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ABSTRACT

This study aims to investigate the role of environmental concerns in green product
purchasing decisions. The present study is in the field of applied research in terms of
its purpose. In terms of nature and method, it is a descriptive-survey study. The
statistical population of this study is all customers of Kalleh Co. products. Given that
the research population is unlimited, a sample size of 384 people was selected using
the Cochran formula and the available sampling method. Inferential statistics and the
partial least squares (PLS) technique were also used to analyze the data and test the
research hypotheses. The results revealed that willingness to pay more, awareness of
green price, perceived green benefits, perceived green quality, and green foresight have
a positive and significant effect on environmental concerns as well as green purchase
decisions. In addition, it was found that environmental concerns have a positive and
significant effect on green purchase intention. It was also found that green purchase
intention has a positive and significant effect on green purchase decision. All
hypotheses of this study were confirmed. Therefore, based on the results obtained, it
seems that managers of commercial companies should pay more attention to the
environmental concerns of their customers in order to improve the intention of
customers to purchase green products.
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Introduction

Socio-economic development and better living
standards are the first and foremost priorities for
any country in the contemporary era. Therefore,
the link between technological advancement,
mass production, unsustainable consumption
behavior, and overuse of unsustainable
resources can no longer be ignored.
Overconsumption and overproduction are
usually cited as two of the main reasons for
environmental degradation. On average,
between 30 and 40 percent of environmental
pollution is caused by unsustainable
consumption behavior of consumers. These
cases have drawn increasing attention to the
category of green consumer behavior in
academic communities and policy systems of
different countries (Rama & Susanto, 2024).
Green purchase intention is defined as an
individual's tendency to give priority to
products that have environmentally friendly
features over traditional alternatives. Perceived
green risk plays an important role in consumer
behavior (Abbasi et al., 2021).

Current environmental pressures are the
result of the dysfunction of conventional
production and consumption systems and the
lincar economic system of “take, make,
consume, throw away,” which, guided by
market forces, has ignored any environmental
consequences and constraints. As a result, over
generations, we have witnessed the
deterioration of population well-being and
environmental quality, which in recent years
has triggered various actions and movements at
the ecological level (Khan et al., 2023). As a
result, pro-environmental movements have
increased, pressuring companies to adopt clean
or green production systems and promote green
innovations. In addition, consumer purchasing
intentions have changed at the consumption
level, leading to an increase in demand for
green products (Lopes et al., 2024). One of the
important components in green consumer
behavior is environmental awareness and
knowledge. Environmental awareness is also
related to people's awareness of the dangers
facing the environment and natural resources on
Earth. One of the definitions of environmental
awareness is the feeling of concern, discomfort,
fear, etc. towards environmental problems.

Environmental awareness influences
environmentally friendly behavior
(Mohammadsalehi et al., 2023). Consumers'
environmental knowledge plays a decisive role
in promoting green purchasing intentions in a
society (Lopes et al., 2024).

On the other hand, one of the effective
concepts in the intention to purchase green
products that has been ignored in most research
is environmental concern. Environmental
concern indicates an internal empathetic
response, concern, and care for the health of the
environment, as well as the intention to restore
the damaged ecological habitat and protect the
existing ecological balance (Shao et al., 2023).
People who are responsible, supportive, kind,
and emotionally attached to the environment
and ecosystem are generally considered to be
very environmentally sensitive. In addition,
some researchers have explained that
environmentally  sensitive people always
respect the environment and prefer to examine
the health of the environment so that they can
take appropriate measures to protect the
environment from degradation. Therefore,
environmental concern reflects the general
mental and emotional connection of people
with the environment (Chen et al., 2023).

Despite the extensive studies conducted in
the field of green marketing, most of this
research has been devoted to the production
side, namely the green and environmental
actions of factories and manufacturing
companies, and the role of internal factors of
customers in the field of green consumption
behavior has been less investigated. While
much research has been conducted on green
purchase intention (Chen et al., 2023; Khan et
al., 2023), the present study contributes to the
literature by including a larger number of
variables, resulting in a more comprehensive
and detailed conceptual model.

In addition, by considering the dual effects
of independent variables on both purchase
decision variables and environmental concerns,
an attempt has been made to provide a more
precise explanation of the mechanisms
affecting green purchase decisions. It has also
been tried to avoid general variables such as
trust and attitude, which have been mentioned
many times in previous research (Pourashraf et
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al., 2022; Qureshi et al., 2023), in the proposed
model. In addition, in the conceptual model of
the present study, the variable of green foresight
has been introduced as one of the antecedents
of green purchase decisions; a concept that has
not received much attention in previous
research. In addition, the proposed model of
this study also refers to the concept of perceived
green resources, which refers to the personal
aspect and individual benefits of green
purchasing rather than the environmental
aspect. Finally, it should be noted that the
present study is one of the few studies that
introduces the willingness to pay more as an
antecedent in the green purchasing decision. As
Chanda [2] et al. (2023) have stated, in order to
institutionalize green consumption behavior,
more attention should be paid to the individual
and motivational factors of consumers.
Therefore, the present study attempts to present
a new conceptual framework with sufficient
complexity to explain the factors affecting
customers' green purchasing decisions by
emphasizing internal and individual factors.

Literature review

Environmental concerns indicate the level of
awareness of individuals about environmental
harms and their desire to reduce them.
Environmental concerns lead to increased
awareness of environmental problems, which
result in changes in consumer behavior, as
consumers begin to choose products that reflect
these concerns (Qureshi et al, 2023).
Willingness to pay more for green represents
the maximum amount that an individual is
willing to spend to obtain goods and services.
Therefore, a consumer’s willingness to
purchase or pay more for a product depends
mainly on their perceived positive value of the
product. Although green products are more
expensive, consumers may be willing to pay the
price difference between them and non-green
products (Gusmio et al., 2024). Research has
examined the relationship between the higher
price of green products and willingness to pay
for them. It has been found that consumers who
are concerned about environmental issues have
a higher demand for green products. Consumers
even seem to be willing to pay more for green
products when they perceive additional benefits

such as safety, higher quality, or improved
health outcomes (Gomes et al., 2023).
Empirical evidence suggests that willingness to
pay more for environmentally friendly products
is a strong predictor of the decision to purchase
green products (Khan et al., 2023). Based on
this evidence, the following hypotheses are
formulated:

Willingness to pay more for green has a
positive and significant effect on environmental
concerns.

Willingness to pay more for green has a
positive and significant effect on green
purchasing behavior.

Consumer awareness of green price is an
important driver for the production and
consumption of green products and should be
considered when pricing green products. Green
products are considered more expensive than
conventional products due to the production
process and raw materials used (Vania &
Ruslim, 2023). Price is considered one of the
main factors determining green purchase
intention. In this way, it may inhibit green
purchase  intention, especially = among
consumers with limited budgets. Consumers
who are green-minded are often more aware of
green prices. Thus, companies should adopt
different pricing strategies according to
consumers’ levels of green awareness
(Veerabhadrappa et al., 2023). Price attribution
to green products is significantly affected by
asymmetric information in markets, allowing
producers and manufacturers greater flexibility
to set their desired prices (Meet et al., 2024). It
has also been shown in various studies that
green price awareness is one of the factors that
affects consumers’ environmental concerns
(Heydari et al., 2021; Lopes et al., 2024). Based
on the above, the following two hypotheses are
formulated

Green price awareness has a positive and
significant effect on environmental concerns.

Green price awareness has a positive and
significant effect on green purchasing behavior.

Perceived green quality refers to consumers’
overall judgment of the environmental
superiority or excellence of a product.
Perceived green quality is a key concept in
sustainable consumption, as it significantly
influences  environmental concerns and
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consumer decision-making. Some studies have
highlighted perceived green quality in
influencing consumers’ attitudes and behavior
towards environmentally friendly products. For
example, Lopes et al. (2024) found that
perceived green quality has a significant
positive effect on consumers’ environmental
concerns. This suggests that consumers are
more likely to choose products that they
perceive to be environmentally superior or
excellent (Qureshi et al., 2023).

The relationship between perceived green
quality and consumers’ environmental concerns
has also been studied, showing that perceived
green quality positively affects consumers’
environmental concerns. When consumers
perceive a product as environmentally superior
or excellent, it creates positive emotions and
increases their trust and purchase intention
toward environmentally friendly products. This
indicates that perceived green quality plays an
important role in shaping consumers’ attitudes
towards sustainability and their willingness to
engage in environmentally friendly behaviors
(Meet et al., 2024). Considering the above, we
will have:

Perceived green quality has a positive and
significant effect on environmental concerns.

Perceived green quality has a positive and
significant effect on green purchasing behavior.

Perceived green benefits refer to the positive
attributes and benefits perceived by consumers
towards environmentally friendly products.
These benefits include psychological and
practical aspects (Patifio et al., 2024). The
concept of perceived green benefits is important
for understanding consumer behavior and
attitudes toward sustainable consumption. This
concept reflects the idea that consumers
perceive a sense of improvement in their lives
through green products. Therefore,
understanding the relationship  between
perceived green benefits and consumers’
environmental concerns is crucial for
companies and policymakers promoting
sustainable consumption. The literature shows
that perceived green benefits positively
influence consumers’ environmental concerns.
A study by Gomez et al. (2023) found that
perceived green benefits have a significant
impact on consumers’ environmental concerns
and their future orientation toward green
consumption. This suggests that when

consumers perceive the benefits of green
products, they are more likely to develop a
stronger sense of responsibility and
environmental concern. Similarly, Zhuang et al.
(2021) found that perceived green benefits
positively influence consumers’ purchase
intention, perceived value, and trust in green
products. These findings demonstrate the
importance of perceived benefits of green
products in increasing consumers’
environmental concerns and encouraging
sustainable consumption. In addition to what
was previously mentioned, perceived green
benefits also have a positive impact on
consumers’ decision-making process for green
products (Lopes et al., 2024). Considering the
above, we have:

Perceived green benefits have a positive and
significant impact on environmental concerns.

Perceived green benefits have a positive and
significant impact on green purchasing
behavior.

Green foresight is crucial for shaping
consumers’ environmental concerns and
decision-making processes. Green foresight
refers to how consumers evaluate and predict
the impact of a product or service on the
environment and long-term sustainability
(Zhang & Dong, 2020). Future demand for
green products is related to consumers’ current
preference for environmentally friendly
products or services. If consumers value green
products, this demand is likely to grow (Song et
al., 2024). The valuation of green products
depends on factors such as environmental
impacts and consumer benefits such as health
and well-being. In addition, previous shopping
experience influences consumers’ emotional
and cognitive responses. This experience can
occur at different moments in the shopping
process. Gomez et al. (2023) found that
environmental concerns, green foresight, and
green purchasing behavior are interrelated
concepts. Furthermore, the research literature
suggests that green foresight significantly
positively influences consumers’ green
purchasing decisions. Some studies have shown
that consumers who have a green foresight are
more likely to make environmentally conscious
choices and choose sustainable products
(Limbu et al., 2023). Therefore, we will have
the following two hypotheses:
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Green foresight has a positive and
significant effect on environmental concerns.

Green foresight has a positive and
significant effect on green purchasing behavior

One of the solutions that consumers consider
to express their environmental concerns is to
purchase  green  products.  Consumers'
environmental concerns play an important role
in shaping their decision-making process,
especially regarding green consumerism
(Malhotra & Srivastava, 2024). Environmental
concerns can be defined as the level of
awareness and importance that individuals
attach to the environmental impacts of their
consumption choices. These concerns cover
various aspects such as depletion of natural
resources, pollution, climate change, and the
overall sustainability of products and services
(Selasih et al., 2025). In this context, since
current consumers seem to be environmentally
conscious, we can assume that their
environmental concern will have a positive
effect on their intention to purchase green
products. In this context, we state the following
hypothesis:

Environmental concern has a positive and
significant effect on green purchase intention.

Willing to
pay

Green
awareness

concenrns

Green
benefits

Green
quality

Green

foresight

Env I| Purchase .l Purchase

To generate purchase behavior, it is
necessary to first have a strong purchase
intention. Furthermore, if environmentally
friendly products have a positive effect, these
purchase intentions can be converted into actual
purchases, so customers feel confident to
purchase the product. Green purchase behavior
is strongly influenced by the green purchase
intention that exists in consumers (Patifio et al.,
2024). Previous research has shown that green
purchase intention has a positive and significant
effect on green purchase behavior. Green
purchase intention can also mediate the effect
of environmental concern and attitude on green
purchase behavior. Green purchasing behavior
refers to purchasing products that have minimal
environmental damage (Veerabhadrappa et al.,
2023). Meanwhile, green purchasing is defined
as the preference and use of environmentally
friendly products produced using ecological
processes and materials. The formation of green
purchasing intention is the main antecedent of
the decision to purchase green products (Dinh
et al., 2023). In this context, we state the
following hypothesis:

Consumers' green purchasing intention has a
positive and significant effect on green
purchasing decision.

intantion decision

Figure 1. Conceptual Research Model
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Al-Ghamdi et al. (2024) conducted a study
titled  Understanding Factors  Affecting
Consumers’ Conscious Green Purchasing
Behavior. The findings show that media and
peer influence have a significant effect on
activating altruistic and selfish motives, while
family influence is insignificant. The
correlation between media exposure and peer
influence was significantly mediated by
altruistic and selfish motives. Putri & Hayu
(2024) conducted a study titled The Effect of
Environmental Knowledge, Green Product
Knowledge, Green Word-of-Mouth, Green
Washing, and Green Confusion as Mediators of
Green Purchase Intention. The results of the
study showed that environmental knowledge
has a positive and significant effect on green
purchase intention. Apart from that, green
word-of-mouth advertising also has a positive
but not significant effect on green purchase
intention. Mahmoud et al. (2024) conducted a
study titled Green Marketing Mix and
Repurchase  Intention: The Role of
Environmental Knowledge. A quantitative
approach was used for the research. The
findings showed that green price, green location
and green advertising had a positive and
significant effect on repurchase intention.
However, green product had a negligible effect
on repurchase intention. The findings also
showed that environmental knowledge
moderated the relationship between green price
and green location on repurchase intention.
Environmental knowledge was not found to
moderate the relationship between green
product, green advertising and repurchase
intention.

Chanda et al. (2023) conducted a study titled
Factors Affecting Consumers’ Green Purchase
Intention: Evidence from a Developing
Country. The findings of this study show that
subjective norms, attitudes towards green
products and perceived behavioral control have
a positive and significant relationship with
green purchase intention. Environmental
knowledge also has a positive and significant
relationship with environmental sensitivity.
There is a positive and significant relationship
between environmental sensitivity and attitude
towards green products, while the relationship
between environmental knowledge and attitude

towards green products was not significant.
Mohammad Salehi et al. (2023) conducted a
study titled “Evaluating the effects of altruistic
value, environmental awareness, and social
media on green purchasing behavior with the
mediating role of normative goal and
environmental concern.” The results showed
that customer perceived effectiveness, social
media, environmental awareness, and altruistic
value have an effect on normative goal and
environmental concern. The role of normative
goal and environmental concern has also been
shown on green purchasing behavior.
Pourashraf et al. (2022) conducted a study titled
“Personal factors and environmental attitudes
of customers in purchasing environmentally
friendly products.” The results of testing the
research hypotheses showed that there is a
significant relationship between consumers’
personal factors and their tendency to purchase
environmentally friendly products with the
mediating role of environmental attitudes.

Research Methodology

This study falls within the category of applied
research in terms of its  purpose.
Methodologically, it adopts a descriptive-
survey approach and is conducted in a cross-
sectional format with respect to time. The
statistical population comprises all customers
of the Kale brand, representing an infinite
population. Given the lack of precise
information regarding the population size,
Cochran's formula for an unlimited population
has been employed to determine the appropriate
sample size, as follows:

L_Upa _ (1.96)(0.5(0.5)  0.9604

d’ (0.05) 00025 0
d=0.05
t=1.96
p=05
q=0.5
Sampling was conducted wusing a

convenience sampling method.

In this study, a researcher-made
questionnaire ~ derived  from  previous
questionnaires was used to collect data. This
questionnaire consists of 7 dimensions and 29
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items. The validity of the questionnaire was
evaluated by the content-facet method as well
as construct validity. To evaluate the reliability

coefficient and composite reliability are
calculated. The characteristics of the research
questionnaire were stated in Table 1.

of the questionnaire, Cronbach's alpha
Table 1. Dimensions and Scales Used to Develop the Research Questionnaire
Variables Items Reference
Willing to pay 1-5 Vania, C., & Ruslim, T. S. (2023)
Green awareness 6-7
Green benefits 8-9 Lopes, J. M., Pinho, M., & Gomes, S. (2024)
Green quality 10-12
Green foresight 13-16 Lopes, J. M., Gomes, S., & Trancoso, T. (2024)
Environmental concerns 17-20 Lopes, J. M., Pinho, M., & Gomes, S. (2024)
Green purchase intention 21-25 Vania, C., & Ruslim, T. S. (2023)
Green purchase decision 26-29 Lopes, J. M., Gomes, S., & Trancoso, T. (2024)
Descriptive statistics methods such as distribution. As a result, inferential analysis was

frequency distribution tables and means were
used to examine and describe the general
characteristics of the respondents. In addition,
inferential statistics and partial least squares
(PLS) technique were used to analyze the data
and test the research hypotheses. The obtained
data were also analyzed using SPSS and Smart
PLS statistical software.

Research Findings

The results of the frequency distribution of
demographic information of the respondents
showed that 182 people (47 percent) were male
and 202 people (53 percent) were female. The
respondents, in terms of education, included 3
people with a bachelor's degree, 244 people
with a diploma and associate's degree, 100
people with a bachelor's degree, and 7 people
with a master's degree or higher. In terms of
purchasing history of green products, 28 people
had three years or less, 174 people had four
years, and 182 people had a purchasing history
of five years and above. It is worth noting that
the normality of the data was examined using
the Kolmogorov-Smirnov test, which showed
that all research variables follow a non-normal

carried out using the structural equation
modeling method with the partial least squares
approach.

In the partial least squares method,
reliability can be measured using Cronbach's
alpha coefficients and composite reliability.
Cronbach's alpha for all constructs is above 0.5,
which indicates high convergent validity. Also,
composite reliability values for all constructs
are reported to be above 0.5, which indicates
that the constructs have appropriate composite
reliability.

In this study, in addition to examining the
content validity of the questionnaire;
convergent and divergent validity were also
examined. Convergent validity exists when the
standard factor loading is greater than 0.5, the
significant statistical values are greater than
1.96, the composite reliability is greater than
0.7, and the average variance extracted is
greater than 0.5. Also, the composite reliability
must be greater than AVE. In this case, the
condition of convergent validity will exist.
According to Table 2, the above conditions are
met, so the questionnaire has convergent
validity.

Table 2. Convergent Validity and Composite Reliability in the Measurement Model Fit

Fact C it Cronbach'
Constructs Items ac.or T value AVE o.m p.o _SI ¢ ronbachs
loading reliability alpha
o Qo1 0.908 87.634
Willing t 0.818 0.900 0.777
THETOPAY - 02 0.900 70.758
i 03 0910 103.312
Gireen price Q 0.830 0.907 0.795
awareness Q04 0.912 96.040
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Fact it h'
Constructs Items ac .or T value AVE Co.m p.o _SI € Cronbach’s
loading reliability alpha
Q05 0.925 101.427
Green benefits 0.861 0.925 0.839
Q06 0.931 115.548
Qo7 0.900 82.607
Green quality Q08 0.908 86.796 0.799 0.923 0.874
Q09 0.873 56.181
Q10 0.884 68.651
. Ql1 0.862 53.356
Green foresight 0.743 0.920 0.885
Q12 0.870 57.508
Q13 0.832 39.777
Ql4 0.871 69.221
i 15 0.858 53.323
Environmental — Q 0.731 0.916 0.878
concerns Q16 0.862 53.398
Q17 0.830 42.528
Q18 0.825 38.484
G 0 Q19 0.849 46.464
FECI PUTEHASE 520 0.850 56.183  0.671 0.911 0.877
Intention
Q21 0.761 29.923
Q22 0.810 35.651
Q23 0.788 34.170
24 . 261
Green Pu.rchase Q 0.835 50.26 0.677 0.893 0.841
decision Q25 0.787 26.047
Q26 0.879 88.265

Considering the above-mentioned
information and the results of the output of the
smart PLS software in the above tables, it can
be said that the research wvariables have
appropriate validity and reliability (composite
reliability coefficient and Cronbach's alpha

coefficient).

Willing to g}

(1]
X,

o]
-

Results of testing research hypotheses.

Path coefficients and results related to
significance are shown in Figure 2; 3; and a
summary of the results is shown in Table (3).
The numbers written on the paths represent the
path coefficients.

Grean prica g

o3 AN
1_'; .__:4_’7 nae
o
Gieen benefits

e ancein

chase behavior

[Fab]
=21

L Green Foresight

Figure 2. Structural Model of Research Hypotheses in the Case of Standard Coefficients
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Figure 3. Structural Model of Research Hypotheses in the Case of Significant Coefficients

It is worth mentioning that the Gof formula
was used to fit the model, and based on this
formula, the GOF value was higher than the
acceptable limit (0.3), and accordingly, it can be
stated that the model has a good fit. As shown
in Figure 3, the t-values of all paths between

variables are greater than 1.96, which shows the
accuracy of the relationship between the
variables and consequently confirms the
research hypotheses at a confidence level of
95%.

Table 3. Results from the Structural Model Evaluation

Path Between Variables

Path

Green Willingness to Pay — Environmental Concern
Green Price Awareness — Environmental Concern
Perceived Green Benefits — Environmental Concern
Perceived Green Quality — Environmental Concern
Green Foresight — Environmental Concern
Green Willingness to Pay — Green Purchase Behavior
Green Price Awareness — Green Purchase Behavior
Perceived Green Benefits — Green Purchase Behavior
Perceived Green Quality — Green Purchase Behavior
Green Foresight — Green Purchase Behavior
Environmental Concern — Green Purchase Intention
Green Purchase Intention — Green Purchase Behavior

According to Table (3), the results are
interpreted, as well as the results of the present
study are compared with previous studies and
suggestions are presented in the next section.

Conclusion

The test of the first hypothesis showed that
willingness to pay more for green has a positive

Coefficient t-value Result
0.134 2.581 Supported
0.155 3.286 Supported
0.326 6.492 Supported
0.222 4.534 Supported
0.469 7.534 Supported
0.307 6.130 Supported
0.279 5.322 Supported
0.291 5.525 Supported
0.230 4.714 Supported
0.174 3.630 Supported
0.862 15.521  Supported
0.575 8.402 Supported

and significant effect on environmental

concerns. Consumers' willingness to buy or pay
more for a product depends mainly on their
perceived positive value of the product.
Although green products are more expensive,
consumers may be willing to pay the price
difference between them and non-green
products. As shown in this study, if people are
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financially and psychologically comfortable
with paying more and are willing to buy healthy
and environmentally friendly products, then
their level of environmental concerns and
worries is also higher. The result obtained is
consistent with the findings of Lopez et al.
(2024) and Gusamo et al (2024).

The results of testing the second hypothesis
indicate that awareness of green pricing exerts
a positive and statistically significant influence
on environmental concerns. Price is widely
recognized as a fundamental element of the
marketing mix, playing a critical role in shaping
consumer attitudes and perceptions. This
principle equally applies to green products,
wherein increased consumer awareness of
green pricing—particularly the rationale behind
the premium pricing of such products—
correlates with heightened environmental
concern. In other words, understanding the
justification for the higher cost of
environmentally friendly products reinforces
consumers’ environmental values and attitudes.
These findings are consistent with prior studies
by Vanya et al. (2023), Khan et al. (2023), and
Veerabhadrappa et al. (2023).

Furthermore, the test of the third hypothesis
demonstrated that perceived green benefits
significantly and positively affect
environmental concerns. Purchasing decisions
often involve inherent risk, especially in
situations where post-purchase outcomes are
uncertain. Perceived benefits—understood as
positive beliefs or expectations—play a vital
role in guiding consumer behavior under such
conditions. These benefits may encompass
aspects such as convenience, functional utility,
and product quality. Specifically, the
perception of green benefits arises from
consumers’ recognition that green products
contribute to environmental preservation, offer
health-related advantages, and generally
possess superior quality and sensory appeal.
This finding aligns with the work of Wang et al.
(2024), who reported a similar positive
relationship between perceived green benefits
and environmental concern, a conclusion
further supported by the research of Lopez et al.
(2024).

The test of the fourth hypothesis suggests
that perceived green quality has a positive and
significant effect on environmental concerns.
Perceived quality is the evaluation of

superiority that a consumer attributes to a
particular product over another product, which
is made through a judgment. Perceived quality
is a determining factor for manufacturers and
marketers because it provides an opportunity to
differentiate a product in terms of product
performance, ease of use and maintenance,
reliability, and durability. When a product is
truly of higher quality than other products, the
importance of environmental considerations in
the customer's mind is strengthened, and thus
their environmental concerns increase. This
finding is consistent with the results of Khan et
al. (2023), Lopes et al. (2024), and Vania and
Ruslim (2023).

The test of the fifth hypothesis indicates that
green foresight has a positive and significant
effect on environmental concerns. One of the
determining factors of environmental concerns
is the concern that customers have about their
future and future generations. In other words,
paying attention to the future benefits of green
products as well as the negative consequences
of current methods of production and sale of
products will make customers more concerned
about the environment. Hence, the effect of
foresight on customers' environmental concerns
can be justified. This finding is consistent with
the results of research by Gomes et al. (2023)
and Qureshi et al. (2023). The test of the sixth
hypothesis indicates that the willingness to pay
more for green has a positive and significant
effect on green purchasing behavior. Products
that are produced in a green way often have a
higher price than conventional products.
Therefore, to increase green purchasing, either
the price of products must be low, which is
currently not possible; or customers themselves
must be willing to pay more to buy green
products. The result obtained is consistent with
the findings of Lopez et al. (2024), Chen et al.
(2023) and Khan et al (2023).

The test of the seventh hypothesis indicates
that awareness of green prices has a positive
and significant effect on green purchasing
behavior. Price is considered one of the most
important characteristics in consumer choice.
This result indicates that the higher the level of
price awareness, the more consumers think
about purchasing a company's green products or
services. Price is undoubtedly one of the most
influential factors in making decisions about
purchasing green products available in the
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market. Price is a real clue that consumers use
in their purchase decisions. The results obtained
in this study are consistent with the results of
Gomez et al. (2023) and Mahmoud et al (2024).

The test of the eighth hypothesis indicates
that perceived green benefits have a positive
and significant effect on green purchasing
behavior. Perceived green benefits refer to the
positive characteristics and benefits perceived
by consumers towards environmentally friendly
products. The concept of perceived green
benefits is important for understanding
consumer behavior and attitudes towards
sustainable consumption. This concept reflects
the idea that consumers perceive a sense of
improvement in their lives through green
products. Therefore, when consumers feel that
a green product really brings health benefits and
improves the quality of life, they are more likely
to purchase that product. In confirmation of the
results obtained previously, Zhuang et al.
(2021) found that perceived green benefits
positively affect the purchase intention,
perceived value and consumers' trust in green
products. In the study of Lopez et al. (2024), a
positive relationship between perceived green
benefits and green purchasing behavior was
also reported, which is consistent with the
results obtained in the present study.

The test of the ninth hypothesis indicates
that perceived green quality has a positive and
significant effect on green purchasing behavior.
In explaining the result obtained, it should be
stated that if the quality is high, the customer's
purchase decision is also high. Customers
considered perceived quality as a more specific
concept based on product and service
characteristics. This is especially true in
relation to green and environmental products;
that is, the customer must conclude that a green
product really has a qualitative advantage over
other products in order to purchase a product.
The result obtained is consistent with the
findings of Gusamo et al. (2024); (2024) and
Vanya et al. (2023) are consistent.

The test of the tenth hypothesis shows that
green foresight has a positive and significant
effect on green purchasing behavior. Green
foresight refers to how consumers evaluate and
predict the impact of a product or service on the
environment and long-term sustainability.

Consumers who have a green foresight are
likely to make informed choices about the
environment and choose sustainable products;
therefore, their purchasing behavior is also
influenced by green foresight. In support of this
finding, Gomez et al. (2023) found that
environmental concerns, green foresight, and
green purchasing behavior are related concepts.

The test of the eleventh hypothesis showed
that environmental concerns have a positive and
significant effect on green purchasing intention.
In relation to this finding, it should be stated
that environmental concerns have become a
highly debated topic in recent years.
Environmental concern refers to the level of
emotional involvement in environmental
issues. Other than that, environmental concern
can be defined as the awareness or perception
that the environment is threatened by overuse of
resources and pollution by humans. It is said
that environmental concerns are the main
motivation to encourage the consumption of
environmentally friendly products. Consumers
who are aware of the importance of
environmental protection and care about it
motivate them to use products that do not harm
the environment. Therefore, the higher the
environmental concern, the higher the green
purchase intention. In support of this finding,
Zameer et al. (2022) stated that environmental
concerns pave the way for increased purchase
intention for environmentally friendly products.
Polas et al. (2024) also showed that
environmental concerns have a positive and
significant effect on purchase intention. The
test of the twelfth hypothesis showed that
consumers' green purchase intention has a
positive and significant effect on green
purchase decision. According to the theory of
planned behavior, intention is the immediate
antecedent of behavior; that is, when an
intention or intention is formed in an
individual's mind, the likelthood of that
behavior occurring increases. Green purchase
intention is defined as the likelihood and
tendency of an individual to give preference to
products with environmentally friendly features
over other traditional products in their purchase
considerations. In other words, green purchase
intention is defined as the likelihood that a
consumer will purchase a particular product to
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satisfy their environmental concerns. Purchase
intention is said to be a key factor that
influences purchase behavior. To create
purchasing behavior, it is necessary to first have
a strong purchase intention. Furthermore, if
environmentally friendly products have a
positive impact, these purchase intentions can
be converted into actual purchases, so
customers feel confident to purchase the
product. In support of the obtained result, Meet
et al. (2024) showed that green purchasing
behavior is strongly influenced by the green
purchasing intention that exists in consumers.
Previous research has shown that green
purchasing intention has a positive and
significant effect on green purchasing behavior.
Green purchasing intention can also mediate the
effect of environmental concern and attitude on
green purchasing behavior. Green purchasing
behavior means purchasing products that have
minimal harm to the environment (Lopez et al.,
2024).

Based on the results, the following
recommendations are made:
Businesses can  improve  consumer

awareness and environmental concern through
educational campaigns, partnerships with

REFERENCES

Abbasi, R; Javidi, F., & Golmohammadi, K.
(2021). “Identifying Drivers of Green
Purchase Intention with an Emphasis on
Environmental Ethics”. Ethics in Science
and Technology, 16(2), 48-55.
https://doi.org/20.1001.1.22517634.1400.1
6.2.7.2. [In Persian]

Alghamdi, O. A., & Agag, G. (2024).
Understanding Factors Affecting
Consumers’ Conscious Green Purchasing
Behavior.  Sustainability, 16(2), 705.
https://doi.org/10.3390/su16020705h

Chanda, R.C., Isa, S.M. and Ahmed, T. (2023).
"Factors influencing customers’ green
purchasing intention: evidence from
developing country". Journal of Science and
Technology Policy Management, 15(5),
1056-1084. https:doi/10.1108/jstpm-03-
2022-0044/full/html

Chen, S., Song, Y., & Gao, P. (2023).
"Environmental, social, and governance
(ESG) performance and financial outcomes:
Analyzing the impact of ESG on financial

environmental organizations, or marketing
methods that emphasize the environmental
benefits of green products.

It is recommended that businesses use a
comprehensive and integrated strategy to
promote green consumption. This strategy
should include creating premium and beneficial
environmentally friendly products,
communicating with customers, reducing the
cost of producing green products, emphasizing
the future impact of environmentally friendly
options, and improving consumer
environmental awareness.

Businesses should also ensure that their
green products meet high quality standards and
offer clear and tangible benefits that surpass
non-green alternatives. These benefits should
be successfully communicated to consumers,
emphasizing the direct link between the use of
green products and the improvement of
environmental well-being

Pricing of green products also plays a
significant role, as our results highlight the
value of green price awareness. Hence, it is
recommended that further review be done in
both pricing strategy and the method of
informing customers about green products.

performance". Journal of Environmental
Management, 345, 118829.
https://doi.org/10.1016/j.jenvman.2023.118
829

Dinh, K. C., Nguyen-Viet, B., & Phuong Vo, H.
N. (2023). "Toward sustainable
development and consumption: The role of
the green promotion mix in driving green
brand equity and green purchase Intention".
Journal of Promotion Management, 29(6),
824-848.
https://doi.org/10.1080/10496491.2023.216
5209

Gomes, S., Lopes, J. M., & Nogueira, S. (2023).
"Willingness to pay more for green
products: A critical challenge for Gen Z".
Journal of Cleaner Production, 390,
136092.
https://doi:10.1016/j.jclepro.2023.136092h

Gusmdo, M. A. S., & Anisah, T. N. (2024).
"Willingness to Pay Premium for Eco-
friendly Clothing Products of Young
Consumers in Indonesia". Glopendi Journal




124 Darvishinia et al.: The Role of Environmental Concerns in Green Product Purchasing Decisions

of Innovative Management and Accounting,
1(1), 30-44.
https://glopendi.com/index.php/glojima/arti
cle/view/5

Heydari, J., Govindan, K., & Basiri, Z. (2021).
"Balancing price and green quality in

presence of consumer environmental
awareness: A green supply chain
coordination  approach".  International

Journal of Production Research, 59(7),
1957-1975.
https://doi.org/10.1080/00207543.2020.177
1457

Khan, N. A., Hassan, S., Pravdina, N., &
Akhtar, M. (2023). "Drivers of
sustainability: technological and relational
factors influencing young consumers’ green
buying intentions and green actual
consumption behavior". Young Consumers,
24(6), 686-703. https://doi.org/10.1108/YC-
09-2022-1610

Limbu, Y. B., & Ahamed, A. J. (2023). “What
influences green cosmetics purchase
intention and behavior? A systematic review
and future research agenda”, Sustainability,
15(15), 11881.
https://doi.org/10.3390/sul51511881

Lopes, JMM., Gomes, S., & Trancoso,
T. (2024). “Navigating the green maze:
insights for businesses on consumer
decision-making and the mediating role of

their environmental concerns”,
Sustainability Accounting, Management and
Policy Journal, 15(4), 861-883.

https://doi.org/10.1108/SAMPJ-07-2023-
0492

Lopes, J. M., Pinho, M., & Gomes, S. (2024).
“From green hype to green habits:
Understanding the factors that influence

young consumers' green purchasing
decisions”. Business Strategy and the
Environment, 33(3), 2432-2444.,

https://doi.org/10.1002/bse.3602

Mahmoud, M.A., Seidu, A.S., Tweneboah-
Koduah, E.Y., & Ahmed, A.S. (2024),
“Green marketing mix and repurchase
intention: the role of green knowledge”.
African  Journal of Economic and
Management  Studies, 15(3), 501-518.
https://doi.org/10.1108/AJEMS-04-2023-
0137

Malhotra, G., & Srivastava, H. (2024). “Green
purchase intention in omnichannel retailing:
role of environmental knowledge and price
sensitivity”. Journal of Strategic Marketing,
32(4), 467-490.
https://doi.org/10.1080/0965254X.2023.22
41464

Meet, R. K., Kundu, N., & Ahluwalia, I. S.
(2024). “Does socio demographic, green
washing, and marketing mix factors
influence Gen Z purchase intention towards
environmentally friendly packaged drinks?
Evidence from emerging economy”.
Journal of Cleaner Production, 434,
140357.
https://doi.org/10.1016/j.jclepro.2023.1403
57

Mohammadsalehi, F; Roosta, A., Ahmadi. M.,
(2023). “Assessing the Effects of Altruistic
Value, Environmental Awareness, and social
media on Green Purchase Behavior with the
Mediating Role of Normative Goal and
Environmental Concern”. Environmental
Science and Technology, 3, 103-122.
https://doi.org/10.30495/jest.2023.69983.57
67 [in Persian]

Patifio-Toro, O. N., Valencia-Arias, A.,
Palacios-Moya, L., Uribe-Bedoya, H.,
Valencia, J., Londoiio, W., & Gallegos, A.
(2024). “Green purchase intention factors: A
systematic review and research agenda”.
Sustainable Environment, 10(1), 2356392.
https://doi.org/10.1080/27658511.2024.235
6392

Polas, M. R. H., Kabir, A. I., Sohel-Uz-Zaman,
A. S. M., Sikder, S., Al Fahad, A., &
Mendoza, M. I. R. (2024). “Towards a
Greener Horizon: Unravelling the Links
between Environmental Awareness,
Consumption Values, and Packaging in
Consumer Decision-Making”. IEEE
Engineering Management Review.
https://doi.org/10.1109/EMR.2024.3438124

Pourashraf, Yasan Elah; Eslami, Ata (2022).
"Individual Factors and Environmental
Attitudes of Customers in Purchasing Eco-
Friendly = Products".  Interdisciplinary
Studies of Marketing Management, 1(1), 77-
92. [In Persian]

Putri, N. A. E., & Hayu, R. S. (2024). “The
Influence of Environmental Knowledge,




Quarterly Journal of Environmental Education and Sustainable Development (Vol. 13, No.4, 2025) 125

Green Product Knowledge, Green Word of
Mouth,  Greenwashing, and  Green
Confusion as Mediator of Green Purchase
Intention”. EKOMBIS REVIEW: Jurnal
Ilmiah Ekonomi dan Bisnis, 12(1), 459-476.
https://doi.org/10.37676/ekombis.v12i1.497
0

Qureshi, M. A., Khaskheli, A., Qureshi, J. A.,
Raza, S. A., & Khan, K. A. (2023). “Factors
influencing green purchase behavior among
millennials: the moderating role of religious
values”. Journal of Islamic Marketing,
14(6), 1417-1437. https://doi/10.1108/jima-
06-2020-0174/full/html

Rama, A. S., & Susanto, P. (2024). “The effect
of environmental awareness as a moderation
on determinants of green product purchase
intention”. Global Journal of Environmental
Science and Management, 10(2), 699-712.
https://doi.org/10.22034/gjesm.2024.02.17

Selasih, D., Yunita, M., Hendayani, N.,
Kusumadewi, A. N., & Setiyadi, D. (2025).
“Determinants of Green Product Purchase
Intentions: A Systematic Review and
Synthesis of Literature from 2013-2022.
Journal of System and Management
Sciences, 15(4), 86-110.
https://doi.org/10.3390/sul13116219

Shao, W., Wang, Q., Guan, Q., Zhang, J., Yang,
X., & Liu, Z. (2023). “Environmental
sensitivity assessment of land desertification
in the Hexi Corridor, China”. Catena, 220,
106728.
https://doi.org/10.1016/j.catena.2022.10672
8

Song, A., Rasool, Z., Nazar, R., & Anser, M. K.
(2024). “Towards a greener future: How
green technology innovation and energy
efficiency are transforming sustainability”.
Energy, 290, 129891.

https://doi.org/10.1016/j.energy.2023.12989
1

Vania, C., & Ruslim, T. S. (2023). “The effect
of environmental concern, attitude, green
brand knowledge, green perceived value on
green purchase behavior with green
purchase intention as a mediating variable
on green beauty products”. Jurnal Ilmiah
Manajemen  Dan  Bisnis, 9(3), 325.
https://doi.org/10.22441/jimb.v9i3.18126

Veerabhadrappa, N. B. B., Fernandes, S., &
Panda, R. (2023). “A review of green
purchase with reference to individual
consumers and organizational consumers: A
TCCM approach”. Cleaner and Responsible
Consumption, 8, 100097.
https://doi.org/10.1016/j.clrc.2022.100097

Wang, C., Sinha, P. N., Zhang, X., Wang, S., &
Lee, Y. K. (2024). “The impact of NEV
users’ perceived benefits on purchase
intention”. Travel Behaviour and Society,
34, 100681.
https://doi.org/10.1016/j.tbs.2023.10068 1

Zameer, H., & Yasmeen, H. (2022). “Green
innovation and environmental awareness
driven  green  purchase intentions”.
Marketing Intelligence & Planning, 40(5),
624-638.  https://doi.org/10.1108/MIP-12-
2021-0457

Zhang, X., & Dong, F. (2020). “Why do
consumers make green purchase decisions?
Insights from a systematic review”.
International journal of environmental
research and public health, 17(18), 6607.
https://doi.org/10.3390/ijerph17186607

Zhuang, W., Luo, X., & Riaz, M. U. (2021).
“On the factors influencing green purchase
intention: A meta-analysis approach”.
Frontiers in  Psychology, 12, 64-80.
https://doi.org/10.3389/fpsyg.2021.644020




