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Abstract. This study aims to investigate the influence of social value as
i moderating variable that facilitates three exogenous variables: (1) the
consumer’s concern about the environment; (2) the consumer’s belief
i cco labels; and (3) the consumer’s belief in environmental ads. The
endogenous variable is the consumer’s interest to buy environmentally
{riendly products (green purchase intention). Goods and services produced
by green companies are more likely to be bought by consumers that are
concerned for the environment (ecofriendly customer). Companies that
are eager to win the hearts of consumers need to accommodate their
preferences for eco or environmental products. Therefore, to gain the
mind, heart, and pocket of consumers, producers have to know this
trend. The research respondents are the young consumers who are
helieved to be pioneers of the green campaign and are supposed to be
primary consumers for green products.

A survey instrument was distributed to 230 young respondents aged
|7 to 21 in Semarang, Indonesia. During purchase, young consumers
tend to consider their peers’ opinion, so they will buy goods or services
by considering social value—including in green-product buying.
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Results revealed that social value had a significant moderatin
effect on the .:mmao:mac between the consumer’s belief in eco _mcm_m
and @E.obmmo intention. Both simple regression analysis and moderatin
regression analysis found that there is no significant moderating effect w
social value on the relationship between the consumer’s oosoME mcow:

I . oW
the m:S:.EEomr the consumer’s belief in the environment ads, and
purchase intention. ,

) V\ m ?

INTRODUCTION

. Vast economic growth has led people to be overconsumptive
s&:.& then causes the exploitation of natural resources to su ozmrm u
particular needs. This causes degradation on humans’ quality wwzmo a mm
people 8:.& to have more fragile health due to an unhealthy giaosbwmm
Many environmental issues—such as global warming, unrecycled _mma.
waste E.E electronic waste containing dangerous m,ccma_:omm H%m u .
MMMW_OHEm mma wﬁm@?mmém substances not subject to food MEQ o%ww

onmental problems— ,
g mow i ms—have made people aware to pursue a healthier

moozo@o growth and technology development have enhanced
@ooEw S m.,o_:a\ to have access to a healthy life behavior. A healthy lif
behavior is reflected on the consumption of products m.mmm for Ew\mgm
for .mooau cosmetics, household cleaning products, and electroni ,
.m@@:mmonm. The other factor that causes changes in omsmcaﬁ _ua:miho
is o:SS.EdoEE awareness (Wahid, Rahbar, & Shyan 2011) mea
aware of their contribution toward m:SBEdem_ ammq,:naos ; €0 _m
start H.o change their attitudes and behaviors especially in oowmw e
healthier mza.mmmﬂ products both for themselves and the o:iBEHMMHm
The ormsmﬁ In consumer behavior in relation to friendly products ha .
become a lifestyle demand to certain groups of people, particularly th b
of the Eua&m class with the access to this area. C:amcgo&v\ Woa:mwm
_mcﬂom green” have become an option, driven by the vm:w%:o:
:w.m::_mﬂ, and environmentally friendlier by people despite 5% hi _mm
prices of such products compared with the conventional ones. vl
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Frei (1998) mentions that the community’s actions to “back to
nature” and then to “green society” have pursued companies to produce
¢nvironmentally friendly products through environmentally friendly
production processes as well as sparing some waste recyclable by the
environment—this is what is called “green” by companies (Leonidou,
Katsikeas, & Morgan, 2012). Being a “green” company is actually more
profitable for them because they can make use of more efficient resources
(not causing pollution, more efficient electricity and water) and gain
liigher positioning in customers’ minds (Polonsky & Rosenbergerlll,
J001). In the last few decades, such green action has become a lifestyle
i countries with environmental awareness; even Indonesia, as a country
with quite a fast-moving developing economic level, has adopted this
green action. Although for Indonesian society, this has not yet reached
(he level of “not buying” (boycotting) certain products processed by
environmentally harmful processes as it happens in developed countries.
|lowever, healthy life behavior has increased in recent years.

The awareness to view health as a future investment has led to
i change toward healthier behavior as indicated by a higher level of
eness in purchasing healthy food products (organic); the use of safe
cutlery free from carcinogens; and the change to a healthier lifestyle

with the increase of sports and purchasing tools for health (Peter & C.
Olson, 2010). The change in society’s perception in terms of health has
led (0 the change of attitude to be more concerned with environmental

problems by consuming products that cause minimum effects on the
¢nvironment. Society’s demands for a healthy environment as part of
(heir needs to pursue a healthy life. Thus, society makes efforts to keep
i healthy environment with the use of environmentally friendly products
i their daily lives as shown in lower plastic waste, the use of electrically
efficient home appliances that are not harmful to the ozone layer, and
(he use of natural materials in food, which has become a process that
supports environmentally friendly action, or green behavior (Mishra &
Sharma, 2010).

Environmental issues have become the main focus for the last four
decades. Since the 1980s, the awareness of society to be more concerned
with environmental conservation in relation with the company’s
husiness practice has emerged, which in the previous years, has become
confidential in companies. In Indonesia, as regulated by the Environmental
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Preservation and Management Acts of 2009, clause 1, it is stated that the
environment is the unity of space and all objects, energy, conditions and
living beings, including humans and their behaviors, which influence its
nature, continuity of life, and human welfare and other creatures. Based
on the acts, those who break the law will get sanctions. Although the
law regulates acceptable behavior toward the environment, in reality,
there are rule-breaking actions done by companies, which cause natural
destruction. Many people consider that companies conducting their
social responsibilities are those whose operations concern environmental
stability and giving a positive impact on their social community (Esen,
2013; Khojastehpour & Johns, 2014; Seo, 2014). A company’s socially
irresponsible behaviors will degrade and even ruin its reputation (Amujo,
Laninhun, Otubanjo, & Ajala, 2012). And thus, companies that conduct
social responsibilities to their environment and community will gain a
reputation or positive value from the community.

- The community’s awareness to preserve their nature and
environment for a higher life quality contributes to the development
of marketing knowledge and customer-behavior knowledge. Many
studies have been conducted to find whether green marketing done by
companies/marketers has impact on costumers’ decisions to buy the
environmentally friendly products (Boztp, 2012; Haery, Dehaghi, &
Yazdani, 2013; Hello & Momani, 2014; Wahid et al., 201 1).

Due to the fact that products friendly to both health and the
environment are generally of the premium price (Papanagioutou, Tzimitra-
Kalogianni, & Melfou, 2013), green behavior has not emerged in all
levels of society. In their study on customers targeting environmentally
friendly products, Laroche, Bergeron, and Barbaro-Forleo (2001) state
that there is no difference in education and economic levels (measured
by home ownership) toward the intention of purchasing environmentally
friendly products. This is contradictory to previous studies as cited by
Laroche from Berkowitz and Lutterman (1968) and (Anderson and
Cunningham, 1972) that socially aware customers are those who have
high education and middle- to high-economic-level conditions.

The high middle class, measured by their social economic and
education levels, has become the dominating class for green behavior.
The population of Indonesia in 2014 was 253.535.000 (Www.bps.go.id).

o e

Assuming that 20% of the population is in the high middle class and
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|)% are those who possess awareness in :mm:: and the o:ﬁBEdeﬂ
(preen society), there are approximately 5 B:.:o: people who can Wo ﬁ e
(urpet market for health- and m:iSsEmE-w:m:ﬁoa E.oa:oa A.Zm; Qﬂu:m
Mugazine, May 2015, and www.swa.co.id), a ﬁ@._m:,\.m_u\ big number
v o market opportunity for “green” products. This will get higher mw
(e middle and high class population gets bigger and the awareness 0
concern for the environment becomes more éamm.?oma. In some studies
un (he awareness of environmental concerns, it is mn:mm_ Em.ﬁ although
108t customers mention that they have a high awareness of m.:Sﬂo:BomS_
concerns, such concerns do not go in accordance with their purchasing
hehavior of environmentally friendly products (Kumar & Ghodeswar,
))15; Tsarenko, Ferraro, Sands, & Mcleod, 2013). ;
A study on awareness of environmental concerns was also conducte
Iy Laroche et al. (2001), who found that customers f: not purchase
products  from  environmentally destructive companies 60::.85.
Iherefore, marketers should know the tools needed for oo:%m:_m_m to
compete in the green era. According to Laroche et mm. @oowﬁ there
ure three green marketing tools to increase customers _S.oé edge on
¢nvironmentally friendly products. They are A:. coy.own:w_.ﬂ on mow
lubels; (2) perception on eco brands; and (3) perception on m:éo:_:m:&_
udvertisements. The result shows that eco labels .m:a o:fB:.BoEMﬁ
wlvertisements do not influence purchasing behavior (Mei, Ling,
New. 2
E ,,.mm__gww?oﬂ decision especially in collective mo.ﬁma\ is _:o.mzv\
influenced by the social group’s decision, such as QE._J\ and relatives
er, 1988). This different from individual moo_.maf 9&% .:.5
purchasing decision is mostly taken without any other influence, ».ow in
i collective society group, social factors aoEEmﬁAoosmcEQ aoo_m_o:-
minking. In the process of purchasing a product, H.:m factor of social-value
_c_._r.c is also bigger among the young than in an old group. Young
customers do not prefer environmentally mam:&.v\ nﬂoacoﬁm Uonmzmo. such
products are relatively more expensive than similar products .2555
¢nvironmentally friendly statements (Suciarto, IE.gm. Ho, & S.Sitohang,
2015). This study is to investigate if social value will mqm,:mgms .Ew Q:_mo
exogenous variables investigated in this study: customers oo:o.mE o:#w
environment (X1): customers’ belief in eco labels (X2); and ocm@dm&
belief in environment advertisements (X3) toward endogenous variables,
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young consumers’ intention to purchase environmentally friendly

products.

The objectives of this study are to build a model of young
customers’ intention to purchase environmentally friendly products
with the existence of moderating social values. Customers’ purchasing
intentions are influenced by concern and trust in the products.

Thus, the objectives of this study are as follows: ;

. to know the role of the customers’ concern toward the environment
in consumers’ intention to purchase;

o to know the role of customers’ beliefs in eco labels in consumers’
intention to purchase;

. to know the role of customers’ beliefs in environmental
advertisements in consumers’ intention to purchase;

o to know the role of social value in moderating the relationship
between environmental concern; consumer belief in eco labels:
consumer belief in environmental advertisements; and their
purchasing intention.

LITERATURE REVIEW

Consumer behavior becomes an important subject of research for
marketers because such a behavior is directed toward the purchasing
process by the customers. Therefore, the of observation of customers’
behavior needs to be done for the marketers to get a picture of how
customers realize what they want and need for a real behavior—that is,
purchasing (Peter & C. Olson, 2010).

In the last four decades, studies on consumer behavior have been
conducted based on theories, namely theory reasoned action (TRA) and
theory planned behavior (Aman, Harun, & Hussein, 2012; Southey,
2011; Vallerand, Pelletier, Deshaies, Cuerrier, & Mongeau, 1992;
Wahid, Rahbar, & Shyan, 2011). Consumer behavior in purchasing
green products is based on Fishbein dan Ajzen’s theory reasoned action
(TRA) (Ajzen, 1988; Southey, 2011). After examining the expectancy
value model theory, Fishbein dan Ajzen composed the theory reasoned
action, which mentions that someone’s behavior is merely based on a
certain reason after estimating a gap lying between attitude and behavior.
According to the theory of reasoned action, there is a condition that
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correlates someone’s attitude and behavior called behavioral :zo:mom.
Ichavioral intention is the base of a behavior. Behavioral 5825:. is
diiven by two main factors, namely attitude and social norms. H:. line
with the expectancy-value theory, which believes that someone’s attitude
i determined by his or her expectancy toward values that they are
(i pet, the formula determining attitude is that belief shows a o.mzm::,
hehavior that results in a certain consequence against the evaluation of
{he consequence taken by a person. 2y

The attitude toward the behavior is defined as a com_sé.ﬁoﬁ
fiepative) feeling toward a particular object as the result of the comparison
hetween the belief and the evaluation of consequences that are expected
(will) taken from the consumption of the object (Vallerand et al., Eo.wv.
Ihe second factor, subjective norm, is defined as someone’s nﬁomvcos
about other people’s reference, which will become their consideration
{ii taking a behavior’s decision-making. Ajzen (1988) developed :@@Q
reasoned action (TRA) into theory of planned behavior (TPB) E\.ma.m_:.m
perceived behavioral control variables. The explanation Fa this is in
IIRA: behavior is assumed to be voluntary or occurs by itself, while
il TPB. someone’s behavior can be caused by plans or control. mﬁ
{his reason, in theory of planned behavior, there is one addition Em.: is
different from that of theory reasoned action, and that is the perceived
behavioral control variable. . i

Green Purchase Intention. In the study on behavior 585_2._,
due 1o the many factors causing behavior, it is hard to say that EQW is
i perfect connection between intention behavior and actual cmvmfoh
Ilowever, intention can be used as a proxy to measure behavior. In
hehavior studies, researchers give the intervention by designing several
vitiables that will be observed as the antecedent factor for behavior (or
hehavior intention). .

Green marketing is a marketing process of a product that is
vonsidered safe for the environment. This means 98.\ do not o:_v\‘
produce “green” products, but also, the entire _:E._.S.::m process of
fhe products is also “green,” including product modification, n:m.smom
i the production process and packing process, and :o&\ anoco.:m_
programs are done (Bagheri, 2014; Das, 2013). OoB@mEmm oosa_._o.:.:m
preen marketing are considered as those that conduct social responsibility
(€ hitakornkijsil, 2012).
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In the last two decades, consumers have started to pursue a
healthier life and a friendlier environment as an issue that needs attention.
A healthy environment has become a choice for the consumers who
are concerned about the environment. Such a behavior, called green
behavior, involves four elements; they are (Rahbar & Wahid, 2011)
(1) belief and behavior oriented to the environment; (2) consumers’
responses to pro-environmental marketing; (3) belief in products; and (4)
marketing description and communication about a product to consumers.

An environmentally concerned consumer (green consumer) is a
consumer who is consciously concerned about environmental issues
in their consumer behavior and are aware of the consequences of their
consumer’s pattern toward the environment (Kumar dan Ghodeswar,
2015). A green consumer would rather buy products produced by green
reputed companies as their support to the company’s green programs. A
green consumer will change consumers’ consumption and behavior when
he or she believes that his or her consumer behavior will give a negative
result to the environment, and they will even do some boycott campaigns
against the companies that confribute to environmental destruction
(Granstrom, 2014).

Environmentally  friendly purchasing behavior has two
characteristics as follows: (1) the consumption of the products is
beneficial for the environment; and (2) the waste or product residuals
are recyclable or can be conversed by nature (Wahid et al., 2011).

Although there is no standard definition about environmentally
friendly products, in their study, Mei, Ling, and Piew (2012) state that
an environmentally friendly product is that which grows naturally and
does not contain chemical substances and unnatural substances, or if so,
this should be approved by the authority—recyclable products, reuseable
and conversable-to-nature products, nonpolluting products, non-animal-
testing products, products that are packed in reusable and refillable
containers, as well as environmentally friendly products (Mishra &
Sharma, 2010). Based on the previous studies about purchase intention
regarding environmentally friendly products, this study aims to find the
correlation of the following variables: purchasing intention, concern to
environment, and belief.

Purchasing intention regarding environmentally friendly products
is defined as a condition of someone’s possibility and intention to choose
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green” products compared to conventional ones. Studies on @Eoﬁmmmsm
hehavior regarding organic products are based on the positive mﬁ:&mm
(ward the products (Zagata, 2012). According to ws.mz:ﬁ A.mrm:mﬁ Isa,
& Al-Qasa, 2015) purchasing intention is someone’s intention to _UE\ a
1 brand as a result of selection and evaluation from several <m.:mc_mm
attiched to that particular product, such as brand, price, and quality.

Consumer’s Concern about Environment. Bagheri’s study @o.?:
ahout purchasing behavior discusses the factors that cause purchasing
Altitude or intention as conducted by many researchers; the result mwoém
e findings that purchasing behavior regarding “green” products is
peceded by concern about the environment (Aman et al., NOB.W Wahid
¢t nl., 2011). Yet it is not in line with Pickett-Baker and ON.mE (2008),
which state that without specific value and belief, there 5:.:22 be
hwhavior. Concern about the environment in Ramli and Wmm:ﬂ.m study
(1009) shows factors that make someone concerned about environment
Il {wo ways, namely (1) concern or attention to “ mﬁ.woss products
aid (2) concern or attention to common environmental issues mc.n: as
¢liminating the wild habitat, rainforest destruction, and the necessity of
Jetion against dangerous waste and recycled materials that are produced
by companies production processes. The study by Aman et al. (2012)
Uiting Diamantopoulos et. al (2003) defines environmental o.o:oaS as
lving three indicators; they are (1) knowledge on amamsw, issues; (2)
withude toward quality of environment; and (3) sensible m::ca.m toward
the environment. Considering the fact that concern Sém:a. m:SSE:m.E
i influence purchasing attitude on a product, I propose this :u%o%mm_m”

‘l,: Concern about the environment influences a consumer's
intention to buy environmentally friendly products.

Consumer’s Perception about Eco Labels. A label is a n.Sa.cQ
gomponent functioning to give information about its contents, axv:mﬂos
iite, and other information relating to the product. An eco label is a
luhel indicating the ecological performance of a product m:m :m,, functions
{is protect consumers from overclaims about the M,oon_om_om_ .8:8:8
ul n product (Ramli & Rashid, 2009). Eco _mcm_m. give information mcop.:
unything relating to the environment from the .m:mﬁ stage the product is
produced (materials, steps to produce, and packing), how to use so as not
Iy Cause any negative impacts to the environment, and how E.o product
should be disposed to prevent its waste from polluting the environment.
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On the label, there are normally 2 types of information: the first is
from the producer and the second is from the authority controlling the
distribution of the products. The information from the producer such as
“safe for environment,” “organic,” “no animal testing,” and “natural
ingredient” generally state that such a product uses natural ingredients
and thus is not endangering to humans’ health and does not pollute to the
environment. Meanwhile, information from the authority, such as SNI

(Indonesian National Standard), as indicated in the SNI logo, states that

the product has fulfilled the standard and is safe to consume. Control
done by BPOM (Drugs and Food Control Office) usually checks the
attached label first to know if there is a divergent and if there are some
unhealthy additives in the products.

The study by Aschemann-Witzel, Maroscheck, and Hamm (2013)
concludes that any claims stated on the organic products are stated to
show control of the “trustworthy” and “advertisement” communication
on their nutritious contents and the impact to health due to consumption.
Wahid et al. (2011) point out that consumer belief in eco labels and
“eco brands” positively influences purchase behavior. Yet a study
conducted by Mei et al. (2012) mentions that eco labels do not influence
purchase intention regarding “green” products. This is in line with
D’Souza, Taghian, and Lamb (2006), who found that eco labels do not
support purchase intention—especially for premium-priced products. In
the decision-making for unfamiliar products, the function of a label is
essential to give information to consumers and is emphasized on food
products labeled “green,” because basically, consumers are not really
“green” minded yet (Janssen & Hamm, 2012). Hence, the proposed
hypothesis is as follows:

H2: Belief in eco labels influences consumers’ intention to buy

environmentally friendly products.

Consumer’s  Perception about Environmental Advertisement.
Marketing messages will be more effective if they are suitable for a
consumer’s present orientation. On the second phase of a consumer’s
decision-making in purchasing—gaining information—consumers tend to
seek some marketing information/message according to their needs (Hsu
& Chen, 2014; Peter & C.Olson, 2010). In theory planned behavior, the
message becomes a conditioning variable, which is assumed to be the
factor leading to purchase intention. Thus, the proposed hypothesis is as

Anastacia Posmaria Setiasiwi Sitohang and Athanasiussentot Suciarto 11

lollows:
H3: Belief in environmental advertisements influences consumers’
intention to buy environmentally friendly products.
Social Value. The decision-making on purchasing, which is gm@.a
il attitude, has a stronger prevalence for consumers in an individualistic
vulture than those in a collectivistic culture (Onwezen et al., 2014). In a
ollective culture, purchase intention has a bigger chance to be influenced
hy social “pressures” such as a persuading group and family and peer
group, so that the role of social groups and social values takes a part in
simcone’s decision-making, including purchase decision (Lee, 2008).
Nuclal dimensions reflect values to be built through the social WB.mmm
slinwn by the use of a certain product (Kakkos, Trivellas, & m&o_._mmq
J)15). Social value becomes a supporting factor to purchase (Chi &
Kilduff, 2011). The hypothesis on social-value variable is as follows:
I14: Social value influences consumers’ intention to buy
environmentally friendly products. y
Social Value as a Moderation Effect. A study by Girling, Fujii,
{illing, and Jakobsson (2003) finds that social value modifies the
purielation between pro-environmental behavior and concern about
gunsequences to the environment. Social value refers to the a&nﬂm:oo
wiween self-orientation (proself) and social orientation (prosocials).
According to Steg and de Groot (2010), environmental concern
Ih i prosocial attitude because concern toward the environment means
ihat someone strives for others’ benefits. A pro-environmental S::ﬁm
piierpes as a moral response, which is aroused because someone 18
Loy inced that environmental conditions can threaten other people, other
prentures, and nature (Stern, Dietz, Abel, Guagnano, & Kalof, 1999).
With support from the social value variable, in the constructed model,
Wi will calculate the amount of contribution/support from the moderator
virlible toward the correlation between independent and dependent
Vil lnbles (Ferdinand, 2014, p.247).
The proposed hypothesis is as follows: .
I The higher the social-value support, the stronger the correlation
between consumers’ concern about the environment and purchase
intention. :
i T'he higher the social-value support, the stronger the noﬂ&m:o:
hetween consumers’ belief inecolabels and purchase intention.
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3a The higher the social-value support, the stronger the correlation

between consumers’ belief in environmental advertisements and
purchase intention.

This research plan is described in this scheme:

Concern with
Environment H1
(X1)

H1a
Eco Label Green Purchase
(x2) E Intention
Y\
H2a

Environment i
Advertising H3

(X3)

H3a
Social Value

Figure 1. Research Mind Map
METHODS

Recently, young people have become the focus of attention
regarding environmental campaigns. As a sampling probability, this
study uses 230 people of a young group (aged 17-21) in Semarang by
means of a close-ended questionnaire with the following tested variable
items: (1) environmental concern; (2) belief in eco labels; (3) belief
in environmental advertisements; (4) social values; and (5) purchase
intention. The questionnaire is designed with choices ranging from
scale 1 (completely disagree) to 5 (completely agree). Referring to Lee
(2008), the respondents are selected under the following qualifications:
(1) having concern regarding environmental issues; (2) having the ability
to access any information about environment; (3) having ability in
environmental advertising; and (4) having social accessibility. Samples
are taken from the youth regardless of their gender. Although in the
studies by Laroche, Bergeron, and Barbaro-Forleo (2001) and Pickett-
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iker and Ozaki (2008), it is concluded that women have more concern
uhout environmental issues than men, however, according to Lee (2008)
und Bagheri (2014), there is no difference in terms of environmental
Lancern between men and women.

Using the correlation statistic test, the result of the calculation
tattelation of each item with the total value of the questionnaire item
Validity test is valid (correlation value > 0.5 and sig value < 0.05).
1hie questionnaire reliability test results to Cronbach’s Alpha is 0.758
{ = (1.5), which means the questionnaire is reliable. From the skewness
Mutistic value, it is shown that the data is normal.

RESULTS AND DISCUSSION

T'he model built in this study uses the social-value variables as

Mo moderation between the independent variables (concern toward

i environment, belief in eco labels, and belief in environmental

vVertisements) with the dependent variables (purchase intention regarding

Wvitonmentally friendly products). The moderated model tends to have

e multicolinearity conditions; therefore, data transformation under the
llowing formula is needed (Ferdinand, 2014, p.247):

“Witered Variables = Raw Values — Average Value
Alter the data is transferred to a “centered” standard, calculation
Il innlysis is done under the following formula:
\_t.r_.c_,_m:: Analysis without Moderation Variable. From the
M il of SPSS 16.0 with the independent variable of (1) concern
wil the environment (CE); (2) belief in eco labels (EL); (3) belief in
Wironmental advertisements (EA) and (4) social value (SV) with the
Ndent variable of purchase intention (PI), the results are as follows:
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Table 3

Regression Results without Moderate Values
Variable Beta Sig Interpretation
CE - PI 0.377 0.000 Supported
EL - P1 0.088  0.141*)  Not Supported
EA - P1 0.199 0.009 Supported
SV -PI 0.144  0.038 Supported

The interpretation of the table above is as follows:

The environmental concern variable (CE) influences significantly
and positively (p = 0.000; B = 0.377) toward purchase intention
regarding environmentally friendly products.

The variable of consumers’ belief in eco labels (EL) does not
significantly influence (p = 0.141) purchase intention regarding
environmentally friendly products. However, if bigger tolerance is given
to error levels up to 10% (commonly o = 5%), it can be said that
consumers’ belief in eco labels has a weaker positive influence (B =
0.08) toward the purchase intention regarding environmentally products.

Consumers’ belief in environmental advertisements (EA)
influences significantly and positively (p = 0.009 p = 0.122) toward
purchase intention (PI);

Social value variable (SV) influences significantly and positively
(p=0.03; B = 0.14) toward purchase intention regarding environmentally
friendly products.

Thus, the result of the doubled regression analysis of the 4
exogenous variables (CE, SV, and EA) toward endogen variable (PI)
points out that consumers’ concern toward the environment (CE), social
value (SV), and consumers’ belief in environmental advertisements
(EA) influences positively and significantly toward purchase intention

regarding environmentally friendly products. However, the result of R
square value, which is only R*> = 0.331, shows that the influence of
the three independent variables toward dependent variables mentioned
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hove is only 33.1% and is likely to be given the moderating treatment
10 mcrease the value of the “role” of the influence. Thus, the analysis is
tontinued to the moderating model.

Regression Analysis with Moderating Variables. In order to
know the moderation level of the social value toward the correlation
hetween environmental concern (CE), consumers’ belief in eco labels
(I'l), consumers’ intention regarding environmental advertisements
(1A); and purchase intention (PI), the first thing to do is transforming

Ihe data process become to data centered in the exisiting variables. The
valculation result is as follows:

Tuble 4
Heyression Analysis with Moderating Variables
Table 4
Nowression Analysis with Moderating Variables
—

Viriable Beta Sig Interpretation
AV eent 0.085 521 Not Supported
LSV cent -0.183 .048 Supported
FARY cont 0.199 070 Not Supported
I'rom the calculation of the above table, it shows the following:

Social value has no significant moderating effect (p = 0.52) on the
Wilonship between consumers’ concern toward the environment (CE)
purchase intention (PI).

Social value has a significant moderating effect (p = 0.04) on the
Honship between consumers’ belief to eco labels (EL) and purchase
ntlon (1),

Social value has no significant moderating effect (p = 0.07) on the
Honship between consumers’ belief in environmental advertisements
) ind purchase intention (PI).

This finding is in line with regression analysis without moderation
v be concluded that the moderating effect of social value o:_uw
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oceurs in the relationship between consumers’ belief in eco labels (EL)
and purchase intention (PI).

CONCLUSION

Green marketing has become a topic of discussion for over three
decades, yet a clear definition of green (friendly to environment), as a
matter of fact, is not yet well understood especially by the youth. This is
in accordance with the study conducted by Haytko and Matulich (2011),
who mention that the youth need to be continuously educated about
environmentally friendly concepts. This study examines the youth as they
are the target of environmentally friendly campaigns; considering the fact
that ecology continuity on this earth should be maintained and preserved
from now on, they are aware of giving concern toward environmental
issues. Therefore, this study explores three exogenous variables that are
assumed to influence their intention to purchase environmentally friendly
products. The three variables are environmental concern, belief in eco
labels, and belief in environmental advertisements. This study concludes
that environmental concern has made the youth prefer to choose
environmentally-friendly-labeled products over those that do not state
“ecology” in their packaging. Young consumers become more convinced
to buy environmentally friendly products when there is an eco label on
the products. So the function of eco label is to convince consumers that
the product is environmentally friendly (Sorqvist, Haga, Holmgren, &
Hansla, 2015) so that when they are going to buy a product, they will
consider the printed eco label.

This can be explained that theoretically, eco labels are expected 10
become a sign of a series of actions about products with environmental
orientation, and eco labels are expected to protect consumers from
confusion in environmental overclaims. Marketers tend to increase the
use of eco labels when promoting their products (D’Souza et al., 2006).
Nevertheless, this is not in line with the findings of Sharaf et al. (2015),
who mention that knowledge and eco labels do not influence purchase
decision. Young consumers possessing the character of hedonisti¢
functions tend to not to have high attention toward environmentally
friendly products and have an unclear understanding of “green.” In lin
with the study by Pickett-Baker and Ozaki (2008), this study also foun
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(hat consumers’ belief in environmental advertisements leads to stimulate
:.__.é_:o;., intention to purchase environmentally friendly products.
.:m<5m the character to move in groups (peer group), youth
hehavior tends to be socially oriented, where “pressure” from their social
proup leads them on how to behave—including behavior in consuming
something. The social group value functions as a guidance on how to
hehave in the group (group conformity). From the regression analysis
with social value function as a moderation, it is proven that social
villue influences significantly for the youth to believe in the info stated
I cco label as a consideration to purchase environmentally friendly
piroducts. Information that is not well understood can be supported
hy (he group’s assurance so that they are convinced to purchase the
ioducts. Nonetheless, social value does not influence the relationship
hlelween concern about the environment and belief in environmental
mlvertisements toward purchase intention. This is in line with the studies
3 I.in and Huang (2012) and Kalafatis, Pollard, East, and Tsogas (1999)
Wwhich mention that social value does not stimulate someone to do:m,\m
“pieen,” because having concern for environment is a personal option

#il not because of social pressure. As a conclusion, the social group

an effective medium to stimulate the youth to start to have
about environmental issues. Product marketers orientating to the
Hlng segment can make use of social media to market their products

J:ﬁ._v\ because nowadays, social media is widely dominated by the
i
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