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Abstract 
This study attempts to gain insight about the factors effecting environmental buying behavior. Moreover, this 
study tries to present the findings in the Jordanian Market. It tries to present a vital source of information about 
what works in appealing the Jordanian consumer since the environmental buying behavior among Jordanians is 
still at its preliminary stages. In addition, this study tries study differences between the consumer’s 
characteristics namely: age, educational level and income level and the environmental buying behavior.  

The study sample consisted of 400 respondents. A total of 342 questionnaires were returned. The response rate of 
the survey was 85 %. Multiple Regression and One Way ANOVA and Tukey’s post hock tests were applied to 
verify the research framework. Results showed that both green awareness and green trust have direct impact on 
environmental buying behavior. In addition, statistical differences in environmental buying behavior were found 
due to the education and income levels.  

Keywords: green consumer, environmental buying behavior, green awareness, green trust, demographic factors, 
Jordan 

1. Introduction 
Over the years, consumers’ awareness regarding the environment is being more evident in their buying behavior. 
People are paying more attention to environmental issues which have led to an increased demand for green 
products. Nowadays, environmental issues have become a major concern for consumers who are trying to 
change their perceptions and consumption habits because of their direct effect on the earth’s sustainability (Gul, 
2013). Some of the major touch points concerning sustainability include air and water pollution, population 
growth, global warming, ozone exhaustion, augmented consumption, genetic engineering and loss of species 
variety (Sharma, 2011). Consumers nowadays are more alert about the consequences and results of their 
consumption habits. Researchers have argued that in order to encourage environmental buying behavior, green 
products should be available with sufficient information about the green values of these products and their 
contribution to the environmental sustainability (Mondejar et al., 2011). According to Axsen et al. (2012), green 
products are desired since they provide better quality in terms of health, in addition to their contribution to a 
sustainable future in comparison to non-green products, and this will also add an advantage for consumers who 
are willing to buy green products. 

According to a study conducted by Abu-Elsamen and Al-Dmour (2011), few researchers have identified the 
green marketing practices in Jordan. In addition, green marketing has been studied from the businesses’ side in 
the Jordanian market, and few studies were conducted on the consumers’ side aiming to study the Jordanian 
consumer profile and his environmental buying behavior.  

Previous literature suggested that green marketing should become a part of the businesses’ strategies in order to 
gain a competitive advantage along with the growing environmental consciousness in this decade (Wu and Chen, 
2014). But more thorough research should be conducted as households are increasingly comparing between the 
products’ attributes and the products’ greenness, taking into consideration that their greenness is being an 
essential factor affecting the buying decision (Kumar, 2012). 

In 2012, the World Bank placed Jordan in the ‘Upper Middle Income Group’, indicating that green products can 
be affordable for some households in order to promote healthy habits and improved lifestyle, which gives green 
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products an opportunity to compete in the Jordanian market. 

2. Literature Review 
2.1 Green Marketing 

Many studies have indicated that consumers those days are willing to alter their consumption patterns in order to 
protect the environment (Axsen et al., 2012). Green marketing is now viewed as a holistic strategic management 
practice that fulfills the consumers’ needs and does not have negative impact on the human and natural welfare 
(Sharma, 2011). Kadirov and Varey (2010) defined two major components of green marketing: 1) The usage of 
natural resources that are sustained or renewed. 2) Reduction of pollution and waste of the production and usage 
of the products. Furthermore, Akter (2012) has indicated that businesses should combine green interests when 
developing their marketing strategies. Firms should not only claim to be green or produce green packages, but it 
should also include the green concepts in developing, pricing, promoting, and distributing green products 
(Mohajan, 2011). 

According to Chen (2010), businesses adopt green marketing for the following reasons:  

 Getting the major advantages of green opportunities. 

 Enhancing the firm’s image. 

 Raising the product's value. 

 Enhancing the competitive advantage. 

 Complying with environmental trends.  

The developing countries have witnessed a great amount of environmental problems as water and air pollution 
have begun to pose the major effects of the environment corrosion on public health (Kumar, 2012).  

According to World Health Organization (WHO) the key environmental areas of risk include: water and air 
quality, toxic materials and global environmental change. These environmental aspects directly affect the disease 
and disability rates especially in developing countries. For instance, air pollution, water and waste management 
are major issues affecting the environment in Saudi Arabia (Fanak, 2015). As for World Wide Fund for Nature 
(WWF), water pollution may be the largest challenge in Africa in addition to the population growth. 

Therefore, the pressure of ‘going green’ is alarming governments and citizens in the Middle East region. 
Research indicates that third world countries are just becoming more aware of the environmental problems and 
that governments are stating new laws in order to protect the environment (Saleki et al., 2012). In the light of 
those findings green marketing should be used as a tool for protecting the environment for the future generation 
since it will have a major positive impact on environmental safety. The issue of the environmental protection 
should be brought down to the consumer level since so many environmental problems are associated with human 
consumption and practices (Zagata, 2012). Consumers proclaim that they depend on businesses to drive them to 
act in an ecological manner. A global survey showed that above 60 percent of consumers expect corporations to 
take the leading role in creating environmental awareness (Stanford Review). In addition, consumers should be 
responsible enough to protect the environment and take the lead in buying and consuming green products. 

2.2 Green Consumer 

One known definition for the green consumer is the individual who consciously seeks to minimize the negative 
impact of his actions on nature by trying to minimize resource and energy consumption, use of non-toxic 
substances and reduce of waste production (Hossan, 2013). This green consumer requires products to give 
minimum negative impact to the environment. Wu and Chen (2014) stated that the green consumer is influenced 
by two sets of determinants: external determinants (media, family, culture) and internal determinants 
(demographics, psychological variables). 

The green consumer believes that the current environmental conditions represent serious problems facing the 
sustainability of the planet, whereas the traditional consumer who is less sensible to ecological issues believes 
that those environmental problems will be resolved by themselves (Carrete et al., 2012). 

2.3 Green Awareness 

Some of the factors that affected the emergence of green consumer awareness were: the increasing knowledge 
about environmental problems, media coverage, emergence of NGOs specialized in the green sector, and the 
existence of national and international legislations (Kulshrestha, 2013). 

One of the major factors that affect the green purchase decision is the environmental awareness. As 
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environmental issues are increasing worldwide, consumers’ awareness regarding the green products and their 
usage has incremented as well (Ling, 2013). For instance, in Malaysia some researchers have argued that 
consumers’ awareness regarding green products has not reached the level where those green products are viewed 
as alternatives to the traditional products (Abdul Wahid & Rahbar, 2011).  

Researchers found that green awareness affects green purchase behavior directly (Mei et al., 2012). Kauffman et 
al. (2012) found that governments have a significant role in creating customers’ environmental awareness 
through educating and cultivating environmental concern among the public. Additionally, media is directly 
affecting the environmental awareness by presenting the effects of the environmental problems on mankind (Kim 
& Chung, 2011). Today, firms are putting major efforts to promote green products through building a positive 
image in order to affect the consumers' purchase decision. 

2.4 Green Trust 

Trust is defined as confidence that the other party will act according to one’s expectations (Alsaad et al., 2014). 
Also, from another perspective trust can be seen as the intention to accept vulnerability based on positive 
expectations of the integrity and capability of another one (Lin & Lu, 2010).  

Chen (2010) used the factor “green trust” in his study and referred to it as the consumers’ incentive to have 
confidence in the product upon its’ eco- friendly claims. One of the factors that has a major influence on the 
customer's behavior is customer trust. Previous literature indicated that customer’s trust would increase the 
commitment to buying the product (Li et al., 2011). The definition of the environmental product basically relies 
on confidence as consumers cannot definitely judge if the product is certainly ecological even after their 
consumption (Thompson et al., 2010).  

A study was conducted in 2011 regarding the customers’ trust in green labeling and green branding revealed a 
positive influence on their purchase behavior (Rahbar & Nabsiah, 2011). The study highlighted that businesses 
should try to increase the consumer’s green trust by using credible messages in order to enthuse green purchase 
behavior. 

2.5 Demographic Profile of the Green Consumer 

Substantive studies have been conducted on the characteristics of the green consumer, yet no agreement has been 
reached regarding the exact demographics. 

Many studies have concentrated on demographics since they were found to have an impact on the consumer’s 
actions and attitudes and hence will affect their environmental buying behavior.  

Sidique et al. (2010) tried to explain the effect of the differences in consumer’s demography on the consumer’s 
attitude towards buying eco-friendly products, the variables that had an effect on purchase behavior were gender, 
age, ethnic group, education level, marital status and number of children. 

In Spain, some researchers indicated that buyers who regularly purchase green and organic products are mainly 
young people who are highly educated (Zamora et al., 2013). In Germany, it was found that those consumers 
earn higher income and have higher education (Franzen & Meyer, 2010). In Greece, a study was conducted on 
green purchase and found that age has no effect on buying green products (Tilikidou & Delistavrou, 2012.). 
Additionally, a survey was conducted in Greece on 420 households to study the pro-environmental purchase 
behavior and the study concluded that citizens who adopt pro-environmental behaviors more frequently are 
highly educated people with higher income (Arslan et al., 2012). 

According to Boztepe (2012), a study was conducted in Britain on the demographic variables to determine the 
profile of the green consumer; this study found a negative correlation between age and pro-environment behavior 
and a positive correlation between education in relation to intention and behavior. 

2.5.1 Age 

Many researchers have tried to study the effect of Age on green behavior but there has been a strong debate in 
literature. Some researchers discussed the significant effect of age over environmental buying behavior while 
others found that there is no relationship between age and environmental behavior (Arttachariya, 2012). A study 
conducted in 2011 presented the evolving awareness of old consumers about the green products which was 
reflected in their purchase behavior (Singh, 2011). 

Whereas Akehurst et al. (2012) conducted a study on green behavior and found out that younger people are more 
sensitive to sustainability issues. A similar study highlighted that the consumers who are most likely to purchase 
environmental products are younger in age (Tung et al., 2012). The emphasis on young consumers is logical 
since they represent a new market segment with a major impact on the environment. 
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2.5.2 Education Level  

Researchers have argued that the level of consumers’ education is directly related to purchasing behaviors 
(Kaufmann et al., 2012). The major reason was because the educated consumers are more alert to the 
environmental consequences. Moreover, Sidique et al. (2010) found a positive relation between education and 
environmental behavior. 

2.5.3 Income Level  

Individuals with high income show more environmental concerns and buy more green products (Junaedi, 2012). 
In general, the income level will have an influence on green purchase since the consumers with higher level of 
income will be the ones able to afford the premium price of green products. Additionally, a recent study 
conducted by Boztepe (2012) revealed that consumers from middle income group show green purchase intention 
since they are becoming more aware of the environmental problems and their effect on sustainability. 

2.6 Environmental Buying Behavior 

Nowadays consumers have become more alarmed with their daily purchasing habits and their impact on the 
environment and accordingly became more convinced in buying green products (Kalantari & Asadi, 2010). As 
environmental awareness was on the rise, it had major consequences on consumer green behavior. 

Zhuang et al. (2010) stated that both ecological awareness and knowledge are the utmost important factors in 
affecting the environmental buying behavior. Whereas other researchers indicated that businesses should elevate 
the level of green trust in order to prompt green purchase behavior (Thompson et al., 2010). 

2.7 Jordanian Market Characteristics 

Jordan is an upper middle-income country with a population of 6 million of which 80 percent is considered 
urban, moreover Jordan is considered one of the youngest among upper-middle income countries, the country 
has limited natural resources, limited agricultural land, and water is especially scarce (World Bank Report, 
2012). 

Jordan is facing major restrictions caused by high population growth rate, pollution and lack of water resources 
(Jordan national strategy). All of these limitations force the public to consider their responsibilities towards the 
environment in order to sustain a better future for the generations to come. Jordan should focus on increasing the 
environmental awareness among its population at the level of the individuals and decision-makers alike. The 
First law to protect the environment was stated in 1995 by the Jordanian government, and it entailed resource 
conserving, environmentally-friendly strategies and legislations in all the stages and began to force firms to alter 
their operations and to implement green strategies (Ministry of environment, 2014). 

Jordanian consumers are just at the phase of green initiation. There are few researches available in Jordan 
regarding environmental responsibility or green marketing (Abu-Elsamen & Al-Dmour, 2011), and the green 
market is considered a niche market in Jordan, and even though green products are present in some locations in 
Jordan and specifically in Amman, the trend of green is still new to the Jordanians. Jordanian consumers can be 
categorized as environmentally aware, yet this awareness is not translated into real buying behavior (Alsmadi & 
Alnawas, 2012). At first, foreign firms began to promote environmental products in Jordan. In addition, The 
World Bank (2012) has funded a number of environmental projects in some areas across Jordan. But today some 
stores, restaurants, hotels, and even schools have adopted green strategies in order to promote themselves as 
environmentally-friendly companies (Jordan Environmental Information System, 2013). Major stores are 
offering recycling locations in their sites (Cozmo, 2014). Some banks have provided green loans for both 
households and firms for the purpose of sustainable development and energy saving (Al Ahli Bank, 2014). In 
addition, many environmental awareness campaigns have been conducted by ministries and nongovernmental 
organizations in order to encourage green behaviors. Also according to the National Agenda, there is an effort to 
include environmental education and awareness at all levels of the education system. 

3. Conceptual Framework 
Different prior studies concluded that green awareness has a direct impact on green purchase behavior (Zhuang 
et al., 2010; Kalantari & Asadi, 2010). In addition, green trust was found to have a direct relationship with the 
green behavior (Rahbar & Nabsiah, 2011; Thompson et al., 2010). Demographic variables were also found to 
have a significant impact on the consumers’ pro-environmental buying behavior (Lu et al., 2010) and several 
researchers have tried to measure the effect of demographic variables on green buying behavior (Boztepe, 2012). 
For the present study the following demographic variables were taken into the analysis: age, income and 
education level. 
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Age was investigated by many authors and some of them argued that there is no correlation between age and 
environmental behavior (Arttachariya, 2012), while others argue that young people are likely to be more 
sensitive to green marketing issues (Akehurst et al., 2012). 

Income has been always perceived to have a positive impact on environmental consumer behavior due to the 
general assumption that most green products have higher prices than conventional ones. Many authors took this 
variable into their analyses and found out that consumers with high income showed more tendency to buy 
eco-friendly products (Junaedi, 2012). 

The vast majority of studies that included education level have found a positive relationship with environmental 
consumer behavior (Sidique et al., 2010).  

3.1 Theoretical Framework 

 

Independent Variables                                        Dependent Variable 
 
 
 
 
 
 
 
 
 

 

 

 

 

Figure 1. Research theoretical framework 

 
3.2 Hypotheses Development 

The research aimed to test the following three hypotheses: 

H1: There is no significant relationship between the consumer's green awareness and the environmental buying 
behavior. 

H2: There is no significant relationship between the consumer's green trust and the environmental buying 
behavior. 

H3: There is no difference between “the household’s characteristics such as: “age, educational level and income 
level” and the environmental buying behavior taken separately. 

3.3 Research Population and Sample Size 

The study population was identified as the consumers who regularly buy green products in Amman area and the 
questionnaire method was used. The questionnaires were distributed manually in locations selling green products. 
Green marketing phenomena is still in its infancy stage in the Jordanian Market. However, nowadays it is 
promoted by some environmental consciousness of consumers (Alsmadi & Alnawas, 2012). Basing on similar 
studies, the sample size for this study was determined to be 400 consumers. The non-probabilistic technique used 
was the convenience sampling. The subject of the sample was the consumers who play roles in the buying 
behavior for household products and shop from locations selling green products in addition to people who have 
previous experience with green products.  

A total of 342 questionnaires were returned. The response rate of the survey was 85%, which is close to the 
range of the response rate of similar studies (Aman et al., 2012; Gam et al., 2010). 

 

Environmental Buying 

Behavior 

Demographic 

Variables 

-Age 

-Education 

-Income 

Green Trust 

Green Awareness 
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3.4 Findings of the Hypotheses 

The sample characteristics according to the different demographic variables starting with the age, most of the 
sample respondents’ age was between 35-44 years as its percent was 30.1 percent followed by 27.2 percent to the 
group age between 18-24 then by 17.5 percent to 25-34 years. According to the educational level, the sample 
revealed that the majority are holding a bachelor degree with 48.2 percent and 20.5 percent are holding a post 
graduate degree. The university students were 16.4. And the ones holding diplomas and high school degrees 
were 13.7 and .6 percent respectively. Additionally, the distribution of the results according to the monthly 
income level for the respondents indicated that the highest group were people who earn 1000-1499 JD with 39.2 
percent followed by consumers earning 1500-1999 JD with a percentage of 36.  

To test the hypothesis, Multiple Regression and One Way Analysis of Variance and Tukey’s post hock tests were 
conducted and the results are showed as following. 
 
Table 1. Coefficients 

Model 

Unstandardized Coefficients Standardized Coefficients

T Sig.

Results 

B Std. Error Beta 

(Constant) -.088 .139  -.620 .532  

Green Awareness .228 .065 .243 3.655 .000 Reject the null hypothesis 

Green Trust .165 .069 .163 2.543 .011 Reject the null hypothesis 

 
3.4.1 First Hypothesis 

There is no significant relationship between the consumer’s green awareness and the environmental buying 
behavior. 

The multiple regression was used to test the first hypothesis. Table 1 showed the estimation of beta for green 
awareness which is equal to .228. Table 1 also illustrated the analysis of coefficients and presented the value of 
significance for green awareness which was equal to .000. The value is below .05. Consequently, the researchers 
rejected the null hypothesis and accepted the alternative hypothesis which means that a significant relationship 
exists between the consumer’s green awareness and the environmental buying behavior. 

3.4.2 Second Hypothesis 

There is no significant relationship between the consumer's green trust and the environmental buying behavior. 

The multiple regression was also used to test the second hypothesis. Table 1 showed the estimation of beta for 
green trust which is equal to .165. Table 1 also illustrated the analysis of coefficients and presented the value of 
significance for green awareness which was equal to .011. The value is below .05. Consequently, the researchers 
rejected the null hypothesis and accepted the alternative hypothesis which means that a significant relationship 
exists between the consumer's green trust and the environmental buying behavior. 

3.4.3 Third Hypothesis 

There is no difference between “the household’s characteristics such as: “age, educational level and income level” 
and the Environmental Buying Behavior taken separately. 

1). Age  

Table 2 presented the means and standard deviation of the environmental buying behavior according to the 
different age categories. The different groups showed a high tendency to buy green products as all the means 
were somehow high. Table 3 demonstrated if the difference in age affected the environmental buying behavior; 
the values were higher than 0.05 which means that there is no statistical difference between the different age 
groups. 
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Table 2. Means and standard deviation of environmental buying behavior according to age 

Environmental Buying Behavior  Mean Standard Deviation 95% Confidence interval for Mean 

Lower Bound Upper Bound 

 18-24 3.97 0.44 3.89 4.05 

25-34 3.96 0.50 3.79 4.13 

35-44 3.73 0.72 3.57 3.90 

45-54 3.86 0.41 3.67 4.05 

55 and above 3.84 0.75 3.68 4.00 

 
Table 3. One way analysis of variance for the differences in environmental buying behavior according to age 

 Sum of Squares Df Mean Square F Sig. 

Environmental Buying Behavior Between Groups 2.947 4 0.737 2.002 0.094 

Within Groups 124.021 337
0.368 

 

Total 126.968 341  

 

2). Education 

The researchers investigated the differences caused in the environmental buying behavior due to the educational 
levels. Table 4 and 5 showed that statistically there is difference in green purchase behavior according to 
educational levels. 

Table 4 presented the means and it revealed that all categories had a high tendency to buy green products. 
Particularly, University students, holders of bachelors and post graduate degrees have a higher mean than 
diploma degrees. 

Results in table 5 demonstrated that values were significant because it was below 0.05 which means that there is 
a statistical difference in environmental buying behavior according to educational level.  

Table 6 showed that the source of variation in the environmental behavior is between the high school and 
diploma degree holders in one side and the university students and bachelor and post graduate degree holders on 
the other side. 

 

Table 4. Means and standard deviation of environmental buying behavior according to educational level  

Environmental 

Buying Behavior 

 Mean Standard 

Deviation 

95% Confidence interval for Mean 

Lower 

Bound 

Upper 

Bound 

 Diploma 3.24 1.16 2.91 3.58 

University students 4.00 .37 3.92 4.03 

Bachelor 3.97 .47 3.87 4.12 

Post Graduate 3.97 .28 3.90 4.03 

 
Table 5. One way analysis of variance for the differences in environmental buying behavior according to 
educational level 

  Sum of Squares Df Mean Square F Sig. 

Environmental Buying Behavior Between Groups 22.777 4 5.694 18.418 .000 

Within Groups 104.191 337  .309   

Total 126.968 341    
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Table 6. Tukey’s post hock comparisons in the environmental buying behavior according to educational level 

    Diploma 

University 

Students 

Bachelor 

Degree 

Post 

graduate 

Environmental Buying Behavior High School -0.08 -.23* -.19* -..21* 

Diploma  -0.15 -0.11 -0.13 

University Students   0.03 0.02 

Bachelor Degree    -0.02 

 

3). Income 

The researchers examined the differences caused in the environmental buying behavior due to the income levels. 
Table 7 showed that all categories' means are higher than 3.5 which indicates that all have high level of 
environmental buying behavior, the uppermost was found among the income level of 2000JD and above with a 
mean of 4.13. Table 8 demonstrated that there is statistically difference in environmental buying behavior 
according to income level, as all the values are significant below 0.05.  

According to Table 9 the source of difference in the environmental buying behavior was between the consumers 
earning lower level of income in one side and with the consumers earning more than 1000 JDS on the other 
sides. 

 
Table 7. Means and standard deviation of environmental buying behavior according to income level 

Environmental Buying Behavior  Mean Standard Deviation 95% Confidence interval for Mean

Lower 

Bound 

Upper 

Bound 

 Less than 500 JD 4.11 0.36 3.90 4.33 

500- 999 JD 3.74 0.86 3.59 3.90 

1000-1499 JD 3.97 0.39 3.90 4.03 

1500-1999 JD 3.79 0.41 3.68 3.90 

2000 JD and above 4.13 0.19 4.04 4.22 

 
Table 8. One way analysis of variance for the differences in environmental buying behavior according to income 
level 

  Sum of Squares Df Mean Square F Sig. 

Environmental Buying Behavior Between Groups 5.639 4 1.410 3.915 .004 

Within Groups 121.329 337 .360   

Total 126.968 341    

 
Table 9. Tukey’s post hock comparisons in the environmental buying behavior according to income level 

    500- 999 JD 1000-1499 JD 

1500-1999 

JD 

2000 JD and 

above 

Environmental Buying 

Behavior 

Less than 500 JD -0.13 -.42* -.26* -0.17 

500- 999 JD  -0.31 -0.18 -0.05 

1000-1499 JD   0.16 0.26 

1500-1999 JD    0.11 

 
4. Conclusion, Recommendations, and Future Research Suggestions 
The study tries to highlight the effect of green awareness, green trust and demographic characteristics of the 
Jordanian consumers who purchase green products, in order to develop more effective marketing campaigns by 
the marketers.  

The results present a clearer perspective to marketers in order to classify the consumer environmental buying 
behavior for improved segmentation ,targeting and positioning of market. This study provides a number of 
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practical implications for marketers in enhancing consumers’ green behavior. 

The results highlight the relationship between green awareness and green buying behavior. Analysis of the green 
terminology can be valuable to inducing demand for these products and in developing communication strategies 
in emerging markets. Marketers need to emphasize the environmental awareness and knowledge in their actions 
in order to change the consumer purchasing behavior. 

As for green trust, the results of the study offer several managerial implications. First, marketers should reinforce 
the role trust plays in encouraging green behavior. Companies should also focus on offering trustworthy 
information that assists in building trust and enhances the environmental purchase behavior. 

As by knowing the demographics of the market segment, this will create a successful campaign that will have a 
positive impact on the environmental buying behavior. The results there is a statistical difference in 
environmental buying behavior according to educational level; as people get higher educational certificates, they 
tend to buy more green products, and this can be explained that those consumers are more aware of the benefits 
of those products whether their effect to the environment or themselves directly. Moreover, consumers with 
higher income were found to have more tendency to buy green products and this is due to the fact that they can 
afford to spend more in order to buy green products, thus marketers should develop strategies targeting 
consumers obtaining middle to higher levels of income, and marketers should also know where this segment 
exists so they can direct their campaign towards them. 

Some suggestions for future researchers, the model of the study implies the future space for adding new 
demographic variables as occupation, marital status and number of family members to examine their impact on 
the environmental buying behavior, as this will also add a good contribution and will help the managers in 
developing the marketing activities to be more precise in targeting this niche market. Additionally, since the 
Jordanian market behaved differently, a comparative study can be conducted with other markets, while trying to 
understand the differences relying on cultural attitudes. Moreover, this research is based on cross-sectional data 
meaning that it is only able to analyze the purchase behavior pattern of the Jordanian consumer at one point of 
time. For future researches a longitudinal study should be conducted in order to analyze the sequential change in 
the factors affecting environmental buying behavior in the Jordanian market. 
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