PI) 10 0.529 – 0.806 0.535 0.919 0.535 

Purchase Decision(PD) 6 0.584– 0.711 0.501 0.800 0.501 

Note. Average variance extract, composite reliability and Cronbach alpha values for the constructs. 

Source: Authors’ calculation 

Table 4 

Descriptive Statistics and Discriminant Validity using HTMT Ratio 

Construct Mean SD ESC QOP AOP CI PI PD 

ESC 12 4.176       

QOP 9.85 2.894 0.294      

AOP 12.03 4.202 0.326 0.661     

CI 11.94 4.059 0.258 0.310 0.417    

PI 20.93 6.942 0.322 0.353 0.255 0.504   

PD 7.91 2.648 0.417 0.366 0.515 0.577 0.554  

Note. Hetrotrait monotrait ratio calculation for discriminant validity 

Discriminant validity in the study was assessed using Heterotrait- Monotrait (HTMT) Ratio. Table 4 presents 

descriptive statistics like mean and standard deviation are also provided in where, lowest mean value was seen for 

purchase decision and highest for perceived image of firm. The lowest and highest standard deviation was for 

purchase decision and perceived image of firm respectively. Further, Discriminant Validity when using HTMT ratio, 

all ratios for constructs were less than the threshold of 0.85 or 0.90 (Henseler et al., 2015) confirming the 

discriminant validity. (Table 4) 

4.4 Measurement and Structural Modeling 

Confirmatory Factor Analysis (CFA) was calculated using AMOS to test the measurement models. Due to low factor 

loading two items ESC1, ESC2 and ESC11 from environmental and societal concern, QOP4 from quality of product, 

from green trust, CI1, CI2 and CI3 from consumer inhibitors, PD4 from purchase decision  were removed. The model 

fit measures were used to measure the model’s overall goodness of fit. CMIN, df =1.528, RMR =0.043, GFI = 0.828, 

AGFI = 0.800, CFI = 0.920, TLI =0.912, RMSEA = 0.048, SRMR =0.057. The model fit for the construct yielded a 

moderate fit. (P.M. Bentler, 1990; Bentler & Hu, 1998; Hair Jr. et al., 2014; Mia et al., 2019



Journal of Information Systems Engineering and Management 
2025, 10(40s) 

e-ISSN: 2468-4376 

  

https://www.jisem-journal.com/ Research Article  

 

 1069 
Copyright © 2024 by Author/s and Licensed by JISEM. This is an open access article distributed under the Creative Commons Attribution License 

which permits unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited. 

 

Figure 1 

Structural Equation Modeling 

 

Table 5 

Structural Model and Goodness of Fit Model 

Model p-value χ2/df≤ 

5.00 

GFI ≥ 

0.80 

AGFI ≥ 

0.80 

CFI ≥ 

0.90 

TLI ≥ 

0.90 

RMSEA ≤ 

0.05 -0.08 

SRMR ≤ 

0.08 

Measurement 0.00 1.528 0.828 0.800 0.920 0.912 0.048 0.057 

Structural 0.00 1.829 0.820 0.792 0.890 0.881 0.060 0.057 

Note. Adjusted Goodness-Of-Fit statistic; CFI = comparative fit index; TLI = Tucker-Lewis index; IFI = Incremental 

Fit Index; RMSEA = Root Mean Square Error of Approximation 

Source: Authors’ calculation. 

A structural equation model generated through AMOS was used to test for the relationships. A good fitting model is 

accepted if the value of the CMIN/df is < 5, the goodness of fit (GFI) indices is >0.90, the Tucker and Lewis 

index(TLI), Confirmatory Fit Index(CFI) is >0.90, an adequate fitting model is accepted if the AMOS computed value 

of the standardized root mean square residual (RMR), 0.05 and the root mean square error approximation (RMSEA) 

is between 0.05 and 0.08 (Hair Jr. et al., 2014;Bentler & Hu, 1998).The fit indices for the given model were within 

their respective common acceptance levels. The model for the fit indices yielded an adequate fit for the data: CMIN/df 

= 1.829, GFI = 0.820, AGFI=0.792, CFI =0.890, TLI=0.881, SRMR = 0.057 and RMSEA = 0.060. The squared 

multiple correlation was 0.41 for purchase decision which shows 41% variance in the purchase decision accounted by 

environment and societal concern, quality of product and authenticity of product with mediation of perceived image 

of firm. The structural model in the study was a good fit but not a perfect fit which may be due to inadequate sample 

size. For a chi square to be valid the most important assumption is sample size  (N) should be sufficiently large and 

it is believed that fitting a large SEM model (with many observed variables) to moderate or small samples results in 

biased estimate for chi-square i.e Type I error rate further, chi square test is not always the final world in assessing 

fit (Shi et al., 2019). It is difficult to get a non-significant chi-square for sample sizes over 200 or so even other indices 

suggest a decent fitting model(Usp & Winter, 2012) . Table 6 presents the hypothesis testing of different independent 

variables on purchase decision. The influence of environment and societal concern on purchase decision was positive 

and significant (b = 0.195, t = 2.652, p =0.008<0.005) supporting hypothesis1, impact of quality of product on 
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purchase decision was non-significant (b=-0.017, t=-0.154, p=0.877>0.05) thus rejecting hypothesis 2 and 

authenticity of product on purchase decision was positive and significant (b=0.275, t=2.322, p=0.020<0.05) 

supporting hypothesis 3. 

Table 6 

Hypothesis testing 

Relationship Standardized 

estimates 

t stats P-value Decision 

Environmental and Societal Concern 0.195 2.652 0.008 Accepted 

Quality of product influences  purchase decision -0.017 -0.154 0.877 Rejected 

Authenticity of product influences purchase decision 0.275 2.322 0.020 Accepted 

R Square 

Purchase Decision 0.41 

Model Fit 

CMIN/df = 1.829, GFI = 0.820, AGFI=0.792, CFI =0.890, TLI=0.881, RMR=0.045, SRMR = 0.057 and RMSEA = 

0.060. 

Source: Author 

4.3 Moderation and Mediation Analysis 

A moderation test was run with consumer inhibitor(CI) as a moderator, environment and societal concern(ESC), 

quality of product(QOP), authenticity of product (AOP) as predictor and purchase decision(PD) as dependent 

variable. For the purpose zstandardized value was calculated in spss and interaction product term between predictor 

and moderators were calculated. The analysis showed direct significant positive effect of ESC on PD(b=0.187, 

t=3.282, p=0.001), similarly, direct significant effect of CI on PD on seen (b=0.332, t=5.706, p =0.000) and 

significant interaction positive effect found by CI on ESC and PD(b=0.116, t=3.282, p=0.001) rejecting hypothesis  

H4a. There was direct insignificant effect of QOP on PD (b=0.033, t=0.517, p=0.606), similarly, direct significant 

positive effect of CI on PD was seen (b=0.332, t=5.706, p =0.000) and insignificant interaction effect found by CI on 

QOP and PD (b=0.101, t=1.479, p=0.141) rejecting hypothesis H4b. The analysis showed direct significant positive 

effect of AOP on PD (b=0.187, t=3.282, p=0.001), similarly, direct significant effect of CI on PD was seen (b=0.245, 

t=3.630, p =0.000) and significant negative interaction effect found by CI on AOP and PD (b=-0.240, t=-3.760, 

p=0.000) accepting hypothesis H4c (Table 7). 

Table 7 

Moderation Analysis summary 

Relationship Beta CR p-value 

ESC->PD 0.187 3.282 0.001 

ESC*CI->PD 0.116 2.384 0.018 

QOP->PD 0.033 0.517 0.606 

QOP*CI->PD 0.101 1.479 0.141 

AOP->PD 0.245 3.630 0.000 

AOP*CI->PD -0.240 -3.760 0.000 

CI->PD 0.332 5.706 0.000 

Note. Moderation effect of consumer inhibitors 

The study analyzed the mediating role of perceived image of firm on the relationship between quality of product and 

purchase decision as well relationship between authenticity of product and purchase decision and also the 
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relationship between environmental societal concern and purchase decision. Partial mediating effect of 

environmental societal concern through perceived image to purchase decision was established (b=0.0842, Lower 

bound = 0.0352 and Upper bound = 0.1461, VAF=39.23%) accepting hypothesis H5a. Partial mediating effect quality 

of product on purchase decision via perceived image of firm was found (b=0.1296, Lower bound = 0.0551 and Upper 

bound = 0.2305, VAF=48.10%) accepting hypothesis H5b. Similarly, partial mediating effect of perceived image of 

firm from authenticity of product to purchase decision was found (b=0.1122, Lower bound = 0.0544 and Upper 

bound = 0.1867, VAF=41.00%) supporting hypothesis H5c. To be a mediation there should be no zero in between 

upper bound and lower bound confidence interval and a VAF value more than 0.80 is regarded as full mediation, a 

VAF value between 0.20 and 0.80 is partial mediation and a value less than 0.20 is regarded as  no mediation (Hair 

Jr. et al., 2014) . Partial mediation effect of perceptual image of firm was seen to mediate between all the independent 

variables and the purchase decision suggesting that the image created by the manufacturers a sustainable product 

producer have an impact over the buying decision of consumers. This implies that risk as perceived by consumers 

while buying green products are important but if companies create an environment of trust among consumers it has 

an impact over the buying decision similarly perceived value that is overall evaluation of net value of purchase is also 

effected by green trust created. (Table 8) 

Table 8 

Mediation Analysis 

Relationship Total 

Effects 

Direct 

Effects 

Indirect 

Effects 

 

VAF 

Confidence Interval 

 

Conclusions 

Lower 

bound 

Upper bound 

ESC->PI->PD 0.2146 

(0.0000) 

0.1304 

(0.0005) 

0.0842 0.3923 0.0352 0.1461 Partial Mediation 

QOP->PI->PD 

 

 

0.2694 

(0.0000) 

0.1398 

(0.0107) 

0.1296 

 

 

0.4810 0.0551 0.2305 Partial Mediation 

AOP->PI->PD 0.2736 

(0.0000) 

0.1614 

(0.0001) 

0.1122 0.4100 0.0544 0.1867 Partial Mediation 

Note. Mediation analysis of green trust (GT), VAF (Indirect effect/Total Effect) 

Source: Authors’ calculation. 

5. Discussion and Conclusion 

This paper examined sustainable manufacturing practices that are adopted by entrepreneurs and its impact on the 

purchase decision among consumers in Nepal. Environmental and societal concern influence on purchase decision 

was found to be positively significant consistent with the work of Balderjahn, I. (1988), Chase and Smith (1992), 

Mainieri et al.(1997) but inconsistent with the study conducted by Hume(1991). A consumer’s inclination towards 

the environment and concern towards the society influences what they purchase and the manufacturers adopting 

sustainable practices as per the study have positive effect in the mind of the consumers. Quality of product didn’t 

show positive effect on purchase decision which was in contrast with study of Cinelli and LeBoeuf (2020), Brata H et 

al.(2017), Lopes et al. (2024). Capabilities of the product as durability, reliability, accuracy, ease of operation etc 

refers to quality of product and should have influenced purchase decision however, as per study findings product 

quality didn’t have significant positive effect which might be due to other factors as price and promotion done by 

companies that shapes purchase decision in consumers. Authenticity of the product showed positive significant 

influence on purchase decision consistent with the findings of Morhart et al. (2015), Napoli et al. (2014), Cinelli and 

LeBoeuf (2020). Authentic products are associated with transparency, honesty and a brand’s commitment to ethical 

considerations that positively influences consumer purchase decisions. Consumers prefer products that have 

authentic attributes and are willing to pay more for authentic products. Consumer inhibitors didn’t show any 

moderating effect in relationship between environmental societal concern, quality of product with purchase decision 

consistent with the result of Budi and Silintowe (2023) showing that other factors rather than price and availability 
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of product as habit, skepticism can also inhibit consumers from making green product decision. Authenticity of 

product with a moderating effect of consumer inhibitor proved to be having significant impact on purchase decision. 

Manufacturing companies following sustainable practices seem to have a partial mediating effect between 

relationship of environmental societal concern, quality of product, authenticity of product and purchase decision with 

brand image as a mediator. Partial mediating effect shows that it plays an important role not a sole reason for 

purchasing products. 

Green manufacturing addresses a number of manufacturing matters that includes recycling, conservation, waste 

management, environmental protection, regulatory compliance, pollution control and a variety of other related 

issues, designing and delivering products that minimize negative effects on the environment through their production 

use and disposal (Rehman & Shrivastava, 2013). Green treatment and resource recovery in today’s context is very 

important issue for governments and industries worldwide. Thus, much research is needed to understand the 

determinants that can influence the green purchase behavior of consumers (Sharma et al., 2013). Nepal a developing 

country has a lack of good infrastructure as well as manufacturing companies and is dependent upon import of many 

goods and growth of manufacturing companies as well as adaptation of green practices by these companies would 

surely have a good impact upon the society, environment as well GDP too. However, only the adoption of green 

practices by manufacturers is also not enough proper communication about its importance should be conveyed to 

the residents which will change their perception towards green purchase in a positive way. 

6. Limitation and Implication 

The study has used self-reported behavior for measuring consumer’s green purchase behavior instead of the actual 

behavior so future researcher may consider actual behavior for study. Further, the present study was carried out 

focused only on educated consumers who were from urban area so, generalization of the study might be difficult. Use 

of judgmental sampling might limit the representativeness of the sample further increase in sample size would have 

been better. Further, the study used self-reported behavior instead of actual behavior of the consumers which may 

change with time. The present research has measured the sustainable practices adopted by the manufacturing 

companies and its impact on purchase decision without being specific on particular industry that may limit 

generalizations of our findings. With it, as the attitude towards the green buying and actual buying has reported to 

be not similar as reported by many other researchers conducting interviews to obtain the reasons for the respondents 

green buying behavior would clarify the findings even more. Moreover, the study has focused only on limited number 

of variables increasing the number of variables as attitude, promotion, loyalty, lifestyle, confusion etc would be better. 

The present study extends the literatures available on sustainable practices adopted by manufacturers and its impact 

on purchase decision and with the understanding of relationship between the variables it is known that when 

consumers are faced with a choice they won’t just buy products that has adopted sustainable practices. This will help 

the marketers to develop strategies accordingly, and also help the managers to understand that only following 

sustainable practices won’t make customers to purchase their product communicating about need to be green, 

effective promotion and others should be done effectively. As stated by Chen (2010) cited as in Y. Chen (2016) 

companies if would like to develop long term strategies to carry out their green marketing the main challenge is to 

learn how to incorporate set environmental goals into their business strategies. Further, understating from point 

view of consumers allows firms to make specific marketing strategies that has been based on consumer beliefs and 

values related to sustainability so more marketing campaigns that promotes green products can ne effectively 

enhanced. For manufacturers, finding imply that consumers prefer a green product with favorable functional 

attributes so the producer or the marketer should also focus on functional attributed and not only on green 

characteristics. To add companies should not only introduce products with eco-labels but also make an effort to 

develop trust in eco-label. 
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