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Abstract

There are three major elements that considered being the expected certainty in green product purchasing is
environmental attitude, product attitude, and also purchasing intention. Other variables such as collectivism,
individualism, subjective and objective knowledge, environmental awareness, government’s role, media expo-
sure, social influence, and perceived monetary value are linked to these factors as well. This research aims to
examine regarding Indonesian consumers’ in creating green product purchase intention by applying Cogni-
tive-Affective-Behavior hierarchy This study used convenience sampling as the design of the sampling with
262 respondents as the sample size. Questionnaires were distributed by spreading through internet and social
media. After the data of all respondents were collected, then the analysis process of the data is conducted by
using SEM PLS. However, there were seven hypotheses that showed unsupported results. These hypotheses
are relationship between collectivism and environmental attitude, individualism and environmental attitude,
individualism and product attitude, objective knowledge and environmental attitude, the role of government
and product attitude, media exposure and environmental attitude, environmental attitude and purchase inten-
tion.
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Introduction

It is well known that there are human activities that could affect the environment in a negative way.
These include the increase of carbon emission, the depletion of natural resources, deforestation, and
destruction of the ozone layer (Mittal and Mittal, 2013). The global concern regarding these destruc-
tive changes has been reflected in several studies that related to people’s knowledge and behavior
towards environmental, preserving the environment, and buying attitude of environmentally-friendly
products. Several studies showed that there is an increasing in global awareness of negative human
effects towards the environment (Khaola, Potiane & Mokhethi, 2014). Awareness of the depletion
of natural resources and the destruction of it from human activities has raised some issues about
environmental protection and consciousness in the behavior of consumers worldwide.

This has enhanced the amount of demand for green products in the worldwide market. At
this time, companies that apply green products are increasingly developing to attract consumer’s
interest in these products. The company's efforts can influence consumers to have awareness and
buy products that are environmentally friendly (Okada & Mais, 2010; Saxena & Khandelwal, 2012).
In general, consumer awareness consists of consumer perception and consumer reaction. Consumer
awareness environment drive their consumption behavior of green products in addition to influenc-
ing purchase intention (Wu & Chen, 2014), can also help preserve the balance of environment sus-
tainability (Okada & Mais, 2010). Studies on consumer perceptions and purchase intention of a
product by applying the green concept have been pointed out by many researchers. Patel and
Chugan (2015) stated that consumer perceptions influence the purchase intention. The same thing
was revealed by the results of research by Wu and Chen (2014) that consumer awareness of green-
based products and promotions had a significant positive effect on perceived quality and buying
interest. This indicates that consumers' positive perception of green products will be a reinforcing
factor in purchase intention.
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The result of past research about consumer purchase behavior concludes that the raising of
consumer’s concern about the environment has given impact to their purchasing behavior; they pre-
fer to buy and consume products that are environmentally beneficial (Sharma, Sonwalkar & Kapse,
2013). Due to the rising environmental concern, in marketing strategies, the information about fea-
tures of the product, product quality, brand equity, price, safety and health that are associated with
the product are provided to consumers, this information is taken by consumers into account. Despite
from all the variables that influence the purchase intention of environmentally friendly products, in
the last decade, there have only been a number of similar studies that suggested a relationship be-
tween the role of government to purchase intention as shown in Table 1. This table shows gaps that
need to be fulfilled. Specifically, the researchers have collected studies that have variables that af-
fect purchase intention, but of the eleven studies, only one study was able to fully explain the rela-
tionship of all these variables to purchase intention

Therefore, this study examines how other attributes such as environmental behavior and
product attitudes, perceived monetary value and social influence consumer purchase intentions for
green products in Indonesia and to see whether cognitive values (collective and individual), individ-
ual environmental literacy (goals and subjective knowledge and environmental awareness) and ex-
trinsic motivational attributes (the role of government and media exposure) influence attitudes to-
wards the environment and also green products. This study considers the initiative of Indonesian
customers towards environmentally friendly products.

Literature Review

Table 1 presents different variables that affect purchase intention of green products derived from
previous studies. The variables analyzed are as follows: Collectivism (CO), Individualism (IN), Ob-
jective Knowledge (OK), Subjective Knowledge (SK), Environmental Awareness (EN), Govern-
ment’s Role (GR), Media Exposure (MED), Social Influence (SIN), Perceived Monetary Value
(PMV), Environmental Attitude (ENT), Product Attitude (PRA).

Table 1. Variables that Affect Purchase Intention from Several Studies in a Decade

Previous Researchers (6(0) IN OK SK EN GR ME SI PM EA PA
Sreen, Purbey & Sadarangani (2018) v v
Samarasinghe (2012) v v v v v v
Sharma and Aswal (2017) v v v
Noor, Jamil, Mat, Mat, Kasim, Mu-
hammad & Salleh (2012) v v v
Mamun, Fazal, Ahmad, Yacoob &
Mohamad (2018) v v v v
Waulandari, Rahyuda & Yasa (2015) v v
Kianpour, Anvari, Jusoh & Othman
(2014) v v v v v
Kaufmann, Hans, Panni & Orphanidou
(2012) v v v v
Setyawan, Noermijati, Sunaryo & v v
Aisjah (2018)
Maichum, Parichatnon & Peng (2017) v v
Chen, Chen & Tung (2018) v v Yy v v v vy vy v v Y

Source: Prepared by the authors
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Purchase Intention

Intention is defined as the commitments and decision that stimulate and drive the consumers’ pur-
chases of certain product and services (Haque, Anwar, Yasmin, Sarwar, Ibrahim & Momen, 2015).
The common approach to obtain consumer’s actual behavior towards products is by understanding
their intentions. The intention shows the level of consumer willingness and effort to buy the product
(Haque, Anwar, Yasmin, Sarwar, Ibrahim & Momen, 2015). An intention instructs an individual
how to behave and act in a certain way; it implies what they should do, what they are going to do
and what they will do. Specifically, purchase intention can be defined as a situation in which con-
sumer tends to purchase a certain kind of product in a certain condition (Mirabi, Akbariyeh & Tah-
masebifard, 2015). Another meaning of purchase intention is the degree of intention that a consum-
er has like thinking, wanting, and likely to purchase (Baiquni & Ishak, 2019).

Purchase intentions have a role in consumers’ cognitive behavior, that exhibit how an indi-
vidual's intention acts in their way to purchase a product. (Pei Kian, Boon, Wee & Yeow, 2017; Ta-
kaya, 2019). When consumers can gain new information by consuming or using a product or ser-
vice, and purchase the product at good prices in transactions has proven able to increase consumers’
purchasing intention (Samadi, Lan & Yin-Fah 2015). When consumers select products, the final de-
cision on whether to buy the product or rejecting it depends on consumers’ purchase intention (Ma-
dahi and Sukati, 2012). Purchase intention gives exposure to consumers’ possibility and willingness
to purchase environmentally friendly products compared to conventional products (Nia, Rinawati,
Hery & Bayu, 2018). Furthermore, consumer’s intention will affect and drive consumers’ decision to
purchase a product (Jaafar, Lalp & Naba, 2012). From the prior study about purchase intentions (i.e.,
Chen, Chen & Tung (2018), it can be concluded that there are main factor affecting purchase inten-
tions. In this study, researchers emphasize collectivism, individualism, objective and subjective
knowledge, environmental awareness, the Government’s role, media exposure, social influence and
perceived monetary value.

Collectivism

Collectivism refers to individuals who tend to take decisions and actions interdependently as a
group and adhere to the moralistic values of joint effort and expecting to have group rewards (Omar
and Nurdin, 2015). Collectivist are those who define themselves from the social and collective as-
pects of the self-concept are described with the term collectivism (LeFebvre and Franke, 2013). The
collectivist expects other in-group members to look after them and protect them in exchange for
unquestioning loyalty (Orji, 2016).

Individualism

A society that has loose ties between each individuals is the definition of Individualism, in which
everyone that participate in that society is expected to look after their immediate family only (Brew-
er and Venaik, 2011). Individualism also promotes a view of the self as self-directed, autonomous,
and separate from others (Santos, Varnum & Grossman, 2017). Individualist tends to draw separate
line between the self and others which personal autonomy and responsibility, rather than group
identification (Ledn & Finkelstein, 2011).

Objective Knowledge

Objective knowledge defined as actual knowledge that individual own and what they actually know
(Joris, Koen, Wim & Hurlenboeck, 2011; Janmaimool and Khajohnmanee, 2019). It provides accu-
rate information about certain things and stored in their memory for a long time period (Gambaro,
Ellis & Prieto 2013). Thus, Objective knowledge explain how much an individual knows about a
certain phenomenon (Han, 2019).
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Subjective Knowledge

Subjective knowledge is a knowledge that is personal, perceived and self assesed knowledge (Joris,
Koen, Wim & Hurlenboeck, 2011). In Addition, it is about people’s own perception of understand-
ing and how an individual thinks he or she knows about a certain product (Han, 2019; Janmaimool
and Khajohnmanee, 2019). Subjective knowledge through empirical testing is reported to be an im-
portant part of knowledge because it affects individual perceptions about how to process an infor-
mation (Viot, 2012). Subjective knowledge also defined as a kind of knowledge that self-reported
and it reflects the individual valuation about what and how much he or she know about the envi-
ronment (Ahmad & Nordin, 2014).

Environmental Awareness

Environmental awareness can be is a formation of environmental sensitivity, that obtained by learn-
ing, understanding and behaving accordingly to the theory and reality of environmental conditions
(Garcia and Luansing, 2016; Saricam and Sahin,2015). Environmental awareness can be considered
as one of the prerequisites in environmental protection and an important indicator in realizing sys-
temic progress in social-environmental relations (Du, Wang, Brombal, Moriggi, Sharpley & Pang,
2018). Through environmental awareness, people can participate in increasing protection and
achieving environmental sustainability (Abbas and Singh, 2014).

The Role of Government

Government is defined as those who have exclusive authority and capacity in a particular area, in
their jurisdiction they impose legally to bind and sanction government or non-governmental actors,
such as in politics or markets (Kourula, Moon, Salles-Djelic & Wickert, 2019). Government has an
important role to execute their functions in distribution, allocation and stabilization (Kharisma and
Pirmana, 2013). The role of government is explained normatively and qualitatively through concepts
such as community participation, equality, empowerment, and transparency, the results of this role
have an impact on two sustainable dimensions, namely economic and ecological factors (Van der
Waldt, 2016).

Media Exposure

Media defined as a tool that effectively facilitates the information dissemination, the information
provided by media influence lifestyle and creates needs of a person (Ann, Balanza & Tindowen
2019). The media has democratizing influences by providing platform for more people to access
information and knowledge and therefore have the potential to shape public agenda (Luedecke &
Boykof, 2017).

Environmental Attitude

Environmental Attitude can be defined as a collection of beliefs, affective intentions, and also be-
havioral intentions that a person believe regarding any activity or issues related to the environment
(Hebel, Montpied & Fontanieu, 2014). Environmental attitudes are commonly perceived as precon-
ditions for achieving environmental behavior. Environmental Attitudes are generally described as
preconditions that is used to achieve environmental behavior. (Trop and Eilam, 2012). Environmen-
tal Behavior can be defined as a registered changes of act in a society towards the environment,
ecosystem, and climate that connected with human activity (Krajhanzl, 2010).

Product Attitude
Product can be defined as anything that can be marketed and offered to a market which it can or
might satisfy the market’s wants and needs (Lonardo & Soelasih, 2014). Attitude is an inclination to
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behave toward a certain object so as to throw it away or keep it, in some ways it is also a set of per-
sonal understanding whether an object is either good or bad (Yap, Komalasari & Hadiansah, 2016).
Product attitude refers to consumer preferences for specific products that influence consumer
product purchasing decisions. Therefore, Product Attitude is the inclination of consumer towards
specific products (Yao & Huang, 2017).

Social Influence

Social influence refers to when people manipulate, modify and change their thoughts, perception,
feelings, and behavior in order to response and conforms their social and surroundings (Varshneya,
Pandey & Das, 2017). The result of Social Influence research found that people who are in the same
social group have a tendency to behave the same as others (Pan, Hou & Liu, 2017). Social Influence
can be measured by comparing pre-existing behaviors and Intention, then providing exposure to
attitude, behavior or ways of communication of individuals or groups have and measuring the indi-
vidual’s post exposure attitude and behavior (Kim and Hollingshead, 2015).

Perceived Monetary Value

Perceived price is the subjective perception that customer had of what is sacrificed to obtain the
product because customers often fail to remember the product actual price, rather they will subjec-
tively refer those prices as expensive or cheap derived from the actual objective price (Shintaputri
and Wuisan, 2017). Thus, Perceived Value can be defined as an overall assessment that conducted
by consumers about a product based on what they received and what given price perception. (Gan
& Wang, 2017).

Relationship between Collectivism and Environmental Attitude

People in Collectivist culture think tend to think as a collective part in their society in order to
protect the environment, therefore they can help to maintain the health and wellness of the society.
The collectivism is reported has positive effects to internal environmental attitudes, indicating that
consumers seek the product that result in environmental advantages (Kaufmann, Hans, Panni & Or-
phanidou, 2012). Collectivist people tend to prioritize their group goals rather than their own goals,
therefore they are likely to develop environmental attitude. Because of their cooperative behavior,
collectivist is found to be a good predictor in forming the environmental attitude (Samarasinghe,
2012). Previous study stated that there are a positive impact between collectivism and consumers
recycling behavior, the result show that collectivist have greater tendency towards buying
environmental friendy product (Rizwan, Hasan, Danish & Ali, 2017). Positive association between
collectivist and environmental attitudes was repeatedly confirmed on previous empirical study (Le-
onidou, Leonidou & Kvasova, 2010). Previous studies done by researchers suggest that there is a
positive association between collectivism and environmental attitude (Sreen, Purbey & Sadarangani,
2018). Therefore, based on the previous studies (Rizwan, Hasan, Danish & Ali, 2017; Leonidou, Le-
onidou & Kvasova, 2010; Sreen, Purbey & Sadarangani, 2018; Samarasinghe, 2012; Joonas and
Ruiz, 2015; Ansari and Siddiqui, 2019), it can be hypothesized that there is a significant positive
effect between collectivism and environmental attitude in this research.

Hi: There is a positive relation between Collectivism and Environmental Attitude

Relationship between Collectivism and Product Attitude

Collectivists are likely to consult with their families, friends or groups to consider their opinion and
advice before purchasing products. Consumers’ under collectivist culture may prefer products for
symbolic purpose and purchase products that represent status or reassert the similarity of their ref-
erence group (Nayeem, 2012). For example, in the situation of buying an automobile, a collectivist
may seek the opinion from family and friends regarding what information to collect and which type

© 2020 The Authors. Jurnal Siasat Bisnis. Published by The Management Development Centre, Department of Management, 91
Faculty of Business & Economics, Universitas Islam Indonesia



Predicting green product purchase: Applying a Cognitive-Affective-Behavior hierarchy

of sources are valuable to use. Therefore, based on the previous study (Chen, Chen & Tung, 2018;
Zuniga and Torres, 2014; Noh, Lee, Kim & Garrison, 2013; Kirmani & Khan, 2016; Hutahaean &
Kurnia, 2019; Lee, 2017), this study suggested that collectivism have positive effects on product
attitude.

Hz: There is a positive relation between Collectivism and Product Attitude

Relationship between Individualism and Environmental Attitude

Individualists are more focused on the personal benefits, they may behave to protect and be envi-
ronmentally friendly to feel better about themselves (Cho, Thyroff, Rapert, Park & Lee, 2013). A
society that consists mainly of individualists tends to focus only on features such as design and per-
formance (Nayeem, 2012). Individualistic person tends to put greater importance towards the rela-
tion between their own needs and their behavior rather than the implication towards others, and in
that sense it will possibly impact their environmental attitude in a negative way (Kim, 2011). Prior
studies (Ramayah, Lee & Mohamad, 2010; Eom, Kim, Sherman & Ishiji, 2016; Gumelar, 2018;
Zeng, Jiang & Yuan, 2020; Cho, Thyroff, Raper, Park & Lee, 2013) have indicated that Individual-
ism negatively affects environmental attitude.

Hs: There is a negative relation between Individualism and Environmental Attitude

Relationship between Individualism and Product Attitude

Consumers that considered as individualistic are more into knowing about the function and capabili-
ties of a product before they make a decision about the product, and the behavior that exist in those
kind of consumers will affect their preferences toward the product with the most functional benefits
and they are generally not worried about the prestige or the social status in their decisions.
(Nayeem, 2012). Several studies (Ramayah, Lee & Mohamad, 2010; Chen, 2013; Chen, Chen &
Tung, 2018; Shavitt & Barner, 2020; Nayeem, 2012) have reported that, individualists indicate posi-
tive attitude toward brand or product.

Ha: There is a positive relation between Individualism and Product Attitude

Relationship between Objective Knowledge and Environmental Attitude

Objective knowledge is a type of Environmental knowledge that is based on the amount of “real”
knowledge of environmental protection (Kim, Kim & Thapa, 2018). This knowledge consists of
facts that are accurate and specific in an event related to the environment (Ahmad and Nordin,
2014). Literacy about green products and its effect to the environment also become a significant
influence to consumer attitude tendencies towards the environment, hence implying awareness
amongst all consumers about the importance of environment is very crucial to form an appropriate
mindset and attitude towards green products. (Mamun, Fazal, Ahmad, Yacoob & Mohamad, 2018).
Therefore, based on previous studies (Noor, Jamil, Mat, Mat, Kasim, Muhammad & Salleh, 2012;
Taufique, Siwar, Chamburi & Sarah, 2015; Kim, Kim & Thapa, 2018; Ma’ruf, Surya & Appriliany,
2016; Zheng, Xu, Kong, Deng & Lin, 2018), there is a positive influence that Objective Knowledge
to Environment Attitude.

Hs: There is a positive relation between Objective Knowledge and Environmental Attitude

Relationship between Subjective Knowledge and Product Attitude

Hadar, Sood & Fox (2013) obtained that the subjective knowledge of consumer is strongly connect-
ed to product related experience. A research about the influence that subjective knowledge and ob-
jective knowledge have on attitudes, motivations and consumptions of organic food has concluded
that subjective knowledge has a positive affect towards confidence in individual knowledge, but it
also has a stronger effect on consumer attitude on a product (Aertens, Mondelaers, Verbeke, Buysse
& Huylenbroeck, 2011). Subjective Knowledge positively and also significantly affects the Product
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attitude (Paladino and Ng, 2012). Therefore, based on previous studies (Paladino and Ng, 2012;
Chen, 2013; Wulandari, Rahyuda & Yasa, 2015; Nordin & Ahmad. 2013; Peschel et al., 2016), this
study hypothesized that Subjective Knowledge has a positive and significant effect on Product Atti-
tude.

He: There is a positive relation between Subjective Knowledge and Product Attitude

Relationship between Environmental Awareness and Environmental Attitude

To have better understanding in Environmental Attitude, the level of people's knowledge of envi-
ronmental conditions and problems as well as their reactions and interactions with nature must be
attained through environmental awareness (Ogunbode & Arnold, 2012). The results of previous
studies (Saricam and Sahin, 2015; Aral, Bayram & Celik, 2017; Maichum, Parichatnon & Peng
2017; Khaola, Potiane & Mokhethi, 2014; Bala, 2016) reported that both Environmental Awareness
and attitudes are mutually influenced by each other and consistency exist among them most of the
time.

H: There is a positive relation between Environmental Awareness and Environmental Attitude

Relationship between Environmental Awareness and Product Attitude

Consumers' awareness of the environment is increasing worldwide. Hence, many companies started
to produce and create products that are environmentally friendly and have a smaller adverse effect
on the environment (Hojnik et al., 2019). The increasing environmental awareness makes changes in
consumers’ consuming behavior to purchase more ecofriendly products (Siddique and Hossain,
2018). In another study, the influences of environment awareness and product attitude were investi-
gated (Assarut and Srisuphaolarn, 2012). Thus, based on previous studies (Chen et al., 2010; Srini-
vas, 2015; Mustikaningrum, 2018; Assarut and Srisuphaolarn, 2012; Kirmani & Khan, 2016; Khao-
la, Potiane & Mokhethi, 2014), this study hypothesized that product attitudes positively affected by
environmental awareness.

Hs: There is a positive relation between Environmental Awareness and Product Attitude

Relationship between Government’s Role and Environmental Attitude

The Government played pivotal role in preserving and protecting the environment through their
regulation and implementation that directly protect and solve the environmental problems (Kulin
and Seva, 2019). The role of government control and command influences consumer consumption
patterns by integrating and coordinating the use of products that have an impact on the environ-
ment (Nezakati, Foreidouni & Rahman, 2016). The Government through their function also promot-
ing environmental awareness and consciousness among state citizen (Olalekan, 2019). On Behalf of
Environmental, The Government need to facilitate and regulate actions to protect the Environment.
Hence, The Governance through their instruction and protocol have to ensure the people behave in
favor of environmental protection (Van der Waldt, 2016). Therefore, based on previous studies (Tan
and Lau, 2010; Gadenne, Sharma, Kerr & Smith, 2011; Kulin & Seva, 2019; Khozani & Dolatabadi,
2016; Jan , 2019), it can be hypothized that Government’s Role affects Environmental Attitude.

Ho: There is a positive relation between Government’s Role and Environmental Attitude

Relationship between Government’s Role and Product Attitude

A research about the significant effect that role of campaign has to promote local product in Indo-
nesia has found that the government marketing campaigns have some influence on individual be-
havior towards certain products through campaign exposures in the form of messages inside the
content of the campaigns (Salehudin, 2016). Governments and authorities have also raised concerns
about the environment, therefore they have ratified a significant amount of regulations in order to
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protect the environment, hence all of these regulations basically can influence the consumers to use
environmentally friendly products and make environmentally friendly products more interesting for
the consumer (Kianpour, Anvari, Jusoh & Othman, 2014). Therefore, based on previous studies (Jan,
Ji & Yeo, 2019; Norazah, 2015; Chen, Chen & Tung, 2018; Salehudin, 2016; Khozani & Do-
latabadi, 2016), it can be hypothesized that the role of government influences a positive impact to-
wards product attitude.

Hio: There is a positive relation between The Role of Government and Product Attitude

Relationship between Media exposure and Environmental Attitude

Some researchers have agreed upon the conclusion that media exposure has taken a major role in
spreading messages and information about the environment that can affect the Individual towards
the environment and their pro-environmental attitude (Qader & Zainuddin, 2011; Han & Xu, 2020).
Advertising through media platforms of sustainable products to capture customer’s attention has
been used toward sustainable products (Kianpour, Anvari, Jusoh & Othman, 2014). Therefore, me-
dia has a significant role in delivering and spreading information that is relevant to their audiences,
strengthening individual relationships, strengthening collective relationships, and helped in the
building of environment attitude (Trivedi, Patel & Acharya, 2018). Therefore, based on previous
studies (Trivedi, Patel & Acharya, 2018; Han and Xu, 2020; Qader and Zainuddin, 2011; Qader and
Zainuddin, 2010; Xu & Han, 2019; Williams, 2011), it can be hypothized that media exposure influ-
ences a positive impact towards environmental attitude.

Hii: There is a positive relation between Media Exposure and Environmental Attitude

Relationship between Environmental Attitude and Purchase Intention

Individuals that have positive attitude towards the environment will make them motivated to pur-
chase or consume the product. The environmental attitude has significantly positive influence on
individual's purchase intention (Maichum, Parichatnon & Peng, 2017). A consumer may purchase
eco-friendly products because they have a positive or favorable attitude on eco-friendly product
(Koloba, 2020). Some researchers have also mentioned that consumers with high environmental
attitude have an intention to purchase products that are considered to be friendly towards the envi-
ronment (Onurlubas, 2018). Individuals who are sensitive to the environment tend to change their
behavior and purchase products that are environmentally friendly (Leonidou, Leonidou & Kvasova,
2010). Various researchers also showed that there is a significant and positive relation between en-
vironmental attitude and the consumer purchase behavior towards eco-friendly product, it showed
that one of the important determinants of a person’s motivation to pay for green products is envi-
ronmental attitude. It can be assumed that there is an existed and strong relationship between posi-
tive attitude towards the environment and the purchase intention on green products. Therefore,
based on previous studies, (Sharma and Aswal, 2017; Kim, 2011; Chen, 2013; Huang, Yang &
Wang, 2014; Indriani, Rahayu & Hadiwidjojo, 2019; Barber et al, 2012; Mei, Ling & Piew, 2012), it
can be hypothesized the relationships between environment attitude and green purchase intention is
significant.

Hi.: There is a positive relation between Environmental Attitude and Purchase Intention

Relationship between Product Attitude and Purchase Intention

Products that have environmental ethical and features represented in purchasing attitudes, intentions
and behavior. Products Attitude has important factor in forming individual purchase intention,
because when individual gives a positive and negative assessment to a product, the possibility of
how to respond to a product and their purchasing plan is based on their assessment of the products
attitude (Yu & Lee, 2019). Consumers would evaluate and then purchase a product based on
preferred preferences of product attributes, the consumers making purchase decisions that product
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attitude would directly affect consumers’ purchase intention. Therefore, based on previous studies
(Yao and Huang, 2017; Kaushal & Kumar, 2019; Vidyanata, Sunaryo & Hadhiwidjojo, 2018; Adis &
Jun, 2013; Gomathy and Rajan, 2018; Kudeshia & Kumar, 2017), product attitudes is a primary
factor in purchase intention.

His: There is a positive relation between Product Attitude and Purchase Intention

Relationship between Social Influence and Purchase Intention

The result of recent studies showed that the attitude towards a brand has an influence on consumer
intention to purchase a product and influence by social norms, belief, and expectations also have an
effect towards the purchase intention of consumer. If a product has a good impression and experi-
ence from consumers or their friends. Consumers will base on them and it will lead to positive word
of mouth communication to others. Therefore, the consumers who are likely to share positive word
of mouth will increase the purchase intention of others (Wong, 2019). The tendency of consumers
to communicate their experience of something that is consumptive to peers can highly influence the
attitude towards the product or service. their decision is in the form of buying or avoiding buying
products in order to be like peers (Akar, Yuksel & Bulut, 2015). Prior researches (Wong, 2019;
Akar, Yuksel & Bulut, 2015; Ali, 2018; Hashim, 2018; Ayensa, Mosquera & Murillo, 2016; Lasuin
and Ching, 2014; Rompas and Tumewu, 2014) have found that social influence has positive effect
on Purchase Intention of consumers.

Hi4: There is a positive relation between Social Influence and Purchase Intention

Relationship between Perceived Monetary Value and Purchase Intention

Perceived value is important because it may increase consumers’ interest in purchasing specific
products, hence, the company can increase the consumer’s purchase intention by increasing per-
ceived value (Dhewi, Putra, Soeharto & Wahyudi, 2018). Perceived Monetary Value has affected the
consumer’s purchasing decisions, the relation between Perceived Monetary Value and Purchase in-
tention has shown that consumers will purchase products with high perceived value. The probability
of consumers’ Purchase intention will increase when consumers obtain more benefits than they pay
for a product (Phan and Mai, 2016). Thus, if consumers receive high perceived value of products or
services, it will create a good brand image and brand loyalty, which can lead to a positive effect on
their purchase intention. Therefore, based on previous studies (Phan & Mai, 2016; Zulfikar & Mayvi-
ta, 2018; Saputri and Kurniawati, 2015; Setiawan and Achyar, 2012; Rafsandjani, 2018; Naami,
2017; Pham, Tran, Misra, Maskeliunas & Damasevicius, 2018; Vazifehdoost and Sagheb, 2018), it
can be hypothesized that perceived monetary value and purchase intention has a significant positive
relation.

His: There is a positive relation between Perceived Monetary V alue and Purchase Intention

Research Model

The modified CAB’s model postulate nine conceptually independent determinants of customer’s
purchase intention of green products: collectivism, individualism, objective knowledge, subjective
knowledge, environmental awareness, government’s role, media exposure, social influence, and
perceived monetary value. This model is applied to prove the establishment of purchase intention of
green product. Based on this model, value cognitive according to collectivism, individualism, objec-
tive knowledge, environmental awareness, and government’s role influence environmental attitude,
whereas collectivism, individualism, subjective knowledge, environmental awareness, and govern-
ment’s role influence product attitude. At the end, these two along with social influence and per-
ceived monetary value will lead to and influenced purchase intention (Chen, Chen & Tung, 2018).
The research model will be shown on Figure 1 below.
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Figure 1. Research Model

Methods
Design Sample

This research applied convenience sampling as the sampling design. There are several reasons for
the chosen design sampling. First, this study is about green products. There is no specific brand was
asked, only about people perception and knowledge about green products. Green products are not a
new phenomenon but becomingly part of lifestyle. Second, convenience sampling has main ad-
vantages such as quick results, convenience, and less expensive (Sekaran & Bougie, 2016).

Sample Size

This study uses SMART PLS for its data analysis. Noordzij, Tripepi, Dekket, Zoccali, Tanck & Jager
(2010) define the sample size as the number of experimental units used in a research, and one of the
first practical steps in designing a trial is the choice of the sample size needed to answer the re-
search question (Noordzij, Tripepi, Dekket, Zoccali, Tanck & Jager, 2010). In this study, 300 re-
spondents were found appropriate because according to Roscoe (1975, cited by Sekaran & Bougie,
2016) the amount of sample size for social science research is usually between 30-500.

Measurement Scale

This study uses Likert Scale to measure each indicator. According to Joshi, Khale, Chandel and Pal
(2015) Likert Scale is a set of items that researchers offer for a real or hypothetical situation under
research, in which the participants are asked to choose their level of agreements arranging from
strongly disagree to strongly agree on a metric scale. The combination of statements will reveal the
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specific attitudes that participants have towards the issue (Joshi, Kale, Chandel & Pal, 2015). All
research indicators were based on previous research (i.e., Chen, Chen, & Tung, 2018).

Results and Discussion
Response Rate

The data for this research was collected through internet questioner in which the researcher distrib-
uted the questioner to 300 respondents and obtained 262 respondents for this research. Therefore,
the response rate for this research was 87%. The result concluded that 32.8% of the total respond-
ents are aged between 11-20 years old, 29.4% are aged between 21-30 years old, 11.8% are aged
between 31-40 years old, 21% are aged between 41-50, and the rest are aged between 51-60 years
old. Also, 56.5% of the total respondents that participate in this research are female and the rest of
the respondents which is 43.5% of the total respondents that participate in this research are male.

Realiability and Validity

Reliability and validity tests were performed before hypotheses testing. In this research, Cronbach
Alpha was applied in order to assess reliability analysis to all the measures used. Table 2 indicates
that the results of Cronbach’s Alpha of all variables were above 0.6 which surpass the acceptable
value of Cronbach Alpha that ranging from 0.6 and 0.8 (Hajjar, 2018). Also, 0.6-0.7 Cronbach Al-
pha level indicates an acceptable reliability and with 0.8 or greater value of Cronbach Alpha is con-
sidered a very good reliability level (Ursachi, Horodnic & Zait, 2015). The validity of the test can
also be seen in Table 4.1. The result shows that all of AVE (Average Variance Extracted) is higher
than 0.4 because AVE of 0.4 or greater is still considered as acceptable (Huang, Wang, Wu &
Wang, 2013). Also, according to Muhamad and Noor (2016) if AVE value ranging from 0.4 to 0.5
but the Composite Reliability is higher than 0.6 then the convergent validity is acceptable. The result
of AVE and Composite Reliability in Table 2shows that the convergent validity has reached the ac-
ceptable standard.

Table 2. Reliability and Validity Tests

Reliability Validity
Corrected Compo- Lg;cgier:g
Variable and Indicators Item-Total ~ Cronbach' ) . AVE
Correla- s Alpha site Relia- (>0.4) (>0.7;
tion bility 0.5<x<0.7)
Acceptable
Collectivism
1. lam an individual who attaches im-
portant towards the environmental pro- 0.650 0.682
tection in Indonesia
2. Even if green products have a more ex-
ensive price tag than regular product, I
Svillsstill F():hoosegto purchfse nge)en proZi- 0.639 0,721
. 0.692 0.815 0.525
3. 1 will share the benefits of green products 0.550 0.810

with everyone

4. The purchase of green products can help
reduce the amount of pollution in the en- 0.660 0,677
vironment of Indonesia

Individualism
1. The purchase of green product is a form

. 0.529 0.656 0.812 0.592 0,832
respect towards the environment
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Reliability Validity
Corrected Compo- LS;;T;
Variable and Indicators Item-Total ~ Cronbach' —-ompe AVE &
Correla- s Alpha site Relia- (>0.4) (>0.7;
tion bility ’ 0.5<x<0.7)
Acceptable
2. The purchase of green p.rodL.Jcts is a con- 0.460 0.812
sidered as a form of realization of oneself
3. l will surely buy green products only if it 0.645 0,651
is necessary
Objective Knowledge
1. I know the concept and basic information 0.722 0,682
of green product
2. lunderstand that non-green prodgcts can 0726 0,771
affect the environment in a negative way
3. lunderstand the various type of environ-
mental label on a product 0-690 0.757 0.830 0.496 0,659
4. The concept of green energy is the con-
cept that | know and understand 0.707 0,597
5. The usage of green product will likely
reduce the damage that humans had to- 0.709 0,794
ward the environment
Subjective Knowledge
1. Itis environmentally responsible to buy 0571 0,797
green products
2. One of the way to protect the environ- 0535 0711 0.839 0.635 0,829
ment is by using green product
3.  Green prqducts that | bought are friendly 0.706 0,762
to the environment
Environmental Awareness
1. Therg shogld be more green product op- 0.700 0.772
tion in various retail stores
2. lrglnsmn;)r/]:esponyblhty to care about envi- 0633 0.814
3. Human life will be affected by the envi- 0.761 0.847 0583
0.583 0,785
ronmental problem
4. | understand thqt lately, the environmen- 0.742 0,673
tal damage has increase
Government’s Role
1. The lndopeSIan Government should help 0817 0,743
recycle discarded product
2. The Indonesian Government is responsi-
ble for promotmg regulations of envi- 0778 0,859
ronmental pollution and waste from
green products
3. The Indonesian Government should en-
force the control towards pollution in the 0.794 0.842 0.888 0615 0,820
environment
4. The Indonesian Government should take
responsibility towards the protection of 0.833 0,709
the environment
5. The Indonesian Governmept should in- 0..809 0,781
form the consumers regarding the envi-
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Reliability Validity
Corrected Compo- LS;;T;
Variable and Indicators Item-Total ~ Cronbach’ -ompe AVE &
Correla- sAlpha St Relia- (>0.4) (>0.7;
o P bility ) 0.5<x<0.7)
Acceptable

ronmental knowledge and environmental
protection

Media Exposure

1. lnfqrmathn abqut green products are 0811 0,894
available in online or offline newspaper

2. Information and comm'eraals about 0.791 0815 0.876 0.704 0,847
green products are available on TV

3. Information and comm'eraals about . 0.691 0,771
green products are available on the radio

Social Influence

1. The knowledge about green product that
I had is influenced by my friends. 0-830 0,681

2. The knowledge about green product that
I had is influenced by my family 0.822 0,722

3.1 \.N]” also buy green products if my 0813 0,746
friends purchase green product

4. 1 \.N]” also buy green products if my 0.825 0.843 0.879 0.509 0,709
friends purchase green product

5. 1 will share the mforma.tlon of green 0.850 0,648
products to all of my friends

6. The majority of my friends purchase 0813 0,745
green products

7. The majority of my family purchase 0813 0,739
green products

Perceived Monetary Value

1. The price of green .products are consid- 0817 0,731
ered to be economical

2. The value of green products are in line
with the value that it offers to the con- 0.792 0.837 0.892 0.735 0,917
sumer

3. The price of green products are consid- 0.636 0,910
ered to be acceptable

Environmental Attitude

1. Itis necessary to advocate an environ- 0.820 0,835
mentally lifestyle

2. Promotlng consumers’ attention towards 0.809 0.862
environmental issues is very important

3. ltis considered to be very crucial to con-
trol the amount of pollution in the envi- 0.804 0.860 0.905 0.705 0,864
ronment

4. The scarcity of resources on earth, made
the protection of the environment be- 0.849 0,795
came very important

Product Attitude

1. T'would use green products rather than
non-green products 0.879 0.895 0.920 0.657 0,771

2. lam pleased to purchase green product 0.865 0,851
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Reliability Validity
Corrected Combo- LOu(;er
Variable and Indicators Item-Total  Cronbach' ) pq AVE oading
Correla- s Alpha site .R.ella— (>0.4) (>0.7;
tion bility 0.5<x<0.7)
Acceptable

3. Green product can reduce the amount of
energy that [ will use and this is an im- 0.877 0,786
portant consideration for me

4. Green products that can reduce the dam-
age towards the environment are im- 0.865 0,846
portant to me

5. I'm willing to obtain green products that

have a good impact towards the envi- 0.873 0,308
ronment
6. Recyclable products are nice 0.878 0,798

Purchase Intention
1. 1 will buy green products in the near fu-

0.817 0,801
ture,
2. In the future, I plan to buy green products 0.783 0,865
3. 1 will buy green .products in line with 0818 0.843 0.894 0.680 0,782
government policy
4. lam very likely to purchase green prod- 0.780 0,847

uct in the near future

Source: data analysis (2020)

Figure 2. Outer Model
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Hypotheses Testing

Hypothesis Testing should be done to measure its significance of the hypotheses has been given
before. It can be conducted with T statistics > 1.96 and P-value < 0.05. Table 3 shows there are fif-
teen hypotheses in the table that give a significant effect.

Table 3. Hypothesis Testing Result

Standard- T. p.
Hypothesis ized Coefﬂ— Value Value Hypothesis
cient
H1: Collectivism has an effect on Environmental Attitude 0.001 0,013 0,989 Unsupported
H2: Collectivism has an effect on Product Attitude 0.266 4243 0,000 Supported
H3: Individualism has an effect on Environmental Attitude 0.010 0,143 0,886 Unsupported
H4: Individualism has an effect on Product Attitude 0.087 1,341 0,181 Unsupported
H5: ObJ.ectlve Knowledge has an effect on Environmental 0.046 0,656 0512 Unsupported
Attitude

Hé: tSuudbéectlve Knowledge has an effect on Product Atti- 0.300 5087 0,000 Supported

H7: Environmental Awareness has an effect on Environ-
mental Attitude
H&: Environmental Awareness has an effect on Product

0.459 5,266 0,000 Supported

0.217 3,299 0,001 Supported

Attitude
HO9: gt(;\éeemment s Role has an effect on Environmental At- 0271 3.890 0,000 Supported
H10: Government's Role has an effect on Product Attitude 0.053 0,953 0,341 Unsupported
H11: Media Exposure has an effect on Environmental Atti- 0.045 0972 0332

tude Unsupported
H12: Env!ronmental Attitude has an effect on Purchase In- 0115 1564 0,118

tention Unsupported
H13: Product Attitude has an effect on Purchase Intention 0,571 8,228 0,000 Supported
H14: Social Influence has an effect on Purchase Intention 0,231 3,875 0,000  Supported
H15: Percelyed Monetary Value has an effect on Purchase 0,126 2361 0,019

Intention Supported

Source: data analysis (2020)
Structural model or inner model used in this analysis to describe the relationship between the varia-
bles and the measuring indicators. To evaluate structural model, this research uses R? path coeffi-

cient, original sample, and p-value.

Table 4. R? Values for Actual Test

Variables R Square R Square Adjusted
Environmental Attitude 0,516 0,505
Product Attitude 0,598 0,591
Purchase Intention 0,545 0,538

Source: data analysis (2020)

Discussion

This research aimed to test a model of consumers and purchase intention, involving CAB model.
The results show that out of 15 hypotheses that were conducted, there are 7 hypotheses that are not
supported. The firts hypothesis stated that there is a significant relationship between collectivism
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and environmental attitude as stated in Kaufmann, Hans, Panni and Orphanidou (2012), Samara-
singhe (2012), Rizwan, Hasan, Danish and Ali (2017), Leonidou, Leonidou and Kvasova(2010),
Sreen, Purbey and Sadarangani (2018). However, the result in Table 3 suggests that the hypothesis
is not supported. Thus in this study, collectivism for creating environmental attitude is not support-
ed. Indonesia as a collective society hasn’t been able to establish and developed a good collective
culture in terms of environmental attitude to reduce the environmental damage, because Indonesia
as a nation has one of the most polluted environment in the world (Akhtar & Soetjipto, 2014). The
other reason is considering that the collectivist though has a strong sense of responsible to the relat-
ed group or family, nevertheless they may believe that making differences in the environment for
their immediate family members are difficult to be establish (Cho, Thyroff, Rapert, Park & Lee,
2013).

The second hypothesis stated thathere is a significant relationship between collectivism and
product attitude. This study supported the previous research such as Nayeem (2012), and Chen,
Chen and Tung (2018). The third hypothesis related to the significant relationship between individ-
ualism and environmental attitude as stated in Kim (2011), Ramayah, Lee and Mohamad (2010).
However, the results suggest that the hypothesis is not supported. Thus in this study, individualism
for creating environmental attitude is not supported. Individualism makes people care about their
need more than what others need in terms of environmental attitude and the result is people tend to
perceive their own self-centered needs and disregard what others might need including approach to
the more environmentally friendly manner (Lee, 2017). These results are in line with previous find-
ings, people with individualism culture argue that recycling to help environment reduce its emission
is less important for individual to do because it has no effect towards their own life and they might
feel that climate change is intractable and that it couldn't be solved by their individual actions. Their
value towards the environment are negatively related to belief about environmental attitude includ-
ing resource conservation (Kim, 2011; Xiang, Zhang, Geng, Zhou & Wu, 2019).

The fourth hypothesis stated thatthere is a significant relationship between individualism
and product attitude as stated in Nayeem, 2012; Ramayah, Lee & Mohamad, 2010. However, the
result suggests that the hypothesis is not supported. Thus in this study, individualism for creating
product attitude is not supported. Individualism tend to put themselves first and fulfill their own
needs, and in order to satisfy their needs they tend to stick with their own believes and mindset
about certain product that they might choose regardless if it is environmentally friendly or even not
environmentally friendly because the decisions of individualists are not depend on family members,
peers or social groups, they will rely on internal knowledge based on their personal experiences,
they will look for new experiences to expand their knowledge and will not be affected by external
factors (Lee, 2017 ; LeFebvre and Volker, 2013 ; Yin, Wang, Xia & Gu, 2019). Individualists will
not worry about social status or prestige when they make a purchasing decision, they will only focus
on the performance of a product (Nayeem, 2012). As this research found that individualism did not
have a statistically significant relationship with either environmental attitude nor product attitude,
because out of 262 respondents, 235 respondents responded that they only buy environmentally
friendly products if it is necessary, which means they still have to think about their needs before
they think about preserving the environment. The research also found that 210 out of 262 people
think that the environmental product is still more of a self-realization and they don’t consider it as a
basic necessity in order to preserve nature.

The fifth hypothesis stated that there is a significant relationship between objective
knowledge and environmental attitude as stated in Mamun, Fazal, Ahmad, Yacoob and Mohamad
(2018), Noor, Jamil, Mat, Mat, Kasim, Muhammad and Salleh (2012). However, the hypothesis is
not supported. Thus in this study, objective knowledge for creating environmental attitude is not
supported. There are 45 people in this study that did not know about the environmental label and
61 people that did not know about the concept renewable energy and its effect towards the envi-
ronment, from this data we know that the quite a lot of respondents are still poorly equipped with
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the right knowledge about preserving the environment in order for them to developed their envi-
ronmental attitude. The other reason is that the research about behavior regarding green products
found the same result that the objective knowledge did not significantly affect environmental atti-
tude (Lin and Huang, 2012).

The sixth hypothesis related to the significant relationship between subjective knowledge
and product attitude. The result of this study confirm previous research such as Hadar, Sood and
Fox (2013), Aertens, Mondelaers, Verbeke, Buysse and Huylenbroeck (2011) and Paladino and Ng
(2012). The seventh hypothesis stated that there is a significant relationship between environmental
awareness and environmental attitude. This result supported the study of Sarcicam and Sahin
(2015). Table 3 also shows that the eight hypothesis which relates to the significant relationship be-
tween environmental awareness and product attitude. This result supported the study of Assarut and
Srisuphaolarn (2012). Furthermore, the ninth hypothesis that stated the significant relationship be-
tween government’s role and environmental attitude was also supported. This result confirms the
study of Van der Waldst (2016).

The tenth hypothesis stated that there is a significant relationship between Government’s
Role and Product Attitude as stated in Kianpour, Anvari, Jusoh, and Othman (2014). However, the
result suggest that the hypothesis is not supported. Thus in this study, Government’s role for creat-
ing product attitude is not supported. Indonesian government are allowed to make regulations relat-
ing environmental and it can deliver precautions to people in order to convince people to live more
environmentally friendly, but Indonesia cannot really impose a strict rule in order to enhance con-
sumer attitude towards eco-friendly product because Indonesia has not got any formal institution
that focused on the eco-friendly product, so the amount of attitude regarding eco-product is very
low and government programs towards eco-friendly products has not been improved yet because of
this reason (Gou, 2020). The other reason is that the government effort in a green way is still new,
there is not available knowledge about consumer behavior in terms of green products purchasing
(Nezakati, Hosseinpour & Hassan, 2014).

The eleventh hypothesis proposed that there is a significant relationship between media ex-
posure and environmental attitude as stated in Trivedi, Patel, and Acharya (2018). However, the re-
sults i suggest that the hypothesis is not supported. Thus in this study, Media Exposure for creating
environmental attitude is not supported. Media in Indonesia has not been effective in terms of
spreading the knowledge and precautions that leads to the development of environmental attitude
(Assegaff, Kurniabudi & Hendri, 2016 & Assegaff, Hendri, Sunoto & Yani, 2017), because 47% of
the total respondent claimed that they never heard on their television such advertisement that en-
courage them to strengthen their attitude towards the environment and the similar result can be
seen with online media and radio with each contribute 30.9% and 55.3% towards the same state-
ment. The other reason that can explained the media influence towards the environmental attitude is
that previous study has questioned about the role of Media in influencing Environmental concern
and opposed that due to consumers’ skepticism, media may not play a significant role in forming
environmental attitude (Trivedi, Patel & Acharya, 2018).

The twelfth hypothesis stated that there is a significant relationship between environmental
attitude and purchase intention. However, the result suggests that the hypothesis is not supported.
Thus in this study, environmental attitude in creating purchase intention is not supported. The envi-
ronmental attitude in Indonesia’s society is still poor and has not yet been developed properly, be-
cause most of the respondent know about environmental issues but they don’t have the attitude to
help the environment (Akhtar and Soetjipto, 2014), and it reflects in this study that majority of the
respondents considered that they will only buy green products if it was necessary. Considering envi-
ronmental attitude do not influence the purchase intention toward environmentally-friendly prod-
ucts (Setyawan, Noermijati, Soenaryo & Aisjah, 2018)

The thirteenth hypothesis porposed that there is a significant relationship between product
attitude and purchase intention. The results connfirm the hypothesis and also confirms the previous
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study by Yu and Lee (2019), and Yao and Huang (2017). The fourteenth hypotesis refers to the sig-
nificant relationship between social influence and purchase intention. The findings confirm the
hypothesis and supports previous study of Wong (2019) and Akar et al. (2015). Finally, the findings
also support the last hypothesis that suggest there is a significant relationship between perceived
monetary value and purchase intention. This results confirm previous study of Dhewi, Putra, Soehar-
to and Wahyudi (2018) and Phan and Mai (2016).

Conclusion

The result of the study concludes about the important issues relating purchase intention establish-
ment from a different perspective. Eight out of fifteen hypotheses are supported for each mediating
variable. Environmental awareness and government’s role influence environmental attitude, where-
as collectivism, subjective knowledge, and environmental awareness have an influence on product
attitude. However, collectivism, individualism, objective knowledge, and media exposure are found
not to have effects on environmental attitude. This might be due to lack of caring and sense of be-
longing and also the minimal information that builds environmental attitude in Indonesia. Also, in-
dividualism and government’s role are found not to have effects on product attitude. This might be
due to the preference of the product that each individual has and cannot be interfered by outside
influence.

This research has two main limitations. First, this research is a cross-sectional study. In other
words, this research only describe the phenomenon at that time with that context. Second, this
research applied a non-probability design sampling. Thus, the results of this study can not be
generalized to explain Indonesian consumer purchase intention on green products. Those two
limitations may suggest that future research may apply an enhance the study by integrating
longitudinal studies and probability design sampling.
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