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The use of social media as part of social interaction activities in society and at the same time as a medium for 
companies to promote their products is increasing. This condition opens opportunities for companies 
engaged in environmentally friendly products or often called green products to take advantage of social 
media in disseminating their products to consumers. This study aims to test whether understanding of green 
products, communication through electronic social media and value consciusness when buying a product will 
influence consumer behavior to buy environmentally oriented products. For the purposes of the survey, a 
questionnaire was designed using Google Form. The questionnaire was socialized to 200 students. The results 
obtained show that Green Product does not affect Attitude, but Social Media marketing and Value 
Consiouness are proven to affect consumer Attitude. Attitude is proven to affect Purchase Intention 
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1. INTRODUCTION 

Currently, the use of social media as part of social interaction activities in 
the community and at the same time as a medium for companies to 
promote their products is increasing. In 2019, social media users in 
Indonesia are estimated to reach 150 million or 56% of the total 
population. The number is up 20% from the previous survey. Meanwhile, 
mobile social media users (gadgets) reached 130 million or about 48% of 
the population. 

On the other hand, nowadays many consumers, both at the national and 
global levels, are starting to be interested in buying environmentally 
friendly products. For example, Starbucks, an international company 
engaged in the coffee shop retail business, realizes the importance of 
caring for the environment to preserve the earth. This prompted 
Starbucks Indonesia to produce such as tumblers and Reusable Cups. In 
2008 Starbucks has launched disposable cups, new plastic cups that are 
more environmentally friendly. Starbucks is also committed to doing more 
and is constantly looking for new ways to reduce the environmental 
damage from their single-use cups and other packaging (Starbucks, 2020). 
The green economy market in Indonesia currently tends to increase, along 
with the increasing public awareness of the environment. In the global 
market, the trend of green products has existed for a long time and is 
taking place more massively. To make the green movement in Indonesia 
more massive, government support is indeed needed in the form of 
consistent regulations. For example, the prohibition of the use of plastic 
bags and plastic straws without tolerance. In reality, there are indeed 
several obstacles in implementing green products in Indonesia, such as the 
lack of awareness of producers, doubts about products labeled as green 
products, and products labeled as green products are relatively more 
expensive. 

According to green products are defined as industrial products that are 

produced through environmentally friendly technology and do not cause 
harm to the environment (Rath, 2013). There are a number of criteria 
regarding green products, one of which is from  in their research 
explaining aspects in green products or environmentally friendly 
products, namely consumers see green products or environmentally 
friendly products as products that are not harmful to the environment 
(D`Souza et al., 2006). animals and the environment, the product presents 
certain elements and is seen as being environmentally conscious by the 
customer and recycled materials can justify limited use and lower overall 
usage claims, as well as minimal damage to the environment. 

Combining the two facts above, the role of electronic social media, which 
is currently used by almost all netizens in Indonesia, has played a role in 
increasing public awareness in Indonesia to better understand, be aware 
of the existence of environmentally friendly products, and encourage 
people to be interested in buying environmentally friendly products.  

This study aims to examine whether understanding of green products, 
communication through electronic social media and price awareness 
when buying a product will affect consumer behavior to buy 
environmentally oriented products. 

2. LITERATURE REVIEW 

To build a research model on research on the purchase intention of a 
consumer and its relation to social media marketing activities, several 
related variables are explained below: 

2.1   Social Media Communication 

Currently, although the presence and penetration of electronic social 
media is very high in Indonesia, in order for consumers to want to make 
purchases of goods through communication on social media, there must 
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be consumer involvement with the product or brand that will be 
consumed. If a product or brand provides continuous satisfaction, in the 
long term it is possible to emerge brand loyalty. Also, in social media, 
consumers need to connect to the source of emotions and feelings about 
the brand, which facilitates the formation of long-term bonds between 
consumers and brands. In addition, it is also necessary to have a high and 
positive level of emotional involvement associated with a high level of 
brand loyalty. Based on these aspects, consumers can develop trust and 
can be emotionally attached to a brand. In other words, building long-term 
relationships with consumers on social media is practically the right way 
to deepen a consumer's brand loyalty (Gunelius, 2011). 

Communication through social media can be interpreted as a source of 
digital information that is created, initiated, circulated, and consumed by 
internet users as a way to connect with certain products, brands, services 
or others (Chauhan and Pillai, 2013). Marketing managers expect the 
social media they manage can engage in communication with loyal 
consumers and influence consumer perceptions of the company's 
products or brands, spreading this information. 

2.2   Product Knowledge 

Product knowledge in this case can be interpreted as the amount of 
information about a product category and product-related matters stored 
in the memory of a consumer, concerning expertise and familiarity with 
products (Nurhayati and Hendar, 2020). Product knowledge is one of the 
important factors that can influence consumer attitudes to engage in 
purchasing behavior for pro-environmental products or green products  
(Lin et al., 2018). 

Consumers' overall evaluation of a particular product can be determined 
by product knowledge; when consumers have more knowledge and 
information about green products, they will more easily understand the 
product compared to other consumer products. Thus, knowledge about 
green products is useful for shaping consumers' green attitudes and 

intentions to carry out sustainable consumption.ilawadi 

2.3   Value Consciousness 

Value awareness is defined as “attention to pay a low price, subject to some 
quality constraints” (Ailawadi et al., 2001). Value-conscious customers 
tend to pay attention to low prices and good product quality. They also 
tend to be accustomed to using social media platforms to save money by 
allowing customers to get the lowest prices, identify the right product to 
meet their needs and compare with the price and performance of other 
brands (Ismail, 2017). Therefore, acquiring goods at lower prices is 
relatively important than good product quality or good brand image in 
many consumers' purchasing decisions. 

2.4   Attitude 

Attitude is an overall evaluation of a person's behavior, and in this sense it 
can be interpreted as an evaluation of a green product in the context of 
predicting the purchase of the product. Previous research has shown that 
attitude is an important variable of the purchase intention variable  and 
the more positive consumers' attitudes towards environmentally friendly 
products, the stronger their intention to buy these products (Han et al., 
2018). This finding is in line with previous research which states that 
attitudes towards environmentally friendly products have a positive effect 
on intention to buy these products (Gocer and  Oflac, 2017) . 

2.5   Purchase Intention   

Purchase intention is part of consumption behavior, and can be 
interpreted as a consumer's tendency to act before the buying decision is 
actually implemented. Purchase intention is basically a consumer's 
tendency to buy a green product with a certain brand or take action related 
to a purchase which is measured by the level of probability that consumers 
make a purchase. 

From the explanation above, the proposed research model is: 

 

Figure 1: Research Model

The following hypothesis  

H1 = Product Knowledge influence Attitude towards Green Product 

H2 = Social Media Communication influence Attitude towards Green 
Product 

H3 = Value Consiousness influence Attitude towards Green Product 

H4 = Attitude towards Green Product influence Purchase Intention 

3. RESEARCH METHODS 

3.1   Research Design and Process 

The research design is a survey using a questionnaire, with the research 
process as follows: 

a. Researchers took a sample of 30 people. The sampling technique 
used is purposive sampling, namely respondents who use social 
media in various types (Instagram, Facebook, Tiktok, Line, etc.) 

b. Respondents who will be given a questionnaire are those who use 
social media and have received news/promotions/other forms of 
communication about green products. 

c. Respondents will be given a questionnaire which will be uploaded 

using Google Form media. The questionnaire consists of two parts; 
the first part is information about their profile, such as gender, age 
and monthly expenses. While the second part is a questionnaire 
containing questions to determine their perceptions of Social Media 
Communication, Value Consciousness, Product Knowledge, 
Attitude, and Purchase Intention. 

d. Conducted validity and reliability tests; After passing the two tests, 
questionnaires were distributed to 200 students using purposive 
sampling method. 

e. After the questionnaires have been collected, preliminary 
processing is carried out, to ascertain how much data is missing 
(missing), entries that are considered incorrect, etc. 

f. Perform data processing for the structural model above using AMOS 
software to determine the feasibility of the model and test 
hypotheses. 

The research location will be carried out in the Special Region of 
Yogyakarta. The research time is planned from March 2022 to October 
2022. 

3.2   Data Analysis Method 

The analysis tool uses Structural Equation Modeling (SEM), with several 
stages of data processing. First is to define the existing constructs, then 
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develop a measurement model (measurement model). After that, the 
process continued with testing the measurement model. Then the 
specification of the structural model (structural model) and assessment of 
the validity of the structural model is carried out. 

Several goodness of fit criteria have been developed to interpret a 
structural equation model, to determine the degree of suitability of a 
model with the empirical data obtained. The goodness of fit criteria that 
are commonly used are based on the comparison of the observed data 
covariance matrix with the estimated covariance matrix, with several 
measures, including Chi-Square, Goodness of Fit Index (GFI), Adjusted 
Goodness of Fit Index (AGFI), Root Mean Square Error of Approximation 
(RMSEA), Non-Normed Fit Index or Tucker Lewis Index (TLI), Normed Fit 
Index (NFI), and CFI. 

For the Chi-Square (χ2) criteria, a low 2 number and a probability level 
above 0.05 indicates that there is no difference between the observed data 
and the estimated data. However, the magnitude of the number 2 is 
sensitive to the number of samples; if the sample exceeds 200, the number 
2 tends to increase. In addition, the number 2 is also sensitive to deviations 
from the assumption of normality of the data. To minimize the impact of 
the number of samples, a criterion for the ratio of 2 to degrees of freedom 
(df) was developed; the ratio of 2/df for a good model is between 2:1 to 
3:1 (Hooper et al., 2008). 

Table 1: Goodness of Fit Criteria 

Kriteria 
Nilai yang 

diharapkan 

RMSEA (root mean square error of approximation) < 0,08 

GFI (Goodness of fit index) > 0,9 

AGFI (Adjusted Goodness of fit index) > 0,9 

CMIN / df 2 - 5 

Sources: (Hair et al., 2014) 

 

4. RESULTS AND DISCUSSION 

4.1   Basic Respondent Profile 

Table 2: Gender Composition 

Gender Persentase 

Male 53,3 

Female 46,7 

 100,0% 

 

Table 3: Occupation Composition 

Age % 

Up to18 tahun 13,0 

>18 Years Old - 19 Years Old 25,5 

>19 Years Old - 20 Years Old 25,5 

>20 Years Old - 21 Years Old 16,3 

>21 Years Old 19,6 

TOTAL 100,00% 
 

Table 4: Money Spending 

Money Spending % 

< Rp. 1.000.000,- / bulan 50,0 

> Rp. 1.000.000,- / bulan - < Rp.1.500.000,- / bulan 30,4 

> Rp. 1.500.000,- / bulan - < Rp.2.000.000,- / bulan 9,8 

> Rp. 2.000.000,- / bulan 9,8 

TOTAL 100,0 

 

Table 5: Student Origin 

From Indonesian Area % 

Jawa 55,7 

Klimantan 13,0 

Sulawesi 8,6 

NTT/NTB 9,2 

Others 4,0 

TOTAL 100,0 
 

Table 6: Academic Program 

Academic Program % 

Sistem Informasi 48,1 

Tehnik Informatika 7,0 

Manajemen 25,9 

Disain Produk 7,0 

Lainnya 2,0 

TOTAL 100,0 

 
From the basic profile, it can be seen that the majority of respondents are 
male, aged 16 – 20 years, monthly pocket money is low to medium (< IDR 
1,000,000 / month and > IDR 1,000,000 to IDR 1,500,000 ,- per month), 
most of them come from the island of Java and the respondents study in 
the Information Systems and Management study program. 

4.2   Respondent Profile Related to Social Media Usage 

Table 7: Social Media Usage 

Usage % 

< 1 hour per day 3,3 

< 1 hour per day  to 3 hour per day 36,6 

> 3 hour per day 60,1 

TOTAL 100,00% 

 

Table 8: Social Media Platform 

Platform % (in Multiple esponses) 

Instagram 91,4 

Facebook 23,8 

WhatsApp 95,7 

Tik Tok 54,6 

Twitter 24,3 

Youtube 74,6 

Others 1,1 

Line 2,7 

Telegram 2,7 

 

Table 9: Social Media Activities 

Activities % (in Multiple esponses) 

Watching Friends and Relatives 
Activities 

78,8 

Watching Favorite Selebgram 51,6 

Brand Promotin and Activities 53,8 

Exploring New Things (News, Brand 
etc.) 

46,7 

Others 13 

 
Most respondents access more than 3 hours per day for activities on social 
media. And it can be seen that the most frequently used social media 
platforms are Instagram, WA and Youtube (above 70%); while Tik Tok, 
although around 50% is used, but seeing its popularity, this platform in 
the future will be more popular with millennials. 

It is also seen that seeing the activities of friends and family is the thing 
most respondents do. This shows that respondents still use social media 
for social activities with their closest people. Then getting to know new 
people and also following favorite celebgram activities are two types of 
activities that are also popular among respondents. 

However, knowing and following the activities of brands that are popular 
and known to the respondents are among the activities that are mostly 
carried out. This shows that social media can also be used by companies to 
promote their brands intensively. 

4.3   Model Test Results 

Using AMOS software, the research model (figure 1) is described as 
(Figure 2) 

The results of CMIN/DF are less than 5, and RMSEA is less than 0.1, so the 
data can be said to have fit (according to) the existing theoretical model. 
Likewise, the GFI and AGFI figures are already above 0.9, so the model can 
be analyzed further. 
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Figure 2: The research model using AMOS 

Table 10: Goodness of Fit Results 

Kriteria 
Nilai yang 

diharapkan 

RMSEA (root mean square error of approximation) 0,042 

GFI (Goodness of fit index) 0,934 

AGFI (Adjusted Goodness of fit index) 0,902 

CMIN / df 1,321 

 
4.4   Hypothesis Testing Results 

From (Table 11) it can be seen: 

a. Green Product does not affect Attitude (because P-Value is 0.230 or 
more than 0.05) 

b. Social Media affects Attitude (because P-Value is 0.039 or less than 0.05) 

c. Value Consciousness affects Attitude (because P-Value is 0.031 or less 
than 0.05) 

d. Attitude affects Purchase Intention (because P-Value is 0.000 or less 
than 0.05) 

Policies regarding green products or whether the company has used green 
products or not did not affect consumer attitudes towards a product or 
brand. However, the social media that exists and is owned by a consumer, 
or he is part of a social media community, as well as the consumer's 
concern for the price of a product or brand, will significantly affect his 
attitude. Then the consumer's attitude towards an item will affect the 
purchase intention of the item. 

It is theoretical research on the role of electronic social media concludes 
that the closer consumers are to the social media used, the greater the 
influence of social media on the formation of brand loyalty and positive 
brand perceptions (Gautam and Jaitly, 2021). Hereby in their research on 
the role of corporate social activities (CSR) that are echoed through social 
media have been shown to positively influence consumer perceptions, and 
it is also proven that CSR activities through social media have been shown 
to influence consumer attitudes, which in turn affects product purchase 
intentions (Cheng et al., 2021). This is also evidenced by research  which 
shows that intense interactions through electronic social media can build 
company brand equity and good relationships with consumers (Oncioiu et 
al., 2021). Similarly, in Pakistan on the effect of restaurants (products) 
being viral through social media, concluded that if this was done 
consistently, it would have a positive and significant effect on consumer 
purchase intentions Yasir et al., 2021). 

Table 11: Hypothesis Testing Results 

Variable relationship Estimate Standard Error P-Value 

Green Product --> Attitude -0,227 0,193 0,239 

Social Media --> Attitude 0,471 0,228 0,039 

Value Consiouness --> Attitude 0,340 0,158 0,031 

Attitude --> Purchase Intention 0,844 0,101 0,000 

Research from in the United Arab Emirates shows that buying interest in 
green products is not related to the price of these products, because 
continuous education on environmental awareness will encourage 
consumers to buy green products (Khaleeli et al.,  2021). Similarly, 
research from  in Bangladesh on the intention to buy organic products 
which are also perceived as green products, it was found that the price 
(Zheng et al., 2021). Conscientiousness variable was significantly related 
to the purchase intention of the product, and the regression coefficient 
was negative; this is the same as the research findings of  in China which 
stated that there was a significant but negative relationship between price 
conscientiousness and purchase intention (Sun and Wang, 2020). In 
Malaysia also concludes that the price conscientiousness variable 
moderates the relationship between buying interest and actual buying 
behavior (Saleki et al., 2019). This slightly different result proves that if 
the price of the product is expensive, consumers tend not to buy a product, 

even though the product is environmentally friendly. This shows that 
purchasing green products cannot stand alone, but must be accompanied 
by other factors, such as continuous learning and education for consumers. 
Also naturally, consumers who are not sensitive to the influence of prices 
will easily realize their buying intentions compared to consumers who are 
more sensitive to the price of a product. 

Another interesting finding from the research of  in Indonesia who 
concluded that the green marketing mix will have a positive impact on 
consumer attitudes towards green products, which in turn has a positive 
effect on intentions to buy environmentally friendly products 
(Kartawinata et al.,  2020). Meanwhile research in China stated that 
consumer attitudes have a positive and significant effect on purchasing 
green products, but the quality factor of green products is also important 
to moderate the relationship between the two variables, (Cheung and To, 
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2019). So it can be concluded that not only education to consumers, but 
the quality of green products, environmental awareness instilled in 
consumers, rational prices, as well as promotional activities and inclusion 
of eco-labels on green products also influence the purchase of 
environmentally friendly products (Tan et al., 2019). 

From the findings and discussion above, it can be concluded that to 
promote and popularize the use of green products among consumers, 
electronic social media currently plays an important role because the use 
of social media for communication between consumers or consumers and 
companies is very popular. With the formation of a positive attitude 
towards green products and other derivative products from 
environmentally friendly products, consumers will gradually switch to 
purchasing green products. 

5. CONCLUSIONS  

From the respondent's profile, it can be seen that the majority of 
respondents are male, aged 16 – 20 years, the monthly allowance is low to 
medium (< Rp. 1,000,000/month and > Rp. 1,000,000,- to Rp. 1,500. 000,- 
per month), most of them come from Java and the respondents study in 
the Information Systems and Management study program. Also 
respondents access more than 3 hours per day for activities on social 
media, with the most frequently used social media being Instagram, WA 
and Youtube (above 70%); while Tik Tok, although around 50% is used, 
but seeing its popularity, this platform in the future will be more popular 
with millennials. And From the SEM analysis using AMOS, it can be 
concluded that Green Product does not affect Attitude, but Social Media 
marketing and Value Consciousness are proven to affect consumer 
Attitude. And Attitude is proven to affect Purchase Intention to green 
products 
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