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This investigation distinguishes the variables influencing Malaysian 
purchasers' fulfillment towards eco-accommodating items. Four factors in 
particular, value, quality, accessibility and easy to understand are proposed 
to have solid connections with consumer loyalty with regards to Malaysia.  
Numerous investigations have been done on green promoting investigating 
the significance of the point and relationship with the variables of eco-
accommodating items and consumer loyalty. Through fundamental and rich 
data gave by specialists and equipped and experienced analysts, 
organizations have comprehended the significance of eco-accommodating 
items to fulfill clients. The goal of this examination is to investigate the four 
elements or components, towards eco-accommodating items.  A poll was 
dispersed to get the perspectives on the Malaysian clients, how they are 
affected by the variables or components to be fulfilled in utilizing eco-
accommodating items. A quantitative methodology was received for the 
investigation by giving a poll to 250 respondents. Besides, helpful examining 
was utilized to gather information so the picked limit was Kuala Lumpur. 
Discoveries show that shoppers, who had just purchased eco-friendly items 
and the individuals who were fulfilled by these past buys, were happy to 
rehash buys. Inspirational perspectives concerning readiness to address an 
additional cost for green items were likewise related with fulfillment and we 
found additionally that nature of the items, accessibility and ease of use 
towards eco-friendly items were likewise positive. 
 
Keywords: Eco-friendly products, consumer satisfaction, green marketing, 
consumer decision, Malaysia 

 

 

 

 

 
INTRODUCTION 
 
One of the greatest global challenges is to integrate 
environmental sustainability with economic growth and 
welfare by decoupling environmental degradation from 
economic growth and doing more with less. Resource and 

impact decoupling are needed to promote sustainable 
consumption and production patterns for connecting the 
transition towards a greener and more socially inclusive 
global   economy  (UNEP, 2020; Islam et al., 2020). Owing to  



Issues Bus. Manag. Econ.          73 
 
 
 
increase human-induced global warming and climate 
change, the public concern for environmental issues is 
gradually increased over the past decades (Nagaraju and 
Thejaswini, 2014; Hossain et al., 2016; Hossain et al., 2019). 
It has also awakened developing countries to the green 
movement for the preservation of the environment (Mei et 
al., 2012). Moreover, this determination has caused 
developing countries like Malaysia to become more 
conscious of the green movements and activities for the 
conservation of the environment. Eco-friendly products are 
biodegradable, recyclable and compostable which less 
harmful to the environment (Kaufmann et al., 2012). The 
amount of waste sent to landfills and incinerators is 
minimized when the reused products support decreasing 
the necessity of new raw materials since waste can be 
extracted to produce recycled or reused materials or 
products. We can be involved in eco-friendly practices or 
observations by being more sensible and aware of 
consuming resources and possessions (Hagen, 2008). 
Malaysia is one of the earliest countries in the world that 
has seriously considered the environment by enacting the 
Environment Quality Act way back in 1974 (Haron et al., 
2005). Besides the introduction of new legislation to 
protect the environment, the Malaysian government has 
also recently formed a new Ministry of Energy, Green 
Technology and Water to cater to the rising need and 
importance of green technology towards sustainable 
advancement. 

Marketers of eco-friendly products are unable to 
motivate and inspire consumers to purchase their products 
even though the cultivating products  like selling cars have 
recorded satisfactory and acceptable statistics after the 
recession of 2008 (Durif et al., 2010). Eco-friendly behavior 
and attitude are essential aspects to influence and motivate 
consumers’ enthusiasm and satisfaction to spend more on 
environment friendly products. Previous author reported  
Green Products Purchasing Among Malaysian Consumers  
that consumers are satisfied and considered environmental 
factors when buying green products (Mei et al.,  2012). Eco-
friendly consumers can behave more enthusiastically by 
changing the patterns of products they consume in 
purchasing, using and recycling (Haron et al., 2005). Within 
the design, production, packaging, labeling, and 
consumption are the positivity and aim of eco-friendly 
products and consumers’ behavior is also changed towards 
eco-friendly products to lower the effects on the 
environment. To comprehend the factors that inspire 
consumers behavior   companies must study consumers’ 
eco-friendly behaviors. Nowadays the environmental 
impacts of the products consumed by customers have made 
them relatively more responsive and apprehensive about 
the environment. Eco-friendly products have started to be 
surface in people’s buying patterns which has caused 
consumers to become more aware of the environment, 
increasing their demands and preferences to purchase, 
green products. The connection and correlation among 
consumer behavior, marketing, and the environment are 
more   focused   because of   the  increasing attention on and  

 
 
 
 
importance of which are specified and demonstrated by the 
consumers. In the case of environmental aspects, consumer 
attentiveness and approachability are increasing day by day 
even though lay environment-friendly activities have also 
expanded among consumers purchasing behavior. 

Green-marketing activities include manufacturing, 
differentiating, pricing and promoting products and 
services which can satisfy consumer’s environmental needs 
(Yazdanifard and Mercy, 2011). Besides this, Malaysian 
consumers propose that the quality of the eco-friendly 
products, pricing, user-friendly status and availability of the 
products are more effective in enhancing their knowledge 
about green products, keeping them satisfied and more 
interested to consume these products (Akehurst  et al., 
2012). Ecologically conscious consumers are willing to pay 
high prices for such products.  It is interesting to see what 
motivates and satisfies the consumers to purchase eco-
friendly products. The importance of the issues and impacts 
may stem from the fear of accountability process and fines 
and succeeding adverse marketing (Zhour, 1997). In 
Malaysia, the satisfaction towards the ecology and peer 
pressure significantly influences eco-friendly product 
purchasing intention (Mei et al., 2012). Hence, it is 
necessary to identify if Malaysian consumers have the 
intention to purchase eco-friendly products (Nezakati and 
Hosseinpour, 2015). Therefore, the objective of this 
research is to identify and test the comprehensiveness of 
the conceptual model of customer satisfaction development 
concerning the factors of eco-friendly products in Malaysia. 
Various factors of eco-friendly products are examined to 
measure the satisfaction of Malaysian customers. 
 
Literature Review 
 
Eco-friendly Products and Customer Satisfaction 
 
According to Polonsky (1994) states that “green or 
environmentally friendly products consist of all activities 
designed to generate and facilitate any exchanges intended 
to satisfy human needs or wants, such that the satisfaction 
of these needs and wants occurs with a minimal 
detrimental impact on the natural environment”. Green 
marketing is to promote the eco-friendly efforts of the 
company to satisfy its customers. Today, consumers are 
paying more attention to the environmental efforts of 
businesses and support companies that excel with their 
satisfaction.  
 
Price of Eco-friendly Products 
 
Currently, sophisticated technologies are installed to 
produce new products that are for compatibility with eco-
friendly and safe for the environment and civilization while 
dealing with environmental stewardship, overpopulation 
and reducing the natural resources which have a direct 
influence on creating eco-friendly products (Laroche et al., 
2001). An increase in demand and eagerness to pay more 
for eco-friendly  products  is  an  indication that sustains the  



 
 
 
 
development of eco-friendly products in Malaysia. 
According to the market demand, Nowadays, many 
companies are replacing their non-eco-friendly products to 
eco-friendly ones, since consumers are ready to pay for that 
because consumers are ready to pay extra money for that.  
This will support them to create a proper business plan to 
achieve more market segments and to assess their total 
costs to produce eco-friendly products to increase their 
profit along and avoid harmful effects through 
environmental change and global warming (Kianpour et al., 
2012). The crucial stimulation is to influence consumers to 
make decisions that directly depend on the price of eco-
friendly products as an economic factor. Therefore, 
marketers need to investigate important marketing 
variables that can affect the consumer decision-making 
process. Besides the brand name and product features, the 
price is also a significant marketing variable considered by 
marketers. The deviation between the previous price and 
the current price of a product indicates effectiveness and 
therefore, the investigate model will inspire consumers to 
buy the product (Kalwani et al., 1990).  
 
Quality of Eco-friendly Products 
 
As a component and measurement of products, quality is 
examined through the performance of products in diverse 
ways and fields. From the customer’s perspective and 
judgment, a product is measured and categorized for its 
quality. For specific products, quality is associated with 
conformance and classification as the last measurement of 
product quality in a different way (Karnes et al., 1995). As 
an essential measurement of product quality considers the 
usability of products, other measurements of product 
quality emphasize usability or performance. The most 
effective and essential objectives of the manufacturers 
should be improving performance when they are 
developing products to support and meet customer 
satisfaction(Babbar et al., 2002).In an ecologically amicable 
society, purchasers broadly see that it is a reputational and 
present-day method. It prompts critical useful results for 
buyers, for example, professional social notoriety of being 
dependable, important buddy and status glory 
(Griskevicius et al., 2010). Thus, choices to buy green items 
convey Eco-agreeableness of shoppers (mental self-view) 
and display their anxieties for ecological protection to 
consent to social weight (social picture). In this manner, 
they comprehend the advantages of picking "green" and 
firmly impact their purchasing choices of green items to 
become satisfied with their purchased products 
(Griskevicius et al., 2010). Quality always refers to an 
important factor of satisfaction so if the quality of any kind 
of products or services is good, then the price is not so 
important to satisfy a customer. 
 
Availability of Eco-friendly Products 
 
Eco-friendly products must reach a pleasurable level of 
consumption-related   fulfillment      to    satisfy    customers’  
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environmental desires, sustainable expectations and green 
needs (Chen, 2010). Upon controlling different factors like 
gender, age and income, the customers who purchase green 
products and possess pro-social behavior tend to have a 
higher level of life satisfaction. When customers purchase 
expensive and green products, they sacrifice their interest 
in environmental protection to gain long term and 
collective benefits which ultimately results in getting life 
and green satisfaction. If environmentally-conscious 
customers can purchase green as well as environmentally 
friendly products, then they will be more satisfied to save 
the environment and they associate the features and 
benefits of such products with claims made earlier. 
Availability is another crucial factor for more customer 
satisfaction. It is very important for customers that the 
products which they want to be available, only then they 
will be more satisfied (Chen, 2010) 
 
Ease of Usage of Eco-friendly Products 
 
A user-friendly green product is another crucial factor to 
satisfy customers to make the purchase and use the product 
again and again. Products and services which are user-
friendly, easy to use or easy to install and have low-
maintenance Eco-Technology for retail consumers must 
meet satisfactory conditions and standards to be 
developed. As green knowledge develops more extensively, 
the perception of user accessibility and ease has expanded 
from easiness to use to the easiness to continue and install. 
Customer satisfaction is a two-dimensional concept either 
as an outcome or a process (Figure 1) . It further impacts 
their buy choices, empowers them to settle on the correct 
decisions in their buy choices and builds up their readiness 
to pay higher for green items. Therefore, companies that 
show the environmental image of their products as user 
friendly with green packaging have more satisfied 
customers (Yazdanifard and Mercy, 2011). 
 
 
MATERIALS AND METHODS 
 
The phase of research design included the justification of 
paradigm, survey, and method plan and response format of 
sampling techniques. To gather primary data, survey 
research is considered as one of the most important tools 
(Zikmund, 2003). Malhotra, (2008) mentioned several 
types of methods to complete a survey, namely telephone 
interviews, personal interviews, electronic interview and so 
on. A questionnaire was distributed to obtain the views of 
the Malaysian customers, how they are influenced by the 
factors or elements to be satisfied in using eco-friendly 
products. A quantitative approach was adopted for the 
study by giving a questionnaire to 250 respondents 
Furthermore; convenient sampling was used to collect data 
so the chosen boundary was Kuala Lumpur. To design 
effective strategies in the management and marketing field, 
we need better services and product offerings, enhance the 
business   standard   and  find out  a solution for the specific  
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Figure 1:  Theoretical Frameworks with Hypothesized Relationship 
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Figure 1:  Theoretical Frameworks with Hypothesized Relationship 

 
 
 
research problem. Thus, the survey method is the most 
effective means to obtain a response from the objects. This 
study uses to drop off method and further explains it in the 
self-administered questionnaire. Data had been collected 
from the distributed questionnaire reflecting the structural 
nature of the customers who are using eco-friendly 
products and they are represented all over Malaysia based 
on the non-probability convenience sampling method. To 
determine the sample size, researchers have to consider the 
variables of a questionnaire because sample size 
determination has a direct relationship with the number of 
variables.  
 
Data Analysis and Findings 
 
The data were analyzed using SPSS version 17.0. The 
reliability analysis of the five factors price of eco-friendly 
products, availability of eco-friendly products, quality of 
eco-friendly products, ease of use of eco-friendly products 
and customer satisfaction are discussed. Exploratory Factor 
Analysis (EFA) results are discussed for the four factors 
mentioned above except for customer satisfaction. Lastly, 
the hypotheses and the overall model are provided. 
Hypotheses were considered acceptable at a statistical level 
of p equals to or are less than 0.05.  The questions involved 
were background information (5 items), price of the eco-
friendly products (6 items), availability of the eco-friendly 
products (6 items), quality of the eco-friendly products and 
ease use of the eco-friendly products each with six items of 
the independent variable and for the dependent variable of 
customer satisfaction, there were six items. Overall, data in 
the questionnaires were coded with 30 items. Seven 
specific issues need to be addressed when cleaning data. 
They are (1) missing data, (2) unengaged responses, (3) 
outliers, (4) normality, (5) linearity, (6) homoscedasticity 
and (7) multicollinearity. 

Normality is assessed in two main ways: skewness and 
kurtosis. Skewness means that the responses do not fall 

into a normal distribution but are weighted towards one 
end of the scale. Skewness refers to where the data lie. If 
they are heavily weighted towards the right, the skewness 
value is greater than 1, this is called positively skewed. If 
they are towards the left and less than -1, it is negatively 
skewed. If the absolute value of the skewness is less than 2 
on a 5-point scale, then it is fine; otherwise, it is considered 
skewed. Further, all five measures had the absolute value of 
the skewness of less than 2, so they were not considered 
skewed. Their skewness readings were all within one 
standard deviation (SD), namely price -.400 (SD .611), 
availability .468 (SD .731), quality -.643 (SD .741), ease of 
use .455 (SD .551) and customer satisfaction .308 (SD .611). 
Kurtosis denotes the ‘peakedness’ or flatness of the 
distribution of data. Data that are distributed strongly 
around the mean has a small standard deviation and may 
have kurtosis issues. Data that are distantly distributed 
have large standard deviation and may also have kurtosis 
issues. The rule for evaluating whether or not the kurtosis 
is problematic is that if the absolute value of the kurtosis is 
less than 2, then it is fine; otherwise, there would be 
kurtosis issues. Table 1 shows that all measures had a 
kurtosis value of less than 2. The lowest kurtosis value was 
the availability of the eco-friendly products (.173) and the 
highest kurtosis value was the quality of the eco-friendly 
products (1.123). The normality was tested using a 
histogram with a normal curved plot. There was neither 
skewness nor kurtosis; therefore, all constructs were 
normal. 

According to the results, there were slightly more male 
participants (130= 51.4%) than female participants. Female 
participants accounted for 48 percent with 120 female 
respondents. 

The age group of these respondents varied between 24 
years and below to 55 years and more. This descriptive 
frequency is shown in Table 1 below . 

Among the respondents, a higher number of respondents 
were  from  the  age  group of  25-34 years which accounted  
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Table 1. Demographic characteristics of the respondents 
 

Characteristics Group Frequency Valid percent 
Gender Female 120 48 

Male 130 52 
Age below 24 years 34 13.6 

25-34 years 100 40 
35-44 years 90 36 
45-54 years 18 7.2 

above 54 years 8 3.2 
Marital Status Married 123 49.2 

Single 127 50.8 
Annual income Below RM 1000 07 2.8 

RM 1000-2999 90 36 
RM 3000-4999 90 36 

RM 5000 and above 63 25.2 
Profession Self-employed 44 17.6 

Retired 2 0.8 
Private sector 61 24.4 

House Wife 53 21.2 
Government Sector 69 27.6 

Student 21 8.0 

 
 
 
for 45.7 percent of the respondents followed by the age 
group of 35-44 years that has a response rate of 33.7 
percent. The respondents among the age group of 24 years 
and below were slightly higher (34=9.7%) than the 
respondents of 45-54 years (30=8.6%). Customers who 
were above 54 years who responded accounted for only 8 
customers with 2.3 percent of the total respondents. Most 
of the respondents were married which accounted for 50.6 
percent.  However, it was a slight increase from the single 
respondents (123=49.4%). These descriptive frequencies 
are shown in table 1  above. The descriptive frequencies of 
the income group of the respondents are shown in table 4.5 
below. Among the respondent’s 36 percent of them earned 
RM1000-2999 and 36 percent of them earned RM3000-
4999. Among the respondents who earned RM5000 and 
above is 25.2 percent while only 2.8 percent of the 
respondents earned below RM1000. Majority of the 
respondents of using eco-friendly products with 
government sectors employed (69=27.6%) following by 
24.4%of the respondents who were working in the private 
sectors using their eco-friendly products in Malaysia while 
21.2% of the respondents as like housewife have been 
using eco-friendly products in Malaysia among the 
respondent’s 17.6% of them self-employed using currently 
the eco-friendly products in Malaysia and only 8.0% of the 
students using eco-friendly products in Malaysia. 
 
Factor Analysis 
 
Factor analysis is mainly a data reduction technique and it 
takes a large set of variables and looks for a way the data 
may be reduced or summarized using a smaller set of 
factors or components below. Kaiser-Meyer-Olkin (KMO) 
Measure of Sampling Adequacy and KMO measure the 
proportion of variance in the variables that might be caused 

by an underlying factor. The basic guidelines for KMO value 
are: less than 0.5 is considered poor, between 0.5 and 0.6 is 
considered average, between 0.6 and 0.7 is considered 
acceptable, between 0.7 and 0.8 is considered good, more 
than 0.8 is considered excellent 
 
Bartlett’s Test of Sphericity 
 
Bartlett’s test whether the correlation matrix is an identity 
matrix (the values are 1, and the off-diagonal values are 0). 
The identity matrix can be ruled out if the p-value of the 
test is less than 0.005. 
Table 2 shows the KMO value is .910 which is an excellent 
result as it exceeds 0.8. The result indicates that there is no 
high correlation or coefficient among the items and also 
suggest conducting an EFA. 
 
Total Variance explanation 
 
Table 3 variance attributes to each other factors and the 
cumulative variance of the factor. This table shows the 
result of the total variance explained. Five factors are 
extracted. These factors are explained the 81.023 percent of 
the total variance. The first factor explains the 27.405 
percent of the variance. The second factor provided 25.085 
percent of the total variance. Next, the third factor got 
13.546 percent of the total variance. The fourth factor 
scored 8.365 percent and finally, the fifth factor scored 
6.622 percent of the total variance. 

After the rotation, the first factor accounted for 18.651 
percent of the variance, the second factor provided 17.093 
percent of the total variance, and the third factor gave 
16.591 percent of the total variance, the fourth factor got 
15.521 percent of the total variance and the fifth factor got 
13.168 percent of the total.  
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Table 2. KMO and Bartlett’s Test 
 

Kaiser-Meyer-OlkinMeasuer of sampling Adequacy. .910 
Bartlett’s Test of Sphericity Approx.Chi-Squire (χ2) 4387.155 

Df 120 
Sig. .000 

 
 
Table 3. Analysis of total variance 
 
Component Initial Eigen values Extraction Sums of Squared 

Loadings 
Rotation Sums of Squared Loadings 

Total 
 

% of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative % 

 1 4.385 27.405 27.405 4.385 27.405 27.405 2.984 18.651 18.651 
2 4.014 25.085 52.490 4.014 25.085 52.490 2.735 17.093 35.744 
3 2.167 13.546 66.036 2.167 13.546 66.036 2.655 16.591 52.335 
4 1.338 8.365 74.401 1.338 8.365 74.401 2.483 15.521 67.856 
5 1.060 6.622 81.023 1.060 6.622 81.023 2.107 13.168 81.023 

 
 
 
Rotated Component Matrix 
 
The Rotated component matrix shows the meaning of full 
factor rotation (Table 4). When more than one factor is 
extracted, the factors loading would need to be rotated so 
that the factors structure can be explained meaningfully. 
Since each factor needs to be unique and distinct, after 
several running of the factor analysis the rotated 
components matrix (Table 4) shows the ultimate 
demonstration of items associated with the respective 
factors where some of the items are excluded because of 
the cross-loading. 

The price of the eco-friendly products (EPP) had six 
items with an averaging loading of .820 which was above 
the threshold of .70, and Item EPP6 had a minimum loading 
of .612 which was above .50 and was thus acceptable. The 
Cronbach’s alpha was .921 which showed excellent 
reliability. Factor 2: Quality of the eco-friendly products had 
six items with an average loading of .708 and Item EPQ5 
had minimum loading of .605 which was acceptable. The 
Cronbach’s alpha was .900 which also showed very good 
reliability. Factor 3: Eco-friendly product availability (EPA) 
had six items with an average loading of .702 and the 
minimum loading was only .582. The Cronbach’s alpha was 
.771 which was acceptable and was above the minimum 
acceptable level of .700. Factor 4: Ease use of the eco-
friendly product (EPU) had six items with an average 
loading of .755 and the lowest Item EPU4 was .660; they 
were both acceptable. The Cronbach’s alpha was .808 which 
was considered good. Factor 5: Customer satisfaction (CS) 
had six items with an average loading of .796 and the 
lowest Item CS6 had a loading of .712. The Cronbach’s alpha 
was .850 which was considered good. The pattern matrix 
was considered “clean” because there was no cross-loading; 
all the individual items had a loading of above .50. Further, 
the average of the loadings in each of the five factors was 
above .70.  

Table 4 also demonstrates the commonality of the items. 

Item EPP1 had the highest loading of .603 while Item EPA3 
had the lowest loading of .967, followed by Item EPQ4 .385. 
The loadings were above the threshold level of .30. A value 
of .30 and below would have an issue because the items 
might be correlating with one another (correlating with 
other items). Table 3 also portrays given values, the 
percentage of variance explained and Cronbach’s alpha on 
the five factors extracted. Factor 1 had the highest given 
value of 8.135, percentage of variance 38.759 and 
Cronbach’s alpha .921. Factor 5 had the lowest given value 
of 0.745 and a percentage of variance 3.546. The total five 
factors had Cronbach’s alpha of .890 which was considered 
very good and contributed 64.1 percent of cumulative 
variance explained which exceeded the requirement of a 
60.0 percent threshold. However, that should be a non-
significant figure; according to Field (2005), that is 
acceptable because the sample size in this study had a high 
data set of 250 which was more than 200. So, the result 
with this sample size seldom showed a non-significant 
value.  

The total number of items in the scale is 30 items and the 
Cronbach’s Alpha for all 30 items in the scale is .890 and 
this is considered good. The item statistics concerning the 
item’s mean and standard deviation are shown in Table 5.  

The items were measured using a 5 point Likert-scale 
where 1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= 
Agree and 5= Strongly Agree. As such, the mean indicates 
that the majority of the eco-friendly products price (EPP1-
EPP6), eco-friendly products quality (EPQ1-EPQ6) and eco-
friendly product availability (EPA1-EPA6) falls in the range 
of 4 which is strongly agree and the minority of the items 
fall at 3= Neutral. However, the mean of destination brand 
indicates that the majority of the items that the 
respondents had answered fall under 3 or neutral. 
 
Reliability Analysis for each Variable 
 
It  is  important  to  know  and  understand whether there is 
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Table 4. Rotated Component Matrixes 
 

FACTORS EPP EPQ EPA EPU CS TOTAL 
EPP1 .820      
EPP2 .986      
EPP3 .939      
EPP4 .832      
EPP5 .732      
EPP6 .612      
EPQ1  .958     
EPQ2  .723     
EPQ3  .681     
EPQ4  .640     
EPQ5  .639     
EPQ6  .605     
EPA1   .702    
EPA2   .896    
EPA3   .735    
EPA4   .894    
EPA5   .852    
EPA6   .562    
EPU1    .755   
EPU2    .810   
EPU3    .920   
EPU4    .826   
EPU5    .732   
EPU6    .630   
CS1     .796  
CS2     .914  
CS3     .795  
CS4     .712  
CS5     .726  
CS6     .635  
Eigenvalue 8.139 1.769 1.769 1.037 0.745  
Cronbach’s Alpha 0.921 0.900 0.771 0.808 0.850 0.890 
% of Variance Explained 38.759 8.422 8.426 4.936 3.546 64.089 

 
 
 
is internal consistency among the items in the different 
variables. As such, the results of the reliability analysis for 
each of the variables which are shown in table 6  below are 
discussed. 
 
Eco-Friendly Product Price 
 
Eco-friendly product price was measured by the adoption 
of the eco-friendly product price from different studies as 
well as based on some of the attributes of Malaysia. The 
eco-friendly product price variable had 6 items and the 
Cronbach’s Alpha for the scale was.921; this is considered 
acceptable. Hence, the scale used for the variable had 
internal consistency. 
 
Eco-Friendly Product Quality 
 

Eco-friendly product quality construct was also measured 
using the adoption of different scale items from various 
studies to fit the current study. Eco-friendly product quality 
consisted of 6 items and the Cronbach’s Alpha according to 
the reliability test was .900 which is acceptable. Thus, there 
was internal consistency in the eco-friendly product quality 

 scale. 
 
Eco-Friendly Product Availability 
 
Eco-friendly product availability had 6 items to measure its 
scale and the Cronbach’s Alpha was .0.771 which is 
acceptable and it shows the internal consistency of the eco-
friendly product availability measures used in the 
questionnaire. 
 
Eco-Friendly Product Ease of Use 
 
Reliability analysis for eco-friendly product ease of use as 
shown in Table 6 had 06 items that measured the construct 
and the Chronbach’s Alpha is .808 which is acceptable to 
measure the internal consistency of the scale. 
 
Customer Satisfaction 
 
Reliability analysis for customer satisfaction of use as 
shown in table 6 had 6 items that measured the construct 
and the Chronbach’s Alpha was .850 which is acceptable to 
measure the internal consistency of the scale. 
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Table 5. Item wise statement of the purchase behaviour and decision 
 

Items Mean SD 
EPP1 I believe Eco-friendly products are costly 4.151 .740 
EPP2 I prefer to purchase Eco-friendly products even if it is somewhat more expensive. 4.091 .601 
EPP3 I prefer to purchase even if it is costly and  somewhat lower in quality. 4.054 .648 

EPP4 
I would choose Eco-friendly products and Services if the price is the same with non-green 
products 

4.154 .882 

EPP5 I buy Eco-friendly products if they are reasonably priced 4.346 .792 
EPP6 I will buy Eco-friendly products as they are economical and has less consumption of energy. 4.123 .696 

EPQ1 
I prefer to purchase Eco-friendly products and services with better quality and performance 
than conventional products. 

3.897 .857 

EPQ2 I would choose Eco-friendly products and services with good taste or good smell. 4.006 .912 
EPQ3 I will choose Eco-Friendly Products as they have a good quality/performance 3.729 .862 

EPQ4 
I prefer to purchase Eco-Friendly products as they are healthy to consume. 
 

3.831 .841 

EPQ5 I would repurchase Eco-Friendly Products If I find it high in terms of quality. 3.623 .825 

EPQ6 
I appreciate repurchasing Eco-Friendly Products if the performance is better than other 
non-Eco-Friendly products 

4.000 .649 

EPA1 I would choose Eco-Friendly Products if they are convenient in the supermarket. 4.197 .875 
EPA2 I would choose Eco-Friendly Products If I easily find them in the supermarket. 4.003 .644 

EPA3 
I would buy Eco-Friendly Products if I know where the Eco-friendly displays are located in 
the supermarket 

3.923 1.042 

EPA4 
I prefer Eco-Friendly Products if I know where the Eco-Friendly displays are located in the 
supermarket 

4.354 .990 

EPA5 
I appreciate if the demanding Eco-Friendly Products are obtainable in the conventional 
retail store. 

4.171 .801 

Items Mean SD 
EPA6 I appreciate if marketers make Eco-Friendly Products more available in convenient stores. 4.189 .828 
EPU1 I prefer to pay a premium price for Eco-Friendly Products if it is easy to use. 3.689 .932 
EPU2 I would recommend Eco-Friendly Products to my friends/family if it is easy to use. 3.986 1.208 
EPU3 I appreciate Eco-Friendly products if I can operate/ handle it easily. 4.263 .859 
EPU4 I would purchase Eco-Friendly Products if it takes space to carry/keep. 3.260 1.506 
EPU5 I prefer to use Eco-Friendly Products if it takes less time to use/operate. 3.811 .936 
EPU6 I appreciate purchasing Eco-Friendly Products if the maintenance cost is not high. 4.071 .956 
CS1 I am satisfied with most of the eco-friendly products I bought. 3.311 1.186 

CS2 
I would recommend Eco-Friendly Products to my friends/family if I am satisfied with the 
product. 

4.320 1.027 

CS3 I am willing to pay more for Eco-Friendly products if it is satisfying to me. 4.220 .808 
CS4 I would recommend eco-friendly products based on my satisfaction with my experience 3.803 1.029 
CS5 I prefer to repurchase Eco-Friendly Products if it is satisfying. 4.186 .838 
CS6 I appreciate purchasing Eco-Friendly Products if I get positive feedback about the product. 3.860 1.183 

 
 

Table 6. Reliability Statistics for Individual Variables 
 

                                                 Cronbach’s Alpha No. of Items 
Eco-friendly product price 0.921 06 
Eco-friendly product quality 0.900 06 
Eco-friendly product availability 0.771 06 
Eco-friendly product ease of use 0.808 06 
Customer satisfaction 0.850 06 

 
 

Correlation Analysis 
 
Before conducting the mediation analysis, the vicariate 
correlation was done to test the established condition: 

 The independent variable (price) predicts the 
dependent variable customer satisfaction 

 The independent variable (quality) predicts the 
dependent variable customer satisfaction 

 The independent variable (availability) predicts 
the dependent variable customer satisfaction 

 The independent variable (ease of use) predicts the 
dependent variable customer satisfaction.  

Table 7 below shows the result of the Pearson correlation 
test between the price of the eco-friendly products and 
customer satisfaction in Malaysia. The result gathers from 
the   testing   shows    the   existence   of   significance   value  
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Table 7. Correlation between Price and customer loyalty of eco-friendly products 
 

Pearson Correlation Price of eco-friendly products Customer loyalty 
price of the eco-friendly products and customer satisfaction .545** 1 
quality of the eco-friendly products and customer satisfaction .342** 1 
ease use of the eco-friendly products and customer satisfaction .476** 1 
Sig. (2-tailed) .000  
N 250 250 

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

 
 

Table 8. Correlation between Customer Satisfaction and Price, Quality, Availability, and Ease of Use 
 

Variables   EPP EPQ EPA EPU CS 

Eco-friendly product price (EPP) Pearson Correlation 1     
Sig. (2-tailed)      

N 250     
Eco-friendly product quality(EPQ) Pearson Correlation .285** 1    

Sig. (2-tailed) .000     
N 250 250    

Eco-friendly product availability (EPA) Pearson Correlation .169** .345** 1   
Sig. (2-tailed) .000 .000    

N 250 250 250   
Eco-friendly product ease use(EPU) Pearson Correlation .458** .625** .213**   

Sig. (2-tailed) .000 .000 .000   
N 250 250 250 250  

Customer Satisfaction(CS) 
 

Pearson Correlation .545** .342** .476** .425** 1 
Sig. (2-tailed) .000 .000 .000 .000  

N 250 250 250 250 250 
 

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

 
 
 
between the two dimensions where the p-value is smaller 
than the significance value (p=0.000 which <0.05). 
Furthermore, the correlation coefficient between both 
dimensions is r = 0.545 which is a positive correlation but 
indication moderating correlation. The p-value of 0.000 is 
considered significant. This value of significance level 
shows that the price of the eco-friendly products and 
customer satisfaction is associated significantly and 
positively. Thus, the hypothesis (H1) is accepted. 

Table 7 also shows the result of the Pearson correlation 
test between the quality of the eco-friendly products and 
customer satisfaction in Malaysia. The result gathers from 
the testing shows the existence of significance value 
between the two dimensions where the p-value is smaller 
than the significance value (p=0.000 which <0.05). 
Furthermore, the correlation coefficient between both 
dimensions is r = 0.342 which is a positive correlation but 
indication moderating correlation. The p-value of 0.000 is 
considered significant. This value of significance level 
shows that the quality of the eco-friendly products and 
customer satisfaction is associated significantly and 
positively. Thus, the hypothesis (H2) is accepted. Table 7 
also shows the result of the Pearson correlation test 
between the availability of eco-friendly products and 
customer satisfaction in Malaysia. The result gathers from 
the testing shows the existence of significance value 

between the two dimensions where the p-value is smaller 
than the significance value (p=0.000 which <0.05). 
Furthermore, the correlation coefficient between both 
dimensions is r = 0.476 which is a positive correlation but 
indication strong correlation. The p-value of 0.000 is 
considered significant. This value of significance level 
shows that the availability of the eco-friendly products and 
customer satisfaction is associated significantly and 
positively. Thus, the hypothesis (H3) is accepted. Table 7 
also shows the result of the Pearson correlation test 
between ease use of the eco-friendly products and 
customer satisfaction in Malaysia. The result gathers from 
the testing shows the existence of significance value 
between the two dimensions where the p-value is smaller 
than the significance value (p=0.000 which <0.05). 
Furthermore, the correlation coefficient between both 
dimensions is r = 0.425 which is a positive correlation but 
indication moderately correlation. The p-value of 0.000 is 
considered significant. This value of significance level 
shows that ease the use of eco-friendly products and 
customer satisfaction is associated significantly and 
positively. Thus, the hypothesis (H4) is accepted. 

As a conclusion from the result above, customer 
satisfaction was influenced by price, quality, availability 
and ease use of eco-friendly products in Malaysia. Table 8 
shows  the  overall  results of  the  significance values  of  all 
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Table 9. Model summary of Regression Analysis 
 

Model R R Square Adjusted R Square Std. An error of the Estimate 
1 .683a .613 .592 .53510 

 

a. Predictors: (Constant),  
b. Dependent Variable: Customer Satisfaction 

 
 

Table 10. Regression analysis of ANOVA test 
 

Model Sum of Square df Mean Square F Sig. 
1 Regression 42.174 4 10.793 36.695 .000b 

Residual 28.202 95 .286   
Total 70.376 99    

 

a. Predictors: (Constant), PR, AV, QU, EU 
b. Dependent Variable: Customer Satisfaction 

 
 

Table 11. Summary of regression model analysis 
 

Model Independent 
Variables 

Unstandardized 
Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 
1 (Constant) 1.303 .628  2.074 0.003 
 EPP .275 .091 .182 3.012 0.000 
 EPQ .147 .055 .116 2.672 0.002 
 EPA .511 .070 .438 7.269 0.032 
 EPU .133 .064 .112 2.166 0.029 

     

   a. Dependent Variable: CS 

 
 
 
the dimensions in this study for reference.  
 
Regression Analysis of the Coefficient of Determination 
(R2) 
 
All variables are including four independents against the 
dependent variable which is customer satisfaction. Table 9 
shows the (R) correlation of four independent variables 
which are price, quality availability and ease of use of the 
eco-friendly products in Malaysia and value influence the 
dependent variable which customer satisfaction which R = 
683. After inter-correlation R square is generated the 
square of R2 = 0.613. The adjusted R square is 0.592. It 
shows that the amount of four variables can endure 
explaining 59.2 percent of the variance (Adjusted R Square) 
on customer satisfaction. (R Square .683). All the variables 
hold a good correlation to the description of its impact on 
customer satisfaction.  
 
Regression analysis of ANOVA test 
 
A statistic F test is applied to test the equality of the 
variance of two populations. Table 10 shows that the F 
calculated value of 36.695 is significant at 0.000 level which 
stated the linear relationship between the dependent and 
independent variable(s). This means that 36.695 percent of 
variance (R-square) in customer satisfaction is significantly 
represented by four independent variables. Therefore, 

there is an indication that the price, quality availability and 
ease of use impact on enhancing customer satisfaction of 
the eco-friendly products in Malaysia. 
 
Regression Analysis of Coefficient 
 
The regression of coefficient test which is applied to 
examine the coefficient between independent variables and 
dependent variable. The four independent variables 
resulted in 59.7 percent of the variance on the dependent 
variable which is customer satisfaction. 

From Table 11 it is observed that for every unit increase 
in the price of the eco-friendly product, customer 
satisfaction is expected to increase by 0.275 units provided 
the other variables remained unchanged. Similarly, for 
every unit increase in quality of the eco-friendly product, 
customer satisfaction is expected to increase by 0.107 units 
provided the other variables remained unchanged. For 
every unit increase in the availability of the eco-friendly 
product, customer satisfaction is expected to increase by 
0.511 units provided the other variables remained 
unchanged; and for every unit increase in ease use of the 
eco-friendly product, customer satisfaction is expected to 
increase by 0.013 units provided the other variables 
remained unchanged. The p-value of four independent 
variables are respectively 0.003, .000, 0.002 and 0.032 
which is less than 0.05. As a result, it shows that price, 
quality,   availability,   and    ease   of      use  of    eco-friendly 



 
 
 
 
products all are the significant predictors of customer 
satisfaction. 
 
Hypothesis Testing  
 
In interpreting, this result, the most important indicator to 
test the relationship of the variables is the significant level 
(Field, 2013) and  the prediction of the price of the eco-
friendly product, quality of the product, availability of the 
product and use of the eco-friendly products on the 
outcome variable, customer satisfaction. According to the 
results, eco-friendly product price had a positive 
relationship with customer satisfaction where β = .545, t = 
3.012, p<0.05 and the relationship are highly significant as 
p = .000 at 5 percent significant level. The correlation 
coefficient indicates that an increase in one unit of the price 
of the eco-friendly products will increase customer 
satisfaction by 54.5 percent and vice versa. As such, H1 : The 
low price of eco-friendly products has an impact on customer 
satisfaction in Malaysia  is accepted. The result shows that 
quality of the eco-friendly product also had a positive 
relationship with customer satisfaction β = .342, t =2.066, p 
<0.05 and the relationship is highly significant as p = .000 at 
5 percent significant level indicating a significant 
relationship among the variables whereby, an increase in 
destination image has an increase of 39.8 percent in 
destination brand and vice versa.  As such, H2: Quality of 
eco-friendly products affects customer satisfaction in 
Malaysia. is accepted. According to the result of the above 
table, the relationship of availability of the eco-friendly 
product to customer satisfaction is highly significant as p = 
.000, β = .476, t= 7.269at 5 percent significant level.  The 
beta value was positive indicating that there was a positive 
relationship between the availability of eco-friendly 
products and customer satisfaction in Malaysia. An increase 
in the availability of eco-friendly products increases the 
effect of customer satisfaction by 57.6 percent. Thus, 
hypothesis H3: Availability of eco-friendly products affects 
customer satisfaction in Malaysia is accepted. Besides, it also 
shows the case of the use of eco-friendly products had a 
positive relationship with customer satisfaction where β = 
.113, t =2.124, p <0.05 and the relationship is highly 
significant as p = .000 at 5 percent significant level. The 
correlation coefficient indicates that an increase in one unit 
of ease of use of the eco-friendly products will increase 
customer satisfaction by 12 percent and vice versa. As such, 
H4 ;User-friendly eco-products affect customer 
satisfaction in Malaysia  is accepted. 

 

DISCUSION AND CONCLUSION 
 
This study investigated the relationships among product 
price, quality of products, availability, and ease of use of 
eco-friendly products as well as the direct relationship of all 
independent variables with the dependent variable which is 
to customer satisfaction. The results of the analysis show 
that eco-friendly product prices  and  customer  satisfaction  
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had a significantly positive relationship. Furthermore, the 
quality of products and customer satisfaction also had a 
positive and meaningful relationship. Thus, this study 
confirms the importance of product price and quality of 
products when it comes to choosing eco-friendly products. 
The availability of products and customer satisfaction has a 
direct impact. The result of this study helps the destination 
marketing organizations to understand better the positive 
influence availability of the product has on customer 
satisfaction. Thus, our findings confirm more or less 
previous researches and studies have made about the four 
factors like price, quality, availability, and user friendliness 
of the satisfaction of eco-friendly products. This study adds 
new aspects to the current knowledge concerning the 
availability of the product, quality and ease of use as 
important for customer satisfaction from the empirical 
evidence of Malaysia.                                                                                                                                                                                                                                                                                                                                                                                

Further study on durable and non-durable eco-friendly 
products could be paramount with the comparison of 
conventional products which would assist the managers to 
obtain the views of the consumers on these two distinct 
categories of products.                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                
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