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ABSTRACT

The aim of this study is to examine the role of green product attitude and environmental
concern in mediating the influence of green awareness on green product purchase
intention. 190 respondents as the research sample were selected using the purposive
sampling method. The sample consists of people who intend to buy green products, are
domiciled in Bali, and have an education level of at least high school. The data were
collected by distributing questionnaires using google form. The reliability and validity of
the questionnaires have also been verified. The data analysis technique used was the
SEM-PLS analysis technique. The test result showed that green awareness has a positive
and significant influence on green product purchase intention. Green awareness has a
positive and significant influence on green product attitude and environmental concern.
Green product attitude was found to have a positive but insignificant influence on green
product purchase intention, while environmental concern has a positive and significant
influence on green product purchase intention. Green product attitude insignificantly
mediates the influence of green awareness on green product purchase intention, but
environmental concern is able to significantly mediate the influence of green awareness
on green product purchase intention. Thus, green product businesses should attempt to
increase the awareness of the market / potential customers regarding green products in
order to improve their positive attitude towards the product and become more
concerned about the environment, which in turn will stimulate the market’s intention to
purchase green products.
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Over the last decade, the environmental condition in Bali has been given increasing
attention as people are more aware of the environmental degradation, such as the
limited water sources, the increasing air temperature, and increasing air pollution. This
environmental degradation affects the life of the people. Many negative events may
occur, such as natural disasters, spread of disease, and unfavorable temperatures. Thus,
all parties, including business practitioners and consumers (the market) have a social
responsibility to preserve the environment. There are several contributions that can be
made by business practitioners and consumers. Business practitioners may try to
produce more eco-friendly products or green products. Likewise, consumers may also
attempt to purchase green products. If both parties are aware about the importance of
green products, the environmental condition can be better maintained. This is because
the production and consumption of green products have a positive impact on
environmental conservation.
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Over the last decade, there were many business practitioners who focused on
green marketing (Polonsky, 2011; Gordon et al, 2011; Gleim et al, 2013; and Afande,
2015), and the production of green products. There are various types of green products,
which include daily necessities and also tertiary products. In general, green products are
relatively more expensive than normal products, due to the higher cost of production.
The green products in the market do not always perform well in terms of the sales
volume which has frequently not reached its target. The sales volume would only be
preferable if consumers show an increasing tendency to purchase green products. The
behavior of purchasing green product is certainly preceded by the intention to purchase
the product. From the pre-research survey conducted on potential green product
consumers in Bali, the intention to purchase green products was found to be not
optimal. From total respondents of 25 people, 17 had the intention to purchase green
products while 8 did not. Those who did not intend to purchase green products stated
that they do not know about green products, are not aware of the importance of
environmental conservation, and do not have a positive view regarding green products.

There are many studies related to green product purchase intention and green
product buying behavior, among others were conducted by Ramayah et al (2010);
Sinnappan and Rahman (2011); Malik et al. (2019); and Gandhi (2020). According to
Malik et al (2019), green product purchase intention is influenced by green awareness.
Their research results revealed that the higher the green awareness of a person, the
greater the green product purchase intention. Similar results have been shown by Safari
et al. (2018). On the other hand, Farrukh et al. (2018) stated that green awareness alone
is not able to influence green product purchase intention. Based on the research gap
related to the influence of green awareness on green product purchase intention, the
relationship should be re-examined with a mediating variable. In the research by Malik
et al. (2019), environmental concern was found to be unable to mediate the relationship
between green awareness and green product purchase intention. Thus, in this study, the
green product attitude is included as a mediator. The reasons why green product
attitude is included as a mediator are: 1) green awareness stimulates positive attitude
towards green product. This is supported by the empirical evidence shown by Singh dan
Bangsal (2011). 2) In addition, positive green product attitude is also capable of
improving the green product purchase intention. This was supported in the study
conducted by Mostafa (2007) which stated that green product purchase intention
increases, following the increase in positive green product attitude.

Based on the research background, this study has a purpose to determine the role
of green product attitude and environmental concern in mediating the influence of green
awareness on green product purchase intention in Bali.

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT

The green product purchase intention of .consumers increase if the consumers are
aware of its environmental importance (Saleem et al, 2015). The green awareness,
which is indicated by the people’s experience of hearing about green products, knowing
certain information about the green products, and having the perspective that green
products are important (Malik et al, 2019), will eventually improve a person’s intention
to choose and purchase green products. In addition to green awareness, potential
consumers should also have a positive attitude towards the natural environment, which
is shown by their attitude that encourage and recommend others to purchase and use
green products, view purchasing green products as a form of investment and an
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important agenda in life (Safari et al, 2018). Afterwards, if consumers have a positive
attitude towards the environment, they will also be concerned about the natural
environment (Soni and Wher, 2004), which will eventually lead to the increase in green
product purchase intention.

Green product
attitude

Green
awareness

Green product
purchases

intantinn

Environmental
concern

Figure 1 - Conceptual Framework

RESEARCH HYPOTHESIS

According to the research by Ali et al (2011) and Sabir et al (2014), green
awareness has a positive and significant influence on green product purchase intention.
Furthermore, Saleem et al (2015) also examined the influence of perceived value on
green product purchase intention and found that green awareness is able to improve the
green product purchase intention of potential consumers. With green awareness, which
is indicated by consumers’ perception regarding environmental conservation,
consumers would be more likely to have a greater intention to purchase eco-friendly
products that do not harm the natural environment. This is supported in the research
conducted by Malik et al (2019). Based on the empirical reviews discussed above, the
hypothesis developed is as follows:

e H1: Green awareness has a positive and significant influence on green product
purchase intention.

The green awareness of the market will very likely improve their positive attitude
towards green products. The influence of green awareness on green product attitude
has been examined by Young et al (2010). Their results revealed that with a higher level
of green awareness, potential consumers will have a higher level of positive attitude
towards green products. This is in line with the results shown by Sengupta et al (2010)
and Al Mamun and Fazal (2018). Based on the discussed empirical review, the
hypothesis formulated is as follows:

e H2: Green awareness has a positive and significant influence on green product
attitude.

The green product attitude of the market would certainly improve their intention
to purchase green products. The influence of green product attitude on green product
purchase intention has been examined by several researchers, among others: Vermeir
and Verbeke (2006); Kozar and Connell (2013); and Nittala (2014). Their research
results revealed that with a positive green product attitude, potential consumers will
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have a greater green product purchase intention. This is consistent with the research
results shown by Young et al. (2010); Phipps et al (2013) ; and Lee (2014). Based on
the empirical review discussed above, the hypothesis formulated is as follows:
e H3: Green product attitude has a positive and significant influence on green
product purchase intention.

Green awareness is also able to improve the environmental concern of consumers
(Zsoka et al, 2013; Dagher et al, 2015). The results of several studies have shown that
the green awareness of the market, which is indicated by their awareness regarding
green products and knowledge about green products, is able to improve their
environmental concern. Similarly, the research results of Malik et al (2019) also showed
that green awareness is able to improve environmental concern. Malik et al (2019)
studied the behavior of green product consumers, and revealed that green awareness is
able to increase the consumers’ environmental concern. Based on the empirical review
discussed above, the hypothesis developed is as follows:

e H4: Green awareness has a positive and significant influence on environmental
concern.

Environmental concern is also able to increase green product purchase intention
(Sally, 2013). Similarly, in the research conducted by Ishawini and Dutta (2011), it was
found that people’s concern for the environment is capable of increasing their intention
to purchase green products. This was also conformed by Khare (2014) who revealed
that environmental concern is able to increase the purchase behavior of people for green
products. Juniora et al. (2015) studied the relationship between environmental concern
and green product purchase intention, and found that environmental concern is capable
of increasing the intention of consumers to purchase green products or environmentally
friendly products. There are other studies that conform to these results, among others
the research conducted by Leonidou et al (2015) and Brough et al (2016). Based on the
empirical review, the hypothesis developed is as follows:

e H5: Environmental concern has a positive and significant influence on green
product purchase intention.

The research conducted by Al Mamun and Fazal (2018) revealed that green
awareness has a positive and significant influence on green product attitude and green
product attitude has a positive and significant influence on green product purchase
intention (Nittala, 2014). Thus, green product attitude can be used as a mediator
variable in the relationship between green awareness and green product purchase
intention. Based on the empirical review, the hypothesis developed is as follows:

e Hé6: Green product attitude is able to significantly mediate the influence of green
awareness on green product purchase intention.

The research conducted by Malik et al (2019) found that environmental concern is
not able to significantly mediate the influence of green awareness on green product
purchase intention. However, the research conducted by Connell (2010) revealed that
green awareness has a positive and significant influence on environmental concern. In
some other studies, it was also found that environmental concern has a positive and
significant influence on green product purchase intention (Kim and Choi, 2005; Juniora
et al, 2015). Thus, environmental concern can be examined as the mediator variable in
the relationship between green awareness and green product purchase intention. Based
on the empirical review, the hypothesis is formulated as follows:

e H7: Environmental concern is able to significantly mediate the influence of green
awareness on green product purchase intention.
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METHODS OF RESEARCH

This research is categorized as an associative study and has a purpose to examine
the relationship of green awareness, green product attitude, environmental concern, and
the green product purchase intention in Bali. Bali was selected as the research location
because it is a province with a relatively large number of consumers, therefore is a
potential market for green products. The population in this study is all the green product
consumers in Bali.

The data were collected by using the questionnaires. The questionnaire contains a
number of questions to be answered by respondents which allows the researcher to
examine the respondents’ perception regarding the research objects. The questionnaires
were distributed to the potential consumers of green products. The total number of
sample was 190 potential green product consumers. The answers of respondents were
measured using the five point Likert Scale. The data analysis techniques used in this
study were the classical assumption test and the SEM-PLS analysis.

RESULTS AND DISCUSSION

The characteristics of respondents recorded in this study were their gender, age,
education level, and the type of green product they intend to purchase.

Table 1 - Characteristics of Respondents

No Variable Classification Total (people) Percentage
1 Gender Male 55 28,95
Female 135 71,05
Total 190 100
18 -28 68 35,79
29-39 32 16,84
2 Age (Years) 40 - 50 43 22,63
51-61 47 24,74
Total 190 100
High School 45 23,68
3 Education Associate Degree 25 13,16
Undergraduate Degree 85 44,74
Postgraduate Degree 35 18,42
Total 190 100
Household products 45 23,69
4 Product Type Cosmetic products 105 55,26
Other products 40 21,05
Total 190 100

Source: Computed Primary Data, 2020.

Table 1 shows that there are more female respondents than male respondents,
with 71.05 percent being female respondents, while the remaining 28.95 percent are
male. Based on the age, a majority of the respondents were at an age between 18 - 28
years old at 35.79 percent of the total respondents, 16.84 percent were at an age of 29 -
39 years old, 22.63 percent were at an age of 40 - 50 years old, and 24.74 percent were
at an age of 51 - 61 years old. In terms of the education level, 85 people or 44.74 percent
of the respondents had an undergraduate degree, and this was the education level with
the highest percentage of respondents compared to the other levels. In terms of the type
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of product the respondents want to purchase, 105 respondents or 55.26 percent, hence
most of the respondents, want to purchase green cosmetic products.

All the variable instruments in this study have a correlation coefficient of greater
than 0.30. In other words all the variables in this study have a Cronbach’s Alpha value
(a) of greater than 0.70. This means that all the research instruments are reliable. There
were 30 respondents as sample used to test the instruments.

All the indicators have an outer loading value of greater than 0.7. This means that
the research model has fulfilled the convergence validity requirement.

Table 2 shows that all the construct variables have a good level of discriminant
validity, as all the average variance extracted (AVE) value is greater than 0.50 and the
Cronbach’s Alpha value is greater than 0.60.

Table 2 - Average Variance Extracted (AVE) and Cronbach’s Alpha

Variable AVE Cronbach’s Alpha
Green awareness 0,930 0,962
Green product attitude 0,583 0,843
Environmental concern 0,807 0,939
Green product purchase intention 0,785 0,930

Table 3 shows that both the composite reliability values and the Cronbach’s alpha
values of all the constructs are greater than 0.6.

Table 3 - Composite Reliability

Variable Cronbach’s Alpha Composite Reliability
Green awareness 0,962 0,976
Green product attitude 0,843 0,889
Environmental concern 0,939 0,954
Green product purchase intention 0,930 0,948

The inner model test is conducted to examine the relationship between constructs,
attain the significance value, and the R-square of the research model. Table 4 shows that
49,5 percent of the variability in the green product attitude construct is influenced by
the green awareness, 19,8 percent of the variability in the environmental concern
construct is influenced by the green awareness, and 58,5 percent of the variability in the
green product purchase intention construct is influenced by green awareness, green
product attitude, and environmental concern.

Table 4 - R-square Value of the Dependent Variables

n/n R-Square R-Square Adjusted
Green product attitude 0,495 0,490
Environmental concern 0,198 0,190
Green product purchase intention 0,585 0,572

The direct influence in the inner model is tested and determined by the t-statistics
and the p-value. If the t-statistics value is > t-table value (1,96), or p-value is < 0.05,
then there is a positive and significant influence. Table 5. shows the test results of the
direct influence, indirect influence, total influence between variables and the VAF
calculation in this study.
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Table 5 Direct Influence, Indirect Influence, Total Influence of Variables

Variable Direct effect
Correlation Coefficient t-statistic
GA ----> GPPI 0,458 4,689
GA ----> GPA 0,704 12,647
GPA ----> GPPI 0,181 1,073
GA ----> EC 0,445 6,004
EC ----> GPPI 0,559 4,560
Variable Indirect effect
Correlation Coefficient t-statistic
GA ----> GPA ----- > GPPI 0,128 1,055
GA ----> EC ----- > GPPI 0,249 3,921

In Table 5, the relationship between green awareness and green product
purchases intention is shown to have a t-statistics value of 4,689 > t-table value (1,96),
and a p-value of 0.000 < 0,05. Therefore, H1, which stated that green awareness has a
positive and significant influence on green product purchases intention, is accepted. The
Relationship between green awareness and green product attitude has a t-statistics
value of 12,647 > t-table value (1,96), and a p-value of 0.000 < 0.05. This means that H2,
which stated that green awareness has a positive and significant influence on green
product attitude, is accepted. The relationship between green product attitude and
green product purchase intention has a t-statistics value of 1,073 < t-table value (1,96),
and a p-value of 0.284 > 0.05. This means that H3, which stated that green product
attitude has a positive and significant influence on green product purchase intention, is
rejected.

The relationship between green awareness and environmental concern has a t-
statistics value of 6.004 > t-table value (1,96), and a p-value of 0.000 < 0.05. This means
that H4, which stated that green awareness has a positive and significant influence on
environmental concern, is accepted. The relationship between environmental concern
and green product purchase intention has a t-statistics value of 4.560 > t-table value
(1,96), and a p-value of 0.000 < 0.05. This means that H5, which stated that
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environmental concern has a positive and significant influence on green product
purchase intention, is accepted.

The role of the mediators in mediating the influence of green awareness can be
determined by referring to the indirect influence and t-statistics value. The analysis
result shows that the indirect influence of green awareness on green product purchase
intention through green product attitude has a correlation coefficient of 0.128, a t-
statistics value of 1.055 < 1.96, and a p-value of 0.282 > 0.05. Thus, green product
attitude does not significantly mediate the influence of green awareness on green
product purchase intention. Meanwhile, the environmental concern variable is found to
be able to significantly mediate the influence of green awareness on green product
purchase intention. This is shown by a correlation coefficient of 0.249, a t-statistics value
of 3.921 > 1.96, and a p-value of 0.000 < 0.05.

DISCUSSION OF RESULTS

The influence of green awareness on green product purchase intention in Bali

By referring to Table 5, the green awareness variable is found to have a significant
influence on green product purchase intention. This is proven by a p-value of 0.000
which is less than 0.05. The relationship between green awareness and green product
purchase intention is positive, which is indicated by beta coefficient of 0.458. This means
that with a greater degree of green awareness, there will be an increase in the green
product purchase intention of the potential market.

In this study, the indicators of green awareness, namely consumers have heard
about green products, know about green products, and view that purchasing green
product contributes to the environment, have an important role in increasing green
product purchase intention. This research result is also conformed by Sengupta et al.
(2010) who revealed that green awareness is capable of improving green product
purchase intention.

The influence of green awareness on green product attitude

Based on Table 5, the green awareness variable is shown to have a significant
influence on green product attitude. This is proven by a p-value of 0.000 which is less
than 0.05. The relationship between green awareness and green product attitude is
positive which is indicated by a beta coefficient of 0.704. This means that with a higher
degree of green awareness, there will also be an increase in the green product attitude of
potential consumers in Bali.

The indicators of green awareness in this research, namely consumers have heard
about green products, know about green products, and view that purchasing green
product contributes to the environment, have an important role in improving green
product attitude. This result is conformed by Luchs et al (2010); Brengman et al
(2012); and Ertz et al (2016) who revealed that green awareness is able to increase
green product attitude.

The influence of green product attitude on green product purchase intention

Based on Table 5, green product attitude is shown to have an insignificant
influence on green product purchase intention. This is proven by a p-value of 0.284
which is greater than 0.05. The relationship between green product attitude and green
product purchase intention is positive, which is indicated by a beta coefficient of 0.181.
It can be inferred that even with a higher degree of green product attitude, the intention
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of potential consumers in Bali to purchase green products will not necessarily increase.
To develop the green product purchase intention, only developing the positive attitude
towards green products is not enough.

In this research, the indicators of green product attitude, namely consumers
always encourage others to purchase green products, believe that it is important to
purchase green products, think of purchasing green products as an investment, suggest
others to purchase green products, recommend others to increase their green product
purchases, and view purchasing green products as an important agenda in life, have an
important role in increasing green product purchase intention. This research result is
conformed by Kozar and Connell (2013) who revealed that green product attitude is not
able to increase green product purchase intention.

The influence of green awareness on environmental concern

Based on Table 5, green awareness is shown to have a significant influence on
environmental concern. This is proven by a p-value of 0.000 which is lower than 0.05.
The relationship between green awareness and environmental concern is positive,
which is indicated by a beta coefficient of 0.445. This means that with a greater degree of
green awareness, there will be an increase in the environmental concern of potential
consumers in Bali.

In this study, the indicators of green awareness, namely consumers have heard
about green products, know about green products, and view that purchasing green
product contributes to the environment, have an important role in improving the
environmental concern. This result is conformed by Soni dan Wehr (2004) who showed
that green awareness is able to improve environmental concern.

The influence of environmental concern on green product purchase intention

Based on Table 5, the environmental concern variable can be seen to have a
significant influence on green product purchase intention. This is proven by a p-value of
0.000 which is lower than 0.05. The relationship between environmental concern and
green product purchase intention is positive, which is indicated by a beta coefficient of
0.559. This means that potential consumers who have a higher degree of environmental
concern tend to have a higher green product purchase intention.

In this research, the indicators of environmental concern, namely the feelings of
anxiety for the environmental condition, anxiety due to the existence of people who
purposely harm the environment, view that harming the environment would have a
negative impact on the environment, always suggest to others to conserve the
environment, and maintain the harmony with the environment, have an important role
in increasing green product purchase intention. This result is supported by Ramayah et
al (2012) and Karatu and Mat (2014) who showed that environmental concern is able
to improve green product purchase intention.

The role of green product attitude in mediating the influence of green awareness on green
product purchase intention

The results reveal that green awareness has an indirect influence on green product
purchase intention through green product attitude. The SEM analysis output using the
SEM - PLS program shows that the magnitude of the indirect influence of green
awareness on green product purchase intention through green product attitude is 0.128
with a p-value of 0.292 > 0.05. This indicates that green awareness has a positive but
insignificant influence on green product purchase intention through green product
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attitude. Thus, green awareness has an insignificant influence on the performance of
firms through green product attitude. This means that green product attitude is not able
to mediate the influence of green awareness on green product purchase intention.

The role of environmental concern in mediating the influence of green awareness on
green product purchase intention

The green awareness of the potential market is indirectly capable of increasing
their green product purchase intention through the increase in environmental concern.
In other words, the concern towards the environment is capable of enhancing the total
influence of green awareness on green product purchase intention. The improvement in
environmental concern of the potential market in Bali will indirectly have a positive
influence on the green product purchase intention.

The SEM analysis output obtained using the SEM-PLS program revealed that green
awareness has an indirect influence on green product purchase intention through
environmental concern, with a magnitude of 0.249, and a p-value of 0.000 < 0.05. This
result indicate that green awareness has a positive and significant influence on green
product purchase intention through environmental concern. The significant influence of
green awareness on green product purchase intention through the improvement in
environmental concern implies that environmental concern is able to mediate the
influence of green awareness on green product purchase intention.

Research Implication

The analysis results and discussions in this study has provided theoretical and
empirical evidence regarding the relationship between the latent variables, namely
green awareness, green product attitude, environmental concern and green product
purchase intention. This study also provides insights for green product producers that
developing the market’s green awareness is very important. In addition, it is also
important to develop green attitude and the environmentally concerned behavior of
consumers. This will eventually lead to the increase in intention of consumers to
purchase green products.

RESEARCH LIMITATION

There were several limitations found in the study: 1) the research respondents
consists of people who have the intention to purchase green products in Bali, thus the
research results may not have a real impact on the performance of green product firms.
To overcome this limitation, green product purchase behavior must be examined in
future studies. 2). From the mediating variables examined, green product attitude did
not have a significant influence on green product purchase intention. Thus, there is a
need to add other mediators, such as green perceived value, to examine the influence of
green product attitude on green product purchase intention. 3) In addition, to provide
greater insights, future research may attempt to study the topic from the perspective of
green product producers.
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