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Abstract:  

The growth of industry and technology so rapidly affects the state of the 
environment. Technology that becomes equipment to support people's daily 
activities can lead to various environmental problems such as environmental 
pollution. With the rapid growth of single-use products with pressure from 
global organizations, environmentally friendly products have emerged, which 
are expected to be a solution to minimize environmental pollution and natural 
disasters. This study aims to analyze the effect of green marketing and 
environmental knowledge on purchase intention, which is mediated by the 
brand image of boxed tea products. In this study, data collection was obtained 
by using an online questionnaire. The sample in this study used students who 
were doing undergraduate or diploma studies and domiciled in Malang as 
many as 107 respondents. The results of this study show that green marketing 
has no significant effect on purchase intention, green marketing has a 
significant effect on brand image, green marketing mediated by brand image 
has a significant effect on purchase intention, environmental knowledge has a 
significant effect on purchase intention, environmental knowledge has a 
significant effect on brand image, environmental knowledge has a significant 
effect on purchase intention mediated by brand image. The findings of this 
study suggest that companies in Indonesia with single-use products pay 
attention to the impact of waste from these products on nature. 
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INTRODUCTION 
Technological growth is increasingly advanced in line with rapid economic growth, which 

encourages excessive consumption and exploitation of natural resources, resulting in 
environmental damage and environmental pollution (Cheng. 2016). It certainly results in plastic 
waste pollution, which is increasing from time to time based on statistical surveys; around 30-40% 
of environmental damage is the result of unsustainable individual consumption (Chekimaal, 2016). 
Extremely high levels of demand and unsustainable levels of consumption globally are leading to 
severe environmental sustainability problems, and Extremely high levels of demand and 
unsustainable consumption levels are leading to severe environmental sustainability problems, 
and landfills. For example, based on statistical data (KLHK, 2018), plastic waste in Indonesia in 
2018 amounted to 5.4 million tons, increasing every year, causing the growth of harmful organisms 
and affecting the purchasing decision-making process. (Hoornweg, 2016; Zaremohzzabieh, 2020). 

It gives rise to green marketing behavior, which has developed as a marketing discipline 
paradigm for marketers and researchers in the realm of contemporary consumer research 
(Purnama, 2014; Lai and Cheng, 2016). Companies that are called green marketing if the company's 
activities consider the impact on the environment. (Waslito, 2014) 
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Based on a survey by the Ministry of the Environment (KLH), environmental knowledge still 
needs to be improved because 0.57 out of a total of 1 do not care about environmental impacts 
(KLH, 2020; Naysim, 2014). It is driven by environmentally friendly products, with one of the 
products from PT. Ultrajaya Milk Industry is a boxed tea that is certified by the Forest Stewardship 
Council (FSC), which proves that the packaging provider company cares about the environment 
and nature (Niken, 2019). 

 

Table 1 Data based on TBI (Top Brand Index) 

Rating Top Brand Index (TBI) 
2014 (%) 2015 (%) 2016 (%) 2017 (%) 2018 (%) 

1 Teh botol Sosro 
(5.1) 

Teh botol Sosro 
(47.8) 

Teh botol Sosro 
(33.8) 

Teh botol 
Sosro (33.0) 

Teh Pucuk Harum  
(32.3) 

2 Frestea 
(11.5) 

Frestea  
(11.5) 

Teh Pucuk 
Harum (32.3) 

Teh Pucuk 
Harum (22.7) 

Teh Botol Sosro 
(26.8) 

3 Ultra Teh 
(8.1) 

Ultra The 
(9.1) 

Teh Gelas (13.1) The Gelas 
(12.6) 

Teh Gelas  
(9.6) 

4 ABC Teh Kotak 
(8.1) 

Fruit Tea (4.8) Ultra Teh Kotak  
(8.1) 

Ultra Teh 
Kotak (6.8) 

Frestea  
(9.2) 

5 Teh Pucuk 
Harum (5.1) 

ABC Teh Kotak 
(4.6) 

Frestea  
(7.2) 

Frestea  
(6.3) 

Ultra Teh Kotak  
(4.1) 

6 Fruit Tea 
(5.1) 

Teh Pucuk 
Harum (4.1) 

   

7 Tekita 
(3.1) 

Teh Gelas 
(3.6) 

   

8  Tekita 
(3.4) 

   

  

Table 1data based on TBI (Top Brand Index) data shows that Ultra Teh Kotak product has 
decreased. Although in 2014-2015 there was an increase of 1%, but for the following years, Ultra 
Teh Kotak continued to decline. In 2016, Ultra Teh Kotak again experienced a decrease of 1% and 
not only that, but its ranking also dropped to fourth. In 2017. 

 

METHODS 
The approach used in this research is a quantitative approach with the Associative Causal 

method of the survey research approach. The number of samples is 107 students who are studying 
for diplomas or undergraduate in Malang. The data measurement technique used in this study 
used a Likert scale of 1-5. The inference analysis model used in this study is the PLS (Partial Least 
Square) approach with the SmartPLS calculator. There are 3 stages of analysis in carrying out the 
PLS (Partial Least Square) approach, namely Analysis of the Measurement Model (Outer Model), 
Structural Model Analysis (Inner Model), Hypothesis Testing, and Mediation Testing. In this 
study, the Sobel test was also used to examine the role of the mediating variable in mediating the 
relationship between the independent and dependent variables. 

 
RESULT AND DISCUSSION 

Based on Table 2, it can be seen that the AVE value of all variables has a valid validity that 
meets the requirements. All items have a loading factor value of more than 0.5. The AVE value of 
each construct was more than 0.5. It shows that all items in each construct can be declared valid. 
All construct variables have Cronbach's alpha and composite reliability values of more than 0.6. 
The conclusion is that all the variable constructs used in this study have been tested for reliability 
or can be said to be reliable. 
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Table 2. Convergent Validity and Reliability Values 

Construction Item Loading 
Factor 

AVE Cronbach 
alpha 

Composite 
reliability 

Conclusion 

Green Marketing GM1 0,869 0,531 0,825 0,87 Valid 
GM2 0,74 Valid 
GM3 0,569 Valid 
GM4 0,64 Valid 
GM5 0,779 Valid 
GM6 0,738 Valid 

Environmental 
Knowledge 

EK1 0,779 0,542 0,834 0,876 Valid 
EK2 0,642 Valid 
EK3 0,82 Valid 
EK4 0,739 Valid 
EK5 0,753 Valid 
EK6 0,671 Valid 

Brand Image BI1 0,802 0,624 0,878 0,908 Valid 
BI2 0,78 Valid 
BI3 0,608 Valid 
BI4 0,851 Valid 
BI5 0,854 Valid 
BI6 0,819 Valid 

Purchase 
Intention 

PI1 0,839 0,628 0,878 
 
  

0,909 Valid 
PI2 0,843 Valid 
PI3 0,655 Valid 
PI4 0,641 Valid 
PI5 0,865 Valid 
PI6 0,875 Valid 

Source: Data Processed 2021 

Based on Table 3, it can be seen that the AVE root value of each construct has a greater value 
than the correlation of latent variables between constructs. In conclusion, all constructs have met 
the discriminant validity test parameters to be declared valid. 

 

Table 3 AVE Root Value and Latent Variable Correlation 

  Brand Image Environmental 
Knowledge 

Green Marketing Purchase 
Intention 

Brand Image 0,790 
   

Environmental 
Knowledge 

0,462 0,736 
  

Green Marketing 0,745 0,636 0,729 
 

Purchase 
Intention 

0,747 0,555 0,606 0,793 

Source: Data Processed 2021 

1. Inner Model Evaluations 

Inner Model testing will show the relationship between variables following theoretical 
studies and support the results of previous studies. The analysis of the inner model can be seen 
from 3 indicators, namely R-Square (R2), Q-Square Predictive Relevance (Q2), and Goodness of 
Fit (GoF). Based on (Ghozali & Latan, 2012) the value of the determinant coefficient (R2) is 0.75 
(strong), 0.50 (moderate), and 0.25 (weak). The R2 value of the Brand Image variable is 0.556 
(medium); this means that the exogenous variable has a moderate ability to explain the Brand 
Image variable. And the R2 value of the Purchase Intention variable is 0.617 (medium), which 
means that the exogenous variable has a strong ability to explain the Purchase Intention 
variable. 
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Based on (Ghozali & Latan, 2012) the value of Q-Square Predictive Relevance (Q2) is 0.35 
(strong), 0.15 (moderate), and 0.02 (weak). Q2 in this study is 0.829 or 82.9%. This research 
model is included in the strong model, meaning that the variable brand image can predict the 
variables of green marketing, and environmental knowledge, purchase intention and the rest 
(100% - 82.9% = 17.1%) is explained by other variables outside the model this research. Research 
Model. The results of the above calculation get a GoF value of 0.583. In conclusion, the 
structural model of this study generally has good predictive properties (large GoF), meaning 
that the model has a high ability to explain empirical data. 

 

2. Direct Effects Testing and Indirect/ Mediation Effects Testing 

 

Table 4. The Result of Direct Effect Testing 

Hypothesis Relationships Between Variables Path 
Coefficient 

T-
Statistics 

Description 
Independent 

Variables 
Dependent 
Variables 

H1 Green 
Marketing 

Purchase 
Intention 

0,086 0,739 Negative - Significant 

H2 Green 
Marketing 

Brand Image 0,758 10,929 Positive - Significant 

H3 Environmental 
Knowledge 

Purchase 
Intention 

0,299 3,073 Positive - Significant 

H4 Environmental 
Knowledge 

Brand Image 0,692 8,214 Positive - Significant 

H5 Brand Image Purchase 
Intention 

0,673 7,994 Positive - Significant 

Source: Data Processed 2021 

 

Table 5. The Result of Indirect Effect/ Mediation Testing 

Variable Inter-Variable 
Relationship 

Path 
Coefficient 

Standard 
Deviation 

T-Statistics Description 

green marketing -> 
Purchase Intention 

Direct effect 0,086 
  

Significant 

Environmental 
Knowledge -> 
Purchase Intention 

Direct effect 0,229 
  

Significant 

Green Marketing -> 
Brand Image -> 
Purchase Intention 

Indirect effect 0,51 0,09 5,656 Significant 

Environmental 
Knowledge -> Brand 
Image -> Purchase 
Intention 

Indirect effect 0,189 0,037 5,037 Significant 

Source: Data Processed 2021 

 
CONCLUSION 

Based on the data analysis and discussion that has been stated, it can be put forward some 
research conclusions as follows: 

1. Green Marketing has not provided a direct positive influence on Purchase Intention. 
Consumers think that this shift in consumption trends does not significantly impact 
environmental conservation; for that reason, the contribution of potential consumers to 
environmental conservation is more manifested in saving resources, bringing tote bags when 
shopping, and recycling plastic waste. 
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2. The level of knowledge of potential consumers on environmental issues currently happening 
is already high, so they can encourage their intention to buy green products. Furthermore, 
potential consumers associate current environmental issues with switching from conventional 
products to green products. 

3. The brand image of Teh Kotak can affect the Purchase Intention of potential consumers. It 
shows that Teh Kotak has succeeded in building an image as a pro-environmental company. 
When looking for references about ready-to-drink drinks in environmentally friendly 
packaging. 

4. Brand Image has succeeded in providing a role in the relationship between Green Marketing 
and Purchase Intention as partial mediation. It means that eco-friendly (organic) campaigns 
can influence potential consumers' purchase intentions for Teh Kotak products, meaning that 
Teh Kotak must first form a brand image and then be able to influence their purchase 
intentions towards Teh Kotak products. 

5. Brand Image plays a role in the relationship between Environmental Knowledge and Purchase 
Intention as partial mediation. That is, the knowledge of potential consumers on various 
environmental issues can influence the purchase intention of Teh Kotak, either directly or 
through attitude mediation. 

 

REFERENCES 
Aaker David.A., 1991, Manajemen Equitas Merek,  mamanfaatkan  nilai  dari  suatu merek. 

Jakarta: Mitra Utama 

Agmeka, F., Wathoni, R. N., & Santoso, A. S. (2019). The influence of discount framing on brand 
reputation and image on purchase intention and actual behavior in e-commerce. Procedia 
Computer Science, 161, 851–858.https://doi.org/10.1016/j.procs.2019.11.192 

Ali, S., Rose Alinda, A., Syed Norris, H., Marlia, P., Siti Hamisah, T., Cotet, G. B., … Othman, A. 
(2018). No Title ثقثقثقثق ,(2)ققثق ث ,ثبثبثب  .بیبیب . https://doi.org/10.1051/matecconf/201712107005 

Almuarif. (2016). Pengaruh green marketing terhadap minat beli yang dimediasi oleh brand image 
(Studi pada Air Minum Dalam Kemasan Ades), Universitas Negeri Yogyakarta 

Ambarwati,  Miki  et  al.  (2015).  Effect  of  Brand  Image  on Purchase  Intentions (Survey  of  
Universitas  Brawijaya  Students  Using  Pepsodent  Toothpaste). Journal of Business 
Administration (JAB), Vol.25, No.1, p.1-7. 

Ansar, N. (2013). Impact of green marketing on consumer purchase intention. Mediterranean 
Journal of Social Sciences, 4(11), 650–655. https://doi.org/10.5901/mjss.2013.v4n11p650 

Arista,  E.  Desi,  and  Sri  Rahayu  Tri  Astuti.  2011.  Analysis  of  the  Effect  of Advertising, Brand 
Trust, and Brand Image on Telkom Speedy's Consumer Purchase Intention. Assets, Vol. 13 
No. 1: 37-45. 

B, S. (2020). Predicted growth in plastic waste exceeds efforts to mitigate plastic pollution. 
1518(September), 1515–1518. 

Baines, T., Brown, S., Benedettini, O., & Ball, P. (2012). Examining green production and its role 
within the competitive strategy of manufacturers. Journal of Industrial Engineering and 
Management, 5(1), 53–87. https://doi.org/10.3926/jiem.405 

Baines, T., Brown, S., Benedettini, O., & Ball, P. (2012). Examining green production and its role 
within the competitive strategy of manufacturers. Journal of Industrial Engineering and 
Management, 5(1), 53–87. https://doi.org/10.3926/jiem.405 

Baker, M. J. (2012). The Marketing Book. The Marketing Book, 1–836. 
https://doi.org/10.4324/9780080496405 

Bestari, K. L. (2016). Pengaruh Green Brand Image, Green Advertising Dan Harga Terhadap 
Keputusan Pembelian, 5(1), 1–19. 



 

International Journal of Environmental, Sustainability, and Social Sciences 
ISSN 2720-9644 (print); ISSN 2721-0871 (online) 

https://journalkeberlanjutan.com/index.php/ijesss 
 

52 
 

Bhisma,M. (2013). Desain dan Ukuran Sampel untuk Penelitian Kuantitatif dan Kualitatif di 
Bidang Kesehatan. Yogyakarta: Gajah Mada University Press. 

Briliana & Mursito. (2017). Exploring antecedents and consequences of Indonesian Muslim Youths’ 
attitude towards halal cosmetic products:  A  case  study  in Jakarta 

Bukhari, A., & Rana, R. A. (2017). Factors influencing consumer ’ s green product purchase 
decision by mediation of green brand image. International Journal of Research, 4(7), 1620–
1632. 

Chae, H., Kim, S., Lee, J., & Park, K. (2020). Impact of product characteristics of limited edition 
shoes on perceived value, brand trust, and purchase intention; focused on the scarcity 
message frequency. Journal of Business Research, 120(January), 398–406. 
https://doi.org/10.1016/j.jbusres.2019.11.040 

Chan, K., Ahmed, A., & Tih, S. (2016). Green Advertising Appeal and Consumer Purchase 
Intention, 47, 157–168. 

Chan, R. Y. K. 2001. Determinants of Chinese Consumers’ Green PurchaseBehavior.Psychology & 
Marketing, 18(4), pp: 389-413. 

Chen, Y. S., Huang, A. F., Wang, T. Y., & Chen, Y. R. (2020). Greenwash and green purchase 
behaviour: the mediation of green brand image and green brand loyalty. Total Quality 
Management and Business Excellence, 31(1–2), 194–209. 
https://doi.org/10.1080/14783363.2018.1426450 

Chen, Y. (2016). Linked references are available on JSTOR for this article : The Drivers of Green 
Brand Equity : Green Brand Image , Green Satisfaction , and Green Trust. Journal of Business 
Ethics, 93(2), 307–319. https://doi.org/10.1007/sl0551-009-0223-9 

Chen, Y. S., Huang, A. F., Wang, T. Y., & Chen, Y. R. (2020). Greenwash and green purchase 
behaviour: the mediation of green brand image and green brand loyalty. Total Quality 
Management and Business Excellence, 31(1–2), 194–209. 
https://doi.org/10.1080/14783363.2018.1426450 

Choi, D., & Johnson, K. K. P. (2019). Influences of environmental and hedonic motivations on 
intention to purchase green products: An extension of the theory of planned behavior. 
Sustainable Production and Consumption, 18(xxxx), 145–155. 
https://doi.org/10.1016/j.spc.2019.02.001 

Debora Indriani, I. A., Rahayu, M., & Hadiwidjojo, D. (2019). The Influence of Environmental 
Knowledge on Green Purchase Intention the Role of Attitude as Mediating Variable. 
International Journal of Multicultural and Multireligious Understanding, 6(2), 627. 
https://doi.org/10.18415/ijmmu.v6i2.706 

Doszhanov, A., & Ahmad, Z. A. (2015). Customers’ Intention to Use Green Products: the Impact of 
Green Brand Dimensions and Green Perceived Value. SHS Web of Conferences, 18(2012), 
01008. https://doi.org/10.1051/shsconf/20151801008 

El-Said, O. A. (2020). Impact of online reviews on hotel booking intention: The moderating role of 
brand image, star category, and price. Tourism Management Perspectives, 33(March 2019), 
100604. https://doi.org/10.1016/j.tmp.2019.100604 

Fathi,  Keman  S.,  Wahyuni  CU.  2015.  Peran  Faktor  Lingkungan  dan  Perilaku  terhadap  
Penularan  Demam  Berdarah  Dengue  di  Kota  Mataram.Jurnal Kesehatan Lingkungan. Vol. 
2. No. 1. Juli 2015: 1-10. 

Ferdinand, A. (2006). Metode Penelitian Manajemen: Penelitian Untuk Penulisan Skripsi, Tesis dan 
Disertasi Ilmu Manajemen: Badan Penerbit Universitas Diponegoro, Semarang. 

First, I. and D. S. K. (2013). Exploring the relationship between environmental orientation and 
brand value: is their fire or only smoke. Business Strategy and the Environment, 103. 
https://doi.org/10.1002/bse.619 

https://doi.org/10.1051/shsconf/20151801008


 

International Journal of Environmental, Sustainability, and Social Sciences 
ISSN 2720-9644 (print); ISSN 2721-0871 (online) 

https://journalkeberlanjutan.com/index.php/ijesss 
 

53 
 

Foroudi, P., Jin, Z., Gupta, S., Foroudi, M. M., & Kitchen, P. J. (2018). Perceptional components of 
brand equity: Configuring the Symmetrical and Asymmetrical Paths to brand loyalty and 
brand purchase intention. Journal of Business Research, 89(June 2017), 462–474. 
https://doi.org/10.1016/j.jbusres.2018.01.031 

Fraenkel, J. R., Wallen, N. E., & Hyun, H. H. (2011). How to design and evaluate research in 
education: New York: McGraw-Hill Humanities/Social Sciences/Languages. 

Fryxell, G. and C. Lo. 2003 The influence of environmental knowledge and values on managerial 
behaviors on behalf of the environment: an empirical examination of managers in China. 
Journal of Business Ethics, 46, pp: 45–59 

Ghozali, Imam dan Hengky Latan. 2012. Partial Least Square "Konsep, Teknik dan Aplikasi" 
SmartPLS 2.0 M3. Semarang : Badan Penerbit Universitas Diponegoro 

Grewal dan levy. (2014). DALAM KEPUTUSAN PEMBELIAN MOBIL ( Studi pada Konsumen PT 
Astra International Tbk . – TSO Malang Sutoyo ). 12(1), 1–8. 

Hair, J., Black, W., Babin, B., & Anderson, R. (2014). Exploratory factor analysis. Multivariate data 
analysis, 7th Pearson new international ed. Harlow: Pearson.  

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. (2010). Multivariate Data 
Analysis (ed.): Pearson Prentice Hall.  

Hamzah, M. I., & Tanwir, N. S. (2020). Do pro-environmental factors lead to purchase intention of 
hybrid vehicles? The moderating effects of environmental knowledge. Journal of Cleaner 
Production, 279, 123643. https://doi.org/10.1016/j.jclepro.2020.123643 

Hartono, Jogiyanto. 2008. Metodelogi Penelitian Sistem Informasi. Yogyakarta: CV. Andi Offset. 

Haryadi, hendi. (2009). Administrasi Perkantoran untuk Manajemen & Staf. Jakarta Selatan : 
Transmedia Pustaka. 

Hawkins, D.I., dan Mothersbaugh, D.L. (2010) Consumer Behavior: Building Marketing 
Strategy.11th edition. McGraw-Hill, Irwin 

Heizer, J. dan Render, b. 2006. Operation Management. Edisi Terjemahan. Jakarta : Salemba 
Empat. 

Henning, O., & Karlsson, S. (2011). Environmental attitudes and how they affect purchase 
intentions of environmentally friendly automobiles An empirical study on Chinese students 
at Jönköping University, 1–64. Retrieved from http://www.diva-
portal.org/smash/get/diva2:441677/FULLTEXT01.pdf 

Hoeffler,  S.  and  K.L.  Keller,  2003,  The  Marketing Advantages  of  Strong  Brands, Journal of 
Brand Management, Vol. 10, No. 6, pp. 421-445 

Hoornweg, D. and Bhada-Tata, P. (2016) What a Waste: A Global Review of Solid Waste 
Management. 

Hussein, Ananda S., 2015. Penelitian Bisnis dan Manajemen Menggunakan Partial Least Squares 
(PLS) dengan smartPLS 3.0. Malang: Universitas Brawijaya. 

Husein, U. (2001). Metode Penelitian Untuk Skripsi Dan Tesis, Cetakan Keempat. Jakarta: Penerbit 
PT. Raja Grafindo Persada.  

Hsu ,Han, H., , L. T. J., Lee, J. S., & Sheu, C. (2011). Are lodging customers ready to go green? An 
examination of attitudes, demographics, and eco-friendly intentions. International Journal of 
Hospitality Management, 30(2), 345–355. https://doi.org/10.1016/j.ijhm.2010.07.008 

Indrawan Rully dan Poppy Yaniawati. (2017). Metodologi Penelitian.Bandung: PT. Refika Aditama 

Istantia, S., Kumadji, S., & Hidayat, K. (2016). PENGARUH GREEN MARKETING TERHADAP 
CITRA MEREK DAN KEPUTUSAN PEMBELIAN (Survei pada Pengguna Produk Ramah 
Lingkungan Lampu Philips LED di Perum Kepanjen Permai 1, RW 4, Desa Talangagung, Kec. 
Kepanjen, Malang, Jawa Timur). Jurnal Administrasi Bisnis S1 Universitas Brawijaya, 32(1), 
174–182. 



 

International Journal of Environmental, Sustainability, and Social Sciences 
ISSN 2720-9644 (print); ISSN 2721-0871 (online) 

https://journalkeberlanjutan.com/index.php/ijesss 
 

54 
 

Jaiswal, D., & Kant, R. (2018). Green purchasing behaviour: A conceptual framework and empirical 
investigation of Indian consumers. Journal of Retailing and Consumer Services, 41(December 
2017), 60–69. https://doi.org/10.1016/j.jretconser.2017.11.008 

Jensen, B.B., 2002.Knowledge, action and pro-environmental behavior. Environ. Educ.Res. 8 (3), 
325–334 

Jeong, E., Shawn, S., Day, J., & Ha, S. (2014). International Journal of Hospitality Management The 
impact of eco-friendly practices on green image and customer attitudes : An investigation in a 
café setting. International Journal of Hospitality Management, 41, 10–20. 
https://doi.org/10.1016/j.ijhm.2014.03.002 

Kabadayı, E. T., Dursun, İ., Alan, A. K., & Tuğer, A. T. (2015). Green Purchase Intention of Young 
Turkish Consumers: Effects of Consumer’s Guilt, Self-monitoring and Perceived Consumer 
Effectiveness. Procedia - Social and Behavioral Sciences, 207, 165–174. 
https://doi.org/10.1016/j.sbspro.2015.10.167 

Kilbourne, W., & Pickett, G. (2008). How materialism affects environmental beliefs, concern, and 
environmentally responsible behavior. Journal of Business Research, 61(9), 885–893. 
https://doi.org/10.1016/j.jbusres.2007.09.016 

Kautish, P., Paul, J., & Sharma, R. (2019). The moderating influence of environmental 
consciousness and recycling intentions on green purchase behavior. Journal of Cleaner 
Production, 228, 1425–1436. https://doi.org/10.1016/j.jclepro.2019.04.389 

Kapferer, J. N. & Laurent, G. (1985). Measuring Consumer Involvement Profile. Journal of 
Marketing, 22 (1) 

Keller, K.L., 2002. Conceptualizing, measuring, and managing customer-based brand equity. 
Journal of Marketing 57 (1), 1–22. 

Key, T. M., & Czaplewski, A. J. (2017). Upstream social marketing strategy : An integrated 
marketing communications approach. Business Horizons, 60(3), 325–333. 
https://doi.org/10.1016/j.bushor.2017.01.006 

Kotler, dan Keller. (2012). Manajemen Pemasaran. Edisi 12. Jakarta: Erlangga 

Kotler, P., & Armstrong, G. (2018). Kotler &amp; Armstrong, Principles of Marketing | Pearson. In 
Pearson. 

Kotler, P. and Keller, K.L. 2016. Marketing Management, 15th Edition New Jersey: Pearson Pretice 
Hall, Inc. 

Kumar, P., & Ghodeswar, B. M. (2015). Factors affecting consumers’ green product purchase 
decisions. Marketing Intelligence and Planning, 33(3), 330–347. https://doi.org/10.1108/MIP-
03-2014-0068 

Kwon, W. S., Englis, B., & Mann, M. (2016). Are third-party green-brown ratings believed?: The 
role of prior brand loyalty and environmental concern. Journal of Business Research, 69(2), 
815–822. https://doi.org/10.1016/j.jbusres.2015.07.008 

Lago, N. C., Marcon, A., Ribeiro, J. L. D., de Medeiros, J. F., Brião, V. B., & Antoni, V. L. (2020). 
Determinant attributes and the compensatory judgement rules applied by young consumers 
to purchase environmentally sustainable food products. Sustainable Production and 
Consumption, 23, 256–273. https://doi.org/10.1016/j.spc.2020.06.003 

Lai, C. K. M., & Cheng, E. W. L. (2016). Green purchase behavior of undergraduate students in 
Hong Kong. Social Science Journal, 53(1), 67–76. https://doi.org/10.1016/j.soscij.2015.11.003 

Liu, K. N., Hu, C., Lin, M. C., Tsai, T. I., & Xiao, Q. (2020). Brand knowledge and non-financial 
brand performance in the green restaurants: Mediating effect of brand attitude. International 
Journal of Hospitality Management, 89(May). https://doi.org/10.1016/j.ijhm.2020.102566 

Lu, J. L., & Wang, C. Y. (2018). Investigating the impacts of air travellers’ environmental 
knowledge on attitudes toward carbon offsetting and willingness to mitigate the 



 

International Journal of Environmental, Sustainability, and Social Sciences 
ISSN 2720-9644 (print); ISSN 2721-0871 (online) 

https://journalkeberlanjutan.com/index.php/ijesss 
 

55 
 

environmental impacts of aviation. Transportation Research Part D: Transport and 
Environment, 59, 96–107. https://doi.org/10.1016/j.trd.2017.12.024 

Latan, H., & Ghozali, I. (2012). Partial Least Squares: Concept. Technique and Application Using 
Program SmartPLS for Empirical Research, BP UNDIP.  

Latan, H., & Ghozali, I. (2015). Partial least squares: Concepts, techniques and application using 
program SmartPLS 3.0: Semarang: Diponegoro University Press. 

Mahmoud, T. O., Ibrahim, S. B., Ali, A. H., & Bleady, A. (2017). The Influence of Green Marketing 
Mix on Purchase Intention: The Mediation Role of Environmental Knowledge. International 
Journal of Scientific & Engineering Research, 8(9), 1040. 
https://doi.org/10.14299/ijser.2017.09.006 

Masyhuri .,Dr. Ir. H. Masyhuri Machfudz, M. P. (2014). Metode Penelitian Ekonomi (A. H. Fathani, 
ed.). Malang: Genius Media. 

Mathur, L. K., & Mathur, I. (2000). An analysis of the wealth effects of green marketing strategies. 
Journal of Business Research, 50(2), 193–200. https://doi.org/10.1016/S0148-2963(99)00032-6 

McDaniel, S. and Rylander, D. (1993) Strategic Green Marketing. Journal of Consumer Marketing, 
10, 4-10. http://dx.doi.org/10.1108/07363769310041929 

Moody, D. L. (2003). The method evaluation model: a theoretical model for validating information 
systems design methods. ECIS 2003 proceedings, 79. 

Moon, H.-C. (2018). Competitive Positioning. In The Art of Strategy. 
https://doi.org/10.1017/9781108572507.006  

Mostafa, M. M. (2007). Gender differences in Egyptian consumers’ green purchase behaviour: The 
effects of environmental knowledge, concern and attitude. International Journal of Consumer 
Studies, 31(3), 220–229. https://doi.org/10.1111/j.1470-6431.2006.00523.x 

Mourad, M., & Ahmed, Y. S. E. (2012). Perception of green brand in an emerging innovative 
market. European Journal of Innovation Management, 15(4), 514–537. 
https://doi.org/10.1108/14601061211272402 

Namkung, Y., & Jang, S. C. S. (2013). Effects of restaurant green practices on brand equity 
formation: Do green practices really matter? International Journal of Hospitality 
Management, 33(1), 85–95. https://doi.org/10.1016/j.ijhm.2012.06.006 

Naysim, L. O., Kang, H. J., & Jeon, C. O. (2014). Zhongshania aliphaticivorans sp. nov., an aliphatic 
hydrocarbon-degrading bacterium isolated from marine sediment, And transfer of 
Spongiibacter borealis Jang et al. 2011 to the genus Zhongshania as Zhongshania borealis 
comb. nov. International Journal of Systematic and Evolutionary Microbiology, 64, 3768–3774. 
https://doi.org/10.1099/ijs.0.068593-0 

Nguyen, T. N., Lobo, A., & Greenland, S. (2017). Energy efficient household appliances in 
emerging markets: the influence of consumers’ values and knowledge on their attitudes and 
purchase behaviour. International Journal of Consumer Studies, 41(2), 167–177. 
https://doi.org/10.1111/ijcs.12323 

niken paramitha/ Red: Taufik Rachman. (2019). Kemasan Teh Kotak Kini Bersertifikasi FSC. 
Retrieved February 7, 2020, from Liputan6.com website: 
https://www.liputan6.com/health/read/649429/kemasan-teh-kotak-kini-bersertifikasi-fsc 

Nimri, R., Patiar, A., & Jin, X. (2020). The determinants of consumers’ intention of purchasing 
green hotel accommodation: Extending the theory of planned behaviour. Journal of 
Hospitality and Tourism Management, 45(September), 535–543. 
https://doi.org/10.1016/j.jhtm.2020.10.013 

Novianti, Kurnianingrum, T. P., Rongiyati, S., & Dkk. (2017). Perlindungan Merek. Yayasan 
Pustaka Obor Indonesia. 

Novrian, H. (2018). Pengaruh Pengetahuan Lingkungan Terhadap Minat Beli Yang Dimediasi Oleh 



 

International Journal of Environmental, Sustainability, and Social Sciences 
ISSN 2720-9644 (print); ISSN 2721-0871 (online) 

https://journalkeberlanjutan.com/index.php/ijesss 
 

56 
 

Sikap Konsumen Untuk Produk Ramah Lingkungan Lampu LED( Light Emiting Diode ) 
Philips Di Bandar Lampung. 65(2), 42. https://doi.org/10.1051/matecconf/201712107005 

Oliver, J. (2018). Analisis Pengaruh Faktor Green Purchase Intention Terhadap Produk Detergen 
Ramah Lingkungan (Lerak) Menggunakan Metode Linear Regression. Journal of Chemical 
Information and Modeling, 53(9), 1689–1699. 

Othman, C., & Rahman, M. S. (2014). Investigation of the Relationship of Brand Personality, 
Subjective Norm and Perceived Control on Consumers’ Purchase Intention of Organic Fast 
Food. Modern Applied Science, 8(3), 92–106. 

Paula, A., Toni, D. De, Sperandio, G., & Eberle, L. (2020). Journal of Retailing and Consumer 
Services Mediated-moderated effects : High and low store image , brand awareness , 
perceived value from mini and supermarkets retail stores. Journal of Retailing and Consumer 
Services, 55(July 2019), 102117. https://doi.org/10.1016/j.jretconser.2020.102117 

Paoletti, E., Verlicchi, P., Chen, J., Chen, B., Coulon, F., Feng, K., … Burger, J. (2020). Editorial 
Board. Science of The Total Environment, 728, 139976. https://doi.org/10.1016/s0048-
9697(20)33496-3 

Papadas, K. K., Avlonitis, G. J., & Carrigan, M. (2017). Green marketing orientation: 
Conceptualization, scale development and validation. Journal of Business Research, 80(May), 
236–246. https://doi.org/10.1016/j.jbusres.2017.05.024 

Polonsky, M. J., & Rosenberger, P. J., III. (2003). Re-evaluating green marketing: a strategic 
approach. Business Horizons, 44, 21–30 

Prakash, A. (2002). Policy and Managerial. Business Strategy and the Environmen, 297(11), 285–
297. 

Pramono, AG.Suyono,Sri Sukmawati. 2012.Pertimbangan Dalam Membeli Produk Barang 
Maupun Jasa. Intidayu Press. Jakarta 

Purnama James, James (2014) the effect of green product, green brand attribute, green advertising 
and premium price perception on purchasing decision of mineral bottled water. S2 thesis, 
Fakultas Ekonomi. Universitas Negeri Yogyakarta 

Saunders, M., Lewis, P., & Thornhill, A. (2009). Research methods for business students: Pearson 
education 

Schaefer, A., & Crane, A. (2005). Addressing sustainability and consumption. Journal of 
Macromarketing, 25(1), 76–92. https://doi.org/10.1177/0276146705274987 

Sekaran, U. (2006). Research method of business: A skill-building approach. Writing. 

Sekaran, U., & Bougie, R. (2011). Business Research Methods: A skill-building approach: New 
York: McGraw-Hill. 

Shamdasani, P.N., &Balakrishnan, A.A. 2000. Determinants of Relationship Quality and Loyalty in 
Personalized Services. Asia Pacific Journal of Management. Vol. 17 (399-422) 

Solimun, N., & Rinaldo, A. A. (2006). Permodelan Persamaan Struktural Pendekatan PLS dan SEM. 
Modul Pelatihan Aplikasi Software Smart PLS dan AMOS, Fakultas MIPA dan Program 
Pascasarjana, Universitas Brawijaya Malang.  

Sugiyono, D. (2008). Metode Penelitian Bisnis. Bandung: Pusat Bahasa Depdiknas. 

Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Bandung: Alfabeta 

Suki, N. M., Suki, N. M., & Azman, N. S. (2016). Impacts of Corporate Social Responsibility on the 
Links Between Green Marketing Awareness and Consumer Purchase Intentions. Procedia 
Economics and Finance, 37(16), 262–268. https://doi.org/10.1016/s2212-5671(16)30123-x 

shwu, S.-I., & Chen, Y.-J. (2014). The Impact of Green Marketing and Perceived Innovation on 
Purchase Intention for Green Products. International Journal of Marketing Studies, 6(5), 81–
100. https://doi.org/10.5539/ijms.v6n5p81 

Tariq, M., Abbas, T., Abrar, M., & Iqbal, A. (2017). EWOM and brand awareness impact on 



 

International Journal of Environmental, Sustainability, and Social Sciences 
ISSN 2720-9644 (print); ISSN 2721-0871 (online) 

https://journalkeberlanjutan.com/index.php/ijesss 
 

57 
 

consumer purchase intention: mediating role of brand image. Pakistan Administrative 
Review, 1(1), 84–102. 

Taufique, K. M. R., Siwar, C., Chamhuri, N., & Sarah, F. H. (2016). Integrating General 
Environmental Knowledge and Eco-Label Knowledge in Understanding Ecologically 
Conscious Consumer Behavior. Procedia Economics and Finance, 37(16), 39–45. 
https://doi.org/10.1016/s2212-5671(16)30090-9 

Tjiptono, Fandy. 2015. strategi pemasaran edisi 4. Yogyakarta:Andi 

Turnhout, E., Dewulf, A., & Hulme, M. (2016). What does policy-relevant global environmental 
knowledge do? The cases of climate and biodiversity. Current Opinion in Environmental 
Sustainability, 18, 65–72. https://doi.org/10.1016/j.cosust.2015.09.004 

Tsai, P. H., Lin, G. Y., Zheng, Y. L., Chen, Y. C., Chen, P. Z., & Su, Z. C. (2020). Exploring the effect 
of Starbucks’ green marketing on consumers’ purchase decisions from consumers’ 
perspective. Journal of Retailing and Consumer Services, 56(March), 102162. 
https://doi.org/10.1016/j.jretconser.2020.102162 

Wahid, N., & A. ,Rahbar, E., (2011). Investigation of green marketing tools’ effect on consumers’ 
purchase behavior. Business Strategy Series, 12(2), 73–83. 
https://doi.org/10.1108/17515631111114877 

Wang, Y.-H., Chen, S.-T., & Chen, N.-N. (2016). An Empirical Study of the Effect of Green 
Marketing on Purchase Intention – Evidence from Green Restaurant. Advances in 
Management & Applied Economics, 6(4), 1–14. Retrieved from www.ijbssnet.com 

Wang, J., Bao, J., Wang, C. & Wu, L. 2017. The Impact of Different Emotional Appeals on The 
Purchase Intention for Green Products: The Moderating Effects of Green Involvement and 
Confucian Cultures. S2210- 6707(17)30225-1. 

Waslito, Jati dan Sujadi. (2014). Model Meningkatkan Niat Pembelian Konsumen Pada Produk 
Ramah Lingkunagn. Laporan Penelitian Hibah Bersaing. Surakarta: Universitas 
Muhammadiyah Surakarta. 

Weng, H. H. R., Chen, J. S., & Chen, P. C. (2015). Effects of green innovation on environmental and 
corporate performance: A stakeholder perspective. Sustainability (Switzerland), 7(5), 4997–
5026. https://doi.org/10.3390/su7054997 

Willy Abdillah, Dr. Msc. Prof. Jogianto., HM, Ph.d., MBA., A. (2016). Partial Least Square (PLS), 
structural equation modeling (SEM) dalam penelitian bisnis (D. Prabantini, ed.). 
https://doi.org/10987654321 

Wu, S., & Chen, Y. (2014). The Impact of Green Marketing and Perceived Innovation on Purchase 
Intention for Green Products. International Journal of Marketing Studies, 6(5), 81–101. 
http://doi.org/10.5539/ijms.v6n5p81 

Wu, P. C. S., Yeh, G. Y. Y., & Hsiao, C. R. (2011). The effect of store image and service quality on 
brand image and purchase intention for private label brands. Australasian Marketing Journal, 
19(1), 30–39. https://doi.org/10.1016/j.ausmj.2010.11.001 

Xian, Gou Li. (2011). Corporate, Product, and User Image Dimension and Purchase Intentions. 
Journal of Computers, 6 (1): 1875 1879. 

Yamin Sofyan, H. K. (2011). generasi baru mengolah data penelitian PARTIAL LEAST SQUARE 
PATH MODELING (Aklia Suslia, ed.). jakarta: Salemba Infotek.194 

Yeo, V., Goh, S. K. & Rezaei, S. 2017. Consumer experiences, attitude and behavioral intention 
toward online food delivery (OFD) services. Journal of Retailing and Consumer Services. 35. 
150-162. 10.1016/j.jretconser.2016.12.013. 

Zaremohzzabieh, Z., Ismail, N., Ahrari, S., & Abu Samah, A. (2020). The effects of consumer 
attitude on green purchase intention: A meta-analytic path analysis. Journal of Business 
Research, (October). https://doi.org/10.1016/j.jbusres.2020.10.053 



 

International Journal of Environmental, Sustainability, and Social Sciences 
ISSN 2720-9644 (print); ISSN 2721-0871 (online) 

https://journalkeberlanjutan.com/index.php/ijesss 
 

58 
 

Zhang, W., & He, Y. (2019). Optimal policies for new and green remanufactured short-life-cycle 
products considering consumer behavior. Journal of Cleaner Production, 214, 483–505. 
https://doi.org/10.1016/j.jclepro.2018.12.213 


