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Abstract 
The purpose of this study is to contribute to the body of knowledge in the area of green product purchase 
intention within the domain of green marketing, where all activities are designed to generate and to facilitate any 
exchanges intended to satisfy human needs or wants, such that the satisfaction of these needs or wants occurs, 
with minimal detrimental impact on the natural environment. Therefore, this study intends to identify the 
influence of media exposure, on purchase intention of lead-free electronic products (green electronics) amongst 
lecturers. Through a self-administered questionnaire among 170 lecturers, from USM main campus and USM 
engineering campus the study found some revealing insights. Through the results of this study, media exposure 
had a significant positive influence on lecturers’ purchase intention. The theory of planned behavior Azjen (1985) 
supported the findings of this study for media exposure and purchase intention, which is related to the motivation 
part of the theory which includes information about a behavior, resulting in motivation to perform a certain 
behavior. 
Keywords: Green marketing, Green electronic products, Lecturers, Media exposure, Purchase intention, Theory 
of planned behavior 
1. Introduction 
Green or environmental marketing is defined by Polonsky (1994) as all activities that are 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 minimal detrimental impact on the natural environment. Therefore, this study sheds some 
light on the problem of the pollution by revealing the dark side of high technology, polluted drinking water, 
waste discharges that harm fish and wildlife, high rates of miscarriages, birth defects, and cancer clusters in 
another word it has a direct impact on the environment and an indirect impact on the consumer via drinking 
water (Napp, 1995). The dark side of high technology is caused by the use of vast amounts of hazardous 
materials in the high-tech industry in fueling its global expansion of the rapidly changing product lines which is 
significantly depleting natural resources. Therefore, society is becoming more concerned with the natural 
environment and businesses have a begun to modify their behavior in an attempt to address society's new 
concerns Cannis (2001). According to Ottman (1993) it appears that all types of consumers both individual and 
industrial are becoming more concerned and aware about the natural environment. 
Polls consistently show that a large majority of U. S. citizens have shown that saving the environment is a high 
priority to most American citizens, with public concern growing faster than any other issue (Schwartz & Miller, 
1991). In a 1992 study of 16 countries, more than 50% of consumers in each country indicated they were 
concerned about the environment. However, this study intends to identify a part of the problem of pollution, 
which is caused by the disposal of high-tech electronic products at the end of the products life cycle. In Malaysia, 
the electronic industry accounts for around 60% of the country's manufacturing exports and is the leading 
industrial sector in terms of investment, industrial output and employment. Major export products were electrical 
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& electronic products with a total value of US$ 69.9 billion, representing 49.6% of Malaysia’s global export.  
In terms of products, Malaysia’s main imports were electrical & electronic amounted to US$ 51 billion 
representing 44.5% of Malaysia’s global import. Although Malaysia is a major exporter of electrical and 
electronic products, at the same time Malaysia imports electric and electronic products into the country. The 
typical electronic product may contain more than 1,000 different substances, some of which are potentially 
hazardous to the environment and to human health. Therefore, if old equipment is not properly recycled, these 
substances could seep into air, soil, and water, and have a direct polluting impact on the environment and an 
indirect polluting impact on humans caused by the accumulation of hazardous substances in lakes and rivers. 
(Malaysia’s Global Trade accessed on-line http://www.koima.or.kr/jiran/korea/magazine, May.2006).  
Hatija (2003) Research Officer Consumers Association of Penang, stated in PCBs symposium in Malaysia, “Given 
the many applications of PCBs (Polychlorinated biphenyl) in industries it is likely that products and equipment 
that contained PCBs would be disposed off as regular garbage. This is because there has not been much concern 
given to the disposal of hazardous household waste such as electrical equipment or products which are likely to 
contain PCBs in Malaysia”. PCBs are made up of more than 200 related compounds these manufactured 
substances exhibits many ideal characteristics such as fire resistance, high stability. They also do not conduct 
electricity and have low volatility at normal temperature. These and other properties have made them desirable 
components in a wide range of industrial and consumer products. These same properties make the PCBs 
environmentally hazardous- especially their extreme resistance to chemical and biological breakdown by natural 
process in the environment. Due to their stability, PCBs have a high potential for bioaccumulation it is able to 
accumulate in aquatic environments such as lakes and rivers. As early as 1985 tests conducted on shellfish 
collected from sea bed around Penang island showed PCBs content to be in the range of 400 - 600 ppb. The amount 
of PCBs detected exceeded the permitted level set by the Food and Drug Authority (FDA) of 300 ppb. In 1992, 
tests conducted on 25 rivers in Peninsular Malaysia for PCBs residue showed that the amount was higher in the 
rivers that flow through industrial or densely populated area.  The amount of PCBs detected was found to be in the 
range of 2.1 - 0.9 milligram per liter. This exceeds the level in the Proposed Interim National Quality Standards for 
Malaysia, which sets a standard of 0.044 milligram per liter of PCBs in effluents (Hatija, 2003).  
Therefore, according to Said, Ahmadun, Paim and Masud, (2003) environmental problems are related directly or 
indirectly to the patterns of production by industries, consumption and behavior of the consumers. Hence, this 
study intends to explore the influence of media exposure on lecturers’ purchase intention of electronic green 
products. Lecturers are considered relatively heavy users of electronic products; therefore, their intention to 
purchase green electronic products is the focus of the study. University lecturers will be chosen from five main 
perspectives; Firstly, from an economic perspective according to Noor and Ainin (2005), university lecturers have 
the purchasing power which means they can afford to purchase high-tech computers and electronics for personal 
use and in utilizing research grant budget to purchase electronic equipment. Secondly, from a social perspective 
university lecturers are considered heavy users of computers and electronic products Majid (1999), either for their 
personal use or for teaching, involvement in research grants and consultancy. Thirdly, from professional 
perspective university lecturers have the need for add-on peripherals such as a printer, modem, or storage system, 
which works in conjunction with a computer Sam, et al. (2005). Fourthly, from a political perspective university 
lecturers are aware of government rules and regulations which can influence their use of green electronics. Finally , 
while environmental issues are not well known by the general public, university lecturers are considered opinion 
leaders  and the more opinion leaders are valued and respected, the more likely an innovation is to spread ( Perner,  
2006). 
2. Literature Review 
2.1 Behavioral Intention  
Behavioral intention has been defined by Azjen (2002) as human actions that are  guided by three kinds of 
considerations; beliefs about the likely outcomes of the behavior and the evaluation of these 
outcomes( behavioral beliefs), beliefs about the normative expectations of others and motivation to comply with 
these expectations (normative beliefs), and beliefs about the presence of factors that may facilitate or impede 
performance of the behavior and the perceived power of these factors( control beliefs). As a general rule, the 
more favorable the attitude and subjective norm, and the greater the perceived control, the stronger should be the 
persons’ intention to perform the behavior in question. As for consumers’ purchase decision, Kotler and 
Armstrong (2001) argued that, in the evaluation stage, the consumer ranks brands and forms purchase intentions. 
Generally, the consumer’s purchase decision will be to buy the most preferred brand. However, two factors can 
come between purchase intention and purchase decision the first factor is the attitude of others and the second 
factor is unexpected situational factors for example; the consumer may form a purchase intention based on 
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factors such as expected income, expected price, and expected product benefits. In addition, Miller (2005) 
identifies behavioral intention as a function of both attitudes toward a behavior and subjective norms toward that 
behavior, which has been found to predict actual behavior. Hence, this study conceptualized purchase intention 
as a person’s plan to engage in some action within a specified period of time and the probability that he or she 
will perform a behavior. Therefore, this study intends to investigate the influence of media exposure on lecturers 
purchase intention of lead-free electronic products. 
2.2 Media Exposure  
Most researchers agree that media have played a major role in the widespread dissemination of environmental 
concern (Lowe & Rudig, 1987; Mitchell, 1990; Lowe & Morrison, 1984). The amount and type of media 
coverage of environmental disasters and conflicts has helped transform many specific problems into a major 
public issue. Hence, Mazis and Raymond (1997) argued that advertisers use a variety of media to communicate 
product benefits to a target audience. For example, television commercials may be used for product 
demonstrations, print advertisements may be used to communicate information that is more detailed and to 
establish a brand image, and product packaging may be used to attract consumers at the point of sale (Belch & 
Belch 1995). The uses of these media are often coordinated into a single integrated communications campaign 
However, Schultz and Lauterborul (1993) defined media exposure as any opportunity for a reader, viewer, or 
listener to see or hear an advertising message in a particular media vehicle. Media exposure is an important 
driver of the innovation diffusion and has a significant impact on innovators (Bass 1969). Media exposure’s most 
powerful effect on diffusion is that it spreads knowledge of innovations to a large audience rapidly (Rogers 
2003). According to DeFleur, Melvin, and Everett Dennis (1998), no one disputes the fact that media can help 
alter behavior and beliefs. What is important to keep in mind, however, is that most of those effects are small and, 
if truly effective, accumulative. In other words, tiny bits of information add up. Repetition of a message, its 
consistency over time, and apparent corroboration can help shift public opinion over the long-term. This process 
has helped change attitudes and behavior in a variety of contexts, some for the better, and some for the worse. 
Based on the foregoing literature, it can be argued that media exposure is an important predictor of purchase 
intention. Hence, on the following hypothesis was developed: 
H1. Media exposure has a significant positive influence on the consumer’s purchase intentions. 
3. Methodology 
3.1 Sample 
The population for this study consists of full time university lecturers from University Sains Malaysia which has 
been considered the second oldest university and has emerged as the country’s largest universities in terms of 
academic programs, student enrollment, and infrastructure. Respondents will be full time university lecturers 
from the university’s main campus and from the university’s engineering campus, based on academic staff 
statistics obtained from the University chancellery on January (2007) there are 898 full time university academic 
staff working on main and engineering campus. Therefore, by using the stratified proportionate sampling method 
a list of names of lecturers working in each school was obtained either from the university directory book or 
from USM website and once the population has been stratified into 25 major schools, 20% of the total number of 
academic staff working in each school will be drawn. Therefore, the target number of questionnaires need to be 
collected is 179. However, 175 were returned, 4 questionnaires were not returned and 5 were rejected due to 
incompleteness and were unusable. Hence, 170 completed sets will be used for the data analysis in this study 
there by giving a total of 95%. 
University lecturers were chosen from five main perspectives; Firstly, from an economic perspective according 
to Noor and Ainin (2005), university lecturers have the purchasing power which means they can afford to 
purchase high-tech computers and electronics for personal use and in utilizing research grant budget to purchase 
electronic equipment. Secondly, from a social perspective university lecturers are considered heavy users of 
computers and electronic products Majid (1999), either for their personal use or for teaching, involvement in 
research grants and consultancy. Hence, according to Hoe (2006) all academics of Universiti Kuala Lumpur 
Institute InfoTech MARA (UniKL IIM) are required to use the e-learning portal in their teaching activities, it is 
compulsory for Lecturers, Assistant Lecturers and Instructors to use at least 60 percent of the features available 
in the portal and upload at least 50 percent of the lecture notes to the portal. The usage of the portal contributes 
10 percent to individual achievement in the annual performance evaluation. 
Thirdly, from professional perspective university lecturers have the need for add-on peripherals such as a printer, 
modem, or storage system, which works in conjunction with a computer Sam, et al. (2005). In addition, for 
example university lecturers in University Sains Malaysia are all given one desktop personal computer, apart 
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from desktop PC given by the University; some lecturers have their own notebooks bought using their own 
pocket money or grants. However, since the life-cycle of electronic products is short, according to information 
obtained from the School of Computer and Communication, USM, (2007) computers given to lecturers will be 
changed when the technology is already backward as compared to current trend, hence, every 3 to 5 years; new 
computers are supplied to lecturers. Fourthly, from a political perspective university lecturers are aware of 
government rules and regulations which can influence their use of green electronics. Finally, while  
environmental issues are not well known by the general public, university lecturers are considered opinion 
leaders and the more opinion leaders are valued and respected, the more likely an innovation is to spread (Lars 
Perner, http://www.LarsPerner.com (accessed online 2006). 
3.2 Measurement of variables  
Independent variable- media exposure: In this study media exposure is conceptualized as the type and frequency 
of media coverage on environmental issues that help shape consumer’s beliefs. Wray (2005) measured media 
exposure using 10 items using media type–exposure questions, and dose-exposure questions. Therefore, the 
measurements for this variable will be adapted from Wray (2005) using eight items. Individuals will be asked 
whether they have been exposed to any advertisements through television, radio, newspapers and billboards, if 
the answer is yes individuals would be then asked how many times they have been exposed to that type. For 
example; in the last 3 months, do you remember seeing any newspaper articles talking about environmental 
issues? If the answer is yes, then the individual will be asked how many times 1-5 times, 6-10 times 11-15, more 
than 15 times.  
Dependent variable-Purchase intention: Azjen (2002) used three statements to measure intention” I intend to …” 
“I will try to” and “I plan to….” However, the measurements for this variable will be adapted from Azjen (2002) 
there will be a slight change in the wording of the statements, so it will be better understood by the respondents 
who in turn, will have to give answers to 3 statements for this variable. The dichotomous scale will be used to 
measure purchase intention. 
4. Results and Findings 
A total of 200 sets of questionnaires were distributed to academic staff working in 25 major schools in 
University Sains Malaysia main campus and engineering campus. The drop and pick technique method was used 
in distributing and collecting the questionnaires. The total of full time university academic staff working on main 
and engineering campus is 898.Therefore, by using the stratified proportionate sampling method a list of names 
of lecturers working in each school was obtained either from the university directory book or from USM website 
and once the population has been stratified into 25 major schools, 20% of the total number of academic staff 
working in each school was drawn. Two hundred questionnaires were distributed, target number of 
questionnaires (sample size) needed to be collected was 179, however, 175 were returned, 4 questionnaires were 
not returned and 5 were rejected due to incompleteness and were unusable. Hence 170 complete sets will be used 
for the data analysis in this study thereby giving a total response rate of 95%. Based on Hair et al., (2006) a 
sample size of 100 is considered sufficient to carry out the analysis. (Table1 Appendix A) shows the response 
rate description and result. 
4.1 Profile of Respondents 
In terms of gender, 39.4% of respondents were females and 60.6% were male respondents, this indicates that the 
majority of respondents were male lecturers. In terms of age, 1.2% of respondents were below the age of 29 
years old, while the majority of respondents 41.2% aged between 40 to 49 years old, followed by 38.2% of 
respondents were between the age of 30 to 39 years old, and the remaining 19.4% of respondents were above 50 
years old. From ethnic back ground perspective, 72.4% of respondents were Malay, 11.2% were Chinese, 8.2% 
were Indians and 8.2% were other races. In terms of professional status, the majority 48.2% were lecturers, 
followed by 33.5% were associate professors, 17.1% were senior lectures and 1.2% were professors. Therefore, 
from the analysis it is apparent that the majority of respondents are in the lecturer category which are young and 
potentially holding more funds for research in future. In terms of years of experience,31.8% of respondents had 
working experience lower than 5 years, 17.6% of respondents had working experience between 5 to 10 years, 
followed by 31.8% of respondents had working experience between 11 to 20 years, and 16.5% of respondents 
had working experience between 21 to 30 years. Lastly, 2.4% of respondents had working experience above 30 
years. From this analysis, it appears that the majority of respondents had medium to high number of years of 
experience; this reflects that during respondents’ years of experience on the job they will be liable to a number of 
research grants which will enable them to purchase electronic products for research purposes. This is supported 
by the following analysis on lecturers’ number of research grants awarded to them during their years of 
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experience. However, in terms of research grants, from the analysis it appears that 81% of respondents have a 
research grant ranging from 1 to 32. This means that lecturers tendency to use computers and other electronics is 
high, this can be shown from the number of research grants awarded to them, which enables them to purchase 
electronics equipment and add on peripherals such as; printer, modem, storage system, which works in 
conjunction with a computer. 
4.2 Sample characteristics- Media Exposure 
Respondents’ exposure levels by type of media ranged from 88.2% exposed to newspaper articles, while 87.1% 
of the respondents were exposed to local news stories and 58.8% of respondents were exposed to radio 
advertisements, finally 57.1% were exposed to billboards. Among respondents reporting exposure to different 
types of media, the median number for newspaper articles was 1-5 times, while the median number for local 
news stories was 1-5, and the median number for radio advertisements was 1-5, and finally the median number 
for billboards is one. 
The results of the analysis indicate that  respondents are exposed to some type of media coverage ranging from 
newspaper articles, news stories, and radio advertisements to billboards, therefore, the type and dose of exposure 
to different media coverage on environmental issues helps shape peoples believes. This finding is in line with 
Lowe and Rudig, (1987); Mitchell,(1990) and Lowe and Morrison, (1984) that the amount and type of media 
coverage of environmental disasters and conflicts has helped transform many specific problems into a major 
public issue. (Table 2 Appendix A) illustrates respondents’ exposure levels and dose of exposure to different 
types of media. The descriptive statistics for this variable is shown in Table 3 (Appendix A). 
4.3 Sample Characteristics- Purchase Intention 
When measuring respondents purchase intention, three questions were asked to measure this construct, in the 
first question respondents were asked whether they intended to purchase a lead-free electronic product in future 
and 98.2 % intended to purchase lead-free electronic products while 1.8% did not intend to purchase lead-free 
electronic products. Respondents were asked in the second question whether they would try to purchase a 
lead-free electronic product in future, and 98.2% replied yes and 1.8% no. Finally, in the third question 
respondents were asked whether they would plan to purchase a lead-free electronic product in future, and 98.2% 
replied yes and 1.8% replied no. The results indicate that the vast majority 98.2% of respondents and in this case 
lecturers expressed positive intentions to try and to plan to purchase an electronic green product in future, and in 
this case lead-free electronic products.  The descriptive statistics for this variable is shown in Table 3 (Appendix 
A). 
4.4 Regression between media exposure and purchase intention 
Table 4 (Appendix A) illustrates the regression between media exposure and purchase intention. Hence, media 
exposure exhibited a significant influence on purchase intention, at �= -.184, t = 2.428, p < 0.05 However, media 
exposure explained 3 percent of the variation with purchase intention (i.e. R2=0.034).  Hence, H1 is supported.  
5. Discussion   
Media exposure is conceptualized as the type and frequency of media coverage on environmental issues that help 
shape consumer’s beliefs. In the current study, measurement for media exposure has been adapted from Wray 
(2005) in the measurement media exposure is measured by frequency and dose of exposure to various media 
types. Although, the findings of this study show that 88.2% of lecturers are all exposed newspaper articles, while 
87.1% of lecturers are exposed to local news stories. In addition, 58.8% of lecturers are exposed to radio 
advertisements, and 57.1% have exposed to billboards. However, dose of exposure is considered rather low, 
among lecturers reporting exposure to different types of media, this can be shown from the findings that 11.2% 
of lecturers are not exposed to newspaper articles on environmental issues, and 52.9% are exposed to 
newspapers articles on environmental issues, 1 to 5 times in a three-month period. However, it seems that 11.8% 
of lecturers have not seen local news stories on environmental issues, while 53.5% have seen local news stories 
on environmental issues 1 to 5 times in a three-month period. In addition, 40.6% of lecturers have not heard 
radio advertisements on environmental issues, while 37.1% hears a radio advertisement only 1 to 5 times in a 
three month period. Finally, 42.4% of lecturers do not remember seeing billboards, and 16.5% of lecturers do 
remember seeing a billboard on the environment 1 to 5 times in a period of three months. The findings indicate 
that although lecturers were exposed to the four types of media, but the level of exposure is low.  
6. Conclusion 
This study has shed some light on the problem of pollution, which is caused by the consumption of high-tech 
electronic products and the disposal of these products at the end of the products life cycle.  Hence, this study 
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investigates the influence of media exposure on purchase intention amongst lecturers because lecturers are 
considered relatively heavy users of electronic products. Due to their profession and technological consumption 
their intention to purchase lead-free electronic products (green electronics) is the focus of the study. However, 
through a survey among lecturers working full time in USM main campus and USM engineering campus the 
study found some revealing insights. In terms of theoretical contribution, the theory of planned behavior (TPB) 
Azjen (1985) supported the findings of this study for media exposure, and purchase intention which is related to 
the motivation part of the theory which includes information about a behavior, leads to motivation to perform a 
behavior. Therefore, from the results of the study media exposure had a significant influence on purchase 
intention. In terms of practical contribution of this study, it is recommended that marketers should constantly 
monitor and evaluate the needs and concerns of university lecturers by taking into account lecturer’s exposure to 
the media. Hence increasing the dose of media will optimize consumer awareness towards environmental 
problems, and hence, influence positive attitudes, as media plays an important role in shaping consumers 
attitudes and their levels of participation in environmental actions and behaviours. Therefore, when catering for 
this segment of consumers the findings of the study should be taken into consideration.  
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Appendix A 
Table 1. Response Rate  

Description Result 
Questionnaires distributed 
Target amont of 
questionnaires 
Questionnaires returned 
Questionnaires un returned 
Un usable Questionnaires 

200 
179 
175 
4 
5 

170 
Response rate 95% 

 
Table 2. Respondents levels of exposure and dose of exposure to types of media 

Type of Media Percent % 
Respondents exposed to newspaper articles 
Median number seen (1-5) 
Respondents exposed to local news stories 
Median number seen (1-5) 
Respondents exposed to radio 
advertisement 
Median number seen (1-5) 
Respondents exposed to Billboards 
Median number seen (1) 
 

88.2% 
 
 

87.1% 
 
 

58.8% 
 
 

57.1% 

Dose of Media Exposure Percent% 

Newspaper articles 
0 ( none)  
1 ( low) 
2 ( medium) 
3 ( high) 
Local news stories 
0 ( none) 
1 ( low) 
2 ( medium) 
3 ( high) 
Radio advertisements 
0 ( none) 
1 ( low) 
2 ( medium) 
3 ( high) 
Billboards 
0 ( none) 
1 ( low) 
2 ( medium) 
3 ( high) 

 
11.2% 
52.9% 
21.8% 
14.2% 

 
11.8% 
53.5% 
24.7% 
10.0% 

 
40.6% 
37.1% 
13.5% 
8.9% 

 
42.4% 
16.5% 
17.1% 
24.1% 

 
Table 3. Descriptive Statistics 

Type of variable Minimum Maximum Mean Std. 
Deviation 

Media exposure 
 
Purchase Intention 

1.00 
 

.00 

 2.00 
 

1.00 

1.7471 
 

.0176 

43598 
 

.13205 
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Table 4. Regression Analysis between Media Exposure and Purchase Intention  

Variables  Beta t-values   Sig. 

Media Exposure .184** 2.428 .016 

R2  =    .034  F= 5.894** Durbin-Watson Statistic =2.133  

  Note: *** p<0.01 and **p<0.05 and *p<.10 

 


