This survey is divided into 7 sections: 

· Respond to each question with whatever knowledge you have. There is no right or wrong answers. Be honest and realistic in your assessment. 

· For Section 1 to 6, state your agreement based on the following scales;



   1              2             3            4             5            6              7

Strongly Disagree |________|_______|_______|_______|_______|_______| Strongly Agree

Based on the choice of product which is “baby diapers”, please rate the questions below: 
	Section 1: Environmental Consequences

	How this produce may affect the environment is important to me
	1
	2
	3
	4
	5
	6
	7

	It is important to me whether this product adds to a landfill site
	1
	2
	3
	4
	5
	6
	7

	It is important to me whether a produce causes the depletion of forests
	1
	2
	3
	4
	5
	6
	7

	I feel people worry too much about how disposable products may affect the environment (reverse scale)
	1
	2
	3
	4
	5
	6
	7

	The amount of energy used to make a product is not important to me (reverse scale)
	1
	2
	3
	4
	5
	6
	7

	
	
	
	
	
	
	
	

	Section 2: Individual consequences

	It is important to me that a product comes in a wide range of sizes
	1
	2
	3
	4
	5
	6
	7

	It is important to me a product be convenient to use
	1
	2
	3
	4
	5
	6
	7

	It is important to me a product has high utility value
	1
	2
	3
	4
	5
	6
	7

	It is important to me a product fits the use properly
	1
	2
	3
	4
	5
	6
	7

	
	
	
	
	
	
	
	

	Section 3: Self-transcendence values:

	I believe in and practice the following:
	
	
	
	
	
	
	

	Universalism – equality (brotherhood, equal opportunity for all)
	1
	2
	3
	4
	5
	6
	7

	Benevolence – helpful (working for the welfare of others)
	1
	2
	3
	4
	5
	6
	7

	Benevolence – forgiving (willing to pardon others)
	1
	2
	3
	4
	5
	6
	7

	Benevolence – loving (affectionate, tender)
	1
	2
	3
	4
	5
	6
	7

	
	
	
	
	
	
	
	

	Section 4: Conservation values

	I believe in and practice the following:

	Conformity – self-control (restrained, self-disciplined)
	1
	2
	3
	4
	5
	6
	7

	Conformity – obedient (dutiful, respectful)
	1
	2
	3
	4
	5
	6
	7

	Conformity – politeness (courteous, well-mannered)
	1
	2
	3
	4
	5
	6
	7

	Conformity – clean (neat, tidy)
	1
	2
	3
	4
	5
	6
	7

	
	
	
	
	
	
	
	


	Section 5: Self-enhancement values

	I believe in and practice the following:

	Achievement – ambitious (hard-working, aspiring) is important to me
	1
	2
	3
	4
	5
	6
	7

	Hedonism – pleasure (an enjoyable, leisurely life) is important to me
	1
	2
	3
	4
	5
	6
	7

	Power – social recognition (respect, admiration) is important to me
	1
	2
	3
	4
	5
	6
	7

	

	Section 6: Purchase intention

	I will continue to buy and use this product
	1
	2
	3
	4
	5
	6
	7

	I will recommend others to buy and use this product
	1
	2
	3
	4
	5
	6
	7

	I will only buy and use a similar product when this product is not available anymore
	1
	2
	3
	4
	5
	6
	7

	Even if its price were to increase, I will still buy and use this product. 
	1
	2
	3
	4
	5
	6
	7


 Section 7: 
1. Gender: (Please mark “X”)

	
	1
	Male

	
	2.
	Female


2. Education level: (Please mark “X”)

	
	1.
	Certificate / Diploma

	
	2.
	Bachelor degree

	
	3.
	Masters degree

	
	4.
	PhD.

	
	5.
	Others (please specify):
	__________________________________


3. Age (Please mark “X”)

	
	1.
	Under 25

	
	2.
	25-29

	
	3.
	30-35

	
	4.
	36-39

	
	5.
	40-45

	
	6.
	46-50

	
	7.
	50 and above


4. Current employment category (Please mark “X”)

	
	1.
	Unemployed / student.

	
	2.
	Support Staff / Non-executive staff / Administrative

	
	3.
	Professional staff / Supervisor / Leader / Engineer

	
	4.
	Middle Management

	
	5.
	Top Management

	
	6.
	Others


5. Income (Please mark “X”)

	
	1.
	Less than RM2,000

	
	2.
	RM2,000-RM2,999

	
	3.
	RM3,000-RM3,999

	
	4.
	RM4,000-RM4,999

	
	5.
	RM5,000-RM5,999

	
	6.
	RM6,000 or more

	
	7.
	Not working


6. Ethnicity (Please mark “X”)

	
	1.
	Malay

	
	2.
	Chinese

	
	3.
	Indian

	
	4.
	Others __________


Thank you very much

Topic 3: Determinants of environmentally responsible purchase behavior
Theory of Reasoned Action (TRA) and Personal Values


[image: image1] 
Environmentally responsible purchase intention





Environmental consequence


Individual consequence


Self-transcendence values


Conservation values


Self-enhancement values









































PAGE  
2

