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Abstract 

This research aims to see the influence of environmental awareness and quality 

benefits consumers feel on willingness to pay more. Data from 228 respondents 

was collected through an online survey to fill out a structured questionnaire. The 

PLS-SEM approach was used in data analysis. The results of the study show that 

both environmental awareness and perceived quality-benefit have a significant 

positive influence on consumers' willingness to pay more for green products. The 

policy implication that can be recommended is to normalize premium prices for 

pro-environmental products by optimizing marketing communications. 

Keywords: pro-environmental product, environmental concern, perceived quality 

benefit, willingness to pay more 

 

1. Introduction 

1.1. Background 

In the current situation, our planet is facing environmental challenges resulting in 
ecosystem damage, which in turn influences climate change and global warming (Luthfi 
& Hartono, 2022). The Intergovernmental Panel Climate Change states that with a global 
temperature increase of 1.1 degrees C (2 degrees F), currently, changes in the climate 
system appear very significant compared to the thousands of climate changes occurring 
in every region of the world from rising sea levels to more extreme weather events. 
(Calvin et al., 2023). This global climate change causes fundamental environmental 
damage due to excessive human exploitation and is not balanced with environmental 
maintenance (Indriyani et al., 2021). Consumers are becoming aware of climate change 
and environmental damage because the environment has been damaged (Yohana & 
Suasana, 2020). Actions that arise from this awareness are that consumers begin to avoid 
using environmentally unfriendly products that can pollute the environment (Adelia & 
Tunjungsari, 2023). 

This environmental concern is carried out by inviting people to implement it as part 
of a lifestyle responsible for the long-term sustainability of the earth's life (Br. Bangun & 
Mahuli, 2022). Currently, customer mindfulness of utilizing naturally neighborly items 
is expanding. Ecologically inviting items incorporate wrapped-up items, prepared items, 
and crude materials that don't pose a hazard to people, the planet, or the encompassing 
environment (Atmando, 2021). Furthermore, environmental awareness and knowledge 
about environmentally friendly product attributes, such as including eco-labels on 
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products, are the main factors shaping consumers' positive attitudes (Lestari et al., 2020). 
However, research by Nitzko et al. (Nitzko et al., 2024) shows that market segmentation 
for consumers' willingness to buy environmentally friendly products still tends to be in 
the upper middle market segment. Based on this, education is needed regarding the 
introduction of the use of environmentally friendly products so that trust in 
environmentally friendly products can be redeemed by all segments (Lestari et al., 2020; 
Relawati et al., 2023). Increasing consumer awareness of environmental issues is one way 
to ensure that consumers are willing to pay more for environmentally friendly products. 

One of the studies regarding environmental awareness and perceptions of quality 
influencing consumer tendencies in Indonesia was carried out by Hermono (Hernomo, 
2021), shows that environmental awareness has a significant impact on the intention to 
purchase environmentally friendly products. On the other hand, consumers prefer 
products with environmentally friendly packaging to products without packaging (De 
Canio, 2023). Furthermore, purchasing decisions for environmentally friendly products 
are also positively influenced by environmental awareness, advertising, and attitudes 
(Alhally, 2020; Hasanah et al., 2023; Kussudyarsana & Devi, 2020). While ensuring the 
environmental sustainability of eco-friendly products remains critical, additional 
research is necessary to uncover the factors that impact consumer purchasing 
behavior toward such products in developing nations, particularly Indonesia (Aisyah & 
Cahyasita, 2023). The importance of conducting consumer behavior research that 
examines the influence of environmental awareness, knowledge, and perceived quality 
benefits on consumers' willingness to purchase environmentally friendly products has 
practical implications for marketers who promote ecologically conscious products. 

1.2. Literature Review 

Many researchers have conducted studies on consumer behavior in purchasing 

green products. (Moser, 2016) studies tried to analyze consumer purchasing decisions for 

environmentally friendly products and the main factors that influence these decisions. 

Concern for the environment, norms, and willingness to pay are proven to act as strong 

predictors in influencing self-reported purchasing behavior. This is in line with (Yadav 

& Pathak, 2016) which stated the role of concern for the environment as the most 

significant predictor of intention to purchase environmentally friendly products. Apart 

from that, (Joshi & Rahman, 2015) added factors that are obstacles and causes of 

inconsistencies in consumer purchasing behavior. The inhibiting factors in question 

include high prices, low availability, and lack of consumer trust in green products. 

However, the results of the study state that this behavior is often not reflected in actual 

purchasing decision behavior. Therefore, this research highlights a gap between stated 

and actual behavior. Previously, environmental awareness and knowledge have been 

used in many studies, as described in (Choi & Johnson, 2019) in explaining motivation in 

generating consumer intention to buy environmentally friendly products. Aside from 

motivation related to the environment, researchers also use hedonic motivation in their 

models. Hedonic motivation itself includes the variables adventurous spirit and novelty 

seeking. 
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Previous purchasing experience is said to be one factor in influencing consumers' 

intention to purchase environmentally friendly products. However, (Costa et al., 2021) 

actually show the absence of influence from consumer purchasing experiences on 

consumers' environmental attitudes and awareness. On the other hand, the validated 

green attitude variable plays a significant positive role as an antecedent to the intention 

to purchase green products. This is in line with the research results of (Nekmahmud et 

al., 2022a) which validate the influence of factors in the theory of planned behavior 

(subjective norm, attitude, and perceived control behavior) as strong determinants of 

intention. Shehawy et al and Khan (2024) further stated the important role of 

environmental awareness factors as moderators of the relationship between attitude and 

intention to purchase green products. Not only concern for the environment, awareness 

of social and political conditions, along with perceived value, is positively correlated with 

attitudes towards purchasing environmentally friendly clothing products. In their study 

regarding purchasing sustainable clothing, (Pandey & Yadav, 2023) define consumer 

perceived value as a consumer's evaluation of a product or service, which will later 

determine their attitudes and purchasing behavior. 

The various factors included in the model as predictors of consumer behavior 

towards green goods will essentially be used as considerations in marketing these 

products. In marketing, the more familiar consumers are with a product, the higher the 

level of success of the marketing process itself in attracting consumer interest. This is 

proven in the results of a study from (Wu et al., 2024) which found that the knowledge 

of marketing actors regarding the environment showed a positive moderating influence 

on consumer familiarity with green products. The higher the level of familiarity, the 

higher the green perceived value consumers will have. At the same time, consumers with 

these characteristics will show a greater willingness to purchase green products. On the 

other hand, (Maniatis, 2016) highly recommends marketers and policymakers not only 

focus on environmental benefits and not the personal benefits of consumers. Additional 

considerations can be seen from the economic benefits obtained by consumers of 

environmentally friendly products. The combination of economic and environmental 

benefits can demonstrate consumer commitment. It is believed that consumers will form 

a commitment if the economic and environmental benefits are complementary and not 

contradictory. Furthermore, (Nekmahmud et al., 2022a) found a model that aims to 

narrow the gap between intentions and purchasing behavior for environmentally 

friendly products, one of which is by supporting the marketing process through the use 

of social media. 

If we look at consumer personality which is related to behavioral orientation in 

purchasing sustainable products, consumers can be divided into two types, namely 

pessimistic and optimistic consumers. (Sadiq et al., 2021) previously confirmed the 

existence of a gap between the two types of consumers. The gap itself can be bridged by 

environmental knowledge and monetary incentives. With the moderating factor of these 
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two factors, consumers with a pessimistic orientation will change to become optimistic. 

Another opinion was expressed by (Huber et al., 2017) regarding the significance of 

providing incentives in sustainable behavior. The research results confirmed that 

incentives have a positive effect on sustainable behavior. 

2. Research Methods 

Data from 228 participants used in this study came from various backgrounds of 

age, economic status, education, place of residence and various views regarding 

sustainable products. It is hoped that the diversity of respondents' socio-economic 

characteristics can provide insight into consumers' views on sustainable products. The 

sustainable products referred to in this paper refer to organic food products, cutlery, 

packaging, skincare, detergent, baby diapers and eco-friendly sanitary napkins. Data was 

collected from March to April 2023 with questionnaires distributed online. Participants 

who decide to fill out the questionnaire will be guaranteed to maintain the confidentiality 

of their data. To make it easier to fill out, information has been provided in the 

questionnaire explaining the definition of sustainable products and product examples 

before respondents fill out the questions. Responses from participants were measured on 

a 1 to 5 Likert scale (strongly disagree) to (strongly agree). 

The data collection method applied was snowball sampling. Meanwhile, for 

analysis, the method used is PLS-SEM via the Smart PLS 3 application. The data analysis 

process goes through two main stages, namely measurement models and structural 

equation models. The first stage will determine the outer and inner model analysis. In the 

outer model, outer loading, construct reliability and validity, and discriminant validity 

were tested (Hair et al., 2021a). The value of the outer loading will represent how the 

indicators of a variable are correlated with the latent variable. Apart from outer loading, 

the Composite Reliability (CR) value will indicate the reliability of the data used 

(Nekmahmud et al., 2022b). Meanwhile, Average Variance Extracted (AVE) is useful as 

a convergent validity parameter to ensure that the constructs in the model are consistent 

and can be reliably measured by the indicators attached to each construct (Shehawy & 

Ali Khan, 2024). Before entering the structural equation model stage, it is necessary to 

look at the Heteroit-monotrait ratio (HTMT) and Fornell-Lecker criterion values used to 

ensure that the model used has passed the discriminant validity test. 

Figure 1. Framework of study 
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At the inner model analysis stage, the influence of exogenous variables on latent 

endogenous variables is tested. The model used in the inner model analysis can be seen 

in Figure 1. The relationship between external and endogenous latent variables can be 

seen from direct and indirect relationships. The hypothesis used in the model will look 

at: H1: The influence of Environmental Concern (EC) on Willingness to pay more 

(WTPM) and H2: The influence of Perceived Quality Benefit (PQB) on Willingness to pay 

more (WTPM). The reason behind the use of environmental awareness refers to the 

concept that consumers who have better environmental knowledge and awareness are 

believed to show a higher probability of implementing green purchase behavior. In 

addition, consumers with these characteristics will be more motivated to show a more 

positive attitude towards consuming sustainable products (Shehawy & Ali Khan, 2024). 

Quality is the dominant factor consumers will consider to increase consumer interest in 

buying a product. Therefore, their research, (Suhaily et al., 2020) define perceived quality 

benefit as consumers' subjective assessment of product quality. This assessment will 

determine consumer purchasing behavior towards purchases. On the other hand, the 

product quality referred to here includes overall brand superiority, such as intrinsic 

characteristics such as performance and durability, as well as extrinsic characteristics 

such as the product brand. 

3. Results and Discussion 

3.1. Measurement model 

The measurement model used in this study is a reflective model. Referring to (Hair 

et al., 2021a), evaluation of the reflective model is carried out by testing item reliability, 

internal consistency, convergent validity, and discriminant validity. The reliability of the 

measurement model was assessed based on the loading factor value, where the results 

showed that all items met the criteria with a value greater than 0.7 (Table 1). Apart from 

that, it is necessary to consider the composite reliability (CR) value. The CR values in this 

study all have values greater than 0.7, so the model is said to be reliable. 

Table 1 
Assessment of Reliability and Convergent Validity 

Construct Item Loading Factor rho_A CR AVE 

Environmental Concern (EC) EC1 0.805 0.820 0.875 0.636 
 

EC2 0.809 
   

 
EC3 0.818 

   

 
EC4 0.757 

   

Perceived Quality Benefit (PQB) PQB1 0.763 0.848 0.879 0.710 
 

PQB2 0.857 
   

 
PQB3 0.902 

   

Willingness to Pay More (WTPM) WTPM1 0.894 0.945 0.958 0.849 
 

WTPM2 0.940 
   

 
WTPM3 0.946 

   

 
WTPM4 0.905 

   

Source: Processed primary data (2024)  
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Evaluation of the validity of the reflective measurement model was carried out by 
testing convergent validity and discriminant validity. Convergent validity is tested using 
the Average Variance Extracted (AVE) value. The AVE value in this study (Table 1) is 
known to be greater than 0.50, thus indicating a sufficient level of convergent validity. 
This means that the latent variables in this study explain more than half of the variance 
of the indicators. Discriminant validation in this study was carried out using the 
Heterotrait-Mono-trait Ratio (HTMT). In Table 1, the total value is less than 0.85, which 
means it meets the criteria (Hair et al., 2021b). 

Table 2 

Heterotrait-Mono-trait Ratio (HTMT) 

 Environmental concern 

(EC) 

Perceived 

quality 

benefit 

(PQB) 

Willingness 

to pay 

more 

(WTPM) 

Environmental concern (EC)    

Perceived quality benefit (PQB) 0.531   

Willingness to pay more (WTPM) 0.316 0.380  

Source: Processed primary data (2024)  

3.2. Structural model 

The next step taken after the measurement model fully meets the evaluation 

criteria is to evaluate the structural model. Hypothesis testing is described in the path 

between exogenous and endogenous latent constructs in the structural model. In Table 3, 

2 hypotheses are shown, path coefficient, t-statistic, t-value, and p-value. The results of 

direct structural relationships show that all hypothesized paths have a significant 

positive effect (H1 and H2) at the 5% level (p-value: 0.05). The direct influence of 

environmental concern (EC) on willingness to pay more (WTPM) has a significant path 

coefficient of 0.166, while perceived quality benefit (PQB) is 0.273. The results of this 

study show that all hypotheses are accepted. 

Table 3 

Structural relationship and hypothesis testing 

Hypothesis Path Path Coefficient T Statistic P Value Decision 

H1 Environmental 

concern (EC) -> 

Willingness to pay 

more (WTPM) 

0.166 2.413 0.016 Accepted 

H2 Perceived quality 

benefit (PQB) -> 

Willingness to pay 

more (WTPM) 

0.273 3.629 0.000 Accepted 

Source: Processed primary data (2024)  
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3.3.  Discussion  

Research (Rahman & Reynolds, 2019) links consumption behavior of 

environmentally friendly products with willingness to pay more. Therefore, someone 

who consumes environmentally friendly products can signal their willingness to pay 

more to get an additional benefit, namely an environmentally friendly premium. This is 

supported by concerns about environmental problems, which have become a serious 

concern for all parties in the last few decades (Wei et al., 2018). Increased consumer 

awareness has given rise to new demands for products available in the market. People 

are starting to want products that provide a sense of security for the environment. This 

condition further encourages the emergence of environmentally conscious consumer 

behavior (Budi Lestari, n.d.). Ultimately, manufacturers and marketers must adapt their 

products to take into account the involvement of pro-environmental aspects. 

This study considers the influence of environmental concern factors and perceived 

quality benefits of consumers on their willingness to pay more for pro-environmental 

products in developing countries, especially Indonesia. It is known that environmental 

concern has a significant positive effect on consumers' willingness to pay more for pro-

environmental products. These results indicate that consumers who are environmentally 

conscious tend to be willing to pay more for pro-environmental products. These findings 

provide support for previous findings, such as (Ahmed et al., 2021; Lin & Niu, 2018; Yue 

et al., 2020), that environmental concern influences environmentally friendly purchasing 

behavior 

Environmental concern is part of general consumer attitudes towards 

environmental conservation (Gomes et al., 2023). Pro-environmental attitudes can be 

demonstrated through certain beliefs and behaviors, including purchasing green food 

products, re-packaging, and avoiding single-use products. Purchasing pro-

environmental products is referred to (Wei et al., 2018) as a consumer contribution to 

solving environmental problems. In addition, it was also found that perceived benefits 

and quality had a positive impact on consumers' willingness to pay more for pro-

environmental products. This is in line with study (Yazdanpanah & Forouzani, 2015), 

which identified that the perceived benefits of pro-environmental products encourage 

consumers to be willing to pay more if the perceived benefits are higher. Research (Ariffin 

et al., 2016) states that the quality perceived by consumers encourages consumers to 

repurchase green products. 

This study provides practical implications for marketers in marketing pro-

environmental products. Willingness to pay more for pro-environmental products can be 

increased by increasing consumer awareness of the environment. Campaigns for 

environmentally friendly products involving the negative impacts of non-

environmentally friendly consumption activities can be an alternative to increase 

consumer awareness of environmental sustainability. Apart from that, the government 
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and NGOs can involve reference groups by involving all elements of society to create 

videos and public advertisements to foster consumer involvement. The government can 

develop educational programs related to environmental protection using a participatory 

approach related to daily life. 

The next effort that can be taken is to normalize premium prices for pro-

environmental products. This normalization can be done by communicating the benefits 

and qualities inherent in pro-environmental products. For food products, marketers 

should also emphasize the health benefits obtained from these products. Communication 

can be done through campaigns, advertisements, information on the benefits and quality 

of packaging, or certification labels printed on the labels. This is expected to give rise to 

a perception felt by consumers where consumers feel they are getting appropriate 

benefits and quality for the costs incurred. 

4. Conclusion 

The findings in this study show that these two factors influence consumers' 

willingness to pay more for pro-environmental products. The results of this study 

provide implications for marketers to emphasize benefits and quality aspects in their 

product marketing communications. The government and related NGOs can help build 

public awareness of environmental sustainability by providing education and positive 

campaigns related to problems and efforts to support environmental sustainability. 

This research has several study limitations, including the limited number of 

samples and locations that do not reflect the generalization of consumers in Indonesia. 

This research only focuses on two main factors, namely environmental concern and 

perceived benefits-quality. For further research, researchers can consider the variables of 

knowledge of environmental products and ethical value to provide a more complex 

picture of the psychological factors that encourage pro-environmental consumer 

behavior. 
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