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Abstract: The present study identified the influence of green advertising and eco-labels on the 
attitude and environmental awareness of millennials who purchase ecological products in shopping 
centers in Ecuador. The research was quantitative, correlational and with a cross-sectional design. 
A total of 430 millennials participated in the study. A 20-question survey was applied in person 
outside the shopping centers of Quito and Guayaquil - Ecuador. The convergent and discriminant 
validity of the research model was verified using Confirmatory Factor Analysis (CFA) and 
Structural Equation Models (SEM). SPSS 20 and AMOS 24 programs were used for statistical 
analysis. The results show that green advertising influences environmental attitudes (β: 0,245) and 
awareness (β: 0,110) and specifically influences purchasing behaviour (β: 0,154) for green products. 
Although eco-labels do not directly influence purchasing behaviour (β: 0,128), they influence the 
attitudes (β: 0,406) and ecological awareness (β: 0,277) of millennials who buy organic products. 
This article is one of the first studies to identify the relationship between green advertising elements 
and green product purchasing behaviors among millennials in a developing country, concluding 
that marketing strategies based on green advertising and eco-labels have an impact on the attitude 
and environmental awareness of millennials, but only advertising directly affects purchasing 
behaviour while eco-labels do not. This research has social implications since it corroborates that 
millennials are concerned about environmental problems and are willing to contribute to 
sustainability. 

Keywords: green advertising; Eco-labels; environmental attitudes; environmental awareness; green 
purchase intention 

 

1. Introduction 

The increase in consumption of products worldwide has led to the presence of problems such as 
devastation of the environment and generation of waste, leading to global warming currently being 
one of the main causes of concern worldwide [1,2]. The levels of environmental deterioration have 
grown rapidly during the last decades in Latin America, especially in developing countries like 
Ecuador [3,4], to such an extent that public concern about environmental problems and the need to 
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know the influencing factors in purchasing behaviors, aligned with sustainability, have become 
topics of high interest for the academic community and for ecuadorian food producing sector [5,6]. 

The academic literature has used words such as “green consumption”, “adoption of ecological 
or organic products” or “green purchasing” to describe the different purchasing behaviors that are 
aligned with the protection of the environment [2,7]. Green consumption refers to the pro-
environmental attitude and awareness of environmental problems [3]. For Liobikiene and 
Bernatoniene [8], this type of consumption does not focus on decreasing the acquisition of products 
by consumers; its main objective is to reduce the pollution. Over time, several studies agree that 
environmental concern has led consumers to support green consumption actively [2,5,9–11], which 
has increased the need to acquire that type of products. For this reason, today’s companies must 
adapt to the competitive Demands of the contemporary market, and think in a “greener” way [12,13]. 

Marketers continually use promotional strategies to incentivize consumers to pur-chase an 
ecological product [14]. According to Jäger and Weber [15], within ecological contexts, green 
advertising is an indispensable tool to publicize the characteristics and benefits of a product and 
persuade the consumer to purchase a product identified with environmental protections. On the 
other hand, eco-labels have also become a crucial marketing tool because they are widely used to 
provide consumers with knowledge about the ecological aspects of a product [16,17]. Companies 
now employ eco-labels and green advertising as communication techniques to promote the 
purchasing of environmentally friendly goods [18,19]. However, consumers’ desire to purchase 
environmentally identified products is hampered by a lack of credibility and trust in advertising [13]. 
Likewise, consumers’ low acceptance of the term “environmental truth” has created widespread 
skepticism about green advertising and eco-labels, making communication efforts used by 
organizations sometimes go unnoticed [20]. 

Several studies have determined that attitudes and environmental awareness have been 
determining factors within the intentions to purchase green products [20,21]. According to Jaiswal 
and Kant [1], the environmental attitude is defined as a consumer’s positive or negative assessment 
regarding the development of a behavior aligned with environmental protection. On the other hand, 
environmental awareness is a way of thinking that influences consumers to acquire products aligned 
with the protection of natural resources and ecosystems [22,23]. 

Although several authors support that attitudes and environmental awareness are predictive 
factors for green consumption, the literature review allowed evidence of gaps regarding the influence 
of the aforementioned factors on purchasing behaviors. Riskos et al. [17] determined that the gap 
between environmental attitudes and purchasing behavior of organic products is a challenge that 
marketers must address. Malik et al. [24] stated little evidence exists on the link between 
environmental awareness and green purchasing behavior. On the other hand, consumers identified 
with environmental protection are most attracted to the consumption of green products [2,3,5,6]. 
However, the academic literature has not fully determined whether consumers’ attitudes and 
environmental awareness result from green advertising developed by companies or eco-labels on 
products. Given this, Song et al. [25] determined that it is necessary to investigate how eco-labels can 
affect green purchasing behaviors, considering attitude and environmental awareness as mediating 
elements. Whereas, Agarwal and Kumar [26] stated that it is necessary to understand whether green 
advertising promotes environmental awareness of consumers who consume green products.  

As a result, the research problem focuses on the lack of studies that have identified whether 
green advertising and eco-labels motivate consumers to have environmental attitudes and increase 
awareness about the importance of consuming organic products to protect the environment. Given 
this, the research question that this research seeks to answer is: ¿Do green advertising and eco labels 
influence the attitudes and environmental awareness of millennials who purchase organic products? 
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2. Literature review 

2.1. Green purchasing behaviour  

Consumers’ propensity towards purchasing food products with ecological characteristics and 
certifications has increased in recent decades [27]. Therefore, the need to understand the drivers of 
green purchasing behavior (GPB) has become a research topic widely addressed in the scientific field 
[7,20,21,28]. Within the academic field, there has also been a need to know about the factors that 
influence the GPB of millennials [2,11,23,25]. Millennials are considered the largest generation of 
consumers [20,29], and include all people born between 1979 and 2000 [12]. Their attitudes and 
consumption habits are characterized by their inclination towards products identified with the 
environment [6]. Also, environmental awareness concerns are issues that they assume as their 
responsibilities [1]. 

2.2. Environmental attitude  

The environmental attitude (EAT) is an individual’s positive assessment regarding the behavior 
that must be adopted so as not to generate a negative impact within the environment [22]. Given this, 
several studies have determined that consumers with positive attitudes towards organic foods 
believe that buying this product is important and a good option [20,21]. The study by Kumar et al. 
[30] determined that the favorable attitude towards environmental and sustainable products 
mediates the relationship between environmental knowledge and green purchasing. While Jaiswal 
and Kant [1] determined that consumers are stimulated by cognitive factors that directly and 
indirectly influence the predisposition to buy green through the mediating function of attitude.  

Taufique and Vaithianathan [22] determined that environmental attitudes significantly 
influence green purchasing and ecologically conscious consumer behavior. Similarly, recent studies 
have identified a positive relationship between green purchasing attitudes and intentions [2,20]. 
However, for Sharma et al. [16] and S.h Ahmad et al. [31], there is an attitude-behavior gap since 
although consumers have attitudes in favor of the environment, their purchasing behaviors are not 
always aligned towards organic products. Therefore, the gap between EA and GPB of organic 
products is a challenge that must be addressed by marketers [17]. Given the above, the following 
hypothesis is developed. 

Hypothesis 1 (H1). Environmental attitudes influence the purchasing behaviors of millennials who consume 

organic products. 

2.3. Environmental awareness  

Environmental awareness (EAW) is a cognitive construct that influences a person’s concern and 
stimulates their behaviors towards actions aligned with environmental protection [1,22,32]. 
According to Bülbül et al. [33], EAW is made up of two dimensions: (a) the sensitivity dimension that 
refers to the fact that consumers are sensitive to the problems that arise in the environment, and (b) 
the willingness dimension that refers to the predisposition to acquire products identified with 
environmental protection despite the high prices of the products and the low availability.  

Several studies have tested the relationship of EAW with green consumption, such as the case 
of Suárez et al. [34], who analyzed the role of EAW in pro-environmental behaviors and concluded 
that EAW does not always generate personal actions to preserve the environment. Likewise, Shelest 
et al. [35] indicated that EAW is an essential predictor of pro-environmental behaviors. Aliman and 
Astina [36] indicated that EAW motivates people to behave eco-protectively. Recent studies support 
the influence of EAW within behaviors aligned with environmental protection, determining that the 
higher the level of environmental awareness in a person, the level of concern for environmental 
problems increases [37,38] and consequently, this awareness causes individuals to behave 
ecologically and have a predisposition to buy products that do not pollute the environment [39]. 
Although the academic literature has shown that some studies have included EAW within extended 
frameworks that have sought to identify its influence within green purchasing [1,22,37,39,40]; some 
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authors suggest that this relationship must be further investigated, arguing that there is little 
evidence on the link between EAW and GPB [24]. Because of the above, the following hypothesis is 
developed. 
Hypothesis 2 (H2). Environmental awareness influences the purchasing behaviors of millennials who 

consume organic products. 

2.4. Green Advertising 

Green advertising (GAD) refers to the advertising messages used by companies to highlight the 
characteristics of their products concerning environmental protection. According to Nguyen [41], 
GAD emphasizes disseminating attributes and ecological attractions through which a product helps 
preserve the environment. With this, consumers exposed to GAD shape their judgments and 
attitudes favoring the environment, aligning their purchasing behaviors towards products that cause 
the least possible impact on the ecosystem [42,43]. Several studies on green consumption have 
included GAD within their research models, through which they have determined the influence of 
advertising messages on purchasing decisions [41]. Given this, it could be manifested that GAD 
positively relates to consumers’ intentions to buy green products [13,44,45]. However, other authors 
disagree with the above and have determined that GAD generates a negative perception of a brand 
and distrust of the attributes offered by a product [46]. Likewise, Pittman et al. [47] determined that 
the attractiveness of GAD can sometimes be perceived as misleading. The distrust generated by a 
consumer due to green advertising has been conceptualized as “greenwashing” [48].  

The literature review allowed the authors to show the discrepancies regarding the influence of 
GAD within the scope of green consumption. Likewise, the lack of information on the influence of 
GAD within EAT, EAW and GPB on millennials could be noted, considering the above and following 
the recommendation of Agarwal and Kumar [26], who indicated that it is necessary to understand 
whether green advertising promotes environmental awareness among consumers. The following 
hypotheses are proposed.  

Hypothesis 3 (H3). Green advertising influences the environmental attitude of millennials who consume 

organic products. 

Hypothesis 4 (H4). Green advertising influences the environmental awareness of millennials who consume 

organic products. 

Hypothesis 5 (H5). Green advertising directly influences the buying behaviors of millennials who consume 

organic products. 

2.5. Ecolabel 

The eco-label (ECL) is a communication tool companies use to explain to consumers the specific 
characteristics of products concerning environmental protection [41]. According to Panopoulus et al. 
[49], this promotional tool has functioned as a strategic method that organizations use to positively 
influence consumers seeking to purchase products that reduce environmental impact. Recent 
research has determined that conscious consumption depends on consumers’ knowledge of the 
environmental impact of consumption. As a result, ECLs are the main sources of information on the 
ecological characteristics offered by a product [13,17,25,49–51]. Given this, an eco-label has become a 
value proposition that companies offer to consumers [52].  

Although several studies related to green purchasing have determined that ECL influences 
consumers’ intentions to purchase products identified with environmental protection [13,19,49,51], 
the academic literature on green consumption shows a lack of studies that relate ECL with EAT and 
EAW. Given this, Song et al. [25] determined that it is necessary to investigate how ECL affects EAT 
and EAW and consequently influences GPBs. In consideration of the above, the following hypotheses 
are proposed.  

Hypothesis 6 (H6). Eco-labels influence the environmental attitude of millennials who consume organic 

products. 
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Hypothesis 7 (H7). Eco-labels influence the environmental awareness of millennials who consume organic 

products. 

Hypothesis 8 (H8). Eco-labels directly influence the purchasing behaviors of millennials who consume organic 

products. 

2.6. Conceptual model 

After explaining the findings expressed by the academic community regarding the variables 
described above, the research model presented in Figure 1 aims to test the influence of green 
advertising and eco-labels on the attitude and environmental awareness of millennials who purchase 
organic products. 

 

Figure 1. Research hypothesis model. 

3. Materials and Methods 

3.1. Instrument design and data collection  

The research was quantitative-correlational and used a cross-sectional design. A field survey 
was carried out (self-administered written survey), and data collection took place during May 2023, 
for which an in-person survey was applied outside shopping centers in Quito and Guayaquil - 
Ecuador. Through probabilistic sampling, 430 Millennials self-identified as consumers of organic 
products voluntarily participated in the study. As inclusion criteria, only millennials who have 
frequently purchased organic products during the last week were considered, and millennials who 
frequently consume organic products were excluded. 

A panel of two marketing experts and two research experts validated the questionnaires, no 
comments were received from them regarding the survey questions. Then, a pilot test was applied to 
30 millennials to verify the relevance and clarity of the questions. A total of 20 questions were part of 
the survey, extracted from academic articles related to green consumption (See Appendix 1). The 
measurement of the study questions was developed using a five-point Likert scale.  

3.2. Internal consistency of the instrument 

After having applied the surveys of the study, it was necessary to determine the instrument’s 
internal consistency, for which the statistical procedures developed in recent studies on green 
consumption were applied [2,20]. The instrument’s internal consistency was initially tested through 
a Cronbach’s alpha test. The consistency analysis determined that discarding four questions (EAT4, 
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H4 
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H7 
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EAW1, GAD1, ECL2) was necessary, leaving 16 questions for statistical analysis. Then, the 
Cronbach’s alpha test of the instrument was calculated again, and the result was 0.824.  

3.3. Data analysis 

A Confirmatory Factor Analysis (CFA) was performed to measure the convergent and 
discriminant validity of the variables of the hypothesized model. Regarding the convergent validity, 
the factorial loads of the indicator variables were calculated, followed by the Composite Reliability 
(CR) and the Average Variance Extracted (AVE) of the model constructs. For the discriminant 
validity, the Square Root of the AVEs (SRAVE) was compared with the values of the correlations of 
the constructs. Excel and SPSS 24 were used to calculate these values. The acceptance or rejection of 
the hypotheses was determined through the implementation of structural equation models. Multiple 
indices were used to ensure the fit of the model. Such as the relative value of x2 of the degree of 
freedom (x2/gl), the Goodness of Fit Index (GFI), the Comparative Fit Index (CFI), the Tucker-Lewis 
index (TLI), and the Normalized Fit Index (NFI). Finally, the Mean square residue (MSR) and the 
Mean Square Error of Approximation (MSEA) were calculated. AMOS 24 program was used to 
calculate these values. 

4. Results 

4.1. Demographic characteristic of respondents 

The study was conducted in the cities of Quito and Guayaquil (Ecuador). A total of 465 
millennials were invited to the research and 430 decided to be part of the study. Therefore, a 92% 
acceptance rate was obtained. According to Carrión et al. [20] a study sample is acceptable when it 
uses at least 20 surveys for each of the questions posed in the questionnaire, therefore for this study 
at least 400 people surveyed were needed. Table 1 summarizes the demographic characteristics of the 
study participants. 

Table 1. Demographic characteristics of study participants. 

Characteristics Category N % 

City 
Quito 218 51 

Guayaquil 212 49 

Education level 
Postgraduate 155 36 

Undergraduate 275 64 

Millennial cohort 
Older Millennials (35 to 44 years old) 185 43 
Mid Millennials (29 to 34 years old) 130 30 

Younger Millennials (23 to 28 years old) 115 27 

Gender 
Male 247 57 

Female 183 43 
n= 430 

4.2. Estimation of the measurement model 

The hypothesized model, composed of five variables (environmental attitude, environmental 
awareness, green purchasing behavior, green advertising, and ecolabels), was tested using a CFA. It 
was necessary to determine the reliability and convergent validity through values of Cronbach’s 
alpha ≥ 0.70, CR ≥ 0.70, and AVE ≥ 0.50 [2]. When Cronbach’s alpha values exceed ≥ 0.70, CR values 
are ≥ 0.7, and AVE values are ≥ 0.50 and lower than AVE values, convergent validity can be confirmed 
[20]. See Table 2. 
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Table 2. Convergente validity and reliability. 

Variable Item Loading factor Cronbach alpha CR AVE 

Environmental attitude (EAT) 
EAT1 0.955 

0.943 0.948 0,86 EAT2 0.916 
EAT3 0.911 

Environmental awareness (EAW) 
EAW2 0.945 

0.932 0.938 0.835 EAW3 0.871 
EAW4 0.924 

Green purchasing behaviour (GPB) 

GPB1 0.696 

0.857 0.889 0.670 
GPB2 0.911 
GPB3 0.730 
GPB4 0.913 

Green advertising (GAD) 
GAD2 0.906 

0.881 0.894 0.739 GAD3 0.783 
GAD4 0.884 

Eco-labels (ECL) 
ECL1 0.866 

0.825 0.864 0.680 ECL3 0.862 
ECL4 0.739 

Alfa total 0.824 

To determine the discriminant validity, it was necessary to compare the square root of the values 
of AVE of each construct with the correlations of each pair of constructs that were part of the model. 
When the values of the Square Root of AVE (SR AVE) are greater than the correlations between each 
pair of constructs, the discriminant validity is corroborated [20]. See Table 3. 

Table 3. Reliability and validity. 

  F1 F2 F3 F4 F5 SR AVE 

F1 0.860 a     0.927 
F2 0.135** 0.835 a    0.913 
F3 0.238** 0.173** 0.670 a   0.818 
F4 0.220** 0.193** 0.291** 0.739 a  0.859 
F5 0.105* 0.224** 0.137** 0.048* 0.680 a 0.824 

a AVE, ** Correlation is significant at 0.01 (bilateral), * Correlation is significant at 0.05 (bilateral). 
Note: F1: Environmental attitude, F2: Environmental awareness, F3: Green purchasing; F4: Green 

advertising; F5: Ecolabel. F1-F3; F2-F3; F4-F1; F4-F2; F4-F3; F5-F2, and F5-F3 had significant 
correlation at bilateral level 0.01. F5-F1 had a significant correlation at bilateral level 0.05 

After testing the criteria of convergent and discriminant validity of the research model, an SEM 
was developed to determine the acceptance or rejection of the hypotheses. The relationships between 
the five variables in the hypothesized model were examined. 

The results determined by the maximum likelihood estimate showed that the data met the 
goodness of fi t indices: x2 (df) = 132.704 (96); x2/g = 1.382; NFI = 0.978; TLI = 0.992; CFI = 0.944; root 
mean square error of approximation (RMSEA) = 0.030. After examining the relationships between the 
five variables of the hypothesized model, seven hypotheses were accepted, and one was rejected. The 
estimated values obtained through AMOS 24 allowed us to determine that EAT (β = 0.112 p<0,001), 
and EAW (β = 0.124 p<0,005), influence GPB. Likewise, it was determined that GAD influences EAT 
(β = 0.245 p<0,001), also influences EAW (β = 0.110 p<0,001), and also directly influences GPB (β = 
0.154 p<0,001). While ECL influences EAT (β = 0.406 p<0,005), they also influence EAW (β = 0.277 
p<0,001) but do not directly influence GPB (β =0.128 p>0,005). See Table 4 and Figure 2. 
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Table 4. Results of hypotheses testing. 

Hypothesis Relation β p- values Hypothesis 

H1 EAT-GPB 0.112 *** Accepted 
H2 EAW-GPB 0.124 0.039* Accepted 
H3 GAD-EAT 0.245 *** Accepted 
H4 GAD-EAW 0.110 *** Accepted 
H5 GAD-GPB 0.154 *** Accepted 
H6 ECL-EAT 0.406 0.010* Accepted 
H7 ECL-EAW 0.277 *** Accepted 
H8 ECL-GPB 0.128 0.190 Rejected 

 

Figure 2. The figure shows the beta values and significance levels that explain the acceptance and 
rejection of the relationships tested in the hypothesized model. 

4. Discussion 

The literature review has shown that research within Ecuador’s green consumption field is 
scarce. Therefore, this is one of the first articles to identify the relationship between the elements of 
green advertising and the green purchasing behaviors of Ecuadorian millennials. The results 
obtained through SEM allowed us to accept seven hypotheses presented in the model and reject one.  

H1 is accepted, indicating that EAT positively influences the GPB of millennials who consume 
organic products. This finding shows the strong association between EAT and the purchase 
behaviour of organic products, showing that millennials are concerned about the environment 
[11,12,21,29] and feel a responsibility for environmental protection [3,6,23,25,29], motivating them to 
be the population cohort that should develop actions in favor of the environment and promote this 
type of consumption behaviour in the people around them [2,11,36]. This finding allows us to 
corroborate the findings of several researchers, who have determined that attitude significantly 
influences purchase intention and purchase behaviour for organic products [1,2,4,11,20,22,27,32] and 
that attitude is the factor most associated with green purchasing behaviour [3,7]. In contrast, this 
finding contradicts previous studies that still question the influential role of attitude within GPB [17], 
especially those that have claimed that there is an attitude-behaviour gap and that consumers who 
report having environmental attitudes do not always buy organic products [16,31], presenting 
inconsistencies between what they say and what they do [2–20], thus demonstrating that an 
environmental attitude can not only be reflected through the purchase of organic products but can 
also be reflected through recycling actions. [5] 
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H2 is accepted, which means that EAW positively influences the GPB of millennials. Therefore, 
it is found that EAW is a positive appraisal of the behaviour that a person should adopt to protect 
and support the environment [6,11,21,22,27], thus showing that millennials think that humanity is 
abusing nature and consider that disastrous consequences for the environment are occurring 
[21,35,36]. This finding contradicts research questioning the relationship between EAW and GPB, 
such as Suárez et al. [34], who found that EAW does not always lead to personal actions to preserve 
the environment. But it supports the results of other research that has found that millennials are 
concerned about environmental issues and that this increases their awareness of environmental 
issues [2,11,20,23,29,37] and that the purchasing behaviour of this consumer group is shaped by their 
level of awareness of responsible consumption [1,30,34–37,39]. Therefore, it proves that EAW 
influences GPB, providing a response to authors who determined that there is little evidence on the 
influence of EAW on green purchasing behaviour and suggested testing this relationship [24]. 

Hypothesis H3, which indicates that GAD influences the consumption of green products by the 
millennial generation, is accepted. This finding supports the idea that millennials focus their attention 
on advertising messages from companies about the eco-features of organic products [48,55,56]. This 
corroborates that consumers exposed to GAD shape their attitudes in favor of the environment 
[42,43]. This finding supports the findings of other research that has determined the existence of a 
relationship between GAD and EAT by stating that advertising messages stimulate attitudes in favor 
of the consumption of products identified with environmental protection [48,57,58]. On the other 
hand, the finding of the present hypothesis opposes the findings of other researchers who have 
determined that advertising does not influence all types of consumers of organic products [13], since 
not all consumers positively reciprocate GAD and rather see it as green washing [59–62], so that EAT 
is the result of the motivation of other factors and not of GAD [63]. 

Similarly, H4 is accepted, determining that the GAD influences the EAW of millennials who 
consume organic products. Corroborating in this way that the GAD fulfils the function of 
disseminating an ecological image of the products and through brand positioning, stimulates 
consumer awareness [64,65]. This supports the finding that the GAD raises consumer awareness and 
stimulates their environmental awareness to encourage them to purchase organic products [48,50]. 
This finding supports the results of other research that has identified a positive relationship between 
green advertising and environmental awareness [37,38,55,56,66,67] and contradicts the positions of 
research that has determined that GAD does not stimulate the EAW of consumers who consume 
organic products [13,61].  

On the other hand, the study demonstrated the direct relationship between GAD and GPB, 
therefore H5 is accepted, which means that GAD directly influences the GPB of millennials who 
consume green products. That is, green advertising continues to be an element of marketing that 
encourages the consumption of products aligned with environmental protection [42]. This verifies 
the considerable evidence of the direct influence of this marketing strategy on environmentally 
aligned purchasing behavior [43,50,55,64], thus supporting the findings of other research that has 
determined the influential power of green advertising. on green purchasing behavior [40,44,48,56,65] 
and contradictory researchers who still question the role of GAD within organic purchasing behavior 
[46–48,53]. 

Acceptance of H3, H4 and H5 verified the influence of GAD on EAT, EAW and GPB of 
millennials who identify with buying organic products. They provide answers that allow to close this 
knowledge gap that has arisen due to the controversies between authors in favor and against the 
influence of GAD on GPB. In turn, it provides a response to Agarwal and Kumar [26], who indicated 
that it is necessary to understand whether green advertising promotes environmental awareness 
among consumers. 

H6 is accepted, indicating that ECL influences the EAT of millennials who consume organic 
products. Determining that millennials think that ECL is an excellent way to inform consumers about 
the ecological characteristics of organic products, which increases their credibility and promotes the 
consumption of those types of products [41,51]. This finding supports the position of several 
investigations that have determined that ecological labels curb consumers' skepticism [25] and 
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increase their attitude in favor of the consumption of organic products [13,17,25,49,50]. This finding 
supports research that has determined that ECLs are communication tools that inform consumers 
about the ecological characteristics of organic products [3,41,49,51], especially those that have 
demonstrated the existence of a relationship between ECLs and the EAT. [17] and contradicts 
research that has determined that ECL does not stimulate consumer attitudes [68]. 

Similarly, H7 is accepted, indicating that the ECL influences the EAW of millennials who 
consume organic products. Given this, it is confirmed that millennials consider that products with 
eco-labels are committed to the environment, which is a factor that conditions their environmental 
awareness [13] since it allows them to trust that the characteristics that the product determines 
through their label are real [68,69] and in this way this group of consumers is satisfied with the 
purchase made and aware that their consumption behaviors will not affect the environment 
[18,19,41–51]. This finding supports the position of research that has shown the influence of the eco-
label within consumer awareness [13,25,56] and contradicts research that has questioned the 
relationship between these two variables [68]. 

Finally, H8 is rejected; which means that the ECL does not directly influence the GPB. This 
means that the ecolabel is not an element that alone influences the purchasing behavior of organic 
products among millennials. This finding contradicts what has been stated by several investigations 
that have determined that ECL influences GPB [3,13,17,25,49,50,56,68]. Therefore, it is proven in this 
way that ECL stimulate the attitudes and awareness of consumers of organic products [18,19,41,51], 
but do not directly affect purchasing behaviors. 

Although the study allowed H6 and H7 to be accepted and H8 denied, these compliments 
highlight the influence of ECL within the purchasing behaviors of organic products in millennials, 
thus providing a response to Song et al. [25] who determined that it is necessary to investigate how 
ECL affects EAT and EAW and consequently influences GPBs. 

The present study has practical, theoretical, and social implications. From a practical point of 
view, the results obtained allow organic food-producing companies to become aware of the 
importance of GAD within the brand positioning of a product, as well as the importance of 
stimulating attitudes in favor of the environment and the development of consumers’ environmental 
awareness. On the other hand, this research allows organic food producers better to understand the 
importance of ECL within product strategies. This tool, in addition to being a visual attraction, allows 
consumers to learn the characteristics of the environment that the product has. From a theoretical 
point of view, the study findings allow us to provide empirical knowledge that supports and 
contradicts previous studies made by other researchers, thereby expanding the field of knowledge 
about green consumption and providing new information that increases the understanding of green 
purchasing behaviors of Ecuadorian consumers. Finally, this research has social implications since it 
corroborates that millennials are concerned about environmental problems and are willing to 
contribute to sustainability through their consumption behaviors. Because of this, a call is made to 
government agencies to promote initiatives or public policies that favor small producers and 
encourage them to adopt production processes aligned with environmental protection and to 
develop organic products to protect consumers’ health better. 

This research has three limitations. First, the study was conducted only with millennials, 
relegating population cohorts such as Generation X, who, due to their purchasing power and the fact 
that they are more familiar with traditional advertising, could be consumers whose purchasing 
behaviors can be influenced by GAD. Second, advertising is only one of the various marketing tools 
to influence consumer behavior and the study did not consider other communication tools, such as 
social networks and sales promotion, which could influence attitudes and environmental awareness. 
Finally, the third limitation of the study is the study sample. The sample units were taken from two 
cities in Ecuador, which does not allow the results to be generalized to the entire Ecuadorian 
population. 

To overcome the limitations in this study, it is recommended that future research develops 
comparative studies between different population cohorts, such as centennials, millennials, 
generation X, and Baby Boomers, to identify which of these population cohorts is most identified 
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with environmental protection and green consumption. On the other hand, it is necessary to broaden 
the research model presented in this study and identify whether other marketing strategies, such as 
branding, ecological packaging, sales promotion, or social networks, influence the attitudes of 
consumers identified with the environment. Finally, future research could expand the sample to 
include millennials from other cities in Ecuador and compare the sample unit with millennials from 
other regions. 

5. Conclusions 

The literature on green consumption has focused on explaining the internal and external factors 
that influence the purchasing behaviors of organic products, for which a variety of theories have been 
used such as the Theory of Reasoned Action, the Theory of Planned Behavior and the Theory of 
Consumption Values, among others. However, the literature on the effects of advertising elements 
on the purchasing behaviour of millennials identified with organic products is relatively limited, 
especially in developing countries such as Ecuador, where research on green consumption has barely 
begun. 

In conclusion, research on organic consumption has gained great relevance within academic 
contexts, and several studies have been developed to identify the factors that influence the purchase 
behavior of products identified with the environment. Although several studies have proven the 
influence of EAT and EAW on organic product behaviors, there is little evidence of the influence of 
ECL and GA on the attitudes and awareness of millennials who consume organic products in 
developing countries, especially in South America. This study allowed us to demonstrate that 
Ecuadorian millennials have favorable attitudes towards the environment, and their levels of 
environmental awareness are aligned with environmental issues, which directly influences their 
purchase behavior of organic products. 

The study answered the proposed research question “Do GAD and ECL influence EAT and 
EAW of millennials who consume organic products?” and determined that: (a) GAD influences EAT 
and EAW and subsequently EAT and EAW influence GPB, as well as GAD directly influences the 
GPB of Ecuadorian millennials, and (b) ECL influences EAT and EAW and subsequently EAT and 
EAW influence GPB, but ECL does not directly influence GPB of Ecuadorian millennials. 
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Appendix A 

Survey qestions  

Variable Item Answer option 

Environmental 
attitude [54] 

EAT1 I am very concerned about the environment 
EAT2 I am willing to reduce my consumption to help the environment. 
EAT3 I would contribute financially to help protect the environment. 
EAT4 I have asked my family to recycle some of the things we use. 

Environmental 
awareness [54] 

EAW1 I believe that humanity is seriously abusing the environment. 
EAW2 I think that humans produce disastrous consequences in nature. 
EZW3 I consider that the balance of nature is very delicate and easily upset. 
EAW4 I think that one must live in harmony with nature in order to survive. 

Green purchasing 
behaviour [20] 

GPB1 I buy organic products regularly. 
GPB2 I buy organic products for my daily needs. 
GPB3 I have bought organic products for the last few months. 
GPB4 I buy organic products, although there are conventional alternatives. 

Green advertising 
[13] 

GAD1 I tend to focus on advertising messages that relate to the environment. 

GAD2 
I think brands that use advertising messages about the environment 
are good. 

GAD3 
I pay attention to products that develop advertisements that relate to 
the environment. 

GAD4 I find green advertising valuable in my opinion. 

Ecolabels [17,41] 

ECL1 
I consider the eco-labels displayed on the product to be a good way to 
inform consumers. 

ECL2 
I believe that eco-labelled products meet reliable environmental quality 
standards. 

ECL3 
The presence of certified organic labels increases my credibility in a 
product. 

ECL4 
I believe that eco-labeled products are really committed to protecting 
the environment. 
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