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A Study of Religious Belief in Green Product
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Abstract

This research focuses on the of people green product purchase intention from religious
influence. With religious beliefs as an independent variable, green product purchase intention as
a dependent variable, the price sensitivity as moderating variable, and this research explores the
connection of such belief(s) to a consumer. This research is done quantitatively sampled from
consumers with religious background in Malaysia. A total 529 questionnaires are deemed

effective. A significant of religious belief positively influence green product purchase intention
(GPPI) ; Price sensitivity influence religious belief on green product purchase intention.
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