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ABSTRACT: Environmental sustainability is essential for maintaining the quality of life and climate. Along with the modernization 

of the times and the increasingly massive free radicals, green marketing needs to be implemented to support environmental 

sustainability. This study aims to develop a research framework that can improve purchasing decisions for environmentally friendly 

products by increasing green marketing and price. This research is a quantitative study with a sample of 120 students. The results 

showed that green marketing has a significant positive relationship with green purchase behavior. Furthermore, the results also 

show that green price is positively related to green purchase behavior. 
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I. INTRODUCTION 

Currently, the business trend is to focus on sustainable development in relation to the key dimensions of environmental, 

financial, and social at the same time in their business activities (Silvestre & Țîrcă, 2018). Many companies in carrying out their 

business activities ensure that they do not destroy resources to meet the needs of future generations (Paul et al., 2016). In the 

era of competition, organizations are keen to produce green products and services by running green marketing campaigns to 

change customer behavior (Hashim et al., 2019). The concept of eco-friendliness has created a major shift in current marketing 

activities and is used all over the world, being considered an extreme phenomenon in terms of efforts to maintain an 

environmentally sensitive lifestyle (Oztrurk, 2017).  

Indonesia, known as the second largest contributor of plastic waste after China, contributes 1,29 million tons per year (Jambeck 

et al., 2015). The amount of plastic waste that is so large and difficult to decompose in a short time will have an impact on the 

decline in the quality of life of living things. According to Indonesia's population census in 2020, generations Y and Z are among 

the dominant generations in Indonesia's demographic structure, which are around 25,87% and 27,94% of Indonesia's 270,20 

million population (BPS RI, 2021). Generations Y and Z have a stronger understanding than previous generations, especially with 

the fact that human activities play a major role in causing environmental damage (K. Parker et al., 2019). In addition to having a 

positive impact, industrial development also has a negative impact on the environment. Rapid economic growth has led to 

environmental ecological imbalances and excessive consumption of natural resources, including ozone depletion, global warming, 

water and air pollution (Wang et al., 2019).  

Today's society is increasingly savvy in purchasing products and services in an effort to reduce the impact of global warming 

which is not good for the future survival of the environment (Singh & Pandey, 2012). Environmental sustainability is essential for 

maintaining the quality of life and climate. Along with the modernization of the times and the increasingly massive free radicals, 

green marketing needs to be implemented to support environmental sustainability. Real environmental action can be realized 

through green marketing. Green marketing, ascribed to social responsibility, is designed to minimize negative impacts on the 

physical environment or even improve it (Lamb, Hair, & McDaniel, 2011). The concept of green marketing is a management process 

that is thoroughly responsible for meeting consumer needs in a sustainable manner. Green marketing activities are one of the 

business strategies that can be done to preserve the environment (Chan et al., 2019). 

Green marketing refers to all marketing activities undertaken to facilitate the exchange of goods or services that meet human 

needs, while minimizing their negative environmental impact (Polonsky, 1994). Companies will receive several benefits by acting 

green. They can reduce their energy consumption, improve their corporate social responsibility and brand image, achieve 
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sustainability in a competitive market and increase company revenue (Bonini & Oppenheim, 2008). Green marketing is considered 

very important. According to (Polonsky, 2011), Green marketing is increasingly important because it refers to the basic definition 

of economics, where individuals use their limited resources to fulfill unlimited wants. The relationship between green marketing 

and purchasing behavior is proven to have a positive and statistically significant effect (Amoako et al., 2020); (Joshi & Rahman, 

2015); (Kumar & Ghodeswar, 2015).  (Kumar & Ghodeswar, 2015) found that consumers have a willingness to support 

environmental protection, the realization of environmental responsibility, and the tendency to seek information related to green 

products, as well as to study green products. 

To increase market potential, companies need to make consumers understand how customers make decisions to buy green 

products  (D’Souza et al., 2006). Organizations use green marketing for five purposes: (1) taking advantage of green opportunities; 

(2) strengthening brand image; (3) increasing product value; (4) increasing competitive advantage; and (5) keeping up with 

environmental advances (Y. S. Chen, 2010). Research finding (Y. S. Chen, 2010) shows that green marketing has a significant and 

positive effect on customer intention to make green purchases.Other research also shows that green marketing has a positive and 

significant influence on purchasing decisions (Millanyani et al., 2023). Sustainable consumption practices (buying and consuming 

products in an environmentally friendly way) are an important component of sustainable development (Nekmahmud et al., 2022). 

For long-term business goals and benefits, businesses can use several marketing strategies and policies to encourage consumers 

to buy green products. The environmental movement has a major impact on consumer behavior patterns, concern for the 

environment, and the purchase of green products (Zahid et al., 2018). 

The theory of planned behavior (TPB) was developed to determine consumer behavior and behavioral intentions (Icek Ajzen, 

1991). In recent years, several studies have applied the TPB to analyze and evaluate pro-environmental consumer behaviour (M. 

F. Chen & Tung, 2014). Some studies use the TPB Model to describe the purchase intention of environmentally friendly consumers 

(Liobikienė & Bernatonienė, 2017); (Nekmahmud et al., 2022). TPB is able to explain the relationship between behavioral 

intentions and actual green behavior of products. In addition, the TPB is widely applied to realize consumer behavioral intentions 

in different situations. 

It is important for marketers to identify market segments where consumers are more concerned about the environment and 

are more willing to buy green products even at higher prices (Laroche et al., 2001). Most green products are offered at a higher 

price than similar products (Degirmenci & Breitner, 2017). The reason why green products are relatively more expensive is because 

of the additional costs of modifying production processes, high-tech packaging, and waste disposal. The amount of money that 

must be paid to match the value of a green product is called the green price. Green price is the value given so that consumers can 

benefit from the environmentally friendly products they get (Eric, 2007). The value in question can be in the form of attractiveness, 

taste, and function of environmentally friendly products consumed . To set green prices, management needs to consider the 

consequences of the company on the environment (Hashem & Al-Rifai, 2011). 

Basically, the price of environmentally friendly products will be higher at first (Fan & Zeng, 2011). For some consumers, eco-

friendly pricing is not a major concern as they are environmentally conscious.  The results showed that green price has a positive 

and significant effect on green product purchase intention (Febriani, 2019). The results showed that green price has a positive and 

significant effect on green product purchase intention, saying price refers to the amount a person must pay to obtain an item. The 

process of developing environmentally friendly products relates to or pays attention to safety, price and good labels that influence 

consumer purchasing behavior towards environmentally friendly products.  

(Subhani et al., 2012) suggests that marketers can charge a high price by highlighting the environmental friendliness of the 

product. According to (Abzari et al., 2013) consumers will pay a higher price, provided that the benefits of consuming green 

products outweigh the price. Customers' increasing willingness to pay is considered an important factor in influencing price 

attitudes towards green products. (Boztepe, 2011) says there is an influence between price and consumer purchasing behavior 

which shows a willingness to pay prices for environmentally friendly products. 

This research is important so that marketing managers can rethink their strategies to influence consumers to market 

environmentally friendly products and increase purchases (Weisstein et al., 2014). This study develops a research framework that 

can improve the purchase decision of green products by improving green marketing as well as price improvement. Furthermore, 

this study summarizes the literature on green marketing and corporate environmental management into a new managerial 

framework. Another contribution of this study is to provide a research framework to explore the relationship between green 

product purchase decisions by increasing green marketing and also increasing prices and to further conduct empirical tests.  
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II. LITERATURE REVIEW 

Green Marketing 

AMA or American Marketing as stated in (Mothersbaugh & David, 2010) defines that green marketing is the activity of marketing 

a product through environmentally friendly methods, for example making changes to the production process, modifying the 

product, changing the packaging or product promotion tricks. Green marketing is said to be an individual effort in designing, 

promoting and distributing products without damaging the environment. (Sumarwan et al., 2012) where green marketing is not 

just marketing environmentally friendly products, but also focuses on achieving environmentall responsibility and reorientation 

which covers all areas, departments and organizational activities so that green marketing becomes a focused concept to meet 

customer needs through efforts to minimize the impact of environmental damage. This marketing concept is considered a 

component of a broader movement towards socially and environmentally conscious business practices and can help companies 

increase credibility, enter new audience segments, and stand out among competitors due to the high level of awareness among 

individuals regarding the importance of always protecting the environment. Green marketing is aimed at the organization's main 

goal, namely profit, but coupled with the emergence of a caring attitude towards the environment, this is expected to help the 

organization generate good behavior from its consumers. 

Green Price 

It is said to be the price of an environmentally friendly product or green product produced by an environmentally friendly 

producer. Green price includes all additional costs incurred to produce green products. Green price too may refer to the price 

charged on products produced from renewable energy sources. International academic publisher (2023) defines that green prices 

reflect consumers' willingness to pay premium prices for green products that are guaranteed to have environmental benefits. 

Green price includes all additional costs incurred to produce green products. Green price indicators namely: a) Premium pricing. 

Prices tend to be expensive compared to normal prices, therefore buyers are willing to pay for these green products; b) Product 

price is equivalent to quality. Product prices tend to be expensive commensurate with their quality. 

Green Purchase Decisions 

Purchasing decisions are defined as buyers' decisions regarding the brand they will choose to buy. Coinciding with the opinion of 

(Kotler, 2017) this decision from consumers or buyers is related to preferences from a collection of existing brand choices. While 

understanding the level of involvement of buyers in products, this means that marketing seeks to identify a number of things that 

make individuals decide to purchase a product (Kotler, 2017). The level of buyer or consumer involvement in this purchase is also 

influenced by stimulation. In another sense, whether or not an individual is involved as a consumer is at the level of the product's 

role in making purchasing decisions. For this reason, consumers can be heavily involved or not in product purchasing decisions. 

green product purchase behavior is one of the pro-environment activities. Purchasing behavior related to environmentally friendly 

products results in the use and preference for goods that are environmentally friendly and/or made with environmentally friendly 

materials and procedures (Kilbourne & Pickett, 2008). Uthman (2006) revealed that buying environmentally friendly goods offers 

several things advantages, such as cost effectiveness and efficiency, performance, health and safety, symbolism and prestige, and 

convenience. 

 

III. METHODOLOGHY 

This research is a type of quantitative research. The population of this study are students in Malang who have used PT Unilever 

Home Care products. In this study, the sampling technique used was quota sampling with a total of 120 samples. In the research, 

the data analysis used is descriptive statistics and Partial Least Squere SEM which is aimed at predicting or developing previously 

existing theories. The descriptive method is intended to obtain a precise and detailed description of the research objectives. A 

Likert scale of 5 was then used for Partial Least Squere SEM data analysis 

 

IV. RESULT AND DISCUSSION 

Descriptive Analysis Results 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Green Marketing  121 24 60 52,48 5,774 

Green Price  121 26 55 43,55 6,177 

Green Purchase Behaviour  121 14 50 42,78 5,142 

Valid N (listwise) 121     
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Determination Coefficient Test Results 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,799a ,639 ,633 3,116 

a. Predictors: (Constant), Green Price, Green Marketing 

 

Based on the output results on the coefficient of determination test model, it shows that the correlation shows a strong 

relationship of 63,9%. 

 

F Test Results (Simultaneous) 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 2027,035 2 1013,518 104,364 ,000b 

Residual 1145,940 118 9,711   

Total 3172,975 120    

a. Dependent Variable: Green Purchase Behaviour 

b. Predictors: (Constant), Green Price, Green Marketing 

 

Based on the model, the F test results show that the sig. value of 0,00 <0,05, which means that the independent variable Green 

Marketing and Green Price simultaneously have a significant effect on the dependent variable Green Purchase Behavior. 

 

T Test Results (Hypothesis) 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 5,875 2,619  2,243 ,027 

Green Marketing ,469 ,068 ,526 6,877 ,000 

Green Price ,283 ,064 ,339 4,437 ,000 

a. Dependent Variable: Green Purchase Behaviour 

 

H1:  The sig. value of 0,00 <0,05, which means that the Green Marketing variable (X1) has a significant effect on the Green 

Purchase Behavior (Y) variable. 

H2: Sig. value of 0,00 <0,05, which means that the Green Price (X2) variable has a significant effect on the Green Purchase Behavior 

(Y) variable. 

Multiple regression analysis equation: 5,875 + 0,469X1 + 0,283X2 

- The constant value obtained is 5,875, which means that the independent variable is 0 (constant), the dependent variable is 

5,875. 

- The regression coefficient value of the Green Marketing (X1) variable is positive (+) of 0,469 which means that if the Green 

Marketing (X1) variable increases, the Green Purchase Behavior (Y) variable will also increase and vice versa. 

- The regression coefficient value of the Green Price (X2) variable is positive (+) of 0,283 that if the Green Price (X2) variable 

increases, the Green Purchase Behavior (Y) variable will also increase and vice versa. 

Discussion  

Green Marketing to Green Purchase 

The results showed that green marketing has a significant positive relationship with green purchasing behavior. Green 

marketing refers to all marketing activities undertaken to facilitate the exchange of goods or services that meet human needs and 

minimize negative impacts on the environment (Polonsky, 1994). The benefits of companies when implementing green marketing 

concepts include reducing energy consumption, improving corporate social responsibility and brand image, achieving sustainability 

in a competitive market and increasing company revenue (Bonini & Oppenheim, 2008).  Green marketing is considered very 
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important. According to (Polonsky, 2011) because it refers to the basic definition of economics, where individuals use their limited 

resources to fulfill unlimited wants. The results of this study are in line with  (Amoako et al., 2020) which confirms the influence of 

consumer environmental concerns on green marketing. This is also in line with research (Joshi & Rahman, 2015); (Kumar & 

Ghodeswar, 2015). (Kumar & Ghodeswar, 2015) found that consumers have a willingness to support environmental protection, the 

realization of environmental responsibility, and the tendency to seek information related to green products, as well as to study 

green products. 

Green marketing can encourage purchasing decisions for environmentally friendly products. The relationship between 

green marketing and purchasing behavior is proven to have a positive and significant effect. (Bestari & Butarbutar, 2021)in his 

research revealed that the application of marketing strategies that fully support environmental aspects, as well as consider 

environmental impacts, is proven to increase consumer intention to buy environmentally friendly products. When a company 

applies environment-based marketing or “green marketing” to the products it markets, it has significant positive implications in 

encouraging consumers to buy its products. Several previous scientific studies have also revealed that consumers tend to favor one 

product over another if consumers believe that the product can help the environment. This implicitly shows that green marketing 

can influence consumer purchasing decisions for environmentally friendly products. 

Green Price to Green Purchase Behaviour 

The results showed that green price has a significant positive relationship with green purchasing behavior. Consumer 

buying intentions will also be influenced by factors such as price, branding, and other factors (Sudjatmiko & Sulistiyo Soegoto, 

2019). Green consumers who are willing to pay a premium price for more environmentally friendly products (None & Kumar Datta, 

2011). Functional value is an important factor for customers to decide on product purchases, one of which is price (Tu et al., 2013). 

(Boztepe, 2011) said there was an influence between price and consumer purchasing behavior which showed a willingness to pay 

prices for environmentally friendly products. One of the purchasing decisions is based on consumer attitudes towards the 

environment (Felix & Braunsberger, 2015); (Gupta & Ogden, 2009).  

Price refers to the amount a person has to pay to acquire an item. According to (Awi & Chaipoopirutana, 2014) the process 

of developing environmentally friendly products relates to or pays attention to safety, price and good labels that influence 

consumer purchasing behavior towards environmentally friendly products.  (Biswas, 2016) states that companies must offer 

economic value for the price of environmentally friendly products. Companies try to reduce their operational and production costs 

to provide economic price value for products and try to gain more or larger market shares (Manjunath & Manjunath, 2013). 

Marketers can charge a high price by highlighting the environmental friendliness of the product. According to (Abzari et al., 2013) 

consumers will pay a higher price, provided that the benefits of consuming green products outweigh the price. Customers' 

willingness to pay has increased (Oliver et al., 2011). (Boztepe, 2011) says there is an influence between price and consumer 

purchasing behavior which shows a willingness to pay prices for environmentally friendly products. Some previous studies have 

shown that environmental awareness alone cannot guarantee consumers' willingness to buy green products because factors such 

as price, trust, relevance, brand and product quality, can play a role in customer decision making  (Hopkins, 2009). A survey of UK 

consumers shows that price is the biggest barrier for consumers to purchase green products (Bonini & Oppenheim, 2008). (Tanner 

& Kast, 2003) also found that perceived monetary barriers (i.e. price) have a negative impact on Swiss consumers' willingness to 

purchase green products.  Consumers with low greenness are the most concerned about the price of green products. They often 

perceive the price of green products as high or expensive (Ginsberg dan Bloom, 2004).  

 

V. CONCLUSIONS  

Green marketing is one of the business strategies that can be done to preserve the environment. The quality of a product will be 

higher if it is certified as environmentally friendly. Consuming these environmentally friendly products provides added value for 

consumers because in addition to getting the functions offered, these products are also safe for the environment. The results 

showed that green marketing has a significant positive relationship with green purchasing behavior. Green marketing can encourage 

purchasing decisions for environmentally friendly products. The relationship between green marketing and purchasing behavior is 

proven to have a positive and significant effect. The results showed that green price has a significant positive relationship with green 

purchasing behavior. Green consumers are willing to pay a premium price for more environmentally friendly products. Functional 

value is an important factor for customers to decide on product purchases, one of which is price. 
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