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ABSTRACT 

This study analyzes internal and external factors that 

influence consumer's purchase intention in green 

products, which is environmental awareness, 

environmental knowledge, green product value, and 

green packaging in DKI Jakarta. The data of this study 

were obtained by distributing questionnaires to 100 

respondents who are consumers of green products in 

DKI Jakarta. The data analysis method is Structural 

Equation Modeling (SEM) with the PLS-SEM 

technique. The results showed that the value factor on 

green products had the strongest influence on 

purchase intention, followed by environmental 

consciousness, and green packaging. While 

environmental knowledge does not have a significant 

influence on consumer's purchase intention. 

Keywords: Green Product, Purchase Intention, 

Environmental Knowledge, Environmental 

Consciousness, Green Product Value, Green 

Packaging. 

 

1. INTRODUCTION 

In this era, more companies are making various kinds 

of efforts to preserve the environment, this is done to 

reduce the impact of environmental damage caused by 

the company's business activities. Many companies 

today communicate their concern for the environment 

through business practices and corporate marketing 

(Royne et al., 2011; Raska & Shaw, 2012). As an 

example in the automotive industry, the company 

Honda, Toyota, GM issued a Hybrid car that combines 

a more environmentally friendly gasoline engine and 

electric motor (Huang, et al., 2014). In the cosmetics 

industry, namely The Body Shop, L'Oreal, L'Occitane 

(Soerjanatamihardja & Fachira, 2017; Grundey, 2010), 

and in the food and beverage industry, namely 

Starbucks, Coca Cola and Ultrajaya (Ngantung, 2013; 

Ottman, 2017).  

Business with the concept of environmentally friendly 

is also increasingly popular in Indonesia, especially in 

the city of Jakarta. This has encouraged many 

companies to launch green products that are safer for 

the environment (Santoso & Fitryani, 2016). 

According to Albino, Balice, and Dangelico (2009) 

and Figueiredo & Guillen (2011), a green product is a 

product or service that is designed to minimize impacts 

on the environment in the product's life cycle. Various 

types of green products are commonly consumed, 

namely food products, hygiene, clothing, household 

appliances, lamps, and batteries (Ritter et al., 2015). 

One of the green products that attract people's attention 

is food and beverage. In Indonesia, products with an 

eco-friendly concept have also become a trend among 

the people (Tashandra, 2018). Based on the results of 

research conducted by TechNavio in 2015, the food 

and beverage industry is the largest consumer of green 

packaging products (Mohan, 2015).  

Several studies have been conducted to analyze the 

factors that influence consumer’s purchase intention in 

green products. Purchase intention is part of the 
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consumer buying process (buying process) of a 

product. According to Akbariyeh et al., (2015), a study 

of purchase intention needs to be done to see the 

bargaining power of consumers and retailers 

increasingly growing amid increasingly fierce business 

competition. With a study of purchase intention, 

companies can find out consumers' perceptions of the 

company's products (Xiao et al., 2018). Although 

green products are known to have higher prices, other 

factors can influence consumer’s purchase intention. 

Understanding the factors that encourage green 

consumption can encourage consumers to think about 

the environment to increase consumer demand for 

green products (Ritter et al., 2015). 

Research on purchasing behavior of green products 

that have been carried out previously highlighted the 

influence of green marketing on consumer buying 

behavior (Gayathree, 2016). Meanwhile, according to 

Widjojo & Yudianto (2015), consumer’s purchase 

intention is influenced by factors from consumers 

(internal) and factors from products (external). Internal 

factors can be in the form of trust, knowledge, attitudes 

within consumers that are unique, while external 

factors are encouragement from outside that is beyond 

consumer control (Connell, 2010). Various attempts 

were made by producers to influence the mindset of 

consumers towards the needs and desires to buy green 

products, such as through prices, packaging, and 

advertising promotion (Maichum, et al., 2017). 

Seeing that research on green products is still limited 

in Indonesia, this study aims to analyze the factors that 

influence consumer’s purchase intention in the food 

and beverage industry in the city of Jakarta, Indonesia. 

The food and beverage industry is the focus of this 

research because the industry is the largest contributor 

of waste or plastic waste to the environment in 

Indonesia (Baqiroh, 2019). In contrast to previous 

studies, in this study, internal factors consist of 

environmental consciousness & environmental 

knowledge (Maichum et al., 2017). While external 

factors consist of green product value & green 

packaging (Kong et al., 2014). 

2. THEORETICAL FRAMEWORK 

2.1 Environmental Consciousness 

Schlegelmilch et al., (1996) in Kaynak & Eksi (2014) 

describe environmental consciousness as a motive in 

increasing individual awareness of environmental 

damage as a result of human activities that affect the 

attitudes and behavior of these individuals to reduce 

activities that harm the environment. Environmental 

consciousness that exists in a person influences that 

person's attitude. Ling & Huang (2012) said that 

environmental consciousness in its development from 

time to time changes the attitude and buying behavior 

of a product in a person. Not only does it affect 

consumers, but environmental consciousness also 

influences companies to continue producing green 

products (Pudaruth et al., 2015; Sharma & Bansal, 

2013; Huang and Kung, 2011; Connell, 2011; Buysse 

& Verbeke, 2003). 

Previous research by Maichum et al. (2017), 

environmental consciousness has a positive and 

significant influence on purchase intention. This is also 

supported by research by Park, Oh, & Na (2013). 

According to Ariffin et al. (2016), environmental 

consciousness has a strong relationship with purchase 

intention. However, it is different from Mishal et al. 

(2017), the results of his study indicate that 

environmental consciousness does not have a 

significant effect on purchase intention. Based on the 

explanation above, this study proposes a hypothesis: 

H1: Environmental consciousness has a significant 

influence on purchase intention. 

2.2 Environmental Knowledge 

Environmental Knowledge is knowledge about the 

environment and aspects related to ecosystems (Fryxell 

& Lo, 2003). Environmental knowledge also talks 

about environmental responsibility (Mostafa, 2007). 

According to Kusuma & Handayani (2018), this 

knowledge is used by consumers in making decisions 

and evaluating a product or service. Environmental 

knowledge has an important role in purchasing 

decisions and consumer usage of green products 

(Maichum et al., 2017; Stutzman & Green, 1982). 

Environmental knowledge within consumers can 

contribute to sustainable development by knowing the 

impact of human activity and responsibility for the 

environment (Fryxell & Lo, 2003). According to Aman 

et al. (2012), consumers who have environmental 

knowledge have the potential to encourage positive 

attitudes towards environmentally friendly products. 

In previous studies, environmental knowledge has 

positive results and a significant effect on purchase 

intention (Maichum et al., 2017). These results are also 

supported by Kusuma & Handayani's research (2018) 

that environmental knowledge has a positive and 

significant influence on purchase intention. In the 

research of Yadav & Pathak (2016), there is a positive 
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relationship between environmental knowledge and 

purchase intention. Based on this information, a 

hypothesis is formed. 

H2: Environmental knowledge has a significant effect 

on purchase intention. 

2.3 Green Product Value 

One measure of customer satisfaction is to look at the 

green product value. Consumers can get happiness & 

enjoyment of life. It can reduce expenses, as well as a 

sense of security because it does not have a bad 

influence on the health of green product value (Lin & 

Lin, 2015). In a previous study by Kong et al. (2014), 

green product value is adapted from green perceived 

value by Chen & Chang (2012) which is defined as the 

benefits felt by consumers from products or services to 

the environment and sustainable development. 

Green products generally have higher prices than 

conventional products (Royne et al., 2011). Therefore, 

green product value must be superior to conventional 

products to increase consumer purchase intentions 

(Chen & Chang, 2012). Green product value can be 

used as a measure of consumers' evaluation of the 

product whether it is fair, right, and proper to be 

purchased for the cost incurred (Bolton & Lemon, 

1999). Based on previous research, green product 

value has a significant effect on purchase intention 

(Shaharudin et al., 2010; Kong et al., 2014; Dhewi et 

al., 2018). Based on this information, it can be 

concluded: 

H3: Green product value has a significant effect on 

purchase intention. 

2.4 Green Packaging 

In the world of marketing, the form, type, volume, and 

design in a package is one of the keys that can connect 

a company to consumers (Yang & Raghubir, 2005). 

But in its understanding, green packaging has a deeper 

meaning, not only in form, type, volume and design, 

but good packaging is packaging that can be reused, 

recycled, and does not cause pollution in the 

environment around humans and living things (Zhang 

& Zhao, 2012). According to Weber et al. (2015), 

green packaging has a positive influence on purchase 

intentions, this is supported by research by Rajendran 

& Wahab (2017) and Auliandri et al. (2018) which 

explains the positive and significant effect of green 

packaging on purchase intentions. Based on this 

information, then formed: 

H4: Green packaging has a significant effect on 

purchase intention.  

 

Figure 1: Theoretical Framework

3. METHODS 

In this study, data collection was carried out through 

questionnaires. The questionnaire consisted of two 

parts. The first part consists of the demographics of the 

respondents, including gender, age, level of education, 

place of residence, income, and occupation. The 

second part is a statement of the factors that influence 

purchase intention. Statement of indicators taken from 

several previous studies with modifications and can be 

seen in table 1. Consumers will assess the indicator 

using a Likert scale of 1-5 (strongly disagree to 

strongly agree). Likert scale is a method used to 

measure the assessment of a person or group of a 

statement (Umar, 2003). 
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The sampling method is done using the purposive 

sampling method that is deliberate sampling with 

special consideration (Juliandi, Irfan, & Manurung, 

2014). The criteria used are the respondents who are 

residents of the city of Jakarta and Starbucks 

consumers. The city of Jakarta is the location of 

research because it is the country's capital and business 

center in Indonesia (Rusyanto, 2016). The sample size 

was obtained using the Slovin formula with a margin 

of error of 10% (Riadi, 2015). The total sample of 100 

respondents taken as the result of the calculation using 

the formula Slovin of the total population in the city in 

2017 is 10,177,924 inhabitants (Badan Pusat Statistik 

DKI Jakarta, 2017). 

The model proposed in this study uses PLS (Partial 

Least Squares) analysis. PLS analysis is commonly 

used for causal research, in this case, to examine the 

effect of the dependent variable on the independent 

variable (Nurwullan et al., 2015). The experts revealed 

that PLS analysis has the advantage of being able to 

measure structural models (between variables) rather 

than using analytical methods such as factor analysis 

and multiple regression (Harmancioglu et al., 2009). 

PLS is defined by two equations, namely the outer 

model and the inner model. The outer model 

determines the relationship between latent variables 

and their indicators, while the inner model describes 

the relationships that exist between latent variables 

(Huda, 2017).  

Table 1. Variables and indicators 

Variable Indicator Source 

Environmental 

Consciousness 

EC1 
I have avoided buying a product that potentially 

harming the environment 
(Lin & Huang, 2012) 

EC2 
I reduce the use of products that can produce plastic 

waste (Ritter, Borchardt, 

Vaccaro, & Pereira, 2015) 
EC3 

I understand that human activities have an impact on 

the environment 

Environmental 

Knowledge 

EK1 
I know environmental issues that are happening right 

now 
(Maichum, Parichatnon, 

& Peng, 2017) 
EK2 I know the eco-friendly symbol on the product 

EK3 
I know the product that I bought is safe for the 

environment 

Green Product Value 

GPV1 
The performance of the product that I bought for the 

environment is in line with expectations 

(Chen & Chang, 2012) GPV2 
I bought the product because it was produced by the 

company as a form of concern for environmental issues 

GPV3 
I bought the product because it is environmentally 

friendly 

Green Packaging 

GP1 Product packaging is made from recycled materials (Kong, Harun, Sulong, & 

Lily, 2014) 
 

GP2 Product packaging can be recycled (recyclable) 

GP3 Product packaging can be reused (reusable) 

Purchase Intention 

PI1 
I bought the product because of the environmental 
issues 

(Chen & Chang, 2012; 
Suki, 2016) PI2 

I have a plan to buy a product because of its 

environmental benefits 

PI3 Overall, I like to buy green products 

4. RESULT AND DISCUSSION

Based on the information obtained, 100% of 

respondents in this study are consumers of green 

products in the city of Jakarta. 54% of men and 46% of 

women. Respondents were predominantly millennials, 

with 54% aged 25-38 years, 41% aged 24 years and 

under, and 5% aged 39-54 years. Furthermore, 

respondents in this study 42% work as private 

employees, 35% are students, and 9% work as civil 

servants. The average expenditure was 45%, ranging 

from Rp. 3,000,000 to Rp. 6,000,000. Then 88% of 

respondents in this study mostly knew about green 

products in the food and beverage industry compared 

to other industries. 

Data processing in this study uses Smart PLS. Based 

on the results of the validity and reliability test seen 
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through the value of factor loading, composite 

reliability, and average variance extracted. According 

to Hair et al. (2017), each indicator and variable is 

declared valid and reliable if it has a minimum factor 

loading value 0.6, minimum composite reliability 0.7, 

and AVE value above 0.5. In this study, from 15 

indicators, there were 2 indicators that were invalid, so 

they were deleted and not used. Then the results of the 

data are run again so that the 13 indicators used are 

valid and reliable (table 2).  

The purpose of this study was to identify the internal 

and external influences of consumers on purchase 

intention in green products in the food and beverage 

industry. Internal factors consist of environmental 

consciousness and environmental knowledge, then 

external factors consist of green product value and 

green packaging. Based on the results of the path 

coefficient, it can be seen that environmental 

consciousness, green product value, and green 

packaging have a significant effect on consumer’s 

purchase intention on green products (H1, H3, H4 are 

supported), while environmental knowledge does not 

affect purchase intention (H2 is not supported). This is 

because the t-statistic is less than 1.96 and the p-value 

is more than 0.005. Based on the information from 

table 3, it can be concluded that external factors in this 

study have a greater influence than internal factors. 

This is because green product value (0.467) has the 

most influence on consumer’s purchase intention, then 

environmental consciousness (0.276) and finally green 

packaging (0.190), while environmental knowledge 

(0.033) has no significant influence on consumer’s 

purchase intention. 

 

Table 2. The validity and reliability test 

Variable and Indicator Factor Loading Composite Reliability Avergace Variance Extracted (AVE) 

Environmental Consciousness 

0,857 0,750 
EC1 0,922 

EC2 0,806 

EC3 -0,145 

Environmental Knowledge 

0,836 0,719 
EK1 0,568 

EK2 0,839 

EK3 0,857 

Green Product Value 

0,896 0,742 
GPV1 0,788 

GPV2 0,890 

GPV3 0,901 

Green Packaging 

0,849 0,654 
GP1 0,730 

GP2 0,809 

GP3 0,881 

Purchase Intention 

0,867 0,687 
PI1 0,859 

PI2 0,884 

PI3 0,737 

Table 3. Path coefficient 

Hypothesis Path Coefficient T-Statistics P-Value Results 

H1 EC -> PI 0,276 2,794 0,005 Supported 

H2 EK -> PI 0,033 0,302 0,763 Rejected 

H3 GPV -> PI 0,467 3,890 0,000 Supported 

H4 GP -> PI 0,190 2,541 0,011 Supported 

 

The results of this study are consistent with the results 

of Chen & Chang's study (2012) that green product 

value is important to increase consumer's purchase 

intention. The impact of the product on the 

environment based on product value is the benchmark 

for consumers. In the food and beverage industry, most 



iJournals: International Journal of Social Relevance & Concern 

    ISSN-2347-9698 

Volume 8 Issue 7 July 2020 

 

 

 

© 2020, iJournals All Rights Reserved                                                                       www.ijournals.in 

 

© 2020, iJournals All Rights Reserved                                                                       

Page 6 

respondents in this study know and use products from 

Starbucks and McDonald’s. The company's 

performance to care about the environment so far has 

been considered good by respondents. This is due to 

90% having undergraduate education background and 

according to Mahendra & Ardani (2015), the higher 

the educational background of a person, the more 

important the quality in making a purchase of a 

product, besides that 65% of respondents already work, 

which according to Lee (2012) those who are already 

working strongly consider that the value obtained from 

a product must be in accordance with the amount of 

money they spend.  

The second factor that is no less important is 

environmental consciousness. These results are 

following research from Gan et al. (2008) which states 

that consumers who have environmental consciousness 

will encourage high purchase intention in green 

products because environmental awareness has 

changed their buying behavior to prioritize products 

that are friendly to the environment. This result was 

obtained because according to Balderjahn (1988) in 

Gan et al. (2008), environmental consciousness is 

owned by educated consumers. Furthermore, green 

packaging also affects respondents' purchase intention 

in DKI Jakarta. This result is in accordance with the 

result from Rokka & Uusitalo (2008) because green 

packaging has a major role in the environment, which 

can contribute to the environment, especially for the 

food and beverage industry, so this factor affects 

consumer’s purchase intention. Then for 

environmental knowledge factors, the results of this 

study do not support Yadav & Pathak's (2016) research 

which explains that environmental knowledge has a 

significant effect on purchase intention in green 

products. 

Table 4. Green product brands according to respondents 

Food and Beverage Brands that sell green products Percentage of Respondents 

Starbucks 31% 

McDonald’s 25% 

Ades 13% 

KFC 10% 

Burger King 5% 

Fore 3% 

Coca Cola 3% 

AQUA 2% 

Javara 2% 

Rejuve 1% 

Ultrajaya Milk 1% 

Eatlah  1% 

Lemonilo 1% 

Burgreens 1% 

TOTAL 100% 

 

5. CONCLUSION AND 

RECOMMENDATION 

This study concludes that external factors have an 

important role for the young consumers who are 

already working and educated when compared to 

internal factors in green products in the food and 

beverage industry in DKI Jakarta. Also, the value 

factor on green products has the strongest influence on 

consumer's purchase intention, followed by 

environmental consciousness and green packaging. 

While environmental knowledge does not have a 

significant influence on consumer purchase intention. 

The limitation of this study is that the samples used are 

only 100 and conducted in DKI Jakarta. Therefore to 

increase the value of this research, it needs an increase 

by the number of samples and applying research in 

other big cities in Indonesia. Also, it is hoped that 

subsequent studies will be able to analyze other factors 

that influence consumer’s purchase intention towards 

green products. It can also be applied to other 

industries besides the food and beverage industries. 

Based on the results of the research, advice that can be 

given to food and beverage industry players is to focus 

on maintaining and improving the performance of 
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green product value and green packaging because it 

provides a significant influence on purchase intention. 

This is due to the increasing awareness of consumers 

in Indonesia especially in DKI Jakarta to protect the 

environment. To increase green product value, it needs 

the application of environmentally friendly systems 

(environmental missions) into the company’s business 

strategy as a form of corporate commitment to the 

environment. Then through green marketing can apply 

differentiation and positioning by raising the issue of 

environmental problems to seize the green market. 

Improve green packaging performance by conducting 

research & development to create other alternative raw 

materials for packaging products that are more 

environmentally friendly and efficient. 

6. REFERENCES 

[1]. Royne, M., Levy, M., & Martinez, J. (2011). The 

Public Health Implications of Consumers' 

Environmental Concern and Their Willingness to 

Pay for an Eco-Friendly Product. The Journal of 

Consumer Affairs, 329-343. 

[2]. Raska, D., & Shaw, D. (2012). When is Going 

Green Good for Company Image. Management 

Research Review, 326-347 

[3]. Huang, Y.-C., Yang, M., & Wang, Y.-C. (2014). 

Effects of Green Brand on Green Purchase 

Intention. Marketing Intelligence & Planning, 250-

268. 

[4]. Soerjanatamihardja, K., & Fachira, I. (2017). 

Study of Perception and Attitude Towards Green 

Marketing of Indonesian Cosmetics Consumers. 

Journal of Business and Management, 160-172. 

[5]. Grundey, D. (2010). Functionality of Product 

Packaging: Surveying Consumers' Attitude 

Towards Selected Cosmetic Brands. Economics & 

Sociology, 87-103. 

[6]. Ngantung, D. (2013, Juni 25). Teh Kotak Go 

Green dengan Kemasan Bersertifikat FSC. 

Retrieved from Tribun News: 

http://www.tribunnews.com/lifestyle/2013/06/25/t

eh-kotak-go-green-dengan-kemasan-bersertifikat-

fsc 

[7]. Ottman, J. A. (2017). The new rules of green 

marketing: strategies, tools, and inspiration for 

sustainable branding. New York: Routledge. 

[8]. Santoso, I., & Fitryani, R. (2016). Green 

Packaging, Green Product, Green Advertising, 

Persepsi, dan Minat Beli Konsumen. Jurnal Ilmu 

Keluarga & Konsumen, 147-158. 

[9]. Albino, V., Balice, A., & Dangelico, R. M. (2009). 

Environmental strategies and green product 

development: an overview on sustainability‐driven 

companies. Business Strategy and the 

Environment, 18(2), 83-96. 

[10]. Figueiredo, J. N., & Guillen, M. F. (2011). 

Green products: Perspectives on Innovation and 

Adoption. Boca Raton: CRC Press. 

[11]. Ritter, A. M., Borchardt, M., Vaccaro, G., & 

Pereira, G. (2015). Motivations for Promoting The 

Consumption of Green Products in An Emerging 

Country: Exploring Attitudes of Brazillian 

Consumers. Journal of Cleaner Production, 507-

520. 

[12]. Tashandra, N. (2018, Maret 5). Kompas. 

Retrieved from Bisnis Produk Ramah Lingkungan 

Jadi Tren, Apa Alasannya?: 

https://lifestyle.kompas.com/read/2018/03/05/074

905520/bisnis-produk-ramah-lingkungan-jadi-

tren-apa-alasannya 

[13]. Mohan, A. M. (2015, Maret 4). Food & 

Beverage Driving Global Green Packaging 

Market. Retrieved from Packaging World: 

https://www.packworld.com/article/sustainability/

source-reduction/food-beverage-driving-global-

green-packaging-market 

[14]. Akbariyeh, H., Mirabi, D. V., & 

Tahmasebifard, H. (2015). A Study of Factors 

Affecting on Customers Purchase Intention (Case 

Study: the Agencies of Bono Brand Tile in 

Tehran). Journal of Multidisciplinary Engineering 

Science and Technology, 267-273 

[15]. Xiao, A., Yang, S., & Iqbal, Q. (2018). 

Factors Affecting Purchase Intentions in 

Generation Y: An Empirical Evidence from Fast 

Food Industry in Malaysia. Administrative 

Sciences, 1-16. 

[16]. Gayathree. (2016). Factors Affecting the 

Purchasing Intention of Green Products. Sri Lanka 

Journal of Marketing, 54-73. 

[17]. Widjojo, H., & Yudianto, B. (2015). Factors 

Considered by Indonesian Youth in Buying Green 

Product. SMS Journal, 14-26. 

[18]. Connell, K. H. (2010). Internal and external 

barriers to eco-conscious apparel acquisition. 
International Journal of Consumer Studies, 279-

286. 

[19]. Maichum, K., Parichatnon, S., & Peng, K.-C. 

(2017). Factors Affecting on Purchase Intention 

http://www.tribunnews.com/lifestyle/2013/06/25/teh-kotak-go-green-dengan-kemasan-bersertifikat-fsc
http://www.tribunnews.com/lifestyle/2013/06/25/teh-kotak-go-green-dengan-kemasan-bersertifikat-fsc
http://www.tribunnews.com/lifestyle/2013/06/25/teh-kotak-go-green-dengan-kemasan-bersertifikat-fsc
https://lifestyle.kompas.com/read/2018/03/05/074905520/bisnis-produk-ramah-lingkungan-jadi-tren-apa-alasannya
https://lifestyle.kompas.com/read/2018/03/05/074905520/bisnis-produk-ramah-lingkungan-jadi-tren-apa-alasannya
https://lifestyle.kompas.com/read/2018/03/05/074905520/bisnis-produk-ramah-lingkungan-jadi-tren-apa-alasannya
https://www.packworld.com/article/sustainability/source-reduction/food-beverage-driving-global-green-packaging-market
https://www.packworld.com/article/sustainability/source-reduction/food-beverage-driving-global-green-packaging-market
https://www.packworld.com/article/sustainability/source-reduction/food-beverage-driving-global-green-packaging-market


iJournals: International Journal of Social Relevance & Concern 

    ISSN-2347-9698 

Volume 8 Issue 7 July 2020 

 

 

 

© 2020, iJournals All Rights Reserved                                                                       www.ijournals.in 

 

© 2020, iJournals All Rights Reserved                                                                       

Page 8 

towards Green Products: A Case Study of Young 

Consumers in Thailand. International Journal of 

Social Science and Humanity, 330-335. 

[20]. Baqiroh, N. F. (2019, February 21). Timbulan 

Sampah Nasional Capai 64 juta ton per Tahun. 

Retrieved from Ekonomi Bisnis.com: 

https://ekonomi.bisnis.com/read/20190221/99/891
611/timbulan-sampah-nasional-capai-64-juta-ton-

per-tahun 

[21]. Kong, W., Harun, A., Sulong, R. S., & Lily, J. 

(2014). The Influence of Consumers' Perception of 

Green Products on Green Purchase Intention. 
International Journal of Asian Social Science, 924-

939. 

[22]. Kaynak, R., & Ekşi, S. (2014). Effects of 

Personality, Environmental and Health 
Consciousness on Understanding the Anti-

consumptional Attitudes. Procedia-Social and 

Behavioral Sciences, 771-776. 

[23]. Lin, P.-C., & Huang, Y.-H. (2012). The 

Influence Factors on Choice Behavior Regarding 
Green Products Based on The Theory of 

Consumption Values. Journal of Cleaner 

Production, 11-18. 

[24]. Pudaruth, S., Juwaheer, T., & Seewoo, Y. 

(2015). Gender-based Differences in 
Understanding The Purchasing Patterns of Eco-

Friendly Cosmetics and Beauty Care Products in 

Mauritius: A Study of Female Customers. Social 

Responsibility Journal, 179-198. 

[25]. Sharma, K., & Bansal, M. (2013). 
Environmental Consciousness, Its Antecedents 

and Behavioural Outcomes. Journal of Indian 

Business Research, 198-214. 

[26]. Huang, C.-L., & Kung, F.-H. (2011). 
Environmental Consciousness and Intellectual 

Capital Management: Evidence from Taiwan's 

Manufacturing Industry. Management Decision, 

1405-1425. 

[27]. Buysse, K., & Verbeke, A. (2003). ProActive 
Environmental Strategies: A Stakeholder 

Management Perspective. Strategi Management 

Journal, 453-470. 

[28]. Park, S. H., Oh, K. W., & Na, Y. K. (2013). 

The Effects of Environment-conscious Consumer 
Attitudes towards Eco-friendly Product and 

Artificial Leather Fashion Product Purchase 

Intentions. Fashion & Textile Research Journal, 

57-64. 

[29]. Ariffin, S., Yusof, J., & Shah, M. I. (2016). 
Factors Influencing Perceived Quality and 

Repurchase Intention Towards Green Products. 

Procedia Economics and Finances, 391-396. 

[30]. Mishal, A., Rameshwar, D., Omprakash, G., 
& Luo, Z. (2017). Dynamics of Environmental 

Consciousness and Green Purchase Behaviour: An 

Empirical Study. International Journal of Climate 

Change Strategies and Management, 682-706. 

[31]. Fryxell, G., & Lo, C. (2003). The Influence of 

Environmental Knowledge and Values on 

Managerial Behaviours on Behalf of The 

Environment: An Empirical Examination of 

Managers in China. Journal of Business Ethics, 

45-69. 

[32]. Mostafa, M. (2007). Gender Differences in 

Egyptian Consumers' Green Purchase Behaviour: 

The Effects of Environmental Knowledge, 

Concern, and Attitude. International Journal of 

Consumer Studies, 220-229. 

[33]. Kusuma, P., & Handayani, S. (2018). The 

Effect of Environmental Knowledge, Green 

Advertising and Environmental Attitude toward 
Green Purchase Intention. Journal of Agricultural 

and Socio-Economic Sciences, 95-105. 

[34]. Stutzman, T., & Green, S. (1982). Factors 

Affecting Energy Consumption: Two Field Tests 

of The Fishbein-Ajzen Model. The Journal of 

Social Psychology, 183-201. 

[35]. Aman, A. H., Harun, A., & Hussein, Z. 

(2012). The Influence of Environmental 

Knowledge and Concern on Green Purchase 

Intention the Role of Attitude as a Mediating 
Variable. British Journal of Arts and Social 

Sciences, 145-167. 

[36]. Yadav, R., Pathak, G.S. (2016). Young 

consumers' intention towards buying green 

products in a developing nation: Extending the 
theory of planned behavior. Journal of Cleaner 

Production. 

[37]. Lin, Y.-L., & Lin, H.-W. (2015). The Benefits 

and Values of Green Lifestyle Consumers. 

International Journal of Marketing Studies, 24-38. 

[38]. Chen, Y.-S., & Chang, C.-H. (2012). Enhance 

Green Purchase Intentions: The Roles of Green 

Perceived Value, Green Perceived Risk, and 

Green Trust. Management Decision Vol. 50 No.3, 

502-520. 

[39]. Bolton, R., & Lemon, K. (1999). A Dynamic 

Model of Customers' Usage of Services: Usage as 

an Antecedent and Consequence of Satisfaction. 

Journal of Marketing Research, 171-186. 

[40]. Shaharudin, M., Pani, J., Mansor, S., & Elias, 

S. (2010). Factors Affecting Purchase Intention of 

Organic Food in Malaysia’s Kedah State. Cross-

cultural Communication, 105-116. 

[41]. Kong, W., Harun, A., Sulong, R. S., & Lily, J. 

(2014). The Influence of Consumers' Perception of 

Green Products on Green Purchase Intention. 

International Journal of Asian Social Science, 924-

939. 

https://ekonomi.bisnis.com/read/20190221/99/891611/timbulan-sampah-nasional-capai-64-juta-ton-per-tahun
https://ekonomi.bisnis.com/read/20190221/99/891611/timbulan-sampah-nasional-capai-64-juta-ton-per-tahun
https://ekonomi.bisnis.com/read/20190221/99/891611/timbulan-sampah-nasional-capai-64-juta-ton-per-tahun


iJournals: International Journal of Social Relevance & Concern 

    ISSN-2347-9698 

Volume 8 Issue 7 July 2020 

 

 

 

© 2020, iJournals All Rights Reserved                                                                       www.ijournals.in 

 

© 2020, iJournals All Rights Reserved                                                                       

Page 9 

[42]. Dhewi, T. S., Putra, I. W., Soeharto, & 

Wahyudi, H. (2018). The Influence of Green 
Perceived Value and Green Perceived Risk 

Perceptions on the Green Product Purchase 

Intention. The First International Research 

Conference on Economics and Business (IRCEB) 

(pp. 411-425). Dubai: KnE Social Sciences. 

[43]. Yang, S., & Raghubir, P. (2005). Can Bottles 

Speak Volumes? The Effect of Package Shape on 

How Much to Buy. Journal of Retailing, 269-281. 

[44]. Zhang, G., & Zhao, Z. (2012). Green 

Packaging Management of Logistics Enterprises. 
International Conference on Applied Physics and 

Industrial Engineering, 900-905. 

[45]. Weber, T., Baier, K., & Willers, C. (2015). 

Sustainable (green) Food and Purchase Intention – 
An Analysis of Influence Factors. International 

Journal on Advanced Science Engineering 

Information Technology, 311-313. 

[46]. Rajendran, S., & Wahab, S. (2017). Purchase 

Intention towards Green Packaged Products: An 
Exploratory Study among Malaysian Consumers. 

3rd International Conference on Advanced 

Research in Business and Social Sciences, 347-

355. 

[47]. Auliandri, T., Thoyib, A., Rohman, F., & 
Rofiq, A. (2018). Does Green Packaging Matter as 

A Business Strategy? Exploring Young 

Consumers’ Consumption in An Emerging 

Market. Problems and Perspectives in 

Management, 376-384. 

[48]. Umar, H. (2003). Metode Riset Bisnis: 

Panduan Mahasiswa untuk Melaksanakan Riset 

Dilengkapi Contoh Proposal dan Hasil Riset 

Bidang Manajemen dan Akuntansi. Jakarta: PT 

Gramedia Pustaka Utama. 

[49]. Juliandi, A., Irfan, & Manurung, S. (2014). 

Metodologi Penelitian Bisnis: Konsep & Aplikasi. 

Medan: Umsu Press. 

[50]. Rusyanto, E. (2016, Desember 19). Jakarta 
sebagai Pusat Bisnis Indonesia. Retrieved from 

Beritasatu.com: 

https://id.beritasatu.com/home/jakarta-sebagai-

pusat-bisnis-indonesia/154240 

[51]. Riadi, E. (2015). Metode Statistika: 
Parametrik dan Nonparametrik. Tangerang: PT 

Pustaka Mandiri. 

[52]. Badan Pusat Statistik DKI Jakarta. (2017, 

Desember 30). Jumlah Penduduk dan Laju 
Pertumbuhan Penduduk Menurut Kabupaten/Kota 

di Provinsi DKI Jakarta 2010, 2014, dan 2015. 

Retrieved from Badan Pusat Statistik DKI Jakarta: 

https://jakarta.bps.go.id/statictable/2017/01/30/136

/jumlah-penduduk-dan-laju-pertumbuhan-

penduduk-menurut-kabupaten-kota-di-provinsi-

dki-jakarta-2010-2014-dan-2015.html 

[53]. Nurwullan, E., Suharno, & Tinaprilla, N. 

(2015). Aplikasi Partial Least Square dalam 

Pengujian Implikasi Jaringan Kerjasama dan 

Inovasi Usaha Mikro Kecil Pengolahan Kedelai. 

Informatika Pertanian Vol.24 No.2, 205-214. 

[54]. Harmancioglu, N., Finney, Z. R., & Joseph, 

M. (2009). Impulse Purchases of New Products: 

An Empirical Analysis. Journal of Product & 

Brand Management Volume 18 Number 1, 27-37. 

[55]. Huda, A. (2017). Partial Least Square 

Berbasis Varians sebagai Metode Alternatif 

Penyelesaian Masalah Structural Equation 

Modeling. Lampung: Universitas Lampung. 

[56]. Suki, N. M. (2016). Green Product Purchase 

Intention: Impact of Green Brands, Attitude, and 

Knowledge. British Food Journal, 2893-2910. 

[57]. Mahendra, M. M., & Ardani, I. G. (2015). 
Pengaruh umur, pendidikan dan pendapatan 

terhadap niat beli konsumen pada produk 

kosmetik the body shop di kota denpasar. E-Jurnal 

Manajemen, 442-456. 

[58]. Lee, S. (2012). Consumers’ Value, 
Environmental Consciousness, and Willingness to 

Pay more toward Green- Apparel Products. 

Journal of Global Fashion Marketing, 161-169. 

[59]. Gan, C., Wee, H. Y., Ozanne, L., & Kao, T.-
H. (2008). Consumers’ purchasing behavior 

towards green products in New Zealand. 

Innovative Marketing, 4(1), 93-102. 

[60]. Rokka, J., & Uusitalo, L. (2008). Preference 

for green packaging in consumer product choices 
– Do consumers care? International Journal of 

Consumer Studies, 32(5), 516-525. 

 

 

 

https://id.beritasatu.com/home/jakarta-sebagai-pusat-bisnis-indonesia/154240
https://id.beritasatu.com/home/jakarta-sebagai-pusat-bisnis-indonesia/154240
https://jakarta.bps.go.id/statictable/2017/01/30/136/jumlah-penduduk-dan-laju-pertumbuhan-penduduk-menurut-kabupaten-kota-di-provinsi-dki-jakarta-2010-2014-dan-2015.html
https://jakarta.bps.go.id/statictable/2017/01/30/136/jumlah-penduduk-dan-laju-pertumbuhan-penduduk-menurut-kabupaten-kota-di-provinsi-dki-jakarta-2010-2014-dan-2015.html
https://jakarta.bps.go.id/statictable/2017/01/30/136/jumlah-penduduk-dan-laju-pertumbuhan-penduduk-menurut-kabupaten-kota-di-provinsi-dki-jakarta-2010-2014-dan-2015.html
https://jakarta.bps.go.id/statictable/2017/01/30/136/jumlah-penduduk-dan-laju-pertumbuhan-penduduk-menurut-kabupaten-kota-di-provinsi-dki-jakarta-2010-2014-dan-2015.html

