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THE EFFECT OF ENVIRONMENTAL CONCERN,  PERCEIVED 

CUSTOMER EFFECTIVENESS, PERCEIVED ENVIRONMENTAL 

KNOWLEDGE ON GREEN PURCHASE INTENTION WITH ATTITUDE 

TOWARDS GREEN PRODUCT AS A MEDIATING VARIABLE 

( EMPIRICAL STUDY ON GREEN PRODUCT COSMETICS : MINERAL 

BOTANICA IN YOGYAKARTA )  

ABSTRAK 

Tujuan dari penelitian ini adalah untuk menganalisis niat pembelian terhadap 

kosmetik produk hijau dengan menggunakan teori perilaku yang direncanakan 

dalam pembelian kosmetik mineral botanica di Yogyakarta. Penelitian ini 

menggunakan penelitian kuantitatif untuk menguji hubungan antara kepedulian 

lingkungan, persepsi efektivitas konsumen, dan persepsi pengetahuan lingkungan 

yang dirasakan terhadap niat pembelian produk hijau melalui sikap terhadap produk 

hijau. Menggunakan 17 item kuesioner dan metode purposive sampling, data 

dikumpulkan dari 100 warga di Yogyakarta. Data dianalisis menggunakan uji 

regresi linier berganda. Uji t digunakan untuk menguji hipotesis yang diajukan. 

Hasilnya menunjukkan bahwa kepedulian lingkungan, persepsi efektivitas 

konsumen, persepsi pengetahuan lingkungan melalui sikap terhadap produk hijau 

menunjukkan pengaruh yang signifikan terhadap niat pembelian produk hijau. 

Kata Kunci: Kepedulian Lingkungan, Persepsi Efektivitas Konsumen, Persepsi 

Pengetahuan Lingkungan, Sikap, Niat Pembelian Produk Hijau. 

ABSTRACT 

Although the intention to buy green product cosmetics, especially in Yogyakarta, 

is not clearly understood, the purpose of this study is to analyze the purchase 

intention of green product cosmetics by using behavioral theory planned in the 

purchase of mineral botanica cosmetics in Yogyakarta. This study uses quantitative 

research to examine the relationship between environmental concern, consumer 

effectiveness perception, and perceived environmental knowledge on the purchase 

intention of green products through attitudes towards green products. Using a 17-

item questionnaire and purposive sampling method, data was collected from 100 

residents in Yogyakarta. Data were analyzed using multiple linear regression tests. 

T-test is used to test the proposed hypothesis. The results show that environmental 

awareness, consumer effectiveness perceptions, perceptions of environmental 

knowledge through attitudes towards green products show a significant influence 

on the purchase intention of green products. 

Keywords: Environmental Concern, Perceived Consumer Effectiveness, Perceived 

Environmental Knowledge, Attitude toward Green Product, Green Purchase 

Intention 

1. INTRODUCTION 

Environmental issues become one of the strategic problems in achieving world 

competitiveness, at this time environmental protection efforts are growing 
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together with increasing consumer awareness. People and consumers are parties 

that play a role in protecting the environment. Many people are responsive to 

growing need for a lot of sustainable product thoughout the world to help protect 

the environment. (Kim & Choi, 2005) Environmentally friendly products can be 

generated through the concept of green industry. "Starting from the procurement 

and use of environmentally friendly input materials and manufactured using 

environmentally friendly machinery or technologies and effective waste 

handling. “(Indonesian Ministry of industry). In this case, the company must pay 

great attenton to large uses in the energy used in industry, which consumers more 

energy, causing more pollution. That is why, it is neccessary to create a 

managerial system based on green processes and products to reduce pollution. 

In addition, opportunties are given to green technology. Governments companies 

and industries around the world are looking for methods and techniques to 

reduce waste, because of pollution such as : water contamination, global 

warming, and forest disaapearing are main focus for environment. ( Ali et all., 

2010). Based on the introduction benefit of the research is : 

a. Theoretical Benefits 

The results of this study are expected to increase competence and develop 

knowledge in the field of marketing management now and in the future in the 

cosmetics business world especially the Green Product Cosmetics "Mineral 

Botanica" to continue to exist and compete with the global world. 

b. Practical Benefits 

It is hoped that this research can improve the writer's understanding of 

management practices, especially marketing management, then add experience 

in analyzing and solving marketing case problems, increase knowledge about 

marketing variables, and can be useful for Mineral Botanica cosmetics products 

in the application of increasing Attitude toward Green products on 

Environmental Concern, Perceived Consumer Effectiveness and Perceived 

Environmental Knowledge as the main factor in the process of growing the 

intention to buy green cosmetics products. 
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2. METHOD 

This research is a causal research and uses quantitative method as data 

processing method. The population of this research is women that know the 

information of Mineral Botanica cosmetics product and people who practicing 

green lifesyle in daily activity. To determine samples, the Convenience 

technique was used, and one hundred respondents were taken as samples of this 

research. In this study, sampling technique from a population using Non 

Probability Sampling category and Purposive sampling was used to select the 

respondents. This study uses questionnaires to collect data and the questionnaire 

used closed-ended questions with 5-point likert scales, In the questionnaire also 

collect data of respondent such as, repondent knowing the product, practicing 

green lifesyle, occupation, age, income per month, husband income per month, 

education level and family member. 

 

 

 

 

 

 

 

 

 

Figure I. Research Framework 
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3. RESULT AND DISCUSSION 

3.1 Path Analysis 

Table 1. Regression X → Y 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 6.684 1.521  4.393 .000 

TotalEC .139 .110 .139 1.268 .208 

TotalPCE .261 .077 .362 3.388 .001 

TotalPEK -.012 .127 -.010 -.092 .927 

 F-test  = 7.536 

 F-Table  = 4.00 

 Adjusted R2  = 0.165 

Sources: Processed data with SPSS 24, 2019 

Green Purchase Intention =  6.684∝+ 0.139 EC + 0.261 PCE - 0.012 PEK+ 𝜀 

Table 2. Regression X → M 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2.925 2.434  1.201 .233 

TotalEC .335 .157 .191 2.126 .036 

TotalPCE .767 .117 .585 6.583 .000 

TotalPEK .797 .128 .545 6.641 .000 

 F-test  = 21.964 

 F-Table  = 4.00 

 Adjusted R2  = 0.388 
Dependent Variable: TotalA 

Sources: Processed data with SPSS 24, 2019. 

 

Attitude = 2.925 ∝+ 0.335 EC+0.767 PCE + 0.797 PEK + 𝜀 
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Table 3. Regression XM → Y 
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 7.440 1.437  5.178 .000 

TotalEC .291 .094 .303 3.084 .003 

TotalPCE .178 .082 .247 2.164 .033 

TotalPEK .797 .108 .257 2.691 .008 

 TotalA .128 .060 .234 2.149 .034 

 F-test  = 11.823 

 F-Table  = 4.00 

 Adjusted R2  = 0.304 

Sources: Processed data with SPSS 24, 2019. 

Green Puchase Intention = 7.440 ∝+ 0.291EC+0.178 PCE + 0.289 PEK+ 0.128  

A+ 𝜀. 

3.2 Sobel Test 

 The effect of X1,X2 and X3 on Y is mediated by M 

The results of the analysis with the Sobel Test Calculator for The Significance 

of Mediation are as follows: 

 

Figure II. Calculation table of Sobel test 

Description: 

- Environmental Concern   : 0,335 

- SEEC     : 0,157 

- Attitude     : 0,128 

- SEA     : 0,060 
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Result: 

Sobel Test Statistic    : 2,031 

One-tailed Probability   : 0,033 

Two-tailed Probability   : 0,042 

Description: 

- Perceived Consumer Effectiveness : 0.767 

- SEPCE     : 0.176 

- A      : 0.117 

- SEA     : 0.060 

Result: 

Sobel Test Statistic    : 2.028 

One-tailed Probability   : 0.021 

Two-tailed Probability   : 0.042 

Description: 

- Perceived Environmental Knowledge : 0.797 

- SEPEK     : 0.128 

- A      : 0.128 

- SEA     : 0.060 

Result: 

Sobel Test Statistic    : 2.018 

One-tailed Probability   : 0.021 

Two-tailed Probability   : 0.043 

This finding does not supported by Tang et al. (2014) who stated that 

environmental concern as an important predictor of consumer attitude towards 

green products. It is found that, environmental concern has an influence on 

attitude toward green product. This is because even though the respondents were 

concerned about the quality of the environment and were directly involved 

emotionally, they lacked the firmness of the intention of purchasing a green 

product, so the desire to buy was also lacking.  

Based the result of the test, it can be concluded that this hypothesis is proven to 

be correct. In other words, it means that perceived consumer effectiveness has 
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positive and significant impact on green purchase intention. It can be seen that 

individuals with a strong belief that their environmentally conscious behavior 

will result in a positive outcome, are more likely to engage in such behaviors in 

support of their concerns for the environment, also people with higher Perceived 

Consumer Effectiveness have proven to be more environmentally concerned.  It 

is found that perceived consumer effectiveness have influence to green purchase 

intention. It is similar with each person’s behavior can have positive effect on 

society by signing an appeal in support of promoting the environment and 

protecting the environment by buying product that are friendly to the 

environment will foster the desire and intention of respondents to buy a green 

product. 

From the result of the test, it can be concluded that this hypothesis is not 

supported. In other words, it means that perceived environmental knowledge has 

no significant impact on green purchase intention. Kumar et al (2017) has also 

reported that the measure of perceived environmental knowledge may has a 

direct relation with favorable attitude towards green products, which further 

effects on purchase intention for such products, the findings does not supported 

for the relationship between perceived environmental knowledge and green 

purchase intention. Altough, consumer understand the environmental phrases 

and symbols on product package, but respondents did not have the desire to buy 

a green product because of the firmness of the idea of purchasing a green product. 

Based on the result of the test, it can be concluded that this hypothesis is proven 

to be correct. because from the value of sig environmetal concern is 0.036 or 

below 0.05.  It means that environmental concern does has a positive and 

significant impact into attitude toward green product. That is because consumers 

accepted green products when their primary need for performance, quality, 

convenience, and affordability were met, and when they understood how a green 

product could help to solve environmental problems, thus increasingly affecting  

purchase intention on  green product. 

Based on the result of the test, it can be concluded that this hypothesis is proven 

to be correct, because from the value of sig perceived consumer effectiveness is 
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0.000 or below 0.05. In other words, it perceived consumer effectiveness has a 

positive and significant impact on attitude toward green product. Vermeir and 

Verbeke (2008) found that Perceived Consumer Effectiveness was positively 

associated with consumers’ willingness to purchase organic food. It is similar 

with the perception of respondent that are feel they can solve the natural 

resources problems by concerning water and energy, thus growing the attitude 

of consumers to intend to buy and use a green product.  

From the result of the test, it can concluded that this hypothesis is proven to be 

correct, because the value of sig perceived environmental knowledge is 0.000 or 

below 0.05. In other words, it means Perceived Environmnetal Knowledge has 

positive and significant impact on attitude toward green product. Mostafa (2009) 

found that environmental knowledge has a significant impact on the consumers’ 

intention to buying green products. Their finding fully support that the 

hypothesis to buy green version of products depend on environmental 

knowledge of person. It is similar with the perception of respondent that are 

knowledgeable about environmental issues, thus growing the attitude of 

respondents to buy and use a green product. 

Based on the result of the test, it can be concluded that this hypothesis is proven 

to be correct, because the value of sig environmental concern is 0.003 or less 

than 0.05. It means that environmental concern has a positive and significant 

impact into green purchase intention through mediation of attitude toward green 

product. Ottman (1992) reported that consumers accepted green products when 

their primary need for performance, quality, convenience, and affordability were 

met, and when they understood how a green product could help to solve 

environmental problems. It is found that attitude is fully mediated by 

environmental concern and also gives impact to willingness on buy the green 

version of products. It is similar with consumer that they feel worried about the 

environmental concern they choose an attitude to like the idea of purchasing 

green products and they feel that recycling is important to save natural resources. 

Based on the result of the test, it can be concluded that this hypothesis is proven 

to be wrong, because the value of sig environmental concern is 0.033 or below 
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0.05. In other words, it perceived consumer effectiveness has a positive and 

significant impact on green purchase intention with mediation of attitude on 

green product. Vermeir and Verbeke (2008) found that Perceived Consumer 

Effectiveness was positively associated with consumers’ willingness to purchase 

organic food. It is found that perceived effectiveness has direct relationship with 

intention for buying green products and fully mediated by perceived consumer 

effectiveness. It is similar with perception of consumer that consider to buying 

the products because less polluting by take an action on attitude for like the idea 

of purchasing green products.  

From the result of the test, it can concluded that this hypothesis is proven to be 

correct, because the value of sig perceived environmental knowledge is 0.008 or 

below 0.05. In other words, it means attitude toward green product has a positive 

and significant impact on green purchase intention with mediation of attitude on 

green product. There is significant relationship between environmental 

knowledge and attitude toward green product which in turn influences the 

consumers’ green purchase intentions (Barber, 2009; Cham, 2001; Cohen 1973; 

Flamm, 2009). It is similar with perception of consumer that they know how to 

select products and packages that reduce the amount of landfill waste and 

understand the environmental phrases. 

4 CONCLUSION  

In this research variable of Environmental concern, Perceived Consumer 

Effectiveness, and Perceived Environmental Knowledge has significant and 

positive influnce on Attitude toward green product, besides of Environmental 

concern has no significant and positive influence on Green Purchase Intention, 

and Perceived Consumer Effectiveness has significant and positive influence on 

Green Purchase Intention, Perceived Environmental Knowledge has no 

signifacant and negative influence on Green Purchase Intention and Attitude has 

a medating ability for Environmental concern, Perceived Consumer 

Effectiveness, and Perceived Environmental Knowledge on Green Purchase 

Intention. 
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Researchers only use a several indicators to measure variables the research came 

from one resources but did not add variable indicators sourced from other 

researcher and this research only focuses on green purchase intention and 

attitude toward green product to analyze of environmental concern, perceived 

consumer effectiveness and perceived environmental knowledge of Mineral 

Botanica cosmetics product, without taking other variables which may effect on 

five variables. 

As we know that environmental concern, perceived consumer effectiveness and 

perceived environmental knowledge, have a significant effect on attitude, this 

research suggests that the perception of Environmetal Concern, Perceved 

Consumer Effectiveness, Perceived Environmental Knowlegde is good, or when 

a person feels his or her environment supports them, then the attitude and intetion 

of buying green cosmetics will increase, respondents' response shows that the 

perception of attitude toward green product is good although positive perception 

of attitude does not affect consumer intention to buy green product, because of 

their consideration of the price green cosmetics product of Miineral Botanica 

that tends to be more expensive. However, green products cosmetics are easier 

to reach and consume and consumers assume that green  product cosmetics  are 

equally good or healthy and the difference between the result of previous 

research and this research on attitude and purchase intention shows that 

companies should have innovation. 

Future researcher should consider increasing the number of sample and using 

appropriate sampling method, so that the results become more representative and 

more reliable, for the next researcher is expected to add more data collection 

method such as in interview methods, so that the real condition can be seen 

clearly and result of interview can be support data of the research collected by 

using the questionnaire and must add the respondent because for now green 

product is important for human life cycle, the more to get respondent the more 

get for good result, expecially about green product purchase intention. 
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