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Abstract

Future teachers serve as the main element in achieving environmentally literate populace which the country
needs. Their adequate preparation in environmental education is a prerequisite for their future ability to design
and implement effective environmental education. This study examined the awareness and purchasing behavior
of preservice teachers on environmentally friendly products. It employed descriptive correlational research
design with an adapted questionnaire to a sample size of 60 respondents. The study found out that the preservice
teachers manifest a moderate extent of purchasing environmentally friendly products despite their awareness of
the concepts, health benefits and environmental effects of environmentally friendly products. They agree that
product quality, availability of the products, promotion, and advertisement of the product, and product price
affect their purchasing behavior towards environmentally friendly products. Hence, as pre-service teachers, they
can recognize their role as responsible consumers to buy products that are environmentally safe. This study also
concluded that sex and age do not impose any significant difference while their parents' education is the single
variable defining the difference in their green purchasing behavior. Lastly, this study showed that there is a
significant relationship on the level of awareness of the respondents towards environmentally friendly products
to their purchasing behavior. Thus concludes that the more aware the students are about the environmentally

friendly products, the more that they purchase these products.
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Introduction

Environmental problems such as climate change, soil
and water pollution, and other catastrophic issues
were repeatedly raised up in current decade thus
making governments, organization, and people more
concern and try to participate in solving
environmental problems. They have become more
concerned with the natural environment and are
realizing that their production, consumption and
purchasing behavior will have a direct impact on the
environment (Laroche, Bergeron & Barbaro-Forleo,
2001). This awareness is in apparent with the belief
that the world's supply of natural resources is finite
and the ecological balance of the environment may be

at a critical disruption stage.

Engel, Blackwell and Miniard (2005) defined the
consumer behavior as those activities directly involved
in obtaining, consuming, and disposing of products
and services, including the decision processes that
precede and follow these activities. Green marketing
has rose attention due to environmental deterioration
and it becomes a global problem (Kumar, 2011). Little
empirical evidence exists as to translating those pro-
environmental  attitudes and  beliefs into
environmentally conscious behavior (Crane, 2000)

such as green buying and recycling.

In like manner, environmental education is a lifelong
issue surrounding the whole society and producing
vital long-term results (Kaya and Giindogdu, 2007).
Environmental awareness is defined as knowing the
impact of human behavior on the environment.
Environmental awareness has both a cognitive,
knowledge-based component and an affective,
perception-based component (Kollmuss & Agyeman,
2002). The significance, necessity and effects of
environmental education and the inadequate training
about environmental consciousness for students at
schools has recently become a heavily discussed topic
at many schools around the world (Cheng and
Monroe, 2010). Future teachers are the most
important factor in promoting environmental literacy.
Therefore, they must be well prepared to manifest
such. In addition, they must have a good grasp and

understanding of environmental issues and problems
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affecting the society every day. Teachers’ role is
crucial in promoting environmental literacy in
schools and society. The adequate preparation of
teacher education students in environmental
education is a prerequisite for their future ability to
design and implement effective environmental

education (Magulod, 2018).

An environmental consciousness and education involve
lifelong knowledge, attitudes and skills, teaching
programs which focus on intense interaction with the
environment should be designed and practiced
(Bonnett 2006).

and Williams, According to

international studies concerning environmental
education, the optimal education level for delivering
environmental education is secondary education, and
teachers play critical roles in attaining the goals of
environmental education. Thus, teachers should be
trained so that they can deliver environmental

education and consciousness (Unal and Dimiski, 1998).

This study generally assessed preservice teachers

awareness and  purchasing  behavior on
environmentally friendly products, specifically, to
aims to assess the (1) extent of Students’ Purchase on
Environmental Friendly Products; (2) awareness of
the students toward Environmental friendly
Products; (3) Purchasing Behaviour of students
Towards Environment Friendly Products; (4)
difference on the extent of purchasing, awareness
and, purchasing behaviour on Environmental friendly
Products; (5) the relationship Between the level of
Awareness towards Environmental Friendly Products

to the Purchasing Behaviour.

Materials and methods

Participants and Instrumentation

The participants of the study were the third year and
fourth year teacher education students of one
campus of a state University in Region 02,
Philippines. Simple random sampling was employed

in selecting the participants.

A survey questionnaire was the primary tool in
gathering the data. Contents of the questionnaire

elicited the profile of the respondents, purchasing
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behavior towards environmentally friendly products.

Moreover, the adopted instrument has also
undergone content validation to ensure that this is
appropriate to the context and background of the
target respondents. Cronbach‘’s Alpha was used to
measure the reliability of the questionnaire. Through
the help of the statistician, the instrument was found

to be reliable.

Data Gathering Procedure

Planning, data gathering, and analysis are the three
phases this study was executed. The researcher was
able to formulate the research problem by examining a
number of resources and existing studies on
environmental education. Experiences in handling
environmental-related courses inspired and empowered
her to conceptualize this study and using the adopted
questionnaire as the main instrument pertinent data in
the study were gathered. The researcher sought
permission from concerned authorities. Before
answering the questionnaire, the researcher explained
the purpose of the research and its potential benefit to
the society. The researcher also sought permission from
the students and assured their privacy will be protected.
The questionnaire was completed by the students in the
presence of the researcher. Then, the retrieval of the
questionnaires from the respondents was done

immediately after answering,.

Data Analysis

To analyze the quantitative data, the study used
mean, weighted mean and standard deviation to
determine the awareness and purchasing behavior on
environmentally friendly products. The scale of
interpretation for the variables being measured
followed this range for the extent of Students’
Purchase on Environmental Friendly Products: 4.20-
5.00: To a very great extent; 3.40-4.19: To a great
extent; 2.60-3.39: To a moderate extent; 1.80- 2.59:
To some extent; 1.00-1.79: Not at all. For the
awareness of the students toward Environmental
friendly Products, the following range was adopted:
4.20-5.00: Very aware; 3.40-4.19: aware; 2.60-3.39:
Moderately aware; 1.80- 2.59: Not aware; 1.00-1.79-
Very Unaware. Moreover, to interpret the Purchasing

Behaviour of students Towards Environment-Friendly
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Products, the following was adopted: 4.20-5.00:
Strongly Agree; 3.40-4.19: Agree; 2.60-3.39: Neutral
1.80- 2.59: Disagree; 1.00-1.79: Strongly Disagree.

Method
The study
research design. It described the profile of the

employed descriptive -correlational
respondents and correlated with their purchasing
behavior. Gall, Gall & Borg (2007) concur that the
goal of the descriptive research is to describe a
phenomenon and its characteristics. This research is
more concerned with what rather than how or why
something has happened. Therefore, observation and

survey tools are often used to gather data.

Results and discussion
A glance at Table 1 indicated that the respondents
have a high extent of purchasing environmentally
friendly products on educational supplies with the
mean of 3.88 (SD=.92) and Personal Hygiene and
Skincare products with the mean of 3.50 (SD=1.03)
but a moderate extent of purchasing foods &
beverages with the mean of 3.00 (SD=1.02), eco-
clothing with the mean of 2.60 (SD-1.01), electronic
items obtained the mean of 2.70 (SD=.92) and
household products with the mean of 2.78 (SD=1.29).
Among the educational

commonly purchased by the respondents were

eco-friendly supplies
pencils, biodegradable crayons, papers, paper clips,
eco-bag packs, notebooks and recycled filing
materials for their educational supplies. Likewise,
commonly purchased personal and hygiene products
were 100% natural soap, non-toxic dental care and

organic content beauty products.

The grand mean of 3.07 discloses that the

respondents purchased environment-friendly
products to a moderate extent. This shows that as
teacher education students, they manifest a fair level
of green consumer behavior. The finding confirms
Dikmenli (2017) that preservice teachers have a
medium level of consumer environmental
consciousness. He recommended that In order to
cultivate customer environmental consciousness with

its all dimensions among pre-service teachers,
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lectures related to the environment should be added
to other departments apart from science, social and
classroom teacher training departments. According
to Belz & Peattie (2008), green marketing
encourages consumers to use eco-friendly products

and manufactures to develop more environmentally

Table 1. The extent of Students' Purchase on Environmental Friendly Products.

2019

beneficial products. Further, Schiffman and Kanuk
(2007) argued that consumer behavior is the
behavior that consumers display in searching for
purchasing, using, evaluating and disposing of

product, service, and idea which they expect, will

satisfy their requirements.

Products Mean SD Interpretation

1. Foods & Beverages 3.00 1.02 Moderate Extent

2. Personal Hygiene and Skin Care Products 3.50 1.03 High Extent

3. Educational Supplies 3.88 .92 High Extent

4. Eco-clothing 2.60 1.01 Moderate Extent

5. Electronic items 2.70 .92 Moderate Extent

6. Household products 2.78 1.29 Moderate Extent
Grand Mean 3.07 Moderate Extent

Legend: 4.20-5.00: To a very great extent;3.40-4.19: To a great extent; 2.60-3.39: To a moderate extent; 1.80-

2.59: To some extent; 1.00-1.79: Not at all.

Table 2. Awareness of Environmental friendly

Products.
Mean SD Interpretation
Concept of EFP 3.50 .98 Aware
Health benefits of EFP 3.61 1.02 Aware
Environmental Effects of Aware
3.83 .80
EFP
Grand Mean 3.65 Aware

Legend: 4.20-5.00: Very aware; 3.40-4.19: aware;
2.60-3.39: Moderately aware; 1.80- 2.59: Not aware;
1.00-1.79Very Unaware.

Table 2 shows the level of awareness of the
respondents on environmentally friendly products.
The respondents are aware of the concepts of
Environmental friendly products with the mean of
3.50 (SD=.98), health benefits of EFP obtained the
mean of 3.61 (SD=1.02) and environmental effects of
with the mean of 3.83 (SD=.80). The grand mean of
3.65 indicates that the respondents are aware of

environmentally friendly products.

The awareness of the students on environmentally
friendly products can be attributed to their level of
education and their exposure to their environmental
education subject as special topics in their
curriculum. In the study of Hai & Mai (2012), they
found out that consumers with a high level of
education are more concern about environmental
issues and have more sufficient knowledge of eco-

products and green purchasing.

Further, Joshi & Rahmna (2016) found out that social
influence, attitude towards the green purchase,
perceived environmental

knowledge, recycling

participation, ecolabelling and exposure to
environmental messages through the media are
predictors of green purchase behavior. Furthermore,
highly

environmentally conscious consumers have a positive

the study also indicates that those
attitude towards green purchasing and are extremely

willing to practice it in the future.

Further, Ajzen (1991) asserted that favorable or
unfavorable attitudes towards a particular behavior
are caused by one's behavioral beliefs; subjective
norms result from normative beliefs and personal
moral norms, while perceived behavioral control

originates from control-related beliefs.

Table 3. Purchasing Behaviour of students Towards

Environment-Friendly Products.

Mean SD Interpretation
Product Quality 3.53 .94 Agree
Product Price 3.41 .39 Agree
Availability of the Agree
Product Y 3-43 L1 i
Promotion/ Agree
Advertisement of the 3.43 1.11
Product
Grand Mean 3.44 Agree

Legend: 4.20-5.00: Strongly Agree; 3.40-4.19: Agree;
2.60-3.39: Neutral 1.80- 2.59: Disagree; 1.00-1.79:
Strongly Disagree.
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It can be inferred from Table 3, that the respondents
agree that product quality (X=3.53, SD=3.94),
availability of the (3.43, SD=1.11),

promotion and advertisement of the product (X=3.42,

products

SD=1.11) and product price (X=3.39, SD=39) affect
their purchasing behavior of environmentally friendly
products. The grand mean of 3.44 shows that the
respondents have agreeable purchasing behavior
towards environmentally friendly products. As
teacher education students, they can recognize their
role as responsible consumers to buy products that
are environmentally safe. According to Fuller (2000),
if consumers understood the real eco-cost of
products, the majority of environmental problems

would be solved by themselves.

Brata et al. (2017) confirm that quality of product,
price, promotion, and location are influencing the
purchasing decision on EFP. Chang (2011) noted that
some the consumers view the price of eco-friendly
products as more expensive than the conventional
ones and others view it not due to the healthy part of
the products. Oppositely, Morel & Kwkye (2012)
confirm that consumers are not willing to buy
products with lower quality even if their impact on
the environment is low because the argument
concerning the protection of the environment is not
convincing enough to make consumers purchasing

low-quality green products.

Table 4. Test of difference on the extent of
purchasing, awareness and, purchasing behavior on

Environmental friendly Products.

Profile The extent of Awareness EFP
purchasing of EFP  Purchasing
EFP Behavior
Age .717 ns .299 ns .859 ns
Sex .462 ns .080 ns .102 ns
Parents’ .001*
Occupation .065 ns .031ns

Table 4 shows that test of difference on the extent of
purchasing, awareness and, purchasing behavior on
Environmental friendly Products. The table shows
that no significant difference on the extent of
purchasing and awareness of EFF when grouped
according to the select profile variables except for the

parents’ occupation which shows a significant
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difference on their Environmental Friendly Products
purchasing behavior. This present study shows that
pre-service teachers’ age, sex, and weekly allowance
are not significant variables that determine their
extent of purchasing, awareness and purchasing
behavior on Environmental friendly Products.
However, their parents' education shows a significant
difference in their purchasing behavior.

The non-significant findings, when grouped
according to sex, concurs the finding of the study of
Shahnaei (2012) and Chen and Chai (2010) indicated
that there was no gender difference in green
purchasing behavior among university students.
Oppositely, Ali & Ahmad (2012) confirm that green
purchasing behavior has different outcomes in
different demographic contexts due to the complexity
in green purchasing behavior of consumers. In other
words, green purchasing behavior is influenced by
demographic factors such as gender, ethnic group,
and other demographic factors. Lee (2009) suggested
that female consumers have a higher potential to
become green consumers. Further, Ruiz, Arcas and
Cuestas (2001) argued that gender plays an important
role to be consumerists and environmentally

conscious consumers.

In like manner, age was found not significant and
parents’ education was found significant. This,
however, contradicts the previous study of Rawat
(2015) that age and income are positive factors on the
purchasing behavior of consumers. Kollmuss and
Agyeman (2002) also indicated the demographic
factors to be one of the most influencing factors in

pro-environmental behavior.

From different prior studies, it can be concluded that
demographic variables have a significant impact on
the consumers' pro-environmental/green purchasing
behavior. Harris et.al also (2000) notified that
environmentally conscious consumers are female,
professional and younger. Likewise, Hustad and
Pessemier (1973) found that education level has to be
high to become consumerist/environmental
conscious consumers. Consequently, in a study of

Caruana & Vassallo (2003), have found the parental
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influence on purchasing behavior acts as a main role
for children. Cotte & Wood, (2004), found parental
influences not only exist in the purchase decision-
making process, but it is also shaping the behavior of

young children.

Subsequently, Solomon (2004) confirmed that a

consumer’s occupation and purchasing power
influence purchasing decisions and buying behavior.
The income level affects what consumers can afford
and the perspective towards money. People, who
share similar occupations, tend to have similar taste
in music, clothing and leisure activities. They usually
socialize with each other and share the same kind of
values and ideas. Income level affects on what

consumer can afford and perspective towards money.

Table 5. Relationship Between the level of
Awareness towards Environmental Friendly Products

to the Purchasing Behaviour.

Variable EFP Purchasing  Decision
Behavior

Level of rvalue .249 Significant

Awareness  pvalue 0.03* Relationship

*= significant at 0.05 level (2-tailed).

Table 5 reveals that there is a significant relationship
between the levels of awareness of the respondents
towards environmentally friendly products to their
purchasing behavior. The positive relationship shows
that the higher the level of awareness on
Environmental Friendly Products of the respondents

the higher the manifest purchasing behavior.

This further justifies a consistent empirical finding that
there is a positive relationship between environmental
effect and behavior (Chan, 2001). The positive
environmental effect will lead to positive
environmental behavior. Positive environmental affect
such as placing high value toward protecting the
environment and environmental issues evokes positive

environmental behavior such as buying green products.

Likewise, Past studies have found the significant
relationship between environmental concern and
intention/behavior (Wahid et al., 2011). In general,

marketing literature has suggested that environmental
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concern was associated with consumption behavior
(Kim et al., 2012). Further, Panni (2006) confirms that
the more the consumers are aware regarding the
societal and environmental issues the more they are

involved in pro-social and pro-environmental behavior.

Magulod (2018) also confirmed that among preservice
teachers, there is a significant relationship between
climate change awareness and environmental attitude.
Suggesting that the higher awareness the students on
climate change, the higher the environmental attitude
they exhibit. Hence, by providing knowledge to
students about climate change, the higher they
attitude  towards

demonstrate  the  positive

environmental care is expected.

Conclusion
This study examined the factors associated with the
purchasing behavior towards

students. Green

environmentally friendly products. This study
concluded that teacher education students manifest a
moderate extent of purchasing environmentally
friendly products despite their awareness of the
concepts, health benefits and environmental effects of

environmentally friendly products.

They agree that product quality, availability of the
products, promotion, and advertisement of the
product, and product price affect their purchasing
behavior towards environmentally friendly products.
Hence, as teacher education students, they can
recognize their role as responsible consumers to buy

products that are environmentally safe.

This study also concluded that sex and age do not
impose any significant difference while their parents'
education is the single variable defining difference in
their green purchasing behavior. Lastly, this study
showed that there is a significant relationship on the
level of awareness of the respondents towards
environmentally friendly products to their purchasing
behavior. Thus concludes that the more aware the
students are about the environmentally friendly

products, the more that they purchase these products.
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Recommendations and implications for future
studies

With the findings of this study, the following are
offered as recommendations: (1) intensive promotion
of environmentally friendly products in the university
will increase students’ extent of purchasing these
products; (2) environmental friendly products should
be more affordable in order for the students to afford
these products and will determine their benefits to
then environment; (3) sellers should also consider
enhancing Environmental friendly products in terms
of their brand, packaging and labeling in order for
consumers to become aware of its benefits which will
affect their purchasing behavior; (4) conduct of
symposia/seminars or training focusing on the
cultivation of preservice teachers' environmental
consciousness on the benefits of environmentally
friendly products may be initiated; (5) There is a need to
integrate the concepts of environmentally friendly
products in the environmental education subject of
teacher education curriculum to enhance students'
environmental awareness; (6) the student government
may initiate activities focusing on green buying
behavior; (7) the university may initiate extension
programs that will increase awareness of the parents and
the community on the positive effects of environmental
friendly products to their health and to the environment;
(8) finally, similar studies may be conducted with
inclusion of other courses in the university to compare

the purchasing behavior of the students.
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