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Abstract

Adopting a green lifestyle by living a healthy life has the consequence of purchasing 
more expensive green products. This study aimed to explore the factors affecting con-
sumers’ willingness to pay more for green convenience products. This willingness can 
be influenced by consumers’ attitudes, green lifestyles, and purchase intention. The 
respondents were 225 individuals who had purchased green products from bulk stores 
in Bandung and Jakarta. The data were obtained through online surveys, specifically 
distributing G-form. The majority of respondents are women at 78.7% and 39.1% were 
aged between 26-35 years. Subsequently, the samples were collected using cluster ran-
dom sampling, which included selecting groups or areas to be sampled, and the data 
were processed using SEM-LISREL. The results showed that green lifestyles influenced 
willingness to pay more for convenience goods, while attitudes were only indirectly 
influenced. The intention to make a purchase was a significant predictor of how much 
consumers were willing to pay more. The majority of respondents are willing to pay 
around 10-25% more for green products. Simultaneously, attitudes and green lifestyles 
had a significant influence, with purchase intention as a mediator. These results can 
be used to develop green convenience product marketing strategies at bulk stores in 
Indonesia by providing confidence in product attributes that encourage consumers to 
pay a premium price.
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INTRODUCTION

In Indonesia, the concern of environmental sustainability has be-
come a top priority regarding the high percentage of waste generated 
from households. According to Sistem Informasi Pengelolaan Sampah 
Nasional (SIPSN, 2022) (in English – National Waste Management 
Information System), food waste accounted for 40.5% and plastic 
waste reached 18.2%, while household waste was 39.4%. Waste con-
sists of essential daily products, including food scraps and plastic ma-
terials from product packaging. In the current study, green products 
are perceived by consumers to be environmentally friendly due to the 
material used, specifically green packaging to reduce impact on the 
environment. Bulk stores in Indonesia are currently implementing a 
zero-waste concept. The products sold are green convenience derived 
from natural ingredients and not packaged in plastic. Moreover, there 
is a noticeable trend of people bringing personal bags when shopping. 
These stores sell food necessities, including vegetables, fruit, staple 
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foods, processed healthy food, drinks, herbal medicine, kitchen spices, as well as organic detergents, 
and were established to encourage people to adopt waste-reducing lifestyles. Most bulk stores are lo-
cated in Jakarta and Bandung.

Consumers in Indonesia generally acknowledge the significance of green products and claim to have 
a positive attitude towards the environment. However, they are unwilling to pay a premium price for 
such products, as they are often more expensive than conventional ones. Nevertheless, they believe that 
businesses should offer green products especially convenience goods at an affordable price, as it is rea-
sonable to do so. Apart from that, lifestyles, such as preference for healthy products and environmental 
concerns significantly influence consumers’ decisions to purchase green products. In Indonesia, indi-
viduals have adopted a way of life that focuses on using green products to reduce waste generated by 
plastic packaging. This approach can significantly increase demand for green products and influence 
consumer willingness to pay for them.

Green products often come with a higher price tag than conventional products, making it difficult for 
consumers to choose eco-friendly alternatives. Several factors may be the cause, such as lack of knowl-
edge about the differences between green and conventional products, a lack of product benefits per-
ceived by consumers, or consumer insensitivity to price. Facing this problem, bulk stores in Indonesia 
need to conduct further studies regarding the willingness to pay higher price for green convenience 
products in bulk stores in a comprehensive manner.

1. LITERATURE REVIEW  

AND HYPOTHESES

Studying consumer attitudes is crucial in under-
standing their behavior and decision-making pro-
cess. Attitudes toward behavior refer to the extent 
of personal evaluation of various objects, such as 
organizations and institutions, minority groups, 
and individuals interacted with (Ajzen, 1991). This 
evaluation is influenced by motivational, emotion-
al, and cognitive processes, as well as environmen-
tal factors (Alhosseini Almodarresi et al., 2019; 
Mothersbaugh & Hawkins, 2016). People may 
have positive, negative, or mixed attitudes toward 
various entities (Chekima et al., 2016; Wang et al., 
2020). According to Gan et al’s (2008) research, 
consumers who purchase green products tend to 
have a positive attitude towards the environment. 
Verma et al. (2019) also defined attitude as an in-
clination toward certain objects, wherein consum-
ers derive satisfaction from staying at green hotels 
when traveling to mitigate any harmful impact on 
the environment.

Several studies have demonstrated that consumers’ 
attitudes have a significant impact on their inten-
tion to purchase (Paul et al., 2016; Varshneya et al., 
2017; Huang & Ge, 2019; Pacho, 2020). The study 
focuses on the attitudes of consumers towards 

green products. By attitudes, one means the gen-
eral tendency of consumers to view these products 
positively or negatively. The primary objective was 
to investigate how consumers’ attitudes influence 
decisions to purchase green products. The two at-
titude dimensions explored were instrumental 
(based on knowledge, beliefs, and rational argu-
ments) and experiential (based on emotions and 
feelings) (Vamvaka et al., 2020). 

This sub-section explores consumers’ lifestyles 
toward green products, commonly referred to as 
green lifestyles. According to Choi and Feinberg 
(2018), this is known as LOHAS (lifestyles of health 
and sustainability) and is characterized by a focus 
on health, well-being, and environmental sus-
tainability. It transcends simply purchasing green 
products and includes activities such as using re-
usable containers and bags, reducing plastic con-
sumption, minimizing waste, recycling, reusing, 
and choosing a plant-based diet (Chwialkowska, 
2019). By incorporating green behavior into both 
daily activities and active participation in green 
activities, a green lifestyles construct can be es-
tablished. According to Pícha and Navrátil (2019), 
LOHAS was adopted to explore the relationship 
between environmentally conscious LOHAS con-
sumers and shopping behaviors. The study iden-
tified five distinct categories, namely sustainable 
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economy, healthy lifestyles, personal development, 
alternative healthcare, and ecological lifestyles. 
The LOHAS market segment that has been adopt-
ed refers to the lifestyle dimension comprising two 
main components – healthy lifestyles and ecologi-
cal lifestyles. 

The purchase intention of consumers is a powerful 
predictor of their behavior in the future. It plays a 
significant role in shaping their attitudes towards a 
product or service (Asshidin et al., 2016). The pur-
chase intention is determined by a combination of 
a consumer’s interest in a product and their likeli-
hood of purchasing it (Wu et al., 2015). Sreen et al. 
(2018) measured an individual’s intention to buy 
green products in their next purchase or in the long 
term, while Prasad et al. (2019) defined it as a pur-
chase decision. A purchase intention can be inter-
preted as a willingness to choose green products 
over conventional products when it comes to green 
products (Rashid, 2009), or an intention to purchase 
products that will have a smaller impact on the en-
vironment and society in general (Mohd Suki, 2016).

A person’s green purchase intention is an indicator 
of their willingness to engage in green purchas-
ing activities, which typically reflects their knowl-
edge of pollution reduction issues (Hasheem et al., 
2022). This study examines how consumers decide 
to buy green products by focusing on intention 
within a specific context, it is defined as purchas-
ing intentionindividuals’ consideration and will-
ingness to purchase green products in the future 
by comparing them with other products. Several 
studies have used different indicators to measure 
purchase intention, such as willingness to pur-
chase green products (Yadav & Pathak, 2017), even 
when performance is the same as conventional 
and less attractive, or probability and plans to 
purchase or consume more products (Al Mamun 
et al., 2018). Others are the ability to purchase, 
future purchase intention, repurchase decisions, 
and purchase needs realized by actual purchases 
(Dash et al., 2021). This study used indicators ad-
opted from previous studies, namely desire, plan, 
(Al Mamun et al., 2018), and willingness to pur-
chase products (Yadav & Pathak, 2017).

As consumers make decisions regarding the pur-
chase of products, the cost of the product is often 
a critical factor. The price factor becomes less sig-

nificant; however, when purchasing green prod-
ucts, provided that consumers are willing to pay 
higher prices for them (Ng et al., 2018; Moser, 
2015).Wei et al. (2018) explained that assessing 
readiness to pay a premium price for green prod-
ucts is part of measuring consumers’ willingness 
to pay. Kirmani and Khan (2018) defined this 
willingness as the extra cost consumers intend to 
bear to buy green products. Kucher et al. (2019) 
added that it represents the maximum price con-
sumers are willing to pay for a product and typi-
cally affects the decision-making process. The 
current study adopted five indicators from previ-
ous investigations, customized for specific study-
subjects, to gauge consumers’ willingness to pay 
more. These indicators included willingness to pay 
a premium, willingness to pay a premium without 
any discounts, willingness to pay extra (Tang & 
Lam, 2017), willingness to pay extra to avoid infe-
rior products, and product use (Costa et al., 2021). 
It specifically examined the attitudes of consum-
ers who adopt green lifestyles and, as a result, are 
more willing to spend more on green products. 

This research examines consumers’ attitudes who 
adopting a green lifestyle which, in turn, will en-
courage consumer’ willingness to pay more for 
green products. 

The hypotheses in this research are stated as fol-
lows (Figure 1): 

H1a: Consumers’ attitudes influence purchase 
intention.

H1b: Consumers’ attitudes influence willingness 
to pay more.

H2a: Green lifestyles influence purchase intention.

H2b: Green lifestyles influence willingness to pay 
more.

H3: Purchase intention influences willingness to 
pay more.

H4a: Consumers’ attitudes influence willingness 
to pay more through purchase intention.

H4b: Green lifestyle influence willingness to pay 
more through purchase intention.



113

Innovative Marketing, Volume 20, Issue 3, 2024

http://dx.doi.org/10.21511/im.20(3).2024.09

2. METHODOLOGY

The study employed descriptive and verification 
methods. The study variables were explained 
based on survey data using the descriptive meth-
od. Furthermore, data were collected through 
a questionnaire that consisted of 28 statement 
items regarding consumers’ attitudes, green 
lifestyle, purchase intention, and willingness 
to pay more. Points 1 (“strongly disagree”) to 7 
(“strongly agree”) were applied to each item in 
this study using a Likert scale. The instrumental 
measurement of the Consumer attitude variable 
(Vamvaka et al., 2020) consists of 2 dimensions: 
instrumental (5 items), and experiential (4 items). 
The green lifestyle variable (Pícha & Navrátil, 
2019) consists of 2 dimensions: healthy lifestyle 
(3 items), and ecological lifestyle (4 items). The 
Purchase intention variable (Al Mamun et al., 
2018; Imtiyaz et al., 2022; Prasad et al., 2019) us-
es seven indicators, and the Willingness to pay 
more variable uses five itemsadopted and modi-
fied by several previous researchers (Costa et al., 
2021; Kirmani & Khan, 2018; Pícha & Navrátil, 
2019; Tang & Lam, 2017; Wallace et al., 2022).

The data were obtained through online surveys, 
specifically distributing G-form. Cluster ran-
dom sampling was used, namely sampling based 
on groups/areas carried out at bulk stores in the 
Bandung and Jakarta areas which were the re-
search objects. The sample in the study was 225 
people, namely people who bought green products 
in bulk stores located in Bandung and Jakarta. 

Bandung (6 bulk store outlets covering 96 respon-
dents), and Jakarta (8 bulk store outlets covering 
129 respondents) were chosen due to having the 
highest number of bulk stores, according to da-
ta from Zero Waste Indonesia and observations 
made in the cities. The selected bulk stores met 
the criteria of selling convenience goods using a 
bulk system. 

The hypotheses will be tested using Covariance 
Based Structural Equation Modeling (CB-SEM) 
based on Structure Covariance (LISREL). 

 Characteristics of respondents based on sociode-
mographics, the majority are women at 78.7%, 
the majority were aged between 26-35 years 
(39.1%), and most had a Bachelor’s degree (62.7%). 
Besides, product composition was one of the con-
siderations for respondents when making a pur-
chase (39.6%) and the majority was willing to pay 
more for the product by 10%-25% (39.6%) (see 
Table 1).

Table 1. Respondent profile
Source: Processed questionnaires (2023).

Characteristics Value

Respondents

Frequency Percentage

Gender
Male 48 21.3

Female 177 78.7

Age group

17-25 46 20.4

26-35 88 39.1

36-45 38 16.9

46-55 40 17.8

56-65 13 5.8

Figure 1. Research model

Consumers’ 

attitude

Green lifestyle

Purchase 

intention

Willingness 

to pay more 

H1bH1a

H2a

H3

H2b

Indirect effect

Direct effect

H4a

H4b
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Characteristics Value

Respondents

Frequency Percentage

Education

Senior high 

school
14 6.2

Diploma 18 8.0

Bachelor 141 62.7

Postgraduate 52 23.1

Consideration 
for purchasing 

product

Product 

composition 89 39.6

Price 48 21.3

Packaging 46 20.4

Store 

location 17 7.6

Certification 
mark

16 7.1

Producer 9 4.0

Percentage of 

willingness to pay 

price more

<10% 53 23.6

> 100% 2 0.9

10%-25% 89 39.6

26%-50% 47 20.9

51%-100% 34 15.1

Note: n = 225.

3. RESULTS

Testing the validity and reliability of items (at-
tributes) is carried out using the Confirmatory 
Factor Analysis (CFA) approach. If the loading 
factor value is greater than 0.5, then the indicator 
is declared valid. However, the composite reliabil-
ity value should be considered when there is an in-

dicator with a validity of less than 0.500. An item 
can still be retained for analysis when the compos-
ite reliability value is greater than 0.60, as reliabil-
ity is a necessary condition for validity (Leguina, 
2015). Table 2 explains validity and reliability.

The results of the analysis found a validity coeffi-
cient smaller than 0.500, namely two indicators in 
the instrumental dimension (awareness of prod-
ucts and knowledge of product differences), in the 
healthy lifestyle dimension (regular exercise), and 
two indicators in the ecological lifestyles dimen-
sion (willingness to carry your own shopping bag 
and involvementin the organization). However, 
this indicator was retained from the analysis be-
cause it has a relatively high reliability coefficient, 
namely above 0.700. Apart from that, all indica-
tors are statistically significant with Z-value great-
er than the Z-table (1.96). Especially for indicator 
awareness of green products, there is no Z-test sta-
tistic because this indicator is a fixed reference in-
dicator and does not require validity testing.

Good results were shown by consumer attitudes 
through the results of the validity analysis of the 
two dimensions. Both dimensions have a load-
ing factor or validity coefficient greater than 0.50. 
Likewise, a green lifestyle is validly measured by 
the dimensions of a healthy lifestyle and an eco-
logical lifestyle with validity coefficients of 0.999 
and 0.515, respectively (see Table 3).

Table 1. (cont.) Respondent profile

Table 2. First-order measurement model

Source: Processed questionnaires (2023).

 Variable Dimension Item
Factor 

loading
R2

Composite 

Reliability

(CR)

Consumers’ 

attitude

Instrumental

Awareness of green product 0.440 0.194

0.700

Knowledge of product differences 0.451 0.203

Opinion on green product 0.659 0.434

Opinionon purchasing green products 0.658 0.433

Belief in the use of green product 0.597 0.356

Experiential

Feelings of liking for the product 0.776 0.602

0.777
Feelings of liking for packaging 0.536 0.287

Willingness to make special efforts to purchase green products 0.713 0.508

The feeling of using green products 0.694 0.482

Green 

lifestyle

Healthy 

lifestyles

Eat healthy food 0.729 0.531

0.738Purchase organic and natural products 0.843 0.711

Regular exercise 0.493 0.243

Ecological 

lifestyles

Using recycled products 0.986 0.972

0.795
Willingness to bring own shopping bags 0.454 0.206

Involvement in the organization 0.354 0.125

Concern for the environment 0.903 0.815
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The path diagram shown in Figure 2 can be trans-
lated into two sub-structure models, namely:

• the first model sub-structure:

 

0.694 1 0.221 2,

Purchase Intention

X X= +
 (1)

 
2

1 0.530,R =

• the second model sub-structure: 

   

0.087 1 0.358 2 0.542 ,

Willingness to Pay More

X X Y= + +
 (2)

2
2 0.582.R =

The model of the influence of consumer attitudes 
and green lifestyles on purchase intentions can 

 Variable Dimension Item
Factor 

loading
R2

Composite 

Reliability

(CR)

Purchase 

intention

Desire to buy green products in bulk stores 0.798 0.637

0.933

Desire to spend more on green products in bulk stores than on 

conventional products 0.759 0.576

Planning to buy green products in bulk stores to contribute 

positively to the environment 0.893 0.797

Planning to buy green products in bulk stores by reducing plastic 
consumption for shopping bags 0.762 0.581

Planning to buy green products in bulk stores in small quantities 
as needed

0.660 0.436

Willingness to buy green products in bulk stores 0.938 0.880

Willingness to buy green products in bulk stores because they 

care about the environment
0.884 0.781

Willingness 

to pay more

Willingness to pay more in bulk stores for green products 0.860 0.740

0.900

Even with discounts available, consumers are willing to purchase 

green products in bulk stores
0.825 0.681

Willingness to pay extra for green products in bulk stores 0.748 0.560

Willingness to pay extra for green products in bulk stores to 

avoid cheap products that damage the environment
0.789 0.623

Pay more for green products in bulk stores that have added 

value
0.786 0.618

Table 2 (cont.). First-order measurement model

Figure 2. Study results model

Consumers’ 

attitude

Green lifestyle

Purchase 

intention

Willingness 

to pay more 

Indirect effect Direct effect

0.376

0.694

0.221

0.542

0.358

0.120

Table 3. Second-order measurement model
Variable Dimension Loading Z-value

Consumers’ attitude
Instrumental 0.998

5.596
Experiential 0.999

Green lifestyle
Healthy lifestyle 0.999

5.920
Ecological lifestyle 0.515
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be explained that purchase intentions are influ-
enced by consumer attitudes and green lifestyles 
by 0.530. According to Leguina (2015), the coef-
ficient is included in the moderate category. This 
can be interpreted to mean that the contribution 
of consumer attitudes and green lifestyle variables 
in explaining purchase intentions is 53%, while 
47% involves other variables outside this research 
model, such as brand image, advertising, and 
trust. The model of the influence of consumer at-
titudes, green lifestyles, and purchase intentions 
on willingness to pay more can be explained that 
willingness to pay more is influenced by consumer 
attitudes, green lifestyles, and purchase intentions 
by 0.582. The coefficient is included in the moder-
ate category. This can be interpreted to mean that 
the contribution of the variables consumer atti-
tude, green lifestyle and purchase intention in ex-
plaining the willingness to pay more is 58%, while 
42% involves other variables outside this research 
model, such as consumer perceived risk and sen-
sory appeal.

The next step involves evaluating the structural 
model by testing the research hypotheses, and de-
termining whether they have a significant or insig-
nificant effect. Table 4 presents a comprehensive 
overview of test results.

Hypothesis 1b was specifically confirmed, show-
ing that consumers’ attitudes variable hasno di-
rect influence on willingness to pay more. This al-
so suggested that attitudes and willingness to pay 
more were not necessarily interdependent. 

Table 4. Hypotheses test results

Source: Processed questionnaires (2023).

Hypothesis Parameter
Path 

coefficient Z-value Conclusion

1a X1→Y 0.694 5.223 Significant

1b X1→Z  0.087 0.755
Not 

significant
2a X2→Y 0.221 2.853 Significant
2b X2→Z 0.358 4.337 Significant
3 Y→Z 0.542 3.857 Significant
4a X1→Y→Z 0.376 3.346 Significant
4b X2→Y→Z 0.120 2.402 Significant

Table 4 shows that consumers’ attitudes and green 
lifestyles have a significant impact on purchase in-
tention, confirming the hypotheses H1a and H2a. 
On the other hand, only green lifestyles affected 

willingness to pay more, confirming the hypothesis 
H2b. The analysis showed that consumers’ attitudes 
significantly influenced purchase intention with a 
coefficient of 0.694. Similar results were shown by 
Jaiswal and Kant (2018) concerning green purchas-
ing behavior, Huang and Ge (2019) regarding the de-
velopment of electric vehicles, Woo and Kim (2019) 
regarding green food products, and energy-saving 
household appliances (Waris & Hameed, 2020). 
Changes in consumers’ attitudes did not have an im-
mediate effect on their willingness to pay more (H1b). 
This conclusion was drawn from the Z-value (0.755); 
lower than the Z-table value (1.96). These results 
were supported by Jorge et al. (2020) who showed 
students’ healthy and environmentally friendly at-
titudes did not influence willingness to pay. The 
variable of green lifestyles had a smaller impact of 
0.221. However, the z-value is 2.853, which is higher 
than the Z-table score of 1.96, which proves to have 
a significant impact on purchase intent. This was 
supported by Patak et al. (2021) concerning the in-
fluence of green lifestyles on intention to purchase 
chemical products.

Purchase intention had a significant influence on 
willingness to pay more, with an effect of 0.542. This 
showed that having strong intentions could lead to a 
higher willingness to pay (H3). The statistical signifi-
cance of this relationship was supported by Z-value 
of 3.857, higher than Z-table value of 1.96. Similar re-
sults were reported by Tan and Goh (2018) regarding 
green homes and Farzin et al. (2022) on eco-fashion 
in Iran. 

The Sobel test is used to assess purchase intentions 
in mediating the effect of consumer attitudes on 
willingness to pay more. The analysis showed that 
attitudes affected willingness to pay more through 
purchase intention of 0.376. Despite its low influence, 
consumers’ attitudes had a significant influence 
(H4a). This was evident from Z-value (3.346), higher 
than Z-table value (1.96). The results were supported 
by Al Mamun et al. (2023) that purchase intention 
can mediate the effect of consumer attitudes on will-
ingness to pay premium prices for green skin care 
products. Consumers’ attitudes had a significant ef-
fect on willingness to pay more through purchase 
intention, categorizing purchase intention variable as 
partially mediating. Meanwhile, green lifestyles in-
fluenced willingness to pay more through purchase 
intention by 0.120. Even though the effect is small, 
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purchase intention as a mediator can significantly 
influence a green lifestyle on willingness to pay more 
(H4b). This was evident from Z-value (2.402), higher 
than Z-table value (1.96). Consumers’ attitudes did 
not increase their willingness to pay more for green 
products in bulk stores, necessitating the formula-
tion of a new model, as shown in Figure 2.

4. DISCUSSION

This study investigated factors influencing the will-
ingness of consumers in Indonesia to pay more for 
convenience goods. The results showed that atti-
tudes and green lifestyles significantly influenced 
purchase intention, while attitudes could specifically 
generate the intention to purchase green products in 
bulk stores. Opinions, purchase behavior, and confi-
dence in consuming green products in the long term 
were positively affected by attitudes toward such 
products. Consumers felt proud, prestigious, and 
safe when consuming green products. Huang and 
Ge (2019), and Nekmahmud et al. (2022) reported 
similar results that attitudes influenced purchase in-
tention. Adopting green lifestyles, such as embracing 
healthy and ecological shopping bags could generate 
purchase intention. This was supported by Patak et 
al. (2021) who showed that green lifestyles influenced 
purchase intention.

Consumers’ attitudes did not significantly impact 
this willingness. The inconsistency in attitudes 
showed a gap in the willingness of environmen-
tally conscious consumers to pay more. This was 
supported by Dangelico et al. (2022), that aware-
ness of product existence did not influence willing-
ness to pay more for sustainable clothing products. 
In Indonesia, people often expect the government 
to provide affordable green products. Studies con-
firmed consumers’ attitudes, particularly knowledge 
of green products and incentive policies, played a 
crucial role in encouraging behavior that supported 
willingness to pay more for convenience goods. Bulk 
store owners are recommended to give discounts for 

purchases of a certain nominal amount, and give a 
certain amount of money from recycled waste de-
posited to the bulk store. The government also needs 
to pay special attention to businesses in green prod-
uct category by providing tax discounts, so that these 
businesses can cut costs and ultimately provide more 
competitive prices.

Studies have shown that adopting green lifestyles 
can also impact willingness to pay more for green 
products. This is demonstrated by purchasing organ-
ic and natural products such as processed foods, in 
the form of oatmeal, low calorie rice, vegan and glu-
ten free crackers, various nuts, healthy drinks such 
as herbal medicine, and carrying bags made from re-
cycled products when they shop. However, consider-
ing the long-term benefits obtained from these prod-
ucts, they are willing to pay more for green products 
in bulk stores. Business people, government, and 
environmental communities are recommended to 
be more consistent in providing information about 
healthy lifestyles and invite people to be directly 
involved in the community by having regular ac-
tivities such as doing sports together, planting trees, 
and sorting waste, so that a healthy lifestyle can be 
formed.

The contribution of purchasing intention as an in-
tervening variable showed that attitudes influenced 
willingness to pay more for a product. This indicates 
that the intention to purchase plays a crucial role 
in shaping the willingness to pay higher prices. For 
instance, people may plan to buy green products in 
bulk stores to minimize the use of plastic shopping 
bags, or they may plan to buy such products in small 
quantities as per their needs. Similarly, purchase in-
tention could act as a mediator for green lifestyles to 
influence willingness to pay more for green products. 
In Indonesia, there has been a noticeable trend of 
people bringing personal shopping bags, particularly 
in bulk stores. This study significantly contributed to 
the green product portfolio by taking into consider-
ation purchase intention into consumer buying deci-
sion convenience goods.

CONCLUSION

This study aims to examine consumers’ attitudes toward adopting a green lifestyle, which, in turn, en-
courages consumers to be willing to pay more for green products. The study showed that consumers’ 
attitudes could impact purchase intention but not necessarily affect willingness to pay more. Green life-
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styles had a significant impact on both purchase intention and willingness to pay more. Attitudes and 
green lifestyles played a crucial role in willingness to pay more, but were influenced by purchase inten-
tion. Furthermore, purchase intention had a stronger impact on willingness to pay more than attitudes 
and green lifestyles. This study examines the main factors influencing green product purchase behavior 
in bulk stores, including opinions on green products, use of personal shopping bags, strategic planning 
of bulk purchases, and willingness to pay more for added value. By considering these factors, decision-
makers in the store industry could effectively market green convenience goods.

This study has limitations of selecting samples from two areas in Indonesia and investigating multiple 
product types. Therefore, further research should focus on a broader region in Indonesia and investi-
gate one product type (toiletries goods). Despite these limitations, there were strong elements related to 
convenience products less frequently used in previous studies.

AUTHOR CONTRIBUTIONS

Conceptualization: Ida Farida Oesman, Diana Sari, Arief Helmi, Rita Komaladewi.
Data curation: Ida Farida Oesman.
Formal analysis: Ida Farida Oesman, Diana Sari, Arief Helmi, Rita Komaladewi.
Funding acquisition: Ida Farida Oesman.
Investigation: Ida Farida Oesman.
Methodology: Diana Sari, Arief Helmi, Rita Komaladewi.
Resources: Ida Farida Oesman, Diana Sari, Arief Helmi, Rita Komaladewi.
Software: Ida Farida Oesman.
Supervision: Diana Sari, Arief Helmi, Rita Komaladewi.
Writing – original draft: Ida Farida Oesman.
Writing – review & editing: Diana Sari, Arief Helmi, Rita Komaladewi.

REFERENCES

1. Ajzen, I. (1991). The theory of 
planned behavior. Organizational 
Behavior and Human Deciion. 
Processes, 50, 179-211. https://doi.
org/10.1016/0749-5978(91)90020-T

2. Al Mamun, A., Mohamad, M. R., 
Yaacob, M. R. Bin, & Mohiuddin, 
M. (2018). Intention and behav-
ior towards green consumption 
among low-income households. 
Journal of Environmental Man-
agement, 227, 73-86. https://doi.
org/10.1016/j.jenvman.2018.08.061

3. Al Mamun, A., Naznen, F., Yang, 
Q., Ali, M. H., & Hashim, N. M. H. 
N. (2023). Modelling the sig-
nificance of celebrity endorsement 
and consumer interest on attitude, 
purchase intention, and willing-
ness to pay a premium price for 
green skincare products. Heliyon, 
9(6). https://doi.org/10.1016/j.
heliyon.2023.e16765

4. Alhosseini Almodarresi, S. M., 
Tabataba’i-Nasab, S. M., Bagheri 
Garabollagh, H., & Mohammadi, 
F. (2019). Does citizenship behav-
ior have a role in changing attitude 
toward green products? Interna-
tional Journal of Management Sci-
ence and Engineering Management, 
14(4), 284-292. https://doi.org/10.1
080/17509653.2018.1563874

5. Asshidin, N. H. N., Abidin, N., & 
Borhan, H. B. (2016). Perceived 
Quality and Emotional Value that 
Influence Consumer’s Purchase 
Intention towards American and 
Local Products. Procedia Econom-
ics and Finance, 35, 639-643. 
https://doi.org/10.1016/s2212-
5671(16)00078-2

6. Chekima, B., Syed Khalid Wafa, 
S. A. W., Igau, O. A., Chekima, S., 
& Sondoh, S. L. (2016). Examin-
ing green consumerism moti-
vational drivers: does premium 

price and demographics matter 
to green purchasing? Journal of 
Cleaner Production, 112, 3436-
3450. https://doi.org/10.1016/j.
jclepro.2015.09.102

7. Choi, S., & Feinberg, R. A. (2018). 
The LOHAS lifestyle and mar-
ketplace behavior: Establishing 
valid and reliable measurements. 
Handbook of Engaged Sustain-
ability, 2-2, 1069-1086. https://doi.
org/10.1007/978-3-319-71312-
0_10

8. Chwialkowska, A. (2019). How 
Sustainability Influencers Drive 
Green Lifestyle Adoption on So-
cial Media : the Process of Green 
Lifestyle Adoption Explained 
Through the Lenses of the Minor-
ity Influence Model. Management 
of Sustainable Development, 11(1), 
33-42. Retrieved from https://ms-
djournal.org/wp-content/uploads/
vol11issue1-6.pdf



119

Innovative Marketing, Volume 20, Issue 3, 2024

http://dx.doi.org/10.21511/im.20(3).2024.09

9. Costa, C. S. R., Costa, M. F. da, 
Maciel, R. G., Aguiar, E. C., & 
Wanderley, L. O. (2021). Con-
sumer antecedents towards green 
product purchase intentions. 
Journal of Cleaner Production, 
313. https://doi.org/10.1016/j.
jclepro.2021.127964

10. Dangelico, R. M., Alvino, L., & 
Fraccascia, L. (2022). Investigat-
ing the antecedents of consumer 
behavioral intention for sustain-
able fashion products: Evidence 
from a large survey of Italian 
consumers. Technological Fore-
casting and Social Change, 185. 
https://doi.org/10.1016/j.tech-
fore.2022.122010

11. Dash, G., Kiefer, K., & Paul, J. 
(2021). Marketing-to-Millennials: 
Marketing 4.0, customer satis-
faction and purchase intention. 
Journal of Business Research, 122, 
608-620. https://doi.org/10.1016/j.
jbusres.2020.10.016

12. Farzin, M., Shababi, H., Shirchi 
Sasi, G., Sadeghi, M., & Makvandi, 
R. (2022). The determinants of 
eco-fashion purchase intention 
and willingness to pay. Spanish 
Journal of Marketing – ESIC, 27(3), 
348-366. https://doi.org/10.1108/
SJME-07-2022-0158

13. Gan, C., Wee, H. Y., Ozanne, L., 
& Kao, T.-H. (2008). Consum-
ers ’ purchasing behavior towards 
green products in New Zealand. 
Innovative Marketing, 4(1), 93-102. 
Retrieved from https://www.busi-
nessperspectives.org/images/pdf/
applications/publishing/templates/
article/assets/2107/im_en_2008_1_
Gan.pdf

14. Hasheem, M. J., Wang, S., Ye, 
N., Farooq, M. Z., & Shahid, H. 
M. (2022). Factors influencing 
purchase intention of solar photo-
voltaic technology: An extended 
perspective of technology readi-
ness index and theory of planned 
behaviour. Cleaner and Respon-
sible Consumption, 7. https://doi.
org/10.1016/j.clrc.2022.100079

15. Huang, X., & Ge, J. (2019). Electric 
vehicle development in Beijing: 
An analysis of consumer purchase 
intention. Journal of Cleaner Pro-
duction, 216, 361-372. https://doi.
org/10.1016/j.jclepro.2019.01.231

16. Imtiyaz, H., Soni, P., & Yukongdi, 
V. (2022). Understanding Con-
sumer’s purchase intention and 
consumption of convenience food 
in an emerging economy: Role of 
marketing and commercial de-
terminants. Journal of Agriculture 
and Food Research, 10. https://doi.
org/10.1016/j.jafr.2022.100399

17. Jaiswal, D., & Kant, R. (2018). 
Green purchasing behaviour: 
A conceptual framework and 
empirical investigation of Indian 
consumers. Journal of Retailing 
and Consumer Services, 41, 60-69. 
https://doi.org/10.1016/j.jretcon-
ser.2017.11.008

18. Jorge, E., Lopez-Valeiras, E., & 
Gonzalez-Sanchez, M. B. (2020). 
The role of attitudes and toler-
ance of ambiguity in explain-
ing consumers’ willingness to 
pay for organic wine. Journal of 
Cleaner Production, 257. https://doi.
org/10.1016/j.jclepro.2020.120601

19. Kirmani, M. D., & Khan, M. N. 
(2018). Decoding willingness of In-
dian consumers to pay a premium 
on green products. South Asian 
Journal of Business Studies, 7(1), 
73-90. https://doi.org/10.1108/SA-
JBS-11-2016-0091

20. Kucher, A., Hełdak, M., Kucher, L., 
& Raszka, B. (2019). Factors form-
ing the consumers’ willingness to 
pay a price premium for ecological 
goods in Ukraine. International 
Journal of Environmental Research 
and Public Health, 16(5). https://
doi.org/10.3390/ijerph16050859

21. Leguina, A. (2015). A primer on 
partial least squares structural 
equation modeling (PLS-SEM). 
International Journal of Research & 
Method in Education, 38(2), 220-
221. https://doi.org/10.1080/17437
27x.2015.1005806

22. Mohd Suki, N. (2016). Consumer 
environmental concern and green 
product purchase in Malaysia: 
structural effects of consumption 
values. Journal of Cleaner Produc-
tion, 132, 204-214. https://doi.
org/10.1016/j.jclepro.2015.09.087

23. Moser, A. K. (2015). Thinking 
green, buying green? Drivers of 
pro - Environmental purchasing 
behavior. Journal of Consumer 
Marketing, 32(3), 167-175. https://
doi.org/10.1108/JCM-10-2014-
1179

24. Mothersbaugh, D. L., & Hawkins, 
D. I. (2016). Consumer Behav-
ior Building Marketing Strategy 
(13th ed.). McGraw-Hill Educa-
tion. Retrieved from https://www.
academia.edu/40528855/Consum-
er_Behavior_Building_Market-
ing_Strategy_11e

25. Nekmahmud, M., Naz, F., Ram-
kissoon, H., & Fekete-Farkas, M. 
(2022). Transforming consum-
ers’ intention to purchase green 
products: Role of social media. 
Technological Forecasting and 
Social Change, 185. https://doi.
org/10.1016/j.techfore.2022.122067

26. Ng, M., Law, M., & Zhang, S. 
(2018). Predicting purchase inten-
tion of electric vehicles in Hong 
Kong. Australasian Marketing 
Journal (AMJ), 26(3), 272-280. 
https://doi.org/10.1016/j.aus-
mj.2018.05.015

27. Pacho, F. (2020). What influences 
consumers to purchase organic 
food in developing countries? 
British Food Journal, 122(12), 3695-
3709. https://doi.org/10.1108/BFJ-
01-2020-0075

28. Patak, M., Branska, L., & Pecinova, 
Z. (2021). Consumer intention to 
purchase green consumer chemi-
cals. Sustainability, 13(14). https://
doi.org/10.3390/su13147992

29. Paul, J., Modi, A., & Patel, J. 
(2016). Predicting green product 
consumption using theory of 
planned behavior and reasoned 
action. Journal of Retailing and 
Consumer Services, 29, 123-134. 
https://doi.org/10.1016/j.jretcon-
ser.2015.11.006

30. Pícha, K., & Navrátil, J. (2019). The 
factors of Lifestyle of Health and 
Sustainability influencing pro-
environmental buying behaviour. 
Journal of Cleaner Production, 234, 
233-241. https://doi.org/10.1016/j.
jclepro.2019.06.072

31. Prasad, S., Garg, A., & Prasad, 
S. (2019). Purchase decision of gen-
eration Y in an online environment. 
Marketing Intelligence and Plan-
ning, 37(4), 372-385. https://doi.
org/10.1108/MIP-02-2018-0070

32. Rashid, N. R. N. A. (2009). Aware-
ness of Eco-label in Malaysia’s 
Green Marketing Initiative. 
International Journal of Business 
and Management, 4(8), 132-141. 



120

Innovative Marketing, Volume 20, Issue 3, 2024

http://dx.doi.org/10.21511/im.20(3).2024.09

https://doi.org/10.5539/ijbm.
v4n8p132

33. SIPSN. (2022). CAPAIAN KIN-
ERJA PENGELOLAAN SAMPAH 
[WASTE MANAGEMENT PER-
FORMANCE ACHIEVEMENTS]. 
Retrieved from https://sipsn.
menlhk.go.id/sipsn/

34. Sreen, N., Purbey, S., & Sadaran-
gani, P. (2018). Impact of culture, 
behavior and gender on green 
purchase intention. Journal of Re-
tailing and Consumer Services, 41, 
177-189. https://doi.org/10.1016/j.
jretconser.2017.12.002

35. Tan, W. L., & Goh, Y. N. (2018). 
The role of psychological factors 
in influencing consumer pur-
chase intention towards green 
residential building. Interna-
tional Journal of Housing Markets 
and Analysis, 11(5), 788-807. 
https://doi.org/10.1108/IJH-
MA-11-2017-0097

36. Tang, C. M. F., & Lam, D. (2017). 
The role of extraversion and 
agreeableness traits on Gen Y’s 
attitudes and willingness to 
pay for green hotels. Interna-
tional Journal of Contemporary 
Hospitality Management, 29(1), 
607-623. https://doi.org/10.1108/
IJCHM-02-2016-0048

37. Vamvaka, V., Stoforos, C., Palaskas, 
T., & Botsaris, C. (2020). At-
titude toward entrepreneurship, 
perceived behavioral control, and 
entrepreneurial intention: dimen-
sionality, structural relationships, 

and gender differences. Journal 
of Innovation and Entrepreneur-
ship, 9(1). https://doi.org/10.1186/
s13731-020-0112-0

38. Varshneya, G., Pandey, S. K., & 
Das, G. (2017). Impact of Social 
Influence and Green Consump-
tion Values on Purchase Inten-
tion of Organic Clothing: A 
Study on Collectivist Develop-
ing Economy. Global Business 
Review, 18(2), 478-492. https://doi.
org/10.1177/0972150916668620

39. Verma, V. K., Chandra, B., & 
Kumar, S. (2019). Values and 
ascribed responsibility to predict 
consumers’ attitude and concern 
towards green hotel visit intention. 
Journal of Business Research, 96, 
206-216. https://doi.org/10.1016/j.
jbusres.2018.11.021

40. Wallace, E., Torres, P., Augusto, M., 
& Stefuryn, M. (2022). Do brand 
relationships on social media 
motivate young consumers’ value 
co-creation and willingness to 
pay? The role of brand love. Jour-
nal of Product and Brand Manage-
ment, 31(2), 189-205. https://doi.
org/10.1108/JPBM-06-2020-2937

41. Wang, J., Tao, J., & Chu, M. (2020). 
Behind the label: Chinese con-
sumers’ trust in food certification 
and the effect of perceived quality 
on purchase intention. Food Con-
trol, 108. https://doi.org/10.1016/j.
foodcont.2019.106825

42. Waris, I., & Hameed, I. (2020). 
An empirical study of purchase 

intention of energy-efficient 
home appliances: the influence of 
knowledge of eco-labels and psy-
chographic variables. International 
Journal of Energy Sector Manage-
ment, 14(6), 1297-1314. https://doi.
org/10.1108/IJESM-11-2019-0012

43. Wei, S., Ang, T., & Jancenelle, V. 
E. (2018). Willingness to pay 
more for green products: The 
interplay of consumer charac-
teristics and customer participa-
tion. Journal of Retailing and 
Consumer Services, 45, 230-238. 
https://doi.org/10.1016/j.jretcon-
ser.2018.08.015

44. Woo, E., & Kim, Y. G. (2019). 
Consumer attitudes and buying 
behavior for green food prod-
ucts: From the aspect of green 
perceived value (GPV). British 
Food Journal, 121(2), 320-332. 
https://doi.org/10.1108/BFJ-01-
2018-0027

45. Wu, J.-H., Wu, C.-W., Lee, C.-T., & 
Lee, H.-J. (2015). Green purchase 
intentions: An exploratory study 
of the Taiwanese electric motorcy-
cle market. Journal of Business Re-
search, 68(4), 829-833. https://doi.
org/10.1016/j.jbusres.2014.11.036

46. Yadav, R., & Pathak, G. S. (2017). 
Determinants of Consumers’ 
Green Purchase Behavior in a De-
veloping Nation: Applying and Ex-
tending the Theory of Planned Be-
havior. Ecological Economics, 134, 
114-122. https://doi.org/10.1016/j.
ecolecon.2016.12.019


	“Factors influencing consumers’ willingness to pay more for green convenience goods in Indonesia”
	_Hlk159943034
	_Hlk162077905
	MTBlankEqn
	_Hlk159949786

