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ABSTRACT

Green marketing concept emerged as a result of organizations' interest in 
environment.  These  originations  realized  that  their  survival  and 
continuity lies in the coordination between its interest and the benefits of 
consumer  and  society.  Green  marketing  includes  a  broad  range  of 
activities such as product modification, change in the production process, 
modification in advertising, and change in packaging. This study aimed to 
investigate the relationship between green marketing mix and purchase 
intention among  Sudanese universities students in Khartoum  state in 
addition  to  examine  the  total  image  as  mediator  on  the  relationship 
between  green  marketing  mix  and  purchase  intention.  The  study  also 
aimed  to  evaluate  the  moderating  variable  role  represented  in 
psychological variables on the relationship between green marketing mix 
and total image. Data was gathered by using convenience sampling, and 
417 questionnaire distributed among a sample of students in Sudanese 
universities  in  Khartoum state.  341  were  collected  during  august  and 
September 2015 and they were analyzed using SPSS. Findings revealed 
that  there  are  four  components  of  green marketing mix namely  green 
product green price green place and green promotion. The findings also 
provided some empirical support for the theoretical framework and the 
results indicated that the components of green marketing mix influencing 
purchase  intention  through  the  total  image.  The  results  of  the  study 
demonstrated support for the effects of the four total image on consumers 
purchase  intention.  This  study  also  provided  evidence  to  support  the 
moderating  effect  of  the  three  dimensions  of  psychological  variables 
namely  (environmental  knowledge,  environmental  concern  and 
environmental  believes)   on  the  relationship  between green marketing 
mix  and  total  image  while  one  dimension  of  psychological  variables 
(environmental  awareness) was antecedent to corporate image. Based on 
the  study's  findings  discussions  of  the  existing  finding as  well  as  the 
theoretical  practical  implications  and  limitations  of  the  study  were 

provided.



ائلستخلص

 ظهر التسويق الخضض نتيجة لهتمام  النظظمممات بالبيئممة , وقممد لحظظممت هممذه النظظمممات
 ان إستمراريتها  وبقاء ها يكمن فممي التنظسمميق بيمم مصممالحها وفوائممد العملء  والجتمممع .
 ويتضمممن التسممويق الخضضمم عممدة نشمماطات منظهمما تحسممي النظتممج, التغييمم فممي عمليممة
 النتاج, تحسي النتاج, والتغيي في التغليف. هدفت هذه الدراسة إلى معرفمة العلقممة
 بيمم الزييممج التسممويقي الخضضمم والنظيممة الشممائية وسممط طلب  الجامعممات السممودانية
 بوليممة الخرطمموم , بالضاممافة إلممى اخضتبممار الصممورة الكليممة كمتغيمم وسمميط بيمم الزييممج
 التسويقي الخضض والنظية الشممائية. كممما هممدفت الدراسممة أيضمما الممى تقييممم دور التغيمم
 العممدل والتمثممل فممي العوامممل النظفسممية فممي العلقممة بيمم الزييممج التسممويقي الخضضمم

 417والصورة الكليمة. جمعمت البيانمات باسمتخدام نمموذج العينظمة النظاسممبة. تمم توزيمع 
  اسممتبانه341اسممتبانه علممى عينظممة مممن  طلب  الجامعممات السممودانية بوليممة الخرطمموم. 

  وتم تحليلها باسممتخدام برنامممج الحممزيم2015جمعت خضلل أغسطس وسبتمب من العام 
 ٍ).  وتشممي نتائممج الدراسممة إلممى عنظاصمم الزييممجSPSSالحظصائية للعلوم الجتماعيممة (

 التسممويقي الخضضمم أربعممة متمثلممة فممي ( النظتممج الخضضمم, السممعر الخضضمم, التوزيممع
 الخضضمم, والتويممج الخضضمم ).  كممما دعمممت نتائممج الدراسممة الطممار العممام للدراسممة
 وأشارت النظتائج إلى أن الزييج التسويقي الخضض يؤثر على النظية  الشممائية مممن خضلل
 الصورة الكلية. كشفت الدراسة أيضا إلى أن الصورة الكلية تؤثر علممى النظيممة الشممائية.
 علوة  على ذلك أيدت الدراسة  تأثي ثلثة من  فرضايات التغي العدل وهممي العرفممة
 البيئية, الهتمام البيئ, العتقاد البيئ للمستهلكي على العلقة بي الزييممج التسممويقي
 الخضضمم والصممورة الكليممة. كممما أظهممرت الدراسممة أن والمموعي الممبيئ هممو عامممل مسمماعد
 لصورة الشكة. وبنظاء  على نتائممج الدراسممة تمممت منظاقشممة النظتائممج والضممامي النظظريممة

والعملية بالضاافة إلى محددات الدراسة.



TABLE OF CONTENTS

Approval pageI.

.IIالية

DedicationIII.

AcknowledgementsIV.

Table of ContentsV.

List of TablesVI.

List of FiguresVII.

AbstractVIII

.

الستخلص 
CHAPTER 1: INTRODUCTION

1.0Introduction1

1-1Background of the study1

1-2Statement of the Problem  5

1-3Research Questions12



1-4Objectives of the Research13

1-5Significance of the Study14

1-5-1Theoretical Significance14

1.5.2Practical Significance15

1-6Scope of the Study16

1-7Terminologies used in the Research16

1.8Organization of the Study17

CHAPTER 2: LITERATURE REVIEW19

2-0Introduction19

2-1Green marketing19

2.1.1Concept of Green Marketing19

 2-1-2Definition of Green Marketing26

2- 1-3Benefits of Green Marketing33

2-2Green  Marketing  Mix35

2-2-1Green Product36

2-2-2Green Price41

2-2-3Green Place43

2-2-4Green Promotion45

2-2Consumer Behavior49

2-2 -1Green Consumer   49



2-2-2Purchase Intention54

2-3Total Image60

2-3-1Corporate Image61

2-3-2Brand Image66

2.4Relationship between Green Marketing Mix 
and Purchase Intention

71

2.5Relationship between Green Marketing Mix 
and Total Image

75

2.6Relationship between Total Image and 
Purchase Intention

78

2-7Psychological Variables80

2-7-1Environmental knowledge80

2-6-2Environmental Concern83

2-6-3  Environmental  Belief86

2-7Summary of Chapter89
CHAPTER 3: THEORETICAL FRAMEWORK AND 

RESEARCH HYPOTHESES

3-0Introduction90

3.1Theoretical Base of the Study90

3-2Research Hypothesis94

3.2.1Relationship between Green Marketing Mix 

and Purchase Intention.
95

3-2-2Relationship between Green Marketing Mix 102



and Total Image.

3.2.3Relationship between Total Image Influence 

Purchase Intentions.
107

3.2.4Total Image Mediating the Relation between 

Green Marketing Mix and Purchase Intention.
110

3.2.5   Psychological Variables Moderators the 
Relationship between Green Marketing Mix 

and Total Image.

112

3-3Summary of Chapter115
CHAPTER 4: RESEARCH METHODOLOGY

4-0Introduction116

4-1Research Design116

4-2Research population and Sample size 117

4-3Sampling Technique / Procedure118

4-4  Development of Questionnaire119

4-5    Measurement of the Variables122

4.5.1Green product (IV(122

4.5.2Green Price (IV(123

4.5.3Green Place (IV(123

4.5.4Green promotion (IV(124

4.5.5Purchase Intention Measurement (DV(125



4.5.6Corporate Image Measurement (MD(125

4.5.7Brand Image Measurement (MD(126

4.5.8Environmental Knowledge Measurement (MV(127

4.5.9Environmental Concern Measurement (MV(128

4.5.10Environmental belief Measurement (MV(129

4.6Data Analysis Techniques130

4.7Validity and Reliability of Instrument131

4.8Summary of Chapter 131
CHAPTER FIVE: DATA  ANALYSIS  AND RESULTS

5.0 Introduction133

5.1Respondents Rate133

5.2Respondents Demographic Characteristics134

5.3Goodness of Measures137

5.3.1Factor Analysis for green Marketing Mix 
Variables

139

5.3.2  Factor  Analysis  for  Total  Image  Variables142

5.3.3Factor Analysis for Purchase Intention145

5.3.4Factor  Analysis  for  Psychological  Variables147

5.3.5Reliability Analysis150

5.4Modified of Research Framework and 
Hypotheses

152



5.5Descriptive Statistics of Variables160

5.5.1Descriptive Analysis for Green Marketing Mix 
Variables

160

5.5.2Descriptive  Analysis  for  Purchase  Intention 
Variable

161

5.5.3Descriptive Analysis for total Image Variables162

5.5.4  Descriptive  Analysis  for  Psychological 
Variables

162

5.6Correlation Analysis163

5.7Hypotheses Testing165

5.7.1The Relationship between green marketing 
mix and purchase intention

167

5.7.2The Relationship between green Marketing 
mix and total image

169

5.7.2.1The Relationship between Green Marketing 
Mix and Corporate Image

170

5.7.2.2The Relationship between Green Marketing 
Mix and Brand Image

171

5.7.3The Relationship between Total Image and 
Purchase Intention

172

5.7.4Mediation Effect of Total Image173

5.7.4.1Mediation Effect of Corporate Image on the 
Relationship between Green Marketing Mix 

and Purchase Intention

175

5.7.4.2Mediation  Effect  of  Brand  Image  on  the 
Relationship  between  Green  Marketing  Mix 

and  Purchase  Intention

177

5.7.5Moderating Effect of Psychological Variables180



5.7.5.1The Moderating Effect of Environmental 
Knowledge on the Relationship between Green 

Marketing Mix and Total Image

182

5.7.5.1.
1

The  Moderating  Effect  of  Environmental 
Knowledge  on  the  Relationship between 

Green  Marketing  Mix and Corporate Image

182

5.7.5.1.
2  

The  Moderating  Effect  of  Environmental 
Knowledge  on  the  Relationship between 
Green  Marketing  Mix  and  Brand  Image

184

5.7.5.2The Moderating Effect of Environmental 
Concern on the Relationship between Green 

Marketing Mix and Total Image

188

5.7.5.2.
1

The  Moderating  Effect  of  environmental 
concern  on  the  Relationship  between  green 

marketing  mix  and  corporate  image

188

5.7.5.2.
2

The  Moderating  Effect  of  Environmental 
Concern  on  the  Relationship  between 

Green  Marketing  Mix  and  Brand  Image

191

5.7.5.3The Moderating Effect of Environmental Belief 
on the Relationship between Green Marketing 

Mix and Total Image

195

5.7.5.3.
1

The  Moderating  Effect  of  Environmental 
Belief  on  the  Relationship  between Green 

Marketing  Mix  and  Corporate  Image

195

5.7.5.3.
2

The  Moderating  Effect  of  Environmental 
Belief  on  the  Relationship  between Green 

Marketing  Mix  and  Brand  Image

198

5.7.5.4The Moderating Effect of Environmental 
Awareness on the Relationship between Green 

Marketing Mix and Total Image

200

5.7.5.4.The  Moderating  Effect  of  Environmental 200



1Awareness  on  the  Relationship between 
Green  Marketing  Mix  and  Corporate  Image

5.7.5.4.
1

The  Moderating  Effect  of  Environmental 
Awareness  on  the  Relationship between 
Green  Marketing  Mix  and  Brand  Image

201

5.7.5Summary of hypothesis test203

5.8Summary of the Chapter209
CHAPTER six: DISCUSSION AND CONCLUSIONS

6.0Introduction210

6.1  Recapitulation of the Major Findings210

6.2Discussion214

6.2.1The Relationship between Green Marketing 
Mix and Purchase Intention

215

6.2.2The Relationship between Green Marketing 
Mix and Total Image

220

6.2.3The Relationship between Total Image and 
Purchase Intention

223

6.2.4Total Image Mediation The Relationship 
between Green Marketing Mix and Purchase 

Intention

226

6.2.5Psychological Variables Moderation the 
Relationship between Green Marketing Mix 

and Total Image

228

6.2.5.1The Moderating Effects of Environmental 
Knowledge on the Relationship between Green 

Marketing Mix and Total Image  

230

6.2.5.2The Moderating Effects of Environmental 
Concern on the Relationship between green 

233



Marketing Mix and Total Image

6.2.5.3The Moderating Effects of Environmental 
Belief on the Relationship between Green 

Marketing Mix and Total Image

236

6.2.5.4The Moderating Effects of Environmental 
Awareness on the Relationship between green 

Marketing mix and Total Image

238

6.4Implications of the Study241

6.4.1Theoretical Implications241

6.4.2Managerial Implications243

6.5Limitation of the Study246

6.6Suggestions for Future Research247

6.7Conclusions249



COTENT OF TABLE

1.1Sudanese manufacturer pollution4

2.2Definition of Green Marketing26

4.3Reliability Test of the Pilot Study120

4.4Measurement of the green product121

4.5Measurement of the green price122

4.6Measurement of the green place123

4.7Measurement of the green promotion123

4.8Measurement of the purchase intention124

4.9Measurement of the corporate image125

4.10Measurement of the brand image126

4.11Measurement of the environmental knowledge127

4.12Measurement of the environmental concern128

4.13Measurement of the environmental belief129

5.14Questionnaires Rate of Return132

5.15General Characteristics of the Respondents133

5.16Rotated Factor loading for green Marketing 
mix

138

5.17Rotated Factor loading for total image of 142



consumers

5.18Rotated Factor loading for purchase intention144

5.19Rotated Factor loading for psychological 
variables

146

5.20Cronbach’s Alpha for Study Variables149

5.21Restated Research Hypotheses152

5.22Descriptive Analysis of green marketing mix 
Variables

159

5.23Descriptive Analysis for purchase intention 
Variable

160

5.24Descriptive Analysis of total image Variables160

5.25Descriptive Analysis of Psychological variables162

5.26Person Correlation Coefficient for All Variables164

5.27Multiple Regressions: green Marketing mix 
Variables, and purchase intention (Beta 

coefficient(

166

5.28Summary of Hypotheses Testing Results for 
the Relationship between green marketing 

Variables and purchase intention

167

5.29Multiple Regressions: green Marketing mix 
Variables, and corporate image (Beta 

coefficient(

169

5.30Multiple Regressions: green Marketing mix 

Variables, and brand image (Beta coefficient(
170

5.31Multiple Regressions: total image and 171



5.32Hierarchical Regression: Mediation Effect of 
corporate image on the Relationship between 
green marketing mix and purchase intention

175

5.33Hierarchical Regression: Mediation Effect of 
brand image on the Relationship between 

green marketing mix and purchase intention

177

5.34Summary of the Hypotheses Testing Results of 
Mediation Effect of total image

177

5.35Moderating effect of environmental knowledge 
on the relationships between green marketing 

mix and corporate image

181

5.36Moderating effect of environmental knowledge 
on the relationships between green marketing 

mix and brand image

183

5.37Moderating effect of environmental concern 
on the relationships between green marketing 

mix and corporate image

187

5.38Moderating effect of environmental concern 
on the relationships between green marketing 

mix and brand image

189

5.39Moderating effect of environmental belief on 
the relationships between green marketing 

mix and corporate image

194

5.40Moderating effect of environmental belief on 
the relationships between green marketing 

mix and brand image

196

5.41Moderating effect of environmental awareness 
on the relationships between green marketing 

mix and corporate image

198

5.42Moderating effect of environmental awareness 
on the relationships between green marketing 

mix and brand image

200



5.43Summary the result of testing hypotheses 
concerning the moderating effect of 

psychological variables between green 
marketing mix and total image

203

CONTENT OF FIGURE 

3.1Theoretical Framework of the Study93

5.2Modified Conceptual Framework151

5.3The Relationship between Green marketing 
mix and Purchase intention

165

5.4Green marketing mix and total image167

5.5Relationship between total image and 
purchase intention

171

5.6Mediation Effect of total image172

5.7Mediation structure173

5.8The Moderating Effect of Psychological 
variables on the Relationship between green 

marketing mix and total image

178

5.9Moderating effect of environmental 
knowledge on the relationships between 

182



green product and corporate image

5.10Moderating effect of environmental 
knowledge on the relationships between 

green price and brand image

184

5.11Moderating effect of environmental 
knowledge on the relationships between 

green place and brand image

185

5.12Moderating effect of environmental concern 
on the relationships between green place 

and corporate image

188

5.13Moderating effect of environmental concern 
on the relationships between green price 

and brand image

190

5.14Moderating  effect  of environmental 
concern  on the relationships  between 

green product and brand image

191

5.15Moderating effect of environmental concern 
on the relationships between green place 

and brand image

192

5.16Moderating effect of environmental belief on 
the relationships between green place and 

corporate image

195

5.17Moderating effect of environmental belief on 
the relationships between green price and 

brand image

197

5.18Moderating effect of environmental 
awareness on the relationships between 

green price and brand image

201

5.19Moderating effect of environmental 
awareness on the relationships between 

green place and brand image

201



5.20Moderating effect of environmental 
awareness on the relationships between 

green promotion and brand image

202


