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Abstract
Green products are in high demand among consumers, and businesses are eager to expand into green areas, but the level of growth in the market for ecologically friendly goods is still inadequate. The major goal of this investigation was to examine components driving environmentally friendly purchasing intent among selected tertiary students in Gombe State, Nigeria. The study employed a survey research approach with 396 sample obtained from the study population (38155) via Taro Yamane (967) sample size determination formula. Data obtained via five (5) points Likert-Scale questionnaire was analyzed using multiple regression via SPSS software version 23.0. The outcomes of the study show that all the three components namely, attitude, the subjective norm and willingness to pay have a beneficial and substantial effect on environmentally friendly buying intention. This study concluded that attitude, subjective norm, and willingness to pay beneficially and substantially affect environmentally friendly buying intention of selected tertiary students in Gombe State and therefore recommends among others that managers and other stakeholders in the green products business should focus on the influence of consumers’ attitudes, subjective norm and readiness to pay in order to gain more patronage from the consumer because the three factors affects consumers purchase intentions.
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1. Introduction 
Economic development and technological advancements offer convenience but also cause environmental problems such as contamination of the air and water, noise contamination, and climate change. According to Zhaung et al. (2021), these challenges affect economic development, societal development, and environmental development. These challenges have led to the creation of awareness among people worldwide. Kong et al. (2014) opine that environmentally conscious consumers (ECC) are changing their lifestyles and values. In their opinion, green consumers are increasingly consuming green products, recognizing the ecological impact of their buying behavior. Environmental safety through the use of less harmful materials, less pollution, and conservation of energy and resources are some of the reasons for ecologically friendly goods (Ottman et al., 2006). Ecologically friendly goods are considered to be safe to the environment compared to the traditional products since they are recyclable, renewable, and reusable (Dangelico & Pontrandolfo, 2010). In addition to lowering environmental risk, green products have raised both consumer and societal living standards. A green product, according to Shamdasani et al. (1993), is one that avoids having a bad impact on the environment while still meeting customer requirements and helping to create a more sustainable world. Green product is commendable for its outstanding environmental performance in terms of using inputs that are reliable, compostable, and use of simple packaging (Liang, 2024). The global green product The economy has witnessed tremendous growth, driven by rising environmental concerns. and a shift in consumers’ preferences toward eco-friendly and sustainable products.  The sector is forecast to increase at a compound annual growth rate (CAGR) of 10.2% between 2023 and 2027, with Asia-Pacific witnessing the highest growth (Reportlinker, 2024). Renewable energy equipment, organic food and beverages, sustainable transportation solutions, green building materials, eco-friendly packaging, etc. are the categories of the green product market.  Globally, the government provides regulations and incentives to ensure green product market growth. The Nigerian government's implementation of strict and attractive incentives to promote green products and sustainable practices has impacted the green products sector (Reportlinker, 2024). In Zhaung et al. (2021) opinion, Green products are in high demand among consumers, and businesses are eager to expand into green areas, but the level of growth in the market for ecologically friendly goods is still inadequate. Only 30% of consumers in the UK were concerned about their environmental challenges and ready to translate their buying lifestyle (Young et al., 2010). But the growing awareness and concerns among Nigerians about environmental issues and the need for sustainable products have a medium impact on the green product market sector (Reportlinker, 2024). Therefore, there is a need to know the components responsible for the eco-friendly buying intent within Nigerian consumers in order to help both enterprises and consumers in their decision-making. 
Eco-friendly buying desire is the likelihood that a consumer will buy a particular goods or services based on their ecological requirements. Ecological buying intent involves consumers’ willfulness to patronize eco-friendly goods or services, thereby functioning as incentives that heavily impact ecological buying intent (Ramayah et al., 2010). This goal reflects an active posture toward making ecologically responsible decisions, portraying consumers’ willingness to align with their consumption patterns with sustainability goals. Green purchasing intention is an advanced type of moral judgment that offers a concreate statement of socially responsible action. Green consumers think about how their decisions will affect their society as a whole, going beyond the boundaries of personal consumption. These people, according to Moisander (2007), use their purchasing power to impact changes in society, expressing the core ecological consciousness of consumerism. The transition toward ecologically conscious buying habits is evidence of an increasing understanding and dedication among consumers to make positive contributions to ecological preservation and equitable growth (Liang, 2024). 
Although several studies have been conducted by scholars in different locations (Sun, & Wang, 2019; Sreen et al., 2018; Gil, & Jacob, 2018; Konuk et al., 2015; Hashim et al., 2020; Wang et al., 2020; Lam et al. 2016; Bong-Ko & Jin, 2017) on the components affecting eco-friendly buying intent but most of the studies used different measurement variables which include, attitude, ecological know-how, personal standard, eco-label, environmental concern, green societal worth, ecological believed danger, environmental control, ecological perceived confidence, ecological believed quality, eco-friendly believed lifestyle behavioral control, perceived consumer effectiveness, believed ethical responsibility, and readiness to pay to measure consumer buying intent. Similarly, generalizing findings from previous studies is difficult because of individual location peculiarities. This study examined components affecting eco-friendly goods or services buying intent within selected tertiary students in Gombe State using attitude, the subjective norms, and willingness to pay as proxies. The study presents valuable opinions that can help marketing campaigns that promote a more eco-conscious and sustainable lifestyle. 
1.2 The aims of the Study 
This study aimed to explore components affecting eco-friendly goods or services buying intent within selected tertiary students in Gombe State, using attitude, the subjective norms, and willingness to pay as proxies to understand the impact on their eco-friendly goods or services buying intent. 
1.3 Hypotheses of the Study
H01: 	Attitude has no influence on green product purchase intention among selected tertiary students in Gombe State. 
H02: 	Subjective norm has no influence on green product purchase intention among selected tertiary students in Gombe State.
H03: 	Willingness to pay has no influence on green product purchase intention among selected tertiary students in Gombe State. 
2.1 Literature Review
2.2. Theoretical Review  
Ajzen's (1991) the theory of planned behavior (TPB) is among the most important behavioral choice-making theories. Fishbein et al. (1977) proposed the theory of reasoned action (TRA), which gave rise to TPB. TRA explains how individual variables, social environment, and non-volitional factors affect intent (Han, & Kim, 2010). The TPB framework put forward three components: the attitude, subjective norm, and believed lifestyle control, all of which led to the lifestyle intent that in turn influenced consumer lifestyle. However, Scholars has extended the TPA model to accommodate more new variables in line with its original variables (Zhaung et al., 2021). Therefore, this study proposed attitude, the subjective norms, and willingness to pay as independent components to measure green purchase intention. 
2.3 Conceptual Framework 
The structure involves both independent and dependent variables. The independent factors are attitude, subjective norms, and willingness to pay, while the dependent variable is the purchase intention of tertiary students in Gombe State. 
Figure 1: 
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2.4 Conceptual and Empirical Review 
Attitude and Ecological Buying Intent (Green Purchase Intention) 
Consumer attitude is the end users' preferences for things, which are typically articulated in positive or negative terms (Ajzen, 2001). Solomon (2015) defined consumer attitudes toward green products as an end user’s reactions to ecological items that are either good or bad, whereas Felix and Braunsberger (2016) observed that purchase decisions are typically dependent on consumer attitudes toward the environment. According to Paul et al. (2016); Varshneya et al. (2017); and Yadav and Pathak (2017), attitudes about green products have a direct impact on green buying intentions. Lai et al. (2016) conducted a study and found that attitudes toward green items correlate with green purchase intentions. Furthermore, Yadav and Pathak (2016) also found in their study that consumer attitudes towards eco-friendly product has a favorable and considerable impact on ecological buying intent. In the study conducted by Adella and Nurjanah (2022), attitudes towards environmentally friendly product significantly affect ecological buying desire. The study concludes that the more favorable the end user’s attitude is, the stronger the belief in using ecological goods or services.
The Subjective Norms and the Ecological Buying Intent (Green Purchase Intention)
The subjective norm describes how societal standards affect conduct (Rausch, & Kopplin, 2021). Ruangkanjanases, et al. (2020) opine that under societal pressure, customers will support or oppose ecological goods or services based on their perceived environmental friendliness. The subjective norm is an important element in ecological study that investigates how individuals make decisions and how their social surroundings affects them. Environmentally hazardous actions can be shunned in social contexts or substituted with approaches that are more beneficial to the ecosystem since they inadvertently injure other people. (Rausch, & Kopplin, 2021). Subjective norm relates to a buyer's impression of social pressures that can affect the outcome of an action. The idea reflects societal expectations and thinking, which can encourage a person to form specific opinions or perspectives (Iranmanesh et al., 2016). This suggests that the compelling or unappealing activities of the individuals within customers' surroundings reflect the consumer's intention and, as a result, their behavior (DeLamater & Myers, 2010). In the study conducted by Öhman (2011) subjective norm significantly and positively influence green purchase intention. Similarly, Jung et al. (2021) reported that subjective norm significantly influences green purchasing intentions of consumer. Iqbal et al. (2023), Taylor and Cosenza (2002), Gotschi et al. (2007), and Alalei and Jan (2023) all reported that subjective norms influences ecological buying intent.
Willingness to Pay and Ecological Buying Intent (Green Purchase Intention)
Consumers typically evaluate pricing when comparing distinct good options and making final buying choices (De-Medeiros et al., 2016). According to Vega-Zamora et al. (2014), the cost of green products is typically higher than that of conventional ones. As a result, price can be viewed as one of the elements influencing green purchase intention. Some studies, such as Chaudhary and Bisai (2018); Grankvist and Biel (2001); Olson (2013); Chaudhary (2018); Chowdhury Alamgir (2021); and Prakash and Pathak (2017) reported that consumer willingness to pay higher price influences green purchase intentions. This implies that green end users are ready to spend higher prices for ecological goods.  Van-Doorn and Verhoef (2011) conducted a study and discovered that readiness to pay has favorable effect on ecological buying intent. The researcher explained that customers are willing to spend up to 13% more for organic items and up to 30% more for energy-efficient household appliances. However, in the study conducted by Choi and Parsa (2007) and that of Jauhari and Manaktola (2007) it was reported that willingness to pay have no influence on green purchase intention.   
Green Purchase Intention  
Generally, Intention relates to an individual's desire or ability to take part in the conduct being discussed (Han & Kim, 2010). In view of the above, Green buying intention can be described as buyers' inclination to buy eco-friendly objects or push for ecological substitutes. (Paul et al., 2016). According to According to Burhanudin and Ferguson (2018), there are two primary incentives for ecological buy intentions: preventing a possible loss and being delighted to contribute to ecological progress. Ajzen (2002) believed that intent was the best indicator and forerunner of behavior. Similarly, Punyatoya (2015) discovered that favorable intents toward ecologic products enhance the probability of making an environmentally friendly buying, whereas bad intentions reduce it.
3.1 Methodology 
This study employed a survey method of research to investigate components affecting ecological buying intention within tertiary students in Gombe state. The study population was thirty-eight thousand, one hundred and fifty-five (38155) which comprises of students of the five (5) tertiary institutions in Gombe state (Gombe State University, Gombe, Gombe State; National Open University of Nigeria, Gombe Branch; Pen Resources University, Gombe, Gombe State; Federal College of Education (Technical), Gombe, Gombe and College of Nursing and Midwifery, Gombe). However, the criteria for selection of participants was strictly on an individual who is green consumer or intending green product users. Tertiary institution students were chosen for this study for two reasons: first, for convenience purpose; second, a significant portion of the students are young, educated, and likely to be consumers or potential consumers of green products. As a result, using tertiary institution students is anticipated to lessen the variance effect in literacy and age biasness. 
From the total population of 38155, Taro Yamane (1967) sample size determination formula with 95% confidence level and 5% error term was used to arrive at 396 sample size. The primary data collected via five-point Likert scale questionnaire (strongly disagree (SD) “1” to strongly agree (SA) “5” adapted from Chowdhury and Alamgir (2021) and Alalei and Jan (2023) was analyzed using multiple regression with the aid of SPSS package. Cronbach’s Alpha reliability test was carried out on all the variables of the study and each of the variable Cronbach’s Alpha were within the recommended threshold of > .70 according to (DeVellis, 2003).  This implies that all the variables were valid and reliable for the study.
3.1.1 The Correlation Analysis
Correlation analysis was used to clarify the association among all of the variables in the study. Correlation analysis provides a numerical summary of the direction and strength of the linear relationship between two or more variables. Specifically, The Pearson correlation method was utilized to investigate the correlation coefficients of the variables (attitude, the subjective norm, willingness to pay, and green purchase intention).  Prior to hypothesis testing, a correlation analysis was performed to evaluate the extent to which the study's variables were related as well as to check for convergence. Multiple collinearity occurs when two or more independent variables in a regression model are strongly connected. Table 1 shows the correlation coefficients for the variables.
3.2 Results and Analysis 
Table 1. 
Correlation Analysis
	VARIABLE
	CA
	SUBN
	WILLP
	GIP

	CA
	Pearson Correlation
	1
	.321**
	.445**
	.416**

	
	Sig. (2-tailed)
	
	.000
	.000
	.000

	
	N
	388
	388
	388
	388

	SUBN
	Pearson Correlation
	.321**
	1
	.166**
	.279**

	
	Sig. (2-tailed)
	.000
	
	.001
	.000

	
	N
	388
	388
	388
	388

	WILLP
	Pearson Correlation
	.445**
	.166**
	1
	.496**

	
	Sig. (2-tailed)
	.000
	.001
	
	.000

	
	N
	388
	388
	388
	388

	GIP
	Pearson Correlation
	.416**
	.279**
	.496**
	1

	
	Sig. (2-tailed)
	.000
	.000
	.000
	

	
	N
	388
	388
	388
	388

	**. Correlation is significant at the 0.01 level (2-tailed).


**. Correlation is significant at the 0.01 level (2-tailed).                                                                                         Source: SPSS Version 23 Output, 2024.
Table 1 presents the correlation analysis between factors influencing green products purchase intention among selected tertiary institution students in Gombe state. The values of Pearson correlation in Table 1 show the relationship between all the variables of the study and hence, check for the multi-collinearity. The general rule of thumb is that the correlation should not exceed 0.75. In the present investigation, the strongest correlation between the independent and dependent variables was between willingness to pay (WILLP) and green purchasing intention (GPI), which was favorably significant at the.01 level (r =.496, p <.000).  Given strongest correlation coefficient value, this indicates that all of the variables in this study were within the permitted range as described above and would not present any problems with multi-collinearity. In view of the p-value of .000 in the above correlation matrix also it means that the correlation is statistically significant.
[bookmark: _Toc169862128][bookmark: _Toc170910409][bookmark: _Toc170910661]3.2.1. Multiple Regression Tests of the Hypotheses 
The present section summarizes the findings of the hypothesis testing between the independent factors (attitude, subjective norm, and willingness to pay) and the dependent variable (green buy intention). In table 1 of this study, correlation analysis was used to establish the link between the independent and dependent variables; however, to determine the real effects of the numerous independent variables on the dependent variable, a multiple regression analysis was used. The detail explanation on this analysis is presented using three (3) tables namely; model summary (table 2), ANOVA table (table 3) and coefficient table (table 4).
Table 2. 
The Model Summary
	Model
	R
	R2
	Adj. R2
	Std. Error.
	Change Statistics

	
	
	
	
	
	R2 Change
	F Change
	df1
	df2
	Sig.

	1
	.561a
	.315
	.309
	.64294
	.315
	58.749
	3
	384
	.000

	a. Predictors: (Constant), WILLP, SUBN, CA

	b. Dependent Variable: GIP


Source: SPPS Version 23 Output, 2024.
Table 2 presents the regression model summary that provides detail and sufficient information about the characteristics of the study model. R represents the correlation between the dependent and independent variables. If R-value is greater than 0.4, it is considered as fair and good, (Jain & Chetty, 2019). In respect to this study, the R-value was .561, which mean it is fair and good. R2 represents the total variation of the dependent variable that can be explained by the independent variables. If R2 value is greater than 0.5, means that the model is effective enough to determine the relationship between the independent and dependent variable (Jain & Chetty, 2019). However, Ozili (2023) believes that a small R2 model is not always undesirable. This is because most social science research models are not intended to anticipate human behavior. Instead, the purpose is often to determine if particular indicators or explanation variables have a meaningful impact on the dependent variable. As a result, a small R2 of at least 0.1 is acceptable, provided that some or all of the predictor variables are statistically significant. In this study, the R2 value was .315 which is acceptable. An adjusted R2 value displays the generalization of the results in the model, which is the variability of the sample findings from the population in multiple regressions. It is required to have a difference between R2 and adjusted R2 minimum. In this study, the adjusted R2 value was .315, which is not far off from .309, so it was considered good as suggested by (Jain & Chetty, 2019). As a result, the model summary table is adequate for moving further with the study. 

Table 3:
The ANOVA Table
	Model
	Sum of Squares
	DF
	Mean Square
	F
	P-Value

	1
	Regression
	72.855
	3
	24.285
	58.749
	.000b

	
	Residual
	158.733
	384
	.413
	
	

	
	Total
	231.588
	387
	
	
	

	a. Dependent Variable: GIP

	b. Predictors: (Constant), WILLP, SUBN, CA


Source: SPPS Version 23 Output, 2024.
Table 3 determines whether the model is significant enough to determine the outcome of the study. The elements of the table, which are relevant for interpretation, are: P-Value and F ratio. Generally, 95% confidence interval or 5% level of the significance level was chosen for a study. Thus, for social and management sciences the p-value should be significant if it is less than or equal to 0.05 (Jain & Chetty, 2019). So, with regard to this study the p-value is significant with .000. Therefore, this means that the result of this study is very significant. F-ratio shows the model fittings, if f- ratio value is greater than 1, it means the model is strong, robust and efficient (Jain & Chetty, 2019). Based on the above table, the f - ratio value was 58.749 which means the model was efficient, robust and good.
Table 4: 
Coefficient Table
	Model
	
	
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.318
	.197
	
	6.678
	.000

	
	CA
	.194
	.049
	.196
	3.987
	.000

	
	SUBN
	.106
	.031
	.153
	3.421
	.001

	
	WILLP
	.374
	.046
	.384
	8.133
	.000


Source: SPPS Version 23 Output, 2024.
Table 4 shows the significance of the variables and the magnitude with which they influence the dependent variable. This helps in testing the study’s hypotheses. The study result demonstrated that all three (3) independent variables (attitude, subjective norm, and willingness to pay) were significantly and positively related with the green purchasing intentions of selected tertiary institution students in Gombe State, Nigeria. Reject a p-value (sig.) less than or equal to 0.05 and accept it if greater than 0.05 (> 0.05) (Jain & Chetty, 2019). Attitude, subjective norm, and willingness to pay have a p-value of.000,.001, and.000, respectively, at the 5% level of significance. This means that all the p-values do not support the null hypotheses because they do not exceed the 5% threshold (Torres-Reyna, 2007). Therefore, the study rejected all the null hypotheses. Furthermore, the highest correlation between the intention to make green purchases and willingness to pay was found (standardized beta coefficient value =.384). The unstandardized beta (B) value, which shows the slope of the line connecting the dependent variable of green purchase intention and the predictor of willingness to pay, was.374. This suggests that a consumer's intention to make green purchases will grow by 0.374 units for every unit increase in willingness to pay. With a standardized beta coefficient of 0.196, consumer attitude exhibited the second-strongest correlation with green purchasing intention. 
Because of its unstandardized beta of 0.194, the likelihood of making a green purchase will increase by 0.194 units for every unit increase in consumer attitude. The subjective norm showed the smallest correlation with the intention to make green purchases, with a standardized beta value of.153. Its unstandardized beta (B) of.106 indicates that for every unit increase in the consumer's subjective norm, there will be a corresponding.106 increase in the intention to make green purchases.
[bookmark: _Toc169862129][bookmark: _Toc170910410][bookmark: _Toc170910662]3.2.3. Discussion of Findings
 This study investigated the factors influencing the green product purchase intention among the selected tertiary institution students in Gombe. The study analyzed the effect of each of the independent variables (attitude, subjective norm, and willingness to pay) on the dependent variable (green purchase intention). Attitude for green purchase intention was significant and positive at a p-value of.000 (<0.05); this finding aligned Felix and Braunsberger (2016), Paul et al. (2016), Varshneya et al. (2017), Yadav and Pathak (2017), Lai et al. (2016), and Yadav and Pathak (2016), who reported that consumer attitudes have a significant effect on green purchase intentions.  Similarly, the subjective norm for green intention was significant and positive at a p-value of.001 (<0.05). This finding agreed with Jung et al. (2021), Iqbal et al. (2023), Taylor and Cosenza (2002), Gotschi et al. (2007), and Alalei and Jan (2023), which reported that subjective norms influence green purchase intentions.  The study found that willingness to pay was significant and positive at a p-value of 0.000 (<0.05). This finding aligned Grankvist and Biel (2001), Olson (2013), Chaudhary (2018), Chaudhary and Bisai (2018), Prakash and Pathak (2017), and Chowdhury and Alamgir (2021), who reported that consumers’ willingness to pay influences green purchase intentions. However, this study disagreed with Choi and Parsa (2007) and Jauhari and Manaktola (2007), who reported that consumers avoided paying higher prices for green products and services.
4.0. Conclusion
This study investigated the factors influencing the green product purchase intention among the selected tertiary institution students in Gombe State. This study concluded that attitude, subjective norm, and willingness to pay positively and significantly influence the green purchase intention of selected tertiary institution students in Gombe State, Nigeria. The study therefore recommends as follows:  
i. Managers and other stakeholders in the green products business should focus on the influence of consumers’ attitudes, as it has implications for green purchasing intentions.
ii. Marketing managers and other leaders in the green business sector should critically educate consumers and the general public about the reasons behind the higher cost of green products compared to conventional ones. They should also educate the consumers on why they must continue to patronize them. This is because the willingness to pay factor has the strongest correlation with consumers' purchase intentions. 
iii. The subjective norm had a slight correlation with green purchase intention; therefore, stakeholders in the green products industry must pay close attention to the impact of social associations such as family, clubs, religion, and other social environmental elements, as they all influence green purchase intentions. 
4.1 Limitations of the Study
The findings from this analysis may have constraints because of to the unavoidable prejudice associated with data provided by individuals. The study population was limited because it focused on students of a selected tertiary institution who are green consumers or have expressed demands for green products; hence, the results may differ if the study population is changed. Nigeria has 36 states and the Federal Capital Territory, Abuja, with diverse cultural values, tribes, and ethnicities. As a result, any future studies should increase the sample size by include different populations in order to generate a mutual behavioral intention applicable to all Nigerian consumers. The quantitative method utilized in this study may limit some of its conclusions because it was a predefined study with respondents restricted to established Likert-Scale questions. Future studies can consider using the qualitative method or a mixture of both to investigate similar topics. 
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