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INTRODUCTION

Globalisation have significantly impact of human culture, such as technology that created for
the purpose of making work easily or to educate and entertain. Mass media is one of the impacts of
the technology development (Yusra, 2016) which people can get information from other sources. The
other sources here contains other people from other culture, country or etc that can influence the
locals by their stigma, entertainment till fashion (Seru, 2016). Fashion isn’t the impact of mass media
only, but also a reflection of someone social level (Agustin, 2019). Most of high class people would
spend their wealth for their appearance, such as fashion. This also speak that the wealtier someone,
then it can increase their consumption on apparel (fashion).
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Figure 1. Quarter data of growth in textile industry and ready wear apparel in Indonesia from year
2020 to 2021. Source: Dataindustri.com (2021)

From the graphics above, textile industrial in Indonesia increase significantly by years. The
highest number reached on 2019 year on the first quarter 8,79% which the second of the highest one
from the furniture industrial (bisnis.com, 2019). The industry got decreased of number on 2020 because
of the pandemic. Textile industrial do increase significant on the growth but also the negative effect
which whole of waste from this industry already concern on land and water (O’Donnell, 2022). An
activist once said that waste of textile in East Ancol Beach already reached 80% to 81% from the
waste be founded (Noersativa, 2020). From this statement, we know that waste of textile are more than
waste of plastic. In 2021, BPS (Badan Pusat Statistik Indonesia) also claimed that waste in waters
have reached 46%. For Jakarta, National Geographics (2020) confessed that 8,2% of 57% are contains
textile waste (kompas.com, 2021a), which is a serious concern that should be solve sooner so it won’t
damage the ecosystem more.

Fast fashion is one of the reason that textile waste keep increase (Utami, n.d.). Fast fashion
describes the changes of fashion frequently that contains low quality of apparel that easily be wasted
(kompas.com, 2022). For the purpose of changing this situation, slow fashion is one of solutions that can
be realized. Opposite of fast fashion, slow fashion describes apparel that been produced with high
quality and sustainable (Generali Healthy Living, 2020) which have good impact to the ecosystem. Some of
countries had realized this fashion such as China, India and etc (Ayu, 2020). Indonesia also have local
product that produce sustainable apparel such as heySTARTIC, Osem (kompas.com, 2021b).

Theory planned behavior (TPB) are an element that influence on purchasing of customer
while firm’s purpose are expanding business. Attitude define as like or unlikeable action of an idea,
thing even others’ behaviour. Attitude of social community can increase the green appreal purchasing
if environmental consciousness stay on each individual mind (Kumar et al., 2021). Other factor of TPB is
perceived behavioral control which define as behavior perception control. Less resources or capital of
buying will decrease individual purchase intention even other approve the action (Prakash & Pathak,
2017). Beside of that, subjective norm is other’s influence of an individual behavior by verbal or
internet. The effect can occur from influencer, celebrity, friend, family or etc. Subjective norm also
categorize as a variable that can effect purchase intention of green behavior (Hsu et al., 2017).

Purpose of maintaining sustainable fashion business need the society purchase intention. The
price of green apparel are higher than others apparel that occur willingness to pay will influence the
intention on purchase green apparel. This intention can be convert to green purchase behavior which
society behavior of purchase the sustainable fashion (Kumar et al., 2021) which limited by past
reseachers that only focused on purchase intention that’s why purchase behavior was added in this
research. The objective of this research is to find impact of TPB, environmental consciousness,
willingness to pay on green purchase intention that will be convert to purchase behavior. All of those
variables in use to find which variables that have the most significant impact so the sustainable
entrepreneurs or firms will know which marketing that can help them in increase consumer’s purchase
behaviour on green apparel in case of sustainable fashion to reduce waste of fast fashion.

LITERATURE REVIEW
Theory Planned Behavior

Theory planned behavior that influence purchase intention (Y. Thi et al., 2020) (Ko & Jin, 2017) (Xu
et al., 2019) (Qi, 2021) and behavior (Jain et al., 2017) (Yadav & Pathak, 2016) are define into 3 factors, attitude,
subjective norms and perceived behavioral control. Saleki et al. (2019) once argue that attitude is
individual ability to behave based on their likeable especially in a specific thing (Pacho, 2020). Attitude
was an consumer’s evaluation negatively or positively on purchase green product (M. Thi et al., 2019)
that also claims that attitude was an indicator to measures green purchase intention that also stated by
research by Kautish & Sharma (2019), Salom et al. (2021), Kashi (2019), Kim et al (2020). In
research of Siddique et al. (2021), attitude can influences intention on buying and also purchasing
behavior. Studies by Mishal et al. (2017) and Huang et al. (2013) also stated that. Most studies stated
that attitude has significant influence on purchase intention (Y. Thi et al., 2020) and behavior.
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Subjective norms are perception of society that been accepted directly or indirectly (Qi &
Angelika, 2019). In research of Pacho (2020), subjective norms are define as individual beliefs on
influence others at context of norms that created for purpose enhance better environment and peace (S.
Wang & Wang, 2014). Others also prefer to be done on the recommendation (Saleki et al., 2019) because
pressure of society that being different. This cause others’ influence can effected purchase intention
(Minbashrazgah et al., 2017) and behavior of an individual (Troudi & Bouyoucef, 2020) (Yadav & Pathak, 2016).
This also supported by studies of Mishal et al. (2017).

Last of TPB are perceived behavior control that define as measurement or prediction on
intention or behavioral even the person acted below on their will (Nam et al., 2017). Perceived
behavior control can be restricted of resources (Dangi et al., 2020) and ability to buy (Pacho, 2020).
Green belief can encourage individual on green purchase (Hsu et al., 2017), which also claimed in studies
of Chaudhary & Bisai (2018) and Mishal et al. (2017) that perceived behavior control can influence
purchase intention to behavior.

Willingness To Pay

Amount that been used to purchase was relected on purchase decision (Saleki et al., 2019)
especially on green product that more pricey (Xu et al., 2019). Consumers that unwilling to pay more
would prevent to buy green product (Prakash & Pathak, 2017) especially when the economy condition are
limited (Hsu et al., 2017). In research of Chaudhary (2018), willingness to pay would influences the
purchase behaviour (Moser, 2015) by intention.

Environmental Consciousness

Chaudhary (2018) claimed that green consumption would help on increasing consciousness of
environmental that will be impact on purchasing green (J. Wang et al., 2020) (Arisal & Atalar, 2016). Enhance
the lifestyle of environmental consciousness need to change on daily usage (Kim et al., 2020) which
green product are stillrare and more expensive. Research by Saleki et al. (2019) and Salom et al.
(2021) claimed that environmental consciousness can influences green purchase intention to the
behavior (Mishal et al., 2017). This also supported by research of Chaudhary & Bisai (2018).

Green Purchase Intention and Behavior

Intention defines as motivation on an individual’s act based on their willingness and intensity
that been done. Research by Kumar et al. (2021) once states that intention are an measurement on
performance on behavior and are the best measurement based on socio-psychologic research (Safari et
al., 2018). On behavior self, individual would willing to act and prepared on loss on finance or other
context (Chaudhary & Bisai, 2018) and this would bee, affected if consumer haven’t been prepared (Saleki
et al., 2019). Chaudhary (2018) states that green purchase intention can influence on green purchase
behavior that supported by other factors.

METHOD

This research includes associative research in the form of a causal relationship which aims to
determine the relationship between two or more variables. Causal relationship is a causal relationship,
the independent variable (X) affects the dependent variable (). Interactive or reciprocal relationships
are relationships that influence each other. Determination of the sample in this research using
saturated sampling technique, so that all employees became respondents as many as 42 respondents
and all respondents filled out the questionnaire. Data were analyzed using Partial Least Square (PLS)
analysis.

This research used the causal relationship that determine between two or more variables in
relationship which the independent variable can affects the dependent variable even by intervening
variable. Research were used purposive sampling and likert scale from 1 to 5. Questionnaire were
done online and been shared by google form to Batam citizen. The prospect respondent of this
research are 12 to 42 years old contain every gender that categorize as Y and Z generation. Analysis
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data program on this research are PLS-SEM which also split analysis in two model, outer model and
inner model.

RESULT AND DISCUSSION

This research contains 343 respondents from Y and Z generation. The purpose of set is
because both of the generation tend to purchase as consumptive generation (CNN Indonesia, 2018). BPS
Indonesia (2020) claimed that the Y generation of Indonesia reached 25,87% and the Z generation
reached 27,94% which combine are more than half population of Indonesians. From the research of
MarkPlus Centre for Tourism and Hospitality (Apriadi, 2020), the Z generation used to choose product
or brand that will impact the environment better which can envolve to purchase behavior.

Table 1. Characteristics of Respondents

Gender FREQUENCY PERCENTAGE
Male 123 35,9%
Female 220 64,1%
Age

12-17 years old 48 14%
18-23 years old 106 30,9%
24-29 years old 67 19,5%
30-35 years old 43 12,5%
35-40 years old 44 12,8%
40-45 years old 35 10,2%
Monthly income

> IDR 6.000.000 63 18,4%
0 - IDR 1.000.000 22 6,4%
IDR 1.000.001 - IDR 2.000.000 19 5,5%
IDR 2.000.001 - IDR 3.000.000 19 5,5%
IDR 3.000.000 - IDR 4.000.000 57 16,6%
IDR 4.000.001 - IDR 5.000.000 96 28%
IDR 5.000.001 - IDR 6.000.000 67 19,5%

In table 1 explains that respondents are devided into female and male respondents which
contains 64,1% female respondents and 35,9% of male respondents. Female respondents are higher
because female are tended to purchase more than male (kompas.tv, 2022). Most of respondents’ ages
are between 18 — 23 years old which contains 30,9% that are Z generation. This also reflected from
third the most respondents are ages 12 — 17 years old which claimed that the Z generation are willing
to pay more in consume especially on fashion purchasing kompas.com (2017). Monthly income of
most respondents are IDR 4.000.000 — 5.000.000 namely 96 respondents or 28,8%. The second of the
most respondents are the respondents with monthly income more than IDR 6.000.000 with 18,4%.
The third position are held by IDR 3.000.000 — IDR 4.000.000 with 57 respondents of 16,6%. The
monthly income are categorize enough for daily use in Batam City.

Table 2. Variable Descriptive Test Result

Variable Item N Range Min Max Mean Std. Variance
code Dev

Attitude ATT1 343 3 2 5 4,5 0,587 0,344
ATT2 343 3 2 5 448 0,679 0,461
ATT3 343 3 2 5 469 0562 0,316

456 0,47 0,22

Subjective Norms SN1 343 3 2 5 458 0,61 0,372

SN2 343 3 2 5 457 0,688 0,473
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SN3 343 2 3 5 471 0,521 0,271
4,62 0,49 0,24
Perceived Behavioral PBC1 343 2 3 5 4,65 0,54 0,292
Control
PBC2 343 2 3 5 4,66 0,57 0,325
PBC3 343 2 3 5 472 0,498 0,248
4,68 0,42 0,18
Willingness To Pay WTP1 343 3 2 5 469 0,549 0,302
WTP2 343 2 3 5 4,76 0,492 0,242
WTP3 343 3 2 5 4,83 0,451 0,203
476 0,42 0,18
Environmental EC1 343 2 3 5 4.8 0,445 0,198
Consciousness
EC2 343 2 3 5 4.8 0,421 0,177
EC3 343 2 3 5 4,87 0,363 0,132
4,82 0,31 0,10
Green Purchase GPI1 343 2 3 5 4,71 0,496 0,246
Intention
GPI2 343 2 3 5 472 0,511 0,261
GPI3 343 2 3 5 4,76 0,477 0,228
4,73 0,39 0,15
Green Purchase GPB1 343 3 2 5 4,54 0,585 0,343
Behavior
GPB2 343 4 1 5 4,27 0,719 0,517
GPB3 343 4 1 5 4,33 0,81 0,655

438 0,57 0,32

On table 2, attitude has minimum value of 2 and maximum value of 5 with standard deviation
0,47 and mean 4,56. Subjective norms has minimum value of 2, maximum value of 5, mean reaches
4,62 with standard deviation 0,49. Perceived behavioral control has minimum value of 3, maximum
value of 5, mean reaches 4,68 with standard deviation 0,42. For willingness to pay variable, it has
minimum value of 2, maximum value of 5, mean reaches 4,76 with standard deviation 0,42.
Environmental consciousness control has minimum value of 3, maximum value of 5, mean reaches
4,82 with standard deviation 0,31. As intervening variable, green purchase intention has minimum
value of 3, maximum value of 5, mean reaches 4,73 with standard deviation 0,39. Green purchase
behavior as dependent variable has minimum value of 1, maximum value of 5, mean reaches 4,38
with standard deviation 0,57. From the result of table above, it shows that respondents are willing to
give high scale of score on each variables but likely to be diversity by showing the standard deviation
are quite low. This also show on green purchase behavior has minimum scale of 1 because of less
behavior on green product that been used of respondents.

Data Analysis Result

Measurement Model (Outer Model)

In evaluation of model are needed to measure in context validity and reliability of the model. Outer
model can be evaluated by convergent validity and discriminant validity. The purpose of validity
measurement is accuracy knowledge of variables.
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1. Convergent Validity
Table 3. Outer Loading

Variables Item Code  Loading factor  Description

Attitude ATT1 0,771 Valid
ATT2 0,811 Valid

ATT3 0,709 Valid

Environmental EC1 0,744 Valid
Consciousness EC2 0,781 valid
EC3 0,734 Valid

Green Purchase Behavior GPB1 0,702 Valid
GPB2 0,805 Valid

GPB3 0,873 Valid

Green Purchase Intention GPI1 0,824 Valid
GPI2 0,821 Valid

GPI3 0,7 Valid

Perceived Behavioral PBC1 0,858 Valid
Control PBC2 0,834 Valid
PBC3 0,664 Valid

Subjective Norms SN1 0,8 Valid
SN2 0,852 Valid

SN3 0,739 Valid

Willingness To Pay WTP1 0,872 Valid
WTP2 0,852 Valid

WTP3 0,814 Valid

Research by Ghozali (2021), variable should reached with minimum value of 0,6. At the first
measurement, there was one variable indicator (Attitude 4) not required. Therefore, it’s been deleted.
All above of variables are reached minimum value of 0,6 that categorize as valid.

Table 4. AVE (Average Variance Extracted)

Variable Average Variance Extracted  Description
(AVE)
Attitude 0,585 Valid
Environmental Consciousness 0,567 Valid
Green Purchase Behavior 0,635 Valid
Green Purchase Intention 0,614 Valid
Perceived Behavioral Control 0,624 Valid
Subjective Norms 0,637 Valid
Willingness To Pay 0,717 Valid

Table 4. AVE (Average Variance Extracted)
Besides of outer loading measurement, AVE also used to measure convergent validity. In this
measurement, variables should has minimum value of 0,5. Therefore all of the variable that shown on
table 4 are valid because has minimum value of 0,5.

2. Discriminant Validity
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The discriminant validity can be measure from AVE of each variables are the bigger than
other correlation variable which this can be shows on Fornell Larcker Criterion.

Table 5. Fornell Larcker Criterion

Variable Attitude  Environmental Green Green Perceived Subj  Willingne  Descri
Consciousness Purchase Purchase  Behavioral ectiv ssToPay  ption
Behavior Intention  Control e
Nor
ms
Attitude 0,765 Valid
Environmental 0,492 0,753 Valid
Consciousness
Green Purchase 0,466 0,321 0,797 Valid
Behavior
Green Purchase 0,487 0,505 0,467 0,784 Valid
Intention
Perceived 0,654 0,536 0,465 0,466 0,79 Valid
Behavioral
Control
Subjective Norms 0,587 0,489 0,44 0,436 0,607 0,79 Valid
8
Willingness To 0,444 0,601 0,456 0,411 0,499 0,47 0,846 Valid
Pay 8

From table 5, it shows that each variables on their own variable are greater than other
variables. This means that all variables are valid on discriminant validity measurement.

3. Reliability Measurement

Table 6. Reliability Measurement

Variable Composite Reliability Cronbach’s Alpha Description

Attitude 0,808 0,643 Reliable

Environmental Consciousness 0,797 0,62 Reliable

Green Purchase Behavior 0,838 0,712 Reliable
Green Purchase Intention 0,826 0,685 Reliable
Perceived Behavioral Control 0,831 0,697 Reliable
Subjective Norms 0,84 0,713 Reliable
Willingness To Pay 0,883 0,804 Reliable

In reliability measurement, it shows on menu construct validity and reliability on PLS system.
Parameter of measurement are cornbach’s alpha and composite reliability. Both of them are required
that variables have to reach minimum value of 0,6. Shown on table 6, every variables have required
on realiability measurement because have minimum value of 0,6.

Measurement Model (Inner Model)
Table 7. Variance Inflation Factor (Outer)
Item Code  VIF

ATT1 1,282
ATT2 1,358
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ATT3 1,198
EC1 1,165
EC2 1,287
EC3 1,264
GPB1 1,274
GPB2 1,477
GPB3 1,585
GPI1 1,417
GPI2 1,456
GPI3 1,226
PBC1 1,537
PBC2 1,533
PBC3 1,21
SN1 1,502
SN2 1,678
SN3 1,27

WTP1 1,725

WTP2 1,87

WTP3 1,652

Table 8. Variance Inflation Factor (Inner)

Variable Attitude Environ  Green Green Perceived  Subjective Willingness
mental Purchase Purchase Behavioral Norms To Pay
Conscio  Behavior Intention  Control
usness

Attitude 2,062 1,994

Environmental 1,946 1,838

Consciousness

Green Purchase

Behavior

Green Purchase 1,536

Intention

Perceived Behavioral 2,197 2,183

Control

Subjective Norms 1,876 1,863

Willingness To Pay 1,738 1,732

In measurement inner model, measurement can be used are multicolinear test which shown in
collinearity statistics on PLS system. This measurement usually shown into inner and outer VIF.
Research of Hair,et al (2019) explains that every variable should have value not more than 5. On table
7 and 8, it shown that every variables have required multicolinearity test because every value are

below than 5.
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Path Cofficient Measurement

Figure 2. Structural Model of Research

Path cofficient measurement are used to measure if the model are strong or weak wholely.

There are some parameter such as r square adjusted, effect size, GOF.

Table 9. R Square Adjusted

R Square Adjusted

Sample Mean (M)

Description

Green Purchase Behavior

Moderate

Green Purchase Intention

Moderate

From table 9, the model (figure 2) are shown as moderate because have minimum value of
0,33 (chin, 1998). It shown that green purchase intention can be explained by five independent
variables: TPB, willingness to pay and environmental consciousness valued 0,376. On green purchase
behavior also can be measure from the 5 independent variables and green purchase intention as
intervening variable which valued 0,359. The rest value of green purchase behavior can be measured

from other variables such as moral norm and self efficiency (Saleki et al., 2019).

Table 10. Effect Size Measurement

Variable > Variable

Sample Mean (M)

P Values Description

Attitude -> Green Purchase Behavior 0,024 0,433 Strong
Attitude -> Green Purchase Intention 0,037 0,156 Moderate
Environmental Consciousness -> Green Purchase 0,027 0,212 Moderate
Behavior

Environmental Consciousness -> Green Purchase 0,068 0,115 Weak
Intention

Green Purchase Intention -> Green Purchase Behavior 0,073 0,023 Weak
Perceived Behavioral Control -> Green Purchase 0,019 0,46 Strong
Behavior

Perceived Behavioral Control -> Green Purchase 0,012 0,623 Strong
Intention

Subjective Norms -> Green Purchase Behavior 0,015 0,439 Strong
Subjective Norms -> Green Purchase Intention 0,012 0,613 Strong
Willingness To Pay -> Green Purchase Behavior 0,067 0,146 Weak
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Willingness To Pay -> Green Purchase Intention 0,01 0,764 Strong

Other than r square adjusted, other parameter that can be used are effect size (F Square).
Research by Hair, et al (2019) claims that variable that valued 0,02 categorize as weak, 0,15 as
moderate and 0,35 as strong. On table 10, it shown that variable relationship are variative. P value of
willingness to pay to green purchase intention are the strongest that reached 0,764. The weakest
relationship are held by green purchase intention to green purchase behavior with value 0,023.

Table 11. SRMR Measurement

SRMR Sample Mean (M)
Saturated Model 0,053
Estimated Model 0,053

SRMR are used to measure error of research model. Requirement for this measurement are
below than 0,1. From table 11, both saturated model and estimated model are below than 0,1 so the
model of this research are required SRMR criteria.

The last parameter for model measurement is GoF (Goodness of Fit) which measure the
whole model completely (not one by one). Formula for this GoF is:
GoF =V AVE - R®
GoF =0,626 X 0,367
GoF =v0,229
GoF = 0,479
From the calculation result, GoF valued 0,479 which categorize as strong. Thus the model of
this research are required to be use as an model of research.

Hypothesis Testing
In hypothesis testing, two measurement parameters are p-value to measure significant effect
and sample mean to measure negative or positive effect. P value that least than 0,05 are categorize as
significant influence. There are two effects for this research, indirect effect and direct effect because
contains intervening variable (green purchase intention).
Table 12. Direct Effect

Variable X>Y Sample Mean T Statistics P Values Description
ATT > GPB 0,155 1,851 0,064 Not Significant
ATT -> GPI 0,206 3,06 0,002 Positive Significant
EC > GPB -0,168 2,679 0,009 Negative Significant
EC > GPI 0,273 3,486 0 Positive Significant
GPI -> GPB 0,259 5,004 0 Positive Significant
PBC > GPB 0,137 1,643 0,101 Not Significant
PBC > GPI 0,097 1,159 0,234 Not Significant
SN > GPB 0,118 1,724 0,078 Not Significant
SN > GPI 0,094 1,234 0,219 Not Significant
WTP > GPB 0,255 3,16 0,001 Positive Significant
WTP-> GPI 0,068 0,827 0,405 Not Significant

From table 12, direct effect of hypothesis testing result can be concluded as:

1) Hypothesis 1 attitude on green purchase intention
Attitude has sample mean 0,206 and p-value 0,002 which means attitude has significantly and
positive influence green purchase intention, so H1 is accepted. This hypothesis is supported by
research of Y. Thi et al. (2020), Ko & Jin (2017) and M. Thi et al. (2019).

2) Hypothesis 2 attitude on green purchase behavior
Attitude has sample mean 0,155 and p-value 0,064 which means attitude is insignificantly
influence green purchase behavior, so H2 is rejected. This hypothesis is supported by research of
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3)

4)

5)

6)

7)

8)

9

Temizkan (2022) and Van Tran & Nguyen (2021) but not relevant on research by Jain et al.
(2017).

Hypothesis 3 subjective norms on green purchase intention

Subjective norms has sample mean 0,094 and p-value 0,219 which means subjective norms is
insignificantly influence green purchase intention, so H3 is rejected. This hypothesis is relevant
on research of Y. Thi et al. (2020), Qi (2021) and Chaudhary & Bisai, (2018) but not relevant by
Ko & Jin (2017) and M. Thi et al. (2019).

Hypothesis 4 subjective norms on green purchase behavior

Subjective norms has sample mean 0,118 and p-value 0,078 which means subjective norms is
insignificantly influence green purchase behavior, so H4 is rejected. This hypothesis is relevant
on research of Minbashrazgah et al. (2017) but not relevant with research by Moser (2015).
Hypothesis 5 perceived behavioral control on green purchase intention

Perceived behavioral control has sample mean 0,097 and p-value 0,234 which means perceived
behavioral control is insignificantly influence green purchase intention, so H5 is rejected. This
hypothesis is supported by research of Nam et al. (2017), Taylor et al., (n.d.) and Jain et al. (2017)
but not relevant from research by Maichum et al. (2016) and Hsu et al. (2017).

Hypothesis 6 perceived behavioral control on green purchase behavior

Perceived behavioral control has sample mean 0,137 and p-value 0,101 which means perceived
behavioral control is insignificantly influence green purchase behavior, so H6 is rejected. This
hypothesis is relevant with research of Dilotsotlhe (2021) but not relevant with Jain et al. (2017).
Hypothesis 7 willingness to pay on green purchase intention

Willingness to pay has sample mean 0,068 and p-value 0,405 which means willingness to pay is
insignificantly influence green purchase intention, so H7 is rejected. This hypothesis is supported
by research of Meersseman et al. (2021) but not relevant with Prakash & Pathak (2017).
Hypothesis 8 willingness to pay on green purchase behavior

Willingness to pay has sample mean 0,255 and p-value 0,001 which means willingness to pay is
significantly and positive influence green purchase behavior, so H8 is accepted. This hypothesis is
supported by research of Moser (2015) but not relevant with research of Chaudhary (2018).
Hypothesis 9 environmental consciousness on green purchase intention

Environmental consciousness has sample mean 0,273 and p-value 0 which means environmental
consciousness is significantly and positive influence green purchase intention, so H9 is accepted.
This hypothesis is supported by research by Prakash & Pathak (2017) and Maichum et al. (2017).

10) Hypothesis 10 environmental consciousness on green purchase behavior

Environmental consciousness has sample mean -0,168 and p-value 0,009 which means
environmental consciousness is significantly and negative influence green purchase behavior, so
H10 is accepted. This hypothesis is not relevant with research by Saleki et al. (2019).

11) Hypothesis 11 green purchase intention on green purchase behavior

Green purchase intention has sample mean 0,259 and p-value 0, which means green purchase
intention is significantly and positive influence green purchase behavior, so H11 is accepted. This
hypothesis is supported by research of Safari et al. (2018), Saleki et al. (2019), Siddique et al.
(2021) and Chaudhary & Bisai (2018).

Table 13. Indirect effect

Variable X>Y >Z Sample Mean T Statistics P Values  Description
ATT>GPI>GPB 0053 2,592 0,01 Positive Significant
EC>GPI>GPB 0,071 2,61 0,008 Positive Significant
PBC>GPI>GPB 0,025 1,105 0,26 Not Significant
SN>GPI>GPB 0,024 1,216 0,229 Not Significant
WTP>GPI>GPB 0,017 0,803 0,415 Not Significant
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From table 13, indirect effect of hypothesis testing result can be concluded as:

1) Hypothesis 12 attitude on green purchase behavior by green purchase intention
Attitude has sample mean 0,053 and p-value 0,01 which means attitude has significantly and
positive influence green purchase behavior by green purchase intention, so H12 is accepted. This
hypothesis is supported by research by Saleki et al. (2019) and Troudi & Bouyoucef (2020).

2) Hypothesis 13 subjective norms on green purchase behavior by green purchase intention
Subjective norms has sample mean 0,024 and p-value 0,229 which means subjective norms is
insignificantly influence green purchase behavior by green purchase intention, so H13 is rejected.
This hypothesis is not relevant with research by Saleki et al. (2019).

3) Hypothesis 14 perceived behavioral control on green purchase behavior by green purchase
intention
Perceived behavioral control has sample mean 0,025 and p-value 0,26 which means perceived
behavioral control is insignificantly influence green purchase behavior by green purchase
intention, so H14 is rejected. This hypothesis is supported by research of Jain et al. (2017) but not
relevant with research by Saleki et al (2019).

4) Hypothesis 15 environmental consciousness on green purchase behavior by green purchase
intention
Environmental consciousness has sample mean 0,071 and p-value 0,008 which means
environmental consciousness is significantly and positive influence green purchase behavior by
green purchase intention, so H15 is accepted. This hypothesis is supported by research of Saleki
et al. (2019).

5) Hypothesis 16 willingness to pay on green purchase behavior by green purchase intention
Willingness to pay has sample mean 0,017 and p-value 0,415 which means willingness to pay is
insignificantly influence green purchase behavior by green purchase intention, so H16 is rejected.
This hypothesis is supported by research of Chaudhary (2018).

Discussion
The effect of attitude on green purchase intention and behavior

From the result, attitude do significantly and positively impact on green purchase intention
which state that H1 is accepted and supported by research of Y. Thi et al. (2020), Ko & Jin (2017) and
M. Thi et al. (2019). Attitude are reflect of daily action or behavior of an individual and apparently
apparel is one of the daily usage. This also state that attitude in daily lifestyle can significantly impact
behavior by intention their had, which leads that H12 is accepted and supported by research by Saleki
et al. (2019) and Troudi & Bouyoucef (2020). Attitude is insignificantly impact on behavior because
most of respondents are Z generation that claimed as fashion lover (kompas.com, 2017) especially on
fast fashion and luxury (Amalia, 2022) that can decrease the behavior of purchase green apparel so H2
is rejected which supported by research of Temizkan (2022) and Van Tran & Nguyen (2021) but not
relevant on research by Jain et al. (2017).
The effect of subjective norms on green purchase intention and behavior

From the result, subjective norms is insignificantly impact on green purchase behavior and
intention which claimed that H3 are rejected that relevant on research of Y. Thi et al. (2020), Qi
(2021) and Chaudhary & Bisai, (2018) but not relevant by Ko & Jin (2017) and M. Thi et al. (2019).
H4 also rejected therefore supported by research of Minbashrazgah et al. (2017) but not relevant with
research by Moser (2015). Purchase green apparel contains other factors to support. However, the
dominant of respondents, Z generation have prefer lifestyle of purchase fast fashion more than green
fashion. Therefore others opinion won’t change their own mindset and contains that subjective norms
insignificantly impact on behavior by intention. H13 are rejected which not relevant with research by
Saleki et al. (2019).
The effect of perceived behavioral control on green purchase intention and behavior

From the result, perceived behavioral control is insignificantly impact on both green purchase
behavior and intention which reject H5 that supported by research of Nam et al. (2017), Taylor et al.,
(n.d.) and Jain et al. (2017) but not relevant from research by Maichum et al. (2016) and Hsu et al.
(2017). H6 also been rejected that relevant with research of Dilotsotlhe (2021) but not relevant with
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Jain et al. (2017). This self-trust are dynamic that can be influence by other factor of changes. This
also reflected last statement which Z generation prefer to purchase fast fashion and luxury brand that
can decreased their own self-trust on purchasing green apparel. Therefore, perceived behavioral
control insignificantly impact on behavior by intention. H14 also rejected which supported by
research of Jain et al. (2017) but not relevant with research by Saleki et al (2019).
The effect of willingness to pay on green purchase intention and behavior

From the result, willingness to pay is insignificantly impact on green purchase intention but
significantly and positively impact on behavior which leads H7 is rejected which relevant with
research of Meersseman et al. (2021) but not relevant with Prakash & Pathak (2017) and H8 is
accepted that is supported by research of Moser (2015) but not relevant with research of Chaudhary
(2018). This statement been explained from respondents data which some of them are work with
average wages that leads intention of purchasing are low because the price of green apparel are costly
but data also state that respondents will pay more if their condition are be able to purchase and been
reflected as the most consumptive generation. Statement are made that willingness to pay
insignificantly impact on behavior by intention which leads H16 are rejected which also supported by
research of Chaudhary (2018).
The effect of environmental consciousness on green purchase intention and behavior

From the result, environmental consciousness are significantly and positively impact green
purchase intention which H9 is accepted which supported by research by Prakash & Pathak (2017)
and Maichum et al. (2017). Consciousness of ecosystem and the impact of it can leads individual
intend more on saving the world, one of the actions are sustainable fashion. However, environmental
consciousness is negatively significant impact on green purchase behavior which H10 also accepted
but not relevant with research by Saleki et al. (2019). Dominant of respondents Z generation are the
most usage of smartphone or other technologies than other generations (The Generation Guide, 2015).
This cause this generation prefer to spend times on it. Purchase green apparel won’t be first option for
the Z generation on the green program purpose because this occur others factor such as price, sources
and ability. Therefore, they would use easier way to maintaining the ecosystem sustainability such as
saving usage of waters, light, paper etc. So the more they aware of environment, they will choose
other options to sustain than purchasing green apparel with higher cost. This is also claims that
environmental consciousness are significantly impact behavior by intention that leads fifteenth
hypothesis are accepted. Therefore, individual would purchase green apparel with high intention
because of their awareness of environment. Green purchase intention do significantly impact on green
purchase behavior which leads H11 is accepted.

The effect of green purchase intention on green purchase behavior

From the result, green purchase intention is significantly and positively impact on green
purchase behavior which leads H11 is accepted that supported by research of Safari et al. (2018),
Saleki et al. (2019), Siddique et al. (2021) and Chaudhary & Bisai (2018).. This states that individuals
intention to purchase an green apparel would lead behavior to buy with their own ability from
resources or finance.

CONCLUSION

Therefore, the past research that done by Kumar et al. (2021) only focused on purchase
intention with the objective green apparel. In the case of reduce fast fashion by increase the possibility
growth in sustainable fashion, entrepreneurs or firms are likely to know their consumer’s behavior
than intention which behavior is the action. This research is an report that claims that some variables
that significant on intention can be insignificant on behavior and vice versa.

This research that focus on green purchase intention and behavior are analyze from 343
respondents of Batam Y and Z generation. This research states that attitude positive significantly
impact on green purchase intention and indirect on behavior by intention. On direct effect on

© 2023 ADPEBI Publications. All Rights Reserved. 13



Factors that Influence Green Purchase Behavior....

behavior, attitude has insignificant impact on it. Subjective norms insignificantly impact on green
purchase behavior and intention which means that others opinion won’t change an individual mindset
to purchase and contains that subjective norms insignificantly impact on behavior by intention.
Perceived behavioral control insignificantly impact on both green purchase behavior and intention
because self-trust is dynamic. Therefore, perceived behavioral control also insignificantly impact on
behavior by intention. Willingness to pay has insignificantly impact on green purchase intention but
positive significantly impact on behavior which state that respondents will pay more if their condition
are be able to purchase and been reflected as the most consumptive generation (gen Z). Statement are
made that willingness to pay has insignificantly impact on behavior by intention. Environmental
consciousness is positive significantly impact green purchase intention and negative significantly
impact on green purchase behavior which mean that an individual might have intention to purchase
green apparel but less directly on behavior that can be influence by other factor such as price. This is
also claims that environmental consciousness are significantly impact behavior by intention. The
higher intention of individual, the higher behavior that will be acted. This also claims that intention is
positive significant impact on behavior that shown as result.

Limitations of this research are variables that been used to measure green purchase intention
and behavior, which r adjusted square reached 0,358 and 0,376 that categorized not high. This
research can be used to develop on this topic to other location which can lead different results from
Batam. Other green product than green apparel also can be used to future studies because the Batam
citizens do have awareness of environmental but with low purchase behavior on green apparel.

Propose for the future on this researched are to planning marketing strategic on increasing
people awareness of ecosystem and waste of fast fashion. Firm that produce or sells green apparel can
take marketing communication that educate people of the waste of apparel or take example from
Uniglo, an apparel business that ever contains the process of producing jeans apparel with less
production sources. Therefore, customer would know about the product that sell and the impact for
the environment. Firm also can educate customer about capsule wardrobe that customer have their
own wardrobe with less pieces of apparels but sustainable (Kevina Harmoko, 2022).

Firm also can realize the marketing strategy of promotion by hire celebrity such as Korean
idol that have huge influence (Annur, 2021) to educate or promote its green apparel. Therefore,
supporters of the celebrity might be influence and would purchase the green apparel. Not just the
supporters but others people that watch the promotion would also have knowledge about the
education on waste of fast fashion.
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