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Abstract:
The purpose of this paper is to develop a conceptual framework that examines consumers
regarding their purchasing behavior, environmental awareness and knowledge of attributes of
the green IT product, opinion leaders, the increasing of awareness of organizations’ ecostrategies, and green marketing. The framework is based on Diffusion of Innovation (DOI),
Unified Theory of Acceptance and Use of Technology 2 (UTAUT2), and literature on opinion
leaders, environmental concerns, G-Readiness, and green marketing. The result draws ten
propositions. There are ten constructs which are Relative advantage, Noticeability, Social
influence, Price-value, Opinion leader, Environmental concern, Attitude toward green IT,
Green IT use, an Perceived green business encouragement, and Perceived increasing of green
marketing. This framework renders an idea for researchers and practitioners to further
investigate green IT consumption and its impact on organizations. The framework shows that
organizations should monitor the increase of green consumption and improve their green
strategy.
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1Introduction
Business, technology and environment are essential and inextricably intertwined in today’s
world. So much so that the vast majority of people today would find it difficult, if not
impossible to attain happiness or even survive. As for technology, it is crucial if business
owners want to put their business on the fast track. The potential of technology is boundless.
The environment has been affected by climate change, to such a degree that it has had an
effect on the way we live, and our quality of life. Currently, most countries in the world are
focusing on global warming prevention policies to some degree. The result is governments in
many countries are adopting laws and policies to control many business sectors in regard to
environmental pollution, such as greenhouse gases.
In the course of doing business, most key people (e.g., owners, CEOs, managers) in many
firms are always striving to cut costs, develop markets and improve performance because
these are ways to make their profits grow more vigorously. Key people in businesses have a
misguided notion that eco-strategy is a threat as it leads to increased pressure on companies to
conform to the requirements of governmental green certification labels1, 2.
If business executives take a different perspective, they would see that this is not a threat it is
a great opportunity instead. As they deploy eco -strategy, they will learn cost cutting
strategies for their firms and methods of maintaining steady business growth. They will find
ways to enhance their performance and improve their brand image as well 3, 4.
The threshold of growth of IT products, such as smartphones and tablets, is increasing
exponentially. As a result, the amount of electronic waste and greenhouse gasses are
increasing drastically. This study, therefore, proposes to create a conceptual model with an
ability to predict the behavior of green IT consumption and the increase of green marketing.
The purpose of this study is to develop a conceptual framework with an ability to investigate
perspectives of consumers regarding their purchasing behavior, environmental awareness,
characteristics of the green IT gadget that appeals to consumers, opinion leaders who might
influence them, impact on the increasing awareness of organizations of eco-strategy, and
green marketing. In particular, this study concerns the questions ‘what are essential attributes
of the green IT products that attract consumers?’
This paper is organized as follows: The first section introduces the background of the
research, and study questions. Section 2 discusses about green IT. Section 3 explains literature
related to this conceptual framework. The final section summarizes how the conceptual
framework operates, and what are the benefits for both researchers and practitioners.
2Theoretical Background
2.1 Green IT product
In this study, a green IT product is defined as an IT product which has less negative impact on
the environment. Velte et al.5 addressed some of the problems that are given as reasons to buy
and use greener IT; they are lower volume of toxins (lead, mercury, PCBs, etc.), reduced
power consumption, less heat emission, lower CO2 emissions, and easier disposal in greener
IT goods than IT equipments with no green indicators. Toxins, plastic and metal components
have negative impact on the ecosystem and cause fluctuations in climate to become worse, as
already discussed in the introduction section.
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Green consumption or green IT use refers to the behaviors that are most regularly cited as
being examples of it. Purchasing products that have a reduced environmental impact, avoiding
products with aerosols, and purchasing recycled paper products are examples of this6.
3 Study Constructs
This section explores the conceptual framework and its eleven constructs. There are relative
advantage, noticeability, opinion leader, social influence, and price value, as green IT product
constructs. Environmental concern construct from the study of Van Liere and Dunlap 2, 7.
There are two adapted constructs; one is Attitude toward Green IT adapted from Behavioral
intention in UTAUT2, and the other is Green IT use which based on Use behavior in
UTAUT2. Perceived green business encouragement based on G-readiness in the study of
Molla et al.8, and Perceived increase of green marketing based from concept of Juwaheer et
al.9
3.1 Relative advantage
Relative advantage is the degree to which an innovation is perceived as being better than the
idea it supersedes10. Its degree is often expressed as economic profitability or conveying
social prestige. It is consistently the best predictor of adoption and usage of technology 11-13.
The aspects of Relative advantage depend on the nature of the innovation 12. For
example, a new tablet PC that utilizes a new model of processor, which consumes less energy,
may be evaluated as having a relative advantage in energy consumption. If consumers are
looking for IT products that use less energy, they will buy this new tablet PC and the rate of
adoption will increase. In this study, the advantages of green IT products lie in their minimal
impact on the environment and efficient use of energy. Thus, we choose to apply Relative
advantage in this conceptual framework.
For other DOI constructs, Compatibility and Complexity have no duties in this study
framework because there is no difference between a green IT product and a non-green IT
product in so far as utility. As for Trialability and Observability, it is not necessary for a
consumer to try if he/she already knows how a green IT product can reduce negative impact
on the environment. Thus, Relative advantage is likely to be the only construct that is suitable
for this study.
P1: Relative Advantage has positive impact on Attitude toward Green IT.
3.2 Social influence
It is the degree to which an individual perceives the importance of a new system for another to
believe that he/she/they should use it14. Social influence as a direct determinant of Behavioral
intension is embodied in social factors from theories which are Subjective norm, Social factor,
and Image. Brown and Venkatesh15 employed Subjective norm in their study of technology
adoption in households, such as in the case of the PC. They explained that normative beliefs
came from three constructs – Friends and family influences16, Secondary sources’
influences16, and Workplace referents’ influences17. The statistic result shows that Subjective
norm (or normative beliefs) had effect on Behavior intention.
Not only society but also culture is included in the Social influence. Bandyopadhyay and
Fraccastoro18 emphasized that Culture (as a Social influence) is a significant construct in
influencing consumers’ Behavioral intention. They found that Social influence has impact on
Behavioral intention. Likewise, Maldonado et al.19 studied in technology (E-learning)
acceptance in Peru and proposed that Social influence has a positive impact on Behavioral
intention. There is enough empirical evidence to prove that Social influence has an impact on
the decision to adopt a technology.
For other UTAUT’s constructs, this study does not employ performance expectancy and
effort expectancy from UTAUT are not pertinent by definition. Performance expectancy in
UTAUT is more targeted on individual job, but Relative advantage in DOI has an inherently
wider scope than Performance Expectancy, which is the degree to which an innovation is
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perceived as being better than the idea it supersedes10. In regard to effort expectancy in
UTAUT, as discussed earlier, this study model has no duty for complexity, and effort
expectancy has almost the same purpose to complexity, thus there is no reason to employ
effort expectancy.
P2: Social influence has a positive impact on Attitude toward Green IT.
3.3 Price value
One of new constructs that Venkatesh et al.20 added in to the original UTAUT is Price value.
The study found that Price value is important because consumers must pay for the technology
they desire, while employees are not required to pay for the technology utilized by their
employer. In this regard, a monetary scale was added in the UTAUT2 to improve its ability to
predict IT acceptance. Venkatesh et al.20 reviewed three studies22-24 as evidence to prove that
Price value has a significant relation with Behavioral intention. When a consumer perceives
the benefit of utilizing a technology is more valuable than its cost, the Price value will have
positive impact on Behavioral intention20. Will a consumer pay a premium price to buy a
green IT product rather than a non-green IT product?
P3: Price Value has positive impact on Attitude toward Green IT.
3.4 Noticeability
‘How does one identify a green IT product?’ Most prominently, it has an environmentally
friendly label display on its package or surface. ‘What does such a label mean?’ It means the
contents have a green design. Velte et al.21 stressed that the word ‘green design’ implies that
through the design and manufacturing process there was focus on these areas: (1) ‘design for
repair’, if IT equipment is repairable, its life expectancy will be longer than IT products that
cannot be repaired; (2) ‘design for upgradability’, an end-user will not have to buy a new PC
unless the one he/she has is not designed for upgradability, for example; (3) ‘design to
minimize power consumption’, between an energy-efficient notebook and an energy-hungry
laptop, surely most people are likely to buy the energy efficient one rather than the energysponge, if both have the same performance; and (4) ‘design for recycling/ clean disposal’,
such a greener IT item is easier to recycle than a non-green one (pp. 138-139). In reality, it is
not difficult to compare an individual IT product’s environmental impact when a consumer
understands what the green labels (e.g., Energy star, blue angle, recyclable symbol)
represents.
P4: Noticeability has positive impact on Attitude toward Green IT.
3.5 Opinion Leader
An opinion leader is an individual or group of people that has an opinion leadership, which is
the degree to which an individual is able to influence other individuals’ attitudes or overt
(visible) behavior informally in a desired way with relative frequency 25. In other words, an
opinion leader is like a figurehead such as a favorite celebrity. Rogers25 explained that an
opinion leader can accelerate the diffusion phase of an innovation. For business, an opinion
leader is important in promoting a product because a good opinion leader can improve
positive effect on the consumer’s desire. That means an opinion leader can help in increasing
of the rate of adoption.
A person who has opinion leadership can make the communication stronger than people
who are non-opinion leaders26, 27. In this regard, a good opinion leader can create strong
communication between the business and consumers. Accordingly, if a physically attractive
opinion leader helps business to promote green IT product, many consumers are more likely
to buy and use it. Although most consumers cannot identify green IT products28, 9, when an
opinion leader promotes it on the media, many consumers will learn more about identifying
and acquiring green IT products.
Many researchers realize that a person with high opinion leadership can help businesses
sell their product faster. However, the question that remains is ‘What kind of person would
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be a good opinion leader or the most powerful leader?’ Forbes.com29 published its list of the
top seventy -two world’s most powerful people of 2013. In this research, we classify these
people into five fields: Political leader (e.g., Vladimir Putin), Technology leader (e.g., Bill
Gates), Religious leader (e.g., Pope Francis), Business leader (e.g., Warren Buffett), and
Media leader (e.g., Rupert Murdoch).
P5: Opinion Leader has positive impact on Attitude toward Green IT.
3.6 Environmental Concern
It is one of the more popular constructs that researchers use in their studies. In literature,
Environmental concern7, 2 has often been used as a surrogate for social responsibility30.
Environmental concern is still popular in many studies of environmental-friendliness to
this day. There are some studies of the mobile phone and its impact on the environment in the
IS field. For example, Tsarenko et al.31 studied environmentally conscious consumption in
retailers and peers as external influences. They brought Environmental concern as a construct
and mediator in their study framework. In their study, Environmental concern can be seen as
emanating from political discourse where it is defined as the whole range of environmentally
related perceptions, emotions, knowledge, attitudes, values and behaviors.
Tsarenko et al.31 argued that many researchers32, 33 found a strong relationship between
Environmental concern and environmentally conscious behavior. Environmental concern has
partial impact through retailer influence and peer influence on Behavior. Thus, being
concerned for the environment and an individual’s self-perceptions of being socially attuned
do not significantly result in environmentally sustainable consumption. Once Tsarenko et al. 31
applied Environmental concern as a mediator; other researchers in various study fields applied
it as a moderator and have had various results.
Kim and Choi32 explained that Environmental concern denotes the orientation of
individuals toward the environment and their level of concern with environmental issues.
According to survey results, people who report positive attitudes and high level of
environmental concern are more likely to engage in purchasing behavior. Thus, we employed
Environmental concern in this conceptual framework.
P6: Environmental Concern has positive impact on Attitude toward Green IT.
3.7 Attitude toward Green IT
In this study, ‘Attitude toward Green IT’ is defined as the degree to which an individual is
aware of negative impact on the environment and understands that the green product has less
or no harm on the environment. This construct is based on behavioral intention. Venkatesh et
al.14 discovered that there was a significant positive influence in the relationship between
behavioral intention and use behavioral.
The relationship between Behavioral Intention to Use Behavioral has been explained in
many previous studies and theories. Most researchers in MIS fields understand that if a human
has an intention to do something, he/she will do it, especially in regard to information systems
and technology. This means Behavioral Intention has a significant impact on Use Behavioral.
This fact appears repeatedly in related research.
P7: Attitude toward Green IT has positive impact on Green IT Use.
3.8 Green IT Use and Perceived green business encouragement
In this study, perceived green business encouragement is defined as the degree to which a
consumer motives organization to aware of the standpoint of the consumer on environmental
issues. One part in what Porter34 said in his Five Competitive Forces is that the consumer is
very important to all businesses. Freeman35 has developed the typical stakeholder map that
shows that there are many stakeholders involved in the survival of a firm. One of the
important stakeholders is the consumer. Porter 34 and Freeman35 explained something similar,
and many researchers realized that consumers have the power to push the business in the
direction they want it to go.
The study by Chang and Fong36 discovered that Green Product Quality has a positive
impact on customer satisfaction and creates customer loyalty. It also found that Green Product
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Quality and Green Corporate Image lead to consumer satisfaction and loyalty. In this regard,
some companies must go green to project the positive image of environmental concern to
improve customer satisfaction. Kotler et al.37 wrote similarly that consumers have more
options and can make choices based on criteria beyond product, price, and distribution
channels. That is to say, consumers have some power to change business in the way they
want. Consequently, when many buyers become green consumers, they leave no choice for
businesses but to go green.
P8: Green IT Use has a positive impact on Perceived green business encouragement.
To measure the perceived green business encouragement, we prefer to adapt GReadiness. Molla et al.8 pointed out that G-Readiness carries five dimensions that relate to
the path of an organization to go green. These are attitude construct, policy construct, practice
construct, technology construct, and governance construct. When measuring the consumer’s
opinion towards green strategy of organizations, researchers can use G-Readiness with
questions adjusted appropriately for organizations versus consumers. ‘When most people use
green IT products, businesses should deploy green IT policies, such as green supply chain’ (5Point Likert Scale) is an example of measurement items that are adapted from G-Readiness.
3.9 Perceived increasing of green marketing
Green marketing is defined as the marketing of products which cause less or no harm to the
environment; it integrates activities such as modification of products, packaging, production
processes and advertising. Moreover, it increases awareness on compliance marketing among
industries38. Many previous studies have various perspectives on green marketing. For
example, green marketing elicits some degree of consumer purchase intention 9. On the other
hand, consumers are participants in green marketing39. In this regard, green marketing and
consumers are bound together - both consumers and businesses are a root to green marketing.
It will bring us to sustainability development.
In the study of Juwaheer et al.9, there are five factors: consumer beliefs, green labeling,
green branding, and green advertising, but not all of them have a strong relationship with
purchase intention of consumers. As a result, green banding and green advertising have a
positive correlation with purchase intention of consumers. Therefore, we recommend two
dimensions of green marketing which are green banding and green advertising to adapt them
as measurement items.
P9: Green IT Use and Perceived green business encouragement has a positive impact
on Perceived increasing of green marketing.
4
Conclusion
A conceptual framework is proposed in this study to determine essential attributes of the
green IT products attracting consumers. It explains impacts of green consumption behavior
impact on a business as well. It also determines parties (consumers or businesses) that have
power to increase environmental friendliness in market.
It is axiomatic that a product which has good characteristics and functions will induce
motivation to purchase it, especially for technology. To support the previous sentence, the
framework (Figure 1) suggests that consumers would buy green IT products with three
essential attributes: relative advantage (P1), price value (P3), and noticeability (P4). When
consumers perceive that green IT products have benefits (e.g., low energy consumption, low
CO2 emission),
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Fig. 1 The conceptual framework of individual green IT consumption and its impacts

1.

easy to find on the shelf in an IT shop, and the price is reasonable, they will probably sway
toward buying green IT products.
Society and environmental concerns are likely to have some bearing on consumer
decisions to buy IT products. We employed three constructs to determine social factors that
impact purchasing behavior: social influence (P2), opinion leader (P5), and environmental
concern (P6). Society can influence people to become green consumers. For instance, when
parents, family members, friends, and favorite celebrities say that he or she uses IT products
which have less negative impact on the environment, this action will push some consumers to
absorb their environmental concern osmotically and start to go green.
In general, people tend to use green IT products after they perceive the benefits of green
IT products (P7). The following is a list of consumer perceptions regarding the importance of
an environmentally friendly attribute in an IT product, and consumers will buy and use one
with environmental consciousness. When environmental friendliness is significant in a
society, businesses have no choice but to go green to survive in the market (P8).
Last, green marketing will proliferate because many organizations compete to become
the environmental leader for better advantage. We suggested that both consumers and
businesses have power to increase environmental friendliness in the marketplace (P9). For
consumers, if they have high awareness of negative impact on the environment, consumers
are going to increase environmental friendliness in their purchasing and using behavior. The
result is consumers want more green IT products on the market. For business, when a firm
starts looking for cost cutting, differentiation, or to improve its look, green strategy can be the
way to achieve this goal. At this point, the road to sustainability development is established.
For practitioners, especially key people in private and public sectors, this conceptual
framework offers insight into causal factors of consumers and their green consumption.
Practitioners have a better understanding of impact on organization and awareness to improve
green strategy in their organizations to attract consumers. The green movement provides
advantages to some degree, such as first-mover advantage, cost saving, differentiation, and so
on.
For researchers, the framework shows the clear picture of green IT consumption and its
impact on an increase of green marketing that gives chances for further research and practice.
References
I. Gavronski, R. D. Klassen, S. Vachon and L. F. M. D. Nascimento, “A resource-based
view of green supply management,” Transportation Research Part E. 47, 872-885 (2011).

394

Journal of Business & Management (COES&RJ-JBM), 3(3), pp. 388-396

2.

3.
4.

5.

6.
7.
8.

9.

10.
11.
12.

13.
14.
15.

16.

17.
18.

19.

20.

21.

K. D. Van Liere and R. E. Dunlap, “The Social Bases of Environmental Concern: A
Review of Hypotheses, Explanations, and Empirical Evidence,” Public Opinion Quarterly 44,
181 -197 (1980).
G. T. Tsoulfas and C. P. Pappis, “Environmental principles applicable to supply chains
design and operation,” J. of Cleaner Production 14(18), 1593-1602 (2006).
V. G. Shi, Koh S. C. L., Baldwin J. and F. Cucchiella, “Natural resource based green
supply chain management,” Supply Chain Management: An International J. 17(1), 54-67
(2012).
T. Velte, A. Velte and R. Elsenpeter, “Overview and Issues,” in Green IT Reduce Your
Information System’s Environmental Impact While Adding to the Bottom Line, pp. 3-9,
McGraw Hill, New York (2008) [doi:10.1036/0071599231].
A. Gilg, S. Barr and N. Ford, “Green consumption or sustainable lifestyles? Identifying
the sustainable consumer,” Futures 37, 481-504 (2005).
K. D. Van Liere, “Environmental Concern: Does It Makes a Difference How It’s
Measured,” Environment and Behavior 13(10), 651-676 (1981).
A. Molla, V. Cooper and S. Pittayachawan, “The Green IT Readiness (G -Readiness) of
Organizations: An Exploratory Analysis of a Construct and Instrument,” Communications of
the Association for Information Syst. 29(1), 67-96 (2011).
T. D. Juwaheer, S. Pudaruth and, M. M. E. Noyaux, “Analyzing the Impact of Green
Marketing Strategies on Consumer Purchasing Patterns in Mauritus,” World J. of
Entrepreneurship Management and Sustainable Dev. 8(1), 36-59 (2012).
E. M. Rogers, “Attributes of Innovations and Their Rate of Adoption,” in Diffusion of
Innovations, 5th Ed., pp. 219-266, Free Press, New York (2003).
V. Choudhury and E. Karahanna, “Relative Advantage of Electronic Channels: A
Multidimensional View,” MIS Quarterly 32(1), 179-200 (2008).
J. D. Oliver, Increasing the Adoption of Environmentally Friendly Products: Who are the
Non-adaptors, and What will Get Them to Buy Green?, Ph.D. dissertations, Business
Administration, Marketing, Univ. Rhode Island, United States of America (2007).
G. Roach, “Consumer perceptions of mobile phone marketing: a direct marketing
innovation,” Direct Marketing: an International J. 3(2), 124-138 (2009).
V. Venkatesh, M. G. Morris, F. D. Davis and G. B. Davis, “User Acceptance of
Information Technology: Toward a Unified View,” MIS Quarterly 27, 425-478 (2003).
S. A. Brown and V. Venkatesh, “Model of Adoption of Technology in Households: A
Baseline Model Test and Extension Incorporating Household Life Cycle,” MIS Quarterly
29(3), 399-426 (2005).
V. Venkatesh and S. A. Brown, “A Longitudinal Investigation of Personal Computer in
Homes: Adoption Determinants and Emerging Challenges,” MIS Quarterly 25(1), 71-102
(2001).
S. Taylor and P. A. Todd, “Understanding Information Technology Usage: A Test of
Competing Models,” Inf. Syst. Res. 6(2), 144-176 (1995).
K. Bandyopadhyay and K. A. Fraccastoro, “The Effect of Culture on User Acceptance of
Information Technology,” Communications of the Association for Information Syst. 19, 522543 (2007).
U. P. T. Maldonado, G. F. Khan, J. Moon and J. J. Rho, “E-learning Motivation and
Educational Portal Acceptance in Developing Countries,” Online Information Review 35(1),
66-85 (2011).
V. Venkatesh, J. Y. L. Thong and X. Xu, “Consumer Acceptance and Use of Information
Technology: Extending the Unified Theory of Acceptance and Use of Technology,” MIS
Quarterly 36(1), 157-178 (2012).
T. Velte, A. Velte and R. Elsenpeter, “Recycling,” in Green IT Reduce Your Information
System’s Environmental Impact While Adding to the Bottom Line, pp. 138-139, McGraw Hill,
New York (2008) [doi:10.1036/0071599231].
395

A Conceptual Framework for Individual Green Information Technology ….

22.

23.
24.
25.
26.

27.

28.
29.
30.
31.

32.

33.

34.
35.
36.

37.

38.
39.

K. Y. Chan, M. Gong, Y. Xu and J. Y. L. Thong, “Examining User Acceptance of SMS:
An Empirical Study in China and Hong Kong,” Suzhou, China Proc. PACIS 2008, Paper 294
(2008).
W. B. Dodds, K. B. Monroe and D. Grewal, “Effects of Price, Brand, and Store
Information on Buyers,” J. of Marketing Res. 28(3), 307-319 (1991).
V. A. Zeithaml, “Consumer Perceptions of Price, Quality, and Value: A Means–End
Model and Synthesis of Evidence,” J. of Marketing 52(3), 2-22 (1988).
E. M. Rogers, “Consequences of Innovations,” in Diffusion of Innovations, 5th Ed., pp.
436-471, Free Press, New York (2003).
Y.-T. Wang, L.-L. Wu, H.-C. Chen and M.-Y. Yeh, “Interactivity of Social Media and
Online Consumer Behavior: the Moderating Effects of Opinion Leadership,” Orlando,
Florida, USA, Proc. ICIS 2012, 1-20 (2012).
Y.-T. Wang, L.-L. Wu, H.-C. Chen and M.-Y. Yeh, “The Impact of Interactivity on
Involvement and Social Presence: The Moderating Effects of Opinion Leadership,”
HoChiMinh city, Vietnam, Proc. PACIS 2012, Paper 131 (2012).
J. Pickett-Baker and J. D. Ozaki, “Pro-Environmental Products: Marketing Influence on
Consumer Purchase Decision,” J. of Consumer Marketing 25(5), 281-293 (2008).
Forbes.com, The World Most Powerful People, Retrieved July 17, 2014, from
http://www.forbes.com/powerful-people/list.
J. A. Roberts, “Green Consumers in the 1990s: and Implications for Advertising,” J. of
Bus. Res. 36, 217-231 (1996).
Y. Tsarenko, C. Ferraro, S. Sands and C. McLeod, “Environmentally conscious
consumption: The role of retailers and peers as external influences” J. of Retailing and
Consumer Services 20, 302-310 (2013).
Y. Kim and S.M. Choi, “Antecedents of Green Purchase Behavior: An Examination of
Collectivism, Environmental Concern, and PCE,” Advances in Consumer Res. 32(1), 592-599
(2005).
A. P. Minton and R. L. Rose, “The Effects of Environmental Concern on
Environmentally Friendly Consumer Behavior: An Exploratory Study,” J. of Bus. Res. 40,
37–48 (1997).
M. E. Porter, “How Competitive Forces Shape Strategy,” in Harvard Business Review,
pp. 34-50, Harvard Business Publishing, Massachusetts (1979).
R. E. Freeman, “Managing in Turbulent Times,” in Strategic Management: A
Stakeholder Approach, pp. 1-30, Cambridge University Press, New York (2010).
N.-J. Chang and C.-M. Fong, “Green product quality, green corporate image, green
customer satisfaction, and green customer loyalty,” African J. of Bus. Management 4(13),
2836-2844 (2010).
P. Kotler, D. Hessekiel and N. R. Lee, “Socially Responsible Business Practices:
Changing How You Conduct Business to Achieve Social Outcome,” in Good Works!:
Marketing and Corporate Initiatives that Build a Better World… and the Bottom Line, pp. 177
-196. Wiley, New Jersey, (2012).
R. Yazdanifard and I. E. Mercy, “The Impact of Green Marketing on Customer
Satisfaction and Environmental safety,” Proc.of CSIT 5, 637-641(2011).
K. Peattie and A. Crane, “Green marketing: Legend, Myth, Farce or Prophesy?,”
Qualitative Market Res. 8(4), 357-370 (2005).
Pakavalit Kurkoon is a Ph.D. student of the business administration faculty at the
Rajamangala University of Technology Thanyaburi (RMUTT), Thailand. He received his BS
degrees in information technology and MS degrees in management of information system
from the RMUTT in 2009 and 2011. This is his first paper. His current research interests
include environmental impact, business management, information systems, social science, and
computer viruses.
.......................................................................................................................
396

