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Purpose: This article aims to know to what extent the practice of using social media in Indonesia can influence the attitudes of young people,
who already have digital technology literacy, towards current global issues, especially environmentally friendly products.

Design/Method/Approach: The research design is a quantitative approach using a survey method with a questionnaire to find out the opinions
of respondents. Using structural equation modeling (SEM), the research will test a number of hypotheses developed in this article. A sample
size for this research is 137 respondents.

Findings: According to SEM analysis using AMOS, green product knowledge does not affect attitudes towards green products, but
communication through social media marketing and value consciousness of products are proven to affect consumer attitudes. Furthermore,
attitude is proven to affect intention to purchase green products positively and significantly.

Theoretical Implications: In conclusion, it turns out that product knowledge has no effect on determining consumer attitudes. It shows the need
for other relevant variables in the research model as there is an interesting phenomenon of products that are classified as unique among
young people in developing countries.

Practical Implications: Social media activists and big companies in Indonesia can influence their young followers to care about the environment
and promote affordable green products.

Originality/Value: It includes awareness of the importance of using green products among young people, as well as a research model to
determine buying behavior while purchasing green products.

Research Limitations/Future Research: This research has several limitations. Most importantly, the sample in this study was limited by selecting
a sample of the younger generation in Indonesia. It would be more useful for future studies to use a wider sample of income levels. In
addition, for future empirical research it is more useful to add many independent variables, such as product quality and the country of origin
of the product.

Paper Type: Empirical

The use of social media as part of social interaction activities in society and at the same time as a medium for companies to promote their products
is increasing. This condition opens opportunities for companies engaged in

environmentally friendly products or often called green products to take tBudi Sutedjo Dharma OETOMO,
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the purposes of the survey, a questionnaire was designed using Google Form. The
questionnaire was distributed to 200 students. The results obtained show that
Green Product does not affect Attitude, but Social Media marketing and Value

Consciousness are proven to affect consumer Attitude. Attitude is proven to
affect Purchase Intention.

Keywords: Attitude, Digital Social Media, Green Product, Purchase Intention, Value Consciousness.

Reference to this paper should be made as follows:
Oetomo, B. S. D., & Santoso, S. (2023). The Role of Digital Social Media in the Formation of Attitudes towards Green Products among Information
Literate Youth. European Journal of Management Issues, 31(3), 188-194. doi:10.15421/192316.

OO


https://orcid.org/0000-0002-1629-6198

ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. 2023. Vol. 31(3)

Posb undpposux couianbHUx

mMmeaia y popmyBaHHi

CTaB/IEHHA A0 €KO/0ri4YHO

YMCTUX NPOAYKTIB cepegs,

iHpopmauiiiHO rpaMmoTHOT Bydi Cymedxwo Axapma OETOMO?,
monoai Cinzzix CAHTOCO?

t XpucmusHcokuli yHisepcumem fAyma BaxkaHd, IHOoHesis

Meta pobotu: Lia cTaTTA Mae Ha mMeTi 3'ACyBaTH, AKOIO MIPOIO0 MPaKTUKa BUKOPUCTAHHA COLjia/IbHUX Mepex B IHAOHe3il MoXe BM/IMHYTU Ha
CTaB/IeHHA MO/IOAMX /I0AEN, AKi BXKe BO/0A4i0Tb LLUPPOBOIO TEXHO/IOMYHOI FPaMOTHICTIO, 40 aKTya/IbHUX r/106a/1bHUX Npo6/iem, 0co61MBO
A0 €KO/I0THHO YUCTUX MPOAYKTIB..

Aun3aitH | MeTog, [ Nigxia gocaigkeHHs: An3aiiH 40CiAKEHHS - Lie KiZIbKICHUI NiAXig 3 BAKOPUCTaHHAM MeTOAY ONUTYBaHHSA 3a 40NOMOrO aHKeTU
417 3'ACYBaHHA 4YMOK PeCrnoHAEeHTIB. BUKOPUCTOBYIOUM MOAE/I0BaHHA CTPYKTYPHMX piBHAHB (SEM), 40C/iAKEeHHA nepeBipuTb HM3KY rinoTes,
po3pob/ieHnx y Uit cTaTTi. PO3Mip BUBIPKM A4/1A LbOro A0C/iAKEHHA CTAaHOBUTL 137 PECTNOHAEHTIB.

Pe3sy/bTaTh oC/iAXKeHHA: 3rigHo 3 SEM-aHanizom 3 BUKopucTaHHAM AMOS, 3HaHHA NPO eKO/10MYHO YMCTi MPOAYKTU HE BM/IMBAOTb HA CTaB/I€HHA
A0 €KO/IOTYHO YNCTUX MPOAYKTIB, a/1€ A0BEAEHO, L0 KOMYHIKaLiA Yepes couia/ibHi Mmepesxi Ta yCBiAOMNEHHA LiHHOCTI NPOAYKTIB BMN/IMBAOTh
Ha CTaB/IEHHA CMOXMBaYiB 40 HUX. KpiM TOro, A0BEAEHO, L0 CTaB/NEHHSA MO3UTMBHO | CYTTEBO BMN/IMBAE HA HAMIP KYMyBaTH «3€/1€Hi» NPOAYKTU.

TeopeTu4Ha LiHHICTb AOC/AIAKEHHA: Y MigCYMKY, BUABAAETBLCA, LLIO 3HAHHA NPO NPOAYKT He BI/IMBAE Ha BU3HA4YeHHA CTaB/I€HHA CrioxumBadis. Lle
CBiAYUTb MPO HEOOXiAHICTb BK/IOYEHHA {HLUMX PENeBaHTHUX 3MIHHUX Y AOC/IAHULBKY MOAE/b, OCKi/NbKM cepes MO/o4i B KpaiHax, Lo
PO3BMBaOTHCA, iCHYE LIiKaBUiA peHOMEH NPOAYKTIB, AKi KNaCMPIKYIOTbCA AK YHIKa/bHI.

MpaKTH4yHa LiHHICTb 4O0C/iAMXKEHHA: AKTUBICTM COLia/IbHUX MEpeXK Ta Be/IMKi KoMNaHii B IHA0HEe3Ii MOXKYTb BM/IMBATU HAa CBOIX MO/IOAMX MigNMUCHUKIB,
w06 BOHM 4621 NPO HABKO/IMLLHE CepeoBMULLLE Ta MPOCYBa/IM AOCTYIHI 3€/1eHi NPOAYKTH.

OpwuriHanbHicTb [ LiiHHICTb AOCAiAXKEHHA: [0C/iAKEHHA BK/HOYAE YCBiAOM/IEHHA BaXK/IMBOCTI BUKOPUCTAHHA 3€/1€HUX NPOAYKTIB cepes Moo, a
TaKOX A0CNIAHNLbBKY MOAE/b ANA BUSHAYEHHA KyMiBe/1bHOI MOBEAIHKM NPU KyMiB/i 3€/1€6HUX NPOAYKTIB.

Ob6merkeHHA gocnigKeHHs [ MaitbyTHI gocigkeHHs: Lie f0CigKeHHA Ma€ Ki/lbka obmexkeHb. HaiirososHilue, BUGipKa B LibOMY A0C/iAeHHi 6yaa
obmexeHa BUBOPOM MO/1040r0 NMOKO/IHHA B IHAOHESI!. /15 MalbyTHIX A0C/igKeHb 6y/10 6 KOPUCHILLE BUKOPUCTOBYBATH LUMPLLY BUOIPKY 3a
piBHeM goxogy. Kpim Toro, g4n18 maiibyTHiX emnipuiHmx gocigseHb 6yn10 6 KOPUCHO gogaTV HBaraTo He3a/IeXKHMX 3MIHHMX, TaKUX AK AKICTb
nNpoAYyKLii Ta KpaiHa NOXOAXEHHA MPOAYKTY.

Tun cTaTTi: EMRipuuHmii

BukopucmaHHs couiasnbHUX medid SK YaCMUHU couiasbHOT 83deEmoQii 8 cychiibecmai i B0OHOUAC K 3aCO6Y NPOCYBAHHA KOMNAHIAMU CBO€ET NPOOYKUT
3pocmae. Leli cmaH 8i0kpusae moxmciugocmi 015 KomnaHil, sKi 3alimaromecs 8UPOBHUULMBOM €KO0/102{Y4HO Yucmux nNpodykmie abo yacmo
Hasusaroms ix ""3eseHumu npodykmamu', ckopucmamucs nepesazamu couianbHUXx media 0418 nowupeHHs c8o€ei npodykuii ceped cnoxcusadis. Lie
00C/1i0MEHHA MAE Ha Memi nepesipumu, Yu 8n/aUBd€E PO3YMIHHA eK0/102iYHOCMI NPOOYKUT, KOMyHiKauis Yepes eeKMPOHHI couianbHi mepexi ma
ycg8i0oM/IeHHA UiHHOCMI npu Kyniesi mosapy Ha nosediHKy cnoxcusayie w000 Kynis/i ekon02i4HO OpiEHMOBAHOT NPOOYKUil. /15 nposedeHHs
onumysaHHs 6y/210 po3pob1eHo aHkemy 3a 0onomozoto Google Form. OnumyeanbHUK 6y/10 po3n08CtoOdMEHO ceped 200 cmydeHmis. Ompumani
pesy/bmamu nokasyroms, wo «3e/aeHuli» npodykm He enausde Ha Cmas/ieHHs, dne 008e0eHO, WO MAPKeMUHz y COUid/IbHUX Mepexdx ma
Csidomicmb yiHHocmell eniusarome Ha Cmas/ieHHa cnoxcusayis. JosedeHo, Wo cmdas/IeHHS 8N/UBJE HA HAMIP NOKYNKU.

Katouosi cn10ea: ctaBneHHs, LndpoBi colliasbHi Megia, @K0N0rYHO YUCTUI NPOAYKT, HAaMIp MOKYTKM, LiiHHiCHa CBigOMICTb.
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1. Introduction

activities in the community and at the same time as a medium for

companies to promote their products is increasing. In 2019, social

media users in Indonesia are estimated to have reached 150
million or 56% of the total population. The number is up 20% from the
previous survey. Meanwhile, mobile social media users (gadgets)
reached 130 million or about 48% of the population.

<C>urrently, the use of social media as part of social interaction

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

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

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

2. Theoretical Background

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

2.1. Social Media Communication

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

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

2.2. Product Knowledge

of information about a product category and product-related

matters stored in the memory of a consumer, concerning

expertise and familiarity with products (Nurhayati & Hendar,
2020). Product knowledge is one of the important factors that can
influence consumer attitudes to engage in purchasing behavior for
pro-environmental products or green products (Lin et al., 2018).

:: roduct knowledge in this case can be interpreted as the amount

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

2.3. Value Consciousness

subject to some quality constraints” (Ailawadi et al., 2001).

Value-conscious customers tend to pay attention to low prices

and good product quality. They also tend to be accustomed to
using social media platforms to save money by allowing customers
to get the lowest prices, identify the right product to meet their
needs and compare with the price and performance of other brands
(Ismail, 2017). Therefore, acquiring goods at lower prices is relatively
important than good product quality or good brand image in many
consumers' purchasing decisions.

: alue awareness is defined as “attention to pay a low price,

2.4. Attitude

ttitude is an overall evaluation of a person's behavior, and in this
<A>sense, it can be interpreted as an evaluation of a green product

in the context of predicting the purchase of the product.

Previous research has shown that attitude is an important
variable of the purchase intention variable (Han, Kim, & Lee, 2018) and
the more positive consumers' attitudes towards environmentally
friendly products are, the stronger their intention to buy these
products is. This finding is in line with the previous research which
states that attitudes towards environmentally friendly products have a
positive effect on intention to buy these products (Gocer & Oflac, 2017).

2.5. Purchase Intention

interpreted as a consumer's tendency to act before the buying

decision is actually implemented. Purchase intention is basically

a consumer's tendency to buy a green product with a certain
brand or take action related to a purchase which is measured by the
level of probability that consumers make a purchase.

:: urchase intention is part of consumption behavior and can be

3. Research Question

his study aims to examine whether understanding of green
products, communication through electronic social media and
price awareness when buying a product will affect consumer
behavior to buy environmentally oriented products.
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From the explanation above, the proposed research modelis on Fig.1.

Product
Knowledge
H1
H4
H2
Social Attitude Purchase
Media | towards | Intention
Value
Consciousness|
H3

Figure 1: Research Framework
Source: Research Results, 2023
The following hypotheses:

H1 - Product Knowledge influences Attitude towards Green
Product

H2 - Social Media Communication influences Attitude towards
Green Product

H3 - Value Consciousness influences Attitude towards Green
Product

H4 - Attitude towards Green Product influences Purchase
Intention

4. Data and Methods

4.1. Research Design and Process

he research design is a survey using a questionnaire, with the
<r[>research process as follows:

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

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

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

d. Conducted validity and reliability tests; After passing the two
tests, questionnaires were distributed to 137 students using
purposive sampling method.

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

f.  Data processing for the structural model above using AMOS
software to determine the feasibility of the model and test
hypotheses was performed.

The research location was carried out in the Special Region of
Yogyakarta. The research time was from March 2022 till October
2022.

4.2. Data Analysis Method

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

and the assessment of the validity of the structural model is carried
out.

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

For Chi-Square (x2) criteria, a low 2 number and a probability level
above 0.05 indicates that there is no difference between the observed
data and the estimated data. However, the magnitude of the number
2is sensitive to the number of samples; if the sample exceeds 200, the
number 2 tends to increase. In addition, the number 2 is also sensitive
to deviations from the assumption of normality of the data. To
minimize the impact of the number of samples, a criterion for the ratio
of 2 to degrees of freedom (df) was developed; the ratio of 2/df for a
good model is between 2:1to 3:1(Hooper et al., 2008).

Table 1: Goodness of Fit Criteria

Criteria Value

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

GFI (Goodness of fit index) >0,9
AGFI (Adjusted Goodness of fit index) >0,9
CMIN / df 2-5

Sources: Hair et al. (2014)
5. Results and Discussion

5.1. Respondent Profile Analysis

<P>rom 137 respondent, here are their profiles (Tab. 2, Tab. 3).

Table 2: Student Respondent Profile

Variables Percent
Gender
Male 53.3
Female 46.7
Ages
Up to 18 Years Old 13.0
>18 Years Old - 19 Years Old 25.5
>19 Years Old - 20 Years Old 25.5
>20 Years Old - 21 Years Old 16.3
>21Years Old 19.6
Money Spending
< US$ 66.67 [ month 50.0
> US$ 66.67 [ month - US$ 100 / month 30.4
> US$ 100 [ month - US$ 133.3 / month 9.8
> US$ 133.3/ month 9.8
Region in Indonesia
Jawa 55.7
Klimantan 13.0
Sulawesi 8.6
NTT/NTB 9.2
Others 4.0
Department
Information System 4841
Information Technology 7.0
Management 25.9
Product Design 7.0
Others 2.0

Source: Research Results, 2023
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Table 3: Social Media Profile

Variables Percent
Usage
< 1hour per day 3.3
< 1hour per day to 3 hour per day 36.6
>3 hour per day 60.1
Social Media Platform
Instagram 91.4
Facebook 23.8
WhatsApp 95.7
Twitter 24.3
Youtube 74.6
Others 1.1
Line 2.7
Telegram 2.7
Social Media Activities
Watching Friends and Relatives Activities 78.8
Watching Favorite Selebgram 51.6
Brand Promotin and Activities 53.8
Exploring New Things (News, Brand etc.) 46.7
Others 13

Source: Research Results, 2023

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

Most respondents access more than 3 hours per day for activities
in social media. And it can be seen that the most frequently used
social media platforms are Instagram, WA and Youtube (above
70%); while Tik Tok, although around 50% is used, but seeing its
popularity, this platform in the future will be more popular with
millennials. It is also seen that seeing the activities of friends and
family is the thing most respondents do. This shows that
respondents still use social media for social activities with their
closest people. Then getting to know new people and also
following favorite celebgram activities are two types of activities
that are also popular among respondents.

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

5.2. Model Test Results

sing AMOS software, the research model (Fig. 1) is described
as Fig. 2.

The results of CMIN/DF are less than 5, and RMSEA is less than
0.1, so the data can be said to have fit (according to) the existing
theoretical model. Likewise, the GFI and AGFI figures are already
above 0.9, so the model can be analyzed further (Tab. 4).

Hypothesis testing results are in Tab. 5.
From the Tab. 5 it can be seen:

a. Green Product does not affect Attitude (because the number
of Prob/probability > 0.05);

b. Social Media affects Attitude (because the number of
Prob/probability < 0.05);

c.  Value Consciousness
Prob/probability < 0.05);

d. Attitude affects Purchase Intention (because the number of
Prob/probability < 0.05).

affects  Attitude  (because

OO
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Figure 2: The research model using AMOS

Source: Research Results, 2023

Table 4: Goodness of Fit results:

Criteria Value
RMSEA (root mean square error of 0.042
approximation)
GFI (Goodness of fit index) 0.934
AGFI (Adjusted Goodness of fit index) 0.902
CMIN / df 1.321

Source: Research Results, 2023
Table 5: Hypothesis Testing Results
Estimate S.E Prob,

Green Product --> Attitude -0.227 0.193 0.239
Social Media --> Attitude 0.471 0.228 0.039
VaIEJe Consiouness > 0.340 0.158 0.031
Attitude
Attitu<.tle -> Purchase 0.844 0.101 0.000
Intention

Source: Research Results, 2023

Policies regarding green products or whether the company used
green products or not did not affect consumer attitudes towards a
product or brand because, like most other Asian countries,
Indonesian people actually do not care about environmental
issues, including the use of green products for a sustainable
environment. Indonesians consider their land fertile and
sustainable. For them money-making jobs and productivity are
much more urgent, even though the environment is becoming
polluted. However, the social media that exists and is owned by a
consumer, or he is part of a social media community, as well as the
consumer's concern for the price of a product or brand, will
significantly affect his attitude. Also, in shopping, most consumers
in Indonesia are very value-conscious, because their average
opinion is still low, so cheap goods are favorites during shopping
activities and their attitude is positive towards cheap goods even
though the quality is not good and the manufacture may have
damaged the environment. Then the consumer's attitude towards
an item will affect the purchase intention of the item.

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

The research by Khaleeli, Oswal, and Sleem (2021) in the United Arab
Emirates shows that buying interest in green products is not
related to the price of these products, because continuous
education on environmental awareness will encourage consumers
to buy green products. Similarly, the research by Zheng, Akter,
Siddik, & Masukujjaman (2021) in Bangladesh on the intention to buy
organic products which are also perceived as green products, it
was found that the price conscientiousness variable was
significantly related to the purchase intention of the product, and
the regression coefficient was negative; this is the same as the
research findings by (Sun & Wang, 2020) in China which stated that
there was a significant but negative relationship between price
consciousness and purchase intention. Saleki, Quoquab, &
Mohammad (2019) in Malaysia also concludes that the price
consciousness variable moderates the relationship between
buying interest and actual buying behavior. This slightly different
result proves that if the price of the product is high, consumers
tend not to buy a product, even though the product is
environmentally friendly. This shows that purchasing green
products cannot stand alone, but must be accompanied by other
factors, such as continuous learning and education for consumers.
Also naturally, consumers who are not sensitive to the influence of
prices will easily realize their buying intentions compared to
consumers who are more sensitive to the price of a product.

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

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

6. Conclusion

ased on the respondent's profile, it can be seen that the
majority of respondents are male, aged 16 — 20 years, the
monthly allowance is low to medium (< US$ 66.7 /month and >

US$ 66.7 /month — US$ 100 / month), most of them come from
Java and the respondents study in the Information Systems and
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Management study program. Also, the respondents access more
than 3 hours per day for activities in social media, with the most
frequently used social media such as Instagram, WA and Youtube
(above 70%); while Tik Tok, although around 50% is used, but seeing
its popularity, this platform in the future will be more popular with
millennials.

Based on SEM analysis using AMOS, it can be concluded that Green
Product does not affect Attitude, but Social Media marketing and
Value Consciousness are proven to affect consumer Attitude. And
Attitude is proven to affect Purchase Intention to green products.
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