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  Sustainable lifestyles are increasing on a global scale, despite having awareness and 

concern for the environment, consumers s Ihow differences between attitudes and 

concrete behavior when buying products. Th Iis stuIdy ai Ims to determine consumer 

purchasing behavIior towards Bumijo eco-friend Ily prIoducts. The sample in this study 

was 237 respondents, which were obtained by distributing questionnaires online. The 

data was processed and analyzed using the Structural Equation Modeling (SEM) 

method, SmartPLS 3 as a tool. The results showed that Environmental Awareness 

(X1), Green Product Value (X2), Green Price Sensivity (X3), and Green Product 

Trust (X4) havIe a posit Iive and sigInificant effIect on Green Purchase Behavior (Y). 

Environmental Awareness (X1), Gr Ieen ProIduct ValIue (X2), Gre Ien IPrice SensIivity 

(X3), and Green Product Trust (X4) have a positive and significant effect on Att Iitude 

(Z). And Green Purchase Behavior (Y) h Ias a posi Itive an Id significaInt efIfect on 

Attitude (Z). 

 
INTRODUCTION  

Sustainable living is on the rise on a global scale. Increased awareness of the importance of 

the environment, encouraging Indonesians to start implementing an environmentally friendly lifestyle.  

According to Do Paco, et al, (2013) in Musa & Hartono, (2022) these behaviors include purchasing 

enerIgy-efficiIent producIts, avIoiding packIaged gIoods, showIing preferenIce foIr biodegIradable Iand 

recyIclable gooIds. SustainabiIlity is a socIially releIvant issIue, wi Ith moIre and more consumers being 

aware and curious about what to cons Iume and how those conIsumption haIbits impIact the environIment 

(Sharma, et al, 2022). 

According to a GlobeScan survey, 60% of people around the world say they want to 

substantially improve their lifestyle to become healthier, but only 30% have made the transformation 

to do so. Despite environImental awareness and concern, consumers show a discrepancy between 
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attitudes and concrete behaviors when purchasing products. The adoption of products considered 

environmentally sustainable is at a low level, and the reason behind the problem is the instability of 

consumer purchase intentions and behavior (Naz, et al, 2020). 

SeveIral resIearch finIdings ha Ive addresIsed thIe eleIments thIat driIve gree In behIavior, with a focus 

on green purchasing behavior (Ogiemwonyi, 2024; Naz, 2020; Mabkhot, 2024). Attitude, Green 

Product Trust, and Green Product Value are predictors of Green Purchase Behavior. However, 

previous research found that Green Purchase Behavior is not influenced by Attitude, the results of 

research by Naz, et al (2020) Green Purchase Behavior is more significantly influenced by 

Willingness to Pay. 

Bas Ied on prevIious reseaIrch ga Ips, tIhis stuIdy con Isiders the testing of variables that have 

different research results to other objects, the use of randomly selected samples from the general 

population, as well as considering the construct of mediation effects in research and the representation 

of more age groups (Mabkhot, 2024). 

ThiIs studIy aimIs to deteIrmine conIsumer purchasing behaIvior towards Bumijo eco-friendly 

products that connect several variables, including, Environmental Awareness, Green Product Value, 

Green Price Sensivity, and Green Product Trust to Green Purchase Behavior mediated by Attitude 

variables. Unlike previous studies, thi Is studIy e Ixamines conIsumer purIchasing beIhavior towIards greIen 

products, especially in social enterprises, which have not been widely studied. The Irefore, this resIearch 

is expeIcted to prIovide inforImation about green product puIrchasing beha Ivior from various 

perspectives. 

 
I 
RESEARCH METHODS 

This study uses a quantitative approach, by collecting primary data through an online 

questionnaire. The population in this study were consumers of eco-friendly products from 

@bumijo.id. From the total population of consumers, the sample used in the study was 237 

respondents. Furthermore, the data was processed and analyzed using the PLS-SEM method, with 

Smart PLS 3.0 as a tool. 

  

RESULTS AND DISCUSSION 

Measurement Model (Outer Model) 

There are twIo validity tests used in PLS including Convergent Validity and Discriminat 

validity. Indicators caIn be saidI to mIIeet coInveIrgent valiIdIity ifI thIIe crIoIss loaIdIing va Ilue is> 0.70 as well 

aIs the levIIel of valIidIity (Hair, et al, 2020). While the Average Variance Extracted (AVE) value is> 

0.50. For Validity Assessment, the value of cross loading and Fornell Larcker criterion or HTMT> 

0.70, while the highest value is not allowed to be smaller than other values (Muhtarom, et al, 2022). 

The validity and reliability test results are shown in the table below. 

Table 1 Validity and Reliability Test Results 

Variable Indicator Loadings Composite 

Reliability 

Cronbach’

Alpha 

AVE 

Environmental 

Awareness (X1) 

XI1.1 0.860 0.930 0.906 0.728 

 XI1.2 0.824 

XI1.3 0.840 

XI1.4 0.870 

XI1.5 0.871 

Green Product 

Value (X2) 

XI2.1 0.830 0.909 0.874 0.666 

XI2.2 0.736 

XI2.3 0.807 

X2.4 0.854 

X2.5 0.847 
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Variable Indicator Loadings Composite 

Reliability 

Cronbach’

Alpha 

AVE 

Green Price 

Sensivity (X3) 

X3.1 0.763 0.853 0.771 0.592 

 X3.2 0.804 

X3.3 0.716 

X3.4 0.791 

Green Product 

Trust (X4) 

XI4.1 0.785 0.878 0.817 0.643 

 XI4.2 0.820 

XI4.3 I0.801 

XI4.4 0.803 

Green Purchase 

Behavior (Y) 

Y.1 0.831 0.912 0.879 0.674 

 Y.2 0.814 

Y.3 0.841 

Y.4 0.823 

Y.5 0.797 

Attitude (Z) Z.1 0.853 0.907 0.846 0.764 

Z.2 0.882 

Z.3 0.887 

SoIurce: Primary data (2025) 

The results of the validity and reliability tests of the Environmental Awareness (X1), Green 

Product Value (X2), Green Price Sensivity (X3), Green Product Trust (X4), Green Purchase Behavior, 

and Atitude (Z) variables are said to be vaIlid aInd reIliable, because each variable is above 0.7. 

 

Structural Model (Inner Model) 

The iniertial mo idel is a mo idel usied to deterimine tihe cauise anid effiect relat iionships betweien 

laitent variiables. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Picture 1 Structural Model 
This model is also used to view and analyze existing values. In the inner model, researchers 

use the R-Square test. According to jogiyanto in the book Hamid & Anwar, (2019: 43) The R-Square 

value iis useid to mea isure the level of variation in changes between vari iables with thie following 

results: 

R-Square 
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Table 2 R-Square Test 

  R Square R Siquare Adjuisted 

Green Purchase Behavior (Y) 0.864 0.862 

Attitude (Z) 0.758 0.754 

Source: Primary Data (2025) 

The R-Square value jointly influences Environmental Awareness (X1), Green Product Value (X2), 

Green Price Sensivity (X3), and Green Product Trust (X4) on Green Purchase Behavior (Y) by 0.864, 

with an Adjusted R-Square value of 0.862, so it can be declared strong. The R-Square value of the 

Environmental Awareness (X1), Green Product Value (X2), Green Price Sensivity (X3), and Gre ien 

Product Trust (X4) variables on Atitude (Z) is 0.758, this value is said to be mutually reinforcing. Thie 

Adj iusted R-Sqiuare value is 0.754, so it can be stated as strong. 

 

Hypothesis Testing 

In this test, thie hyipothesis tiest cain be seien froim the T-Statiistics or P-Vailues (Muhtarom, et al, 

2022), the alpha value is 5% and the T-table value used is 1.970. By using the probability of being 

accepted or rejected, Ha is accepted and H0 is rejected if the P-Values <0.05, or the T-Statistic> 

1.970. The results of hypothesis testing are shown in table 3 below. 

Tabel 3 Hypothesis Testing 

Variable 

Relationship 

Hypothesis Coefifcient P value T-Statistic T-tabel Conclusion 

Environmental 

Awareness (X1) 

-> Attitude (Z) 

H1 0.396 0.000 5.015 1.970 Accepted 

Green Product 

Value (X2)  -> 

Attitude (Z) 

H2 0.288 0.001 3.345 1.970 Accepted 

Green Price 

Sensivity (X3) -

> Attitude (Z) 

H3 0.177 0.002 3.088 1.970 Accepted 

Green Product 

Trust (X4)-> 

Attitude (Z) 

H4 0.097 0.036 2.407 1.970 Accepted 

Environmental 

Awareness 

(X1)-> Green 

Purchase 

Behavior (Y) 

H5 0.383 0.000 6.084 1.970 Accepted 

Green Product 

Value (X2)-> 

Green Purchase 

Behavior (Y) 

H6 0.179 0.003 2.964 1.970 Accepted 

Green Price 

Sensivity (X3)-

> Green 

Purchase 

Behavior (Y) 

H7 0.147 0.000 4.306 1.970 Accepted 

Green Product 

Trust (X4)-> 

Green Purchase 

Behavior (Y) 

H8 0.081 0.016 2.407 1.970 Accepted 

Green Purchase H9 0.235 0.000 4.804 1.970 Accepted 
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Variable 

Relationship 

Hypothesis Coefifcient P value T-Statistic T-tabel Conclusion 

Behavior (Y)-> 

Attitude (Z) 

Source: Primary data (2025) 

 

DISCUSSION 

Hypotheisis 1: Thei EIffeict of EInvironmeintal Awareineiss on Attitudei 

Tablei 3 shows thei Coeifficieint valuei of 0.396> 0.000 with T-statistic> T-tablei (5.015> 1.970) and P-

valuei 0.000 <0.05, thein H0 is reijeicteid and Ha1 is acceipteid, meianing that thei EInvironmeintal 

Awareineiss variablei has a positivei and significant eiffeict on Attitudei. This shows the i importancei of 

consumeir awareineiss in shaping a positivei attitudei towards einvironmeintally frieindly products that arei 

consideireid morei reisponsiblei for thei einvironmeint. Thei findings in this study arei supporteid by reiseiarch 

conducteid by Mabkhot, (2024). Howeiveir, this reiseiarch is not supporteid by reiseiarch conducteid by 

Ogieimwonyi, (2024).  

 

Hypotheisis 2: Thei EIffeict of Greiein Product Valuei on Attitudei 

Tablei 3 shows thei Coeifficieint valuei of 0.288> 0.000 with T-statistic> T-tablei (3.345> 1.970) and P-

valuei 0.001 <0.05, thein H0 is reijeicteid and Ha2 is acceipteid, meianing that thei Greiein Product Valuei 

variablei has a positivei and significant eiffeict on Attitudei. In this casei, consume irs teind to form an 

attitudei that preifeirs products that arei consideireid to havei addeid valuei to thei einvironmeint. Thei findings 

in this study arei supporteid by preivious reiseiarch conducteid by Ogieimwonyi, (2024).  

 

Hypotheisis 3: Thei EIffeict of Greiein Pricei Seinsivity on Attitudei 

Tablei 3 shows thei coeifficieint valuei of 0.177> 0.000 with T-statistic> T-tablei (3.088> 1.970) and P-

valuei 0.002 <0.05, thein H0 is reijeicteid and Ha3 is acceipteid, meianing that thei Greiein Pricei Seinsivity 

variablei has a positivei and significant eiffeict on Attitudei. Deispitei beiing pricei seinsitivei, consumeirs still 

havei a positivei attitudei towards eico-frieindly products. Thei findings in this study arei supporteid by 

preivious reiseiarch conducteid by Ogieimwonyi, (2024).  

 

Hypotheisis 4: Thei EIffeict of Greiein Product Trust on Attitudei 

Tablei 3 shows thei coeifficieint valuei of 0.097> 0.000 with T-statistic> T-tablei (2.407> 1.970) and P-

valuei 0.030 <0.05, thein H0 is reijeicteid and Ha4 is acceipteid, meianing that thei Greiein Product Trust 

variablei has a positivei and significant eiffeict on Attitudei. Greiein Product Trust reifleicts thei positivei 

beilieifs and attitudeis of consumeirs of eico-frieindly products that thei products useid actually fulfill 

einvironmeintally frieindly claims. Thei findings in this study arei supporteid by preivious reiseiarch 

conducteid by Ogieimwonyi, (2024).  

 

Hypotheisis 5: Thei EIffeict of EInvironmeintal Awareineiss on Greiein Purchasei Beihavior 

Tablei 3 shows thei Coeifficieint valuei of 0.383> 0.000 with T-statistic> T-tablei (6.084> 1.970) and P-

valuei 0.000 <0.05, thein H0 is reijeicteid and Ha5 is acceipteid, meianing that thei EInvironmeintal 

Awareineiss variablei has a positivei and significant eiffeict on Greiein Purchasei Beihavior. Consumeirs who 

havei a high leiveil of einvironmeintal awareineiss arei morei moveid to takei action in einvironmeintal 

sustainability. Thei findings in this study support reiseiarch conducteid by Mabkhot, (2024) and 

Ogieimwonyi, (2022).  

 

Hypotheisis 6: Thei EIffeict of Greiein Product Valuei on Greiein Purchasei Beihavior 

Tablei 3 shows thei coeifficieint valuei of 0.179> 0.000 with T-statistic> T-tablei (2.964> 1.970) and P-

valuei 0.003 <0.05, thein H0 is reijeicteid and Ha6 is acceipteid, meianing that thei Greiein Product Valuei 

variablei has a positivei and significant eiffeict on Greiein Purchasei Beihavior. In this casei, thei higheir thei 

consumeir's peirceiption of einvironmeintally frieindly products, thei greiateir thei likeilihood of consumeir 

deisirei to bei involveid in purchasing eico-frieindly products. 
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Thei findings in this study support reiseiarch conducteid by Ogieimwonyi, (2022). Howeiveir, this reiseiarch 

is not supporteid by reiseiarch conducteid by Mabkhot, (2024).  

 

Hypotheisis 7: Thei EIffeict of Greiein Pricei Seinsivity on Greiein Purchasei Beihavior 

Tablei 3 shows thei coeifficieint valuei of 0.147> 0.000 with T-statistic> T-tablei (4.306> 1.970) and P-

valuei 0.000 <0.05, thein H0 is reijeicteid and Ha7 is acceipteid, meianing that thei Greiein Pricei Seinsivity 

variablei has a positivei and significant eiffeict on Greiein Purchasei Beihavior. This shows that eivein 

though thei pricei of einvironmeintally frieindly products is high, consumeirs of eico-frieindly products still 

choosei theisei products, consideiring that consumeirs consideir thei pricei of einvironmeintally frieindly 

products to bei in accordancei with thei valuei of thei products obtaineid. Thei findings in this study arei not 

supporteid by reiseiarch conducteid by Mabkhot, (2024). In this study, Greiein Pricei Seinsivity has a 

neigativei and insignificant eiffeict on Greiein Purchasei Beihavior. Howeiveir, reise iarch conducteid by 

Ogieimwonyi, (2024) supports thei findings in this study. Wheirei Greiein Pricei Seinsivity has a positivei 

and significant eiffeict on Greiein Purchasei Beihavior. 

 

Hypotheisis 8: Thei EIffeict of Greiein Product Trust on Greiein Purchasei Beihavior 

Tablei 3 shows thei coeifficieint valuei of 0.383> 0.000 with T-statistic> T-tablei (6.084> 1.970) and P-

valuei 0.000 <0.05, thein H0 is reijeicteid and Ha8 is acceipteid, meianing that thei Greiein Product Trust 

variablei has a positivei and significant eiffeict on Greiein Purchasei Beihavior. In this casei, consumeirs not 

only consideir thei pricei factor, but also seiei wheitheir greiein products in geineiral can bei tradeid and claims 

in geineiral can bei trusteid.  Thei findings of this study arei supporteid by preivious reiseiarch, conducteid by 

Ogieimwonyi, (2024). In this study, Greiein Product Trust has a positivei and significant influeincei on 

Greiein Purchasei Beihavior. Howeiveir, reiseiarch conducteid by Mabkhot, (2024) doeis not support thei 

findings in this study, beicausei thei reisults show that Greiein Product Trust has a neigativei and 

insignificant eiffeict on Greiein Purchasei Beihavior.  

 

Hypotheisis 9: Thei EIffeict of Attitudei on Greiein Purchasei Beihavior 

Tablei 3 shows thei coeifficieint valuei of 0.235> 0.000 with T-statistic> T-tablei (4.804> 1.970) and P-

valuei 0.000 <0.05, thein H0 is reijeicteid and Ha9 is acceipteid, meianing that thei Attitudei variablei has a 

positivei and significant eiffeict on Greiein Purchasei Beihavior. This shows that consumeirs' attitudeis 

towards einvironmeintally frieindly products arei an important factor in eincouraging theim to makei 

purchaseis. In addition, consumeirs feieil that theirei is a big diffeireincei beitweiein einvironmeintally frieindly 

consumption and ordinary consumption. Thei findings in this study arei supporteid by preivious reiseiarch 

conducteid by Chan & Ricky, (2021); Djajadiwangsa & Alveirsia, (2022); and Rahmadhanti, eit al 

(2024). In this study, Attitudei has a positivei and significant eiffeict on Greiein Purchasei Beihavior. 

Howeiveir, thei reiseiarch by Apriyani, eit al (2023), doeis not support theisei findings, beicausei thei reisults 

show that Attitudei has a neigativei and insignificant eiffe ict on Greiein Purchasei Beihavior. 

 

CONCLUSION 
Oveirall, thei findings of this study indicatei that thei variableis of EInvironmeintal Awareineiss 

(X1), Greiein Product Valuei (X2), Greiein Pricei Seinsivity (X3), and Greiein Product Trust (X4) havei a 

positivei and significant eiffeict on Greiein Purchasei Beihavior, and eiach eixogeinous and eindogeinous 

variablei has a positivei and significant eiffeict on Atitude i (Z) as a meidiating variablei. 

This study has seiveiral limitations that neieid to bei consideireid for thei inteirpreitation of thei 

reisults and thei deiveilopmeint of furtheir reiseiarch, including: thei scopei of thei obje ict is limiteid to onei 

product brand, nameily Bumijo, which is an eico-frieindly product manufactureir. This limits thei 

geineiralization of thei reisults to otheir greiein products with diffeireint characteiristics, such as organic food 

products or eico-frieindly cosmeitics. Thei data colleiction meithod using an onlinei queistionnairei may 

causei reisponsei bias. 

 

 

 



PROCEEDING 

NICEBIS : National Innovation Conference on Economics and Business Vol. I No. I July 2025 

7 
 
 

 

REIFEIREINCEIS 

Apriyani, N., Salim, M., & Santi, F., (2023). Attitudei Towards Greiein Products And Greiein Purchasei 

Inteintion On Thei Greiein Purchasei Beihavior Of Deiteirgeint Products In Thei City Of Beingkulu. 

Thei Manageir Reivieiw, 5 (2), 1979-2239. 

Chan, Ricky, Y.K .2021. Deiteirminants of Chineisei Consumeirs’ Greiein Purchasei Be ihavior. Psychology 

& Markeiting, John Wileiy & Sons, 18 (4), 389–413. 

Djajadwiwangsa, K, P., & Alveirsia, Y., (2022). Sustainablei Beiauty: Peingaruh EIco-Labeil, Product 

Attributeis, Peirceiiveid Consumeir EIffeictiveineiss (PCEI), dan EInvironmeintal Awareineiss teirhadap 

Greiein Purchasei Beihavior. Jurnal Inovasi Bisnis dan Manajeimein Indoneisia, 6(1). 

Gusmiarti, I., (2024). Trein Peimbeilian Produk Ramah Lingkungan Meiningkat Seicara Global. 

Acceisseid from 

https://seiarch.app?link=https%3A%2F%2Fdata.goodstatis.id%2Fstatistic%2Ftrein-peimbeilian-

produk-ramah-lingkungan-meiningkat-seicara-global-

PjEITy&utm_campign=aga&utm_sourcei=agsadl2%Csh%%2Fx%2Fgs%2Fm2%2F4  

Hamid, R, S., & Anwar, S, M., (2019). Structiral EIquation Modeiling (SEIM) Beirbasis Varian: Konseip 

Dasar dan Aplikasi Program Smart PLS 3.2.8 dalam Riseit Bisnis. PT Inkubator Peinulis 

Indoneisia. 

Hair, J, F., Howard, M, C., & Nitzl, C., (2020). Asseising Meiasureimeint Modeil Quality in PLS-SEIM 

Using Confirmatory Compositei Analiysis. Journal of Bussineiss Reiseiarch. 109, 101-110. 

Mabkhot, H., (2024).  Factors affeicting milleinnials’ greiein purchasei beihavior: EIvideincei from Saudi 

Arabia. Heiliyon, 10(4), 25639. 

Muamar, A., (2024). Meiningkatnya Trein Gaya Hidup Beirkeilanjutan di Dunia, Bagaimana di 

Indoneisia?. Acceisseid from 

https://seiarch.app?link=https%3A%2F%2Fgre ieinneitwork.id%Fikhtisar%2Fmeiningkatnya-

trein-gaya-hidup-beirkeilanjutan-di-dunia-bagaimana-di-

Indoneisia%2F&utm_campign=aga&utm_sourcei=agsadl2%Cash%2Fx%2Fgs%2Fm2%24. 

Muhtarom, A., Syairozi, I., Wardani, N, D., (2022). Analisis Peirseipsi Harga, Kualitas Peilayanan, 

Customeir Reilationship Markeiting, Dan Keipeircayaan Teirhadap Peiningkatan Peinjualan 

Dimeidiasi Loyalitas Peilanggan Pada Umkm Ayam Potong Onlinei EIlmonsu. Jeisya (Jurnal 

EIkonomi & EIkonomi Syariah), 5(1), 743–755.  

Muhtarom, A., Syairozi, M, I., Yonita, H, L., (2022). Analisis Peirseipsi Harga, Lokasi, Fasilitas, dan 

Kualitas Peilayanan teirhadap Loyalitas Peilanggan Dimeidiasi Keiputusan Peimbeilian (Studi 

Kasus pada Umkm Skck (Stasiun Kulineir Canditunggal Kaliteingah) Meitodei Structural 

EIquation Modeilling (SEIM) - Partial Leiast. EIkombis Reivieiw: Jurnal Ilmiah EIkonomi dan 

Bisnis, 10(14), 391–402.  

Musa, D, D, Z., & Hartono, A., (2023). Analysis of consumeir purchasei beihavior of greiein products in 

Indoneisia. Busineiss EIcosysteim & Strateigy, 5(3), 2687-2293.  

Naz, F., Olah, J., Vasilei, D., & Magda, R., (2020). Greiein Purchasei Beihavior of Univeirsity Studeints in 

Hungary: An EImpirical Study. Sustainability, 12(23), 10077. 

Ogieimwonyi, O., (2022).  Factors influeincing geineiration Y greiein beihaviour on greiein products in 

Nigeiria: An application of theiory of planneid beihavior. EInvironmeintal and Sustainability 

Indicators. 12, 100164.  

Ogieimwonyi,O., (2024). Deiteirminants of greiein beihavior (Reivisiteid) : A comparativei study. 

Reisourceis, Conseirvation & Reicycling Advanceis. 22, 200214. 

Rahmadanti, F.,Suryandaru, R., &Amalia, N., (2024). Greiein purchasei beihavior in circular packaging: 

Thei casei of young consume irs in Indoneisia. Cleianeir and 

ReisponsibleiConsumption.14,1000208. 

Sharma, S., Aswal, C., & Paul, J., (2022). Factors affeicting greiein purchasei beihavior: A systeimatic 

liteiraturei reivieiw. Busineiss Strateigy and Thei EInvironmeint, 32, 2078–2092.  


