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ABSTRACT 

 

The last decade, environmental pollution has risen and has increased global warming. 

This study presents an attempt to examine the factors that will affect the purchase of 

green products and save the environment from pollution. The findings of this study 

include environmental consciousness, environmental knowledge, environmental 

attitude and environmental benefit against the intention of purchasing green products. 

The sample of this study is 100 respondent randomly in UUM undergraduate students 

of Operation Management, Technology Management and Logistics & Transportation 

from School of Technology Management and Logistics (STML) have been selected to 

participate to achieve the objectives of the study. The figure of framework will created 

in this study to look the relationship between independent variable and dependent 

variable. The data collection, researcher used Statiscal Package for Social Science 

(SPSS) software. 

 

Keywords: purchase intention, environmental consciousness, environmental 

knowledge, environmental attitude, environmental benefit 

 

 

INTRODUCTION 

 

Global warming cannot be lightly taken by the community. This global phenomenon 

not only brings threats to the environment but also to the main users of the environment 

is human. Global warming happens when earth temperature rises (Nelson & Serafin, 

1996). 

 

Awareness of the destruction of natural resources resulting from human activities has 

raised the issue of environmental protection and environmental consciousness in 

consumer behavior. This, in turn, has increased the demand for green products in the 

market worldwide. A green product is defined as “a product that was manufactured 

using toxic-free ingredients and environmentally-friendly procedures, and which is 

certified as such by a recognized organization” (Gurau & Ranchhod, 2005). 

 

The purpose of this research was to investigate the relationship between environmental 

consciousness, environmental knowledge, environmental attitude and environmental 

benefit with purchase intention of green product among STML student. 
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Problem statement 

 

Environmental issues and their impact on human health has become a major issue 

among academics, governments and organizations (Yadav and Pathak, 2016). With the 

increase in the technologies, there has been an increase in the industrial activities which 

has affected the environment adversely. The environment has been exploited 

extensively; this over exploitation of the environment has resulted in climate change, 

global warming, pollution, depletion of the ozone layer. These issues have raised 

concerns to protect our environment which has led to the concept of going green. 

(D’Souza, 2006). 

 

There are many researches had conducted on various issues with regard to green 

purchase intention. Although the result showing positive and significant relationship 

between the tested variables, however the tested variables are different. For example, 

journal one (Kamonthip, 2017) are used three variables such as environmental 

consciousness, environmental knowledge, and environmental attitude, while journal 

two (Nurul Zarirah, 2011) are using two variables such as environmental benefit and 

comparative cost. Therefore this research employed four variables which is 

environmental consciousness, environmental knowledge, environmental attitude and 

environmental benefit derived from two authors that are (Kamonthip, 2017; Nurul 

Zarirah, 2011). There are also limited research conducted measuring the perception of 

university students. 

 

Research objective 

 

The aim of this study is generally to investigate factors influencing the purchase 

intention of green products among STML student. Specifically the study aims to: 

1. To investigate the relationship between environmental consciousness and 

purchase intention. 

2. To investigate the relationship between environmental knowledge and purchase 

intention. 

3. To investigate the relationship between environmental attitude and purchase 

intention. 

4. To investigate the relationship between environmental benefit and purchase 

intention. 

 

Research question 

 

Based on the problems above, the research will answer the following questions: 

1. What is the relationship between environmental consciousness and purchase 

intention? 

2. What is the relationship between environmental knowledge and purchase 

intention? 

3. What is the relationship between environmental attitude and purchase intention? 

4. What is the relationship between environmental benefit and purchase intention? 

 

Significant of study 

 

This study is conducted to investigate the important factors that motivate STML 

students to make green product purchases and gain awareness about the use of green 
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products. This study also will provide guidance and knowledge to assist policymakers 

in the same way. It provides important information to researchers and students in the 

awareness of saving the environment by using green products. 

 

 

LITERATURE REVIEW 

 

Purchase intention 

 

Purchase intention is the implied promise to one’s self to buy the product again 

whenever one makes next trip to the market (Fandos & Flavian, 2006; Halim & 

Hameed, 2005). Purchase intentions have not been explained well in marketing 

provide), sensorial (physical experience of a brand and derive from its sensorial 

properties – looks, taste, smell, texture and so forth), expressive (allowing the consumer 

to express certain values, contributing to a sense of identity) or emotive (positive 

feelings created in consumers when buying or using a brand often have a symbolic 

dimension and respond to profound human needs such as the need to be cared for or the 

need to give and receive love). Strong brands often deliver a combination of those 

benefits type (Batey, 2008).  

 

In consumer purchase behavior studies, purchase intention is defined as consumers’ 

intention to buy a product in the future (Hsu and Tsou, 2011; Saxena, 2011). Purchase 

intention can be used to predict real purchase behavior; therefore it has attracted a lot 

of interest by researchers (Hsu and Tsou, 2011). Studies indicate that product 

familiarity influences purchase intentions for different product categories and consumer 

segments (Kim & Chung, 2011). Purchase intention process starts with the product 

evaluation. To do the evaluation individuals use their current knowledge, experience 

and external information (Bukhari et al. 2013).  

 

Environmental consciousness 

 

The process of building environmental consciousness requires time and change of 

attitude and purchasing habits, therefore, the relationship between environmental 

consciousness, attitude and purchase intentions should be monitored (Lin & Huang, 

2012). Found positive relationships between environmental consciousness and 

purchase intentions on green products (Ariffin, Yusof, & Shah, 2016). Found that green 

consumption acceptance would help strengthen the quality of the environment and be 

willing to spend more green products (Tsay, 2009). 

 

Environmental knowledge 

 

The people who knowledge about the environment can lead to environmental impact 

and environmental responsibility of the individual, which may contribute to sustainable 

development (Fryxell & Lo, 2003). Found a positive relationship between 

environmental knowledge and purchase intention towards green products (Wang, Liu, 

& Qi, 2014). 
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Environmental attitude 

 

Proposed that an individual’s attitude has direct effects on their behavioral intention. 

Therefore, environmental attitude is one of the important variables in predicting 

consumers purchase intention towards green products (Ajzen & Fishbein, 1980). Tried 

to understand the green consumption patterns by investigating the role of collectivism, 

personal values, environmental attitudes, and effective consumer perception (Kim, 

2011). 

 

Environmental benefit 

 

The benefit to self-represent the customers’ perception of the contribution made by 

green products on customers themselves, such as increasing health. The measurement 

items are built based on the definition of the construct (Ottman, 1998; Sweeney and 

Soutar, 2001; Khalifa, 2004). 

 

 

METHODOLOGY 

 

This section will present about the methodology in this study, researcher will cover 

about theoretical framework, research design, data collection and data analysis. 

 

Theoretical framework 

 

Independent variable      Dependent variable  

   

 

 

 

 

 

 

 

 

 

 

 

Figure 1 

Theoretical framework of purchase intention  

 

The following hypotheses are proposed: 

H1: There is a relationship between environmental consciousness and purchase 

intention. 

H2: There is relationship between environmental knowledge and purchase intention. 

H3: There is relationship between environmental attitude and purchase intention. 

H4: There is relationship between environmental benefit and purchase intention. 

 

 

 

Environmental Consciousness 

Environmental Knowledge  

Purchase Intention 

 

 

Environmental Benefit 

Environmental Attitude  
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Data collection 

 

Data collection will collect through the online using the google form for this survey. 

The researcher was made this survey because want to know the relationship between 

purchase intention and environmental consciousness, environmental knowledge, 

environmental attitude, and environmental benefit. The population in this study is 1414 

UUM undergraduate students of Operation Management, Technology Management, 

and Logistics & Transportation from School of Technology Management and Logistics 

(STML). The researcher has chosen 100 respondent as a sample from 1414 population 

of School of Technology Management and Logistics students for this study. This 

research questionnaire used a 4 likert scale points to measure each construct. 1 = 

Strongly Disagree, 2 = Disagree, 3 = Agree, 4 = Strongly Agree. Have five questions 

for each variable and the demographic profile which is about information students. 

 

 

FINDING AND DISCUSSION 

 

Reliability test 

 

Table 1 

Cronbach’s Alpha 

 

Variables No. Items Item Deleted 
Cronbach’s 

Alpha 

Purchase Intention (DV) 5 - 0.789 

Environmental Consciousness (IV) 5 - 0.773 

Environmental Knowledge (IV) 5 - 0.805 

Environmental Attitude (IV) 5 - 0.821 

Environmental Benefit (IV) 5 - 0.785 

Note: Dependent variable (DV), Independent variable (IV) 

 

Based on Table 1, the Cronbach’s Alpha acquired indicates that all the items are 

positively correlated with one another and it is internally consistent.  For that purpose, 

the Cronbach’s Alpha has been used to measure reliability among variables. 

Reliabilities with less than 0.60 range is deemed poor, while those in the 0.70 range is 

acceptable and those above 0.80 is considered as good. The Cronbach’s alpha for 

dependent variable is 0.789, meanwhile, the Cronbach’s alpha for the independent 

variables range between 0.773 until 0.821. 

 

Pearson’s Correlation analysis 

 

Data were analyzed using Pearson Correlation to test hypothesis H1, H2, H3, and H4 

which to identify the relationship between the dependent variable and independent 

variable. 

 

a) Relationship between environmental consciousness and purchase intention of 

green product 

 

The results showed there was positive and it is a significant relationship between 

environmental consciousness and purchase intention. When the correlation r = 0.729. 
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This means that is the significant relationship the hypothesis established in this study 

received. The correlation is significant at the 0.01 level (2 tailed). 

 

Table 2 
The relationship between environmental consciousness and purchase intention of 

green product 

 

Independent Variable Dependent Variables Correlation  

Environmental Consciousness  Purchase Intention 0.629 

 

b) Relationship between environmental knowledge and purchase intention of 

green product 

 

The results showed there was positive and it is a significant relationship between 

environmental knowledge and purchase intention. When the correlation r = 0.437. This 

means that is the significant relationship the hypothesis established in this study 

received. The correlation is significant at the 0.01 level (2 tailed). 

 

Table 3 

The relationship between environmental knowledge and purchase intention of green 

product 

 

Independent Variable Dependent Variables Correlation  

Environmental Knowledge  Purchase Intention 0. 437 

 

c) Relationship between environmental attitude and purchase intention of green 

product 

 

The results showed there was positive and it is a significant relationship between 

environmental attitude and purchase intention. When the correlation r = 0.330. This 

means that is the significant relationship the hypothesis established in this study 

received. The correlation is significant at the 0.01 level (2 tailed). 

 

Table 4 

The relationship between environmental attitude and purchase intention of green 

product 

 

Independent Variable Dependent Variables Correlation  

Environmental  Attitude Purchase Intention 0. 330 

 

d) Relationship between environmental benefit and purchase intention of green 

product 

 

The results showed there was positive and it is a significant relationship between 

environmental benefit and purchase intention. When the correlation r = 0.391. This 

means that is the significant relationship the hypothesis established in this study 

received. The correlation is significant at the 0.01 level (2 tailed). 
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Table 5 

The relationship between environmental benefit and purchase intention of green 

product 

 

Independent Variable Dependent Variables Correlation  

Environmental  Benefit Purchase Intention 0. 391 

 

 

CONCLUSION 

 

The result of this study, the findings show that the factors influencing purchase intention 

are at a satisfying level for the green product among STML students. The factors 

influencing purchase intention can still be improved until the purchase intention of the 

green product reaches maximum level. The authority also needs to make more 

awareness campaign for the environment to the student and always support green 

product to save the environment. 
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