














planned activity in order to pinpoint what
determines the differences between the attitude of
consumers and their behavior (Arvola et al. , 2008;
Smith and Paladino, 2010). Nevertheless, previous
research was focusing on the impact of factors of
one type on the consumer intent to buy, e.g. on
personal factors (Prakash & Pathak, 2017),
external factors (Ahmed, Parmar & Amin, 2015);
however, this research never determined
relationships between such different groups of
factors as internal factors (attitude, care about the
environment, personal standards, willingness to
pay for a product featuring environmentally
friendly packaging) versus external factors allowing
to identify a product featuring environmentally-
friendly packaging, thus singling it out from
multiple alternatives, such as the color of the
packaging, the material, design, font, and the
information provided on the packaging. That is
why, having conducted analysis of scholarly
literature (Magnier & CriØ, 2015; Prakash &
Pathak, 2017; Khan, Ahmad & Waheed (2018), we
can draw a theoretical model of factors which may
impact the intention to buy products featuring
environmentally-friendly packaging (Fig. 2). The
model developed may be used for the identification
of relationships between the factors affecting the
consumer’s intention to buy and for the assessment
of the impact of these factors on the willingness to
buy products featuring environmentally-friendly
packaging. 

Conclusions

Having conducted research of literature, it was
established that consumer purchase behavior
covers not only physical activity related with the
process of purchasing but also emotional and
psychological reaction to a product or service which
impacts the consumer’s decision to make a
purchase. Consumer purchase behavior is not
limited to decisions made prior to the purchase
decision; it also continues after the acquisition and
therefore involves such factors as consumption of
the product, its assessment on the basis of
experience of use � and this may contribute to the
consumer’s decision regarding repeated
acquisitions, or, to the contrary, to negative
opinions on the product and the brand. 

An influence on consumer purchase behavior
stems from a variety of factors; literature
distinguishes such main groups as: cultural factors,
social factors, external (marketing) factors,
personal factors and psychological factors. What
concerns the behavior of environmentally conscious
consumers, such attitude-forming factors as
knowledge, beliefs, understanding, care and
consciousness should be considered as these factors
may impact the consumer’s decision regarding the
acquisition of an organic product.

Having conducted research of scholarly
literature, personal (attitude, care about the
environment, willingness to pay, personal
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Source: the authors’ research; based on Magnier & CriØ (2015); Prakash & Pathak (2016); Khan, Ahmad & Waheed (2018).
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standards) and external factors (color of packaging,
design of packaging, font, information on
packaging, material of packaging) were identified.
They help to recognize products featuring
environmentally-friendly packaging and may
impact the intention of the consumer to purchase
products featuring environmentally-friendly

packaging. In order to determine the significance of
these factors and their impact on consumer
purchase behavior, an empirical research is
appropriate which should be based on regressive
analysis and would allow to identify the impact of
the outlined factors on the consumer’s intention to
buy and the interrelationship of these factors.
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